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other Spanish American countries? The impression that arises from this study is that it
did not and that the intellectual movement that Bergel describes was rather a region-
wide affair. Much of the book in fact deals less with Argentina than with Buenos Aires-
based intellectuals, not all of whom were Argentine. Chapter s also underlines that
‘inverted Orientalism emerged closely linked to the latinoamericanismo of the
period’ (p. 233) in that both were interlocked with an anti-imperial impetus.
Rather indirectly, then, the book also tells us something about how Argentina
became a part of Latin America.

In sum, this is an inspiring, well-researched an elegantly written study of a hitherto
neglected subject, which will surely redirect the way in which we think about
Argentine intellectual history. It further benefits greatly from its author’s agnosticism
towards the narcissism of the little differences between different intellectual-history
‘schools’. Bergel’s analysis of the material conditions facilitating the discourse he
examines therefore ties seamlessly into the thrust of an interesting and compelling
argument.

Freie Universitit Berlin MICHAEL GOEBEL
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José¢ Miguel Ospina Silva, Luis Fernando Molina Londofio, Gabriel Pérez
Cifuentes and Carlos Davila L. de Guevara, Historia de la investigacién de mer-
cados en Colombia: trayectoria empresarial de Napoledn Franco (Bogot:
Universidad de los Andes, 2016), pp. 505, pb.

Puzzled about marketing and its history in Colombia, an interdisciplinary group at the
Universidad de los Andes is working to publish pioneering studies that will become
pedagogically useful to business schools’ faculty and students. After selecting some
of the major figures in Colombian marketing, Professors José Miguel Ospina, Luis
Fernando Molina, Gabriel Pérez and Carlos Davila started publishing biographical
accounts. Historia de la investigacion de mercados en Colombia. trayectoria empresavial
de Napoledn Franco is the second edited volume of this project; the first book (2008)
focused on Enrique Luque Carulla.

This volume is divided in two parts. The first one contains five individually
authored chapters that provide historical background and address methodological
and theoretical issues. The second part presents in 11 chapters the biography of
Napole6n Franco Armenta, a Colombian psychologist and entrepreneur who is
reputed to be one of the major exponents of market research in Colombia.

Chapter 1, by Ospina, describes the origin and evolution of marketing research in
the United States from 1910 to the 1930s. Chronologically narrated, this chapter pre-
sents fresh insight into the first developments in marketing and into firms conducting
and hiring marketing research. The author also introduces pioneers such as Charles
Coolidge Parlin, who played a key role at the firm Curtis Publishing Company.
However, readers interested in the origins of marketing research in Colombia and
in Latin America will find this chapter unsatisfactory because it is US centred.

In chapter 2, Carlos D4vila engages with oral history, biographical studies and with
the so-called ‘Esquema de andlisis para adelantar estudios de empresariado (EAHE)’,
the editors’ own theoretical and methodological framework to study entreprenecurial
history. After describing the relevance of oral history’s conceptual and institutional
mainstays — chiefly in the United States and Latin America — Dévila introduces
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briefly the production of biographical studies in Colombia, with clear emphasis on the
work done by the Grupo de Historia y Empresariado (GHE) that Carlos Davila leads
at the Universidad de los Andes. Most of this chapter focuses on the EAHE. Although
this methodological approach could be useful for business historians, a summarised
version of the method would have sufficed in this volume because detailed descriptions
are published elsewhere. Instead, a critical approach to the Esquema and its signifi-
cance for research projects examining not only a person’s biography, but also wider
historical processes, would have strengthened the contribution of this chapter.

Chapters 3 through s offer important information about Colombian history,
Napole6n Franco’s life, and further methodological interpretations of oral testi-
monies. Chapter 3, by Luis Fernando Molina, presents a chronology from 1947 to
2013 that includes not only Napoleén Franco’s key dates, but also elements of nation-
al and international history that help readers contextualise both the main character’s
story and the history of marketing research in Colombia. As a catalogue of facts,
chapter 3 reads more as an appendix than a book chapter. Chapter 4, also by
Molina, presents a brief analysis of Napole6n Franco’s entrepreneurial activity in re-
lation to his family and politics. This chapter argues that although Napoleén Franco’s
family has played an important role in his endeavours, Franco stands apart from the
traditional academic understanding of Colombian entrepreneurs because his economic
behaviour did not build on family tradition. By analysing Napoleén Franco’s own nar-
rative, Molina focuses on a sort of company history of Napoleén Franco y Compaiia.
However, this chapter develops confident claims and engages with generalisations and
conceptual frameworks about family business that are not supported by the source
materials. Besides the main character’s testimonies, the only work cited is the afore-
mentioned first volume of this research project.

