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Abstract
Purpose – The purpose of this study is to, first, analyze the past years of research on international branding
and, second, building on an early literature review, to analyze patterns in the field and suggest future
research.
Design/methodology/approach – The analyzed papers were compiled using the Web of Science and
Scopus databases. The author searched papers published between 2007 and 2023 that used terms related to
international branding in their title, abstract and keywords.
Findings – This paper structures and identifies key institutions, papers, regions and authors in the field. It
provides an overview of the past years of research in the area. The study identifies important gaps in the
literature and suggests further research dealing with, for example, the B2B sector and emergingmarkets.
Originality/value – Despite the increase in international branding studies, few literature reviews have
been published since 2007. This review fills this research gap. It identifies future research areas dealing with
branding in the B2B sector, branding in emerging markets, branding process and implementation studies
using longitudinal methods andmore practical research.

Keywords International branding, Global branding, Global brands,
Semisystematic literature review

Paper type Literature review

1. Introduction
International branding is a subfield of international marketing concerned with the
challenges companies face when their brands cross national borders. These challenges relate
to the essence of the brand in terms of brand name, brand visual (e.g. logo, colors) and aural
(e.g. jingles, music) elements and brand personalityWhitelock and Fastoso (2007).

Whitelock and Fastoso’s (2007) literature review finds only 40 articles on international
branding throughout 31 years across 20 journals. Thus, although studies of international
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branding research can be traced back to the 1970s, international branding still needs a much
broader exploration. After this work, several other literature reviews emerged that
investigated various aspects of international branding. Chabowski et al. (2013) identified key
components of global branding, emphasizing the importance of international strategy and
brand positioning. Trim and Lee (2008) highlighted the role of strategic marketing
intelligence, while Polonsky and Jevons (2009) explored the complexities of integrating
corporate social responsibility (CSR) into branding. Other studies, such as Steenkamp et al.
(2003), brought forth the cultural nuances and the role of international advertising in global
brand perceptions. However, it is possible to observe that while international branding has
been discussed across multiple facets, there is still room for exploration. The dynamics of
globalization, cultural shifts, technological advances and evolving consumer preferences
have made international branding a continually evolving field. Moreover, as businesses
expand their businesses, understanding the differences of branding in diverse cultural,
economic and social contexts is important. For example, the rise of social media,
sustainability concerns and calls for inclusivity and diversity emphasize the need for brands
to be agile and culturally adjusted.

International branding strategy is an essential component of a marketing strategy
designed to achieve brand performance in the international business (IB) environment
through an attractive and efficient marketplace. Effective international branding generally
aligns with the culture and customer preferences in the markets in which companies operate
(Foltean, 2019). Although international branding studies have explored various brand
approaches across borders, many gaps in the literature remain. A significant portion of
work in the area explores how a brand is global, foreign or local nature influences consumer
behavior (Halkias et al., 2017).

This article presents the results of a semisystematic literature review on international
branding. This literature review addresses three main research questions:

RQ1. Where and how has research on international branding been conducted?

RQ2. How has the literature on international branding progressed?

RQ3. How is the future research agenda being shaped in the domain of international
branding?

The purpose of this research is to, first, analyze the past years of research on international
branding, as a continuation of Whitelock and Fastoso (2007) and, second, analyze the
patterns of the field and suggest future research, building on this analysis. It contributes to
the literature in two significant ways. First, this article structures and identifies key
institutions, articles, regions and authors in the field. Second, it provides an overview of the
past years of research in the area and suggests research gaps that need further
investigation.

2. Method
Since knowledge creation in the field of IB research is always expanding, the literature
review method is relevant, since traditional literature evaluations are generally
insufficiently detailed and rigorous, and they are undertaken randomly rather than
according to a set of guidelines (Snyder, 2019). The same can be argued in the international
marketing field. Despite the rising importance of international branding in the global arena,
the existing literature has yet to provide a holistic scholarly review of the domain. To
address this gap, a semisystematic literature review was chosen to provide an
understanding of the research on international branding (Snyder, 2019), following similar
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studies in the international branding and IB fields (Üner et al., 2022; Whitelock and Fastoso,
2007). This method is used to explore how a selected field has progressed over time and
developed across research traditions (Snyder, 2019). Specifically, the semisystematic
approach was applied by defining clear inclusion and exclusion criteria, conducting a
comprehensive search in relevant databases and synthesizing the findings. Following Paul
et al. (2017) the paper focuses on the theory, context and methods (TCM) framework to
analyze the field of studies and the findings through the lenses of a framework-based review
(Paul and Criado, 2020). TCM framework is relevant for structuring the semisystematic
review, as it allowed for a comprehensive analysis of the diverse aspects of international
branding studies.

This article analyzes the past years of international branding research and its patterns
based on Whitelock and Fastoso (2007) research. The study by Whitelock and Fastoso
(2007) was chosen to be the basis of this article, as it is considered a starting point of the
field, since it provides a definition for international branding based on these previous
studies on the topic. Whitelock and Fastoso (2007) propose the following definition of
international branding: “international branding is a field within international marketing
concerned with the challenges that companies face when their brands cross national
borders.” This analysis, as Whitelock and Fastoso (2007) focuses on journals, articles,
authors, institutions and countries.

To cover a diverse range of publications, the search included published journal articles
on international branding found in two databases, Web of Science (WoS) and Scopus, chosen
for their comprehensiveness, in line with the standards of most European Universities
(Vieira and Gomes, 2009). The search encompassed titles, abstracts and keywords, using
search terms such as “international branding” and “global branding” (for the list of articles,
see Appendix 1). Although the decision was made not to include synonyms for
“international branding,” it was essential to include “international brands” and “global
brands” to ensure comprehensive coverage of studies related to international brands. The
aim was to review the literature specifically focused on international branding or articles
and papers that used these precise terms. While the author acknowledges a difference
between “international branding” and “global branding,” for the purposes of this literature
review, the decision wasmade to encompass both (Chabowski et al., 2013).

As a continuation of Whitelock and Fastoso (2007), the research included only articles
from 2007 to 2023 published in journals chosen by their quality and impact in the ABS
Journal Guide (2021). The Guide includes journals that rely on peer review, editorial and
expert judgments that follow the evaluation of many hundreds of papers and are informed
by statistical information relating to the citation.

