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Introduction and Rationale
Research interest in the global marketing field has been stimulated significantly over the past two decades by the increasing tendency toward a global economic system and the accelerating pace of technological innovation worldwide. The establishment and development of international business operations of firms across sectors involves substantial economic benefits for both national economies and individual companies. A large number of conceptual propositions and empirical studies have been reported in the literature that examines marketing, strategy, and general management problems and challenges facing firms in their attempts to establish, develop and maintain successful business operations in international markets.  
The Special Session aims to unveil and discuss some important contemporary empirical, methodological, and theoretical research issues within the broad domain of international marketing management, with the objective of assessing their potential contributions to extant theory development and management practice.  Emphasis will be placed on comparing contributions to the field from researchers based in different European countries, to stimulate research synergy and cooperation.  In particular, the Special Session would endeavor to provide a base for establishing and sustaining a dialogue among global marketing researchers who have interests in examining international marketing management problems and are affiliated to different research institutions, and to highlight emerging trends and concepts in the field. All panel members specialize in and have published extensively in general global marketing and all contributors possess a highly international outlook (for example, collectively, they are fluent in at least nine languages).  The proposed topics cover important and timely issues in international marketing which are summarized below.
Content of Presentations
Presentation 1: “Market Driving Strategies: Beyond Market Orientation”
Pervez N. Ghauri, Fatima Wang and Ulf Elg
In most marketing literature, standardization strategy for foreign markets is considered  problematic and riskier than adaptation. Adaptation to local customer preferences is therefore, believed to result in a more rapid market acceptance and is more straightforward than attempting to change local market conditions.  Market orientation studies propound that firms need to closely monitor changes in the marketplace and adapt, in order to cater to customer needs and enhance firm performance. However, many modern firms operating in multiple markets may prefer not to adapt to local market trends but instead choose to offer unique value propositions that satisfy customers’ latent needs. We therefore try to address the question, what capabilities are needed for market driving strategy to work in international markets? Using network, knowledge transfer, branding and market orientation literature, we provide evidence on the capabilities that global firms possess in order to drive markets. Based on a survey of 143 international companies, we find that the firms that are more market driving tend to have strong capabilities in configuration, networking, knowledge transfer and branding. Our study therefore tests this new approach and challenges the market orientation approach that whether it leads to better performance in all type of firms or not. We believe, this study is the first to carry out a systematic investigation of market driving strategies in international markets. 
 
Presentation 2: “Do Consumer Perceptions of Brand Globalness Really Result in Superior Brand Evaluations? Experimental Evidence”
Adamantios Diamantopoulos, Maja Arslanagic-Kalajdzic and Jelena Obradovic
Ever since Steenkamp, Batra and Alden’s (2003) seminal study on the role of perceived brand globalness in shaping consumer brand evaluations, several studies have concluded that global brands have an advantage over local brands when it comes to consumer preference. However, most such studies have used real brands as stimuli with the inevitable consequence that “isolating” the effect of globalness from other confounding influences (such as brand strength or idiosyncratic brand equity associations) has been difficult. Emphasizing internal validity, the present study adopts an experimental perspective (between-subjects design with N=200 consumers) and seeks to assess whether (a) global, (b) local, and (c) neutral versions of fictitious brands identical in every other respect elicit different consumer responses in terms of (a) brand quality, (b) brand prestige, (c) brand trust,  and (e) purchase intentions. Additionally, the study investigates potential boundary conditions on the observed main effects by considering key consumer characteristics (namely ethnocentrism, cosmopolitanism and global/local identity) as moderating variables. The results partly support and partly cast doubt on conventional wisdom regarding the beneficial effects of brand globalness in shaping consumer preference. Implications of the findings for theory and practice are considered and avenues for further research identified.

Presentation 3: “Imagery in a nation branding context: A critical review and future advances” 
T.C. Melewar and Suraksha Gupta
Country image (CI) represents a wide area of study that has received increasing attention during the last two decades due to the growth of globalisation and competition that requires corporations and places to be sensitive towards the way they are portrayed. Although academics as well as practitioners from a variety of disciplines such as marketing, international relations, tourism, social psychology and branding have tried to describe its nature and identify its limits, a number of ambiguities can still be easily detected within the field. Its interdisciplinarity, indeed, has contributed to a multiconceptualisation leading to the creation of overlaps with the following concepts: product-country image (PCI), country-of-origin image (COO or COI) or destination image (TDI). This controversy is strictly related to the vagueness of its definition, a crucial issue which is rooted inside the imagery field and affects all the related constructs: corporate, brand, store and product image. Furthermore, following the nation branding (NB) breakout the previous discrepancies have become increasingly significant insomuch as researchers are urged to develop a consistent and coherent picture which allows also to cast the light on the role played by country image within NB strategies. By offering an extensive overview of the literature, the present study aims at unveiling the meaning and power of imagery, covering the major gaps encountered, while developing a clean and consistent definition of image. The revision of the major psychological phenomena will lead to the creation of the Knowledge Reverse Pyramid the objective of which is to provide an effective picture of human cognition. Adopting the halo model, country image (CI) will be redefined, consequently encouraging the conceptualization of a unique broad-spectrum construct that applies to tourism (destination image), place branding and corporate studies (corporate image and country of origin image). Finally entrenching this contribution inside nation branding, CI will be analysed in the light of the related constructs of identity and image, providing a new effective framework for NB and image management strategies, while establishing a challenging and inspirational research agenda for future investigations.

Presentation 4: “On relationship value in cross-border buyer–seller relationships” 
Dionysis Skarmeas, Athina Zeriti and Flora Kokkinaki
Academicians and practitioners alike have long recognised the importance of relationship value in interorganizational exchange. However, there is a noticeable lack of research on the role of relationship value in international business relationships. Drawing on the transaction costs economics, knowledge-based view, dynamic capabilities, relational exchange, and internationalization literatures this study develops and tests a model that examines the antecedents and consequences of customer-perceived relationship value in exporter–importer relationships. Consistent with the research hypotheses, the study results show that asset specificity, exchange of knowledge, complementarity of capabilities, relationalism, and interfirm psychic distance and cultural sensitivity play a central role in relationship value creation. Furthermore, the findings suggest that relationship value enhances importer loyalty in the foreign supplier relationship. Theoretical and managerial implications of the findings are discussed along with suggestions for future research.

Presentation 5: “Desire for Control Effects on Monitoring Strategies and International Strategic Alliances Performance” 
Giuseppe Musarra, Matthew Robson and Constantine Katsikeas
[bookmark: _GoBack]We contend that a novel dark personality trait—the focal firm’s desire for control—may drive key decisions pertaining to how to monitor strategic alliances, which in turn can deter performance outcomes. Our conceptual model was tested based on a survey of 191 international strategic alliances. Results demonstrate that the firm’s use of process monitoring to oversee the counterpart drives its performance outcomes only if there is a low level of information exchange between alliance partners; as such, information exchange norms substitute for process monitoring. Whereas, the focal firm’s use of outcome monitoring enhances its performance outcomes only if it is reinforced by a high level of information exchange; that is, these two monitoring mechanisms complement each other in alliances.


