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Praise for Doing Business in 
Emerging Markets, 3rd 
Edition

‘This third edition of Doing Business in Emerging Markets by Cavusgil, 
Ghauri, and Liu provides fresh perspectives on these dynamic, rapidly 
transforming economies. The authors offer multi-disciplinary perspectives 
on the fundamentals of their rise, and prospects for their future in view of 
the global pandemic. Numerous original cases, authored by colleagues in 
various emerging markets, make the book especially suitable for higher 
education. Readers will find numerous examples of fresh perspectives and 
helpful teaching notes that enrich this book.’

Peter J. Buckley, OBE, FBA, FAcSS is Professor of  
International Business, University of Leeds and director of the  

Centre for International Business, University of Leeds, UK

‘Emerging markets continue to be a major agenda of business, even after 
three decades of their prominence. Cavusgil, Ghauri, and Liu’s newest edi-
tion of their book provides a solid review of their evolution, attractions for 
business, practical advice on working with emerging market business part-
ners, and more. The addition of a large number of original case studies, 
covering different emerging markets and diverse sectors, is a welcome 
feature. The book is highly recommended for both scholars and practitio-
ners of emerging markets.’

Jagdish N. Sheth, Charles H. Kellstadt  
Professor of Business, Emory University, USA

‘With its rich range of global contexts and perspectives, Doing Business in 
Emerging Markets offers readers a potent set of case studies that will spur 
not only new ways of thinking about our world, but also new ways of act-
ing within it. The book’s presentation of different cultures’ approaches to 
strategy, execution, and even the shape and meaning of enterprise, serves 
not so much as a snapshot of today’s world, but a preview of the forms, 
norms, and ideals that will shape our world and lives in the coming 
decades. A work of global breadth and intellectual depth, this intriguing 
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new book provides academics and practitioners invaluable insight into the 
powerful new set of players emerging in our shifting global landscape.’

Ming-Jer Chen, Leslie E. Grayson Professor of  
Business Administration, The Darden School,  

University of Virginia, USA

‘Having led global operations of a major multinational company, I know 
that doing business in highly dynamic emerging markets can be challeng-
ing. This book provides an essential understanding of the economic and 
commercial environment in these diverse markets, and lays out specific 
strategies for partnering with and working in emerging markets. Highly 
readable and concise treatment of the topics make the book a requisite 
reading for practitioners and scholars of emerging markets.’

President, Coca-Cola International, and  
Executive Vice President, The Coca-Cola Company, (ret.)

‘Insightful, data driven. A go-to guide for business development in the 
emerging markets.’

Xianqin Lisa Wallace, former Senior  
Vice President, Malaysia Airlines

‘The new edition of Doing Business in Emerging Markets, by Professors 
Cavusgil, Ghauri, and Liu, fills a major gap in the international business 
literature. As widely known and respected experts on emerging markets, 
the authors provide an authoritative and comprehensive book with con-
temporary perspectives on the topic. The book’s many excellent features 
include its analytical frameworks, tools, and best practice insights which, 
along with the addition of 13 original cases, make it especially suitable for 
classroom use. The authors’ practical treatment of market potential assess-
ment in emerging markets, makes the book equally relevant and valuable 
for managers as well.’

Saeed Samiee, Collins Professor of Marketing and  
International Business, The University of Tulsa, USA

‘Nothing remains the same in Emerging Markets. A contemporary, multi-
disciplinary treatment of the new realities in these rapidly transforming 
economies was long overdue. Fortunately, the author team of Cavusgil, 
Ghauri and Liu delivered an authoritative book on emerging markets, 
addressing their past evolution, current challenges and future prospects in 
view of the global health pandemic. The book is enriched by 13 original 
cases about doing business in emerging markets, making it an ideal text to 
use in the business curriculum.’

Ying Zhu, Professor of International Business and  
Director, Australia Centre for Asian Business,  

University of South Australia, Adelaide, Australia
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Preface from the Authors

Emerging markets – rapidly transforming and dynamic economies – have 
been the focus of numerous firms in search of market and growth opportuni-
ties over the past four decades. The term ‘emerging’ actually describes a phase 
in the evolution of economies characterized by rapid economic transforma-
tion, market liberalization, and impressive gains in competitiveness. This 
phase, often accompanied by significant social and political change and 
urbanization, is subject to acceleration, deceleration, and even interruption. 
Its duration also varies for different economies. For this reason, although 
emerging markets share many similarities, each experiences a unique journey.

We wrote this book as the world experienced one of the most devastating 
disruptions in the history of mankind, the global pandemic of 2020. The 
ensuing global recession caused much hardship and ushered in a new global 
economic order, yet the phenomenon of rapid economic transformation and 
the story of emerging markets remain very relevant. Despite having to 
endure economic shocks, emerging markets continue to be highly dynamic 
and full of market potential.

With an amazing alleviation of poverty and steady rise of middle-class 
households, income levels are escalating, and emerging market consumers 
are striving to raise their living standards to the same level as those in 
advanced economies. Most are keen to buy Western products and adopt 
contemporary lifestyles. Such advanced economy firms as VW, BMW, and 
Citibank, as well as many luxury brands, are already generating the bulk of 
their revenues from emerging markets. Clearly, the share of the global con-
sumption accounted for by emerging markets is on the rise and expected to 
grow steadily. As the share of global consumption accounted for by emerg-
ing markets continues to increase, so will global competition for resources 
and capital. To help alleviate this intensifying contest, we expect more 
emphasis on the rapid deployment of new technologies, the sustainable use 
of resources, and collaborative business models.

This book provides a primer on the evolution of emerging markets, their 
firms, and consumers. Individual chapters provide the essential knowledge, 
and the accompanying cases illustrate the rich experiences of firms doing 
business in these economies. The cases, covering a wide range of emerging 
markets, serve to showcase specific industries and topical contexts.
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We trust that the book will be of interest to students, scholars, practition-
ers, and policymakers eager to grasp a comprehensive understanding of the 
contemporary trends in emerging markets. Readers should find the writing 
clear, concise, and accessible.

We wish to acknowledge the highly valued assistance of several individu-
als in the preparation of the book. Dr Maria Luiza Pinho provided skilful 
research assistance and exhibited design creativity with almost all of the 
exhibits featured in the chapters. We received exceptional editorial guidance 
from Mr Sebastian van der Vegt of Untold Communications. His contribu-
tion to the development of the chapters was invaluable. Having lived and 
worked in emerging markets for much of his career, his practical insights 
and experience helped shape the flow and content of the book. Additionally, 
Mr Frank Armstrong was very helpful in reading and editing the manu-
script. Finally, we are thankful to the team at SAGE Publishing who pro-
vided excellent editorial guidance in the preparation of this book.

We trust that you will enjoy the story of the fascinating economies we call 
emerging markets!

S. Tamer Cavusgil
Pervez N. Ghauri

Leigh Anne Liu



Online Resources

Doing Business in Emerging Markets, 3rd edition is accompanied by 
online resources for instructors to help support teaching. These resources 
are available at: https://study.sagepub.com/cavusgil3e

For Instructors

 • Easily integrate the chapters into your weekly chapters with the 
PowerPoint slides created by the author team.

 • Support wider reading and research for students with the help of the 
useful links provided, including key publications and web resources.

 • Encourage further discussion of the case studies within the text with 
the teaching notes provided by the case author teams.
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