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The article discusses the issue of the global marketing environment in line with the factors 
determining its external conditions. The aim is to specify the marketing-environment indicators 
in the international context and interpret the use of geographical maps illustratively documenting 
the diff erences of particular parameters in various parts of the global market. The research-results 
help update the theoretical framework of global environment factors. These data are also important 
for practice. Many enterprises consider the question of optimising their sources and directing their 
goals towards the opportunities available thanks to global markets. The global environment mapping 
is thereby an important basis for the marketing activities whose implementation across national 
boundaries is going to be mainly infl uenced by peculiarities of the environment involving foreign 
markets and their changes.
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INTRODUCTION
The involvement in international activities can 

be an interesting challenge for an enterprise since 
it off ers the opportunity to diversify the demand in 
geographic terms and balance seasonal oscillations 
in the international market. In addition, the foreign 
market allows for prolonging the product lifecycle to 
make the investment in that product’s development 
more effi  cient; improving their competitive position 
in the domestic market. We can also mention 
the use of fi nancial stimuli not o
 en existing in 
comparable domestic markets (exportation loans, 
tax reliefs, taking over the risks connected with 
foreign activities). In addition, the foreign market 
helps achieve higher economic eff ects thanks to 
larger production volumes, strengthening one’s 
position thanks to cooperating with a capital-strong 
foreign company, getting an easier access to new top 
technologies, etc. (Boučková et al., 2003).

The monitoring of the conditions impacting 
businesses’ strategies while entering a target foreign 

market belongs to current business practice, 
being able to use relatively easily the tool of global 
maps. The international competitiveness of 
companies is infl uenced by varied factors that are 
classifi ed in 4 basic areas for analysing diff erent 
issues for the marketing planning. Those areas 
are: the political and legislative environment, the 
economic environment, the social and cultural 
environment and the technological environment. 
A survey of particular indicators relating to those 
areas, being used to make the mapping at the level 
of the whole world, gives a basic idea what’s the 
situation in all the territories.

METHODOLOGY AND DATA
The international marketing can be understood 

like the philosophy of doing business, with 
enterprises directing their attention to foreign 
clients, trying to satisfy their needs and wishes 
better than the competition and to aim at building 
long-term relationships strengthening their cus-
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tomers’ loyalty. Considering a particular strategy 
in international markets – such en enterprise 
surveys markets, makes its marketing plan and 
chooses the forms of entering the foreign markets, 
segmenting them, selecting a target foreign market, 
choosing a suitable positioning and doing an 
international marketing mix (Machková, 2009). 
The international marketing is the process of 
planning and doing transactions across national 
boundaries involving the exchange. Its forms range 
from exporting to licensing, making joint ventures, 
wholly-owned acquisitions or managerial contracts. 
Because of the transaction taking place across 
national boundaries, the marketer is subject to 
a diff erent set of macro-environmental factors and 
constraints deriving from diff erent political systems, 
legal frameworks, cultural norms and economic 
circumstances (De Búrca et al., 2004).

The up-to-date character of this topic is well 
demonstrated by the published articles in foreign 
scientifi c journals like, for example, International 
Marketing Review (e.g. Terpstra, 1987; Nielsen, 2003; 
Venaik and Brewer, 2013; and Efrat, 2013). Also 
domestic authors pay attention to this area (e.g. 
Kubíčková and Toulová, 2013).

There are many reasons for monitoring the global 
marketing environment. For instance, Federica 
Bressan and Paola Signori noticed that that there was 
a growing importance of emerging markets naturally 
requiring a good knowledge of the environment to 
make a good strategy (Bressan and Signori, 2014). 
Qun Tan and Carlos M. P. Sousa (2013) deal with 
international marketing standardization. It is not 
only a very specifi c part of marketing, but also 
a topical issue. This method is based on a good 
knowledge of the marketing environment. Henry 
F. L. Chung, Cheng Lu Wang and Pei-how Huang 
(2012) focused their research on marketing strategies 
and decision-making structures of exporting 
companies. The environment is just one of the main 
factors aff ecting that. Jonida Kellezi (2014) points 
out that today’s markets and business relationships 
have become global, i.e. the industry of trade 
expositions and exhibitions has experienced a rapid 
growth. Nevertheless, it is also necessary to adapt 
them to the global environment.

