BUS622: Global Marketing
Deep Study Guide — Chapters 1, 2, and 3

Introduction to Global Marketing - The Global Economic
Environment - The Global Trade Environment

Concept-grounded synthesis in original language

How to Read This Guide

This document does not reproduce the textbook. It walks through the
conceptual architecture of Chapters 1, 2, and 3 — the frameworks,
definitions, distinctions, and analytical moves — in original language,
structured so that you can read it alongside the textbook and use it as
a workbook rather than a substitute. Prose carries the load where
ideas need development; bulleted lists carry the load where what you
need is a taxonomy, a list of categories, or a set of mutually exclusive
options. Each chapter ends with a tight summary, an application
exercise, and a self-test.

Three reading habits will help. First, when the guide names a
framework, do not just memorize its components — ask what work the
framework does that simpler descriptions cannot. Second, every
economic or trade concept in Chapters 2 and 3 has a direct marketing
consequence; train yourself to translate from "the country is a lower-
middle-income economy in a customs union" to "this means for our
marketing mix." Third, the seven key terms surfaced in Discussion
Forum 2 are not local to that assignment; they are the spine of the
entire course.

Chapter 1 — Introduction to Global
Marketing

1.1 What marketing actually is

Marketing is the discipline of designing, communicating, and delivering
offerings that create value for customers and for the firm. The
American Marketing Association's working definition — activity, set of



institutions, and processes for creating, communicating, delivering,
and exchanging offerings that have value for customers, clients,
partners, and society — does useful work because it forces three
things into view at once: that marketing is plural (institutions, not just
one department), that it is processual (a system of decisions, not a
campaign), and that the value claim runs in multiple directions.
Successful marketing is not persuasion; it is the design of an
exchange where each side comes away better off.

Three foundational ideas anchor the rest of the discipline: needs
versus wants versus demand; the marketing concept itself; and the
value equation. Needs are objective conditions of deficiency (hunger,
mobility, safety). Wants are the culturally and personally shaped
expressions of those needs (a wood-fired Neapolitan pizza, not just
food). Demand is wants backed by purchasing power and willingness
to spend. The marketing concept asserts that the firm succeeds by
orienting itself around the customer's needs and wants rather than
around what the firm is good at producing. The value equation
expresses customer value as benefits perceived minus costs
perceived; both terms include monetary and non-monetary elements
(time, risk, effort, status).

1.2 The conceptual ladder: domestic, international,
multinational, global

Words matter here because firms and instructors use them loosely.
Hold the ladder in mind and you will not be confused later when the
textbook distinguishes between Stage 2 and Stage 4 firms.

+ Domestic. Operations confined to the home country. The firm
thinks about the home market as the world.

« Export. Goods produced at home are sold abroad through
agents, distributors, or direct export. The firm's center of gravity
remains domestic.

» International. The firm operates in multiple country markets but
typically treats each country as a separate market with its own
strategy and a high degree of local autonomy.



« Multinational. Significant presence in multiple countries, with
local production and adaptation; corporate posture treats the firm
as a federation of national companies.

+ Global / Transnational. The firm conceives of the world as one
integrated market; it standardizes where standardization adds
value, adapts where local conditions require, and coordinates
worldwide to capture scale, learning, and arbitrage advantages.

The move from international to global is not just geographic. It is
organizational and strategic. A global firm asks where to standardize
and where to adapt; an international firm assumes adaptation by
default and pays for it.

1.3 The marketing mix as a coordinated system

The 4 Ps — product, price, place, promotion — are usually taught as
four levers, which understates the architecture. In a working marketing
plan, the four are mutually constraining. A premium product
positioning depends on a price signal consistent with it; a price
strategy depends on the channel structure that will deliver it; a
promotion campaign that overpromises against what channel can
supply destroys trust faster than no promotion at all. The marketing
mix is a system; if you change one element substantially, the other
three need to be re-examined.

Product

Product is not just the physical good. It is the full bundle the customer
receives: features, design, quality level, options, brand, packaging,
services bundled with the good (warranty, installation, support), and
the intangible promises the brand carries. In global marketing the
product question becomes a portfolio question: the same physical
good can be a different product in different markets (a small SUV is a
family vehicle in one market and a luxury statement in another).

Price

Price expresses the firm's view of the value it delivers and of the
customer's willingness to pay. It is the only element of the mix that
directly generates revenue; the others generate costs. Global pricing



introduces two complications domestic pricing does not: currency
exposure across the time between quote and payment, and wide
differences in local purchasing power that make uniform global pricing
economically unattractive or politically untenable.

Place

Place is distribution: the channels, intermediaries, logistics, and
physical or digital points at which the customer can access the
product. Channels embed local norms — who is the gatekeeper, what
margins are customary, what physical infrastructure exists. Direct-to-
consumer e-commerce has compressed but not eliminated the
complexity; in many markets fulfilment, returns, and last-mile delivery
still depend on local arrangements.

Promotion

Promotion is the entire integrated marketing communications stack:
advertising, public relations, sales promotion, personal selling, direct
marketing, and digital and social. Effective global promotion is rarely
identical across markets but it can share a common creative platform
and a common brand position; this is the discipline of transnational
advertising.

1.4 Competitive advantage and value

Competitive advantage is the firm's ability to deliver, on a sustained
basis, a customer benefit that competitors cannot easily match at a
cost structure that preserves margin. Michael Porter's framing — that
advantage comes from cost leadership, differentiation, or focus —
remains the standard reference. In a global setting, the sources of
advantage expand: location economics (siting activities where they
are most efficiently performed), scale economies (amortizing fixed
costs across global volume), and experience effects (learning curves
accelerated by operating across many markets) all become available
to firms that can coordinate worldwide. A firm that does not coordinate
forgoes them.

