Contents

Part I: An Overview of International Business

Chapter 1 An Overview of the World Economy

Chapter 2 International Finance & Economics

Chapter 3 International Trade

Chapter 4 Funding Institutions

Chapter 5 Competitive Strategy in International Business

Part II: International Marketing Strategy

Chapter 6 Entry Strategies in International Markets
Chapter 7 Marketing Information Systems and Research
Chapter 8 Segmentation, Targeting, and Positioning
Chapter 9 Planning Process

Part III: International Marketing Mix Elements

Chapter 10 Product Decisions

Chapter 11 International Branding

Chapter 12 Pricing in International Markets
Chapter 13 Marketing Channel and Place Decisions
Chapter 14 Promotional Decisions

Chapter 15 International Marketing of Services

Chapter 16 Leading, Organizing, and Controlling

Chapter 17 Marketing in the Internet Environment
Chapter 18 Ethics and Social Responsibility
Glossary

Bibliography

Index

16
37
51
69

87
105
126

138

155
175
190
202
216
230
256
273
292
306
314

323



Detailed Contents

Part I: An Overview of International Business

Chapter 1: An Overview of the World Economy- Macroeconomic Performance of
India-Economic Growth; Inflation; Monetary Policy; Fiscal Policy and Public Finance;
Trade and External Accounts-Macroeconomic Performance of Brazil- Economic
Growth; Inflation; Fiscal Deficit; Exchange Rates-Macroeconomic Performance of
China-Economic Growth; Inflation; Monetary Policy; Fiscal Policy and Public
Finance; Trade and External Accounts-Macroeconomic Performance of United States-
Economic Growth; Inflation, Monetary Policy; Fiscal Policy and Public Finance;
Exchange Rates; Trade and External Accounts-Macroeconomic Performance of
Germany-Economic Growth, Inflation; Unemployment; Fiscal Policy and Public
Finance; Trade and External Accounts.

Chapter 2: International Finance & Economics-Foreign Exchange-Exchange Rates;
Exchange Rate Regimes in Practice; Forecasting Exchange Rates-Risk In International
Business-Meaning of Currency Risk; Exposure - Meaning and Types; Currency Risk
Management Alternatives; Borrowing Alternatives-Balance of Payments (BoP)-
Disequilibrium in BoP-India's Balance of Payments Situation-The Crisis of the Early
1990s-India’s Trade Policy-Exports & Imports Performance; Sector-wise Strategies.

Chapter 3: International Trade-Classical Trade Theories-Theory of Absolute
Advantage — Theory of Comparative Advantage-Modern Trade Theories; Heckscher-
Ohlin Theory; Imitation-Gap Theory; International Product Life Cycle Theory-WTO
and its Role in World Trade — The General Agreement on Trade in Services (GATS);
Trade-Related Intellectual Property Rights (TRIPS); Principles of the WTO; Benefits
of WTO.

Chapter 4: Funding Institutions-International Monetary Fund (IMF)—Asian
Development Bank (ADB)-Reducing Poverty; Promoting Economic Growth;
Supporting Human Development; Improving the Status of Women; Protecting the
Environment: World Bank — International Bank for Reconstruction and Development
(IBRD); International Development Association (IDA) International Finance
Corporation (IFC); Multilateral Investment Guarantee Agency (MIGA); The
International Centre for Settlement of Investment Disputes (ICSID).

Chapter 5: Competitive Strategy in International Business-Porter's Industry
Analysis-The Five Forces Model-Threat of New Entrants; Intensity of Rivalry among
Existing Competitors; The Bargaining Power of Buyers; The Bargaining Power of
Suppliers; The Threat of Substitute Products — Principles of Competitive Strategy —
Strategies for Companies Operating in International Markets-Transferring Core
Competencies; Realizing Location Economies; Realizing Experience Curve
Economies; Pressures for Cost Reductions and Local Responsiveness; Multinational
Strategy; International Strategy; Global Strategy.

