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Seminar paper from the year 2017 in the subject
Business economics - Marketing, Corporate
Communication, CRM, Market Research, Social
Media, ESC Dijon Bourgogne - Burgundy School of
Business, language: English, abstract: The subject
of the study is marketing in international markets, the
subject of research is the essence and the system of
it. The purpose of the paper work is to analyze the
principles of international marketing, to consider this
kind of activities in The Coca Cola Company. In
conditions of transition to a market economy, one of
the factors of effective functioning of economic
entities is the access of these entities to international
markets. Marketing, as experts emphasize, is not
only a theoretical but also a predominantly practical
discipline that arose and developed as a result of
economic activity in a market. Marketing in the
course of its development has widely used the
advanced achievements of science, it is an arsenal
of modern techniques and methods of various
scientific disciplines that are used to solve a wide
range of tasks. In the current conditions of
development of the economic sphere of society,
which are characterized by the intensification of
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competition in world markets, increasingly complex
technological and organizational models of
production, extreme information saturation and
efficiency of foreign economic activity, is closely
linked with the goals and methodology of using
marketing tools. Moreover, its international aspects
are significantly updated due to the further
internationalization of the world economy, expansion
of international trade, more dynamic and massive
movement of capital and labor. In conditions of rapid
market development, the application of marketing
strategies is one of the most important functions for
organizations. Every year the competitive situation
grows and is increasingly complicated due to the
expansion of the borders of foreign markets, the
presence in the domestic market of foreign firms with
significant experience of international business. In
such conditions, the growth of competitiveness in
demonstrated by organizations that carry out their
activities not only on the domestic market, but also
on foreign markets. Organizations can count on
successful conduct of business in foreign markets
only if they have a good knowledge of the world
situation and own the economic situation in
international markets, which is connected with the
need to have not only advanced achievements in the
production of goods but also with effective marketing
abroad. Today, the study and application of
international marketing by organizations in their
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activities becomes a necessity.
Essay from the year 2006 in the subject Business
economics - Marketing, Corporate Communication,
CRM, Market Research, Social Media, grade: 1st,
University of Lincoln (Faculty of Business & Law),
course: International Marketing Strategy, 39 entries
in the bibliography, language: English, abstract:
Market analysis is an important instrument in
assessing the attractiveness of a particular market,
since it is utilised to decide whether to enter a
foreign market in terms of international marketing
strategy. It is necessary to apply a market analysis in
order to determine and examine the appropriate
approach to enter a market. This essay provides a
scan of the Thai market attractiveness for the Danish
medium-sized enterprise Red//Green, in order to
recommend a market entry strategy. The first section
focuses on the application of the 12C framework in
order to draw up a market attractiveness profile,
combined with a risk evaluation of the Thai market.
The second part determines the attractiveness of the
Thai market with respect to the information and
relevant factors gathered from the 12C model.
Interpretation of those factors will then be used to
allocate a determination of a suitable market entry
strategy for Red//Green. In addition, a marketing
strategy according to the 4Ps will be addressed to
identify opportunities and possibilities of how to
develop the Thai market.
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Over the past two decades, the face of the world
consumer has truly changed. Goods are more
available, information about these goods is more
open and accessible, and the ability to buy these
goods from any corner of the earth has become
possible. As a result, international marketing is more
important now than ever before. In this book, Josh
Samli explores the challenges facing modern
international marketers. He explains what it is to
have successful communication with the target
market: using social media to share consistent
information about products and services,
communicating directly with culture-driven
consumers who already communicate online
amongst themselves and with competitors, and
mastering people-to-people communication with both
privileged and non-privileged consumers. Any
company dealing with international marketing must
learn how to handle these new challenges in order to
survive in the 21st century.