The data set comprises journals that are ranked three and four in the ABS guide. There
were 19 marketing journals, nine IB journals and five additional journals previously used in
the research conducted by Whitelock and Fastoso (see Table 1). These journals are
considered core IB and marketing journals. The database search was conducted in October
2023 and, therefore, includes all articles that the databases accumulated at that point in time.

During the literature search, the WoS database initially returned 515 papers. Upon
applying the first criterion of including only articles, this number was reduced to 374.
Further refinement was conducted to include only the articles from journals recognized in
the ABS guide (three and four ranking), which resulted in a shortlist of 104 papers.
Simultaneously, a search on the Scopus database provided a more extensive list of 1,774
papers. Restricting the search to only articles brought this number down to 1,222. Another
layer of selection was then applied to include only articles written in English, leaving 1,178
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papers. Finally, narrowing down the selection to only include articles from journals listed in
the ABS guide, 193 papers from the Scopus database were retained for the study.

Detailed inclusion and exclusion criteria ensured the relevancy of all the articles. First,
studies that did not include an international perspective were excluded, because
international branding deals with all the aspects and challenges of a brand (name, visual
and sound elements and personality) at an international level (Whitelock and Fastoso, 2007).
In this case, “international perspective” means investigating the challenges of brand
strategies across national borders. Studies that analyze brands in a single country context
were also excluded in this step.

The second step was to exclude the articles that did not focus on products or services.
Finally, four studies that focus on the country-of-origin effect and country of production
were eliminated, in line with Whitelock and Fastoso (2007), who removed these phenomena
to mitigate bias in the literature and one article was also excluded because of incomplete
data available. These eliminations resulted in a final data set of 81 articles, from the 297
articles. These articles have 187 authors in total from 25 countries in various study areas,
highlighting the interdisciplinary nature of the field (Figure 1).

Table 1.
Journals included in
the analysis

Marketing journals (3 and 4 ABS guide) Journal of Consumer Research
Journal of Marketing
Journal of Marketing Research
Journal of the Academy of Marketing Science
Marketing Science
International Journal of Research in Marketing
Journal of Retailing
European Journal of Marketing
Industrial Marketing Management
International Marketing Review
Journal of Advertising
Journal of Advertising Research
Journal of Interactive Marketing
Journal of International Marketing
Journal of Public Policy and Marketing
Marketing Letters
Marketing Theory
Psychology and Marketing
Quantitative Marketing and Economics

IB journals (3 and 4 ABS guide) Journal of International Business Studies
Journal of World Business
African Affairs
Asia Pacific Journal of Management
International Business Review
Journal of Common Market Studies
Journal of International Management
Management and Organization Review
Management International Review

Additional Whitelock and Fastoso (2007) Harvard Business Review
International Journal of Advertising
Journal of Business Research
Journal of Current Issues and Research in Advertising
Management International Review

Source: Table by author
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3. Results
3.1 Where and how has research on international branding been conducted?
The 81 articles left in the analysis represent the past years of research in international
branding (2007–2023), with an average of 4,7 articles published per year. The year 2019 had
the most publications about international branding with 13, followed by 2017 and 2020 with

Figure 1.
Literature search
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seven (9%) and nine (11%) publications, respectively. Compared with Whitelock and
Fastoso’s (2007) data set of 40 articles over a 31-year period, the increase in the production of
international branding articles is readily evident. Moreover, the substantial increase in 2019
publications shows that this topic is of current and increasing interest.

With regard to the distribution of articles in the journals, more than half the publications
(70%) in the Journal of International Marketing, International Marketing Review and Journal
of Business Research are about international branding (Table 2). Moreover, the Journal of
International Marketing is the most productive journal, with 25 articles (31%). Whitelock
and Fastoso’s (2007) findings show that the journals with more publications in the area were
the Journal of International Marketing, International Marketing Review and Harvard
Business Review, indicating that, in general, the same journals have continued to focus on
international branding during the past years of research. Moreover, Table 2 shows that the
number of international branding publications per year has remained stable over the past
years, with a further increase in articles in the area in 2019 (16%). This demonstrates both
the stability of the topic and the ongoing global interest in the field. Finally, the Journal of
Marketing Research and Journal of Retailing entered the international branding publication
scene later (2020–2023). This might indicate newer platforms recognizing the importance of
the topic.

In the articles analyzed, the following patterns could be identified. In contrast with
Whitelock and Fastoso’s (2007) findings, the publications are not predominantly from
institutions in North America, but rather from institutions in the European region (35%),
with emphasis on the UK, Spain and Austria (14% and 11%). The articles also come from
new institutions from Asia (China and Pakistan) and Europe (Turkey, Serbia and Portugal),
countries not listed inWhitelock and Fastoso’s (2007) results.

Furthermore, the new data set includes no publications from institutions in Latin
American countries, such as Mexico or from regions like Africa, except for one publication
from Brazil. This absence of international branding analysis from institutions in these
regions mirrors the patterns observed inWhitelock and Fastoso (2007).

The authors with more publications in the field of international branding are A.
Diamantopoulos, V. Davvetas and Y. Strizhakova, with five publications each. It is also
possible to analyze the ties among authors, institutions and countries within the field. Table 3
shows that Europe is the region with the most notable results. In addition, the data show that
authors from new regions, such as Oceania, have emerged in the past years. No other
institution from Africa was identified using the same methods as Whitelock and Fastoso
(2007).

Table 4 shows the countries of the institutions of the published author teams. Of the 187
authors and 81 articles studied, 54% of the articles had authors from multiple countries,
higher than Whitelock and Fastoso’s (2007) 23%, demonstrating greater use of synergies
and complementarities among authors from different institutions. In terms of the role of ties
within coauthorship in this study, the most substantial ties between authors from different
countries are between the UK and Austria and Australia with the USA. Several
collaborations between coauthors from these two countries highlight a robust academic
partnership and perhaps a shared research interest.

Table 5 shows the countries that were the focus of the articles studied. From the 81
articles analyzed, 12 were conceptual, so they did not have country analysis and 18 did not
have an identifiable study country because they used databases and only mentioned
multiple countries. While in 2007 the focus of the articles was on European countries, such
as France, Germany, Italy, The Netherlands, Belgium and the UK; the USA; China; and
South Korea, more recent attention has turned to emerging economies such asMexico, Brazil
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and South Africa. However, most of the studies (33%) take place in Europe, the same result
from 2007 (Whitelock and Fastoso, 2007).

