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In this paper, | will first trace the evolution of International Marketing (IM)
and its determinants and demonstrate that IM has been primarily contextual in
nature and, therefore, unable to generate its own theory or constructs to justify it
as a unique school of marketing thought [Sheth, Gardner, and Garrett 1988; Sheth
and Eshghi 1989; Ricks, Fu, and Arpan 1974].

As a contextual practice, IM has rightfully focused un two obvious dimensions:
how the practice of marketing varies from country to country (extension vs. ad-
justment tactics) and why it varies (cultural, social economic, political, and physio-
logical differences) from country to country [Buzzell 19G8; Levitt 1983; Quelch and
Hoff 1986; Boddewyn 1981]. The second part of the paper proposes that most of the
contextual determinants of IM are disappearing and, that there will be no disci-
pline of IM even if it was developed based upon a contingency theory approach. It
is even likely that IM practice as we know it today may also become less relevant
as these contextual determinants become less relevant {Levitt 1983; Bartlett and
Ghoshal 1989; Sheth 1992].

The final part of the paper discusses the emerging reincarnation of IM with its
emphasis on global (as opposed Lo internatienal) and cross—functional (as opposed
to functional) dimensions. [ will conclude that the reincarnation of IM holds the
promise of becoming a subdiscipline or a school of marketing thought.

- DETERMINANTS OF INTERNATIONAL MARKETING

International marketing refers to the understanding of marketing practices in
different countries (comparative descriptions); its structural determinants an-
chored to national differences (comparative explanations); and deployment of coun-
try specific marketing strategies and operations by multidomestic firms
(comparative prescriptions). Thercfore, its primary focus is the description, expla-
nation, and managerial control of marketing practices across national boundaries
[Toyne 1989].

Compared to international trade and export marketing, IM is a more recent
phenomenon [Root 1978; Yoshino 1976]. It has grown since World War IT and pre-
sumably was a consequence of the demise of coloniulism and the recreation of nu-
merous independent nations. In my view, this origin for the rise of IM resulted in a
number of contextual determinants for its practice and became the focus of aca-
demic research and thinking. Figure 1 displays the contextual determinants of IM,

Numerous books, monographs, and review papers have been written which
document how these contextual determinants have shaped the marketing practices
between countries [OChmae 1985; Porter 1986,1990; Koutler 1991]. Therefore, it is
better for me to simply focus on a few key points with respect to these determi-
nants instead of describing them in detail.

The first four determinants (political stability, government policy, ideology
driven economy, and fear of colonialism) are more responsible for the prescription
of multidomestic marketing practices, therefore, there exists more anecdotal and
trade literature [Ricks, Fu, and Arpan 1976] and less academic research on them.
This includes such managerial decisions as selection of countries with which to do
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business and specific entry strategies. Most of this has required the understanding
and utilization of what has been recently referred to as the fifth "P* of marketing
(politics and public relations). Unfortunately, there is very litile theoretical foun-
dation underlying these deternsinants partly because IM has not borrowed from the
social sciences, even political science. '

The next three determinunts (marketing transfer issues, lack of infrastruc-
ture, and North—South dicliotoiny) nced a little more description. Marketing trans-
fer issues relate to the operativnal challenges of product, price, distribution, and
promotion adjustments across national boundaries due to divergence in support
and core value chain activities including materials, people, processes, and facilities.

Lack of infrastructure rcfers to inadequate availubility of transportation,
communications, physical, financial, natural, and human resources most especially
in less developed countries. This lack of infrastructure impacts the adjustment
process for the marketing mix. Finally, the North-South dichotomy refers to the
"have" and "have—not" countrics of the world and is a direct reflection of the tradi-
tional economic development theories and their importunce to IM practices. Aca-

- demic research on these three determinants is moderately rich and seems to be
grounded in the theories of economics, logistics, and public policy.

FIGURE 1
Contextual Determinants of International Marketing
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Finally, most of the academic research in IM has buen focused on the last two
determinants: East-West dichotomy and product life cycles. The first refers to the
cultural differences between nations both at a macro and micro level of under-
standing and explanation [Clark 1990]. The second relirs to the birth and death
theories of product life cycles as they move across national boundaries [Wells 1968;
Johanson and Valhne 1977]. Again, the product life cycle concept has benefitted
from population ecology and biology theories as its basis and, to that extent, it
seems to have at least face validity and empirical support.

This analysis clearly suggests why IM has predominately remained a contex-
tual practice and why it has been difficult to develop a theory of IM even based
upon contingency propositions: Most determinants of IAl are ad hoe, dynamic, and
unstable and, thercfore, not subject to theory building upportunities. For example,
who could have forecasted the demise of the Soviet Uniun (political stability), de-
velopment of regional integrations (European Commuuity (EC) '92), privatization
of industries (Japan and United Kingdom) and pro—westcrn links by Muslim states
(Indonesia and Egypt)?

THE BORDERLESS WORLD

The fate of IM is closely tied to its determinants. As they change, both the the-
ory and practice of IM must change. Ironically, it is not the direction, but the exis-
tence of most of the determinants that is increasingly under attack. Consequently,
the existence of IM as we know it teday is questionable.

A number of powerlul macrocconomic forces are reshaping the world. They
are: regional integration and the emergence of the triad power; technology advanc—
es, especially the adoption of information technologics in business operations;
emergence of a free world ideology and the role of the market economy policy; and
the borderless economy as a consequence of global sourcing and global competition.

