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Competitiveness

■	 Active Learning Case GE Healthcare in India: locally 
driven innovation

US/Asia 91

■	 International Business 
Strategy in Action

Spreadshirt: open innovation EU Revised 103

■	 International Business 
Strategy in Action

Innovation networks at IBM US Revised 112

■	 Real Case Canon Group Japan Revised 115

■	 Real Case R&D at Hewlett-Packard US New 117

Chapter 4
International 
Politics

■	 Active Learning Case How risky is foreign investment in 
Russia?

Emerging 
Economies

Revised 124

■	 International Business 
Strategy in Action

Greece: third (bailout) time lucky Greece New 129

■	 International Business 
Strategy in Action

Non-governmental organizations 
and political power

US/EU 136

■	 Real Case How environmental regulations 
can be used as trade barriers

US/Emerging 
Economies

147

■	 Real Case Embraer vs. Bombardier Canada/
Emerging 

Economies: 
Brazil

Revised 148
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Chapter 5 
International 
Culture

■	 Active Learning Case Cultures clash as big pharma gets 
bigger

EU: Sweden 
and Italy/US

Revised 153

■	 International Business 
Strategy in Action

McDonald’s US Revised 158

■	 International Business 
Strategy in Action

The collective culture of the John 
Lewis Partnership

UK New 173

■	 Real Case Do not throw your meishi! EU: UK/Japan 178

■	 Real Case Sport can be local and global: 
Manchester United

EU/US/Asia Revised 179

Chapter 6 
International 
Trade

■	 Active Learning Case Trade of the triad and China US/EU/Japan/
Emerging 

Economies: 
China

Revised 184

■	 International Business 
Strategy in Action

Microsoft shows the world  
is not flat

US/EU Revised 192

■	 International Business 
Strategy in Action

Boeing versus Airbus US/EU Revised 197

■	 Real Case Job losses and offshoring  
to China

US/Emerging 
Economies: 

China

207

■	 Real Case Dumping on trade complaints Canada/US 208

Chapter 7 
International 
Financial Markets 
and Institutions

■	 Active Learning Case Barclays Bank international 
financial dealings

EU: UK Revised 219

■	 International Business 
Strategy in Action

China 2015: the start of the next 
global economic meltdown?

China New 231

■	 International Business 
Strategy in Action

AngloGold Ashanti Emerging 
Economies: 
South Africa

Revised 241

■	 Real Case HSBC EU: UK Revised 248

■	 Real Case Rigging LIBOR UK New 249

Chapter 8 
Multinational 
Strategy

■	 Active Learning Case Vodafone and the triad telecom 
market

EU Revised 256

■	 International Business 
Strategy in Action

The Big Four UK New 261
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■	 International Business 
Strategy in Action

Fuji Xerox and Xerox US/Japan Revised 271

■	 Real Case Mountain Equipment Co-op:  
a small business

Canada Revised 278

■	 Real Case Benetton EU: Italy Revised 279

Chapter 9 
Organizing 
Strategy

■	 Active Learning Case Procter & Gamble US Revised 291

■	 International Business 
Strategy in Action

Sanofi-Aventis EU: France/ 
Germany

Revised 295

■	 International Business 
Strategy in Action

Making the matrix work EU/US/Japan 302

■	 Real Case LVMH: organizing luxury products 
in the international arena

EU: France Revised 312

■	 Real Case Command Alkon: small but 
increasingly global

US 313

Chapter 10 
Corporate 
Strategy and 
National 
Competitiveness

■	 Active Learning Case Worldwide operations and local 
strategies of ABB

EU Revised 319

■	 International Business 
Strategy in Action

Nokia and Ericsson: moving 
beyond mobiles

EU Revised 328

■	 International Business 
Strategy in Action

Renewed advantage through 
vertical integration at Floreal 
Knitwear

Asia New 334

■	 Real Case There is no global beer, only local US/EU 342

■	 Real Case IBM US/EU Revised 344

Chapter 11
Multinational 
Enterprises as 
Responsible 
Stakeholders

■	 Active Learning Case The environment, NGOs,  
and MNEs

EU/US Revised 350

■	 International Business 
Strategy in Action

3M US Revised 354

■	 International Business 
Strategy in Action

Is The Body Shop an ethical 
business?

EU: UK Revised 365

■	 Real Case Dell: B2C US/Emerging 
Economies: 

China

371

■	 Real Case Maersk Group EU: Denmark/
US/Asia

372
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Chapter 12 
Production 
Strategy

■	 Active Learning Case GE production: from Six Sigma to 
the GE Store

US Revised 382

■	 International Business 
Strategy in Action

Gap Inc.: a successful “hollow 
corporation”

EU/US Revised 389

■	 International Business 
Strategy in Action

End of an era: the Goodyear plant 
closure

UK New 391

■	 Real Case Flextronics Emerging 
Economies: 
Singapore

Revised 411

■	 Real Case Nike US Revised 413

Chapter 13 
Marketing 
Strategy

■	 Active Learning Case Adidas: promoting a global sports 
brand

UK/Brazil New 417

■	 International Business 
Strategy in Action

Weeby buys Tappy US/Emerging 
Economies: 

Vietnam

New 426

■	 International Business 
Strategy in Action

IKEA in international markets EU: Sweden Revised 428

■	 Real Case Bang & Olufsen EU: Denmark/
US

Revised 441

■	 Real Case Mirum—never lose your sense of 
wonder!