Asia was another region of significant interest, making up 34% of the studies. Within
Asia, China remained the focus of 12% of articles. The attention toward Japan, which was
previously neglected, emerged with three publications accounting for 5%. Other Asian
nations like South Korea, India, Russia, Hong Kong and Turkey also had representations in
the analyzed articles. It is important to note that though new countries have been the focus
of studies (South Africa, Russia, Hong Kong), the authors are not from institutions in these

Table 3.
Region of institutions

Region Country No. of institutions %

Europe 46
Germany 4 5
Austria 4 5
Bosnia 1 1
Croatia 1 1
Finland 1 1
France 3 4
Italy 2 2
The Netherlands 2 2
Portugal 1 1
Serbia 1 1
Spain 5 6
Turkey 4 5
UK 8 10

Asia 12
China 4 5
Hong Kong 1 1
India 1 1
Indonesia 1 1
Malaysia 1 1
Pakistan 1 1
South Korea 1 1

South America 1
Brazil 1 1

North America 32
Canada 3 4
USA 23 28

Oceania 9
Australia 6 7
New Zealand 1 1

Source: Table by author

Table 4.
Authorship

Authorship No. of articles %

Single author 8 10
Author teams from a single country 29 36
Author teams from multiple countries 43 54

Source: Table by author
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regions. Moreover, although there is a representation of African and Latin American
countries in the current study, the overall focus on these regions remains relatively low, with
only two publications in the past years.

Of the 81 included articles, 69 were empirical (see Table 6 for the distribution of research
methods). Most of the studies (73%) are cross-sectional, which corroborates findings in
marketing research at large: marketing academics and practitioners frequently use cross-
sectional studies (Rindfleisch et al., 2008).

The 2007–2023 data set shows a difference in methodologies. In addition to the categories
Whitelock and Fastoso (2007) find, subcategories were added in secondary data such as
crossing information from existing databases, and companies’ content on social media was
used in different studies.

In terms of data-gathering methods, surveys are the dominant method, with in-person
surveys used in 25% of the articles. Online surveys were slightly less prevalent, being used
in 19% of the articles. A smaller portion, 6% incorporated both online and in-person survey
methods. Table 6 shows the increase in qualitative research since 2007. This information
indicates the increase in cross-cultural marketing research, as qualitative studies are crucial
in this area (Malhotra et al., 1996).

Of the 69 empirical articles, 25 had settings based on a multi industry context, which
indicates the growth of more elaborate, comparative studies. The remaining studies are
divided into ten industries and investigate carefully chosen brands well-positioned in the

Table 5.
Country focus

Region Country No. of publications %

North America 15 26
USA 10 17
Canada 3 5
Mexico 2 3

Asia 20 34
China 7 12
South Korea 4 7
Japan 3 5
India 2 3
Russia 2 3
Hong Kong 1 2
Turkey 1 2

Europe 19 33
UK 6 10
Germany 5 9
France 3 5
Austria 1 2
Finland 1 2
Italy 1 2
The Netherlands 1 2
Switzerland 1 2

Oceania 2 3
Australia 2 3

South America 1 2
Brazil 1 2

Africa 1 2
South Africa 1 2

Source: Table by author
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international market. These categories may be chosen due to the state of the economy from
the countries the studies were made, changes in consumer spending patterns or industries
growth. Importantly, only five studies were conducted with companies in the business-to-
business (B2B) context. However, these were not exclusive to B2B; they also encompassed
the business-to-consumer (B2C) context (Table 7).

Table 8 shows that the main keywords (all the keywords can be seen in Appendix 2)
covered are perceived brand globalness (PBG) and perceived brand localness (PBL). The most
discussed subtopic is standardization/adaptation. This suggests a significant interest in how
brands are perceived in terms of their global or local identity. For example, Wahid et al. (2023)
on global smartphone brands using TikTok in Indonesia demonstrates how global brands
adapt content characteristics and language to engage with local consumer behavior effectively,
reflecting the standardization and adaptation. Whitelock and Fastoso (2007) define

Table 6.
Types of
methodology

Method No. of articles %

Quantitative 53 65
Secondary data Ads 2 2

Public databases 9 11
Sales data from firms 1 1
Social media 1 1

Survey In-person 20 25
On-line 15 19
On-line and in-person 5 6

Qualitative 8
Focus groups 1 1
In-depth interviews 4 5
Case study 2 2
Observations 1 1

Mixed method 8 10
Conceptual 10 12
Literature review 2 2

Source: Table by author

Table 7.
Product types
analyzed

Products types No. of articles %

Consumer goods 40 58
Food and beverages 12 17
Technology/Smartphones 8 12
Automobiles 6 9
Health and hygiene products 4 6
Fashion 3 4
Retailing 3 4
Sportswear 3 4
Furniture 1 1

Services 4 6
Television 3 4
Telecomunications 1 1

Multiple 25 36

Source: Table by author
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“standardization/adaptation” in the context of international marketing as the ability of a
company or business to effectively apply a consistent marketing strategy across
different countries and cultural contexts. Thus, the discussions are similar, with a focus on the
challenges of the brands across countries. In this sense, the main discussion topics have not
changed sinceWhitelock and Fastoso (2007).

Keywords like “Standardization/adaptation,” “Global brands,” “Local brands” and “Glocal
Brands” indicate an ongoing debate or exploration of how brands navigate global and local
market dynamics. For example, Baršyt_e et al. (2023) suggest that global food brands’
positioning affects consumer perceptions of freshness, showcasing how global brands must
adapt to local consumer perceptions and behaviors. Table 8 also shows that there is a
significant focus on “Consumer behavior,” which indicates that the field attention is on how
consumers perceive them and how their purchasing habits evolve across different cultural
contexts. For example, Ng et al. (2021), which explores how consumers’ global or local identities
influence their brand preferences in different states of certainty and uncertainty.

It is interesting to highlight the focus on “social responsibility” and “corporate social
responsibility” in the field, which highlights the emergent emphasis on ethical considerations in
branding.

