Dear Readers:

 

Happy New Year!  May 2011 bring you adventure, joy, and excitement!  I look forward to seeing you at AMA events this year!

 

In this Global SIG monthly newsletter edition, you will find:

 

(1)    A message from the Global SIG chair, Dr. Kate Gillespie, from The University of Texas at Austin.  
 
(2)   Information about the AMA Winter Educators’ Conference in Austin Texas, February 18-20.
 
(3)   Resources for research and teaching, including article links about
         Brand growth in Africa, 
         Heineken’s new bottle – sold everywhere but America,
         Upcoming liberalization in India’s retail sector,
         Selling health food to China,
         Revival in Turkey’s wine industry,
         How the iPhone’s supply chain illustrates problems with trade statistics,
         Product placement now allowed in UK TV programs, and
         US Muslims as a new consumer niche segment.
 
(4)   Calls for papers and other Global Marketing SIG information.
 
Best regards,

Liesl Riddle, PhD

Associate Professor of International Business, The George Washington University, School of Business, Email: lriddle@gwu.edu Phone: +1.202.994.1217

 
GUEST COLUMN
 
MESSAGE FROM OUR GLOBAL SIG CHAIR
Dr. Kate Gillespie, Associate Professor, Department of Marketing, The University of Texas -Austin
 
Another New Year and once again out with the old and in with the new. Well, at least in global marketing. I have a wonderful colleague in our Accounting Department who is the long-time author of a renowned textbook in government accounting.  Every three years his publisher makes him update the book for a new edition. According to him this is a very easy job, because nothing changes in government accounting. This isn’t true for global marketing. It seems like everything changes. 

I recently read an article in the Wall Street Journal entitled ‘Inflation Adds to Pressure for Stronger Yuan.’ It seems like only yesterday when an uptick in inflation in a developing country foreshadowed a devaluation of the country’s currency and not a revaluation. Remember when state-owned enterprises (SOEs) had gone the way of the dinosaurs? Now SOEs are back in new and exciting forms, emerging from China as global competitors. And with traditional markets in the doldrums, alcohol producers are apparently pouring into ‘non-traditional’ markets such as Muslim Turkey, despite an Islamic edict forbidding the consumption of alcohol. 

Then there is the evolution of important markets. In the mid-80s it was the Triad—Japan, Western Europe and the USA. At that time, these markets not only accounted for 50 percent of consumer spending, they were home to all the important global competitors back when the concept of global competition was new.

But the Triad-centric view didn’t last for long. Japan’s third of the Triad was soon expanded to encompass other high growth Asian markets, especially as growth in Japan slowed. The Soviet Union broke up, and we faced the question of what to do with Eastern Europe and Russia. Many Eastern European states strove to dismiss the old concept of Eastern versus Western Europe and stood in line to eventually take their place in an expanded European Union. Now an unexpanded European Union is showing growing pains. 

Today multinational recessions are sadly the norm. But in the early nineties we were surprised when all Triad countries went into recession at the same time. This was the tipping point to the rediscovery of emerging markets. The US government created an annual list of Big Emerging Markets or BIM. The list varied a bit year to year but was dominated by the large population markets of Asia (China, India, Indonesia, South Korea, and Malaysia) along with the South American giants of Brazil and Mexico. Sometimes Russia, Saudi Arabia, or South Africa made the list, possibly as a nod to the world outside Asia and Latin America.

But ten big countries proved too much to handle, and BIM was replaced by BRIC (Brazil, Russia, India and China). Some old BIMs didn’t like this, and Korea fans soon declared BRIC to be BRICK. And Penguin Classics expects to bring English literature in translation to BACK—Brazil, Arab World, China and Korea. How long will BRIC/BRICK/BACK last? China and Russia are facing demographic disasters. A collapse in their birth rates likely assures that the populations in both countries will become old before they become rich. Talk about new. That is a phenomenon we have never seen before. 

And like all great paradigms of national groupings, even BRIC has its exceptions. For example, if you have students who plan to go into counterfeiting (or fight it), the four top markets for counterfeits are not Brazil, Russia, India and China—though there is some overlap. Half of all losses by US companies to counterfeits can be attributed to four countries—China, Russia, Italy, and Mexico. This presents us with a new multinational market acronym—CRIME. But like all other national groupings it’s probably ephemeral.

