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ESSENTIALS OF
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Visit the Hollensen: Essentials of Global Marketing second edition Companion
Website at www.pearsoned.co.uk/hollensen to find valuable student learning
material including:

Full versions of the video case studies at the start of each part
Self-assessment multiple choice questions for each chapter
Annotated links to relevant, specific sites on the Web

Searchable online glossary

Flashcards to test your knowledge of key terms and definitions
Classic extra case studies that help take your learning further
Suggested further reading

An Appendix entitled ‘Market research and decision-support system’
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Part 1: The decision to internationalize

Part | Video case study: Acme Whistles Ltd: an SME is globalizing its whistles
sales
Introduction to Part |
Global marketing in the firm
Learning objectives
Introduction to globalization
The process of developing the global marketing plan
Should the company internationalize at all?
Development of the global marketing concept
Forces for global integration and market responsiveness
The value chain as a framework for identifying international
Value shop and the service value chain
Information business and the virtual value chain
Summary
Questions for discussion
References

Initiation of internationalization
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Learning objectives
Introduction
Internationalization motives
Triggers of export initiation (change agents)
Internationalization barriers/risks
Summary
Questions for discussion
References
Internationalization theories
Learning objectives
Introduction
The Uppsala internationalization model
The transaction cost analysis (TCA) model
The network model
Born globals
Summary
Questions for discussion
References
Development of the firms international competitiveness
Learning objectives
Introduction
Analysis of national competitiveness (the Porter diamond)
Competition analysis in an industry
Value chain analysis
CSR corporate social responsibility
The value net
Blue-ocean strategy and value innovation
Summary
Questions for discussion

References

Part 2: Deciding which markets to enter
Part Il Video case study: Land Rover: which markets should be selected for the
new Freelander 27

Introduction to Part Il
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The political and economic environment
Learning objectives
Introduction
The political/legal environment
The economic environment
The European Economic and Monetary Union and the euro
BRIC the new growth markets of the world
Bottom of pyramid (BOP) as a market opportunity
Summary
Questions for discussion
References

The sociocultural environment
Learning objectives
Introduction
Layers of culture
Highand low-context cultures
Elements of culture
Hofstedes original work on national cultures (the 4 + 1 dimensions model)
Managing cultural differences
Convergence or divergence of the worlds cultures
The effects of cultural dimensions on ethical decision making
Summary
Questions for discussion
References

The international market selection process
Learning objectives
Introduction
International market selection: SMEs versus LSEs
Building a model for international market selection
Market expansion strategies
The global product/market portfolio
Summary
Questions for discussion
References

Part 3: Market entry strategies
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Part 11l Video case study: Tata: which entry modes should be used for the Tata
Nano the worldscheapest car?
Introduction to Part IlI
Some approaches to the choice of entry mode
Learning objectives
Introduction
The transaction cost approach
Factors influencing the choice of entry mode
Summary
Questions for discussion
References
Export, intermediate and hierarchical entry modes
Learning objectives
Introduction
Export modes
Intermediate modes
Hierarchical modes
Summary
Questions for discussion
References
International buyerseller relationships
Learning objectives
Introduction
Reasons for international sourcing
A typology of sub-contracting
Buyerseller interaction
Development of a relationship
Reverse marketing: from seller to buyer initiative
Internationalization of sub-contractors
Project export (turnkey contracts)
Summary
Questions for discussion
References

Part 4: Designing the global marketing programme
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Part IV Video case study: Electrolux: trying to establish a global brand
identity

Introduction to Part IV

Product and pricing decisions
Learning objectives
Introduction
The dimensions of the international product offer
Developing international service strategies
The product life cycle
The product communication mix
Product positioning
Brand equity
Branding decisions
Implications of the Internet for collaboration with customers on product decisions
Green marketing strategies
Factors influencing international pricing decisions
International pricing strategies
Implications of the euro for pricing across borders
Summary
Questions for discussion
References

Distribution and communication decisions
Learning objectives
Introduction
External determinants of channel decisions
The structure of the channel
Managing and controlling distribution channels
Implications of the Internet for distribution decisions
The communication process
Communication tools
International advertising strategies in practice
Implications of the Internet for communication decisions
Social media marketing
Developing a viral marketing campaign
Crowd-sourcing
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Summary
Questions for discussion

References
Part 5: Implementing and coordinating the global marketing
programme

Part V Video case study: Royal Enfield: trying to establish an international
brand entity
Introduction to Part V
Cross-cultural sales negotiations
Learning objectives
Introduction
Cross-cultural negotiations
Intercultural preparation
Coping with expatriates
Knowledge management and learning across borders
Transnational bribery in cross-cultural negotiations
Summary
Questions for discussion
References
Organization and control of the global marketing programme
Learning objectives
Introduction
Organization of global marketing activities
The global account management organization
Controlling the global marketing programme
The global marketing budget
The process of developing the global marketing plan
Summary
Questions for discussion

References
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