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International Marketing Edition 16 By Philip Cateora
The Book Caters To Undergraduate And Graduate Students In Management Schools In
India And Most Asian And Latin American Universities For Core Or Elective Paper, And
Will Also Prove Useful To Them As Practising Managers Since It Develops New
Concepts Deriv
The Third Edition of the bestseller is packed with cultural, company, and country
examples that help explain the paradoxes international marketers are likely to
encounter.
This well-established book, now in its Fourth Edition, provides the latest information and
data on International Marketing with emphasis on the Indian context. Retaining all the
strengths of the previous editions, the new edition includes significant updates in the
case studies, namely, • Infosys Technologies Limited • SAP India • Global Marketing in
Wipro—Growing in Strength • I-Flex Solutions (Currently Oracle Financial Software
Solutions) • Ace Designers • Gillette India • Mysore Sales International Limited These
case studies presenting the facts and data explicitly, familiarise the readers with the
latest developments and changing scenario of international marketing. Now, the text
highlights a wide variety of aspects relating to the business environment, with specific
focus on competition, product development, market strategy and international business.
Primarily intended for postgraduate students of management, the book would also
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greatly benefit managers attending various management programmes.
This is the second edition of the Global Marketing Management System (GMMS). The
GMMS approach (GMMS book + GMMSO4 software) provides a rigorous theoretical
base and a comprehensive, systematic and integrative planning process designed to
guide students and managers alike through the decision-making process of a company
seeking global market opportunities. The book aims to provide a structure, platform,
tools and a systematic step-by-step process designed to support the creation of a
strategic and applied oriented methodology to global business planning and strategy
formulation. It introduces the GMMS process as a demonstration of a successful
application of using web-based tools in teaching international business. The book also
facilitates the ability of students to enhance their understanding of decision making in
international management and bridge the gap between theory and practice. More about
GMMSO GMMSO4 Student User Guide (2 MB) What is GMMS? For Professors (2 MB)
What is GMMS? For Consultants and SMEs (2 MB) Contents:The Global Marketing
Management System:Introduction:Globalization and the Need for a Global Business
EducationProject-based Learning and GMMSOUnderstanding the Firm's Strategic
Position:Information ScanningPerforming a Firm Level Strategic AnalysisSummaryThe
Search for Global Markets:The Decision Making ProcessPreliminary Screening of
MarketsThe Process of Screening Countries Using Three Separate Screening Matrices
Performing an in-Depth Market Analysis of the Two Best MarketsMarket and Company
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Sales PotentialAnalyzing Market/Country Specific Competitive AnalysisIdentification of
Country-entry Conditions for the FirmAnalysis of Financial and Market Entry
ConditionsCreating an Entry Strategy into a Selected Market:Selecting an Entry Mode
into the Target MarketThe Business Environment of the Selected MarketCreating a
Marketing Plan with Its Firm Specific Goals and ObjectivesDeveloping a Product
StrategyDeveloping a Pricing StrategyCreation of a Promotional StrategyDeveloping of
a Distribution StrategyCreation of a Financial StrategyCreating the Organizational
Structure for the New MarketUnderstanding Exit Strategy and ScenariosSummaryThe
GMMSO4 Software System:GMMSO4:What Is GMMSO?Bridge the
GapBenefitsBackground to the Development of the Online Version of the GMMS
MethodLearning OutcomesCase Study:Lafkiotis Winery Entry into United States: A
Report Created by Using the GMMSO4 SystemLafkiotis Winery's Strategic AnalysisThe
Search for Global MarketEntry Strategy into the US Market Readership: Students,
instructors, researchers and professionals working in the fields of marketing
management, global strategy and international business.
Features the papers that report a variety of studies examining: international marketing
behaviour of firms from emerging markets; market environments and consumer
behaviour in emerging markets; and, MNCs' international marketing in emerging
markets.
For years academicians and marketing directors have debated the marketing
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standardisation versus adaptation of international marketing strategy. Despite the great
importance of the topic, the debate remains unresolved. At the same time, the
continuing globalisation of markets and the growing importance of the emerging BRIC
markets make an optimal management of international marketing efforts a necessity.
Therefore, this study offers - on the basis of a solid theoretical framework and sound
methodological operationalization - empirical findings on how to successfully manage
both, the international marketing mix and the related marketing process in world
markets. In particular, the marketing strategy pursued by multinational corporations are
analysed and compared as well as empirical findings relating to financial and non-
financial performance measures are provided.