This paper aims to suggest an integrated 
framework for the principal factors infl uencing 
the international marketing environment and 
to demonstrate how they are applied using 
the instrument of global maps.

The main methods used for that purpose 
involved a review of theoretical approaches and 
frameworks of international marketing factors 
conceived by selected authors, including a synthesis 
thereof. The examination involved the factors of 
the international marketing environment discussed 
and suggested by seven authors: Hollensen, 2001; 
Kotler and Armstrong, 2006; De Búrca et al., 2004; 
Hoff stede, 2007; Berndt et al., 2007; Machková, 
2009; and Boučková et al., 2003. The selected 
professional publications presenting secondary 

sources particularly involved searching for 
the subcategories and factors of the international 
marketing environment that those authors dealt 
with. The main output framework was suggested 
using a summarising method.

One of the ways how to learn of specifi c aspects 
of the international environment introduces 
global maps. Simply said, the maps represent 
a geographical area enabling people to fi nd 
places and/or to better understand features of 
any destination. They visually express the global 
environment status.

RESULTS
While examining the sources stated in 

the methodology of work, the framework of political 
& legislative environment involved establishing 
three main categories: political environment, 
trade regulation and legislation. The political 
environment comprises fi ve subcategories: i.e. 
safety and risks; the government’s economic system; 
the government and its stability; membership 
in multinational institutions; approach to the 
information and lobbing and/or corruption. The 
trade-regulation sphere set aside two categories with 
the support to trade and exportations on one side 
and business barriers on the other side. Legislation 
is represented by one summary group of indictors 
(legislative framework).

The analysis of the world’s economy (global 
economic environment) is generally done with 
evaluating basic trends in evolution of physical 
volumes of exchanged goods and services, 
evolution and movement in world prices of 
the most important commodities (oil) and the 
internationalisation/globalisation process. Re-
gard ing the fact of more and more accelerating 
structural movements in the world economy, the 
attention has to be paid to the economic policy of 
certain countries being covered with the policy 
of multinational communities (created based on 
free-trade agreements, customs unions, economic 
unions, common markets, etc.). In fact, companies 
are infl uenced not only by the tools of business 
policies of governments in diff erent countries, but 
also by the activities of multinational institutions 
involving, for example, the International Monetary 
Fund (IMF), the World Trade Organisation (WTO), 
the Organization for Economic Cooperation and 
Development (OECD), etc.

The second area under examination is the 
economic sphere in the countries, including the 
evaluation of their markets and their classifi cation. 
The basic feature of any country’s economy can be 
delimited by its economic system and economic 
structure. The most important economic criteria 
being generally evaluated are macroeconomic 
indicators and their evolution. The analysis 
also focuses on other factors making marginal 
conditions for a country’s economic development, 
like the features of its population’s demographic 
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structure (including the indicators of its living 
standard and consumption) and the environment.

The table below shows a list of the main areas of 
the economic environment and their indicators (see 
Tab. II).

I: Political & legal environment

POLITICAL & LEGAL ENVIROMENT

Environment 
type Category Factors Authors

P
O

L
IT

IC
A

L
 E

N
V

IR
O

N
M

E
N

T

Safety and risks

Threat of any third parties/countries; risk of ownership; risk 
of conducting business; transaction risk; expropriation risk; 
confi scation; domestication; frequency and tendency to doing 
strikes; political confl icts; eff orts for sovereignty; the army’s role.

Boučková et al. (2003)
Berndt et al. (2007)
De Búrca et al. (2004)
Hollensen (2001)

Political system, 
the government 
and its stability

Political pressure in a country; government policy; government’s 
stability; quality of managing the host country’s economic 
system; the host country’s attitude to foreign investments; 
the host country’s relationship to the rest of the world; proximity 
between the government and people; framework political 
conditions (state as a regulator X directive interventions); 
political system.

Boučková et al. (2003)
De Búrca et al. (2004)
Hollensen (2001)
Machková (2009)

Membership 
in multinational 

institutions

Membership in regional integration associations and political 
relationships to other countries; membership in international 
fi nancial organisations; liberalisation tendencies (customs 
unions and trade agreements – EU, NAFTA, MERCOSUR, 
ASEAN).

Berndt et al. (2007)
Hollensen (2001)
Machková (2009)

Access to 
the information

Government-provided information services; information 
about policy; information about global marketing transactions; 
individual reports on foreign companies.

