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Preface

The first three editions of Global Business aspired to set a 
new standard for international business (IB) textbooks. 
They have been widely used in Australia, Austria, Brazil, 
Britain, Canada, China, Denmark, Egypt, France, Hong 
Kong, India, Indonesia, Ireland, Israel,  Lithuania, 
 Macau, Malaysia, Mexico, the Netherlands, Nether-
lands Antilles, New Zealand, Puerto Rico, Russia, Slove-
nia, South Africa, South Korea, Spain, Sweden, Switzer-
land, Taiwan, Thailand, and the United States. Based 
on the enthusiastic support from more than 30 coun-
tries, the first three editions achieved unprecedented 
success. Available in  Chinese and Spanish, Global Busi-
ness has also launched a European adaptation (with 
Klaus Meyer) and an Indian adaptation (with Deepak 
Srivastava). In short, Global Business is global. 

The fourth edition aspires to achieve even more. It 
continues the market-winning framework centered on 
one big question and two core perspectives, and has 
been thoroughly updated to capture the rapidly mov-
ing recent research and events. Written for undergrad-
uate and MBA students around the world, the fourth 
edition will continue to make IB teaching and learning 
(1) more engaging, (2) more comprehensive, (3) more 
fun, and (4) more relevant. 

More Engaging
As an innovation in IB textbooks, a unified frame-
work integrates all chapters. Given the wide range of 
topics in IB, most textbooks present the discipline in 
a fashion that “Today is Tuesday, it must be Luxem-
bourg.” Very rarely do authors address: “Why Luxem-
bourg today?” More important, why IB? What is the 
big question in IB? Our unified framework suggests 
that the discipline can be united by one big question 
and two core perspectives. The big question is: What 
determines the success and failure of firms around 
the globe? To address this question, Global Business 
introduces two core perspectives—(1) the institution-
based view and (2) the resource-based view—in all 

chapters.1 It is this relentless focus on our big question 
and core perspectives that enables this book to engage 
a variety of topics in an integrated fashion. This pro-
vides unparalleled continuity in the learning process. 

Global Business further engages readers through an 
evidence-based approach. I have endeavored to draw on 
the latest research, as opposed to the latest fads. As an 
active researcher myself, I have developed the unified 
framework not because it just popped up in my head 
when I wrote the book. Rather, this is an extension of 
my own research that consistently takes on the big ques-
tion and leverages the two core perspectives.2     

Another vehicle to engage students is debates. 
Most textbooks present knowledge “as is” and ignore 
debates. But, obviously, our field has no shortage of 
debates. It is the responsibility of textbook authors to 
engage students by introducing cutting-edge debates. 
Thus, I have written a beefy “Debates and Extensions” 
section for every chapter. 

More Comprehensive
Global Business offers the most comprehensive and 
inno vative coverage of IB topics available on the market. 
Unique chapters not found in other IB textbooks are: 
Chapter 9 (entrepreneurship and small firms’ interna-
tionalization), Chapter 11 (global competitive dynamics), 
and Chapter 16 (corporate finance and governance). 

The most comprehensive topical coverage is made 
possible by drawing on the latest and most comprehensive 
range of the research literature. I have accelerated my own 

1 On the integration of these two perspectives, see K. Meyer, S. Estrin, 
S. Bhaumik, & M. W. Peng, 2009, Institutions, resources, and entry strategies in 
emerging economies, Strategic Management Journal, 30(1): 61–80; D. Zoogah, 
M. W. Peng, & H. Woldu, 2015, Institutions, resources, and organizational effec-
tiveness in Africa, Academy of Management Perspectives, 29(1): 7–31.
2 For the big question, see M. W. Peng, 2004, Identifying the big question in 
international business research, Journal of International Business Studies, 
35(2): 99–108. For the institution-based view, see M. W. Peng, D. Wang, and 
Y. Jiang, 2008, An institution-based view of international business strategy: A 
focus on emerging economies, Journal of International Business Studies, 39(5): 
920–936. For the resource-based view, see M. W. Peng, 2001, The resource-
based view and international business, Journal of Management, 27(6): 803–829. 
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x Preface

research, publishing a total of 30 articles after I finished 
the third edition.3 Some of these recent articles appear in 
top-tier outlets in IB, such as the Academy of Management 
Journal (2012), Journal of International Business Studies (2014 
and 2016), Journal of Management Studies (2012, 2013, and 
2015), Journal of World Business (2012, 2014, and 2015), and 
Strategic Management Journal (2013, 2015, and 2016). Writ-
ing Global Business has also enabled me to broaden the 
scope of my research, publishing recently in top-tier jour-
nals in operations (Journal of Operations Management), eth-
ics (Journal of Business Ethics), entrepreneurship (Journal 
of Business Venturing and Entrepreneurship Theory and Prac-
tice), and human resources (International Journal of Human 
 Resource Management). In addition to my own work, I have 
also drawn on the latest research of numerous colleagues. 
The end result is the unparalleled, most comprehensive 
set of evidence-based insights on the IB market. While 
citing every article is not possible, I am confident that I 
have left no major streams of research untouched. Feel 
free to check the Name Index to verify this claim. (Unfor-
tunately, a number of older references have to be deleted 
to make room for more recent research.) 