Talks about the field of International Marketing. This title includes coverage of
technology's impact on the international market arena and a comprehensive website,
helping to provide updates to text content in this continually changing field.
Thoroughly updated, the 9th edition of this bestselling textbook incorporates global
trends and data, supported by an exemplary case selection based on firms from around
the world. The internationally cited author team of Czinkota, Ronkainen, and Gupta
balance conceptual understanding of business theory with the day-to-day realities of
business practice, preparing students to become successful participants in the global
business place. This edition brings greater focus on Asia and emerging markets, as
well as Brexit, the impact of COVID-19 on business and the importance of technology
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and the digital space to international business practice. Through its discussion and
analysis, the book guides students to a greater understanding of contemporary
business issues and helps them to develop new tools of analysis. Covering all key
aspects of international business, the authors emphasize a few key dimensions:
international context, role of government in international business, small- and medium-
sized firms, and social responsibility.
The Second Edition of this popular text brings up-to-date Marieke de Mooij’s important
analysis of the impact of culture on consumer behavior worldwide. The author shows
how it is increasingly vital for marketing students—tomorrow’s marketing
professionals—to understand the limits of consistent brand identities and universal
advertising campaigns. Consumer behavior is not converging across countries, and
therefore it is of even greater importance to understand, and be able to respond to,
differences in behavior. This edition offers a new chapter, Chapter 7, on culture,
communication, and media behavior that extends the prior edition’s discussion on
communication theories and advertising styles to cover differences in media usage
worldwide, particularly the use of the Internet.
An introduction to marketing concepts, strategies and practices with a balance of depth
of coverage and ease of learning. Principles of Marketing keeps pace with a rapidly
changing field, focussing on the ways brands create and capture consumer value.
Practical content and linkage are at the heart of this edition. Real local and international
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examples bring ideas to life and new feature 'linking the concepts' helps students test
and consolidate understanding as they go. The latest edition enhances understanding
with a unique learning design including revised, integrative concept maps at the start of
each chapter, end-of-chapter features summarising ideas and themes, a mix of mini
and major case studies to illuminate concepts, and critical thinking exercises for
applying skills.
Expanding an organisation internationally presents both opportunities and challenges
as marketing departments seek to understand different buying behaviours, power
relations, preferences, loyalties and norms. International Marketing offers a uniquely
adaptable strategy framework for firms of all sizes that are looking to internationalise
their business, using Carl Arthur Solberg's tried and tested Nine Strategic Windows
model. Compact and readable, this practical text offers the reader insights into: The
globalisation phenomenon Partner relations And Strategic positioning in international
markets. Solberg has also created a brand new companion website for the text, replete
with additional materials and instructor resources. This functional study, complete with
case studies that demonstrate how the theory translates to practice, is an ideal
introduction to international marketing for advanced undergraduates and postgraduates
in business and management. It also offers a pragmatic toolkit for managers and
marketers that are seeking to expand their business into new territories.
Unlike other International Marketing texts, Essentials of International Marketing includes
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only the most important information that can be easily covered in one semester. The
book covers all the key topics for an International Marketing course, but in a concise, no-
nonsense manner that meets the needs of undergraduates..In addition to including all
the basic topics, this affordable text also offers two unique chapters on the metric
system and on countertrade that provide essential information for successful
international marketers. Essentials of International Marketing has been extensively
class-tested and is well crafted to serve as a learning tool and a ready reference for
students. Each chapter includes an opening case vignette, learning objectives, plentiful
exhibits and tables, a summary, key terms, and discussion questions.
International Marketing
A marketing first approach to exploring the inter-relatedness of the key components that
impact any international marketing venture – markets, the 4Ps, culture, language,
political, legal and economic systems, and infrastructure - to support an understanding
of the synergies between international marketing and international business. The book
covers the incorporation of sustainability and bottom-of-the-pyramid markets within
each chapter, along with ‘International Incident’ boxes encouraging the reader to
engage with the ethical and cultural dimensions of international marketing and decision-
making. It is also supported by vivid, real-world case studies from a varied cross section
of international companies such as Alibaba.com, Best Buy, Facebook, DHL, Kikkoman,
Tesco, McDonalds, Nintendo, KitKat in Japan, Mobile Communications in Africa,
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India’s ArcelorMitall Steel, Wind Turbines in Finland, Uniqlo, and Banana Republic.
