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This study explores the role of standardization and coordination in the management of corporate websites. For this purpose, it

empirically confirms the impact of standardization on website management by exploring the role of coordination in corporate web-

site management in terms of global marketing. Through a survey of the corporate website management practices of Japanese inter-

national firms, we empirically test a modified version of the global marketing strategy (GMS) model. That is, companies’ internal

organizational characteristics lead to the standardization of their websites which, in turn, has a positive effect on their marketing

communication, which is intermediated by coordination activities. Further, this marketing communication effect has a positive

influence on companies’ business growth. The results show the role of standardization as a precondition for the coordination of

global website management; that is, the standardization of a corporate website has an incubator effect on the global coordination of

website communication.
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1 INTRODUCTION

Since the advent of the Internet, the barriers to global
communication have decreased. While the launching of a
website provides companies with the opportunity to com-
municate directly with people around the world, the locali-
zation of marketing communication continues to be crucial.
To effectively target overseas customers, companies should
build a website in the respective country’s language and
adapt it to the cultural value systems (Harrison-Walker,
2002). According to a comparative study on companies in
the United States, India, China, and Japan, differences
reflecting the cultural values of each country were observed
on the websites of each company (Singh, Zhao, & Hu,
2005). By contrast, in a comparative study of consumers
from 23 countries, each with different cultures, consumers
perceived the value of the website differently (Steenkamp
& Geyskens, 2000).

In summary, one could say that while websites provide
companies with new frontiers and possibilities to enhance
their global marketing communications, one of the main
challenges is to balance corporate needs for standardization
with market-driven preferences for adaptation of corporate
websites. This study empirically confirms the impact of
standardization on corporate website management in the
context of the global marketing strategy (GMS) model.

2 LITERATURE REVIEW

Our analytical framework is based on the GMS model of
Zou and Cavusgil (1995, 2002). This model has been built
to utilize the advantages of global marketing strategies
(Baba, 2004). In the GMS, standardization is the degree to
which a company applies common marketing activities
across countries, while coordination refers to the extent to
which a company’s marketing activities in different coun-
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tries are planned and executed interdependently on a global
scale (Zou & Cavusgil, 1995, 2002). According to the GMS
a company should attempt to introduce a common market-
ing mix, integrate initiatives, and foster coordination,
instead of developing a diverse marketing mix to adapt to
the local market in each country. In this way, the firm can
reduce overlapping activities and encourage the worldwide
transfer of knowledge. Such efforts create a scale advant-
age, improve the time to market, and enhance the interna-
tional consistency of a company’s image.

Whereas Levitt (1983) identifies the benefits of global
marketing, others have pointed out many obstacles for
standardizing and coordinating marketing strategies world-
wide, such as the enormous variety in languages, cultures,
natural environments, social infrastructure, and legal sys-
tems in international markets (Douglas & Wind, 1987;
Porter, 1986; Viswanathan & Dickson, 2007). A desirable
GMS should be contingent on the differences in external
market and internal organizational characteristics. Refer-
ring to both industrial organization- and resource-based
theories, Zou and Cavusgil (1995) adopt the contingency
perspective. They argue that a global strategy represents an
organization’s response to external industry globalization
drivers and is constrained by the internal organizational
characteristics that affect the organization’s ability to con-
ceive and implement its global strategy. These external
market and internal organizational characteristics are
diverse and vary depending on the industry, product, and
service. Therefore, the extent of global product standardiza-
tion differs according to product areas (Ohmae, 1985).
When these external and internal characteristics are dissim-
ilar, the effect of standardization of marketing activities on
the strategic and financial performance of a company
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should also differ (Schilke, Reimann, & Thomas, 2009). In
other words, the implementation of the standardization and
coordination of a GMS should be considered limited to
cases wherein standardization and coordination are compat-
ible with both external market and internal organizational
characteristics (Zou & Cavusgil, 1995).

Zou and Cavusgil’s (2002) GMS model (Figure 1) is
based on previous studies on GMS. Their model states that
if standardization and coordination are compatible with a
company’s external market and internal organizational
characteristics, the degrees of standardization and coordina-
tion become enhanced in the company’s GMS. This
enhancement has a positive effect on the company’s strate-
gic and financial performance. The model is supported by
an analysis using data from a survey of global manufactur-
ing industries in the United States.

