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Global Marketing, Global Edition
Designing strategies for global competition; Global marketing programs; Organizing
and controlling global marketing operations; Special issues in global marketing.
Revised edition of the authors' Principles of marketing.
"Essentials of Global Marketing" offers a concise yet innovative approach to the
subject. The accessible structure takes the reader through the entire global marketing
process, and fundamental concepts are illuminated by a wide range of companies
around the world. Hollensen includes brand new case studies on Nintendo Wii, YouTube
and the Apple iPhone to provide cutting edge examples of the theory in the real world.
The book breaks new ground with the quality and extensiveness of its supporting
interactive features, which include multiple choice quizzes for every chapter that can be
downloaded onto your iPod, and video case studies on internationally recognised
companies such as Land Rover and Tata.
The 7th Edition of Global Marketing Management prepares students to become
effective managers overseeing global marketing activities in an increasingly 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.
Global Marketing
Principles of Marketing
People, Technology, Strategy
Global Marketing Research
Thistitle is a Pearson Global Edition. The Editorial team at Pearson has workedclosely
with educators around the world to include content which is especiallyrelevant to students
outside the United States. Forundergraduate and graduate courses in marketing
management Thegold standard for today's marketing management student The world of
marketing is changing every day -- and in order for students tohave a competitive edge,
they need a text that reflects the best and mostrecent marketing theory and practices.
Marketing Management collectivelyuses a managerial orientation, an analytical
approach, a multidisciplinaryperspective, universal applications, and balanced coverage
to distinguish itfrom all other marketing management texts out there. Unsurpassed in
itsbreadth, depth, and relevance, the 16th Edition features astreamlined organization of
the content, updated material, and new examplesthat reflect the very latest market
developments. After reading this landmarktext, students will be armed with the
knowledge and tools to succeed in the newmarket environment around them. MyLab
Marketing is not included. Students, if PearsonMyLab Marketing is a
recommended/mandatory component of the course, please askyour instructor for the
correct ISBN. Pearson MyLab Marketing should only bepurchased when required by an
Page 1/11

Bookmark File PDF Global Marketing, Global Edition
instructor. Instructors, contact your Pearsonrepresentative for more information.
Written from the perspective of the firm competing in international markets, this book is
developed primarily for undergraduate and graduate courses in global/international
marketing. It will also appeal to marketing managers who wish to keep abreast of the
most recent developments in the field.
Global Marketing 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 in 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 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 teach 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 cases and examples
throughout the text show students how these principles and techniques are applied in the
real world. Longer cases provide instructors and students with rich content for deeper
analysis and discussion. Covering key topics not found in competing books, Global
Marketing will equip 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 globalization of companies is the involvement of customers, producers, suppliers, and
other stakeholders in the global marketing process. Global marketing therefore reflects the
trend of firms selling products and services across many countries. Drawing on an
incomparable breadth of international examples, Svend Hollensen not only demonstrates
how global marketing works, but also how it relates to real decisions around the world.
This book offers a truly global approach with cases and exhibits from all parts of the
world, including Europe, the Middle East, Africa, the Far East, North and South
America. It provides a complete and concentrated overview of the total international
marketing planning process, along with many new, up-to-date exhibits and cases, which
illustrate the theory by showing practical applications. Extensive coverage of hot topics
such as glocalization, born globals, value creation, value net, celebrity branding, brand
piracy, and viral marketing, as well as a comprehensive new section on integrated
marketing communication through social networking. Brand new case studies focus on
globally recognized brands and companies operating in a number of countries, including
Build-A-Bear Workshop, Hello Kitty, Ralph Lauren and Sony Music Entertainment.
Video cases featuring firms such as Nivea, Reebok, Starbucks, Hasbro and McDonald's
accompany every chapter and are available at www.pearsoned.co.uk/hollensen. Realworld examples and exhibits enliven the text and enable the reader to relate to marketing
models.
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The Global Perspective
A Global Perspective
Changes, Challenges and New Strategies
Practical Insights and International Analysis
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 students to some of the seminal scholarly research
undertaken in the field 'Real World Challenges’ offering additional engaging practiceled 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
WHAT MAKES THIS BOOK UNIQUE? Warren Keegan and Mark Green approached
the fourth edition of "Global Marketing" with this goal: To write a book that reflects
current issues and events, features conceptual and analytical tools that will help the
reader apply the "4P"s to global marketing, and is authoritative in content yet relaxed
and assured in style and tone.