New to this edition: A more global focus through examples, case studies and the
experience brought by new co-author Barbara Czarnecka Chapter on “Culture and
Cross-Cultural Marketing”, featuring political unrest, the Syrian refugee crisis, the
recent return to nationalism (e.g. Brexit and the Trump presidency) and further
coverage of developing countries. Chapter feature, “Practitioner Insight”, which
provides applied insights from industry insiders. Coverage of digital advances and
social media. Updated theory and methods, including S-DL, CCT, and Netnography.
Additional videos supplementing the comprehensive online resource package for
students and lecturers. A wealth of online resources complement this book. These
include a test bank of 50-65 questions per chapter, PowerPoint slides, sample syllabi,
interactive maps, country fact sheets, flashcards, SAGE journal articles, and guidelines
for developing a marketing plan. Suitable reading for students of international or global
marketing modules on Marketing, International Business and Management degrees.
International Marketing addresses global issues and describes concepts relevant to all
international marketers, regardless of their international involvement. Notwithstanding
the extent of global perspective that firms may have, they are affected by the
competitive activity in the global marketplace. It is this perspective that the authors
bring into this edition of the text. The text focuses on the strategic implications of
competition in different markets. The environmental and cultural approach to
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international marketing permits a truly global orientation. Thus the reader’s horizon is
not limited to any specific nation but the text provides an approach and framework for
identifying and analyzing the important cultural and environmental uniqueness of any
nation or global region. Salient Features: ? 10 Indian cases included in the book ? New
sections on negative impact of new communication tools, intellectual property rights in
the international context, Brexit, inventive international negotiation etc. ? Thoroughly
updated data, text, pictures and exhibits across the chapters ? More than 100 new
academic articles and their findings integrated and cited across the chapters
A fresh addition to the current international marketing literature, Entrepreneurship in
International Marketing address both important issues concerning entrepreneurship in
the international market and looks at the contemporary international marketing issues.
Strategic, comprehensive, and concise, the fifth edition of this popular textbook
introduces students to the important concepts of global marketing today, and
their managerial implications. Increasingly, marketing activities must be
integrated at a global level. Yet, the enduring influence of culture requires
marketers to adapt local strategies in light of cultural differences. Global
Marketing takes a strategic approach, recognizing the need to address both the
forces of globalization and those of localization. Key updates include: Extensive
real-life examples and cases from developed and emerging markets, including
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Africa, Latin America, and the Middle East; New topics such as digital distribution
options, the participation of customers, and the rise of social media, including
Twitter, Facebook, and TikTok; Updated exploration of often overlooked topics,
such as China’s state-owned enterprises, the importance of diasporas as target
markets, the threat of transnational criminal organizations to legitimate
marketers, and new tensions among trading partners; A stronger recognition of
the need for a growth mindset, value orientation, and innovation. Written in a
student-friendly style, this fully updated new edition continues to be the textbook
of choice for students of global marketing.
This new textbook introduces students to the essential concepts, theories and
perspectives of Global Marketing and these are supported by real-world case
studies from North America, Europe and the emerging markets of China, India
and Latin America. These emerging markets are given balanced coverage
alongside developed markets and the text also includes a dedicated chapter on
emerging markets multinationals. Practical in its orientation, the text equips
students with the tools needed to make strategic marketing decisions and find
solutions in a global business environment. Key features include: A full-colour
text design with photos to help bring the content to life and enhance students'
learning 'Spotlight on Research’ and ‘Expand Your Knowledge’, introducing
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students to some of the seminal scholarly research undertaken in the field 'Real
World Challenges’ offering additional engaging practice-led examples to Case
Studies in chapters and providing a scenario for students to analyse and reflect
upon via questions A companion website (https://study.sagepub.com/farrell)
offering a range of instructor and student support materials including PowerPoint
slides, a testbank for instructors and quizzes for students
The fourth edition of 'International Marketing' provides a complete introduction to
international marketing in the 21st century.
This book takes as its perspective that the customer undoubtedly is positioned in
the center of the firm’s overall management activities. True understanding of the
customer requires efficient marketing research about the firm’s international
business environment. As discussed in the first chapters of the book, the firm’s
business success depends in part on its ethical standards; thus awareness of its
environmental and social responsibility is required. The following chapters
concentrate on various aspects of culturally biased customer behavior and how
the firm ensures sensitivity when planning and selecting its marketing strategies.