Hollensen (2001)

Lobbing 
a corruption

Bribery; corruption; lobbing; fairness and honesty of 
administrative procedures; government agencies promoting 
changes to laws; relationship to hobby groups and pressure 
groups; position of trade unions in the society.

De Búrca et al. (2004)
Hollensen (2001)
Kotler and 
Armstrong (2006)
Machková (2009)

T
R

A
D

E
 R

E
G

U
L

A
T

IO
N

Support to trade 
and export

Promotional activities; providing subsidies; government export-
supporting programmes; programmes on global-marketing 
activities; credit-granting policy; not-repaying risk; insurance of 
export loans; specifi c export opportunities; list of prospective 
buyers/distributors/agents; foreign credit-granting information; 
information on exporting procedures and methods; foreign 
business-development offi  ces; government-sponsored trade 
fairs or exhibitions; sponsoring business people’s trips; trade 
centres permanently working abroad; support to trade by private 
organisations; industrial, commercial, regional and professional 
associations; other institutions; economic chambers and 
business-supporting organisations; exporting organisation 
(banks, traders, etc.); government’s trading; international 
commercial habits; framework agreements; clauses (delivery 
conditions).

Boučková et al. (2003)
De Búrca et al. (2004)
Hollensen (2001)

Trade barriers

Relevant government’s regulations; import restrictions; foreign-
exchange control; market control; boycott; price control; fi scal 
control; restrictions in the labour market; tariff  barriers (specifi c, 
ad valorem, discrimination barriers); non-tariff  barriers 
(import quotas; export quotas; embargo; administrative delays 
(regulation controls; bureaucratic rules); local requirements; 
barriers historical barriers); approach to transferring foreign 
workers; permissions to enter the market with a product; 
relationship to foreign companies.

Boučková et al. (2003)
De Búrca et al. (2004)
Hollensen (2001)

L
E

G
IS

L
A

T
IO

N

Legislation 
framework

Legal system of a country – general legal standards; signifi cant 
legislative measures impacting the trade; the level of protection 
of the society’s interests; limiting promotion; number of 
legal cases; foreign & economic laws, regulations and rules; 
administration law; fi nancial law; private legal norms (business 
law, civil law); standards and norms contained in international 
agreements; legislation for doing business of foreign entities; tax 
issues; type of law.

Boučková et al. (2003)
Berndt et al. (2007)
De Búrca et al. (2004)
Hollensen (2001)
Kotler and 
Armstrong (2006)
Machková (2009)



1932 Štěpán Kala, Kateřina Kuralová, Klára Margarisová, Lucie Vokáčová

Tab. III summarizes the categories and factors 
coming under the social and cultural environment. 
The categories and factors are divided according 
to the environment type where they belong to. In 
particular, they are the social environment, the 
cultural environment and the social & cultural 
environment. The social environment framework 
was identifi ed with altogether four summarising 
categories (religion and taboos; language; aesthetics; 
individualism and collectivism). The cultural 
environment comprised fi ve categories in total 
(family; gender; education; population; ethnic and 
racial structure). Two categories have pervaded 
both the social and cultural environments. That 
is why they were put in the summary category of 
the social & cultural environment, i.e. lifestyle and 
ethics. Each category introduces the factors and/
or indicators that can be examined in detail for 
the strategic marketing planning. The last column 
of the table shows the authors dealing with those 
categories and factors in their works. The above-
mentioned partial integrated framework model 
of the social & cultural environment identifi es 
altogether 11 categories listing the factors that have 
to be considered while making decisions within the 
strategic marketing planning.

The technological environment provides data on 
technical maturity of a country and features of using 
its research and development potential. The status 

of the indicators under examination determines 
the options and rate of globalisation. A research 
helped set aside three principal areas: information 
& communication technologies (ICT infrastructure, 
information systems and communication systems); 
research and development (expenditures on 
R & D, R & D level) and technological evolution 
(infrastructure; innovation; regulation of 
technological changes; production procedures).

The use of global maps to get to know 
the international marketing environment can 
be illustrated on the example of the map (Fig. 1) 
showing the population’s distribution in diff erent 
parts of the world, aiming at the latest technologies. 
The darkest areas in the map are the regions with 
the population being technologically disconnected. 
On the contrary, the lighter areas show the regions 
with arising innovations; and the lightest areas 
comprises the regions with the latest technologies 
being just adopted at present.