Global Marketing, Global EditionPearson Higher Ed
A political economy analysis that explains international criminal law's hegemonic status
in the understanding of global justice.
Services Marketing
Innovation through Breakthrough Thinking and Kaizen
Global Marketing Management
Marketing Global Justice

Principles of Marketing, Third European Edition provides an introduction
to modern marketing. Recognising the increasing significance of
globalisation and e-business, John Saunders and Veronica Wong have
dealt with Europe in a global marketing context. Illustrative examples and
case studies are drawn from across Europe and around the world.
Packed with cultural, company, and country examples, this book offers a
mix of theory and practical applications covering globalization, global
branding strategies, classification models of culture, and the
consequences of culture for all aspects of marketing communications. The
author helps define cross cultural segments to better target consumers
across cultures and features content on how culture affects strategic
issues, such as the company′s mission statement, brand positioning
strategy, and marketing communications strategy. It also demonstrates
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the centrality of value paradoxes to cross cultural marketing
communications, and uses the Hofstede model to help readers see how
their understanding of cultural relationships in one country/region can be
extended to other countries/regions.Updates to the new edition include:
Up-to-date research on new topics, including: culture and the media,
culture and the Internet, and a more profound comparison of the different
cultural models. Includes discussion of how Covid-19 has impacted
globalization and how this may effect future marketing strategies for
brands. More examples from major regions and countries from around the
world. Broader background theory on how people use social media and
extensive coverage of consumer behaviour A range of online instructor
resources complement the book, including chapter-specific PowerPoint
slides, downloadable advertising images from the book, chapter-specific
questions and key points, and video examples of advertising from around
the world.
The globalization of the world’s markets has forced luxury brands to, in
turn, become global and accessible in many developing countries and
emerging markets. As a result, the demand for these luxury products has
increased globally, creating a need for an education in luxury that
acknowledges the global perspective yet, at the same time, incorporates
subtle regional nuances into luxury and fashion marketing. Keeping this
global and regional perspective, Luxury and Fashion Marketing: The
Global Perspective examines the elements of luxury marketing that
contribute to superior luxury brand performance. Specifically, this volume
focuses on mission statements, logos, airport retailing, franchising,
challenges in luxury marketing, fashion relating to politics, environment,
and beachwear, and case studies on luxury brands and emerging markets.
Luxury and Fashion Marketing: The Global Perspective is unique in that it
is written in a simple and engaging style to explain the theories and
concepts of luxury in relation to the ordinary in the global context. Each
chapter has to-do activities, making the book essential reading for
students, trainers, and practitioners interested in luxury and fashion
marketing and management.
For undergraduate and graduate courses in global marketing The
excitement, 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.
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Global perspectives
Global Marketing Strategy
Essentials of Global Marketing
Marketing
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 exercises and examples for in-class use.
For undergraduate principles of marketing courses. This ISBN is for the
bound textbook, which students can rent through their bookstore. An
introduction to marketing using a practical and engaging approach
Marketing: An Introduction shows students how customer value -- creating
it and capturing it -- drives effective marketing strategies. The 14th Edition
reflects the major trends and shifting forces that impact marketing in this
digital age of customer value, engagement, and relationships, leaving
students with a richer understanding of basic marketing concepts,
strategies, and practices. Through updated company cases, Marketing at
Work highlights, and revised end-of-chapter exercises, students are able to
apply marketing concepts to real-world company scenarios. This title is also
available digitally as a standalone Pearson eText, or via Pearson MyLab
Marketing which includes the Pearson eText. These options give students
affordable access to learning materials, so they come to class ready to
succeed. Contact your Pearson rep for more information.
The excitement, challenges, and controversies of global marketing. Global
Marketing reflects current issues and events while offering conceptual and
analytical tools that will help readers apply the 4Ps to global marketing.
The seventh edition examines the effect of the global financial crisis on
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global marketing strategy.