The most efficient techniques of international market segmentation, targeting,
and strategic competitive positioning are introduced. Furthermore, concepts of
consumer loyalty programs and their implementation in diversified international

Page 11/22



Read Book International Marketing Edition 16 By Philip Cateora

markets are presented. An important part is dedicated to describing suitable
mixes of marketing policies for firms operating in culturally heterogeneous
international markets. Finally, forecasting changes in consumer behavior as a
tool of planning international marketing activities is taken into consideration.
Marketing control mechanisms that seek to increase efficiency of selected
marketing activities further contribute to the valuable insights of this publication.
Marketing is a universal activity that is widely applicable, regardless of the
political, social or economic systems of a particular country. However, this
doesn't mean that consumers in different parts of the world should be satisified in
the same way. The 4th edition of International Marketing has been written to
enable managers and scholars to meet the international challenges they face
everyday. It provides the solid foundation required to understand the complexities
of marketing on a global scale. The book has been fully updated with topical case
studies, examples of contemporary marketing campaigns, the most relevant
discussion topics as well as the most up-to-date theories, references and
research findings. It is this combination of theory and practice that makes this
textbook truly unique, presenting a fully rounded view of the topic rather than an
anecodotal or descriptive one alone. The book includes chapters on: * Trade
distortions and marketing barriers * Political and legal environments * Culture *
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Consumer behaviour * Marketing research * Promotion and pricing strategies *
Currencies and foreign exchange Accessibly written and designed, this book is
the most international book on marketing available that can be used by
undergraduates and postgraduates the world over. A companion website
provides additional material for lecturers and students alike.
Created through a student-tested, faculty-approved review process, MR2 is an
engaging and accessible solution to accommodate the diverse lifestyles of
today's learners. MR2 provides an exciting, innovative approach to Marketing
Research that provides the material needed for a successful course. Attention
CourseMate user: The CourseMate platform is being sunset and will not be sold
with this title after December 31st, 2019. Cengage will support existing users of
CourseMate through August 1st, 2020. Important Notice: Media content
referenced within the product description or the product text may not be available
in the ebook version.
Global Marketing, 3rd edition, provides students with a truly international
treatment of the key principles that every marketing manager should grasp.
International markets present different challenges that require a marketer to think
strategically and apply tools and techniques creatively in order to respond
decisively within a fiercely competitive environment. Alon et al. provide students
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with everything they need to rise to the challenge: Coverage of small and
medium enterprises, as well as multinational corporations, where much of the
growth in international trade and global marketing has occurred; A shift toward
greater consideration of services marketing as more companies move away from
manufacturing; A shift from developed markets to emerging markets with more
dynamic environments A focus on emerging markets to equip students with the
skills necessary to take advantage of the opportunities that these rapidly growing
regions present; Chapters on social media, innovation, and technology teaching
students how to incorporate these new tools into their marketing strategy; New
material on sustainability, ethics, and corporate social responsibility; key values
for any modern business; Short and long cases and examples throughout the text
show students how these principles and techniques are applied in the real world;
Covering key topics not found in competing books, Global Marketing will equip
today’s students with the knowledge and confidence they need to become
leading marketing managers. A companion website features an instructor’s
manual with test questions, as well as additional exercises and examples for in-
class use.
The 7th Edition of Global Marketing Management prepares students to become
effective managers overseeing global marketing activities in an increasingly
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competitive environment. The text’s guiding principle, as laid out concisely and
methodically by authors Kotabe and Helsen, is that the realities of international
marketing are more “multilateral.” Suitable for all business majors, the text
encourages students to learn how marketing managers work across business
functions for effective corporate performance on a global basis and achievement
of overall corporate goals. Global Marketing Management brings timely coverage
in various economic and financial as well as marketing issues that arise from the
acutely recessionary market environment.
This book of expert contributions provides a comprehensive analysis of contemporary global
marketing issues under different international business settings. It covers a wide array of key
areas of international marketing research such as cross-cultural consumer behavior, foreign
market entry modes, international entrepreneurship, international marketing strategy, country-
of-origin effects, internationalization process, international buyer-seller relationships, corporate
social responsibility, and international marketing performance. With both theoretical and
empirical contributions by prominent researchers from all over the world, the book highlights
and advances extant knowledge on global marketing and offers recommendations for future
research. It builds a useful reference for scholars, doctoral researchers, and senior students in
international marketing/business.