DISCUSSION
The above-mentioned text shows that all 

the sources under examination are concerned with 
the political & legislative environment, economic 
environment and social & cultural environment 
even if there may be diff erences in details in some 
authors’ works. E.g. De Búrca et al. (2004) emphasise 

II: Economic environment

ECONOMIC ENVIRONMENT

Environment 
type Category Factors Authors

T
H

E
 G

O
V

E
R

N
M

E
N

T
’S

 
E

C
O

N
O

M
IC

 P
O

L
IC

Y

Membership 
in integration 
associations

CEFTA (Central European Free Trade Agreement)
NAFTA (North American Free Trade Agreement)
EU (European Union)
CACM (Central American Common Market) etc.

Boučková et al. (2003)
De Búrca et al. (2004)
Hollensen (2001)

Foreign business 
policy

Contractual tools of the business policy – tariff  tools – customs 
duties; non-tariff  tools – e.g. import surcharge; export-
supporting tools.

Boučková et al. (2003)
De Búrca et al. (2004)
Machková (2009) 

Exchange-rate 
policy

The systems of fi xed exchange rates and fl oating exchange rates, 
so-called fl oating.

Boučková et al. (2003)
De Búrca et al. (2004)
Machková (2009)

Government’s 
policy towards 

foreign investors

Investment incentives – e.g. reduced levies of corporate income 
tax; subsidies to newly created jobs and requalifi cation; zero 
import rates on importations of foreign technologies.

Boučková et al. (2003)
De Búrca et al. (2004)
Machková (2009)

E
C

O
N

O
M

IC
 S

P
H

E
R

E

Economic 
system

Market economic system; centrally controlled (planned) 
economic system; mixed (combined) system.

Boučková (2003)
De Búrca et al. (2004)

Economic 
structure

Shares of the industry, agriculture and services; industrially 
developed countries; industrialising countries; countries 
exporting raw materials; developing counties.

Boučková et al. (2003)
De Búrca et al. (2004)
Hollensen (2001)

Economic 
development 

level

Macroeconomic indicators (evolution of GDP per capita; infl ation 
rate; unemployment rate; rate of GDP growth; real exchange 
relations; investments evolution; payment balance evolution; 
rate of indebtedness);
Basic demographic indicators (number of inhabitants; average 
length of life; birth rate and its evolution; professional and 
education structure);
Indicators of the living standard and consumption (family size; 
purchase power – structure and amount of revenues, savings, 
loans) etc.

Berndt et al. (2007)
Boučková et al. (2003)
De Búrca et al. (2004)
Hollensen (2001)
Kotler and 
Armstrong (2006)
Machková (2009)
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III: Social & cultural environment

SOCIAL AND CULTURAL ENVIRONMENT

Environment 
type Category Factors Authors

SO
C

IA
L

Religion, taboos

Religion; religious observance; religious holidays; religion and 
taboos; relationship to the universe (the belief in the existence of 
God, church attendance – the number of churches, the number 
of religious movements, Eastern religions, mysticism, 
occultism); faith and values; religious institutions; religious 
practices (some religious practices limiting properties product 
– alcoholic, animal fats); sorrows; pray facing; forbidden topics 
(nudity, sexual conduct, hygienic habits, allusions to church); 
taboos (fi sh on Fridays for Catholics, Hindus for beef, pork for 
Muslims and Jews) etc.

Berndt et al. (2007)
Boučková et al. (2003)
De Búrca et al. (2004)
Hollensen (2001)
Kotler and 
Armstrong (2006)
Machková (2009)

Language
Body language; verbal language; explicit-language cultures; 
implicit-language cultures; non-verbal language; speech; 
methods of communication; the use of communication etc.

Berndt et. al. (2007) 
Boučková et al. (2003) 
De Búrca et al. (2004)
Hollensen (2001)
Machková (2009) 

Aesthetics

Aesthetic; attitudes to beauty; attitudes to good taste in the 
art; music; folklore; drama and culture of aesthetic feeling; 
perception of ideal beauty; aesthetics and art (style and taste 
of people – symbolism of colours; sense of form – industrial 
design must take account of a relevant national taste); aesthetics 
(perception of individual words, symbols and objects (pictures 
of living objects – Muslim states, some animals are sacred, 
dirtiness, the symbolism of colours) etc.