Finally, the fourth edition of Global Business contin-
ues to have a global set of cases contributed by scholars 
around the world—an innovation on the IB market. 
Virtually all other IB textbooks have cases written 
by book authors. In comparison, this book has been 
blessed by a global community of case contributors who 
are based in Australia, Austria, Canada, China, Mexico, 
and the United States. Many are experts who are located 
in or are from the countries in which the cases take 
place. For example, we now have a Mexico case penned 
by two Mexico-based authors (see Integrative Case on 
Farmacias Similares), and a China case written by a 
China-based author (see Integrative Case on Ostnor). 
This edition also features a Russia case contributed by 
the world’s top two leading experts on Russian manage-
ment (see Integrative Case on Wikimart).

More Fun
If you fear this book must be boring because it draws so 
heavily on latest research, you are wrong. I have used a 
clear, engaging, conversational style to tell the “story.” 
Relative to rival books, my chapters are shorter and 
more lively. Some earlier users commented that read-
ing Global Business is like reading a “good magazine.” A 
large number of interesting anecdotes have been woven 

into the text. Non-traditional (“outside-the-box”) ex-
amples range from ancient Chinese military writings to 
mutually assured destruction (MAD) strategy during 
the Cold War, from LEGO toys to  Tolstoy’s Anna Kar-
enina. Check out the following fun-filled features that 
spice up the book:

The rebirth of the East India Company (Chapter 1 
Opening Case)

Testing the Dell theory of peace in East Asia (Emerg-
ing Markets 2.2)

LEGO’s secrets (Chapter 4 Opening Case)
ANA: Refreshing the parts other airlines cannot 

reach (In Focus 4.1)
Why are US exports so competitive? (Chapter 5 

Closing Case)
One multinational versus many national companies 

(In Focus 6.1)
Sriracha spices up American food (Chapter 9 Open-

ing Case)
Mickey goes to Shanghai (Chapter 10 Closing Case)
Patent wars and shark attacks (Chapter 11  

Opening Case)
Is a diamond (cartel) forever? (In Focus 11.1)
Can mergers of equals work? (In Focus 12.2)
Marketing Aflac in the United States and Japan 

(Chapter 14 Opening Case)
Dallas versus Delhi (Chapter 15 Closing Case)
High drama at Hewlett-Packard (HP) (Chapter 16 

Opening Case)
Professor Michael Jensen as an outside director  

(In Focus 16.2)
Global warming and Arctic boom (In Focus 17.1)

Finally, the PengAtlas allows you to conduct IB 
research using informative maps and other geographic 
tools to enhance your learning. In addition, a series of 
new videos enhance the multi-media, fun aspects of 
learning (see below). 

More Relevant
So what? Most textbooks leave students to figure out 
the crucial “so what?” question for themselves. In con-
trast, I conclude every chapter with an action-packed 
section titled “Management Savvy.” Each section has 
at least one table (or slide) to summarize key learning 
points from a practical standpoint. No other IB book is 
so savvy and so relevant.

As a theme, ethics cuts through the book, with at least 
one “Ethical Dilemma” feature and a series of Critical 

3 All my articles are listed at www.mikepeng.com and www.utdallas.edu 
/~mikepeng. Go to “Journal Articles.”
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Preface xi

Discussion Questions on ethics in each chapter. Finally,  
many chapters offer career advice for students. For 
example, Chapter 4 develops a resource-based view of the 
individual—that is, about you, the student. The upshot? 
You want to make yourself into an “untouchable,” some-
one who adds valuable, rare, and hard-to-imitate capa-
bilities indispensable to an organization. In other words, 
you want to make sure your job cannot be outsourced.

What’s New in the  
Fourth Edition? 
In addition to the completely updated content, the 
fourth edition has (1) created a new video package, 
(2) dedicated more space to emerging economies, 
(3) enhanced the quantity and variety of cases, and  
(4) drawn directly on the author’s consulting experience.    

First, a new video package has been created that is 
tightly coupled with the content of the Opening and 
Closing Cases for every chapter. Instructors can ask 
students to watch such videos before class and answer 
questions online, or to watch videos as a way to open or 
close class sessions. In short, students can “watch TV” 
and gain knowledge. 