Analyzing the selected papers, topics and the timeline of the studies, it is possible to
observe a progression in the field of international branding. This progression has been
shaped by different factors, such as globalization, digital innovation and shifts in consumer
values. Initial studies focused on the effects of global consumer culture (GCC) on brand
strategies and consumer perceptions (Özsomer and Altaras, 2008). In the following years

Table 8.
Topics analyzed

Topics Keywords No.

Global, local and cultural branding
dynamics

Perceived brand globalness (PBG)/perceived brand localness
(PBL)

8

Standardization/adaptation 3
Global brands 3
Local brands 2
Cross-cultural 2
Glocal brands 2

Branding and brand concepts
Brand equity 2
Brands 2

Consumer behavior and perceptions
Consumer behavior 4
Rituals 2

Marketing and market concepts
Social responsibility 3
Corporate social responsibility 3
Market segmentation 2

Countries, regions and markets
Emerging markets 4
Developed country 3

Source: Table by author
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research began to focus into other aspects of international branding, such as the role of CSR
in brand equity (Torres et al., 2012) and the complexities of brand extension strategies
(Martinez et al., 2008). Strizhakova et al. (2012) explored consumer preferences for global
versus local brands based on their belief in global citizenship. More recent research has
focused on the interaction between global and local brand perceptions and the intricacies of
digital globalization (Steenkamp, 2014; Steenkamp, 2020). Recent studies also indicate a shift
toward understanding the impact of cultural identity, authenticity and technology on brand
perception (He and Ge, 2023; Papadopoulou et al., 2023).

4. Discussion
4.1 How has the literature on international branding progressed? The continuation of
patterns in prior research in international branding
To answer the second research question of the paper, this article analyzes the international
branding research and the patterns of the field, as a continuation of Whitelock and Fastoso’s
(2007) literature review. The data show that the maturity of international branding
mentioned by these authors remains the same: the more recent data indicate little change in
specific patterns in the past years of research.

That said, the observed patterns are similar to other areas of international marketing, for
example, the lack of publications from institutions outside the USA and Europe (Chabowski
et al., 2013; Ford et al., 2011). Moreover, the focus of studies continues to be on Europe and
the USA (Kolbl et al., 2019; Lehmann et al., 2008; Sichtmann et al., 2019). Although some
authors suggest that studies from highly industrialized countries such as the USA are likely
to be more exact than those from developing countries (Malhotra et al., 1996), studies from
different regions are essential to understand behaviors in different markets.

It is also evident that no studies explore institutions from regions such as Central
America and the countries of Africa. Moreover, although no Russian or Chinese institutions
are publishing in the area, studies do focus on these countries. Latin American countries
continue to have little investigation.

The country focus of the studies also shows a lack of representation of specific regions.
Although North America, Europe and Asia collectively account for 93% of the focus of
publications, Latin American countries, as well as regions such as Central America and
most of Africa, remain little researched. Surprisingly, while significant emphasis is on
countries like the USA, China and the UK, Russia and emerging economies in South
America and Africa are still awaiting comprehensive exploration.

Journals such as the Journal of International Marketing and International Marketing
Review continue to lead the field, with 31% and 26% of the publications, respectively. These
results are consistent withWhitelock and Fastoso’s (2007) findings, which identified them as
leaders in the international branding field. Interestingly, the Journal of Business Research
experienced an increase in publications on the topic after 2018.

One point observed in this analysis is the considerable increase in publications by author
teams from different countries, with 54% of articles written by author teams from multiple
countries. This indicates the global nature of the topic and the need for varied perspectives.
However, only 10% of the articles were written by single authors, suggesting a potential
inclination toward collaborative research in this field. Nonetheless, the data shows a low
production output per author in the field, with an average of 1.21 articles per author.

Until 2007, few studies investigated international branding, and those that did are
concentrated in institutions from the USA and Europe and in journals from the same
regions. By contrast, this area has gained interest, mainly since 2019, though publications
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are concentrated from the same institutions, focusing on the same countries and published
in the same journals.

Moreover, few authors have taken up Whitelock and Fastoso’s (2007) future research
suggestions. For example, they note that the area of international branding would benefit
significantly from a change in focus away from consumer goods and toward industrial/B2B
products and services, but the 2007–2023 analysis shows only five studies analyzing the
B2B context. However, although these studies approach the B2B domain, their focus is not
exclusive, containing both B2B and B2C context.

Finally, considering that PBG/PBL is the most covered topic, it is safe to conclude that
the main discussion topics have not changed in the past years when compared with
Whitelock and Fastoso (2007). Other theories are also widely approached by the papers,
such as resource-based view; resource-based theory; consumer-based brand equity and
brand orientation. The literature on international branding has moved from examining the
broad effects of globalization toward a more detailed exploration of the interplay between
local and global dynamics, digital influences and the psychological aspects of consumer-
brand relationships. Moreover, it is possible to observe that they focus on different aspects
of consumer and brand relationships and the improvement and management of
international brands. Important to highlight is the lack of studies that use institutional
theory or legitimation of these brands internationally. These are valuable theories that can
provide effective frameworks for better understanding the dynamics of international
branding (Pandya and Dholakia, 1992). The following subsections discuss other
observations that reflect the international branding area today.

4.2 Most influential articles and topics
As Table 8 shows, one of the most covered international branding topics during the past
years is PBG/PBL. Although Whitelock and Fastoso (2007) also highlight this theme as the
third most researched topic in their data set (with 15%), the further growth of interest in the
topic is evident. As PBG/PBL is considered a dominant paradigm in international branding
(Davvetas and Halkias, 2019), many authors have tried to understand why consumers prefer
global brands to local brands. These perceptions may serve as signals to communicate high-
quality and prestige brand positions (Özsomer, 2012).

Studies define PBG as the extent to which a brand is perceived as available and in
demand worldwide, and it refers to companies’ marketing strategies in different markets
(Mandler et al., 2020; Sichtmann et al., 2019). Perceived globalness may indicate a high
worldwide demand for superior quality and/or the added expertise that comes with
producing larger quantities for many markets (Özsomer, 2012). It also refers to consumers’
beliefs that a “brand is marketed in multiple countries and is generally recognized as global
in these countries” (Steenkamp et al., 2003, p. 54). By contrast, PBL refers to consumers’
perceptions that “a brand symbolizes the values, needs and aspirations of the members of
the local country” (Özsomer, 2012, p. 73). In this respect, PBG and PBL are two strategic
alternatives that contribute to a clear differentiation of a brand in customers’ minds and to
the brand’s sustainability in international markets (Foltean, 2019).