Essay from the year 2011 in the subject Business
economics - Marketing, Corporate Communication,
CRM, Market Research, Social Media, grade: 80,
Queen Mary University of London (Business
School), course: International Marketing, language:
English, abstract: The debate around standardization
versus adaptation in international marketing consists
since nearly half a decade now. The first articles
regarding the question whether firms should adapt
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their strategy and marketing program to the local
costumers needs or if they rather should focus on
global standardization were published in the 1960’s
(e.g. Bartels, 1968; Buzell, 1968; Elinder, 1961/1965;
Keegan, 1969). Since then over 300 articles address
this research question and it is a never- ending
debate with inconsistent findings. A recent detailed
meta-study over relevant articles of the last 50 years
leads to contradictory findings: Out of 274 articles
published in Marketing and Management Journals,
8% recommended global standardization, 14 %
favored adaption, 10 % could not give a
recommendation and the majority (68%) stated that
companies have to make their decision grounded on
the specific situation they are in (Schmid & Kotulla,
2010). These contradictory findings in the literature
alone show, that the statement “Standardization in
International Marketing strategy is doomed to
failure” cannot be easily agreed with. This essay has
the purpose to disprove the statement and
demonstrate, with the help of previous literature and
practical examples, that in certain contexts and for
some companies, standardization can be a
successful strategy. Chapter 2 provides an overview
of the debate standardization versus adaptation and
the empirical results of a choice of articles. Chapter
3 explains which aspects of the marketing mix will be
observed and clarifies the definition of
standardization. Following in Chapter 4 two
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companies within the consumer goods will be
presented, who clearly follow an international
standardization marketing approach. A conclusion
will be provided in Chapter 5, integrating a final
valuation of the discussed statement.
Emerging economies are expected to be in the
driver's seat of the global economy in the medium
and long term. Large multinational corporations will
account for much of this activity. In this textbook,
Andrei Panibratov explains how emerging market
firms accumulate and exploit market knowledge to
develop competitive advantages whilst operating
globally. Chapters dedicated to the key emerging
economies - Brazil, Russia, India and China (BRIC) are enhanced by detailed case studies of large
firms’ activities. The book is divided into four parts,
focusing on the following: An outline of the relevant
terminology and the context of the international
strategy of emerging market firms, providing an
introductory foundation for the whole book. A guide
to the evolution of perspectives regarding
international strategy, designed to illustrate the
changes and trends in the recent academic research
on internationalization. A country-by-country
illustration of the internationalization of BRIC
economies and firms, providing an overall picture of
each country’s global integration, outward
investments, and strategies. The concepts and
practices behind the strategies employed by different
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firms. Written by an established international
business scholar, this book is essential reading for
students of international strategy who wish to
understand the importance of the emerging
economies.
Seminar paper from the year 2007 in the subject
Business economics - Marketing, Corporate
Communication, CRM, Market Research, Social
Media, grade: 2,0, University of Sunderland (New
College Durham), 17 entries in the bibliography,
language: English, abstract: 1. Introduction
“International marketing is the multinational process
of planning and executing the conception, pricing,
promotion and distribution of ideas, goods and
services to create exchanges that satisfy individual
and organisational objectives.” (Onkvisit and Shaw,
1997) This report analyses the Black Sheep Brewery
and gives recommendations on international
expansion. It will analyse four pre-selected possible
new markets, (Canada, Japan, South Africa and
Spain) recommend one of them for future expansion
and outline a market entry strategy and a marketing
mix for this new market. The author is a consultant
employed by New Paradigms Research
Organisation. According to McCarthy and Perreault
(1994) a 5 step approach has to be implemented to
find a new potential market: 1. Defining the problem
2. Analysing the situation 3. getting problem-specific
data 4. Interpreting the data 5. Solving the problem
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In order to find the best potential market for the
brewery the author has to examine the different
potential countries in consideration of their
accessibility, market size and profitability.
Furthermore recommendations due to the market
choice, the market entry strategy and the marketing
mix will be given.
This textbook sets out the context, techniques and
strategies involved in successful international
marketing. It breaks down the area into three main
parts: analysis - including trading environment,
market considerations, research and opportunities;
development - including planning, standardization,
entry strategies; and implementation - including
product strategy, international communication,
distribution, pricing, challenges. It takes material
from around the world, including Europe, Australia,
Pacific Rim and USA, covering consumer and
business to business, manufacturing and services.
With short case illustrations, longer integrated cases,
summaries and discussion points, undergraduate
students should find this easy to use both as a
course book and for revision reference. Following
the new syllabus of the international marketing
section of CIM qualifications, this should also serve
as reading for any student undertaking these
examinations.
MARKETING STRATEGY, 6e, International Edition edition
emphasizes teaching students to think and act like marketers.