These four major macrocconomic forces are also shaping the determinants of
IM [Sheth 1992], and are represented in Figure 2. Togeiher, these forces are creat-
ing a borderless world where the national boundaries are becoming either obsolete
or less relevant in determining dilferential marketing practices. As the economic
world becomes global, international differences are being supplanted by intrana-
tional differences, but on a global basis. In other words, in a global economy,
within—country differences will surpass betweeni—country differences. Therefore, it
may be advantageous to look at dilferent target markets within a country, but on a
global basis [Sheth and Eshghi 1989; Chmae 1990; Lamunt 1991].

The regional integration of Western Europe (EC '92) and Southeast Asia
(ASEAN) has recently demonstrated that nations can gain more competitive advan-
tages by enduring alliances rather than by self reliance or by bilateral trade
agreements [Porter 1990]. The emerging economic power of EC *92 is, in turn, cre-
ating a domino effect on the rest of the world. For example, it encourages North
American regional integration between the United States, Canada, and Mexico and
has encouraged Japan's attempted alignment with the ASEAN bloc. The economic
bloes of EC '92, ASEAN, and North American integration have resulted in the
emergence of a triad power dominating the world econvmy [Ohmae 1985]. It is es-
timated that 75 percent of world GDP and 70 percent of world trade are concen-
trated among these three regional cconomie blocs,
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FIGURE 2
Causes for the Borderless World
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Regional integration is not a new concept. It has been practiced by kings and
emperors in ancient times and by colonial powers in modern times [Kennedy 1987).
In fact, the United States, alter the Civil War, created regional integration among
all its states which resulted in several competitive advantages over dominant
European nations such as England, France, and Germany. What is new is the
emergence of three super economic powers replacing the old model of a single eco-
nomic superpower ruling the world. Additionally, these superpowers are highly in-
terdependent in their economic wctivities through mutual presence and mutual
trade—the future of one is a lot more dependent upon the future of the others, re-
sulting in the need for greater cooperation and understanding.

TECHNOLOGY ADVANCES

Technology advances, especially in electronics, have revolutionized business
processes and practices [Guile und Brooks 1987; Gerstein 1987]. The computeriza-
tion of people. machinery, and physical facilities has literally reshaped the tradi-
tional economic concepts of scule, scope, and structure. Similarly, the use of
telecommunications and information technologies has reduced the time and place
barriers of doing business. It is no exaggeration to suggest that the traditional
marketing theories based on location (for example, the law of retail gravitation,
wheel of retailing, inventory management, logistics, and physical distribution) may
be obsolete when customers and suppliers can do business at anytime and from
anywhere. Finally, electronic advances result in markel cgalitarianism.

The traditional trickle~down theory of markets (government, industrial, serv-
ice, consumer) for dilfusion of technology and products is being replaced by a
trickle—up theory (from consumer, to services, to industrial markets). This is evi-
denced by the use of transistors in personal radios prior to computers; or the mass
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marketing of television prior to the emergence of CRTs; ur the use of eompact dises
(CD-ROM) in personal coterlainment prior to storage of library information.

As we will discuss later, this egalitarian and convergent nature of the electron-
ies technology will challenge such woll-known concepls i the diffusion of innova-
tion theory and product—market definitions in marketing strategy.

IDEOLOGY FREE WORLD

A third macrocconomic force is the economic collapse of ideology driven na-
tions, especially the communist countries. As governments become more pragmatic
and less ideology driven, it is inevitable that many of the traditional beliefs about
the role of the market economy and private enterprises will change [Drucker 1989;
Burnstein 1991}, This is likely to result in privatization of the public sector, less
regulation of most industrics, and development of procompetitive policies to en-
courage innovation and elficiency in different sectors of the economy. This is bound
to blur the distinction between marketing praetices of profit versus nonprofit enti-
ties and industries. Also, significantly different marketing practices across nations
which are based upon government trade and employment policies are likely to give
way to more market based marketing practices in the future.

GLOBAL ECONOMY

Finally, and probably as a consequence of the other three macroeconomic
forces, we are experiencing globalization of domestic ecunomies, primarily through
global sourcing and global competition. Marketing practices will have to be under-
stood and adjusted to this reality of a borderless economy |Ohmae 1990]. Borderless
markets emerge when four flows (products/services/peuple, money, and informa-
tion) are driven by markel practices without government intervention [Reich 1991},
In a borderless economy, marketing practices related (o procurement, marketing
mix, and customer understanding ure bound to change.

THE REINCARNATION OF INTERNATIONAL MARKETING

As the traditional determinants of M go out of existence, the result is bound
to be the demise of [M as we know it today; namely the description, explanation,
and management of between—country differences in marketing practices.

In my opinion, IM will be reincarnated into global marketing and in the proe-
ess, will result in two dimensional shifts. The fiest shift (0 global marketing will fo-
cus more on cross—functional integration and eoordination and less on functional
adjustments across national bounduries. The second shift will focus more on tran-
snational similarities for target markets across national boundaries and less on in-
ternational differences. This is represented in Figure 3.

FROM INTERNATIONAL DIFFERENCES TO TRANSNATIONAL SIMILARI-
TIES

Four specific processes of transformation in the psychology and practice of IM
are bound to result as a consequence of its transition to global marketing:

1. Global Coverage. The clitism of the diffusion of innovations from the home
country to the rest of the world is replaced with the concept of global coverage.
Global coverage theory is more likely to be developed hecause it can rely on world




Jagdish N. Sheth 46

demographics. For example, if a murketer targets its products or services to the
teenagers of the world, it is relatively easy to develop a worldwide strategy for that
segment and draw up operational plans to provide taryget market coverage on a
global basis. This is becoming increasingly evident in the soft drinks industry.