Two analytical disciplines pay off. First, always name the advantage
as a mechanism, not an adjective. "A 30-year brand asset built



through experiential marketing" is a mechanism; "strong brand" is not.
Second, ask what would erode the advantage and how fast.
Advantages that depend on a single regulation, a single executive, or
a single technology have a short half-life. The textbook calls this the
question of value creation; in plain language, it is the question of
whether the moat will hold.

1.5 Global industries versus multidomestic industries

Two industry archetypes that differ in how much of the competitive
game is global. In a global industry — semiconductors, commercial
aircraft, smartphones, automotive at the platform level — a firm's
competitive position in any one country is materially affected by its
position in others. Cost structures, R&D amortization, brand
perception, and platform standards are all worldwide. In a
multidomestic industry — retail banking until recently, broadcast
media, much of food retail — the competitive game is essentially
national; success in Spain does not buy you much in Singapore. Most
industries fall on a spectrum, and many industries move from
multidomestic toward global as technology, regulation, and consumer
behavior shift.

1.6 Single-country marketing strategy versus a Global
Marketing Strategy

A single-country marketing strategy is a coherent plan for one market:
target segments, positioning, marketing mix, and supporting
infrastructure designed for that country's conditions. A Global
Marketing Strategy (GMS) extends the planning to the world as the
unit of analysis. The textbook frames the GMS around five decisions:

« Marketing mix decisions. Which elements of product, price,
place, and promotion to standardize, which to adapt, and how
the standardization—adaptation choices interact.

« Concentration of marketing activities. \Where in the world to
perform each marketing activity (advertising production,
research, customer support) — usually for cost or capability
reasons.



« Coordination of marketing activities. How to integrate the
firm's marketing actions across countries so they reinforce rather
than contradict each other.

* Global market participation. Which countries to compete in,
and at what depth, given strategic intent and resource
constraints.

» Integration of competitive moves. Treating competition as a
worldwide game in which a move against the firm in one market
is met somewhere that hurts the rival most.

1.7 Standardization versus adaptation

The central tension of global marketing. Standardization captures cost
advantages, brand consistency, and the ability to roll out faster.
Adaptation captures local relevance, regulatory compliance, and the
willingness of local customers to pay. The serious answer is almost
never "standardize everything" or "adapt everything" — it is to ask,
element by element, where the marginal dollar of adaptation buys
more revenue than the marginal dollar of standardization saves cost.
Some elements (logo, brand mark, core product platform) tolerate high
standardization with little revenue loss. Other elements (language,
imagery, channel structure, after-sales service) tolerate little
standardization without large revenue loss. The skill is in knowing
which is which for the specific industry and brand.

1.8 The EPRG framework — management orientation

Originally proposed by Wind, Douglas, and Perimutter, EPRG
describes four orientations a firm's leadership can hold toward foreign
markets. The orientation shapes structure, staffing, decision rights,
and ultimately marketing-mix choices.

« Ethnocentric. The home country is superior; foreign operations
are extensions of home and are run accordingly. Centralizes
decision-making at headquarters. Risk: deafness to local
difference.



« Polycentric. Each host country is unique; local managers know
best and decide. Decentralizes decision-making to country
subsidiaries. Risk: fragmentation, missed global synergies.

* Regiocentric. Strategy and decisions are coordinated at the
regional level (e.g., EMEA, APAC). Compromise between global
integration and local responsiveness within a region.

* Geocentric. The world is one market; the firm seeks the best
person, idea, or activity location regardless of nationality. Most
ambitious orientation; required of true global firms.

Most firms are mixed. A firm can be polycentric in product and
ethnocentric in finance, or geocentric in engineering and regiocentric
in marketing. The diagnostic is useful because management
orientation is often the binding constraint on global marketing strategy
— not the strategy itself.

1.9 Driving forces of global integration

Why globalization happens, in structural terms. These are the forces
that enable and incentivize firms to act globally. The textbook
organizes them under a handful of headings; the analytical task is to
assess, for any given industry, which of these forces are most
operative.

« Multilateral trade agreements. The WTO framework and
regional preferential agreements have steadily lowered tariffs
and non-tariff barriers since World War Il.

« Converging market needs and wants. Urban middle-class
consumers worldwide increasingly share aspirations for similar
product categories — though not always the same products
within those categories.

+ Technology. Communications and computing technology
compress distance and enable coordination across time zones;
production technology enables flexible manufacturing for diverse
markets.

« Transportation improvements. Containerization, air freight,
and integrated logistics have made cross-border product



movement reliable and inexpensive enough to support global
supply chains.

* Product development costs. R&D-intensive industries —
pharmaceuticals, aerospace, semiconductors, automotive —
face development costs that can only be amortized over global
volume.

* Quality. Global standards (ISO, sectoral standards) raise the
floor of acceptable product and process quality, narrowing the
gap between markets.

* World economic trends. Growth in emerging economies has
enlarged the world's addressable middle class; firms that ignore
emerging markets concede long-run growth.

* Leverage. Global firms can leverage scale, experience,
resources, and strategy across borders. Five named leverage
types — experience transfers, scale economies, resource
utilization, global strategy, and the cumulative advantage of
integrated operations — are worth memorizing.

1.10 Restraining forces

Equal and opposite. These slow, fragment, or reverse globalization in
specific industries or at specific moments. Underweighting restraining
forces is the most common analytical error in undergraduate strategy
work.

