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			Preface
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			As companies expand globally, a brand like Coke or Nike can be the greatest asset a firm has, but it also can quickly lose its power if it comes to signify something different in every market. Successfully leveraging a brand's power globally requires companies to consider aggregation, adaptation, and arbitrage strategies all at the same time, beginning with defining the universal "heart and soul" of every one of a company's brands (aggregation) and then expressing that in suitable words, images, and music (adaptation and arbitrage). In doing so, allowance must be made for flexibility in execution because even the smallest differences in different markets' consumer preferences, habits, or underlying cultures can make or break a brand's global success. In allowing such flexibility, a key consideration is how a product's current positioning in a particular market might affect the company's future offerings. If a product's positioning varies significantly in different markets, any "follow-on products" will likely have to be positioned differently as well, and this raises costs and can create operational problems.

			In many companies, "global" branding evolves as the company enters new countries or expands product offerings within an existing country. Typically, expansion decisions are made incrementally and often on a country-by-country, product-division, or product-line basis, without considering their implications on the overall balance or coherence of the global brand portfolio. As their global market presence evolves and becomes more closely interlinked, companies must pay closer attention to the coherence of their branding decisions across national markets and formulate an effective global brand strategy that transcends national boundaries. In addition, they must decide how to manage brands that span different geographic markets and product lines, who should have custody of international brands and who is responsible for coordinating their positioning in different national or regional markets, as well as making decisions about the use of a given brand name on other products or services.

			In this book, we tried to explain branding in global business how marketing and branding are two different things and branding strategy. Advertisement, Marketing management at a global level is required to understand. It was a good time to edit this book.

			Happy Reading.
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			Chapter 1. Introduction

			1.1 How global business works?

			Global business is a company that operates facilities in many countries around the world. It is different from the international business because international business sells products worldwide but has to facilities only in its home country. From the point of view of a seller, a global market is an export market; for a buyer, it represents imports from abroad.

			Basic concepts of global business- policy and strategy/innovation culture/creativity /leadership /human capital technology/business environment. When a company becomes a global business, firstly, it needs to compete with the local business in that country after entering the foreign markets.

			Four main global strategies that help to build a company into a global business:

			•Domestic exporter

			•Multinational

			•Franchiser

			•Transnational

			Globalization implies that the world is getting smaller. Through global business, people around the world can more easily and readily connect. Let’s take an example of McDonald’s; as a result of global business, nearly 69 million people in 118 different countries eat at McDonald’s every day. Basically, if you’re entering the global business, i.e., contending with the new and increased competition with globally-minded companies.

			Globalization or global business means that businesses can reach consumers worldwide more rapidly and efficiently and with digital facilities. Cell phones and the Internet plays an important role also. But global business also incredibly complexity such as 

			•Global economic environment 

			

			•Global Legal environment 

			•Global technology environment 

			•Global social environment 

			•Global political environment

			Example for an economic environment

			McDonald’s is a U.S. based corporation where all transaction has been done in a dollar. Still, there are 164 official national currencies in the world. Each has a different value or purchasing power; imagine to make a proper balance.

			Example for the legal environment 

			It means that if you are thinking of starting your franchise in other countries, you must consider aware banning and fines of that country. If you are an operator of a McDonalds’, should you remove the ice-cream cones and MF flurries from your menu to protect your customers against being fined?

			Example for technology environment

			Consider your company presence in China, where there are only 1.3 billion nearly mobile users. How can someone order fast food for delivery? It required to established affordable technology for consumers. As global business demands depend on technology, they must also leverage technology to move products, peoples, and supplies around the globe effectively.

			Example for a social environment 

			In this environment, customs and traditions of the society in which your company, showroom, the restaurant is established. It also includes the living state or taste of living, education of people living in the area where you’re your business is established. This point is important, like opening a restaurant near a repudiated university, so this leads to grabbing the attention of college students and their demands as well.

			The advantage of reaching out globally applies to both tangible and intangible products, but the latter has a far greater edge over the other because the item’s delivery happens instantly upon realization of payment.

			Example for a global political environment

			This factor is base of global business, like when a company wants to expand their business globally, so they have different branches in a different country, so for that, the political background of that country is important. 

			Why is the environment important in business?

			Environment plays an important role when you want to run your business. Each and every business exists, survived, and grew. People inside it make every possible effort to survive with every downfall, which leads to opportunities to some in a positive context and threats to some in a negative context.

			Threats refer to external environment trends changes that will lead to hinder the firm’s performance. Besides opportunities environment happens to be a source of many threats. Environmental awareness can help managers to identify various threats on time and serve as an early warning signal.

			•Leads to business improvement

			•Identifying opportunities

			•Getting early signals for threats or loss

			•Helps to assist 

			•Planning

			•This leads to better ideas and open mind environment

			[image: CBSE Papers, Questions, Answers, MCQ ...: Class 12 - Business Studies -  CH3: Business Environment (Short Q and A)]

			Fig. 1.1 Business environment components.

			1.2 Overview of Advertising

			“late 1700s – Benjamin Franklin (1706-1790) – father of advertising in America.

			Advertisement or ad in short. Advertising is a kind of communication sponsored openly to promote a product or an idea to the consumers. This delivers the proper message to the customer or consumers about their product and convinces consumers about the product. Apart from that, it also enhances the image of that particular company or business. Advertisement draws consumers to the product. 

			Classification of advertisement

			•The traditional method of advertisement

			 E.g. (newspaper is the most traditional method.)