The GMS model has also been adapted to individual
marketing activities. For instance, Townsend, Yeniyurt,
Deligonul, and Cavusgil (2004) apply the GMS model to
product areas. The model in Figure 2 is constructed based
on the GMS model in Figure 1. This model assumes that
both the global product standardization and unification of
the global marketing structure will improve with the imple-
mentation of a company’s global strategy that matches the
company’s external and internal conditions. Both the global
product standardization and unification of the global mar-
keting structure have a positive effect on marketing and
financial performance through the unification of global
product processes. Except for the relationship between
global product processes and marketing performance, the
model is supported by an analysis that uses data from a sur-
vey of multinational companies in the United States.

In a subsequent study, Okazaki, Taylor, and Zou (2006)
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Figure 1 GMS model by Zou and Cavusgil (2002).
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Figure 2 Townsend, Yeniyurt, Deligonul, and Cavusgil’s (2004) model.

Size of the International
subsidiary experience
R Financial
Environmental performance
factors
. Level of Advertising
Strategic factors / standardization effectiveness
Level of control Strategic
performance

Figure 3 Okazaki, Taylor, and Zou’s (2006) model.

apply the GMS model to marketing communication (Figure
3). Their model predicts that a company is more likely to
use a more standardized advertising strategy if its external
and internal conditions are suitable. Such an advertising
strategy will also have a positive influence on the com-
pany’s advertising effectiveness and, thus, on both strategic
and financial performance. Their model is supported by the
results of a survey conducted among Japanese and U.S.
multinational corporations operating in the FEuropean
Union.

The remaining issues of the GMS model are as follows.
First, it has not been verified empirically whether the GMS
model is practical for analyzing the global management of
corporate websites. In the context of global marketing com-
munication, Zou and Volz (2010) note the current litera-
ture’s narrow focus on advertising content. It is thus
necessary to investigate multinational corporate website
management as a key component for a global marketing
communication strategy.

Second, empirical studies that use the GMS do not con-
sider the mutual influence of the individual variables that
together form the standardization and coordination con-

structs. These two constructs, which Zou and Cavusgil
(2002), Townsend et al. (2004), and Okazaki et al. (2006)
substantiate, are treated as one combined variable. In addi-
tion, Schilke et al. (2009) demonstrate that the influence of
standardization on business performance is moderated by
coordination. This implies there may be some correlation
between standardization and coordination. Incorporating
this finding into GMS, we can posit that coordination might
enable a corporate website to leverage its standardization.

Third, prior studies (Okazaki et al., 2006; Townsend et
al., 2004; Zou & Cavusgil, 2002) point out that both inde-
pendent and dependent variables are acquired from a sur-
vey administered to the same respondents, meaning we
cannot rule out the possibility of self-report bias. The
remaining issue is thus the validation of the GMS model
using multiple data sources.

3 MODEL AND HYPOTHESES

As previously mentioned, the purpose of our study is to
empirically explore the effects of standardization, coordina-
tion, and business performance on the global management
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Figure 4 Proposed model.

of corporate websites. Okazaki et al. (2006) provide empiri-
cal support for the GMS model in marketing communica-
tion. Based on their study, we propose a theoretical model
of a corporate website in Figure 4. According to the GMS
model, we predict that the global corporate website strategy
will be an organization’s response to external market and
internal organizational characteristics. These characteristics
can affect the level of global corporate website standardiza-
tion, which enhances the coordination of activities in global
corporate website management for improving the effective-
ness of marketing communication and business perform-
ance.

3.1 Website standardization and external market
characteristics

Website standardization is represented by the uniformity
of format and content in the global management of corpo-
rate websites. Previous studies on GMS propose that
external and internal characteristics affect the level of
standardization in marketing activities (Okazaki et al.,
2006; Townsend et al., 2004; Zou & Cavusgil, 2002). We
predict that companies decide their strategies in response to
the environment. Companies facing a highly homogeneous
and highly competitive environment are likely to adopt a
standardized strategy.