 Management myopia and organizational culture. Senior
leaders who cannot or will not see beyond the home market;
cultures that punish risk-taking in unfamiliar territories.

» National controls. Tariffs, quotas, technical standards, content
rules, local-ownership requirements, capital controls, currency
controls — all the ways governments protect domestic industry
or constrain foreign firms.

+ Opposition to globalization. Political, labor, and civil-society
resistance; rising economic nationalism in major markets.

« Cultural distance. Differences in language, taste, religion,
consumption norms, and institutional context that make
standardized marketing ineffective or offensive.



* Geopolitical risk. Wars, sanctions, sudden regime change, and
disputes that close markets or strand assets.

1.11 Top of the Global 500

The Global 500 rankings — published annually by Fortune (by
revenue) and by FT (by market cap) — are worth a quick read at the
start of any term. They tell you which industries currently sit at the top
of the world's revenue and capital pyramid, where these firms are
headquartered, and how the rankings shift over time. The headline
pattern of the last decade is the rise of Chinese state-owned and
platform firms and the persistence of American technology firms at the
top by market cap. The instructive question is not the ranking itself but
what each ranked firm did to get there — and what changed about the
world that allowed it.

Chapter 1 — Summary

Chapter 1 establishes the discipline. Marketing is the design of value-
creating exchange; global marketing is the discipline applied with the
world as the unit of analysis. The marketing mix is a coordinated
system. Competitive advantage is a mechanism, not an adjective.
Industries differ in how global their competitive game is. A Global
Marketing Strategy is built on five decisions; the standardization—
adaptation choice runs through all of them. Management orientation
(EPRG) is often the binding constraint. Driving and restraining forces
are the structural conditions under which firms succeed or fail at global
integration.

Chapter 1 — Application Exercise

Pick a firm you know well. In one page: (a) where on the domestic-to-
global ladder it sits; (b) which of the 5 GMS decisions it has made best
and which worst; (c) where on the EPRG spectrum its leadership
orientation falls; (d) the two driving forces most powering its growth
and the two restraining forces most threatening it. Insist on
mechanisms, not adjectives. The exercise prepares you for both
Discussion Forum 2 and the Week 6 final paper.



Chapter 1 — Self-Test

» Define the marketing concept in your own words; then explain
how it differs from a sales orientation.

 Name three differences between an international firm and a
global firm beyond the geographic footprint.

« Explain why the 4 Ps are a system rather than four independent
levers.

 List the four EPRG orientations and identify a real firm that
exemplifies each.

« Name three driving and three restraining forces; for each, give
an example of an industry where it is currently decisive.

» Distinguish a global industry from a multidomestic industry; name
two of each.

Chapter 2 — The Global Economic
Environment

2.1 The world economy in the long view

Chapter 2 opens by stepping back to characterize how the world
economy has changed over the last century and, more sharply, the
last 30 years. Four structural shifts are worth holding in mind because
they explain why global marketing is now a default discipline rather
than an exotic specialty.

» Capital movements have replaced trade as the driver of the
international economy. Cross-border capital flows now dwarf
cross-border trade in goods. Currency and investment markets
price political and economic developments in seconds; a
Brazilian election affects pension portfolios in Helsinki.

* Production has decoupled from employment. Productivity
gains mean that manufacturing output can rise even as
manufacturing employment falls. The political consequence is
the rise of services and the displacement of manufacturing
workers in advanced economies.



 The world economy is now in charge; macroeconomies of
individual countries are not. Even very large economies are
price-takers in many global markets, including capital, energy,
and intermediate goods.

+ The seventy-five-year economic war between communism
and capitalism has ended. With the partial exception of a few
states, market mechanisms now dominate economic
organization worldwide, though with substantial variations in
state involvement.

These four shifts do not make geography irrelevant; they reorganize
what geography means. A marketer in 2025 cannot assume that
consumer trust, distribution infrastructure, regulatory speed, or capital
cost in a given market resemble what they were a decade ago.

2.2 Economic systems

Economic systems differ along two axes: who owns the means of
production (private versus state), and how resources are allocated
(markets versus central planning). Crossing those two axes produces
four idealized systems. Most real economies are mixed; the categories
are diagnostic devices, not labels.

» Market capitalism. Private ownership of resources, allocation by
market prices. The United States is the canonical example.
Marketing is well-developed because consumer choice and
competition demand it.

« Centrally planned capitalism. Private ownership coexists with
significant state direction of resource allocation. Contemporary
China and Singapore are commonly cited examples; the state
intervenes in capital allocation, industrial policy, and key sectors
while private enterprise operates within those rules.

» Centrally planned socialism. State ownership of the means of
production, allocation by central plan rather than market.
Historical Soviet model; today only a handful of states
approximate this in full.



* Market socialism. State ownership with market-based
allocation. Aspects of mid-twentieth-century Sweden and some
current Nordic mixed-economy elements approach this category.

Why this matters to a marketer. The economic system shapes who the
customer is (consumer or state procurement), what counts as
competition (private rivals, state-owned enterprises, or both), how
prices are set (market equilibrium or administrative decision), and
what marketing infrastructure exists (advertising markets, retail
channels, consumer credit, data privacy regimes).

2.3 Stages of market development

The dominant working classification is the World Bank's income-based
tiering of countries. Each tier carries marketing implications, but be
careful: within any tier, distribution of income is often highly unequal,
and the median tells you less than the shape of the distribution.