Chapter s closes the first part of this book. Gabriel Pérez, the author, matches
Franco’s words with literature on business history to support the ‘hypothesis’ that
‘the origin of company names are linked more with persons’ names and families than
impersonal names or initials’ (p. 135). As evidence, Pérez presents a list of companies
whose names suggest family origins. Starting in the year 578 with the foundation of
Kongo Gumi Co. in Osaka, half of this brief chapter offers a series of company names
listed in chronological order and accompanied with some practical information such
as founders’ names and economic activities. Later, this chapter explores cultural traits
and market conditions influencing naming practices in business environments and,
towards the end, the author also touches on theoretical and methodological considera-
tions that, on the whole, are addressed in previous chapters. After reading the first part of
this volume, scholars would find worrisome that with the exception of chapter 2, most of
the cited literature, particularly about Colombia, dates from before 2004. This raises
questions about the circulation of, and engagement with, the Colombian business and
economic history that has been produced over the last prolific decade.

The second part of this book is sharply different. Eleven well-written and clearly
connected chapters examine Napoleén Franco’s personal and professional trajectory,
from his birth in 1947 until the early 2000s. It is the result of a series of interviews and
the particular methodological approaches that are detailed in preceding chapters.
Carefully tailored with Franco’s own voice, this chronological and biographical
account allows the reader to navigate through relevant aspects of Franco’s life and
the wider national and international context. Analyses on business settings and strat-
egies, marketing research and Colombian politics as well as economics proliferate

throughout this biographical study.
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As a whole, this book will become an essential source for future researchers inter-
ested in Colombian business, entreprencurial or political history of the second half
of the twentieth century. By analysing and divulging knowledge otherwise kept by
business leaders such as Napoledn Franco, this volume and the larger project in
which it was conceived contribute to a better understanding not only of the history
of marketing research in Colombia, but also of business strategies and entrepreneurs’
traits and economic behaviours in global perspective.

University of Notre Dame, Universidad EAFIT JAIRO CAMPUZANO-HOYOS
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Seventy-three women in 53 states have served as presidents or prime ministers between
1960 and 2010. Female executives have governed in democratic, authoritarian and
post-conflict states, with varied tenures (several months to several decades) and
complex legacies. Torild Skard’s impressive volume, Women of Power, presents well-
researched biographical sketches of these 73 women. Drawing her data from secondary
sources and 14 in-person interviews with former female leaders, Skard presents por-
traits of long-serving and influential female executives, such as Margaret Thatcher
(UK), Angela Merkel (Germany) and Michelle Bachelet (Chile), alongside stories of
temporary or lesser-known figures, such as Beatriz Merino (Peru), Lidia Giieiler
Tejada (Bolivia) and Elisabeth Domitien (Central African Republic). Women of
Power thus offers a complete accounting of female top leaders over the past so
years, meriting praise for its breadth and depth. At 499 pages, this volume will
appeal to scholars and practitioners interested in the life stories of these pioneering
women.

Skard organises her biographical sketches into regional chapters, with chapters sum-
marising global trends coming at the beginning and end of the volume. Though female
leaders’ profiles vary greatly, Skard notes some trends: no women have governed in
military or communist regimes, most (three-quarters) have wiclded power in
Christian-majority countries and none in the Arab States or the Pacific Islands, and
very few (one-quarter) have presided in non-crisis conditions. Nearly all female execu-
tives, including those attaining largely symbolic positions, boast exceptional education-
al and professional qualifications. Their résumés include careers in electoral politics,
revolutionary struggles, peace movements and civil society organisations. Every
female leader broke significant structural, political and social barriers related to
gender, and all negotiated vicious gender stereotypes. For example, detractors referred
to Violeta Chamorro as a ‘useless old bag of bones’ and to unmarried Beatriz Merino
as a lesbian.

Despite attending to female executives’ backgrounds and triumphs, Skard struggles
over the question of merit. Her Latin America chapter offers a chronological account
of Violeta Chamorro (Nicaragua), Lidia Giiciler Tejada (Bolivia), Janet Jagan
(Guyana), Mireya Moscoso (Panama), Beatriz Merino (Peru), Michelle Bachelet
(Chile), Cristina Ferndndez de Kirchner (Argentina), Dilma Rousseff (Brazil), and
Laura Chinchilla (Costa Rica) — Isabel Perén appears in an earlier chapter on
initial breakthroughs. Unlike Sub-Saharan Africa, where women commonly received
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