2. Mass Customization. The concept of mass customization {Davis 1987) refers
to standard platforms, but custom applications. It is also referred to as "Think
Global, Act Local." It breaks the oxymoron of efficiencey of mass production with the
effectiveness of personalization of a product or service. Again, it is likely that we
will develop a theory of mass customization in marketing that transcends national
boundaries.

3. Relationship Exchange. in a world that is moving toward a global market
cconomy, it is becoming increasingly necessary to rely on customer relationships to
preempt competition. Emphasis on relationship exchange (as opposed to transac-
tion exchange) allows scholars to reduce the impact of unexpected events and,
therefore, capably model more consistent behavior with some well grounded theo-
ries.

4. Trickle-Up Theory. 'Technology advances created by the electronics revolu-
tion suggest that it might be best to deploy new technology in low end applications
and move up to high end applications. In general, this means starting with con-
sumer markets and moving up to commercial, industrial, and government markets.
Market upstreaming becomes highly desirable to gain scale and scope advantages.
Therefore, it is possible to develop a conceptual framework based on the classical
theories in industrial economics |Porter 1986).

FIGURE 3
The Reincarnation of International Marketing
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FROM FUNCTIONAL ADJUSTMENT TO CROSS-FUNCTIONAL INTEGRA-
TION

A second dimensional shift is from functional adjustment to cross—functional
integration. This is likely to generate new research opportunities for scholars in at
least the four following transformation process areas:

L. Global Accounts. As the [ocus of marketing and business operations shifts
from production to consumption, the need for customer orientation increases. Cus-
tomer orientation suggests account by account markct segmentation but on a
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global basis. This is already practiced in several industries and by several compa-
nies such as IBM, Procier & Gamble, and Boeing. Managing global accounts be-
comes a chalienge for both markcting practice and academic research.

2. Cross-Functional Consistency. As operations get organized around global
customer accounts, it becomes increasingly necessary to deploy quality consistency
across all functional units. For example, the six sigma or zero defect concept is no
longer limited to manufacturing or Lo line operations, but is extended to all fune-
tions, line and staff. A theory of cunsistency becomes a very viable concept for
global marketing,

3. Value Based Accounting. Allucation of costs to different functional and busi-
ness units traditionally has been bused upon accepted accounting principles. Unfor-
tunately, they are not su universally accepted, let alone practiced on a global basis.
While a recent effort to utilize activity-based costing (ABC) is gaining popularity,
the ultimate option may be to develop a matrix which measures value to the mar-
ket and its attribution to different functional and business units, Since we have
some well accepted concepts of value ereation and value distribution in economies
and social sciences that transcend national boundaries, it may be possible to gener-
ate a unified theory in this area.

4. Networked Organization. Cross-functional integration requires coordination
and communication. While functional adjustments are dependent upon the contex-
tual determinants, cross—{unctional integration and coordination is capable of tran-
scending ad hoc, context—driven issues to a higher plane of conceptual theory. In
other words, it has the potential to Le invariant to context.

As [ have outlined the reincarnation of IM into global marketing and the con-
sequent domain of emerging rescarch and practice, it is becoming increasingly evi-
dent that we can utilize basic concepts and theories of economic and social sciences
to develop a theory of global murketing. Furthermore, this theory, if grounded on
time and distance concepts, may actually not only contribute, but revolutionize a
more general theory of marketing.

SUMMARY AND CONCLUSION

In this paper, | have identilicd why [M has remaincd a contextual practice de-
void of a well-accepted theory. The nine determinants of IM (political stability,
government policy, ideology driven economy, fear of colunialism, marketing trans-
fer issues, lack of infrastructure, North—South dichotomy, East-West dichotomy,
and product life cycles) are gradually becoming extinet as markets become increas-
ingly borderless. The forces driving a borderless world are: regional integration,
ideology free world, technology advances, and global economy.

This is likely to transform IM into global marketing with less emphasis on
functional adjustments across countries and differences among national and more
emphasis on cross—functional integration and transnational similarities. I have
identified eight processes of this transformation: global coverage, mass customiza-
tion, relationship exchange, trickle-up theory, global accounts, cross—functional
consistency, value based accounting, and networked organization. All these proc-
esses of reincarnation are likely to clevate the practice of marketing from the spe-
cifics of context and anecdotes to a more generalizable theory of global marketing.




59 Marketing Perspectives and International Business

REFERENCES

Aaby, Nils—Erik and 8. Slater. 1989. Mun:agement influences on export performance: A re-
view of the empirical literature 1978 -88. International Murketing Review, 6(4): T-26.

Adler, Nancy J., John L. Graham and Gelirke T. Scharz. 1987. Business negotiations in
Canada, Mexico, and the United Status. Journal of Business Research, 15 (5): 411-429.

Albaum, Gerald and Richard A. Peterson. 1984, Empirical rescarch in international mar-
keting, 1976-1982. Journal of [nlernational Business Research, 15(1): 161-173.

Alderson, W. 1957. Murketing Behavior and Executive Action. Homewood, IL: Richard D.
Irwin.

Anderson, Erin and Anne T. Coughlan. 1487, International murket entry and expansion via
independent or integrated channel of distribution. Journal of Marketing, 51 (January):
71-82.

Arndt, J. 1983. The political economy paradigm: Foundation for theory building in market-
ing. Journal of Marketing, 13(Fall): 14-45.

