Dear Readers:

 

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

 

(1)    “Extra! Newspapers across the Globe are Not Dead…Yet,” a guest column, written by Dr. Jorge Villegas, Assistant Professor of Business Administration at University of Illinois at Springfield
 
(2)   Highlights from the Journal of International Marketing’s Special Issue on Innovation in the Global Marketplace.
 
(3)   Resources for research and teaching, including article links about changes to India’s census form, nation branding at the 2010 World Expo, Interbrand’s 2010 Top Global Brands list, Japan’s currency issues, and Wal-Mart’s market entry into South Africa.
 
(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
 
EXTRA! NEWSPAPERS ACROSS THE GLOBE ARE NOT DEAD…YET
 
Jorge Villegas, Assistant Professor of Business Administration, University of Illinois at Springfield
 

When we need to talk about advertising in a global or international marketing course, we might simply extrapolate the horrors that are happening in US traditional media. For example, newspapers in the US, as the bellwether of the woes of traditional media, show an 80% drop of advertising revenue from 2004 to 2009 according to data from the Newspaper Association of America (NAA). After looking at this trend we might be tempted to shun the power of print media and focus our lecture on Internet-based media. However, what are the trends in other countries, particularly less developed countries? Where are the advertising investments being reallocated globally?

 

Obtaining international data to answer these questions is a complicated process that requires patience, knowledge, and resources. Unfortunately, I don’t have much of these. If I had a research budget I could have obtained from WARC or ZenithMedia data that would answer these questions right away.  Since I wanted to answer  the questions on the cheap, I used data obtained from the series of articles presented each year by WARC in the  International Journal of Advertising, a presentation by the Confederacion de la la Industria de la Comunicacion Mercadotecnica from Mexico, and  a report about advertising in Latin America published by the UK magazine Campaigns. I used Mexico and Brazil as proxies for countries with more limited resources since they are two of the most important markets in Latin America. Another limitation of international data is the difficulty to get current data so my analysis runs from 2003 to 2007. The trends that I present here should be even more pronounced when new data become available since in the last three years we have witnessed the explosion of the Internet as an advertising medium and the cratering of advertising spend in print media. For example, the drop of advertising dollars from 2003 to 2007 in US newspapers was “only” 10% while in 07-09 the fall was 37% according to the NAA.

As the table below suggests, in six out of the seven top advertising nations, the comparative importance of newspapers in the advertising landscape has suffered reductions that range from 5% to 27%. In contrast, in Mexico the importance of newspapers as a medium dropped just 2% and in Brazil a more considerable 10%.  These data are not very surprising since in Brazil and Mexico newspapers like Folha de Sao Paulo (circulation of 1,200,000) and El Universal (circulation of 170,000) are besides excellent advertising options, important players of the political and societal agenda of their countries that are widely read. 

Can we say that it’s the end of the traditional print media in our international or global marketing courses? Shall we bid our goodbye to newspapers as a medium? The long term forecast by companies like WARC suggest a slow deterioration of print across the globe and huge growth for the Internet but this shift, as the data suggest,  is going to be experienced at different speeds across the globe.   So the answers for the questions are no. At least, not yet. 

	 
	% of Ad Spending in Newspapers
	Change
	% of Ad Spending
	Internet Penetration

	
	2003
	2004
	2005
	2006
	2007
	03-07
	Internet
2007
	2009

	USA
	31
	27
	27
	25
	25
	-19%
	13
	76

	Japan
	26
	24
	24
	23
	19
	-27%
	10
	76

	UK
	40
	36
	32
	31
	31
	-23%
	19
	76

	Germany
	44
	41
	41
	40
	42
	-5%
	4
	75

	France
	23
	22
	22
	23
	25
	9%
	5
	69

	Italy
	22
	18
	18
	18
	20
	-9%
	4
	51

	Canada
	38
	33
	32
	31
	32
	-16%
	11
	75

	Mexico
	13
	12
	12
	12
	13
	-2%
	2
	25

	Brazil
	18
	17
	17
	16
	16
	-10%
	2
	36



Data obtained from: International Journal of Advertising, Confederacion de la la Industria de la Comunicacion Mercadotecnica, Campaigns, and Editor & Publisher. 
 
 
JOURNAL OF INTERNATIONAL MARKETING HIGHLIGHTS
December 2010 Special Issue: Innovation in the Global Marketplace (www.marketingpower.com/jim)
Realizing Product-Market Advantage in High-Technology International New Ventures: The Mediating Role of Ambidextrous Innovation
Mathew Hughes, Silvia L. Martin, Robert E. Morgan, and Matthew J. Robson
Full Text
Going Global With Innovations From Emerging Economies: Investment in Customer Support Capabilities Pays Off
Susanna Khavul, Mark Peterson, Drake Mullens, And Abdul A. Rasheed
Full Text
Global R&D Network and Its Effect on Innovation
Changsu Kim and Jong-Hun Park
Full Text
Extending the Environment-Strategy-Performance Framework: What Are the Roles of MNC Network Strength, Market Responsiveness, and Product Innovation?
Ruby P. Lee
Full Text

Managing Knowledge for Innovation: The Role of Cooperation, Competition and Alliance Nationality  
Haisu Zhang, Chengli Shu, Xu Jiang, and Alan J. Malter
Full Text
 
RESEARCH AND TEACHING SUPPORT
 
Below are articles of use in your global marketing courses.

