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A Study on the Product Marketing Strategy for MNC.
-Standardization vs Adaptation-
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1) Philip Kotler, Marketing Management : Analysis, Planning and Control, 3rd ed., Prentice Hall Inc, 1976, p. 5.
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2) Theodore Levitt, “Globalization of Markets,” Harvard Business Review, May-June, 1983, p. 92.

3) Michael J. Baker, “Globalization versus Differentiation,” Journal of Marketing Management, Vol. 1, Part 2, 1985, p. 146.
4) Theodore, Levitt, “The Globalization of Markets,” Harvard Business Review, May-June, 1983, pp. 92 — 102.
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