Axelsson, B. and G. Easton, editors. 1991. Industrial Networks: A New View of Realily.
London: Routledge.

Axinn, Catherine N. 1988. Export perlormance: Do managerial perceptions make a differ-
ence? Internationul Marketing Revicir, Summer: 61-T1.




References 60

Bagozzi, R.P. 1975. Marketing as exchunge Journal of Marketing, 39(October): 32-39.

Banting, P.M., A.C. Gross und C. Holimes. 185, Generalizations from a cross—national
study of the industrial buying pro . lnternational Marketing Review, 2(4): 64-74.

Barksdale, H.C. 1982. A cross—nationul survey of consumer attitudes tow ards marketing
practices, consumerisin and governmeut regulations. Columbia Journal of World
Business, 17(2): 71-85.

Bartlett, Christopher A, Yves Doz and Gunter Hedlulnd, editors. 1990. Managing the
Global Firm. London: Routledge.

Bartlett, Christopher A. And Sumantra Ghoshal. 1989. Managing Across Borders: The
Transnational Solution. Boston, MA: {larvard Business School Press.

Bello, Daniel and N.C. Williamson. 1985. Cuntractual arrangement and marketing practices
in the indirect export channel. Journal of International Business Studies, 16(2): 65-82.

Bilkey, Warren J. 1978. An attempted integration of the literature on tho export behavior of
firms. Journal of International Business Studies, 9(1): 33—16.

Bilkey, Warren J. And Erik Nes. 1982 Country—of—origin effects on product evaluations.
Journal of International Business Studies, 13(1): 89-99.

Boddewyn, Jean. 1981. Comparative marketing: The first twenty—five years. Journal of In-
ternational Business Studies, 12(1): G1-79.

Buckley, Petor J. 1990. Problems and developments in the core theory of international
business. Journal of International Business Studies, 21(4): 657-665.

Burnstein, Daniel. 1991. Euroquake. New York: Simon & Schuster.

Buzzell, Robert D. 1968. Can you standardize multinational marketing? Harvard Business
Review, 46(November—December): 102-113.

Campbell, Nigel C.G. 1985. Byer/seller relutionships in Japan and Germany: An interaction
approach. European Journal of Marketing, 19(3): 57-60.

Campbell, Nigel C.G., L.L. Graham, Aluin Jolibert and H.G. Meissner. 1988. Marketing ne-
gotiations in France, Germany, the United Kingdom, and the United States. Journal
of Marketing, 52(April): 49-62.

Casson, Mark. 1990, Enterprise and Compctitiveness: A System View of International Busi-
ness. Oxford: Clarendon Press.

Caves, Richard E. 1982. Multinational Enterprise and Economic Analysis. New York: Cam-
bridge University Press.

Cavusgil, S. Tamer. 1983. Public policy tmplications of research on the export behavior of
firms. Akron Business and Econowmic Review, 14(2): 16-22.

Cavusgil, S. Tamer. 1991. Internationalization of business and economics programs: Issues
and perspectives. Business Hortzons, 31(8): 92-100.

Cavusgil, 8. Tamer and Ed Sikora. 1987. tlow multinationals can cope with gray market
imports, report no. 87-109. Cambridge, MA: Marketing Science Institute.

Cavusgil, 8. Tamer and J. Naor. 1987. Firm and management characteristics as diserimina-
tors of export marketing activity. Journdl of Business Research, 15: 221-235.

Cavusgil, 8. Tamer, Michael Schechter anid Attila Yaprak, editors. 1992. [nternationalizing
business education. East Lansing, Ml: Center for [nternational Business Education
and Research, The Eli Broad Graduute School of Management, Michigan State Uni-
versity.

Cavusgil, S. Tamer and Tiger Li. 1992. [nternational Marketing: An Annotated Bibliogra-
phy. Chicago: American Marketing Association.

Chandler, A.D. 1962. Stralegy and Siruciure. Cambridge, MA: MIT Press.

Christensen, Carl H., Angela da Rocha and Rosane Kerbel Gertner. 1987. An empirical in-
vestigation of the factors influencing ¢xporting success of Brazilian firms. Journal of
International Business Studies, 18(3): 61-77.

Clark, Terry. 1990. International marketing and national character: A review and proposal
for an integrative theory. Journal of Marketing, 54(4): 66-79.

Clemens, John. 1987. Television advertising in europe: The emerging opportunities. Colum-
bia Journal of World Business, Fall: 35-41.

Contractor, Farok J. and Peter Lorange, clitors. 1988. Cooperative Strategies in Interna-
tional Business. Lexington, MA: Lexington Books.




61 Marketing Perspectives and Internationul Business

Cook, K. and R. Emerson. 1978. Power, equiiy and commitment in exchange networks.
American Sociological Review, 13: T12-739.

Cooper, Robert G. and Eiko J. Kleinschmidi. 1985. The impact of export strategy on export
sales performance. Journal of International Business Studies, 16(1): 27-55.

Dahmen, E. 1970. Entreprencurial Activity and the Development of Swedish Industry 1919-
1939. American Economic Translutiun Series. Homewood, 1L R.D. Irwin.

Dahmen, E. 1988. Development Blocks in Industrial Economics. Scandinavian Economic
Historic Review, 1.

Daniels, John D. 1991. Relevance in international business research: A need for more link-
ages. Journal of International Business Studies, 22(2): 177-186.

Davis, Herbert L., G.D. Eppen and Lars-Gunner Mattsson. 1974. Critical Factors in

World-Wide Purchasing. FHurvard Business Review, Nov/Dec: 81-90.