Global Issues in Pharmaceutical Marketing presents a balanced, researchbased perspective combined with a practical outlook on the current issues
faced by the ethical, biotech, and generic segments of the pharmaceutical
industry. It integrates an analytical approach with a global view to examine
such issues as market access, digital marketing, emerging markets,
branding, and more. The book covers not only the North American and
Western European markets, but focuses on non-Western markets, such as
Latin America and Asia. Each chapter is written as an individual essay
about a given issue, and where relevant, original cases are provided to
illustrate how these issues are currently managed by the global industry.
This book offers a thoughtful and thorough description of the industry’s
current situation and integrates the latest scholarly and industry research
from different disciplines in one place for convenient reference. It may be
used in the following ways: To stimulate class discussions and inspire new
streams of research for academics and graduate students; To introduce the
industry to those interested in a career, to orient new industry hires, or to
provide experienced practitioners with current research that will enhance
their knowledge; To provide an understanding of the industry for those in
the healthcare sector, such as physicians, pharmacists, as well as medical
and pharmacy students; and To present recent and relevant research for
those in government, public or private payers, and public policy
environments to facilitate their decision making. This book will prove to be
a useful resource and an important source of information for academics and
their students, professionals, and policymakers around the world.
The Political Economy of International Criminal Law
Contemporary Theory, Practice, and Cases
Global Marketing (First Edition)
Global Marketing Strategies for the Promotion of Luxury Goods
Designed for undergraduates, this text provides an introduction to the
field of global marketing. The authors integrate relevant real-world
cases, vignettes and boxed features. A supplements package accompanies
the text.
There are many books on the market that discuss the Toyota Production
System but few that insightfully analyze its marketing strategy.
Authored by former Toyota marketing executives, this is the first book
of its kind to detail how Toyota’s thinking habits go beyond the shop
floor and influence and guide Toyota’s marketing function. Toyota has
expanded from a venture enterprise to one of the biggest global
enterprises because of its innovative mindset (Toyota thinking habits)
using Breakthrough Thinking, which supports a new philosophical
approach to problem solving, turning 180 degrees away from
conventional thinking. Written by Toyota’s former executive managing
director and founder of Breakthrough Thinking, Toyota’s Global
Marketing Strategy: Innovation through Breakthrough Thinking and
Kaizen: Explores Toyota’s "Breakthrough Thinking" Examines how Toyota
conducts information gathering. Illustrates how Toyota builds and
maintains its unique business culture Shows how Toyota "goes to the
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customer" and comprehensively studies how customers use their products
Reveals Toyota’s cars have become some of the biggest selling models
in the USA The authors of this book explore Toyota thinking habits as
well as Toyota’s global marketing strategy, which, since the 1980sa,
has been expanding exponentially. The reader will understand the
importance of thinking habits in the workplace and will know how to
apply them using Toyota as the prime case study.
For principles of marketing courses that require a comprehensive text.
Learn how to create value through customer connections and engagement
In a fast-changing, increasingly digital and social marketplace, it’s
more vital than ever for marketers to develop meaningful connections
with their customers. Principles of Marketing helps students master
today’s key marketing challenge: to create vibrant, interactive
communities of consumers who make products and brands an integral part
of their daily lives. To help students understand how to create value
and build customer relationships, Kotler and Armstrong present
fundamental marketing information within an innovative customer-value
framework. Thoroughly revised to reflect the major trends impacting
contemporary marketing, the 18th Edition is packed with stories
illustrating how companies use new digital technologies to maximise
customer engagement and shape brand conversations, experiences, and
communities. The full text downloaded to your computer With eBooks you
can: search for key concepts, words and phrases make highlights and
notes as you study share your notes with friends eBooks are downloaded
to your computer and accessible either offline through the Bookshelf
(available as a free download), available online and also via the iPad
and Android apps. Upon purchase, you will receive via email the code
and instructions on how to access this product. Time limit The eBooks
products do not have an expiry date. You will continue to access your
digital ebook products whilst you have your Bookshelf installed.
Providing coverage of the issues which define marketing in the world
today, this title covers long-standing topics, integrates and draws on
new and existing theoretical insights from other management
disciplines including services marketing, knowledge management,
relationship marketing, e-commerce and e-business and corporate social
responsibility.