The first external market characteristic is market similar-
ity. The homogeneity of customers and competitors across
markets makes it easy for companies to conduct the global
standardization of their websites. The second external mar-
ket characteristic is the competition level. Under fierce
competition, companies need to increase the frequency of
major changes being made to the website while building a
consistent global image to gain competitive advantage. The
level of competition thus influences the need to adopt
standardization for a corporate website worldwide.

H1: When global market similarity increases, the
global standardization of a corporate website
increases.

H2: When the level of global competition increases,
the global standardization of corporate a website
increases.

3.2 Internal organizational characteristics

Another concept that affects website standardization are
the company’s internal organizational characteristics. The
first is the firm’s cost sensitivity. A firm’s pursuit of cost
savings is likely to lead to standardization of its corporate
website. The second internal organizational characteristic is
the firm’s global strategic orientation. Integrated marketing
communications (IMC) represent a marketing communica-
tion policy that stresses the effect of brand image consis-
tency. The firm’s orientation toward global IMC also would
appear to influence the level of global standardization of
the corporate website.

H3: When the pursuit of cost savings in global market-
ing communication is strengthened within a com-
pany, the global standardization of its corporate
website increases.

H4: When the pursuit of global IMC is strengthened
within a company, the global standardization of its
corporate website increases.

3.3 Coordination

Under GMS, coordination is defined as the extent to
which a firm’s activities in different countries are planned
and executed interdependently on a global scale (Zou &
Cavusgil, 1995, 2002). In this study, we focus on a firm’s



activities regarding corporate websites in different coun-
tries. Overall, it is easier to transfer and utilize the knowl-
edge gained from the firm’s activities in each of its country
markets through the standardization of corporate websites.
Prior studies on GMS have not demonstrated the inter-
relationship between standardization and coordination.
However, we posit that global standardization of a corpo-
rate website has a positive effect on establishing coordina-
tion in website operation and development in different
countries. This is because we assume that knowledge trans-
fer becomes easier when utilizing a standardized format
and execution. If a corporate website shares a basic appear-
ance, major services, and fundamental structures across
country markets, it will be easier for a country’s subsidiary
to utilize the knowledge gained from the operation and
development in other countries. Therefore, an increase in
the global standardization of a corporate website will facili-
tate the transfer of knowledge related to website develop-
ment and operation to improve worldwide coordination.

HS: When the global standardization of a corporate
website increases, its coordination becomes more
active.

3.4 Communication effect and business performance

The increase in website coordination activities should
also have a positive effect on a company’s business growth
through global marketing communication, as it improves
idea generation, reduces cost and time to market, and
improves the worldwide consistency of the company’s
image (Okazaki et al., 2006; Townsend et al., 2004; Zou &
Cavusgil, 2002).

On the other hand, the standardization of global market-
ing communication is said to advance cost reduction and
the formation of a globally unified brand image. However,
for corporate websites, unlike television advertisements,
billboards, and shops, viewers traveling across borders
rarely access sites other than those dedicated to their own
countries. It cannot be expected that unifying corporate
websites worldwide will have a direct effect on global
brand image. Therefore, standardizing corporate websites
worldwide in terms of communication may have an indirect
effect on the company through coordination and unification
of the global brand image, which in turn should contribute
to business growth.

H6: When global coordination of a corporate website
increases, the global marketing communication

effect increases.

H7: When a company’s global marketing communica-
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tion effect increases, global business growth
increases.

4 METHODS

4.1 Measures

Table 1 lists the seven independent and mediator varia-
bles used in this study. All variables were measured using a
five-point Likert scale. This study mainly adopted the items
used by Okazaki et al. (2006), who apply the GMS model
to the marketing communication field. However, they did
not distinguish between the two constructs of standardiza-
tion and coordination in their model. Therefore, we referred
to the relevant items used by Zou and Cavusgil (2002) for
these two constructs. Table 3 provides the details for each
item. The dependent variables were measured using the
sales growth rate, obtained from the financial data of each
company.