Part II: International Marketing Strategy

Chapter 6: Entry Strategies in International Markets-Modes of Entry into
International Markets — High Control / Fully Owned Mode of Entry; Low Control /
Shared Ownership; Choosing an Entry Mode-Timing of Entry into International
Markets; Level of Internationalization; Size of the Firm; Economies of Scope;
Availability of Information-Social Ties and Entry into International Markets-Entry
Strategies of Japanese Companies-Stake of the Firm; Risk Factor; Resource
Commitment; Government Rules and Regulations; Need for Local Contribution —
Entry Strategies of High-Tech Startup Companies-Entry Strategies of Pharma
Companies-Exporting; Licensing; Joint Ventures; Mergers and Acquisitions;
Establishing a Subsidiary in the Market.



Chapter 7: Marketing Information Systems and Research-Marketing Information
Systems-Elements of Information System—Information Subject Agenda; Scanning
Modes — Marketing Research — Determination of Information Requirements—The
Level of Analysis and Type of Decision-Information for Strategic Decisions;
Information for Operational and Tactical Decisions-Unit of Analysis—Region or
Country Grouping; Country; Sub—groups Within the Country-Selecting Information
Sources—Primary Vs. Secondary Data; Internal Vs. External Data-Primary and
Secondary Data—Primary Data; Secondary Data- Problems in International Marketing
Research—Problem of Numerous Markets; Problems with Secondary Data;
Comparability of the Data; Problems with Primary Data; Infrastructure Constraints;
Minimizing the Problems in International Marketing Research.

Chapter 8: Segmentation, Targeting, and Positioning-Global Market Segmentation-
Demographic Segmentation; Psychographic Segmentation; Behavioral Segmentation-
International Targeting—Criteria for Targeting; Selecting a Global Target Market
Strategy-Global Product Positioning—High-Tech Positioning; High-touch Positioning-
Marketing in Less Developed Countries.

Chapter 9: Planning Process-Role of Strategic Market Planning—Strategic Market
Planning-Pricing Strategy—Cost Approach; Market Approach — Distribution Strategy —
Promotion Strategy — Product Life Cycle/Market Life Cycle-Introduction; Growth;
Decline — International Product Policy-Product Mix; Product Lines — Competition and
International Marketing Strategies-Cost Leadership; Differentiation; Focus -
Consumers — Government Actions — Production Resources — Planning and Third
World Markets — Controlling the Marketing Effort.

Part III: International Marketing Mix Elements

Chapter 10: Product Decisions-Product Definition and Classification-Durability and
Tangibility; Usage; Limitations of Product Classification Models — Product
Characteristics — Product Design-Preferences; Cost; Laws & Regulations;
Compatibility — International Product Mix-Services-Intangibility; Heterogeneity;
Perishability; Simultaneous Production and Consumption — International marketing of
Services-Select the Right Entry Mode; Select the Right Marketing Research Methods;
Customize the Service Offering; Train the Service Personnel; Select the Right
Promotion Strategy — Managing International Research and Development-Takeover;
Contractual Agreements; Joint Venture Strategies; Locating International R&D
Activities; Product Diffusion and Adoption—Product Adaptation-Different use
Conditions; Other Market Factors; Influence of Government-Product Standardization —
International Product Life Cycle (IPLC) — International Product Program-Product
Attributes; Packaging; Labeling; Service Policies; Warranties.

Chapter 11: International Branding-Branding-Types of Branding; Types of
Branding; Brand Value-Brand Origin and Selection—Evolution of Brand Name;
Selecting Global Brand Names; Brand Characteristics-Private Brands— Global Brands
— Single Brands Vs Multiple Brands — Single Brands Vs Multiple Brands — Global
Brand Leadership-Definition of Global Brand Leadership; Exchange of Insights and
Best Practices; Employ Global Brand-planning Process; Assigning Responsibility and
Brand Consolidation; Brilliant Brand Building Strategies; Brand Piracy-
Counterfeiting; Passing Off; Reverse Engineering; Outright Piracy.