A Research Anthology
Luxury and Fashion Marketing
Marketing Management, Global Edition

The international nature of the sport industry requires a global approach to
sport marketing practices. Organisations need to develop a good
understanding of the laws, regulations, values and norms of the countries
and cultures in which they operate. This book brings together worldleading sport marketing scholars from 11 countries to address the most
important global, regional, national, and community marketing issues in
sport today. Presenting the latest cutting-edge research from countries
including India, China, the UK and the USA, it includes case studies on
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successful marketing strategies in sports ranging from football and hockey
to baseball and motor racing. The book combines both qualitative and
quantitative studies to explore key topics such as: sport marketing in a
globalized marketplace corporate social responsibility and sponsorship in
sporting events the Olympic brand image and its values sport consumer
behaviour and customer satisfaction new digital marketing channels.
Contemporary Sport Marketing: Global perspectives is vital reading for all
students and scholars of sport marketing, sport business and sport
management, as well as for any professional working in the sport industry.
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.
Provides global/international view of marketing and marketing research;
how to conduct research
This book has been written for experienced managers and students in
postgraduate programs, such as MBA or specialized Masters programs. In
a systematic yet concise manner, it addresses all major issues companies
face when conducting business across national and cultural boundaries,
including assessing and selecting the most promising overseas markets,
evaluating market entry alternatives, examining the forces that drive
adaptation versus standardization of the marketing mix. It looks at the
various global marketing challenges from a strategic perspective and also
addresses topics not usually found in international marketing texts, such
as aligning marketing strategies with global organizational structures,
managing the relationship between national subsidiaries, regional
headquarters and global headquarters, as well as corporate social
responsibility challenges, and pertinent future trends that are likely to
affect global business.
A Decision-oriented Approach
Contemporary Sport Marketing
Understanding Cultural Paradoxes
Toyota’s Global Marketing Strategy
For undergraduate and graduate global marketing courses. The excitement, challenges, and
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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 Marketingis 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. This program will provide a better teaching and learning
experience—for you and your students. Here’s how: Improve Results with MyMarketingLab:
MyMarketingtLab delivers proven results in helping students succeed and provides engaging
experiences that personalize learning. Bring Global Marketing to Life with Real-World
Examples: The cases in this text were written to encourage student interest and learning,
stimulate class discussion, and enhance the classroom experience for students and
instructors. Highlight Key Emerging Markets: Continued expanded coverage on the growing
impact of emerging nations. Note: You are purchasing a standalone product; MyMarketingLab
does not come packaged with this content. If you would like to purchase both the physical text
and MyMarketingLab search for ISBN-10: 0133472221/ISBN-13: 9780133472226. That
package includes ISBN-10: 0133545008/ISBN-13: 9780133545005 and ISBN-10:
0133576353/ISBN-13: 9780133576351. MyMarketingLab is not a self-paced technology and
should only be purchased when required by an instructor.
The leading MBA text in international marketing–with comprehensive cases. This leading book
in international marketing features comprehensive cases that cover consumer, industrial, low
tech and high tech, product and services marketing.
"All good marketing is local. Global companies know this and are going "glocal."There is also a
trend towards the Internet of Everything, which revolutionizes the whole marketing
discipline.Svend Hollensenhas captured all the latest trends very well with the new cases inhis
seventh edition of Global Marketing." Philip Kotler, S. C. Johnson & Son Distinguished
Professor of International Marketing, Kellogg School of Management, Northwestern University
In this era of increased globalisation, if there s one textbook that today s students and
tomorrow s marketers need to read, it s Svend Hollensen s world renowned text. For over
fifteen years "Global Marketing" has been the definitive, truly international guide to marketing.
During that time, borders have become ever more transient and this book more central to the
work of marketers all around the world. Now into its seventh edition, "Global Marketing
"continues to be the most up-to-date and thorough text of its kind, with cutting-edge case
studies and a focus on the impact of new technologies and perspectives on international
marketing. This seventh edition expands on a number of new topics, including: shared
economy solutions, social media, e-services and smartwatch app marketing, as well as many
more. It is ideal for undergraduate and postgraduate students studying international marketing,
and for any practitioners who want to take their global marketing strategies to the next level.
"The world today truly is flat, and a sound global perspective is an absolute must for all
students. SvendHollensen'sGlobal Marketingprovides a thorough and comprehensive
treatment that delivers on this need." Michael R. Solomon, Professor of Marketing, Haub
School of Business, Saint Joseph's University, USA, and Professor of Consumer Behaviour,
University of Manchester, UK The best textbook on global marketing I have come across! The
case studies, many of them available online, provide an excellent basis for class discussion.