4.2 Data collection

We distributed questionnaires to the public relations (PR)
departments and international operations offices of 1,025
Japanese listed companies featured in the spring 2011 edi-
tion of the Kaisha Shikiho (CD-ROM version, published by
Toyo Keizai, Inc.) that fit the following criteria. The com-
panies reported 10% or more of their total sales as foreign
sales, offering websites in at least two languages (i.c.,
Japanese and another). These companies should face prob-
lems regarding standardization and coordination in their
websites” management. We received 110 completed ques-
tionnaires (response rate 10.7%). The respondents returned
their questionnaires by post between March 3, 2012, and
April 10, 2012. Since there were no major issues in any of
the completed questionnaires, we accepted all responses for
analysis.

Of the companies that completed the questionnaire, there
were no instances of questionnaires completed by both the
PR department and international operations office of the

Table 1 Seven constructs

Construct Name Items Reference
Standardization 3 items Zou and Cavusgil (2002)
Coordination 3 items Zou and Cavusgil (2002)
Market Similarity 3 items Okazaki et al. (2006)
Level of Competition 3 items Okazaki et al. (2006)
Cost Saving 3 items Okazaki et al. (2006)
Global IMC 3 items Okazaki et al. (2006)
Communication Effect 3 items Okazaki et al. (2006)
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Table 2 Industry breakdown of the 110 respondent companies

Industry Number of Companies %
Manufacturing—Textiles, Glass, Rubber and Paper 6 5.5%
Manufacturing—Pharmaceutical and Chemical 12 10.9%
Manufacturing—Electrical Equipment 20 18.2%
Manufacturing—Machinery and Precision Instruments 22 20.0%
Manufacturing—Transportation Equipment 10 9.1%
Manufacturing—Steels and Other Metals 9 8.2%
Manufacturing—Construction 5 4.5%
Manufacturing—Other Manufacturing 11 10.0%
Manufacturing Total 95 86.4%
Service Industry—Wholesale and Retail Trade 9 8.2%
Service Industry—Finance and Insurance 1 0.9%
Service Industry—Land, Sea, Air Transportation and Warehousing 3 2.7%
Service Industry—Information and Communication 0 0.0%
Service Industry—Other Services 1 0.9%
Service Industry Total 14 12.7%
No Response 1 0.9%
Total 110 100.0%

same company. Table 2 shows an industry breakdown of
the surveyed companies. To ensure our sample is free from
bias, we performed a Chi-square test, comparing the num-
ber of companies that received questionnaires with the
number of companies that completed them by industry. No
significant differences were found (p > 0.1).

After more than a year since the collection of the ques-
tionnaires, the financial data of the 110 companies that had
completed the questionnaire were collected from the fall
2013 edition of the Kaisha Shikiho (CD-ROM version,
published by Toyo Keizai, Inc.) for the dependent varia-
bles. This study adopts a multiple sources approach to
reduce self-report bias. Of the 110 companies, financial
data could not be obtained for four companies because they
had been delisted at that time; the remaining 106 compa-
nies that had the requisite financial data were used in the
following analysis. The one-year sales growth rates during
the fiscal year from July 2012 to June 2013 were collected.
Additionally, data obtained from the questionnaire regard-
ing sales volume and the business-to-consumer (B-to-C)
sales ratio of each company were used as control variables.

5 RESULTS

5.1 Construct validation
Table 3 shows the mean and standard variation for the
responses to each question. There were no major problems

in terms of ceiling or floor effects. We used Cronbach’s
alpha to test data reliability, and the coefficients for all con-
structs were confirmed to be 0.7 or higher.

Next, we performed confirmatory factor analysis for the
seven constructs (Table 1) within our model (Figure 5) and
calculated the fit index (}* = —208.091, df = 168, p = .019,
goodness-of-fit index [GFI] = .859, comparative fit index
[CFI] = .957, incremental fit index [IFI] = .959, root mean
square error of approximation [RMSEA] = .048). There
were no problems with the RMSEA or CFI. However, the
GFI was inadequate. We attributed this result to the small
sample size. The IFI, which is thought to be independent of
sample size, was found to be acceptable. Some researchers
argue that the GFI is not an accurate method of determining
construct validity and should not be used as a fit index
(Hosino, Okada, & Maeda, 2005, pp. 214-215; Hu &
Bentler, 1998, pp. 448-449). We thus concluded that the
GFI value does not indicate a poor model fit in this case.