Re-issuing this successful book in its seventh edition the author starts with an overview of
basic marketing concepts and their applicability on an international basis. It then covers each
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ingredient of the marketing mix and explores them in relation to multinational markets. Each
ingredient is studied in the light of the fundamental question: 'How far can it be standardised
internationally or in a research-based cluster of countries?' Research, planning and
organisation problems receive particular attention. A whole chapter is devoted to 'Creativity
and Innovation' on a global scale.
The increasing globalisation of markets and competition drives the strategic approach towards
international marketing programmes to the very heart of corporate success in the beginning of
the 21st century. More than ever, the marketing manager of today has to permanently balance
the potential advantages of an international marketing standardisation and the benefits gained
by an adaptation to local preferences. Therefore, this book aims not only at providing a strong
theoretical background of key concepts, past notions and the latest developments in the
international marketing debate. Instead, it also focuses on key factors which determine an
adequate international marketing strategy with regard to consumer goods, industrial goods and
services. Thus, this study elaborates on crucial aspects applying to international marketing
managers facing global competition by analysing empirically the marketing approach chosen
by the 500 largest German companies by turn-over which represent to quite some extent one
of the most successful and internationally-orientated economy in the world.
This well-established book, now in its third edition, continues to provide up-to-date information
and data on International Marketing with emphasis on the Indian context. Retaining all the
strengths of the previous editions, the new edition includes two new chapters on International
Business Risks and International Marketing Strategies to meet the curriculum requirements.
Besides, all the case studies have been updated to reflect the changing scenario of
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international marketing. Primarily intended for postgraduate students of management, the book
would also greatly benefit managers attending various management programmes.
The second edition of International Marketing includes greater coverage of digital marketing,
social and interactive marketing.For example, Sri Lankan farmers connecting to markets via
mobile phones, Indonesia and intellectual property rights violations and how high fashion is
harnessing the internet to become more accessible. It also benefits from increased focus on
ethics and sustainability as well as more content relating to emerging markets as a direct result
of market feedback.In this era of rapid global economic growth and change, an understanding
of how marketing is impacted by culture and society is vitally important.This leading text
provides a well-rounded perspective of international markets that encompasses history,
geography, language, and religion as well as economics. Cateora helps students to see the
cultural and environmental uniqueness of any nation or region. This edition provides a
particular focus on the changing dynamics in the Asia Pacific region and their importance in the
wider global context.
This book proposes a theoretical framework identifying external and internal factors that
influence internationalization strategy of Chinese brands and brand performance. It explores
several key strategies e.g. standardization versus adaptation, price leadership versus
branding, OBM export versus OEM export, and incremental versus leap-forward
internationalization model. The relationships are examined between various international
marketing mix e.g. distribution channel and pricing strategies, and brand performance.
Through case studies the text also analyses the internationalization of contract-based firms.
INTERNATIONAL MARKETING is an innovative, up-to-date text ideal for anyone seeking
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success in this fast-paced field. You will discover topics ranging from beginning start-up
operations to confronting giant global marketers. This in-depth text will prepare you to conquer
the international business world! Important Notice: Media content referenced within the product
description or the product text may not be available in the ebook version.
This is a basic text in International Marketing, a major knowledge area for students of
management studies. This book attempts to make learning of the nuances of the subject easy
and enjoyable for students. International trade, economic free trade zones, embargoes on
exports, and tariff and non-tariff barriers that the companies face overseas form a major part of
the book. In addition, the role of international organizations under the guidance of the United
Nations has been given its due importance.
Pioneers in the field, Cateora, Gilly, and Graham continue to set the standard in this
18th edition of International Marketing with their well-rounded perspective of
international markets that encompass history, geography, language, and religion as
well as economics, which helps students see the cultural and environmental
uniqueness of any nation or region. The dynamic nature of the international
marketplace is reflected in the number of substantially improved and expanded topics in
this 18th, including the following over 100 new academic articles and their findings. All
data, text, photos and images have been updated for currency, as has the
corresponding content within McGraw-Hill Education’s Connect with adaptive
SmartBook. Additional updates include:NEW Cases: New cases accompany the 18e,
enlivening the material in the book and class discussions while broadening a student’s
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critical thinking skills. These cases bring forth many of the topics discussed in the
chapters and demonstrate how these concepts are dealt with in the real world. These
cases can be assigned in Connect and SmartBook. Optionally, a case booklet can be
create using McGraw-Hill CREATE. Crossing Borders Boxes: These invaluable boxes
offer anecdotal company examples. These entertaining examples are designed to
encourage critical thinking and guide students through topics ranging from ethical to
cultural to global issues facing marketers today. 4-Color Design: New color maps and
exhibits allow for improved pedagogy and a clearer presentation of international
symbols and cultural meanings in marketing and advertising. In addition, photos that
depend on full color for maximum impact easily bring many global examples to life.