Chapter 12: Pricing in International Markets-International Pricing Systems —
Global Pricing Strategies-Pricing Objectives; Environmental Influence on Pricing
decisions-Inflation; Nature of Product or Industry and Competitive Behavior;
Devaluation and Revaluation; Market Demand; Transfer Pricing; Factors Influencing
International Pricing; Global Pricing Alternatives-Ethnocentric Approach; Polycentric
Approach; Geocentric Approach.



Chapter 13: Marketing Channel and Place Decisions-Channel Objectives and
Constraints-Differences between Countries in Distribution Channels; Constraints;
Channels in Less Developed Countries-Complaints of Managers; Complaints of
Distributors; Innovations in International Channels — Channel Structure-Wholesale
Intermediaries; Merchant Intermediaries; Functional Intermediaries; Channel Strategy
for New Market Entry-Evaluating Channel Alternatives; Select Distributors; Select
Distributors who can Develop Markets; Treat Local Distributors as Long-Term
Partners; Support Market Entry; Maintain Control over Marketing Strategy; Get
Detailed Market and Financial Performance Data from Distributors; Strategic
Decisions Pertaining to Distribution Channels.

Chapter 14: Promotional Decisions-Promotional Mix-Advertising- Personal Selling-
Elements of the Personal Selling Process-Sales Promotion-Publicity-Barriers to
Promotion and Communication-Language Differences; Cultural Differences; Social
Differences; Economic Differences; Legal & Regulatory Differences; Competitive
Differences.

Chapter 15: International Marketing of Services-Characteristics of Services and
Their Implications for International Marketing—Challenges in Marketing Services
Globally-Protectionism; Cultural Differences; Difficulties in Measuring Customer
Satisfaction Overseas-International Professional Services — International Retailing-
Internationalization of Retailing; The Changing Face of Retailing-International
Financial Services-Types of Credit Cards; The International Credit Card Market;
Credit Card market in the Asia Pacific Region-International Banking Services-
Investment Banking-International Insurance Services-International Insurance Markets;
Global Players in the Insurance Market; Insurance Market in India.

Chapter 16: Leading, Organizing and Controlling-Leadership-Core Competence;
Teams; Organization — Patterns of International Organization Development-
International Division Structure; Regional Management Centres; Geographical
Structures; Product Division Structure; Strategic Business Units; The Matrix Structure;
Matrix Variations-International Marketing Management Control-Global Marketing
Performance Evaluation; Formal Control Methods; Informal Control Methods;
Variables Influencing Controls.

Chapter 17: Marketing in the Internet Environment-Internet as an Effective
Marketing Tool-Internet is about Communication and Not Technology; Away from
Mass Communication to Customization-Internet as a Creator of Loyalty-The
Consumers’ Expectations in the Future; The Internet and New Intimacy, New
Obligations in Internet Era-Brand Building on Internet-The Value of a Strong Brand to
the Producer; The Value of a strong Brand to the Customer; Global Brands and Global
Medium-Online Communities-The Virtual Marketplaces of the Future: Characteristics
of a Good Community; Different Kinds of Communities; Benefits of Communities for
Companies-New Forms of Advertising-Sponsorship; Microsites; Interstitials and
Affiliate Programs; Guerilla Marketing; Push Advertisements; Agent- Based Forms of
Advertising; Direct e- Marketing; Opt In.

Chapter 18: Ethics and Social Responsibility-Stakeholders' Expectations-
Employees; Shareholders; Suppliers; Customers-Environmental Management and
International ~ Business-Pollution;  Exploitation of Non-renewable  Energy;
Environmental Degradation; Waste Disposal; Recycling-Dealing with Corruption and
Bribery in International Business-Grand Corruption; Petty Corruption; Anti-corruption
Measures-Ethical Issues in International Marketing-Product; Price; Place; Promotion;
Market Research-Human Rights Violations in International Business- Child Labor;
Extended Hours of Work; Poor Safety Standards and Enforcement- Internal
Governance and International Business-Director's Role; Shareholders' Role; Training
Directors.