For the convergent validity test, we tested all factor load-
ings, which were significant at 0.5 or higher. Finally, we
tested for discriminant validity and calculated the average
variance extracted (AVE) and composite reliability (CR).
The AVE values for market similarity and level of competi-
tion were slightly below 0.5 (Bagozzi & Yi, 1988, p. 82;
Fornell & Larcker, 1981, pp. 45-46). A similar trend was
also observed in the study of Okazaki et al. (2006), which
suggests that this issue may be common to studies based on
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Table 3 Descriptive statistics of constructs

Average Standard Reliability
Construct Name Items o
Value Deviation o
Standardization Our company is using a website with a unified appearance and operational feel (i.e., 276 153 0.87
look and feel) in the market of each country where it operates. ’ ’ ’
The main features and services of the website for our company are standardized in the 243 131
market of each country where it operates. ’ '
Our company has a similar site construct available in each country. 3.02 1.55
Coordination Our company develops the appearance and operating feel of the website for each 230 138 0.83
country by coordinating and cooperating with the bases in different countries. ' ' ’
Our company develops the content of websites destined for various countries by ™ e
coordinating and cooperating with the bases in those countries. ' '
Our company responds to and deals with customers through the websites of each 550 138
country by coordinating and cooperating with the bases in those countries. ' '
Market Similarity There are similar levels of economic development in the countries where our company 238 0.98 071
is operating. ' ' ’
There are similar levels of education and literacy rates in the countries where our 554 Lol
company is operating. ’ '
The main business of our company is facing a similar type of competition in the 3.06 0.96
market of each country. ’ '
Level of Competition ~ Strong competitor companies are present in each country where our company is 497 0.72 0.70
operating. . . .
Market competition is intense in each country where our company is operating. 4.20 0.76
Many competitive companies with the same capabilities are crowding the market in . .
each country where our company is operating. ’ '
Cost Saving Our company would like to reduce costs in each country where its main business is 3.07 0.88 0.85
developing by adopting identical promotions and sales activities. ’ ' ’
Our company believes that it is possible to improve cost efficiency by standardizing 2.9 1.00
promotions and sales activities in each country. ' '
Our company believes that it is possible to reduce global advertising article costs by e Lol
adopting a standardized campaign. ’ '
Global IMC Our company is working predominantly on the integration of marketing 248 100 076
communication activities (IMC). ' ' ’
Our company is planning to respond to the advancement of communication 237 1.00
technology by adopting an identical marketing communication strategy across borders. ’ '
Through cooperation with an advertising agency with a global network, our company 1.89 0.85
has won a competitive advantage. ’ ’
Communication Effect Our company has accomplished internationally the unified image formation of our 3.06 0.92 0.82
own brands. ' ' ’
Our company has successfully formed and strengthened the global image of our own 583 0.94
brand. ’ '
Our global marketing communication activities contribute to achieving company 294 0.97

objectives.

the GMS model. Moreover, this limitation should not affect our model was adequate for analysis. This model includes
the conclusions of this study, as described below. sales volume, B-to-C ratio, and covariance between global
IMC and the strategic cost reduction of global marketing

5.2 Hypotheses testing communication, as control variables. As in the construct
The subsequent path analysis confirmed that the fit of validity analysis in the previous section, the GFI value was
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Figure 5 Proposed model and analysis results. *p < 0.05, **p <0.01

Table 4 Correlations among constructs and their validity

Construct 1 2 3 4 5 6 AVE CR
1. Standardization 0.71  0.88
2. Coordination 0.64 0.64 0.84
3. Market Similarity 0.12 0.05 048 0.72
4. Level of Competition —0.01 0.08 —0.08 047 0.72
5. Cost Saving 0.45 021 021 -0.05 0.67 0.86
6. Global IMC 0.53 038 0.14 —0.04 0.60 0.53  0.77
7. Communication Effect 0.34 048 —-0.10 —0.03 0.06 032 0.61 0.83

low. Nevertheless, the overall results support the validity of
the model (y* = —314.604, df = 245, p = .002, GFI = .812,
CFI =.928, RMSEA = .052, IF1 = .930).

