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Professors Kotabe and Helsen recently published the SAGE Handbook of Inter-
national Marketing (2009), an authoritative collection of chapters written by expert
researchers from around the world that provides an in-depth analysis of international
marketing issues that must be understood and addressed in today’s global and
interdependent markets. The Handbook brings together the fundamental questions
and themes that have surfaced, and promises to be an essential addition to the study of
international marketing.
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