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E N 1. The World Economy

(1) Economic Systems

(2) Stages of Market Development

(3) World Trade in Merchandise and Services
2. Segmentation, Targeting, and Positioning
(1) Assessing Market Potential and Choosing Target Markets
(2) Positioning

3. Entry Strategies

(1) Licensing

(2) Investment

(3) Strategic Partnerships

4. Product and Brand Decisions
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(1) ”Country of Origin” as Brand Element

(2) Strategic Alternatives in Global Marketing

5. Pricing Decisions

(1) Environmental Influences on Pricing Decisions

(2) Global Pricing: Three Policy Alternatives

6. Global Marketing Channels and Physical Distribution
(1) Terminology and Structure

(2) Global Retailing

7. Global Marketing Communications Decisions

(1) Global Advertising

(2) Global Media Decisions

(3) Public Relations and Publicity

(4) Sales Promotion

(5) Direct Marketing, Event Sponsorship, and Product Placement
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