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Preface

«/Reform and opening ‘is currently a fundamental
national policy of China. To develop economic and
business relationships with other nations and regions

* is a major aspect of this policy. Since the late 1970’s,
China has witnessed rapid developments in her
foreign trade. Under such circumstances, how to
turn out well-qualified international marketing
personnel with both business know-how and English
proficiency is a significant task confronting us at
present. Toward this end, the authors of English for
International Business have made their valuable
attempts.
J In-’contrast with other works and coursebooks
available on foreign business, this book is
characterized by the following stand-alone features.

First, it is a monograph on international trade with
a substantial academic content, its fourteen chapters
covering all major aspects of international business,
namely, definitions, categories, environment,
modes, strategies, contracts, product features,
market requirements, foreign investment,
multinational  corporations, finance, logistics
management and so on.
Meanwhile, this book is intended to be an English

textbook as well for learners of intermediate and

advanced levels. A specially creative job has been

done by the authors reading guide in Chinese is

provided in each chapter, which will enable the



readers to acquire a better understanding of

the English selections; to offer much ease and
convenience, new words and expressions are listed,
special attention being paid to terminology; besides,
exercises are carefully designed to ensure that the
readers will get the gist of each. chapter, fully
understand the leading arguments expounded and
obtain a good mastery of the language points.
Therefore, this book will, hopefully, help its readers
enrich their knowledge of international business and,
improve their proficiency in English.

Finally, special mention should be made of the
English readings which are mainly derived from the
works of Western economists published in the late
1980’s and early 1990’s and which have introduced
the in-vogue theories of foreign economists. The
materials involved are up-to-date, the language
idiomatic, the volume of information tremendous,
and the readability of the book remarkable. The
instances cited are representative and typical of the
prevailing foreign trade practices.

Compiled by five pfomising young and middle-aged
scholars in Wuhan University of Technology, the
material is presented here with a focus on ease of
communication and reader-friendliness. In terms of
its theoretical depth and practical value, this book
has reflected the realities of educational needs in this
field. I honestly expect that it can be adopted as a

college: coursebook for majors of economics,



business, management and administration and
English or, as a reference book for personnel

working in relevant institutions.

President
Wuhan University of Technology
July 16, 1995
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Are you a mountain climber? Please join us in this TEAM —
that of the successful international marketing managers!
International marketing can be compared to mountain climbing:

challenging, agduous and exhilarating.

After reading this book, you will have a global view of the
international marketing phenomena, and you will see what
happens, understand what h;;);ens and one day in your future
perhaps even YOU YOURSELF will make something new happen!
Don’t you think all this is much better than to”étand bﬂx,ﬁnd wonder

what has happened?
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