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Järvensivu, T., & Törnroos, J.-Å. (2010). Case study research with moderate
constructionism. Conceptualization and practical illustration. Industrial
Marketing Management, 39, 100–108.

Jarzabkowski, P. (2005). Strategy as practice. An activity-based approach. London:
SAGE Publications.

Jarzabkowski, P., Balogun, J., & Seidl, D. (2007). Strategizing: The challenges of a
practice perspective. Human Relations, 60(1), 5–27.

Johanson, J., & Mattsson, L. G. (2015). Internationalisation in industrial systems—A
network approach. In M. Forsgren, U. Holm, & J. Johanson (Eds.), Knowledge,
networks and power (pp. 111–132). London: Palgrave Macmillan.

Keller, K. L. (1998). Strategic brand management. Upper Saddle River, NJ: Prentice
Hall.

King, S. (1991). Brand building in the 1990s. Journal of Consumer Marketing, 8(4),
43–52.

Koporcic, N. (2015). The corporate brand as a valuable resource and initiator of
business relationships. In Conference proceedings of the 31st annual IMP
conference, September 2015, Kolding, Denmark (pp. 1–10).

Koporcic, N. (2016). Born globals in interactive branding environment: A case of the
BonAlive. In Proceedings of 3rd business and management conference, Lisbon,
Portugal (pp. 115–123). London: International Institute of Social and Economic
Sciences.

Koporcic, N. (2017). Developing interactive network branding in business markets:
Case studies of SMEs from developed and emerging business markets. PhD
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Koporcic, N., & Törnroos, J.-Å. (2019). Conceptualizing interactive network
branding in business markets: Developing roles and positions of firms in business
networks. Journal of Business & Industrial Marketing. doi: 10.1108/JBIM-11-2018-
0332
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