Second, this edition builds on Global Business’ previ-
ous strengths by more prominently highlighting emerg-
ing economies. At least one Emerging Markets feature is 
launched in every chapter. Many of the Integrative Cases 
deal with emerging economies, such as Brazil, China, 
Cuba, Mexico, Russia, Slovakia, Thailand, and Turkey. 
Numerous in-chapter features (Opening/Closing Cases, 
In Focus, and Emerging Markets) deal with emerg-
ing economies other than those mentioned previously, 
such as the Czech Republic, Greenland, Guinea, India, 
Kenya, Liberia, Nigeria, Poland, Senegal, Sierra Leone, 
South Africa, Taiwan, Tanzania, and the United Arab 
Emirates.  

Third, in response to students’ and instructors’ 
enthu  siasm about the wide-ranging and globally relevant 
cases in previous editions, the fourth edition has further 
enhanced the quantity and variety of cases. The variety 
has also been enhanced not only in terms of the geo-
graphic diversity noted above, but also in terms of the 
mix of longer cases and shorter cases. In addition, I have 
pushed myself to more actively participate in case writ-
ing. Finally, users of the online MindTap version of the  
product will have access to Media Cases that pair the 
Opening and Closing chapter cases with news articles 
from sources such as the New York Times, The Economist, 

and other leading publications, as well as videos from 
sources such as the BBC and CBS and access to additional 
information from Business Insights. More information on 
the MindTap product is discussed later in this Preface.

Finally, I have directly drawn on my recent consult-
ing experience to inject new insights. Chapter 1 Clos-
ing Case (“Two Scenarios of the Global Economy in 
2050”) is adapted from a major consulting engagement 
I completed for the UK Government Office for Science 
as part of its two-year Future of Manufacturing project. 
Integrative Case 2.2 (“Twelve Recommendations to 
Enhance UK Export Competitiveness”) is a direct 
excerpt from the final report submitted (coauthored 
with Klaus Meyer). Table 3.4 (“Texas Instruments 
Guidelines on Gifts in China,” which is in the public 
domain) is shared with me by a consulting client at TI. 
Overall, I am confident that students can directly bene-
fit from such new insights gained from my consulting 
engagements with multinationals and governments.   

MindTap 
Online resources are transforming many aspects of 
everyday life and learning is not immune to the impact 
of technology. Rather than simply take the book pages of 
Global Business and place them on a screen to be accessed 
via a PC, tablet, or smartphone, we have reset the con-
tent and have adapted it to fully utilize the potential that 
the medium allows. Students can highlight passages, take 
notes in the MindTap content, and compile their notes for 
review in the EverNotes app. We have embedded assess-
ments for each chapter as well as provide Flash Cards 
for all of the key terms that provide feedback to students 
and provide guidance so that they can address gaps in 
the course requirements. Faculty can use the results from 
the quizzes as well as using the Media Cases for assign-
ments (see above) and utilize the assigned student work 
outside the classroom to benefit from a “flipped learn-
ing” approach that can result in more favorable outcomes 
and more rewarding experiences for students and faculty.  
Additional apps such as ConnectYard allow faculty to 
integrate social media capabilities into their course and 
are especially useful in online and hybrid course delivery. 

As part of the MindTap product, we are not limit ed 
to the page length limitation of a physical book. 
 Students certainly don’t enjoy carrying 1,000-page vol-
umes, and are also frustrated when material included 
in the book is not assigned by the instructor. Since we 
are not limited by length online, faculty will also have  

00891_fm_rev02.indd   11 10/08/15   6:40 pm

Not For Sale

©
 2

01
4 

C
en

ga
ge

 L
ea

rn
in

g.
 A

ll 
R

ig
ht

s R
es

er
ve

d.
 T

hi
s c

on
te

nt
 is

 n
ot

 y
et

 fi
na

l a
nd

 C
en

ga
ge

 L
ea

rn
in

g 
do

es
 n

ot
 g

ua
ra

nt
ee

 th
is

 p
ag

e 
w

ill
 c

on
ta

in
 c

ur
re

nt
 m

at
er

ia
l o

r m
at

ch
 th

e 
pu

bl
is

he
d 

pr
od

uc
t.



xii Preface

access to numerous additional cases that they can 
select and add to their course. We have also included 
additional homework assessments and unique pre- and  
postcourse Global Literacy assessments that can be 
used to demonstrate student awareness of global busi-
ness knowledge. We want to thank Anne Magi of the 
University of Illinois at Chicago for her work on the 
homework and Global Literacy assessments. 

Finally, users of MindTap will also have access to 
Business Insights: Global from Gale, which provides a 
rich online research tool. 

Support Materials 
A full set of support materials is available for students 
and adopting instructors: 

●● Product Support Website
●● Instructor’s Manual
●● Test Bank
●● PowerPoint Slides

MindTap (see above)
Peng DVD
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