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It presents strategy from a perspective that guides strategic
marketing management in the social, economic, and
technological arenas in which businesses function
today--helping students develop a customer-oriented market
strategy and market plan. Its practical approach to analyzing,
planning, and implementing marketing strategies is based on
the creative process involved in applying marketing concepts
to the development and implementation of marketing
strategy. An emphasis on critical thinking enables students to
understand the essence of how marketing decisions fit
together to create a coherent strategy. Well-grounded in
developing and executing a marketing plan, the text offers a
complete planning framework, thorough marketing plan
worksheets, and a comprehensive marketing plan example
for students to follow.
This reader collects together key articles in international
marketing, building on a four-part framework of market
analysis, strategy development, implementation issues and
international marketing management. It explores in more
depth the essential elements of marketing in the international
context, illustrating developments in the area with detailed
examples of particular strategies and techniques; it covers
such topics as strategic alliances, entrepreneurship,
advertising, branding, culture and multinational portfolios. The
editors provide an overview, commentary and discussion
questions to draw out the key issues from the articles and
relate them to the central framework.
Check out the supplemental website!
www.DrakeDirect.com/OptimalDM/ "Destined to be the
definitive guide to database marketing applications, analytical
strategies and test design." - Brian Kurtz, Executive Vice
President, Boardroom Inc., 2000 DMA List Leader of the Year
and DMA Circulation Hall of Fame Inductee "This book is well
written with interesting examples and case studies that both
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illustrate complex techniques and tie the chapters together.
The level of detail and treatment of statistical tools and
methods provides both understanding and enough detail to
begin to use them immediately to target marketing efforts
efficiently and effectively. It is perfect for a course in database
marketing or as a handy reference for those in the industry. "
- C. Samuel Craig, New York University, Stern School of
Business "This book should be studied by all who aspire to
have a career in direct marketing. It provides a thorough
overview of all essential aspects of using customer databases
to improve direct marketing results. The material is presented
in a style that renders even the technical subjects
understandable to the novice direct marketer" Kari Regan,
Vice President, Database Marketing Services, The Reader's
Digest Association "Finally, practical information on database
marketing that tackles this complex subject but makes it clear
enough for the novice to understand. This book serves as
more than a primer for any senior manager who needs to
know the whole story. As one who has spent over 20 years of
his career involved in publishing and database marketing, I
have a real appreciation for how difficult it is to explain the
finer points of this discipline, while keeping it understandable.
This book does that admirably. Well done!" - Patrick E.
Kenny, Executive Vice President, Qiosk.com "This book is
especially effective in describing the breadth and impact of
the database marketing field. I highly recommend this book to
anyone who has anything to do with database marketing! -works in or with this dynamic area." - Naomi Bernstein, Vice
President, BMG Direct "Ron Drozdenko and Perry Drake
have written a guide to database marketing that is thorough
and that covers the subject in considerable depth. It presents
both the concepts underlying database marketing efforts and
the all-important quantitative reasoning behind it. The material
is accessible to students and practitioners alike and will be an
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important contribution to improved understanding of this
important marketing discipline. " Mary Lou Roberts, Boston
University and author of Direct Marketing Management "I
think it is a terrific database marketing book, it's got it all in
clear and logical steps. The benefit to the marketing student
and professional is that complex database concepts are
carefully developed and thoroughly explained. This book is a
must for all marketing managers in understanding database
issues to successfully manage and structure marketing
programs and achieve maximum results. " - Dante Cirille,
DMEF Board Member and Retired President, Grolier Direct
Marketing "An excellent book on the principles of Direct
Marketing and utilization of the customer database to
maximize profits. It is one of the best direct marketing books I
have seen in years in that it is broad with specific examples. I
am going to require new hires to read this (book) to get a
better understanding of the techniques used in Database
Marketing." - Peter Mueller, Assistant Vice President of
Analysis, Scholastic, Grolier Division "This is an amazingly
useful book for direct marketers on how to organize and
analyze database information. It's full of practical examples
that make the technical material easy to understand and
apply by yourself. I strongly recommend this book to direct
and interactive marketers who want to be able to perform
professional database analyses themselves, or be better
equipped to review the work of analysts. " - Pierre A.