Then, we analyzed the relationships between constructs
to test hypotheses 1-7. A positive relationship at the 1%
significance level was found between the following con-
structs: global IMC and standardization, standardization
and coordination, and coordination and communication
effect. The positive relationships between the communica-
tion effect and business growth were significant at the 5%
level. Therefore, H4-H7 were accepted, whereas H1-H3
were not.

Additionally, we also confirmed that the direct path from
standardization to communication effects in our model was
not supported by our data (y*> = 314.456, df = 244, p = .002,
GFI =812, CF1=.927, RMSEA = .052, IFI = .929).

6 CONCLUSIONS

6.1 Contributions of this study

The purpose of this study was to empirically investigate
corporate website management from the perspective of
global marketing strategy. Although this is an exploratory

research, it reveals some insightful findings. The corporate
website is one component of a total marketing strategy.
Further, standardization becomes a determinant of coordi-
nation. Our data suggest that in the international develop-
ment of corporate websites, coordination increases the
effectiveness of global marketing communications and that
standardization becomes a determinant of coordination.

Among its academic contributions, this study first shows
empirically that the GMS model can be applied to the
global management of corporate websites. When the global
management of a corporate website is compatible with
internal organizational characteristics, website standardiza-
tion enhances the company’s business performance through
coordination and communication.

Second, this study explores the relationship between
standardization and coordination, which has not been hith-
erto confirmed in the demonstration of GMS models. For
the management of a global corporate website, the relation-
ship between standardization and marketing communica-
tion is mediated by the coordination of the website. This
suggests standardization is a precondition of coordination.
By standardizing the marketing format and execution deci-
sions, the dynamics of information exchange are likely to



increase in the organization.

This study also has managerial implications. Companies
that utilize a GMS sometimes face heterogeneity in external
market characteristics. However, this study shows that a
global website strategy is prompted by internal organiza-
tional characteristics. In other words, in the global manage-
ment of a website, a company’s internal intention, which
addresses its strategic efforts to standardize the website,
ultimately increases coordination.

Additionally, this study shows that the standardization of
a corporate website indirectly leads to business growth by
facilitating marketing communication, as mediated by
global coordination. It thus seems that knowledge transfer
may be carried out in a standardized format and that this in
turn also leads to a standardized format and execution of
the corporate website. This indirect effect should be consid-
ered when a company aims for the effective standardization
of its global website. Enhanced website standardization can
thus support coordination, such as through the transfer of
knowledge among subsidiaries in different countries.

6.2 Limitations

Finally, this study has some limitations. In our empirical
analysis, the GFI and AVE of the proposed model were
slightly less than adequate. As this limitation seems to arise
from the small sample size, we might need to include the
additional control variables that have been suggested in
previous global marketing studies (Kotabe & Jiang, 2009).

Unlike previous studies, such as those of Zou and
Cavusgil (2002), Townsend et al. (2004), and Okazaki et al.
(20006), the influence of external market characteristics on
the standardization level was not confirmed. This dissimi-
larity seems to suggest that the global management of cor-
porate websites is different from the global management of
strategies, products, or advertising. Since the corporate
website is an element of marketing communication, its
global management could be influenced more by internal
organization characteristics, especially global IMC, rather
than by external market characteristics. However, it is also
possible that this result may be due to the small number of
observations or the inadequate questions used for measur-
ing the GMS construct. Further research is needed to
address these problems.

Additionally, this study examines only the website man-
agement of Japanese companies. We encourage researchers
to further test our model using a cross-national company
sample and in a marketing context other than that of corpo-
rate websites.

Finally, the appropriateness of this study depends on the
validity of the categorization as ‘global’ of Japanese com-
panies that generate more than 10% percent of their total

1IMD Vol. 3 No. 12019 9

sales abroad. While this criterion may be sufficient to cate-
gorize the companies in question as international or as
internationalizing companies, whether a foreign sales of
more than 10 percent of total sales’ criterion is sufficient to
categorize them as ‘global’ companies needs to be vali-
dated by future research.