Davis, Stanley M. 1987. Future Perfect. Wulthum, MA: Addison~Wesley.

Dichtl, Erwin, Hans-Georg Koeglmuyr and Stefan Mueller. 1990. International orientation
as a precondition for export success. Juurnal of International Business Studies, 21(1):
23-40.

Douglas, Susan P. 1976. Cross—national comparisons of consumer stereotypes: A case study
of working and non—working wives in the U.S. and France. Journal of Consumer Re-
search, June.

Douglas, Susan P. and C. Samuel Craig. 1983. International Marketing Research. Engle-
wood Cliffs: Prentice Hall.

Douglas, Susan P. 1989. Evolution of global marketing strategy. Columbia Journal of World
Business, Fall: 47-56.

Douglas, Susan P. and Yoram Wind. 1987. The myth of globalization. Columbia Journal of
World Business, Winter: 19-29.

Doz, Yves. 1991. Partnerships in Europe: The "soft restructuring” option? In L.G. Mattsson
& B. Stymne, editors, Corporale and Industry Stralegies for Europe. Amsterdam:
North-Holland.

Drucker, Peter. 1989. The New Realities. New York: Harper & Row.

Duhan, Dale F. and Mary Jane Sheffet. 1988. (Gray markets and the legal status of parallel
importation. Journal of Marketing, 5:(1): 108-25.

Dunning, John H. 1980. Toward an eclectic theory of international production: Some em-
pirical tests. Journal of International Business Studies, 11(1): 9-31.

Dunning, John H. 1988. The eclectic paradigm of international production: A restatement
and some possible extensions. Journu! of International Business Studies, 19(1): 1-31.

Dunning, John H. 1891. Governments, ceonomic organization and international competi-
tiveness. {n L.G. Mattsson & B. Stymne, editors, Corporate and Industry Strategies for
Europe. Amsterdam: North—Holland

Egers, John M. 1987. Global television: An executive overview. Columbia Journal of World
Business, Fall: 5-10.

Erramilli, M. Krishna. 1991. The experience factor in foreign market entry behavior of
service—firms. Journal of Internationl Business Studies, 22(3): 479-501.

Ford, David. 1984. Buyer-seller relatiouships in international industrial markets. Indus-
trial Marketing, 13(2): 101-113.

Ford, David, editor. 1990. Understanding Business Markets: Interaction, Relationships,
Networks. London: Routledge.

Forsgren, M. 1989. Managing the Inlernationalization Process: The Swedish Case. London:
Routledge.

French, WA, H.C. Barksdale and W.D. Ferreault, Jr. 1982. European Journal of Market-
ing, 16(6): 20-30.

Gatignon, Hubert and Erin Anderson. 1958. The multinational corporation's degree of con-
trol over foreign subsidiaries: An enipirical test of a transaction cost explanation.
Journal of Law, Econoniics, and Organizations, 4(2): 89—120.




References 62

Gatignon, Hubert, Jehoshua Eliashberg and Thomas S. Robertson. 1989, Modeling multi-
national diffusion patterns: An elficient methodology. Marketing Science, 8(3): 231
247.

Gerstein, M.S. 1987. The Technology Connection. Reading, MA: Addison-Wesley.

Ghauri, P. 1983. Negotiating International {'uckage Deals. Uppsala: Acta Universitatis Up-
saliensis.

Ghoshal, Sumantra and Christopher A. Bartlett. 1990. The multinational as an interor-
ganizational network. Academy of Management Review, 14: 4.

Gomes-~Casseres, Benjamin. 1990. Firm ownership preferences and host government re-
strictions: An integrated approach. Journal of International Business Studies, 21(1): 1—
22.

Graham, John L. 1985, The influence of culture on the process of business negotiations: An
exploratory study. Journal of International Business Studies, 16(1): 81-96.

Green, R.T., J.P. Leonardi, J.L.. Chandon, [.C.M. Cunningham, B. Verhage and A.
Strazzieri. 1983. Societal development and family purchasing roles: A cross—national
study. Journal of Consumer Rescarch, March.

Gripsrud, Geert. 1990. The determinants of export decisions and attitudes to a distant
market: Norwegian fishery exports to Jupan. Journal of International Business Stud-
ies, 21(3): 169-485.

Grénhaug, K. and T. Lorentzen. 1983. Exploring the impact of government subsidies. Euro-
pean Journal of Marketing, 17(2): 5-12.

Guile, Bruce and Harvey Brooks, editors. 1087. Technology and Global Industry. Washing-
ton: National Academy Press.

Hakansson, H., editor. 1982. [nternational Marketing and Purchasing of Industrial Goods.
An Interaction Approach. New York: John Wiley.

Hakansson, H. 1987. Industrial Technological Development. A Network Approach. London:
Croomn Helm.

Hakansson, H. 1989. Corporate Technological Behavior. Cooperation and Networks. Lon-
don: Routledge.

Hakansson, L. and Peter Lorange. 1991. R&D based cooperative joint ventures. In L.G.
Mattsson and B. Stymne, editors, Corporale and Indusiry Siralegies for Europe. Am-
sterdam: North—Holland.

Hagg, I. and Jan Johanson, editors. 1982. [“6retag I Nétverk. Stockholm: SNS.

Hallén, L. 1979. Sverige pd Europa-marknaden. Asikter om inkép och marknads—foring.
Lund: Studentlitteratur.