* Low-income countries (LICs). Lowest per-capita GNI band;
limited industrial base; large informal economy. Marketing
opportunities concentrate in basic goods, agricultural inputs,
telecommunications, and increasingly mobile-first services.
Distribution often through informal channels.

* Lower-middle-income countries. Growing manufacturing base;
expanding consumer goods market; rapidly growing mobile and
internet penetration. Marketing opportunity in mass-market
consumer goods, financial services, and infrastructure-adjacent
industries.

» Upper-middle-income countries. Substantial industrial base;
large middle class; sophisticated urban consumer markets
adjacent to underdeveloped rural ones. Marketing opportunity in
premium consumer goods, services, and brand-driven
categories. Brazil, China, Mexico, and Turkey are commonly
cited.

* High-income countries. Mature consumer markets; high
purchasing power; service-dominant economies. Marketing
emphasis on differentiation, brand, experience, and
personalization. Often subdivided into pre-industrial (rare in this



tier), industrial, and post-industrial economies; the textbook
attends to the post-industrial designation for advanced services-
led economies like the U.S., Western Europe, and Japan.

Two refinements worth keeping in mind. First, emerging markets —
countries growing rapidly enough to change their category in a decade
or two — represent the long-run growth opportunity for most
consumer-goods firms; ignoring them sacrifices the firm's future.
Second, the BRICS grouping (Brazil, Russia, India, China, South
Africa) and similar acronymic groupings (Next Eleven, MIST, CIVETS)
are media constructs more than analytical categories; use them to
remind yourself that the world contains many large markets, not as a
substitute for country-specific analysis.

2.4 Income distribution and the bottom of the pyramid

A country's per-capita income figure can mislead. A market with a high
average and high inequality — many high-income countries, almost all
upper-middle-income countries — looks different from a market with a
similar average and lower inequality. C. K. Prahalad's bottom-of-the-
pyramid framing draws attention to the very large consumer base
earning below conventional middle-class thresholds; firms that can
design products, packaging sizes, channel arrangements, and
payment terms for this base have access to volumes other firms
forfeit. The single-serve sachet sold to households that cannot stock a
full bottle of shampoo is the classic case.

2.5 Balance of payments

Balance of payments (BOP) is the country's accounting of all
economic transactions with the rest of the world over a defined period.
It is built from two main accounts that must, in aggregate, sum to zero
(any gap is a statistical discrepancy).

« Current account. Trade in goods and services; primary income
(returns on investment); secondary income (remittances, foreign
aid). A persistent current account deficit means the country
imports more value than it exports.



« Capital and financial account. Cross-border flows of
investment and financial assets. A persistent capital surplus
offsets a current account deficit; foreign investors fund the gap.

What a marketer learns from BOP signals. Persistent current account
deficits are leading indicators of currency weakness, trade-policy
intervention (tariffs, import restrictions), and constraints on consumer
purchasing power for imported goods. Sustained surpluses indicate
the opposite — currency strength, accumulated foreign reserves, and
political latitude in trade policy. The pattern of where a country imports
from and exports to is also informative: a country heavily dependent
on one trading partner is more vulnerable to bilateral disruption.

2.6 Patterns of world trade

The textbook identifies the leading merchandise and services traders.
Rather than memorizing year-specific rankings (they shift), retain the
structural pattern: the United States, China, and Germany dominate
merchandise trade; the United States dominates services trade;
emerging-market participation in both categories has grown
substantially over the past two decades; intra-regional trade now
accounts for a large share of total world trade, reflecting the rise of
regional blocs and global value chains. For up-to-date numbers,
consult the WTQO's World Trade Statistical Review and the OECD
trade data portal.

2.7 Foreign exchange basics

An exchange rate is the price of one currency in units of another.
Exchange rates are determined in the foreign exchange market by
supply and demand for currencies, which in turn reflect cross-border
trade and capital flows, interest-rate differentials, expectations of
future exchange rates, and central-bank actions. Two regimes:

* Floating exchange rates. Set by market forces; most major
currencies (USD, EUR, GBP, JPY) float freely. Subject to
ongoing volatility.

» Fixed or pegged exchange rates. Set by government policy
and defended by central-bank intervention. Pegs reduce short-
term volatility but can break under sustained market pressure.



Currency moves affect a global marketer at three points in the value
chain. The price the foreign customer sees (local-currency-
denominated revenue translated back to home currency). The cost of
inputs sourced abroad (foreign-currency-denominated COGS). The
competitive position of the firm relative to rivals headquartered in
different currency zones. A 10% move in the EUR/USD rate is not a
treasury problem alone — it is a marketing problem the marketer must
be ready to respond to.

2.8 Three types of exchange-rate exposure

* Transaction exposure. Risk that a specific cross-border
transaction will settle at an exchange rate different from the rate
at which it was contracted. Typically hedged with forward
contracts or currency options.

» Translation exposure. Risk that foreign-subsidiary financial
statements, when translated to home currency for consolidation,
will look better or worse simply because of exchange-rate
movements. An accounting effect rather than a cash effect.

« Economic (operating) exposure. Risk that the firm's future
cash flows from foreign operations will change in value because
of sustained exchange-rate movements. The most strategically
important and the hardest to hedge — requires sourcing, pricing,
and footprint decisions.

Chapter 2 — Summary

The world economy has restructured around capital flows, globally
distributed production, and the dominance of market mechanisms;
marketing decisions take place inside this restructured context.
Economic systems vary along ownership and allocation axes; most
economies are mixed. Stages of market development (low-, lower-
middle-, upper-middle-, high-income) shape marketing strategy
through purchasing power, distribution infrastructure, and consumer
expectations. Balance of payments is a leading indicator of currency,
trade-policy, and demand pressure. Exchange rates affect pricing,
cost, and competition; three types of exposure — transaction,
translation, economic — call for different management responses.