ACKNOWLEDGEMENTS OF ASSISTANCE

The authors thank the editors and anonymous IJMD
reviewers for their constructive feedback and suggestions
during the review process. This study was supported by
JSPS KAKENHI Grant Number 2233019.

REFERENCES

Baba, H. (2004). Kokusai maketingu hydjunka—tekidoka furému-
waku no saikochiku [Reconstruction of the international
marketing standardization/adaptation framework]. Kansai
Daigaku Shogaku Ronshii [The Business Review of Kansai
University], 49(2), 73-99.

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural
equation models. Academy of Marketing Science, 16(1), 74—
94.

Douglas, S. P., & Wind, Y. (1987). The myth of globalization.
Columbia Journal of World Business, 22(3), 19-29.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equa-
tion models with unobservable variables and measurement
error. Journal of Marketing Research, 18(1), 39-50.

Harrison-Walker, L. J. (2002). If you build it, will they come?:
Barriers to international e-marketing. Journal of Marketing
Theory and Practice, 10(2), 12-21.

Hoshino, T., Okada, K., & Maeda, T. (2005) Kozo hoteishiki
moderingu ni okeru tekigddoshihyd to moderu kaizen ni
tsuite: tembd to shimyur€shon kenkyt ni yoru aratana chiken
[Fit indices and model modifications in structural equation
modeling: A review and new findings]. Kodo Keiryogaku
[The Japanese Journal of Behaviormetrics], 32(2), 209-235.

Hu, L., & Bentler, P. M. (1998). Fit indices in covariance structure
modeling: Sensitivity to underparameterized model misspeci-
fication. Psychological Methods, 3(4), 424—453.

Kotabe, M., & Jiang, C. X. (2009). Contemporary research trends
in international marketing: The 2000s. In A. M. Rugman
(Ed.), The Oxford Handbook of International Business (2nd
ed.) (pp. 119-192). Oxford University Press.

Levitt, T. (1983). The globalization of markets. Harvard Business
Review, 61(May/June), 92—-102.

Ohmae, K. (1985). Triad Power: The coming shape of the global
competition. Free Press.

Okazaki, S., Taylor, C. R., & Zou, S. (2006). Advertising stand-
ardization’s positive impact on the bottom line: A model of
when and how standardization improves financial and strate-
gic performance. Journal of Advertising, 35(3), 17-33.

Porter, M. E. (1986). Changing patterns of international competi-
tion. California Management Review, 28(2), 9-40.

Schilke, O., Reimann, M., & Thomas, J. S. (2009). When does
international marketing standardization matter to firm per-



10 Vol. 3 No. 12019 IJMD

formance? Journal of International Marketing, 17(4), 24-46.

Singh, N., Zhao, H., & Hu, X. (2005). Analysing the cultural
content of web sites: A cross-national comparison of China,
India, Japan, and US. International Marketing Review, 22(2),
129-146.

Steenkamp, J.-B. E. M., & Geyskens, 1. (2006). How country
characteristics affect the perceived value of web sites.
Journal of Marketing, 70(4), 136-150

Townsend, J. D., Yeniyurt, S., Deligonul, Z. S., & Cavusgil, S. T.
(2004). Exploring the marketing program antecedents of per-
formance in a global company. Journal of International
Marketing, 12(4), 1-24.

Viswanathan, N. K., & Dickson, P. R. (2007). The fundamentals
of standardizing global marketing strategy. International
Marketing Review, 24(1), 46-63.

Zou, S., & Cavusgil, S. T. (1995). Global strategy: A review and
integrated conceptual framework. European Journal of
Marketing, 30(1), 52—69.

Zou, S., & Cavusgil, S. T. (2002). The GMS: A broad conceptual-
ization of global marketing strategy and its effect on firm
performance. Journal of Marketing, 66(4), 40-56.

Zou, S., & Volz, Y. Z. (2010). An integrated theory of global
advertising; An application of the GMS theory. International
Journal of Advertising, 29(1), 57-84.



