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Chapter 2: Contemporary global marketing
Journal Article 1: Ahi, A., Baronchelli, G., Kuivalainen, O., & Piantoni, M. (2017). International market entry: How do small and medium-sized enterprises make decisions? Journal of International Marketing, 25(1), 1–21.
Abstract
Choosing the right international market entry mode is of utmost importance for an internationalising firm. However, there is a lack of analysis concerning the decision-making process (DMP), specifically with regard to small- and medium-sized enterprises (SMEs). The authors study the DMP among SMEs intent on entering international markets and how it affects each firm’s international market development strategy. Using six cases based in Finland and Italy, the authors develop a model of the SME DMP. Their results imply that the DMP evolves and goes through various phases. By focusing on the post-entry phase, this study enhances knowledge on decision-making frameworks by linking the traditional international marketing literature related to initial entry mode with ‘mainstream’ international business literature. Furthermore, the study reveals that SMEs adopting a more rational DMP are more likely to succeed in foreign markets, and consequently, it demonstrates the importance of real options reasoning as a theoretical lens for making entry mode decisions in the context of SMEs.

Journal article 2: Ghosh, C. (2017). A study on-evaluating marketing strategies adopted by home appliance for economic development in India. International Journal of Social Sciences and Humanities, 1(1), 9–15.
Abstract
The domestic consumer electronics and durables sector have witnessed a substantial growth over the last few years. This sector plays an important part in the economy of the country and provides employment to millions of people, more importantly to a large number of women in the country. Giving consumers greater bargaining power which in turn has forced particular product to devise strategies that they consider suit the ever-changing marketing environment in order to be competitive and it’s for reason that this study evaluated promotion, price variation, location and improved customer as strategies adopted for competitive edge and identify a strategy with greater returns. India can emerge as the future manufacturing hub for the region, provided there is adequate focus and support from the Government for this sector.

Journal Article 3: Llonch-Andreu, J., López-Lomelí, M. Á., & Gómez-Villanueva, J. E. (2016). How local/global is your brand? A technique to assess brand categorisation. International Journal of Market Research, 58(6), 795–813.
Abstract
This article contends that the logical way to classify brands is to use a methodology based on consumer perceptions rather than academic/practitioner criteria, and that this may enable managers to more accurately define brand marketing strategies for current brands or re-launch efforts. It tests this theory using a quantitative instrument to assess consumer perceptions of local/global brand categorisation, with representative samples. Currently, most of the literature relating to the different typologies of brands (global, local, etc.) has been founded on academic/practitioner categorisations based on objective criteria. Consumers, on the other hand, do not know these categorisations based on objective criteria and may well see the brands differently. Existing research to categorise brands from the consumer's perspective has been conducted with qualitative techniques using small samples, meaning the results obtained are difficult to generalise. This article relies on the results of an empirical research study based on a survey carried out among Mexican consumers using a new methodology that follows the suggested categorisation principles of Steenkamp and De Jong (2010). The results provide an actual categorisation of leading brands into ‘global’, ‘local’, ‘glocal’ and ‘functional’, based on consumers' perspectives, and reveal important differences in the categorisation of brands versus the traditional approaches found in the literature.

Journal article 4: Wood, M. (2016). Social marketing for social change. Social Marketing Quarterly, 22(2), 107–118.
Abstract
This article explores the role of social marketing in achieving health equality and social change in the context of obesity, one of the most serious global public health issues we face today. Social marketing has traditionally taken a downstream focus, targeting individuals to change their behaviour. This article takes a critical perspective, supporting moves towards upstream social marketing and applying a socioecological model to social marketing theory. At the macrolevel, the marketing activities of some companies and social–economic environment mean it is difficult for some consumers to make healthy choices—for example, food and drink. At the microlevel, there is robust evidence parenting style and quality of preschool education during the critical early years’ period of child development profoundly influences long-term health and life outcomes. Ecological models enable social marketers and policy-makers to understand which interventions are likely to reduce inequality through sustainable, holistic positive behaviour change compared with short-term, issue-based programmes.