Hallén, L. and Jan Johanson, editors. 1984, Nelworks of Relationships in Internatinal In-
dustrial Marketing. Advances in International Marketing, 3. Greenwich, CT: JAL
Press.

Hamel, Gary and C.K. Prahalad. 1985. Du you really have a global strategy? Harvard Busi-
ness Review, July—August: 139-148

Hamel, Gary, Yves Doz and C.K. Prahalad. 1989. Collsborate with your competitors and
win. Harvard Business Reveew, Jan-1el: 133-139.

Hammarkvist, K-O, H. Hakansson and Lirs—Gunnar Mattsson. 1982. Marknadsféring for
Konkurrenskraft. Malmé: Liber.

Hampson, G.M. and A. Van Gent, editors. 1984. Markeling Aspects of International Busi-
ness. Boston: Kluwer=Nijhoff.

Harrigan, Kathryn R. 1986. Managing for -Joint Venture Success. Lexington, MA: D.C.
Heath.

Haugland, S. and T. Reve. 1989. Rolationul contracting and distribution channel cohesion.
Unpublished manuscript. Norwegian School of Economics and Business Administra-
tion, Bergen.

Hedlund, Gunter. 1986. The hypermodern MNC-A hetarchy? Human Resource Manage-
ment, 25(1): 9-35.

Heeler, Roger M. and Thomas P. Hustad. 1480. Problems in predicting new product growth
for consumer durables. Management Science, 10(October): 1007-1020.




63 Marketing Perspectives and International Business

Hennart, Jean—Francois. 1991, The transaction costs theory of joint ventures: An empirical
study of Japanese subsidiaries in the United States, Management Science, 37(4): 483—
497.

Hertz, S. 1993. The Internationalization process of freight transport companies. Towards a
dynamic network model of internationulization. The Economic Research Institute,
Stackhalm School of Economics. Dissevtation.

Horaguchi, Haruo and Brian Toyne. 1990. Sctting the record straight: Hymer, international
theory and transaction cost cconomies. Journal of International Business Studies,
21(3): 487-494.

Hérnell, E., Jan~Erik Vahlne and Finn Wicdersheim-Paul. 1973. Export Och Utllandse-
tableringar. Uppsala: Almqvist & Wiksell.

Houston, F.S. and J.B. Gassenheimer. 1987. Marketing and exchange. Journal of Market-
ing, 51(October): 3-18.

Hughes, T.P. 1987. The evolution of large technical systems. In W.B. Bijker, T.P. Hughes
and T'J. Pinch, editors, The Social Construction of Techological Systems, 51-82. Cam-
bridge: MIT Press.

Hunt, S.D. 1976. The nature and scope of marketing. Journal of Marketing, 40(July): 17—
28.

Huszagh, Sandra M. and A. Murphy. 1984. Third world markets demand household data
for successful consumer goods marketing: Mexico as a case example. International
Marketing Review, Spring/Summer: (-72.

Imai, K. 1987-88. The corporate network in Jupan. Japanese Economic Studies, 16(2): 3—-37.

Itaki, Masahiko. 1991, A critical assessment of the eclectic theory of the multinational en-
terprise. Journal of International Business Studies, 22(3): 445-—460.

Jain, Subhash C. 1989. Standardization of international marketing strategy: Some research
hypotheses. Journal of Marketing, 53(1): 70-79.

Jansson, H. 1982. Interfirm Linkages in « [ieveloping Economy. Uppsala: Acta Universitatis
Upsaliensis.

Jarillo, J. Carlos and Jon Martinez. 1991. The international expansion of Spanish firms:
towards an integrative framework for international strategy. In L.G. Mattsson and B.
Stymne, editors, Corporate and Industry Strategies for Europe. Amsterdam: North—
Holland.

Johanson, Jan and Jan-Erik Vahlne. 1977. The internationalization process of the firm—A
model of knowledge development and increasing foreign market commitments. Jour-
nal of International Business Studies, 8(1): 23-32.

Johanson, Jan and Finn Wiedersheim~Paul. 1975. The internationalization of the firm:
Four Swedish case studies. Journul of Management Studies, 12: 13.

Johanson, Jan and Lars—Gunnar Mattsson. 1985. Marketing and market investments in
industrial networks. International Journal of Research in Marketing, 2: 185-195.

Johanson, Jan. 1987. Interorganizational rclations in industrial systems: A network ap-
proach compared with the transaction cost approach. [nternational Journal of Man-
agement and Organization, 18(1): 34-18

Johanson, Jan. 1988. Internationalization in industrial systems—A network approach. In N.
Hood and Jan-Erik Vahlne, editors, 1988, Strategies In Global Compelition, 287-314.
Bockenham: Croom Helm.

Johanson, Jan. 1991. Network positions and strategic action-An analytical framework. In
B. Axelsson & G. Easton, editors, Industrial Networks-The New Reality. London:
Routledge.

Johanson, Jan. 1992. Research environucnts and long—term research evolution: The case of
the "markets—as—networks" approach in Sweden. Paper prepared for the Research
Traditions in Marketing Seminar at E1ASM, Brussels, January 9-10.

Johansson, Johny K. 1989. Determinants and effects of the use of made—in labels. Interna-
tional Marketing Review, 6(1): 47-5G

dohansson, Johny K., Susan P. Douglas und |. Nonaka. 1985. Assessing the impact of coun-
try—of-origin on product evaluations: A new methodological perspective. Journal of
Marketing Research, 22(November): 385-396.




References 64

Johansson, Johny K., T. Sakano and N. OUn:u. 1990. Behavioral relations in a cross—culture
distribution system: Influence, control and conflict in U.S.~Japanese marketing chan-
nels. Journal of International Business Studies, 21(4): 639-655.