I hope to see many of you at the Winter AMA Educators Conference in February in my home town of Austin, Texas.   May you all have a wonderful and ever-changing New Year!
 
AMA ANNOUNCEMENT
 
2011 AMA WINTER EDUCATORS’ CONFERENCE – AUSTIN, TEXAS – FEB 18-20
 
New Dates and Times
 Conference Sessions Begin:  Friday, 1:30pm 

“Welcome” Reception and Poster Session: Friday, 5:00-7:00pm

SIG Breakfast: Saturday, 7:30-8:30am

SIG Receptions: Saturday, 5:00-6:00pm

Saturday night Event and Poster Session: Saturday, 6:00-7:30pm

Ice Cream Social and Poster Session: Sunday, 2:30-3:15pm

Conference Ends: Sunday, 5:00 pm

 

Please register at   www.marketingpower.com/wintered
 
RESEARCH AND TEACHING SUPPORT
 
Below are articles of use in your global marketing courses.

 
             Next Up for Brand Growth: Africa
Coca-Cola intends to spend about $12 billion in Africa over the next ten years, Nestle will invest around $1 billion in three years, and Wal-Mart is bidding on Massmart, a South African retailer.  This Brandchannel article discusses the brand challenges and opportunities in the African continent and includes a fun Coca-Cola advertisement.  You can read more about it here: http://www.brandchannel.com/home/post/2010/12/01/Brands-Focus-on-Africa.aspx  (December 1, 2010).  

 


“Heineken’s New Design Sticks Its Neck Out – Everywhere But America”
Heineken is producing a new bottle for its flagship beer product: a longneck bottle, which reveals a nightclub-ready hidden design by black light.  The new packaging will appear in all 170 markets in which Heineken is sold – EXCEPT the United States.  Why?  Americans associate longneck bottle designs with domestic beer brands.  Heineken intends on keeping the short-neck bottle in the US market to insure it communicates its higher-prestige, import brand status.  You can see an advertisement for the new packaging and read more about it here: http://www.brandchannel.com/home/post/2010/12/07/Heineken-Bottle-Redesign.aspx (December 7, 2010)  You can also show clips of Heineken’s new global ad campaign designed around the theme “Open Your World,” which also introduces the company’s new bottle.  You can view the clips here: http://www.brandchannel.com/home/post/2010/12/17/Heineken-The-Entrance.aspx (December 17, 2010)

 
 “India to Relax Retail Restrictions Soon”
India is planning to liberalize its retail-investment cap.  These reforms would offer U.S. and European companies a route into India's $444 billion retail sector so they can market their products to India's fast-growing middle class and benefit from the country's nearly 9% economic growth.   You can read more about the possible reforms here: http://online.wsj.com/article/SB10001424052748703296604576005371515164908.html?mod=djemWMPIndia_h (December 7, 2010)

 
 “Selling Health Food to China”
In China, where diabetes, cancer and other chronic illnesses are on the rise, people are growing more health conscious, creating a fast-growing market for companies selling health foods. Food-product giants such as Nestlé SA and PepsiCo Inc. have begun introducing foods that have a traditional Chinese folk-medicine twist. Among the ingredients the multinationals are using: wolfberry plants, chrysanthemum teas and tremella, a fungus commonly thought in China to help improve the skin, strengthen bones and control weight.  You can read more about it here: 

http://online.wsj.com/article/SB10001424052748703678404575637421610979434.html?mod=djem_jiewr_MK_domainid (December 14, 2010)

 

 “A Revival in Turkish Wine”
Most people do not think of Turkey as a wine-making powerhouse country.  But the industry is growing in this emerging market.  This CNN video explores the challenges and opportunities facing the Turkish wine industry.  It would be a nice video to show in class when discussing country-of-origin issues.   Check out the video here: http://www.cnn.com/video/#/video/world/2010/12/14/verjee.ilist.turkey.wine.cnn?hpt=Sbin
(December 15, 2010)

 

 “Not Really ‘Made in China’: The iPhone’s Complex Supply Chain Highlights Problems with Trade Statistics”
Traditional ways of measuring global trade fail to reflect the complexities of global commerce where the design, manufacturing and assembly of products often involve several countries. Taking the popular iPhone product as an example, this Wall Street Journal article demonstrates how trade statistics often create a distorted picture of trade imbalances.  The article includes an excellent graphic for use in class discussion.  You can read the full article here: http://online.wsj.com/article/SB10001424052748704828104576021142902413796.html?mod=djemITP_h (December 15, 2010)
 