Berndt et al. (2007)
Boučková et al. (2003)
De Búrca et al. (2004)
Hollensen (2001)
Machková (2009)

Individualism 
and collectivism

Low-context cultures/individualism; high-context cultures/
collectivism; tendency to individualism or collectivism etc.

De Búrca et al. (2004)
Hofstede (2001)
Hollensen (2001)
Machková (2009)

SO
C

IA
L

 A
N

D
 

C
U

L
T

U
R

A
L Lifestyle

Habits (the way how products are used, conduct business); 
eating habits; relationship to personal hygiene; dressing; 
clothing; dress and appearance etc.

Berndt et al. (2007)
De Búrca et al. (2004)
Hollensen (2001)
Machková (2009)

Ethics
Ethical decision-making; fees; commissions; ethics code; 
business ethics and morality; ethical citizenship; ethical 
consideration etc.

Berndt et al. (2007)
Boučková et al. (2003)
De Búrca et al. (2004)
Hollensen (2001)

C
U

L
T

U
R

A
L

Family
Family values; family and friends; strength of family ties; family 
size; ideal family; family composition; social institutions; family 
ties; the number of childless households etc.

Berndt et al. (2007)
De Búrca et al. (2004)
Hollensen (2001)
Kotler and 
Armstrong (2006)
Machková (2009)

Gender
Masculinity; femininity; economic role of women; being-single 
trend etc.

Boučková et al. (2003)
De Búrca et al. (2004)
Hollensen (2001)
Kotler and 
Armstrong (2006)
Machková (2009)

Education
Educational system; education; educational levels; educational 
providers etc.

Berndt et al. (2007)
Hollensen (2001)
Kotler and 
Armstrong (2006)
Machková (2009)

Population
World’s population size; population; population density; 
mobility; age distribution of the population; birth rate; marriage; 
mortality rate; quality of life; poverty rate etc.

Berndt et al. (2007)
Kotler and 
Armstrong (2006)

Ethnic and racial 
structure

Ethnic structure; racial structure; ethnic culture.
Hollensen (2001)
Kotler and 
Armstrong (2006)
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the fi nancial market, including it in the framework 
of the economic environment. The Kotler’s 
conception (2006) presents the social & cultural 
environment with two independent categories, i.e. 
the demographic environment and the cultural one. 
Boučková et al. (2003) works, however, with the same 
categories, but she comprises them into social 
factors. Both the aforesaid authors broaden the scale 
of external impacts with the term of the natural 

environment that is not stated in other authors’ 
works like an independent category. At the same 
time, Boučková et al. (2003) accents the ecological 
aspects within that area.

It’s surprising in the context of fast-changing 
technologies and their development, being part 
of current marketing activities that the authors 
pay the least attention to them. These issues are 
not solved at all in some publications (Hollensen, 

IV: Technological environment

TECHNOLOGICAL ENVIRONMENT

Environment 
type Category Factors Authors

IN
F

O
R

M
A

T
IO

N
 &

 
C

O
M

M
U

N
IC

A
T

IO
N

 
T

E
C

H
N

O
L

O
G

IE
S ICT 

Infrastructure

Internet coverage; high-speed networks; Wi-Fi networks; 
number of Internet users; volumes of electronic deals; 
telecommunication networks; number of mobile phones and 
phone connections; computer technology equipment; option of 
work from home; TV, radio.

De Búrca et al. (2004)
Kotler and 
Armstrong (2006)
Machková (2009)

Information 
systems

CRM, ERP, MIS.
Kotler and 
Armstrong (2006)
Machková (2009)

Communication 
systems

Email; social networks; chat; text messages SMS, multi-media 
messages MMS.

De Búrca et al. (2004)

R
E

SE
A

R
C

H
 A

N
D

 
D

E
V

E
L

O
P

M
E

N
T

 
(R

 &
 D

)

Expenditures 
on R & D

Gross domestic expenditures on research and development; 
total expenditures on own research in the business sector; level 
of expenditures on research and development in the sectors; 
rate of co-fi nancing (government / private sectors).

Kotler and 
Armstrong (2006)
Machková (2009)

R & D level
Number of research institutions; proportion between the basic 
and applied research; number of scientists; ways of managing 
scientifi c activities.