Kashani, K. 1989. Boware of the pitfulls of zlubal marketing. Harvard Business Review,
5(September—October): 91-98.

Keegan, Warren J. 1969, Multinational preduct planning: Strategic alternatives. Journal of
Markeling, 33(January): 58—62.

Kennedy, Paul. 1987. The Rise and Fall of the Greal Powers. New York: Random House.

Kirzner, Israel 1. 1973. Compelition and Entreprencurship. Chicago: University of Chicage
Press.

Knoke, David and James H. Kuklinski. 1982. Network Analysis. Newbury Park, CA: Sage
Publications.

Kogut, Bruce and Harbir Singh. 1988. The elfcct of national eulture on the choice of entry
mode. Journal of International Business Studies, 19(3): 411-432.

Kotabe, Masaaki. 1990. Corporate product policy and innovative behavior of European and
Japanese multinationals: An empiricul investigation. Journal of Marketing, 54(2): 19—
33.

Kotabe, Masaaki and Glenn S. Omura. 1989. Sourcing strategies of European and Japanese
multinationals: A comparison. Journul of International Business Studies, 20(1): 113—
129.

Kotler, Philip. 1991. Marketing Management, Seventh Edition. Englewood Cliffs, NJ: Pren-
tice Hall.

Kotler, Philip. 1991. Speech at the Trustees meeting of the Marketing Science Institute in
Novemeber 1990, Boston. In Marketing Science Institule Review, Spring.

Kotler, Philip. 1988. Marketing Management. Englewood Cliffs, NJ: Prentice Hall.

Kotler, Philip, Liam Fahey and Somkid Jutusripitak. 1985. The New Competition. What
Theory Z Didn't Tell You Abotet Marketing. Englewood Cliffs, NJ: Prentice—Hall.
Lawrence, Peter R. and Jay. W. Lorsch. 1967 Organization and Environment. Cambridge:

Harvard University Press.

Levitt, Theodore. 1983. The globalization ol markets. Harvard Business Review, 61(May~
June): 92-102.

Li, Tiger and S. Tamer Cavusgil. 1991. International marketing: A classification of research
streams and assessmont of their development since 1982. In Mary C. Gilly, et. al., edi-
tors, Enhancing Knowledge Development in Marketing. Chicago: American Marketing
Association, 592-607.

Liljegren, G. 1988. Interdependens och dynamik i langsiktiga kundrelationer. Industriell
forsaljning i ett niitverksperspektiv. Stockholim: MTC och EFI, dissertation.

Lindqvist, M. 1991. Infant multinationul. The internationalization of young, technology—
based Swedish firms. Stockholm: [nstitute of International Business, dissertation.

Lundgren, A. 1991. Technological innovation und industrial evolution—The emergence of an
image processing network in Sweden. Stockholm: The Economic Research Institute,
Stockholm School of Economics, disscriation.

MacNeil, Ian R. 1980. The New Social Contract: An Inquiry into Modern Contractual Rela-
tions. New Haven: Yale University Press.

Mattsson, Lars-Gunnar. 1989. Developmeat of firms in networks—Positions and invest-

X ments. In Advances in International AMurketing, vol. 3. JAI Press.

Mattsson, Lars-Gunnar, A. Lundgren, D. lounnidis and J. Ottosson. 1990. Strategic alli-
ances in the telecommunications industry—A network approach. Proceedings of the
Annual Conference of the Europoun lnlcrnational Business Association, December.
Madrid.

Mintzberg, Henry. 1978. Patterns in strategy formulation. Management Science, 24(9): 934~
948.

Morrison, Allen J. and Andrew C. Inkpen. 1991, An analysis of significant contributions to
the international business literature Journal of International Business Studies, 22(1):
143-153.




85 Marketing Perspectives and International Business

Mueller, Barbara. 1991. An analysis of inlurmation content in standardized vs. specialized
multinational advertisements. Journal of International Business Studies, 22(1): 23-39.

Murray, J.A. and David L. Blenkhorn. 1985, Urganizational buying process in North Amer-
ica and Japan. International Marketing Review, 2(4): 55-63.

Ma4rtensson, R. 1987. Is standardization of niarketing feasible in culture—bound industries?
A European case study. International Marketing Review, 4(3).

Nordstréom, K. 1991. The internationalization process of the firm~Searching for new pat-
terns and explanations. Stockholin School of Economies: 11B, dissertation.

Ohmae, Kenichi. 1990. The Borderless World. New York: Harper Business.

Ohmae, Kenichi. 1985. Triad Power. New York: Free Press.

Olson, Hans C. 1975. Studies in Export Promotion: Attemipts to Evalisate Export Stimulation
Measures for the Swedish Texlile and Clothing Industries. Uppsala: Acta Universitatis
Upsaliensis.

Pettigrow, Andrew, editor. 1987. The Management of Strategic Change. London: Basil
Blackwell.

Pfeffer, Joffrey and Gerald R. Salancik. 1978. The External Control of Organizations-A Re-
source Dependence Perspective. New York: Harper and Row.

Porter, Michael E. 1990. The Compelitive Advaniage of Nations. New York: The Free Press.

Porter, Michael E., editor. 1986. Competition in Global Industries. Boston: Harvard Busi-
ness School.

Porter, Michael E. 1980. Competitive Strategy. New York: The Free Press.

