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Foreword

This world has become a global marketplace and Professors Agarwal and Wu did an
outstanding job of editing a book that presents the paradigm shift in global marketing. Inside the covers of this book, you will find a wide range of topics that are
pertinent to consumers, businesses, institutional thinkers, and policy makers in navigating the current dynamics of the global world. The topics examined include
trends in political risk across the globe and their impact on global marketing, the
influence of cultural values in shaping consumer behavior, cross-border e-commerce (CBEC) as a new driver of international trade in the global economy, global
brand positioning, and the role of social media that allows for real-time interaction
among business-to-business (B2B), peer-to-peer (P2P), and consumer-to-consumer
(C2C) markets, as well as between business-to-customer (B2C) markets. Of course,
markets are different and you will find insights on differences across emerging markets with special reference to entry mode strategies of MNEs (multinational enterprises) and e-commerce firms. Finally, you will be intrigued by thought-provoking
ideas on global CSR, sustainability, and macromarketing issues.
This book has been put together in a way that crystallizes the cohesiveness of the
topics covered by different authors so as to present a unified picture of the global
marketplace. This book is recommended reading for every serious student, scholar,
practitioner, and administrator concerned with issues of a global economy.
Georgia Institute of Technology (Georgia Tech),
Scheller College of Business
Atlanta, GA, USA

Naresh K. Malhotra
,
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– A powerful reminder that the new global market remains a rugged
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