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and elaborate discussion of sociopolitics in 
the book. They consider technology transfer 
through joint ventures as a historical process, 
and present a longitudinal case study of 
Swedish and Indian partners. They examine 
the stages the partners go through, exercise 
of control, and the emergence and resolution 
of conflict, based on a model which consists 
of partners' expectations, resource exchange, 
control, cooperation/conflict, and perfor
mance. Although the conceptualization could 
be more highly developed, this is an interest
ing study with practical implications. 

The "Sociopolitical International Market
ing Issues" part starts with another notewor
thy chapter. Vink raises a very important 
issue-action-and argues that traditional 
marketing theory does not explain how to fill 
in the specifics to make things work, and is 
not implementation oriented. He examines 
managerial learning in Philips Company dur
ing mid 1960s through early 1980s. This ex
pose of the sociocultural development of in
ternational management interactions points 
to the role of information, culture, and power 
in managerial responsiveness. A better devel
oped link to marketing would have made this 
interesting chapter more relevant for the 
book. 

Mahmoud and Rice discuss three frame
works ("coalition cycle", "bargaining power", 
and "political risk forecasting") in the con
text of Egypt's economic liberalization dur
ing the 1970s and early 1980s. They suggest 
that these frameworks provide a systematic 
basis for evaluating foreign environments. At 
a more micro level, Renwick and Renwick 
report a study on Caribean importers' per
ceptions of the attributes of foreign products. 
Even after purchasing experience with a 
country, the perceived quality of the prod
ucts from that country were higher if social 
linkages (friendships) existed with nationals 
of that country. 

The next two chapters are broad country 
studies. Lis and Sterniczuk present the 

changes in legal regulations regarding for
eign participation, and the difficulty of bring. 
ing in market elements into the communist
economy of Poland of the late 1970s and 
1980s. Mitchell evaluates the importance of 
the political element in Grenada's marketing 
during 1979-1986, before and after the US 
intervention. He suggests that the business 
environment of developing countries in
cludes many contradictory and co-existing 
forces without any discernible pattern. This 
conclusion is critical because it is contrary to 
the orientation of international organizations 
and policy makers, who usually consider 
broad and generalized patterns instead of 
such specific forces. 

The fourth part, "International Marketing 
Strategies", starts with Kaynak and Rice's 
application of the Political Economy frame
work to fish distribution channels in Nova 
Scotia. They provide examples of interac
tions between polity and economy, and sug
gest possible future developments in that 
channel. Fubara's country study describes the 
grain marketing activities of a state-owned 
enterprise in the socialist-oriented economy 
of one of the states of Nigeria. He concludes 
that unless producers are motivated (with 
pricing and credits), socialization of grain 
distribution for local or international mar
kets would be short-lived and self-defeating. 
Martenson provides an interesting and fo
cused expose of the environment-pricing re
lationship. She examines the pricing deci
sions of IKEA, which pursues a global cost 
leadership strategy. The parent company, 
competition, product, distribution channels, 
customers, and government are discussed as 
they relate to IKEA's globally low prices and 
price differences in local markets. N aor pro
vides another country study: the develop
ment of distribution in Romania during the 
late 1970s and 1980s. He suggests that al
though rapid structural changes in distribu
tion may effectively and efficiently be imple
mented with centralized planning, overbu-
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technology and a social process, . . . [but] so-:

cial process aspects ... are largely neglected" 
(Fuat et al., 1987, p. 382). 

The audience of the book can be scholars, 
economists, business people and policy mak
ers concerned with international marketing. 
Selective reading, depending on interest will 
be instructive. Motivated browsers will dis
cover a number of points of departure for 
more systematic investigation of the nature 
of sociopolitical aspects. 

Overall, this book is to be commended for 
pointing to the importance of, and encourag
ing inquiry into, the sociopolitical frame. It 
provides a contribution to a seldom-treated 
aspect of international marketing. The geo
graphical and sector coverage of the chapters 
is noteworthy. The book is at its best in its 
treatment of distribution and the influence 
of politicaljlegal factors. However, it omits 
some relevant topics, and it consists of a 

selection of broad topics rather than an inte
grated treatment of the sociopolitical frame. 
The contents are suggestive of the breadth of 
scope and depth of detail required of schol
arship in international marketing in general 
if the discipline is to achieve maturity. 
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