Kotler and 
Armstrong (2006)
Machková (2009)

T
E

C
H

N
O

L
O

G
IC

A
L

 
D

E
V

E
P

O
P

E
M

E
N

T

Infrastructure
Road network; railway network; air transport; shipping 
transport; engineering networks.

Kotler and 
Armstrong (2006)

Innovations
Technologic progress; quantities of innovations; rate of 
technological changes; number of international patents; 
effi  ciency of new technologies.

Kotler and 
Armstrong (2006)
Machková (2009)

Regulation 
of technological 

changes 

Safety of products (standards, certifi cation, etc.); time between 
a new idea and its commercialisation; protection of intellectual 
property (copying competitive products and technologies).

Kotler and 
Armstrong (2006)
Machková (2009)

Manufacture 
procedures

Robotic automation; automation.
Kotler and 
Armstrong (2006)

 
1: Technologically excluded regions 
Sachs, 2000
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2001; Berndt et al., 2007), and De Búrca et al. (2004), 
for example, reduce the whole technological 
environment to the information technology 
environment. Just the information technologies 
allow for using the systems making the relationships 
between suppliers and clients more effi  cient. 
Above all, it facilitates the international market 
research. Another typical phenomenon of using 
the technological progress in the marketing process 
is doing the electronic trading, involving a great 
progress in the worldwide communication.

The necessity of investigating the international 
marketing environment in full is also supported 
by the fact that there are partial indicators across 
all the areas under monitoring. Some indicators, 

classifi ed by the authors into the political and 
legislative environment, entwine with economic 
indicators, e.g. membership in multinational 
institutions being classifi ed by Berndt et al. (2007) 
and Machková (2009) into the political and 
legislative environment, but on the contrary into 
the economic environment by Boučková et al. (2003) 
and De Búrca et al. (2004). In addition, Hollensen 
(2011) mentions them in both the categories. There 
is also a close relation to the political stability 
which is, according to De Búrca et al. (2004), directly 
conditioned by social and cultural indicators, e.g. 
the degree of social unrest; cultural, ethnic religious 
and language unity of a country.

CONCLUSION
Learning of the status of the aforesaid indicators is principal to be able to formulate the strategy 
while entering a foreign market. Analysing the legislative and political environment of a foreign 
country help a company get the basic information about a country’s stability and reliability and 
about the conditions for foreign business entities, which refl ects that country’s business policy. 
The economic environment’s framework shall involve evaluating the basic economic factors relating 
to the size and nature of a territory. (We cannot separate inland economic activities from the world’s 
economy. That’s why the analysis shall also comprise both the global world economy and a particular 
market’s economy). Another condition for successful commercial activities is the knowledge 
of specifi c factors of the cultural and social environment not only relating to clients but also to 
negotiations with foreign partners. It also involves evaluating the technological environment that 
has contributed to the real globalisation of doing business internationally. Analysing technical and 
technological changes provides data on a country’s technical level of advancement and features of 
using its scientifi c and research potential.
Global maps, being a good tool, may be used to provide a basic orientation and learn diff erences 
or contrarily conformities of diff erent geographical regions. When using them, the evaluation 
shall take into consideration complexity and interconnection of the elements in the international 
marketing environment. Any single map cannot give suffi  cient data to make decisions about 
international activities. Other circumstances have always to be looked for; for example the before-
mentioned map (see above) puts forward investigating the population’s literacy (social & cultural 
environment), access freedom to the information (political and legislative environment), a country’s 
level of economic advancement (economic environment) etc. When comparing the maps showing 
the access to modern technologies and the level the population’s literacy, there are some areas being 
technologically excluded, having simultaneously a high rate of illiteracy. Those fi ndings consequently 
imply modifying marketing tools. For example, the technological level is decisive for marketing 
communication in view of selecting communication channels; and the literacy level will consequently 
impact the form of communication.

Acknowledgement

GA PEF, CZU in Prague: 20141030 – Mapping the Global Marketing Environment.

REFERENCES
BERNDT, R., ALTOBELLI, F. C., SANDER, M. 2007. 

International Marketing-Management [in Czech: 
Mezinárodní marketingový management]. Brno: 
Computer Press. 

BOUČKOVÁ, J. et al. 2003. Marketing. Praha: C. H. 
Beck.

