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BSR4 1. Introduction

(1) The importance of Global Marketing

(3) Forces Affecting Global Integration and Global Marketing
2. The Global Marketing Environment

(1) Society, Culture, and Global Consumer Culture

(2) The Global Trade Environment

(3) Economic Systems

(4) The Political Environment

3. Global Information Systems and Market Researct
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(1) Souces of Market Information

(2) Formal Market Research

4. Segmentation, Targeting, and Positioning

(1) Assessing Market Potential and Choosing Target Markets
(2) Positioning

7. Entry Strategies

(1) Licensing

(2) Investment

(3) Strategic Partnerships
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