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What factors should a company review before deciding to go
abroad?
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How can companies evaluate and select specific foreign markets
to enter?
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What are the differences between marketing in a developing and
a developed market?
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What are the major ways of entering a foreign marke?
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To what extent must the company adapt its products and
marketing program to each foreign country?
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How do marketers influence country-of-origin effects?
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Tapping into Global Markets
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Marketing Strategies for Developing
Markets
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Developing and Developed Markets
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Deciding on the Marketing Program
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Product Adaptation Strategies
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Five International Product and
Communication Strategies
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Global Communication Strategies
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Country-of-Origin Effects
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