In the past years of studies, the articles in the 2007–2023 data set were cited 9,247 times.
An analysis of the most cited articles in the area shows that conceptual articles stand out: of
the most cited articles, two are conceptual articles and three are empirical papers.
Eisingerich and Rubera (2010), Cayla and Arnould (2008) and Özsomer (2012) highlight the
importance of cultural and contextual factors in defining international branding strategies.
Eisingerich and Rubera (2010) specifically focus on cultural dimensions such as
individualism and collectivism, suggesting that brand strategies need to be tailored
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according to the cultural characteristics of target markets. This echoes with Cayla and
Arnould’s (2008) affirmation that international branding should be contextually and
historically grounded. Özsomer’s (2012) findings reinforce the significance of local context
by underscoring the different reactions to PBG in emerging and advanced markets.

The most cited papers indicate a notable convergence on the importance of brand
credibility and responsibility. Specifically, the research of Torres et al. (2012) aligns with the
findings of Özsomer and Altaras (2008), both of which highlight the role of these factors in
successful global branding. Their research not only emphasizes the essential nature of
brand credibility and responsibility in brand management but also repeats an academic
agreement on their integral role. Moreover, these key studies aim to support previous
theories about the interplay between global and local branding strategies. For example,
Halkias et al. (2017) provide insights on how global branding elements like PBG and PBL
can exist within the same brand architecture, discussing the potential synergies and
tensions that global brandsmaymanage.

4.3 International branding in a business-to-business context
As Whitelock and Fastoso (2007) note, to increase relevance in the international branding
field, scholars need to get involved in the real world of practitioners, which is a precondition
to engaging in dialogue and collaborating with these valuable sources in the research
process (Foltean, 2019). Global marketing research in general has witnessed a surge of
academic inquiry into B2B branding over the past two decades (Seyedghorban et al., 2016),
finding that B2B brands play a pivotal role in the current global market (Guo et al., 2018)
and that B2B branding can enhance an organization’s competitive advantage and financial
performance (Ohnemus, 2009). However, in the past years, only five empirical works in the
international branding area have studied the B2B context, and most of the studies focus on
both B2B and B2C sectors:

Matanda and Ewing (2012) find that balancing standardization and global best practices
with regional empowerment and capacity building is paramount to the global brand
management strategy in the context of a new global brand management strategy for
Kimberly–Clark, a leading manufacturer of health and hygiene products.

Mandler et al. (2020) investigated the implications of market globalization on consumer
preferences. They analyzed the importance of PBG and PBL as signals of brand credibility
across different globalization levels. In globalized markets, PBG is seen as a weaker brand
credibility indicator compared to PBL. For B2B firms, understanding this dynamic is
crucial, especially when considering global brand positioning in different markets.

Talay et al. (2015) focus on the market-based performance implications of global brand
architecture positions. The authors designed a conceptual framework to understand global
brand management. Their findings indicate that globally recognized brands outperform
nonglobal ones. The influence of cultural values on this relationship was also underscored.
This insight can be vital for B2B businesses, particularly those looking to establish or
optimize their global brand strategies.

Akaka and Alden (2010) investigate GCC, with a particular emphasis on the significant
role played by international advertising. The authors reviewed global consumer culture
positioning (GCCP) and perceived brand globalness (PBG)’s historical significance, pointing
to their importance in progressing international advertising theory, research and practice.
While primarily consumer-focused, B2B firms can benefit from understanding these
constructs when positioning themselves in a global market.

Eren Erdo�gmus� et al. (2010) explored the factors affecting brand management
standardization decisions for emerging market firms. They suggested a theoretical model
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considering target market characteristics, firm attributes, strategic resources and product
features. Their empirical data indicated that firm characteristics and strategic resources are
primary brand performance drivers. Interestingly, choosing between standardization and
adaptation did not significantly impact brand performance. These findings can provide B2B
businesses insights into optimizing their branding strategies in emergingmarkets.

Finally, Murphy and Scharl’s (2007) research focused on global vs local online branding
strategies. The authors analyzed the relationship between search engine popularity and branding
choices. They found that larger organizations and certain firms (B2B, for example), and cultural
values like individualism and masculinity, substantially influenced online branding decisions.
These studies shed light on the lack of research in the B2B context.

A common growth strategy for B2B firms are international acquisitions (Casillas et al.,
2015). Through acquisitions, firms can “buy” markets and knowledge. However,
acquisitions can lead to challenges in how to deal with different brands. Should they keep
the different brands or merge them to a few or one single brand? Firms acquiring other
foreign firms must deal with the liability of foreignness (Zaheer, 1995) that entering a
different institutional context entails, and they must build and preserve legitimacy as the
brand changes (Kostova and Zaheer, 1999). However, the B2B branding studies have largely
ignored implementing a rebranding strategy after international acquisition (Fram and
McCarthy, 2004; Gotsi et al., 2008).

This is a significant gap in the literature (Notteboom et al., 2020). Considering that B2B
markets are increasingly implementing strategies and policies to build and sustain strong
brands, future research should focus on the topic. Earlier research is inconclusive about the
importance of institutional differences when dealing with firm integration and branding
strategies after international acquisitions (Dikova and Sahib, 2013). Some researchers claim
that institutional differences lead to increased hindrances and costs of brand integration
(Stahl and Voight, 2004); others show that institutional differences are positive and bring
new resources to the acquiring firm (Chakrabarti et al., 2009). As the literature review shows
there still is a lack of studies dealing with branding literature in emerging markets, more
research dealing with how differences in international institutions are influencing the
brandings strategies of firms, for example, between emerging and developed markets
influence firms branding strategies is recommended.

4.4 How is the future research agenda being shaped in the domain of international branding?
To answer the third research question of the paper, this analysis brings to light some gaps in
extant research that could be fruitful for future research. First, one major gap in the international
branding field is the lack of studies on emerging markets. Future researchers have the challenge
and opportunity to work with emerging markets and to question assumptions and frameworks
stemming solely from the experience of Western contexts. In addition, further research in
emerging markets may need to be receptive to the use of recognized measures and the possible
need to adapt Western-based measures (Strizhakova et al., 2008). Emerging markets address
unique challenges and opportunities of international branding.