This textbook introduces students to the important concepts of global marketing today,
and their managerial implications. Designed to be shorter than many other textbooks,
Global Marketing focuses on getting to the point faster. Increasingly, marketing
activities must be integrated at a global level. Yet, the enduring influence of culture
requires marketers to adapt local strategies in light of cultural differences. Global
Marketing takes a similar strategic approach, recognizing the need to address both the
forces of globalization and those of localization. Other key features include: Coverage
of often overlooked topics, such as the competitive rise of China’s state-owned
enterprises; the importance of diasporas as target markets; and the emerging threat to
legitimate marketers from transnational criminal organizations A chapter dedicated to
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understanding global and local competitors, setting the stage for ongoing discussion of
both buyers and competitors in an increasingly competitive global marketplace
Extensive real-life examples and cases from developed and emerging markets,
including insights into the often-overlooked markets of Africa, Latin America, and the
Middle East Written in a student-friendly style, previous editions have received praise
from both students and instructors. This edition continues to build on this strong
foundation, making this the book of choice for students of global marketing classes.
This book examines both the theory and applications of marketing higher education in a
global environment. Universities and colleges face new challenges in student
recruitment and international competition. This book is designed to offer new insights
into international marketing of higher education. With declining domestic enrollments
and continuing funding cuts, many higher education institutions are exploring new ways
to market and promote themselves to international students. Higher education
institutions view international students not only as a source of revenue, but also as an
integral part of an overall academic strategy. While international students face many
destination choices, they normally choose universities and colleges in developed
countries such as the US, Canada, UK, Australia, and New Zealand. The international
marketing of higher education is of growing importance to universities and colleges
today.
For undergraduate and graduate courses in global marketing The excitement,
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challenges, and controversies of global marketing. Global Marketing reflects current
issues and events while offering conceptual and analytical tools that will help students
apply the 4Ps to global marketing. MyMarketingLab for Global Marketing is a total
learning package. MyMarketingLab is an online homework, tutorial, and assessment
program that truly engages students in learning. It helps students better prepare for
class, quizzes, and exams–resulting in better performance in the course–and provides
educators a dynamic set of tools for gauging individual and class progress.
International Marketing Compact offers a new perspective in teaching international
marketing. The authors address issues in a novel way by bringing in cases from
advanced and emerging markets. In this connection they also discuss technological
requirements of the 21st century and how these developments necessitate a change in
looking at international marketing issues. The individual chapters follow the necessary
steps to develop and implement projects successfully in the international market place.
The knowledge, which is provided for both students and practitioners, is well balanced
in terms of theoretical input and managerial application. This is the result of numerous
examples presented in this book not only from Europe, but also from other markets
throughout the world. The book is addressed to various student groups: those in a
bachelor’s program studying business, economics and international trade can well use
the book to gain a broad and current perspective on trends in international marketing
theory and practice. Those in a master’s program for business, economics and
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international trade can use the book as a guide for building a theoretical background for
their term projects and the case studies they analyze. Those at the PhD level in the
same or similar disciplines can take a compact look at 21st century international
marketing. It is also beneficial for international students, for example, for Erasmus
students at European universities, who are building a common international marketing
background and perspective that they can take back to their studies at their home
universities.
International Marketing is an adaptation of a best-selling German text, which considers
the global marketing arena from a new and original perspective. It focuses upon
international marketing primarily as the coordination of a company's different national
marketing programmes. How can for example an exchange of marketing knowledge
across borders add value to a company's position in other markets? What impact does
the exchange of goods and information across borders by customers have? What effect
can 'going international' have on an international cost position? How can lead markets
act as a guide to future developments in other countries? International Marketing takes
a comprehensive look at all the underlying concepts, using a wealth of truly European
examples and substantial case studies.
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