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The invasion of ecosystems by alien species is a key driver of global
environmental change and many invasive plant species attain
sufficiently high abundance to alter the structure and function of an
ecosystem. This book is the first publication to explain the reasons as
to why some alien species undergo a profound shift in their ecological
fortune from being minor components of their native ecosystems to
becoming devastating dominants of non-native habitats. The book
assesses the ecological, morphological, functional and genetic factors
that contribute to invasion success.
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The globalization and saturation of local markets lead to increased
international activities of companies. In this context marketers are
forced to advertise globally and to decide between standardization and
differentiation of their advertisements, i.e. to either use one single idea
all over the world or to make adaptations for local preferences. Besides
knowing the pros and cons of these approaches, it is essential that
advertisers are familiar with different cultures. Otherwise the
advertisement runs the risk of being misunderstood or in the worst
case to offend cultural fundamentals. In her



