Citation Report



11

13

15

17

ARTICLE IF CITATIONS

Articles and Books Published in 1963 in the Fields of International Relations. Background, 1964, 8, 5-65. 0.1 0

International Advertising Strategy. European Journal of Marketing, 1977, 11, 564-576.

An Assessment of Progress in Research on International Advertising. Current Issues and Research in o1 17
Advertising, 1984, 7, 135-166. ’

International Marketing Policy: A Discussion of the Standardization Construct and its Relevance for
Corporate Policy. Journal of International Business Studies, 1986, 17, 55-69.

Advertising Standardization. International Journal of Advertising, 1987, 6, 145-158. 6.7 27

A Cross-Cultural/Cross-National Study of the Information Content of Television Advertisements.
International Journal of Advertising, 1987, 6, 223-236.

Standardization of International Marketing Strategy: Some Research Hypotheses. Journal of 1.3 670
Marketing, 1989, 53, 70-79. ’

Standardization of International Marketing Strategy: Some Research Hypotheses. Journal of
Marketing, 1989, 53, 70.

Advertising in Saudi Arabia: Content and Regulation. International Marketing Review, 1989, 6, . 3.6 48

Cultural Themes in Brazilian and U.S. Auto Ads: A Cross-Cultural Comparison. Journal of Advertising,
1990, 19, 30-39.

Advertising and Cross-Cultural Convergence in Europe, 1953-89. European Journal of Communication, 14 14
1991, 6, 441-468. :

The Influence of Global Marketing Standardization on Performance. Journal of Marketing, 1992, 56,
1-17.

Product and Promotion Adaptation in Export Ventures: An Empirical Investigation. Journal of 73 436
International Business Studies, 1993, 24, 479-506. )

Advertising Standardisation in The Asia Pacific Region: What Stands In The Way?. Asia Pacific Journal of
Marketing and Logistics, 1993, 5, 43-55.

Standardized Advertising Campaigns. Journal of Promotion Management, 1993, 1, 37-52. 3.4 1

Marketing Universals: Consumersd€™ Use of Brand Name, Price, Physical Appearance, and Retailer
Reputation as Signals of Product Quality. Journal of Marketing, 1994, 58, 81-95.

Aﬁency Participants in Multicountry Advertising: A Preliminary Examination of Affiliate
C

aracteristics and Environments. Journal of International Marketing, 1994, 2, 29-48. 4.4 1

Marketing Universals: Consumers' Use of Brand Name, Price, Physical Appearance, and Retailer

Reputation as Signals of Product Quality. Journal of Marketing, 1994, 58, 81.




19

21

23

25

27

29

31

33

35

CITATION REPORT

ARTICLE IF CITATIONS

Direct Broadcast Satellite in Asia and Advertising Opportunity for International Marketers. Media 11 5
Asia, 1995, 22, 26-33. :

The Evolution of International Consumer Research. Journal of Euromarketing, 1996, 5, 57-81.

Standardization of international marketing strategy by firms from a developing country. 3.6 152
International Marketing Review, 1997, 14, 107-123. '

Global corporate visual identity systems. International Marketing Review, 1998, 15, 291-308.

Relationship and communication values their reflection in advertising information choices of

Malaysian youth. Asian Journal of Communication, 1998, 8, 132-149. Lo 8

The future is predictable for international marketers. International Marketing Review, 2000, 17, 103-113.

Standardization/adaptation of international marketing strategy. International Marketing Review, 2003,
20, 588-603. 3.6 155

Elements of Standardization, Firm Performance and Selected Marketing Variables. Journal of Global
Marketing, 2003, 16, 187-205.

A Model of Factors that Influence Global Product Standardization. Journal of Leadership and 4.0 6
Organizational Studies, 2003, 10, 64-72. :

Trends and Development in Standardization Adaptation Research. Journal of Global Marketing, 2004,
17,23-52.

A Comparison of Australian and Singaporean Consumer Decision-Making Styles. Journal of Customer 0.0 4
Behavior, 2005, 4, 17-45. :

CONTRIBUTIONS TO INTERNATIONAL ADVERTISING RESEARCH: An Assessment of the Literature Between
1990 and 2002. Journal of Advertising, 2005, 34, 99-110.

Ad Element Liking and Its Relationship to Overall Ad Liking. Journal of Promotion Management, 2005,
12, 97-128, B4

Development of archetypes of international marketing strategy. Journal of International Business
Studies, 2006, 37, 499-524.

Marketing strategy in the Baltics: standardise or adapt?. Baltic Journal of Management, 2006, 1, 169-187. 2.2 18

The fundamentals of standardizing global marketing strategy. International Marketing Review, 2007,
24, 46-63.

Advertising in Czech and French Magazines. Journal of Euromarketing, 2007, 16, 139-152. 0.0 4

The convergence of value (quality) recognition approaches. Asian Journal on Quality, 2010, 11, 5-27.




37

39

41

44

46

48

51

CITATION REPORT

ARTICLE IF CITATIONS

An integrated theory of global advertising. International Journal of Advertising, 2010, 29, 57-84. 6.7 30

Adaptation of Marketing Mix Elements in International Markets. Journal of Global Marketing, 2010, 23,

65-79.

The influence of adaptation and standardization of the marketing mix on performance: a meta-analysis. 0.8 21
BAR - Brazilian Administration Review, 2011, 8, 266-287. :

50 years of research on international standardization and adaptation&€”From a systematic literature
analysis to a theoretical framework. International Business Review, 2011, 20, 491-507.

Reducing risk in foreign market entry strategies: standardization versus modification. 06 °
Competitiveness Review, 2011, 21, 382-396. :

Using the STRATADAPT Scale to Measure Marketing Mix Strategy in International Markets. Research
Journal of Applied Sciences, Engineering and Technology, 2013, 5, 3499-3507.

Challenges and conceptions of globalization. Cross Cultural Management, 2014, 21, 23-38. 11 9

Retaining the allure of luxury brands during an economic downturn. Journal of Fashion Marketing
and Management, 2015, 19, 416-429.

A retrospective on the state of international advertising research in advertising, communication, and

marketing journals: 19634€“2014. International Journal of Advertising, 2016, 35, 540-568. 6.7 21

Network Centrality Measure as an Indicator for Standardized Advertising Strategy in Economically
Similar Countries. Global Business Review, 2020, 21, 1406-1426.

An Analysis of the Controlling Function of National Culture in Product Choice Preferences of

Japanese Consumers. Contemporary Management Research, 2007, 3, . 1.2 1

Soft-sell versus hard-sellA: quelle approche publicitaire dans les pays arabo-musulmansA? Une A©tude

exploratoire au Maroc et en Arabie Saoudite. Projectics | ProyA©ctica [ Projectique, 2020, nA°27, 75-96.

On the (in)effectiveness of standardized versus adapted international promotion strategies: Evidence

from entrepreneurial firms. Journal of Business Research, 2024, 170, 114351. 10.2 1