Chapter 2 — Application Exercise

Pick a country you might enter. In one page: (a) its income tier and the
texture of its income distribution; (b) its economic-system character
and the implications for marketing infrastructure; (c) the recent shape
of its current account and currency, with one source; (d) the
implications for your marketing mix if you were to enter with a mid-
priced consumer good.

Chapter 2 — Self-Test

« Name the four economic-system categories and place three real
countries in each.

» Define the four World Bank income tiers and give a
representative country for each.

« Explain why a country's per-capita income figure can mislead a
marketer about real market size.

« Distinguish the three types of exchange-rate exposure and
identify which is most relevant to a long-horizon market-entry
decision.

» Explain what a persistent current-account deficit typically means
for currency and trade policy.

 Articulate the bottom-of-the-pyramid argument and name a
product strategy that exemplifies it.

Chapter 3 — The Global Trade Environment

3.1 The architecture of international trade

Chapter 3 takes you from the world's trade-governing institutions
down to the regional blocs that shape day-to-day market access. The
architecture has three layers. The multilateral layer — the World Trade
Organization and its predecessor GATT — sets baseline rules and
adjudicates disputes among member economies. The regional layer
— preferential trade agreements at various depths of integration —
extends preferences among member countries beyond the multilateral
baseline. The bilateral layer — free trade agreements between pairs



of countries — fills in the gaps and often goes further than the regional
bloc.

3.2 The World Trade Organization

The WTO was established on 1 January 1995 as the successor to the
General Agreement on Tariffs and Trade (GATT). GATT had
functioned since 1948 as a framework of trade rules and a venue for
tariff-reduction rounds; the WTO added institutional permanence, a
dispute-settlement mechanism with binding rulings, and an expanded
scope that covers services (GATS) and intellectual property (TRIPS)
in addition to merchandise trade.

The WTOQO's core principles are short, easy to memorize, and worth
understanding because they explain a great deal of trade-policy news:

* Most-favored-nation (MFN) treatment. Any trade concession
extended to one WTO member must be extended to all others.
The principal exceptions are preferential agreements (FTAs,
customs unions) and special and differential treatment for
developing countries.

« National treatment. Foreign goods, services, and intellectual
property, once they have entered a market, must be treated no
less favorably than domestic equivalents.

* Reciprocity. Concessions are exchanged among members;
market openings are mutual rather than unilateral.

« Transparency. Members must publish their trade-relevant
regulations and notify changes to the WTO.

Dispute settlement is the WTO's hardest-edged feature. A member
that believes another member is violating WTO obligations may
request consultations and, failing that, panel adjudication; rulings are
binding and can authorize trade retaliation. The dispute-settlement
system has been strained in recent years by the United States'
blocking of appellate-body appointments; the textbook discusses this
evolving institutional context.

3.3 The five levels of preferential trade integration



Bela Balassa's classic ladder. Each level subsumes the one below
and adds a new element. The terms appear constantly in the trade
press; precision matters.

* Free trade area (FTA). Tariffs and quantitative restrictions
removed among members. Each member retains its own
external tariff toward non-members. USMCA, ASEAN, AfCFTA
are examples.

« Customs union. All FTA features plus a common external tariff
(CET) toward non-members. Members negotiate trade policy
collectively. Mercosur and the Andean Community operate as
customs unions, with caveats.

« Common market. All customs-union features plus free
movement of the factors of production (labor, capital) among
members. The European Single Market operates as a common
market and beyond.

* Economic union. All common-market features plus
harmonization of economic policies — monetary, fiscal,
regulatory. The Eurozone implements partial monetary union
within the broader EU framework.

« Political union. Full integration including political institutions.
The European Union approximates this in some areas (common
foreign and security policy elements, EU-level parliament) but
stops well short of being a federal state.

3.4 North America

The United States, Canada, and Mexico operate under the United
States-Mexico-Canada Agreement (USMCA), which entered into force
on 1 July 2020, succeeding the North American Free Trade
Agreement (NAFTA, 1994-2020). USMCA operates as a free trade
area. The substantive differences from NAFTA include stricter rules of
origin for automotive manufacturing (raising the regional content
requirement and adding a labor-value content provision), stronger
labor and environmental provisions, a six-year review cycle with a
sunset clause, and updates for digital trade. For a marketer, the
practical effect of USMCA is to maintain a deeply integrated regional



production system while raising the cost of supply chains that route
through low-wage jurisdictions outside the three countries.

3.5 Latin America

Four agreements anchor Latin American trade integration. They differ
in depth, geography, and trajectory.

Mercosur (Southern Common Market). Founded 1991.
Argentina, Brazil, Paraguay, Uruguay as full members;
Venezuela suspended; Bolivia in accession. Operates as a
customs union with persistent ambitions toward a common
market. Long-running but historically uneven external negotiating
record; a 2019 agreement-in-principle with the EU has moved
slowly through ratification.

Andean Community (Comunidad Andina, CAN). Founded
1969 as the Andean Pact. Bolivia, Colombia, Ecuador, Peru.
Operates as a customs union with mixed compliance on the
common external tariff. The deepest historical roots of any
contemporary Latin American integration project.

Central American Integration System (SICA) and the Central
American Common Market; CAFTA-DR. SICA links the Central
American states institutionally; CAFTA-DR is the free trade
agreement among the United States, the Dominican Republic,
and five Central American states (Costa Rica, El Salvador,
Guatemala, Honduras, Nicaragua), in force since the mid-2000s.