Passavant, Professor of Direct Marketing, Mercy College and
Past Director, Center for Direct Marketing, New York
University "The most useful database marketing reference
guide published today. The authors do an excellent job of
laying out all the steps required to plan and implement an
effective database marketing strategy in a clear and concise
manner. A must have for academics, marketing managers
and business executives." - Dave Heneberry, Director, Direct
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Marketing Certificate programs, Western Connecticut State
University and Past Chair, Direct Marketing Association "This
book is essential for all direct marketers. It serves as a great
introduction to the technical and statistical side of database
marketing. It provides the reader with enough information on
database marketing and statistics to effectively apply the
techniques discussed or manage others in the environment "
- Richard Hochhauser, President, Harte-Hanks Direct
Marketing Ronald G. Drozdenko, Ph.D., is Professor and
Chair of the Marketing Department, Ancell School of
Business, Western Connecticut State University. He is also
the founding Director of the Center for Business Research at
the Ancell School. He has more than 25 years of teaching
experience. The courses he teaches include Strategic
Marketing Databases, Interactive/Direct Marketing
Management, Product Management, Marketing Research,
and Consumer Behavior. He is collaborating with the Direct
Marketing Education foundation to develop a model
curriculum for universities pursing the area of interactive or
direct marketing. Working with an advisory board of industry
experts, he co-developed the Marketing Database course in
model curriculum. Dr. Drozdenko has co-directed more than
100 proprietary research projects since 1978 for the
marketing and research and development of several
corporations, including major multinationals. These projects
were in the areas of strategic planning, marketing research,
product development, direct marketing, and marketing
database analysis. He also has published several articles and
book chapters. He holds a Ph.D. in Experimental Psychology
from the University of Missouri and is a member of the
American Marketing Association, the Society for Consumer
Psychology, and the Academy of Marketing Sciences. He is
also the co-inventor on three U.S. patents. Perry D. Drake
has been involved in the direct marketing industry for nearly
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15 years. He is currently the Vice President of Drake Direct, a
database marketing consulting firm specializing in response
modeling, customer file segmentation, lifetime value analysis,
customer profiling, database consulting, and market research.
Prior to this, Perry worked for approximately 11 years in a
variety of quantitative roles at The Reader's Digest
Association, most recently as the Director of Marketing
Services. In addition to consulting, Perry has taught at New
York University in the Direct Marketing Master's Degree
program since Fall, 1998, currently teaching "Statistics for
Direct Marketers" and "Database Modeling." Perry was the
recipient of the NYU Center for Direct and Interactive
Marketing's "1998-1999" Outstanding Master's Faculty
Award. Perry also lectures on testing and marketing financials
for Western Connecticut State University's Interactive Direct
Marketing Certificate Program. Along with Ron, he is
collaborating with the Direct Marketing Education Foundation
to develop a model curriculum for universities pursuing the
area of interactive or direct marketing. Perry earned a
Masters of Science in Applied Statistics from the University of
Iowa and a Bachelor of Science in Economics from the
University of Missouri. The book evolved from an outlined
developed by an advisory board of industry experts that was
established by the Direct Marketing Educational Foundation.
Contemporary direct marketing and e-commerce could not
exist without marketing databases. Databases allow
marketers to reach customers and cultivate relationships
more effectively and efficiently. While databases provide a
means to establish and enhance relationships, they can also
be used incorrectly, inefficiently, and unethically. This book
looks beyond the temptation of the quick sale to consider the
long-term impact of database marketing techniques on the
organization, customers, prospective customers, and society
in general. Ron Drozdenko and Perry Drake help the reader
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gain a thorough understanding of how to properly establish
and use databases in order to build strong relationships with
customers. There is not another book on the market today
that reveals the level of detail regarding database marketing
applications - the how's, why's and when's. Features/Benefits:
Draws on numerous examples from real businesses Includes
applications to all direct marketing media including the
Internet Describes in step-by-step detail how databases are
developed, maintained, and mined Considers both business
and social issues of marketing databases Contains a sample
database allowing the reader to apply the mining techniques
Offers access to comprehensive package of academic
support materials
Global service-based firms are often 'born global,' and these
organizations have developed integrated global strategies
based on industry relationships, in order to thrive in new
environments. Focusing on these global strategies, this
textbook explores the workings of modern service
businesses, presenting theoretical management concepts
alongside illustrative examples. Original case studies from a
range of global sectors, including Starbucks and Facebook,
as well as broader studies, such as healthcare in Japan,
provide practical insights into the art of thriving as a global
business. Written by a leading expert in the field, this
multidisciplinary text is a vital read for all scholars and
students wishing to view strategic relationships from the focal
point of service industries.