 “Product Placement to be Allowed in UK TV Programs”
Product placement will be allowed in U.K. television programs for the first time ever beginning February 28, 2011.  You can read more about the new legislation here: http://online.wsj.com/article/SB10001424052748703886904576031321373225178.html?mod=djemITP_h (December 21, 2010)
 
 “US Muslims: New Consumer Niche”
The worldwide market for Islamically permitted goods, called halal, has grown to more than half a billion dollars annually. Ritually slaughtered meat is a mainstay, but the halal industry is much broader, including foods and seasoning that omit alcohol, pork products and other forbidden ingredients, along with cosmetics, finance and clothing.  While many companies have targeted this segment in Europe, this segmentation approach in the US market is a new phenomenon.  You can read more about it here: http://news.yahoo.com/s/ap/20101227/ap_on_bi_ge/us_the_muslim_consumer (December 27, 2010).
 
 
CALL FOR PAPERS
 
Special Issue of Journal of International Marketing:  Review Articles
The Journal of International Marketing wishes to publish articles that both (1) rigorously review the current state of international marketing thought in international marketing areas and (2) provide guidance for future research and practice in these areas. Articles can employ any number of approaches, inclusive of, but not limited to, theoretical review, structured reviews of literature areas, and meta-analytic reviews. View the full CFP at: http://www.marketingpower.com/AboutAMA/Documents/JIM%20CFP%20Review%20Articles.pdf. Questions pertaining to the CFP should be directed to: David A. Griffith, Editor, Journal of International Marketing, Department of Marketing, The Eli Broad Graduate School of Management, Michigan State University, N370 North Business Complex, East Lansing, MI 48824-1112, U.S.A. E-mail: griffith@bus.msu.edu.

Submission Deadline: Open Call – no deadline
 

Special Issue of Journal of World Business: “Global Business Sustainability and Competitiveness: The Role of Corporate Branding, Corporate Identity and Corporate Reputation”
Various authors, researchers and practitioners have, to some extent, addressed key known variables that impact upon an organization’s competitiveness and sustainability worldwide.  However, one area of research that has not been addressed extensively is the role of corporate branding, corporate identity and corporate reputation in how organizations construct themselves within the current global environment and its challenges. It is important to emphasize here that there are many enterprises in different parts of the world whose performance is directly associated with the three research areas identified.  However, the international business and marketing domain lacks the theories that discuss the contributions and criticality of corporate branding, corporate identity and corporate reputation of international firms in global markets.  This special issue will focus around strong theoretical, methodological and managerial aspects of business processes, thereby giving it a long-term vision for sustainability. The Guest Editors welcome papers with original perspective and advanced thinking linked to these three areas of research.  Submissions will be assessed through a double-blind peer review process, and should offer suitable innovative insights based on rigorous and thoughtful conceptualization, literature review, empirical studies and case studies. All manuscripts should follow the general author guidelines for Journal of World Business. Manuscripts should not have been previously published or be under consideration by other journals. Please submit your paper electronically to each of the JWB Special Issue Editors: TC Melewar, t.c.melewar@live.co.uk,, Suraksha Gupta, s.gupta@mdx.ac.uk; Michael Czinkota, CZINKOTM@georgetown.edu.

Submission Deadline: January 15, 2011
 

Consortium for International Marketing Research Conference: “Marketing Issues in the Global Supply Network: Theoretical and Empirical Directions for Future Research”
The 2011 CIMaR conference will be held at Georgia State University in Atlanta, Georgia on April 6-9, 2011. CIMaR is a key networking opportunity for established and junior scholars in international marketing, and the annual conference serves as the major venue to exchange ideas and meet new colleagues with shared research interests.   Participants not only present and debate current research efforts, but also initiate collaborations with other conference attendees.  Full manuscripts and abstracts of proposed research on all marketing aspects of global business activity, including papers discussing marketing issues relevant to the global supply network are welcome.  Conference chair: Dr.Daniel Bello and Conference coordinator: Dr. Ihsen Ketata , Georgia State University-CIBER. Information available at the website: http://robinson.gsu.edu/ciber/events/index.html.