Caribbean Community (CARICOM). Founded 1973. Fifteen
member states plus associate members across the Caribbean.
The CARICOM Single Market and Economy (CSME) is the
project to deepen integration toward a common market;
implementation is partial.

Two further reference points. The Pacific Alliance (Chile, Colombia,
Mexico, Peru, 2011) is a more recent integration effort with deeper
market-access provisions among its members. The Latin American
Integration Association (ALADI/LAIA) provides a broader, looser
framework that hosts many bilateral agreements.

3.6 Asia-Pacific



The Asia-Pacific has historically been integrated through bilateral
agreements rather than a single bloc, but this has shifted in the past
decade.

« ASEAN. Association of Southeast Asian Nations, founded 1967.
Ten member states (Brunei, Cambodia, Indonesia, Laos,
Malaysia, Myanmar, the Philippines, Singapore, Thailand,
Vietnam) plus Timor-Leste in observer status. ASEAN operates
as a community with three pillars (political-security, economic,
socio-cultural). The ASEAN Free Trade Area (AFTA) is its trade
arm.

« RCEP. Regional Comprehensive Economic Partnership, in force
from January 2022. The world's largest free trade agreement by
population and GDP at the time of entry: the ten ASEAN
members plus Australia, China, Japan, New Zealand, and South
Korea. India withdrew before signature.

« CPTPP. Comprehensive and Progressive Agreement for Trans-
Pacific Partnership, in force from December 2018. Eleven
members on both sides of the Pacific (the original TPP minus the
United States, plus the United Kingdom acceded in 2024).
Generally regarded as the highest-standard contemporary trade
agreement.

» APEC. Asia-Pacific Economic Cooperation, founded 1989. A
forum for economic coordination rather than a trade agreement;
useful as a venue, not a source of binding rules.

3.7 Western Europe — the European Union

The deepest example of regional integration in the world. The EU's
history is the textbook case for what economic integration can look like
when sustained over decades, and it is worth knowing in some detail
because the Week 1 paper is anchored in the EU economic and trade
environment.

Historical arc

The European Coal and Steel Community (1951), among six founding
states, was the original step. The Treaty of Rome (1957) created the
European Economic Community, a customs union by 1968. The



Single European Act (1986) set the goal of a single market by 1992.
The Treaty on European Union (Maastricht, 1992) created the
European Union as we know it and set the path to monetary union.
The euro entered circulation in 1999 (electronic) and 2002 (notes and
coins). Successive enlargements brought membership to 28 by 2013;
the United Kingdom's exit (formally completed January 2020 with a
transition through December 2020) reduced membership to 27.

Layers of integration

« Single market. Free movement of goods, services, capital, and
people across the EU's internal borders. The foundational EU
economic project.

» Customs union. A common external tariff; the EU negotiates
trade agreements with non-EU countries as a single party.

« Eurozone. Twenty member states share the euro and a single
monetary policy administered by the European Central Bank.
Fiscal policy remains national, subject to coordination rules.

 Schengen Area. Free movement of people without internal
border controls. Includes most EU members plus several non-EU
European states; not coextensive with EU membership.

Institutions

+ European Commission. The EU's executive; proposes
legislation, enforces treaties, manages day-to-day operations.

« European Parliament. Directly elected; co-legislates with the
Council; approves budget; provides democratic oversight.

« Council of the European Union. Comprises member-state
ministers; co-legislates with the Parliament.

* European Council. Comprises member-state heads of
government plus the Commission and Council presidents; sets
political direction.

» Court of Justice of the EU. Interprets EU law and resolves
disputes among institutions and member states.

« European Central Bank. Sets monetary policy for the
Eurozone.



Brexit and its marketing implications

The United Kingdom's exit from the EU restored a customs and
regulatory boundary at the UK—EU interface. Marketers operating
cross-channel now face rules-of-origin paperwork, separate UK and
EU regulatory regimes for many product categories, and changed VAT
treatment. The Northern Ireland Protocol and its successor
arrangements (the Windsor Framework) preserve open trade across
the island of Ireland by keeping Northern Ireland aligned with EU
single-market rules for goods. For a firm planning EU expansion, the
question of UK strategy is now a separate question; a single Anglo-
European go-to-market plan is no longer the default.

3.8 Central and Eastern Europe

Most central and eastern European states are EU members and
therefore covered by EU rules; Switzerland and Norway are
exceptions, integrated through bilateral agreements with the EU.
Ukraine signed an Association Agreement and Deep and
Comprehensive Free Trade Area with the EU in 2014 and received
EU candidate status in 2022. The Russian invasion of Ukraine that
began in February 2022 has reshaped trade flows, energy markets,
and marketing reality in the region; firms that operated in Russia have
largely withdrawn or paused operations, and the regulatory
environment has shifted faster than at any time since the early 1990s.

3.9 The Middle East

The Gulf Cooperation Council (GCC) — Bahrain, Kuwait, Oman,
Qatar, Saudi Arabia, and the United Arab Emirates — operates as a
customs union and a partial common market. The Greater Arab Free
Trade Area (GAFTA), in force since 2005, links most Arab League
states in a free trade area. Israel maintains free trade agreements with
the United States and the EU, and the Abraham Accords (2020)
opened new trade relationships with several Arab states. For
marketers, the regional generalization to retire is that the Middle East
is a single market; income levels, consumer preferences, regulatory
regimes, and demographic structures vary widely across the region.