Research Paper (undergraduate) from the year 2011 in the
subject Communications - Public Relations, Advertising,
Marketing, Social Media, grade: 1,0, , language: English,
abstract: Coca-Cola: a Soft drink which is not only
refreshment, but an American symbol. Coca-Cola has grown
to one of the world’s biggest and most successful
companies. Such a success could only be achieved by a
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strong and outstanding Marketing Management. Coca–Cola
connects with its audience and customers in a way that other
companies don’t do. This report provides information about
Coca–Cola’s Marketing Strategy and analyzes its
communication, product and price policy.
The ultimate guide for anyone wondering how President Joe
Biden will respond to the COVID-19 pandemic—all his plans,
goals, and executive orders in response to the coronavirus
crisis. Shortly after being inaugurated as the 46th President of
the United States, Joe Biden and his administration released
this 200 page guide detailing his plans to respond to the
coronavirus pandemic. The National Strategy for the
COVID-19 Response and Pandemic Preparedness breaks
down seven crucial goals of President Joe Biden's
administration with regards to the coronavirus pandemic: 1.
Restore trust with the American people. 2. Mount a safe,
effective, and comprehensive vaccination campaign. 3.
Mitigate spread through expanding masking, testing, data,
treatments, health care workforce, and clear public health
standards. 4. Immediately expand emergency relief and
exercise the Defense Production Act. 5. Safely reopen
schools, businesses, and travel while protecting workers. 6.
Protect those most at risk and advance equity, including
across racial, ethnic and rural/urban lines. 7. Restore U.S.
leadership globally and build better preparedness for future
threats. Each of these goals are explained and detailed in the
book, with evidence about the current circumstances and how
we got here, as well as plans and concrete steps to achieve
each goal. Also included is the full text of the many Executive
Orders that will be issued by President Biden to achieve each
of these goals. The National Strategy for the COVID-19
Response and Pandemic Preparedness is required reading
for anyone interested in or concerned about the COVID-19
pandemic and its effects on American society.
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China is certainly doing its best to keep the world mesmerized
by its e- nomic achievements. The Chinese economic growth
story that begun 30 years ago has in terms of dynamics and
duration long since surpassed all those “economic miracles”
which have brought Germany, Japan, and the South East
Asian Tigers into the top–league of the industrialized world.
The rapid expansion of the Chinese economy has gone along
with a fu- fledged re-integration of China into the global
economic system. In the course of the last 30 years China
has become a major player in the global economy and today
is on a trajectory towards even greater prominence. In recent
years, the Chinese economy seems to have reached an imptant threshold line of economic development and global
integration. In the first quarter century of reform and global
opening, Chinese enterprises have been largely confined to a
‘passive’ role in the global division of - bor. Foreign
enterprises as the proprietors of greatly superior business
models, production technologies, management models as
well as very competitively established brands have been
integrating Chinese players in their value chains and global
operations. Lacking the necessary production technologies,
products as well as marketing knowledge to successfully dress OECD-consumers, Chinese enterprises have been
hardly able to - ter the global markets without such guidance.
Now, this constellation is changing.

The globalization of the competitive landscape has
forced companies to fundamentally rethink their
strategies. Whereas once only a few industries such
as oil could be labeled truly global, today many-from
pharmaceuticals to aircraft to computers-have
become global in scale and scope. As a
consequence, creating a global competitive
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advantage has become a key strategic issue for
many companies. Crafting a global strategy requires
making decisions about which strategy elements can
and should be globalized and to what extent.
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.
Essay from the year 2016 in the subject Business
economics - Marketing, Corporate Communication,
CRM, Market Research, Social Media, , course:
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international business, language: English, abstract:
Samsung Group is a giant multinational enterprise
composed of more than thirty affiliated corporations
in various industries. Samsung Group is acting a
significant of roles including supplier, designer,
engineer and producer etc. As a global
conglomerate, Samsung has achieved a great
success in both domestic and foreign markets.