Submission Deadline: January 15, 2011
 

Special Issue of Journal of Marketing Channels:  “Marketing in China: Opportunities with Challenges to Traditional Western Marketing Theory and Practice”
The importance of the People’s Republic of China (PRC) as a marketing partner continues to grow for Western retailers and business-to-business marketers. However, it appears that there are many areas where marketing theory and practice, largely developed in the West, does not seem to fully apply to these consumers, retailers, and distribution channels, despite efforts at adaptation by all concerned. The Journal of Marketing Channels is planning a Special Issue on “Marketing in China: Opportunities with Challenges to Traditional Western Marketing Theory and Practice” to open a new dialogue focused on cross-cultural issues surrounding these fundamentally different Western and Chinese marketing environments. Overall, in light of aspects of the cultural, social, legal, regulatory, and infrastructure frameworks that presently exist in the PRC, how might Western or Chinese retailers adapt their practices to better meet the needs of Chinese consumers, whether those consumers are in larger metropolitan areas with well-developed infrastructure or in more rural settings where fully modern channel structures may be lacking? Prospective papers should focus on issues surrounding marketing between trading partners and the PRC and/or marketing and distribution within the PRC. Submissions should be theory grounded, focus on one or more of the sub disciplines of marketing, and strongly contribute to marketing theory and practice. Papers may either be theoretical or empirical, though strong empirical approaches are preferred. Instructions for authors may be found at http://www.tandf.co.uk/journals, click on “Instructions for Authors.” Submissions should be sent to the special issue Guest Editor, Dr. Neil Herndon (Email: JMCspecialisssue@hotmail.com) in digital form by January 31, 2011

Submission Deadline: January 31, 2011
 

Special Issue of the Journal of the Academy of Marketing Science: “International Competitiveness”
What makes some organizations more competitive than others in the international marketplace? Is the “international competitiveness” of these organizations driven by structural properties, strategic elements, tactical implementation, opportunistic behavior, or a combination of one of more of these and/or myriad other potential components? Marketing’s contribution to the scholarly dialogue about what makes some organizations internationally competitive is important and potentially unique. In a global marketplace, which is converging in tastes and market segments in some respects and diverging in others, marketing has an opportunity to be in the forefront of scholarship.  The special issue on international competitiveness aims to publish papers that will shed greater insights into how marketing can help describe, explain, and predict issues within the scope of organizations being internationally competitive. Firm competitiveness in an international context can be assessed at various levels where marketing phenomena can be of strong influence. Some examples of these levels include: unit, profit center, firm, venture, strategic group, industry, country, and world region. The special issue targets any level(s) of international competitiveness, as long as the core focus is marketing phenomena which are related to a firm’s competitiveness in the international marketplace (including organizational units, profit centers, etc.).  To address these issues, the Journal of the Academy of Marketing Science is issuing a call for papers for the purpose of advancing marketing knowledge on firm competitiveness in the global marketplace. In terms of content, papers may be either conceptual or empirical in nature and pursue either theory-building or theory-testing. In terms of methodology, papers may be based on empirical techniques (e.g., case, survey, archival research) or on modeling techniques (i.e., optimization or simulation).  Papers that integrate multiple perspectives and/or multiple methodologies are especially encouraged. Papers targeting the special issue should be submitted using the JAMS submission system (www.edmgr.com/jams) and will also undergo the same review process as regularly submitted papers.  Questions pertaining to the special issue should be directed to: G. Tomas M. Hult, Editor,

Anne Hoekman, Managing Editor, Journal of the Academy of Marketing Science, Michigan State University, East Lansing, MI 48864-1121, USA, Phone: +1-517-353-4336, Email: jams@msu.edu,

Submission Deadline: February 1, 2011
 

Special Issue of Journal of International Marketing: “Global Marketing Managers: Addressing Challenges posed by the Changing Global Economy”
Global marketing managers are at the heart of effective strategy execution. Unfortunately, limited research exists to understand the skills, knowledge and strategies that make managers effective, most notably as they face new challenges brought forth by the changing global economy. The global economic crisis has highlighted the importance of managerial skills in re-balancing the global economy. For example, how does one pursue increased output in consumption-driven economies coupled with the pursuit of consumption stimulation in export-oriented economies. These changes require new skills, knowledge and roles of global marketing managers. Similarly, the changes in the global economy may create a need to rethink managerial approaches to issues such as risk, profit, competition, and ownership.  Manuscripts may be conceptual or empirical; all should have direct practitioner relevance. Manuscripts should follow guidelines for the Journal of International Marketing found at: http://www.marketingpower.com/jim and should be submitted at: http://mc.manuscriptcentral.com/ama_jim
Submission Deadline: February 11, 2011
 