US New 443

Chapter 14 
Human Resource 
Management 
Strategy

■	 Active Learning Case The Coca-Cola Company thinks 
local

US Revised 448

■	 International Business 
Strategy in Action

The glass ceiling UK New 455

■	 International Business 
Strategy in Action

Primark: putting global 
stakeholders first

UK New 463

■	 Real Case Offshoring to India US/Emerging 
Economies: 

India

472

■	 Real Case Executive search firms EU Revised 473

Chapter 15 
Political Risk and 
Negotiation 
Strategy

■	 Active Learning Case Nestlé in Nigeria Emerging 
Economies: 

Nigeria

New 478
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■	 International Business 
Strategy in Action

Political risk for De Beers Emerging 
Economies: 
South Africa

Revised 493

■	 International Business 
Strategy in Action

Intel effect Emerging 
Economies: 
Costa Rica

New 494

■	 Real Case Yukos and the Russian oligarchs Emerging 
Economies: 

Russia

Revised 505

■	 Real Case Problems with ports Japan/
Emerging 

Economies: 
Kenya

Revised 506

Chapter 16 
International 
Financial 
Management

■	 Active Learning Case Financial transparency at 
Siemens

EU: UK/US New 512

■	 International Business 
Strategy in Action

Worldwide tax havens Emerging 
Economies

Revised 522

■	 International Business 
Strategy in Action

Sovereign wealth funds Middle East/
US/EU

Revised 525

■	 Real Case Skandia EU: Sweden Revised 542

■	 Real Case Ford and Volvo US/EU: 
Sweden

Revised 543

Chapter 17 
European Union

■	 Active Learning Case The future is Orange EU: France Revised 550

■	 International Business 
Strategy in Action

VW diesel dispute US/EU New 560

■	 International Business 
Strategy in Action

Deutsche Bahn: more than a 
railroad

EU: Germany/
US

Revised 568

■	 Real Case Accor budget hotels EU: France Revised 576

■	 Real Case Carrefour EU: France Revised 578

Chapter 18
Japan

■	 Active Learning Case Doing business in Japan Japan Revised 583

■	 International Business 
Strategy in Action

Kirin Beer goes international Japan Revised 597

■	 International Business 
Strategy in Action

Wal-Mart takes Seiyu US/Japan Revised 604
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■	 Real Case Renault and Nissan: no pain,  
no gain

Japan/EU: 
France

Revised 610

■	 Real Case Sony: diversifying into the 
automobile industry?

Japan New 613

Chapter 19
North America

■	 Active Learning Case NAFTA US/Emerging 
Economies: 
Mexico and 

Canada

Revised 620

■	 International Business 
Strategy in Action

Bombardier Canada/ 
Emerging 

Economies: 
Brazil

Revised 625

■	 International Business 
Strategy in Action

Mexico and NAFTA US/Emerging 
Economies: 

Mexico

Revised 637

■	 Real Case Jumex of Mexico Emerging 
Economies: 

Mexico

Revised 643

■	 Real Case GlaxoSmithKline in the United 
States

UK/US Revised 644

Chapter 20 
Emerging 
Economies

■	 Active Learning Case Acer Taiwan goes international Emerging 
Economies: 

Taiwan

Revised 649

■	 International Business 
Strategy in Action

From Oserian to Tesco: the 
Kenyan cut flower industry

Emerging 
Economies: 

Kenya

Revised 661

■	 International Business 
Strategy in Action

Korean chaebols: Hyundai and 
Samsung

Emerging 
Economies: S. 

Korea

Revised 669

■	 Real Case The Indian IT, software, and 
services industry

Emerging 
Economies: 

India

Revised 673

■	 Real Case Bumrungrad International in 
Thailand

Emerging 
Economies: 

Thailand

Revised 676
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Chapter 21
China

■	 Active Learning Case Oxford Instruments in China EU: UK/
Emerging 

Economies: 
China

Revised 683

■	 International Business 
Strategy in Action

Airbus in China EU/Emerging 
Economies: 

China

690

■	 International Business 
Strategy in Action

Haier goes global Emerging 
Economies: 

China

Revised 701

■	 Real Case Citigroup in China US/Emerging 
Economies: 

China

Revised 705

■	 Real Case Nanjing Auto makes the MG EU: UK/
Emerging 

Economies: 
China

Revised 707




