Preparatory Reading

International Marketing is an emerging area of study. These articles are available to you
through the Library and will give you a sense of changing priorities and core concepts. This
is not complete and you will find a bibliography of sources at the end of each set of slides.

The recommended course text is International Marketing, (2020) 5 Edition EMA .Ghauri, P.,
Cateora P., McGraw Hill. Available as an e-book £39.99. C

Introduction to international marketing: Ghauri Chap 2

Strategic Marketing (STP) Ghauri Chap 11

International market entry strategies Ghauri 9 and 10

Social and cultural environments Ghauri Chap 4

International research and opportunity analysis

Ghauri Chap 6

International product and service marketing, and marketing mix Ghauri 15, 16 and 17
International channels of communication Ghauri 12 and 13

Ethics and Social Responsibility, Chap 14
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Review, 19(1), 16-20. https://doi.org/10.1108/02651330210419706

Burgel, O., & Murray, G. C. (2000). The International Market Entry Choices of Start-Up Companies in
High-Technology Industries. Journal of International Marketing, 8(2), 33-62.
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