Second, future research should focus on longitudinal studies with a more significant
number of samples, as noted by Small and Melewar (2007) and use a more diversified
population (Torelli et al., 2012). This shortcoming is a common gap in international
marketing studies. Third, the articles analyzed show a lack of research designed for
international marketing practice. As Foltean (2019) affirms, scholars need to participate in
the real world of practitioners, plan their studies according to the needs of various
practitioner groups, engage in conversation and cooperate with them in the study process.
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Fourth, researchers must go beyond the B2C area of study, as few international branding
studies have been conducted in the B2B context (Roper and Davies, 2010). Researchers have
identified several intangible benefits to investing in branding in a B2B context: it can
increase the confidence of buyers in their choice, increase the level of satisfaction buyers feel
about the purchase, and provide a “feel good” factor (Leek and Christodoulides, 2011).
Scholars have also identified several reasons for the paucity of branding among B2B
companies: the lack of academic research in B2B branding, the perception that B2B
branding is gimmicky, impracticality due to the large number of products in the companies,
the lack of studies regarding rebranding strategies and lack of clarity about whether B2B
branding will increase the financial reward (Leek and Christodoulides, 2011).

5. Conclusion
The literature review shows that the field of international branding still attracts a great deal
of interest from international marketing scholars. Indeed, in this study, the stability of
publications in the area and the field’s continued interest in the subject over the past years
are evident (Table 2). On the one hand, the field of international branding studies does not
seem to be evolving according to Whitelock and Fastoso’s (2007) recommendations; instead,
it has developed in several different directions, focusing on consumer-based brand equity
and GCC, among other factors. On the other hand, patterns emerged in international
branding research. In 2007, the focus was on European countries such as France, Germany,
Italy, The Netherlands, Belgium and the UK; the USA; China; and South Korea. Now,
attention is also on emerging economies such as Mexico and Brazil. That said, most of the
studies (33%) in themore recent data set are located in Europe, similar to the 2007 data set.

The area shows increasingly diversified authors from other regions, such as Oceania and
Pakistan (Table 3), though no authors from the African region. Another point is the significant
increase in jointly authored studies (Table 4) with authors from different countries, a necessity for
increasing knowledge and shared experiences in the area considering that the distance is not as
much of a barrier than it was in the past (Frenken et al., 2009).

Another aspect that emerged is the increased use of secondary data to shed more light on
the phenomenon studied (pieces of information provided by, e.g. company websites,
databases and other secondary data). In summary, it was possible to note that though the
pattern of studies in developing countries is similar to what Whitelock and Fastoso (2007)
observed, this research area is gaining visibility (Table 2). Findings from the 2007–2023
data, such as the increase in qualitative studies and studies with multiple industries,
indicate an exciting future for international branding.

The topics covered in the area have not changed: although Whitelock and Fastoso (2007,
p. 266) indicate that standardization/adaptation has been “quite substantially researched”
today, PBG/PBL is still a hot topic; indeed, the concentration of publications in the past
years is in 2019, a year with more publications about the theme. Future studies should focus
on the B2B area and on developing countries, areas that have not been widely explored in
the past years, considering the lack of multiindustry and multimethods research in the B2B
contexts. In addition, B2B markets are increasingly implementing strategies and policies to
build and sustain strong brands, so future research should focus on the topic.

This article supports academics interested in international branding because it structures
and identifies key institutions, articles, regions, authors, methodologies and topics in the field.
First, it provides an overview of the past years of research in the area and suggests research
gaps that need further investigation. Second, this research provides a quick reference for
scholars and managers who want to become familiar with current international branding
literature. Third, this research shows that the international branding area, though growing, still
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needs to become more pertinent to practitioners in the area. For managers and practitioners,
knowing the relevant topics in international branding can help them better understand the
growth in the area and its main focuses and insights. Thus, executives should pay close
attention to standardization, adaptation and digitalization.

This article not only contributes to the academic understanding of international
branding but also offers valuable insights for practitioners. The theoretical implications of
this paper highlight the need for a broader research focus beyond Western contexts,
encouraging scholars to explore branding dynamics in emerging markets and explore B2B
branding, while also encouraging the exploration of new theoretical paradigms. On the
managerial contributions, the paper emphasizes the importance of tailoring branding
strategies to fit local contexts, conducting custom research for B2B branding in international
acquisitions and developing collaboration between academia and industry to align research
with real-world challenges. These theoretical and managerial implications collectively serve
as a roadmap for advancing international branding research and practice.

A literature review educates and encourages new academic community study and helps
generate ideas for new research areas (Kraus et al., 2022). This study synthesizes a
significant number of international branding studies for both academics and managers
interested in the area, but the information provided is meant to be complementary with an
informative nature. The study has five limitations. First, this research was conducted only
using two databases, building on Whitelock and Fastoso’s (2007) study. Researching more
databases and journals would provide more thorough insights into international branding.
This literature review might have overlooked seminal works or articles not indexed in the
two databases selected, leading to potential gaps in the analysis. Second, due to the broad
nature of “international branding,” certain niche areas or subtopics within this domain
might not have received detailed attention. This could result in a generalized view rather
than an in-depth understanding of the field. Third, the review does not consider the
chronological development of theories and ideas in international branding. A time-based
progression could offer insights into how concepts and strategies have evolved over the
years. Fourth, while the objective is to provide a holistic overview of the international
branding field, this study does not explore specific aspects like exclusively B2B or B2C
branding literature. Future studies could focus on these areas to provide a more targeted
analysis. Finally, this paper uses a semisystematic literature review method. Although this
method efficiently synthesizes extensive literature, it might not offer the critical analysis
typically associated with systematic literature reviews. Future papers could use other
methodologies to analyze the literature critically.
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Appendix 1

Title Journal Year

A bibliometric analysis of the global branding
literature and a research agenda

Journal of International Business Studies 2013

A cross-cultural case study of consumers’
communications about a new technological product

Journal of Business Research 2020

A Cross-Cultural Examination of Corporate Social
Responsibility Marketing Communications in
Mexico and the United States: Strategies for Global
Brands

Journal of International Marketing 2011

A longitudinal analysis of country image and brand
origin effects

International Marketing Review 2022

A strategic marketing intelligence and multi-
organisational resilience framework

European Journal of Marketing 2008

A Study of the Internationalization-Performance
Relationship in Global Retailing: The Moderating
Role of Brand Standardization and Cultural
Diversity

Journal of International Marketing 2021

An Extended Model of Preference Formation
Between Global and Local Brands: The Roles of
Identity Expressiveness, Trust, and Affect

Journal of International Marketing 2015

Beyond anger: A deeper look at consumer
animosity

Journal of International Business Studies 2015

Beyond reach: an extended model of global brand
effects

International Marketing Review, 2019 2019

Brand Concepts as Representations of Human
Values: Do Cultural Congruity and Compatibility
Between Values Matter?