			

			•Radio

			•Online

			•Print

			•Billboards

			•Novelties

			•Celebrity endorsements

			•Point- of – sale

			•Television

			•Mobile ads

			[image: Taxicab Advertising in India]

			Fig. 1.2 Taxicab with advertisement

			[image: I need Ads .::. Railway Ads]

			Fig. 1.3 Train coach with advertisement

			1.3 Overview of Marketing

			Marketing itself contains a self meaning: it is a set of ample activities that an individual or group of people perform in a particular specific concerned area. Activities like an advertisement of products, buying and selling of products, providing required services to customers. Basically, these activities are performed by specific or professionalized companies to create a highlighted target for the audience. 

			It refers to providing products or the needs of a customer by showcasing the best out of the best of their products.

			[image: Here&#39;s How the Marketing Process Works | Smartsheet]

			Fig. 1.4 Overview of marketing

			What does all a marketed company need to have? 

			A well-marketed company will always go for an initial plan, banners, campaigns to attract the buyer’s attention. Their main target is to attract customers by applying various tricks and plans to complete their target. As in marketing completely, the desired target is the first and main motive of the company. 

			A well-settled marketing company is all need to complete the target within the provided deadlines. If the company fails to complete the target market may down to incurred loss. Completing up the target will urge demands of products, services, and others that Profit from the company and market. 

			Plans/Strategy

			A marketing strategy should be such well-mannered that it attracts new customers and keeps the old or current customers growing by delivering them their satisfaction. Thus, this is selling and creating a customer network and creating a positive, impactful, and Profitable Relationship among all the surrounded networks. 

			[image: Why You Need To Review Your Marketing Strategy After Quarter 1]

			Fig. 1.5 Marketing strategy

			1.4 Industrial buying behavior

			While studying or learning about marketing, you need to understand the behavior of the customer. Behavior means why customers want to buy and why buyers want to purchase the demanded goods. Marketing makes an impact that makes the customer behave an attraction towards the advertisement or mapping or modeling campaigns which calls up the buyer. 

			This all depends on your strategies, plans, and other motives which a company makes to sell their products; your plan will showcase the customer attraction towards the product. This is all up to your will how you influence the audience through different means of marketing, be it digital, paper, holdings, newspaper, and many other means of marketing. 

			[image: Industrial Buyer Behaviour, Industrial Buyer Behaviour Process]

			Fig. 1.6 Industrial buying behavior

			

			Industrial buying a complex structure of making decisions and making a good purchase. This even may lead to an increase in demand for products, which further leads to a rise in the economic level. So demands among the audience are indirectly how a seller should have ample of demanding goods and services. Industrial buying could be anything like packing material, machinery, services, transportation, etc. 

				1.	Materials involvement.

			•Raw materials

			•Labors.

			•Installations of equipment

			•Verification of goods

				2.	Industrial buyers. 

			They could be an individual business, government agencies that decide to make a purchase for goods regarding the material involvement. 

				3.	Characteristics. 

			•A formal activity follows the procedures

			•Proper strategies. 

			•Economy and rise in marking levels

			•Sum of money

			•Risk in markets (May or may not have) 

			•Demands

			•Having stock. 

				4.	B2b (buying behavior) products. 

			•Group of people is involved

			•Purchasing and selling have certain rules. 

			•Price (higher or lower) 

				5.	B2b system. 

			•Workload, greater output, more capabilities

			•Buyers and suppliers have to have quick decisions to risk down the excessive consequences. 

				6.	B2b facilities. 

			•Infrastructure

			•Building or plots

			•Installations of machines

			•Manufacturing plants. 

			1.5 How do people buy industrial products?

			People can buy any of their needs from various marketing platforms like online market include websites like Amazon, Flipkart, etc. which is verified and trustworthy. 

			

			Buying process

			•For this, first, you need to install the application in your system.

			•Then register yourself as a buyer or seller with your proper and real identity. 

			•Complete all the legal formalities which are required to be filled. 

			•Once you are done, you are ready to buy or sell the product on a specific platform. 

			After purchasing the product, the very first step you need to check is your details; if needed to make an edit make a one and continue to further formalities. 

			[image: How Content Influences The Consumer Buying Process]

			Fig. 1.7 Consumer buying process

			

			Participants in the buying process

			[image: Organizational Buyer Behavior - ppt download]

			Fig. 1.8 Participants in the buying process

			Buyer

			•Formal authorized with the legal contract. 

			•Influencing techniques

			•Purchasing member of the department.

			•Should be aware of terms and conditions. 

			User

			•Interested in a purchased product

			•The unobstructed function of the product

			•Vast knowledge of usage of material. 

			Influencers

			A person who has influencing talking skills molds the customer’s mind towards the advertising product and makes him/her willing to buy the product. 

			Should have high technical and confident speaking skills to communicate with the audience. 

			Decider

			•Person to decide whether to purchase the product. 

			•Have a right to reject or refuse from buying the product

			•A quick thinker for making a good investment. 

			Gatekeeper/ mediator

			•Controls the flow of demands of products into the market. 

			•May assist the decider in making a decision

			•Can influence the decider and invest.

			

			Initiator

			•A person who has the skills to think and bring new creative ideas and solutions to the company. 

			•Ideas that may promote the Downing product in the market. 

			All the participants work in working networks of people who may or may not depend on each other. But every participant has a significant area of work, which requires full determination and skills to keep the stage of industrial marketing at the high economy and protect them from incurred loss. 

			Benefits in the market may keep the chain going with increment in jobs, Salaries, demands of Products, labor, and other valuing means in the market. 

			Industries should be updated about the audience’s taste and what is in demand among the audience, which is creating hype among them. And work on that basis to keep their place protected in the market area. 

			No audience –> no work –>no demand–> no profit –>down market. 

			1.6 Exercise

				1.	Are core values important in business or industrial brands?
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