3.10 Africa

The African Continental Free Trade Area (AfCFTA) entered into force
in 2021. With 54 of the 55 African Union states having signed, it is the
largest free trade area in the world by membership; trading under its
preferences began in 2024 for participating states. Sub-regional
bodies — ECOWAS in West Africa, EAC in East Africa, SADC in
Southern Africa, COMESA across a broader band — continue to
operate as the workhorse integration vehicles. Africa's growth
dynamics, large young population, and rapid mobile-first development
make it a long-run market the textbook treats as a strategic frontier
rather than a current-quarter priority.

3.11 Marketing implications of the trade environment

The trade environment shapes five questions a global marketer
cannot avoid answering.

» Market access. What tariffs and non-tariff measures apply to my
product? Preferential agreements may eliminate tariffs but rules-
of-origin compliance is now where the action is.

» Supply chain footprint. Where should production sit to
maximize preferential access to target markets? USMCA's
automotive content rules are the canonical example.

« Standards and conformity. Which technical and labeling
standards apply, and can the firm secure recognition across
markets?

« Services and digital trade. Services trade — including digital —
is governed by less liberalized regimes than goods trade; data-
localization and digital-services regulations are growing.

» Geopolitical risk. Trade agreements are political instruments;
sanctions, export controls, and bilateral disputes can close
markets faster than agreements can open them.

Chapter 3 — Summary

The WTO sets the multilateral baseline through MFN, national
treatment, transparency, and dispute settlement. Regional integration
deepens market access among members along Balassa's ladder from



free trade area through political union. USMCA, the EU, ASEAN,
RCEP, CPTPP, AfCFTA, and the four Latin American agreements are
the principal blocs a global marketer must understand. The EU is the
deepest case and the anchor for the Week 1 paper. Brexit, the war in
Ukraine, US—China trade tensions, and AfCFTA implementation are
the live changes reshaping the environment.

Chapter 3 — Application Exercise

Choose a product and a target country in a non-home region. In one
page: (a) which preferential agreements your home country has with
the target country, and at what level of integration; (b) the tariff and
major non-tariff barriers your product faces; (c) the rules-of-origin
implications for where you would site production; (d) one regulatory
standard that would require adaptation of your product.

Chapter 3 — Self-Test

» Define the five levels of preferential trade integration; give an
example of each.

» Explain the difference between MFN treatment and national
treatment.

* Name the four main Latin American integration agreements and
identify their core members.

» Trace the EU's progression from the European Coal and Steel
Community to its current form, naming three key treaties.

» Distinguish the EU, the Eurozone, and the Schengen Area;
explain why their memberships are not identical.

 Identify two contemporary trade-environment developments
(e.g., Brexit, AfCFTA, US—China tariffs) and articulate the
marketing implication of each.

Cross-Chapter Synthesis

Chapters 1, 2, and 3 do not stand alone. They are three layers of a
single analytical stack the rest of the course assumes you can use
simultaneously. Chapter 1 gives you the firm-level frameworks (the



marketing mix, competitive advantage, the Ansoff cells, EPRG
orientation, driving and restraining forces). Chapter 2 places those
frameworks inside an economic environment characterized by
economic system, stage of market development, balance-of-payments
dynamics, and currency exposure. Chapter 3 places them inside a
trade environment defined by the WTO baseline and the regional bloc
structure.

Put the stack to work by asking, for any market-entry decision, three
questions in sequence. What does the economic environment make
possible or impossible? (Chapter 2.) What does the trade environment
cost or subsidize? (Chapter 3.) Which marketing-mix configuration
delivers the firm's competitive advantage given the first two? (Chapter
1.) The answers usually cascade — a tight currency situation rules out
certain pricing strategies, a customs-union membership opens certain
channel structures, and only then does the question of standardization
versus adaptation become tractable.

Worked Example — Brazilian Market Entry
for a Mid-Priced Consumer Brand

Suppose a U.S.-based mid-priced personal-care brand is considering
entry into Brazil. Walk the stack.

Chapter 2 read. Brazil is an upper-middle-income country with
substantial income inequality and a large urban consumer base
concentrated in the south-southeast. The economic system is market
capitalism with significant state involvement in strategic sectors. The
Brazilian real has been historically volatile; current-account dynamics
and inflation trajectory are leading indicators of currency direction. A
mid-priced brand in this market faces a wide and uneven distribution
of purchasing power; segmenting on income texture, not just average,
is essential.

Chapter 3 read. Brazil is a founding member of Mercosur. The United
States and Mercosur do not have a comprehensive trade agreement;
the EU-Mercosur agreement-in-principle awaits ratification. The
implication for a U.S. firm: standard MFN tariff treatment applies, no



preferential margin. Producing in another Mercosur country (e.g.,
Argentina, Uruguay) would change the calculation by giving access to
Brazil under Mercosur internal tariff rules. Brazilian non-tariff
measures — sanitary regulations, labeling rules, product registration
— typically take time and add cost.

Chapter 1 read. The brand's competitive advantage — assume it is
mid-priced quality with strong brand storytelling — must be delivered
through a marketing mix that respects the Chapter 2 and Chapter 3
reads. The Ansoff cell is market development (existing product, new
market). The likely orientation is regiocentric at minimum, treating
Latin America as a coordinated region. Standardization of brand and
core product probably yes; adaptation of packaging sizes, channel
arrangements (Brazilian drugstore and small-format retail differs from
U.S. drugstore), and promotional creative probably required. The
driving force you most rely on: converging consumer needs in
personal care across emerging-market middle-class urban
consumers. The restraining force most likely to bite: cultural distance
in beauty norms and product preferences; national controls in product
registration and labor.

