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This book compiles brand new case studies on the intricacies and market entry strategies of different companiesin
China. The sheer speed and scope of Chinarsguo;s growth makes it unique and investment opportunities are very
attractive. Despite the potential, many western companies fail in their market entry strategies. This book traces the
major sources of failure and uses cases to illustrate how firms can better cope with the challenging Chinese market.
With a special focus on marketing, positioning, and branding, this book presents issues and solutions of both large
multinationals and small niche market players.

From the Back CoverThis book compiles brand new case studies on the intricacies and market entry strategies of
different companiesin China. The sheer speed and scope of Chinarsquo;s growth makes it unique and investment
opportunities are very attractive. Despite the potential, many western companiesfail in their market entry strategies.
This book traces the magjor sources of failure and uses cases to illustrate how firms can better cope with the
challenging Chinese market. With a special focus on marketing, positioning, and branding, this book presents issues
and solutions of both large multinationals and small niche market players.About the AuthorChristiane Prangenbsp;is a
Professor of Global Strategy and Marketing at Tongji University, China. She obtained her Ph.D. from Geneva
University, Switzerland, and has |lectured as a visiting professor in more than ten countries, including Austria, China,
Malaysia, Russia, Romania and U.K. She has also consulted multinational companies on marketing and
internationalization strategies, global innovation management, and agility. She has published five books and several
journal articles, and has presented her work at major international conferences, including Strategic Management
Society (SMS), Academy of Management (AOM), and Academy of International Business (AlB).