Special Issue of Journal of Macromarketing, 2012: “India”
It is generally acknowledged that as part of the BRIC countries, India is one of the four emerging economic powers of the globe.  In this special issue, The Journal of Macromarketing will focus on some recent developments and future trends in India that will be of potential interest to macromarketing scholars as well as practitioners and policy makers.  We invite articles that have research articles that shed light on the Indian economic and marketing scene with local and global perspectives.  Preference will be given to empirical research but theoretical articles are welcome. Please submit completed manuscripts to the Journal’s new manuscript submission site, http://mc.manuscriptcentral.com/jmk no later than February 28, 2011 and indicate that your paper is intended for the special issue. Manuscripts guidelines are available at http://jmk.sagepub.com/. Questions concerning the appropriateness of particular papers should be directed to Special Issue Editor Alladi Venkatesh - Professor, The Paul Merage School of Business, University of California, Irvine(avenkate@uci.edu). The publication date will be late 2012.

Submission Deadline: February 28, 2011
 

Special Issue of International Marketing Review (IMR): “International Marketing, Strategic Orientations and Business Success”
Over the last two decades, we have witnessed a rapid growth in research into strategic orientations in the main-stream, the non-international, and the strategic marketing literatures. However, research into strategic orientations within the international marketing literature is less well developed. Questions abound regarding the benefits for international marketers of adopting various strategic orientations, and the ways in which firms can go about managing their strategic focus in their international operations. The purpose of this special issue is to shed new light on strategic orientations, and their consequences and antecedents, within the international marketing arena. We invite researchers to submit papers on any issue that deals with international marketing and strategic orientations. We do not expect submitted papers to deal with all types of strategic orientation simultaneously: researchers could focus on just one orientation (e.g., export market orientation, international innovation orientation), or could focus on specific components of a strategic orientation (e.g., export customer orientation). We welcome conceptual and empirical pieces. Please submit papers to the IMR special issue on “International Marketing, Strategic Orientations and Business Success” by 31 March 2011. Papers should be submitted via the Manuscript Central online submission system: http://mc.manuscriptcentral.com/imrev (select the correct special issue from the drop-down menu during submission). If you have any questions about the special issue, or would like clarification on whether your paper is suitable for the special issue, contact John Cadogan, the special issue editor: mailto:J.W.Cadogan@Lboro.ac.uk.

Submission Deadline: March 31, 2011
 

 

TEACHING MATERIALS NEEDED 
As educators we are always striving to improve. In an effort to increase the ability of educators to develop best practices for the advancement of global marketing within the educational system the AMA Global Marketing SIG is endeavoring to create a storehouse of teaching materials for those teaching courses related to international/global marketing. Please forward your syllabi, project/exercise ideas, teaching tips, multimedia materials and suggested books to Liesl Riddle at: lriddle@gwu.edu 

 

Teaching materials gathered are being posted at: http://amaglobalsig.msu.edu/teaching.htm
 

AMA GLOBAL MARKETING SIG WEBSITE 
Our SIG website is hosted at Michigan State University (www.amaglobalsig.msu.edu).

For more information about the website, please contact David via e-mail at: griffith@bus.msu.edu.

 

GET MORE INVOLVED 
All members of the AMA Global Marketing SIG are strongly encouraged to become more actively involved in SIG activities. Opportunities for participation abound. The strength of the SIG will grow through participation of the membership. Please become more active. To become more active, please contact any of the members of the Board (http://www.amaglobalsig.msu.edu/about.htm). Members are also strongly encouraged to share articles of interest, valuable teaching tips, and conference announcements for the E-news. Should you have any questions or comments about the AMA Global Marketing SIG or SIG activities, please do not hesitate to contact m

-- 
Liesl Riddle, Ph.D.
Associate Professor of International Business & International Affairs
Co-Director, Diaspora Research Program: http://www.gwu.edu/~elliott/research/programs/diaspora/

The George Washington University
2201 G Street NW, Funger Hall Suite 401
Washington DC 20052
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