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“This excellent text provides a focused, comprehensive and relevant coverage of
contemporary international business. Theory and practice are combined, making a highly
readable text, and its wealth of case material makes it a text that students should find
both stimulating and challenging.”

Jean Barclay, Sheffield Hallam University

Outsourcing. Emerging economies. Environmental impacts. These are just three of the many key issues
currently facing international businesses, all of which are examined in the fourth edition of this well-
respected textbook.

Taking a regional approach, the text challenges some of the underlying assumptions behind globalization and
focuses on both the dominant economies – the EU, the US and Japan – as well as emerging markets, such as
Brazil, India and China, of world trade. The book also integrates analysis of the competitive environment and
the internal resources of the firm to provide a strategic view of international business.

The text is an engaging and comprehensive account of the realities of international business today. It will be
invaluable for anyone studying international business as part of a degree programme and aiming to attain a
confident and thorough understanding of the subject.

Key features include:

•  100 up-to-date cases on organizations such as
Amazon, Carrefour and Kodak 

•  Detailed exploration of culture, corporate
responsibility and the natural environment 

•  Specific coverage of key geographical regions of
international business 

•  Analysis of the environment and firm provides central
strategic focus 

•  Interactive teaching and learning resources including
animation and video at www.pearsoned.co.uk/rugman

Alan M. Rugman is Professor of International Business and L. Leslie Waters Chair in
International Business, Indiana University and Associate Fellow at Templeton College,
University of Oxford.

Simon Collinson is Senior Lecturer in International Business at Warwick Business
School, the University of Warwick.

An imprint of
www.pearson-books.com
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“Professor Rugman brings his diverse and knowledgeable background to
this highly successful textbook, making it the most practical, interesting
and current international business management text available.”

Marcel Kohler, University of KwaZulu-Natal

“The book is well written, richly
illustrated with real-life cases and
gives an excellent overview of the
field. The fourth edition particularly
addresses a number of topics that are
often overlooked, or underestimated,
in other international business
publications.”

Dr Matthijs Wolters, Vrije Universiteit
Amsterdam
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Visit the International Business, fourth edition, Companion Website
at www.pearsoned.co.uk/rugman to find valuable student learning
material, including:

● Engaging interactivities to reinforce learning

● Video clips that illustrate core international business issues

and stimulate discussion

● Multiple-choice questions to test understanding

● Extensive links to valuable resources on the web

● An online glossary to explain key terms

● Interactive online flashcards that allow the reader to check

definitions against the key terms during revision
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We work with leading authors to develop the strongest

educational materials in business, bringing cutting-edge

thinking and best learning practice to a global market.

Under a range of well-known imprints, including 

Financial Times Prentice Hall, we craft high quality print

and electronic publications which help readers to

understand and apply their content, whether studying 

or at work.

To find out more about the complete range of our

publishing please visit us on the World Wide Web at:

www.pearsoned.co.uk
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