Samsung mobile business has contributed
enormously to the whole company, providing mobile
phones that satisfy consumers’ needs. Samsung
maintain the first position with innovated products,
such as the Galaxy S5, Galaxy Note 4 and Galaxy
Note edge across the whole mobile and smartphone
markets in the world in 2014. A closer look will be
taken on Samsung’s mobile communications
business. As Samsung intends to expand global
footprint, international business strategy would be
adopted inevitably by the company. The purpose of
this paper is to exam a case of Samsung Mobile and
explores how the environment impacts on
Samsung’s international strategy by using
appropriate strategic tools.
This reader deals with the environment, external and
internal strategic dimensions and implementation
considerations from the viewpoint of the new entrant
into the international market. Exporting, from the
standpoint of both smaller and medium-sized firms,
is given primary emphasis. Features: * Theoretical
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and pragmatic viewpoints are reflected, to
encourage a thorough understanding of foreign
market entry requirements, opportunities and
strategies. * The first section, on the environment,
outlines the growing interdependencies and linkages
that make all firms part of international marketing.
Trading blocs and international trade relationships
are illustrated using the EC, the former communist
bloc, the U.S. and Japan as examples. *
Government assistance to firms in the start-up phase
of international market entry is highlighted in the
second section. These chapters include overviews of
export promotion, with detail on who is helped and
who isn't. * Chapter 8 presents a detailed study of a
state government's efforts in export promotion. * Part
3 studies the factors affecting a firm's decision to
internationalize or not. It also deals with the
challenges that might be unfamiliar to
This book presents theories and case studies for
corporations in developed nations, including Japan,
for designing strategies to maximize opportunities
and minimize threats in business expansion into
developing nations. The case studies featured here
focus on Asia, including China and India, and use
examples of Japanese manufacturers. Five case
studies are provided, including Hitachi Construction
Machinery and Shiseido in China and Maruti Suzuki
in India. These cases facilitate the reader’s
understanding of the business environments in
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emerging economies. This volume is especially
recommended for business people responsible for
international business development, particularly in
China and India. In addition, the book serves as a
useful resource for students in graduate-level
courses in international management.
The Routledge Companion to Strategic Marketing
offers the latest insights into marketing strategy.
Bodo Schlegelmilch and Russ Winer present 29
specially commissioned chapters, which include upto-date thinking on a diverse range of marketing
strategy topics. Readers benefit from the latest
strategic insights of leading experts from universities
around the world. Contributing authors are from,
among others, the U.S. (Berkeley, Cornell, MIT, New
York University, Texas A&M), Europe (the Hanken
School of Economics, INSEAD, the University of
Oxford, the University of Groningen, WU Vienna)
and Asia (the Indian School of Business, Tongji
University). The topics addressed include economic
foundations of marketing strategy, competition in
digital marketing strategy (e.g. mobile payment
systems and social media strategy), marketing
strategy, and corporate social responsibility, as well
as perspectives on capturing the impact of marketing
strategy. Collectively, this authoritative guide is an
accessible tool for researchers, students, and
practitioners.
Consumer electronics Sonification Refrigerators
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Multimedia communication Home computing
Multimedia databases Industrial electronics
Assembly systems Communications technology
Network Security
Presents a process based approach that integrates Marketing
with other aspects of Management such as strategy,
organisational theory, strategic financial management and
management accounting. This work presents a processbased approach that draws heavily on Business Process Reengineering (BPR).
This groundbreaking text analyses the decisions within the
overall planning process of strategy development within a
global context. The text identifies the issues faced at each
stage of the strategic process and focuses on how more
effective decisions can be made with the marketing
environment. Strategic Marketing Decisions in global markets
meets the needs of marketing students and practitioners in an
up-to-date and innovative manner. It recognises the
increasing time pressures of both students and managers
and so strives to maintain the readability and clarity through a
straightforward and logical structure that will enable them to
apply their learning to the tasks ahead. This groundbreaking
text analyses the decisions within the overall planning
process of strategy development within a global context. The
text identifies the issues faced at each stage of the strategic
process and focuses on how more effective decisions can be
made with the marketing environment. Strategic Marketing
Decisions in global markets meets the needs of marketing
students and practitioners in an up-to-date and innovative
manner. It recognises the increasing time pressures of both
students and managers and so strives to maintain the
readability and clarity through a straightforward and logical
structure that will enable them to apply their learning to the
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tasks ahead.