Quelch, John A. and Edward J. HolT. 198G. Customizing Global Marketing. Harvard Busi-
ness Review, 64(May—June): 59-68.

Rau, Pradeep and J.F. Prebber. 1987. Standardization of marketing by multinationals. In-
ternational Marketing Review, 4(3): 18-28.

Rasmussen, A. 1955. Pristeori eller parameterteori? Studier omkring virksomhedens afsaet-
ning. Kobenhauvn: Ehrvervsokonomisk Férlang.

Reich, Robert B. 1991. The Work of Nations. New York: Knopf.

Reid, Stanley. 1983. Firm internationalization, transaction costs and strategic choice. Inter-
national Marketing Review, Winter: 44-56.

Ricks, David A., Marilyn Y.C. Fu and Jeffrey S. Arpan. 1974. International Business Blun-
ders. Columbus, OH: Grid, Inc.

Robinson, Richard D. 1986. Some new comjpwetitive factors in international marketing. In S.
Tamer Cavusgil, editor, Advances in [nternational Marketing, 1: 1-20. Greenwich, CT:
JAI Press.

Rogers, Kathryn S. 1986. U.S. Coal Goes Albroad: A Social Action Perspective on Interor-
ganizational Networks. New York: Pracger.

Root, Franklin R. 1978. International Trade and [nvestment, Fourth Edition. Cincinnati:
Southwestern Publishing Company.

Rosen, B.N., Jean J. Boddewyn and E.A. Louis. 1989. U.8. brands abroad: An empirical
study of global branding. International Marketing Review, 6(1): 7-19.

Rosson, Peter J. and David Ford. 1982. The relationship between export manufacturers and
overseas distributors. In M.R. Czinkota und . Tesar, editors. Export Management: An
International Context. New York: Pracger.

Ryans, A.B. 1988. Strategic market entry {uctors and market share achievement in Japan.
Journal of International Business Studies, 19(3): 389—409.

Ryans, John K. Jr., Saced Samiee and J. Wills. 1985. Consumerist movement and advertis-
ing regulation in the international environment; Today and in the future. European
Journal of Marketing, 19(1): 5-11.

Scherer, Frederic M. and David Ross. 1990, {ndustrial Market Structure and Economic Per-
formmance, Third Edition. Boston: Houghton Miftlin Company.

Seringhaus, F.H. Rolf and Guenther Botschen. 1991. Cross—national comparison of export
promotion: The views of Canadian und Austrian companies. Journal of International
Business Studies, 22(1): 115-133.




References 66

Sheth, Jagdish N. 1992. Emerging marketing strategies in a changing macroeconomic envi-
ronment. International Marketing Review.

Sheth, Jagdish N. and Abdolrezza Eshghi, editors. 1989. Global Markeling Perspectives.
Cincinnati: Southwestern Publishing Company.

Sheth, Jagdish N, David M. Gardner and Dennis E. Garrett. 1988. Marketing Theory: Evo-
lution and Evaluation. New York: John Wiley & Sens.

Spekman, Robert E. and Kirti Sawhney. 1990. Toward a Conceptual Understanding of the
Antecedents of Strategic Alliances, Report no. 90-114. Cambridge, MA: Marketing Sei-
ence Institute.

Stern, Louis W. and T. Reve. 1980. Distribution channels as political economies: A frame-
work for comparative analysis. Journal of Marketing, 44(Summer): 52-64.

Stopford, John and Louis T. Wells. 1972. Managing the Multinational Enterprise. London:
Longmans.

Teece, David J ., editor. 1987. The Compelitive Challenge. Strategies for Industrial Innova-
tion and Renewal. Cambridge, MA: Ballinger.

Therelli, Hans B. 1986. Networks: Between markets and hierarchies. Strategic Manage-
ment Journal.

Thorelli, Hans B., J.S. Lim and J. Ye. 1989. Relative importance of country of origin, war-
ranty and retail store image on product evaluations. International Marketing Review,
6(1): 35-46.

Thorelli, Hans B., Helmut Becker and J.L. Engledow. 1975. The Information Seekers—An In-
ternational Study of Consumer Information and Advertising Image. Cambridge, MA:
Ballinger.

Toyne, Brian. 1989. International exchange: A foundation for theory building in interna-
tional busines. Journal of Internalional Business Studies, 20(1): 1-17.

Tse, D.K., Kwang Lee, [. Vertinsky and Donald A. Wehrun. 1988. Does culture matter? A
cross—cultural study of executives' choice, decisiveness and risk adjustment in inter-
national marketing. Journal of Marketing, 52(October): 81-159.

Walters, Peter G. P. 1986. International marketing policy: A di ion of the standardiza-
tion construct and its relevance for corporate policy. Journal of International Business
Studies, 17(2): 55-69.

Waluszewski, Alexandra. 1989. Framvixten av en ny massateknik-en utvecklingshistoria.
Department of Business Studies, Uppsala University, dissertation.

Wells, Louis T., Jr. 1968. A product life cycle for international trade. Journal of Marketing,
32Wuly): 1-6.

Wiedersheim—Paul, Finn, Hans C. Olson and Lawrence S. Welch. 1978. Pre—export activity:
The first step in internationalization. Journal of International Business Studies, 3(1):
47-58.

Williamson, Oliver E. 1985. The Economic Institutions of Capitalism. New York: The Free
Press.

Yip, George S. 1989. Global strategy. In a world of nations? Sloan Management Review,
31(Fall): 290-41.

Yoshino, Michael Y. 1976. Japan's Multinational Enterprises. Cambridge: Harvard Uni-
versity Press.