Journal of marketing 2012

Brand credibility and marketplace globalization:
The role of perceived brand globalness and
localness

Journal of International Business Studies 2020

Brand origin and country of production congruity:
Evidence from the UK and China

Journal of Business Research 2016

Branded Products as a Passport to Global
Citizenship: Perspectives from Developed and
Developing Countries

Journal of International Marketing 2008

Branding in a global marketplace: The mediating
effects of quality and self-identity brand signals

International Journal of Research in
Marketing

2011

Cross-national consistency of place-related identity
dispositions as antecedents of global brand
advocacy among ethnic Chinese at home and
abroad

Journal of Business Research 2023

Cross-national market segmentation in the fashion
industry - A study of European, Korean, and US
consumers

International marketing review 2007

Cultural Brands from Emerging Markets: Brand
Image Across Host and Home Countries

Journal of International Marketing 2009

Drivers of Brand Commitment: A Cross-National
Investigation

Journal of International Marketing 2010

Drivers of consumer-based brand equity: a two-
country analysis of perceived brand origin and
identity expressiveness

International Marketing Review 2020
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Drivers of local relative to global brand purchases:
A contingency approach

Journal of International Marketing 2015

Fostering international brand loyalty through
committed and attached relationships

International Business Review 2011

Generating global brand equity through corporate
social responsibility to key stakeholders

International Journal of Research in
Marketing

2012

Getting to global: An evolutionary perspective of
brand expansion in international markets

Journal of International Business Studies 2009

Global branding and strategic CSR: An overview of
three types of complexity

International marketing review 2009

Go local or go global: how local brands promote
buying impulsivity

International Marketing Review 2020

How global brands create firm value: the 4V model International Marketing Review 2014
How global brands travel with consumers An
examination of the relationship between brand
consistency and meaning across national
boundaries

International Marketing Review 2010

International strategies of emerging market firms
Standardization in brand management revisited

European Journal of Marketing 2010

Is Multi-Ethnic Advertising a globally viable
strategy for a Western luxury car brand? A mixed-
method cross-cultural study

Journal of Business Research 2018

Lit Up or Dimmed Down? Why, When, and How
Regret Anticipation Affects Consumers’ Use of
the Global Brand Halo

Journal of International Marketing 2020

Package Design as a Communications Vehicle in
Cross-Cultural Values Shopping

Journal of International Marketing 2009

Positioning Multicountry Brands: The Impact of
Variation in Cultural Values and Competitive Set

Journal of Marketing Research 2017

Ritualization: A Strategic Tool to Position Brands in
International Markets

Journal of International Marketing 2017

Social media ties strategy in international branding:
An application of resource-based theory

Journal of International Marketing 2018

The effect of global company animosity on global
brand attitudes in emerging and developed
markets: Does perceived value matter?

Journal of International Marketing 2013

The Fresh Start Mindset: A Cross-National
Investigation and Implications for Environmentally
Friendly Global Brands

Journal of International Marketing 2021

The influence of global and local iconic brand
positioning on advertising persuasion in an
emerging market setting

Journal of International Business Studies 2017

The process of global brand strategy development
and regional implementation

International Journal of Research in
Marketing

2012

Understanding Cultural Differences in Consumers’
Reactions to Foreign-Market Brand Extensions: The
Role of Thinking Styles

Journal of International Marketing 2019

What to stress, to whom and where? A cross-
country investigation of the effects of perceived
brand benefits on buying intentions

International Journal of Research in
Marketing

2016

A cultural approach to branding in the global
marketplace

Journal of international Marketing 2008
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A qualitative approach to understanding brand
image in an international context: Insights from
Croatia and Serbia

International Marketing Review 2013

Adapted or standardized copy: Is non-cultural
English the answer?

Journal of Business Research 2014

An investigation of global versus local online
branding

International Marketing Review 2007

Becoming TikTok Famous: Strategies for Global
Brands to Engage Consumers in an Emerging
Market

Journal of International Marketing 2023

Consumer cultural identity: local and global cultural
identities and measurement implications

International Marketing Review 2019

Consumers and Brands across the Globe: Research
Synthesis and New Directions

Journal of International Marketing 2018

Cultural resonance of global brands in Brazilian
social movements

International Marketing Review 2017

Do Global Brands Use Similar Executional Styles
Across Cultures? A Comparison of U.S. And
Japanese Television Advertising

Journal of Advertising 2015

Effect of brand extension strategies on brand
image: A comparative study of the UK and Spanish
markets

International Marketing Review 2008

Enhancing Consumer Attitude Toward Culturally
Mixed Symbolic Products from Foreign Global
Brands in an Emerging-Market Setting: The Role of
Cultural Respect

Journal of International Marketing 2019

Examining the relationships between brand
authenticity, perceived value and brand
forgiveness: The role of cross-cultural happiness

Journal of Business Research 2023

Getting the word out on Twitter: The role of
influentials, information brokers and strong ties in
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International Journal of Advertising 2017

Global and local brand stereotypes: formation,
content transfer and impact

International Marketing Review 2019

Global brand architecture position and market-
based performance: The moderating role of culture

Journal of International Marketing 2015

Global brand positioning and perceptions:
International advertising and global consumer
culture

International advertising and global
consumer culture

2010

Global brand purchase likelihood: A critical
synthesis and an integrated conceptual framework

Journal of International marketing 2008

How consumer-based brand equity relates to
market share of global and local brands in
developed and emerging countries

International Marketing Review 2020

How country development and national culture
affect the paths of perceived brand globalness to
consumer behavior across nations

Journal of Business Research 2020

International brands in emerging markets: the
myths of segmentation

International Marketing Review 2015

Local or Global Image? The Role of Consumers’
Local–Global Identity in Code-Switched Ad
Effectiveness Among Monolinguals

Journal of Advertising 2016
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Materialism, cosmopolitanism, and emotional brand
attachment: The roles of ideal self-congruity and
perceived brand globalness

ournal of Business Research 2020

MNCs and religious influences in global markets:
Drivers of consumer-based halal brand equity

International Marketing Review 2017

On the Interplay Between Consumer Dispositions
and Perceived Brand Globalness: Alternative
Theoretical Perspectives and Empirical Assessment

Journal of International Marketing 2019

Reflections on global brands, global consumer
culture and globalization

International Marketing Review 2019

Should have i bought the other one? Experiencing
regret in global versus local brand purchase
decisions

Journal of International Marketing 2018

Stereotyping global brands: Is warmth more
important than competence?