Bachelor Thesis from the year 2016 in the subject Business
economics - Marketing, Corporate Communication, CRM,
Market Research, Social Media, grade: 9,2, , language:
English, abstract: This thesis represents an in-depth market
insight on the German beverage market for the American
company Zevia. Considering the theoretical background
particularly focusing on the issue of standardization or
adaptation of an international marketing strategy, the author
suggests in the event of entering the German market to
especially adapt 3 out of the 4 marketing mix elements,
namely price, promotion and place. Special attention should
be drawn to an alteration of Zevia’s promotion and price
policies. However, the German beverage market constitutes a
tough external environment for the realization of a market
penetration and awareness creation for Zevia’s soft drink.
Overall the German market can be described as saturated,
diversified and one conferring high bargaining power to
supermarkets. All these factors represent an obstacle for
Zevia to enter this market, despite the German food and
beverage industry being highly receptive to new and
innovative products. This openness derives from the trend
detected in Germany (and globally) towards the increased
request for health and wellness products. However apparently
despite this trend the German market for low calorie
lemonades is declining and the perception of stevia as a
sweetener is rather negative. These facts have also been
proven in a thesis intern online survey. Zevia is
recommended to only penetrate the German beverage
market under specific circumstances named in this thesis
while considering the author’s proposals in reference to its
marketing mix elements.
This text looks at context, techniques and strategies involved
in successful international marketing. It sets out to provide a
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good balance of the theory and implementation behind
international marketing.
Consumers in most parts of the world now have global
access to products beyond those offered in their countries
and cultures. This new space for comparison defined by
globalization can result in very different purchasing behaviors,
including those influenced by the 'country of origin'. This book
investigates this effect, one of the most controversial fields of
consumer literature, from a company perspective. In
particular, it demonstrates the strategic relevance of the
country of origin in creating and making use of the value in
foreign markets. It also addresses the challenges connected
with utilizing the value of the country of origin by considering
different entry modes and international marketing channels.
Further, it considers the role of international importers and
international retailers’ assortment strategies in terms of value
creation in foreign markets. Combining theory and practice,
the book features diverse company perspectives and
interviews with importers and retailers.
International Marketing StrategyAnalysis, Development and
ImplementationSouth Western Educational Publishing
Research paper from the year 2013 in the subject
Communications - Public Relations, Advertising, Marketing,
Social Media, grade: 1,3, International Business School
Nürnberg, language: English, abstract: This report is to
provide a theoretical framework analysis of Nokia’s current
marketing strategy amid the hypercompetitive smartphone
segment on the German market. In order to analyse the
external and internal influences, this report commences with
the PESTLE and SWOT analyses and evaluates Nokia’s
competitive advantages. It is going to provide an in-depth
description of a segmentation analysis, targeting and
positioning strategies. In the second part of the report the
reader will achieve understanding on Nokia’s chances to
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maintain their brand relevance to their target group. This is
followed by recommendations on how to improve the current
marketing situation and an overview of Nokia’s alternative
strategic approach along with the resources and capabilities
they require for increasing their market share, profitability and
value creation. The main conclusions made in this report are
to highlight the main range of products and the constantly
altering product names, which is done to make products
appeal more familiar to consumers. The second scenario
suggests going a different way by inventing a control panel
for household appliances. The research for the analysis
comprises of a qualitative approach based on industry
experts, internal documentation such as Nokia’s financial
statements, market reports and public announcements
relevant to the marketing strategy.
This book is structured around a comprehensive five stage
managerial model of international marketing decision making
at all stages of the enterprise life cycle. It is based on the
most recent research.
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.
Fully updated and revised, the eighth edition of this popular
text reflects the changing focus of international marketing and
ensures students are fully up-to-date with the challenges
posed by new patterns of development in global markets. It
provides students with accessible content from around the
world including newly emerging economies as well as
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explaining the increasingly global risks such as natural
disasters and the role of digital developments. An exciting
range of features including Management Challenges,
Directed Study Activities and contemporary case studies
guide students through the complexities of international
marketing as it responds to a rapidly changing environment.
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 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
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exercises and examples for in-class use.
International Marketing Strategy has been developed to help
the reader learn, understand and practice a number of
elements of the international marketing strategy process. The
process involves the analysis of a situation, development of a
strategy against a background of a number of strategic
options and the implementation of the chosen option. This
edition will continue to provide a framework, within the parts
and chapter structure, in which to understand and evaluate
the factors that should be taken into account.
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