Elisabeth Gotze, Vienna University of Economics and Business Excellent level of detail in each
chapter to support learning around strategic global marketing decisions. The video case
studies are a huge bonus and really help to bring the subject alive. Giovanna Battiston, Senior
Lecturer in Marketing, Sheffield Hallam University Key Features include: A clear part structure,
organised around the five main decisions that marketing people in companies face in
connection to the global marketing process End of part and end of chapter case studies
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helping students to understand how the theory relates to real world application Video case
studies (available at www.pearsoned.co.uk/hollensen), showing how practitioners are using
Global Marketing in their work About the author Svend Hollensen is Associate Professor of
International Marketing at the University of Southern Denmark and has worked as a marketing
consultant for several international companies and organizations. As well as this book, he is
the author of other Pearson texts, including"Marketing Management"and "Essentials of Global
Marketing." Student resourcesspecifically written to complement this textbook are at
www.pearsoned.co.uk/hollensen "
The fundamentals of services marketing presented in a strategic marketing framework.
Organized around a strategic marketing framework Services Marketing guides readers into the
consumer and competitive environments in services marketing. The marketing framework has
been restructured for this edition to reflect what is happening in services marketing today.
Principles of Marketing, Enhanced eBook, Global Edition
Global Marketing, Global Edition
Global Marketing and Advertising
Advances in Global Marketing
The New Global Marketing: Local Adaptation for Sustainability and Profit discusses the ways
that marketing managers can assess the potential for global expansion and help their firms
capitalize on opportunities. The book explores which companies and products should expand
internationally, what countries offer the best opportunities, and which marketing plan will lead
each product or company to success. The material adapts well-established frameworks to
demonstrate how the global marketer can assess company strengths and weaknesses and
analyze opportunities and risks in foreign markets. It discusses the proper balance between
standardization and localization, and addresses the importance of the "triple" bottom line environmental sustainability, social fairness, and financial performance. Students also learn
about bottom-of-the-pyramid markets, the role of digital global marketing, and the importance
of adapting to international political, social, and environmental pressures. Featuring more than
twenty original case studies, The New Global Marketing is an excellent introduction to what it
really takes to succeed as a global marketer. Written for students with some marketing
education and exposure to international business, the book is ideally suited to upper-level
business courses and M.B.A. programs.
Global Marketing Management, Eighth Edition, presents the latest developments in global
marketing within the context of the whole organization, making internal and external
connections where appropriate for a deeper understanding of global business from a
managerial point of view.
Drawing on an incomparable breadth of international examples, Svend Hollensen not only
demonstrates how global marketing works, but also how it relates to real decisions around the
world. Extensive coverage of hot topics such as blue ocean strategy; celebrity branding; brand
piracy; and viral marketing. Brand new case studies focus on globally recognised brands and
companies operating in a number of countries, including IKEA, Philips, Nokia, Guinness and
Cereal Partners Worldwide. All new video cases accompany every chapter and are available at
www.pearsoned.co.uk/hollensen, featuring such firms as Nike, Starbucks, BMW, Ford and
McDonalds.
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 Africa, Latin America,
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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.
An Introduction, Global Edition
Cases and Readings
An Executive Digest
Principles of Global Marketing
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 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.
'Global Marketing Management' provides comprehensive coverage of the issues
which define marketing in the world today, equipping students with some of the
most current knowledge and practical skills to help them make key management
decisions in the dynamic and challenging global trade environment.
Vast markets for high-symbolic-value goods serve as an expansive worldwide
arena where luxury brands and products compete for consumer attention. As
global luxury markets have grown and continue to grow, uncovering successful
methods for maintaining brand image and consumer desire is critical to the
success of high-end brands. Global Marketing Strategies for the Promotion of
Luxury Goods explores the latest promotional trends, business models, and
challenges within the luxury goods market. Focusing on strategies for achieving
competitive advantage, new market development, as well as the role of the media
in luxury brand building, this timely reference publication is designed for use by
business professionals, researchers, and graduate-level students.
Changes, New Challenges, and Strategies
International Marketing
Global Issues in Pharmaceutical Marketing
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