Journal of Business Research 2019

Susceptibility to global consumer culture: A three-
dimensional scale

Psychology & Marketing 2008

The dual impetus for perceived brand globalness
and brand competence in a rapidly changing
environment: the role of Brand-Nation Connection

International Marketing Review 2023

The interplay between global and local brands: A
closer look at perceived brand globalness and local
iconness

Journal of International Marketing 2012

The moderating impact of perceived globalness on
consumers’ purchase intentions for copycats: The
pleasure of hurting global brands

Psychology & Marketing 2019

The relational value of perceived brand globalness
and localness

Journal of Business Research 2019

The uncertain future of globalization: Implications
for global consumer culture and global brands

International Marketing Review 2019

The young adult cohort in emerging markets:
Assessing their glocal cultural identity in a global
marketplace

International Journal of Research in
Marketing

2012

Uncertainty Evokes Consumers’ Preference for
Brands Incongruent with their Global–Local
Citizenship Identity

Journal of Marketing Research 2021

When “Global” Becomes a Challenge: The Role of
Freshness in Food Brand Preference Formation

Journal of International Marketing 2023

Brand strategies of western MNCs as drivers of
globalization in Central and Eastern Europe

European Journal of Marketing

Global Brand Building and Management in the
Digital Age

Journal of International Marketing 2020

Global brand communities across borders: the
Warhammer case

International Marketing Review 2007

Global brand positioning and perceptions
International advertising and global consumer
culture

International journal of Advertising 2010

Managing the consumer-based brand equity
process: A cross-cultural perspective

International Business Review 2019

The Effects of Retail Banner Standardization on the
Performance of Global Retailers

Journal of Retailing 2019
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Brothers in blood, yet strangers to global brand
purchase: A four-country study of the role of
consumer personality

Journal of Business Research 2017

Cognitive and affective reactions of U.S. consumers
to global brands

Journal of International Marketing 2008

How to Go GloCal: Omni-Brand Orientation
Framework

Journal of International Marketing 2022
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Appendix 2

Topics Keywords No.

Global, local and
cultural branding
dynamics

Perceived brand globalness (PBG) and perceived brand localness
(PBL)

8

Standardization and adaptation 3
Global brands 3
Global marketing 2
International marketing 2
Local brands 2
Cross-cultural 2
Glocal Brands 2
Global consumer culture positioning 1
Global branding 1
Global expansion 1
Global citizenship 1
Global brand associations 1
Global consumer culture 1
Global identity 1
Perceived brand origin 1
Global brand strategy 1
Global brand halo 1
Global acceptance 1
Cultural brands 1
Cultural identity 1
National identity 1
Cultural congruity 1
Cultural orientation 1
National traditions 1
Local iconic brands 1
Local authenticity 1
Place-related identity dispositions 1
Country image 1
Country of origin 1
Country of association 1
Brand origin recognition accuracy 1
Perceived market reach 1
Globalization 1
Brand-nation connection 1
International brand loyalty 1
Segmentation 1
Cultural orientation 1
Cultural values 1

Branding and brand
concepts

Brand equity 2
Brands 2
Brand concepts 1
Brand credibility 1
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Topics Keywords No.

Brand image 1
Brand loyalty 1
Brand associations 1
Brand love 1
Brand attachment 1
Brand value 1
Brand awareness 1
Brand recall 1
Brand recognition 1
Brand benefits 1
Consumer-based brand equity 1
Brand stereotype 1
Brand commitment 1
Brand innovativeness 1

Consumer behavior
and perceptions

Consumer behavior 4
Rituals 2
Consumer ethnocentrism 1
Consumer values 1
Consumer culture positioning strategy 1
Consumer-brand identification 1
Consumer behavior/cognition 1
Consumer attitudes 1
Affective preference 1
Identity expressiveness 1
Customer orientation 1
Holistic consumer experience 1
Consumer-brand relationships 1
Relationship-building approach 1

Marketing and
market concepts

Social responsibility 3
Corporate social responsibility 3
Market segmentation 2
Target marketing 1
Marketing strategy 1
Fast moving consumer goods 1
Brand/product choice 1
Brand management 1
Stakeholders 1

Cultural and identity
concepts

Cosmopolitanism 1
Culture 1
Multiethnic 1
Multicultural 1
Nationalism 1
Ethnocentrism 1
Migrant 1
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Topics Keywords No.

Countries, regions
and markets

Emerging markets 4
Developed country 3
Developing country 1
Europe 1
South Korea 1
USA 1
Germany 1
Turkey 1
Croatia 1
Serbia 1
Ethnic Chinese 1
Fashion industry 1
Retailing 1

Strategies and
approaches

Internationalization 1
Market entry 1
Strategic management 1
Retail internationalization 1

Methodologies and
theories

Text mining 1
Topic modeling 1
Structural equation modeling 1
Hazard rate models 1
Markov Chain Monte Carlo 1
Qualitative research 1
Structural equations modeling 1
Associative network memory model 1
Signaling theory 1
Survey research 1
Extended case method 1

Technologies and
platforms

New technological product 1
Social media 1
TikTok 1
E-commerce 1
Search engines 1

Other concepts
Signaling theory 1
Human values 1
Advertising 1
Inclusiveness 1
Resource-based theory 1
Innovation 1
Social media marketing 1
Content marketing 1
Advertising 1
Branding and brand management 1
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Topics Keywords No.

Communities 1
Price premium 1
Recommendation 1
Individualism/collectivism 1
Profitability 1
Price sensitivity 1
Travel 1
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