 

( India Shifts Policy, Adding Caste Query to 2011 Census 
The Indian government decided to poll all of its citizens on their caste for the first time in 80 years in a major policy shift on the controversial issue. This piece could generate interesting class discussion on culture, segmentation, and social marketing.  Read about it here: http://online.wsj.com/article/SB10001424052748703960004575481690129581902.html?mod=djemITP_h. (September 10, 2010)
 
( Nation Branding at the 2010 World Expo: A Matter of Balance 
This month, Brandchannel, the daily branding newsletter, published this short report and commentary on the Shanghai National Expo 2010 by Jian Jay Wang, Associate Professor, University of Southern California, Annenberg School of Journalism.  Dr. Wang argues, “…for the millions of Chinese, for whom international travel is still a luxury they cannot afford, visiting the Expo has become a once-in-a-life time chance to get a glimpse of other countries epitomized in the national pavilions. The potential cultural impact can certainly be vast.”  Dr. Wang interviewed over a dozen national pavilions at the expo and in this report he highlights several tradeoffs countries have to deal with in their presentations about their national brand.  Discussing his findings could be a good way to stimulate discussion about national branding issues.  You can read the report here: http://www.brandchannel.com/brand_speak.asp?bs_id=249.  You can also visit the Shanghai Expo 2010 web site here: http://en.expo2010.cn/. (September 10, 2010)
 
( Interbrand’s 2010 Best Global Brands
Interbrand has released its 11th annual ranking of the world’s best global brands.  There have been many changes this year (including the elimination of BP from the list), and a class discussion about the current ranking could provide students with an opportunity to apply their knowledge of branding issues.  You can read a summary of the major changes here: http://www.brandchannel.com/home/post/2010/09/15/2010-Best-Global-Brands.aspx.  You can read about the report’s methodology and download a full-text report here: http://www.interbrand.com/en/best-global-brands/Best-Global-Brands-2010.aspx  But -- best of all -- you can print out a copy of Interbrand’s 2010 Top 100 Global Brands poster and distribute it for class discussion.  Download it here: http://www.brandwizard.com/Best_Global_Brands_2010_Poster.pdf.  (September 15, 2010).

 
( Japan Pushes Down Yen
The Japanese government jumped into currency markets for the first time in more than six years, intervening to try to stem the yen's sharp rise.  A report can be found here: http://online.wsj.com/article/SB10001424052748703376504575492612157211210.html?mod=djemITP_h.  You may also enjoy showing one (or both) of two short videos that the Wall Street Journal produced discussing this event.  In the first, WSJ's Mariko Sanchanta and Yuka Hayashi discuss the timing and political implications of this move.  You can view that one here:  http://online.wsj.com/video/japan-currency-intervention/65061CD7-2EA4-483A-B491-39202979565F.html?mod=djemMostPopVideo_h.   In the second, the implications of the government’s move for the Japanese economy are discussed.  You can view it here: http://online.wsj.com/video/japan-sells-yen-for-first-time-in-six-years/A4F3F51A-1D5D-4450-8D07-67F8844F7C07.html?mod=djemMostPopVideo_h. (September 14, 2010)

 

( Wal-Mart Bids $4.6 Billion for South Africa's Massmart
This acquisition would enable Wal-Mart to expand in the sub-Saharan African market before the entry of international rivals such as Carrefour SA, Tesco PLC, and Metro AG. Learning from its bitter experience in South America, Wal-Mart has recognized that a first-mover can have a competitive edge in international retailing. Wal-Mart's bid to buy Massmart has several risks that are discussed in the article.  This is an excellent application of many concepts you might discuss with your class about market entry.  You can read it here: http://online.wsj.com/article/SB10001424052748704654004575517300108186976.html?mod=djem_jiewr_IB_domainid. (September 28, 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
 

 11th International Forum on the Sciences, Techniques and Art Applied to Marketing, Academy and Profession: “Innovation and Customer Satisfaction”

This forum is a meeting point among professors, researchers and doctoral students, for the exchange of ideas and experience about Innovation and Customer Satisfaction. The Forum provides an interdisciplinary opportunity on this subject from different areas, such as: higher education, tourism and hospitality, travel, leisure and sport, protected areas and national parks, marketing, management, communication, public organizations, economy, sociology, psychology, etc. Submissions, theoretical or empirical, full competitive papers and working papers are welcome. Papers must be written in English or Spanish. Papers written in Spanish must have both the title and the Abstract written in English and Spanish. Papers should be sent by e-mail in Microsoft Word for Windows (Version 6 or higher) to: marketeo@ccee.ucm.es.  Each author is allowed to sign two papers maximum. The number of authors of each paper must not exceed three. Acceptance of a paper means that at least one of the authors must pay the inscription fee and presents the paper at the Forum. The deadline for submission of papers is October 9th 2010. Acceptance, rejection or suggested modifications of papers will be notified to the authors before October 22nd 2010. The Forum will take place in Complutense University of Madrid, Spain. For general information please visit: http://www.ucm.es/info/forumint.

Submission Deadline: October 9, 2010
Forum Schedule: November 25-26, 2010
 

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, 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 me.



-- 
Liesl Riddle, Ph.D.
Associate Professor of International Business & International Affairs
Co-Director, Diaspora Research Program: http://www.gwu.edu/~elliott/research/programs/diaspora/
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Washington DC 20052
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