Master Glossary

+ 4 Ps /| marketing mix — the coordinated set of product, price,
place, and promotion decisions.

« AfCFTA — African Continental Free Trade Area, in force from
2021, with 54 signatories.

« Ansoff matrix / product-market expansion framework — 2x2
of existing/new products against existing/new markets, yielding
penetration, market development, product development, and
diversification.

 APEC — Asia-Pacific Economic Cooperation, a non-binding
forum.

« ASEAN — Association of Southeast Asian Nations; ASEAN Free
Trade Area is its trade arm.



Balance of payments — country-level accounting of all
transactions with the rest of the world; current account plus
capital account.

Bottom of the pyramid — the large global population earning
below traditional middle-class thresholds; a marketing-
opportunity construct from C. K. Prahalad.

CARICOM — Caribbean Community; 15 members moving
toward a Single Market and Economy.

CAFTA-DR — Central America—Dominican Republic—United
States Free Trade Agreement.

Common external tariff (CET) — uniform tariff a customs union
applies to imports from non-members.

Common market — customs union plus free movement of
factors of production.

Competitive advantage — sustained ability to deliver customer
benefit competitors cannot easily replicate at margin-preserving
cost.

CPTPP — Comprehensive and Progressive Agreement for
Trans-Pacific Partnership.

Customs union — free trade area plus a common external tariff.

Driving forces — structural conditions enabling global
integration (trade agreements, technology, scale, leverage,
converging needs).

Economic exposure — risk that sustained currency movements
will alter the value of future foreign cash flows.

Economic union — common market plus harmonized economic
policy.

EPRG framework — ethnocentric, polycentric, regiocentric,
geocentric management orientations toward foreign markets.

Eurozone — subset of EU members sharing the euro and a
single monetary policy.

Free trade area — tariffs removed among members; each
member keeps its own external tariff.



GATT — General Agreement on Tariffs and Trade; the
multilateral trade-rules framework from 1948 to 1995.

Global industry — industry in which competitive position in one
country is materially affected by position in others.

Global marketing — integrated worldwide approach to
marketing that coordinates across country markets for scale,
consistency, and learning.

Global Marketing Strategy (GMS) — firm-level plan for which
marketing elements to standardize, where to perform marketing
activities, how to coordinate them, which markets to compete in,
and how to integrate competitive moves.

Glocalization — global brand with locally adapted product or
campaign elements.

Leverage — firm-level capability to apply experience, scale,
resources, and integrated strategy across borders.

Localization — tailoring marketing to a local market's language,
culture, and norms.

Mercosur — Southern Common Market; a customs union of
Argentina, Brazil, Paraguay, and Uruguay (Venezuela
suspended).

MFN (most-favored-nation) — WTO principle requiring any
trade concession extended to one member to be extended to all
members.

Multidomestic industry — industry in which competition is
essentially national; success in one country does not transfer.

National treatment — WTO principle that foreign goods, once in
market, must be treated no less favorably than domestic
equivalents.

Political union — highest level of regional integration, including
political institutions.

RCEP — Regional Comprehensive Economic Partnership; in
force 2022; ASEAN plus five partners.



+ Restraining forces — conditions that slow, fragment, or reverse
global integration (myopia, national controls, cultural distance,
opposition).

* Rules of origin — criteria determining the economic nationality
of a product for preferential tariff purposes.

« Schengen Area — zone of internal-border-free travel; not
coextensive with EU membership.

« Single market — free movement of goods, services, capital, and
people; the EU's core internal-market construct.

» Stages of market development — World Bank income tiers:
low, lower-middle, upper-middle, high income.

« Standardization vs. adaptation — the central tension between
cost and consistency advantages of uniform marketing and the
revenue advantages of local tailoring.

« Sustainability — durability of value creation across
environmental, social, and competitive dimensions.

* Transaction exposure — risk that a specific cross-border
transaction settles at a different exchange rate than contracted.

« Translation exposure — risk that consolidated financial
statements look different solely because of exchange-rate
movement.

+ USMCA — United States—Mexico—Canada Agreement, in force
July 2020; NAFTA's successor.

« WTO — World Trade Organization, founded 1995; multilateral
trade-rules body with binding dispute settlement.

How to Use This Guide for the Week's
Deliverables

Discussion Forum 2 (Global Marketing Big Picture) draws on Chapter
1 — the seven key terms are the spine. Use Sections 1.3, 1.4, 1.6,
1.7, 1.9, and 1.10 of this guide as your immediate reference and the
Discussion 2 study guide as your tactical workbook.



The Week 1 paper (Global Marketing and Trade Environments) draws
on all three chapters but leans most heavily on the EU material in
Chapter 3 and on the product/market expansion framework in Chapter
1. Use Sections 3.3, 3.7, and the EU subsections of the guide;
combine with Section 1.6 (the Ansoff cells) to argue your strategy
recommendation. The cross-chapter synthesis section above models
the stack the paper will need to execute.

Discussion Forum 1 (Pick a Company) is the lightest analytical lift of
the week. The chapter material that matters most is Section 1.7
(standardization vs. adaptation) and the marketing-mix sections,
because characterizing a firm's global strategy in two sentences is the
work the post most rewards.

Final Note

This is a guide, not a substitute. The textbook contains worked cases,
current data, and the specific language your instructor will reward you
for using accurately. Read the chapters; use this guide to know what
you are reading for, to test your retention, and to translate concepts
into the analytical moves the discussion forums and the paper will ask
you to make.