BRESSAN, F., SIGNORI, P. 2014. Get off  to a Good 
Start. International Relationship Marketing in 
Emerging Markets. Procedia – Social and Behavioral 
Sciences, 150: 1230–1239. [Online]. Available at: 
http://www.sciencedirect.com.ezproxy.techlib.

cz/science/article/pii/S187704281405188X . 
[Accessed: 2014, December 15]. doi:10.1016/j.
sbspro.2014.09.139.

CHUNG, H. F. L., WANG, C. L., HUANG, P.-H. 
2012. A contingency approach to international 
marketing strategy and decision-making 
structure among exporting fi rms. International 
Marketing Review, 29(1): 54–87. [Online]. Available 
at: http://search.proquest.com.ezproxy.tech 
l i b . c z / d o c v i e w / 9 2 3 3 87 7 2 6 /3 F 3 D E 2 9 6 5 1 
EE4C60 PQ/2?accountid=119841. [Accessed: 
2014, December 15]. doi:http://dx.doi.
org/10.1108/02651331211201543.



1936 Štěpán Kala, Kateřina Kuralová, Klára Margarisová, Lucie Vokáčová

DE BÚRCA, S., FLETCHER, R., BROWN, L. 2004. 
International Marketing: An SME Perspective. Harlow, 
England: Financial Times Prentice Hall. 

EFRAT, K., SHOHAM, A. 2013. Aviv Shoham, The 
interaction between environment and strategic 
orientation in born globals’ choice of entry mode. 
International Marketing Review, 30(6): 536–558. 

HOFSTEDE, H. G. 2001. Culture’s Consequences: 
Comparing Values, Behaviors, Institutions and 
Organizations Across Nations. 2nd ed. Thousand Oaks, 
CA: SAGE Publications. 

HOLLENSEN, S. 2001. Global Marketing: A market-
responsive approach. 2nd ed. Harlow, England: 
Financial Times Prentice Hall, Pearson Education 
Limited. 

KELLEZI, J. 2014. Trade Shows: A Strategic Market-
ing Tool for Global Vompetition. Procedia Economics 
and Finance, 9: 466–471. [Online]. Available at: 
http://www.sciencedirect.com.ezproxy.techlib.
cz/science/article/pii/S2212567114000483. 
[Accessed: 2014, December 15]. doi:10.1016/
S2212-5671(14)00048-3.

KUBÍČKOVÁ, L., TOULOVÁ, M. 2013. Risk factors 
in the internationalization process of SMEs. Acta 
Univ. Agric. Silvic. Mendelianae Brun., 61(7): 2385–
2392. [Online]. Available at: http://acta.mendelu.
cz/pdf/actaun201361072385.pdf. [Accessed: 

2014, December 15]. http://dx.doi.org/10.11118/
actaun201361072385.

MACHKOVÁ, H. 2009. International marketing. New 
trends and refl ection of the changes in the world [in Czech: 
Mezinárodní marketing. Nové trendy a refl exe změn 
ve světě]. Praha: Grada Publishing. 

NIELSEN, U. 2003. Transfers targeting the global 
environment. International Marketing Review, 
30(1/2): 119–142.

SACHS, J. 2000. A new map of the world. [Online]. 
London: The Economist. Available at: http://www.
earth.columbia.edu/sitefi les/fi le/about/director/
pubs/Economist0600.pdf. [Accessed: 2000, 
June 24]. 

TAN, Q., SOUSA, C. M. P. 2013. International 
marketing standardization. Management Interna-
tional Review, 53(5): 711–739. [Online]. Available at: 
http://search.proquest.com.ezproxy.techlib.cz/do 
cview/1437333926/3F3DE29651EE4C60PQ/3?ac 
countid=119841. [Accessed: 2014, December 15]. 
doi:http://dx.doi.org/10.1007/s11575-013-0172-5.

TERPSTRA, V. 1987. The evolution of International 
marketing. International Marketing Review, 4(2): 47–
59.

VENAIK, S., BREWER, P. 2013. Critical issues in the 
Hofstede and GLOBE national culture models. 
International Marketing Review, 30(5): 469–482.

Contact information

Štěpán Kala: kalas@pef.czu.cz
Kateřina Kuralová: kuralova@pef.czu.cz
Klára Margarisová: margarisova@pef.czu.cz
Lucie Vokáčová: vokacova@pef.czu.cz



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


