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This unique book is creatively designed to cater to the management
students, scholars and professionals for their understanding of the
worldview in the market places. It essentially discerns the disparity
between transnational market and domestic market; in the spectacle of
business formulations. The book vividly explains the export strategy
and import policy in a broader vista. It includes subjects like
international services, contracts and agreements for commissioning,
100% export oriented schemes, export processing zones and exports
free replacement during warranty. Additionally includes



