Sage Journals
We value your privacy

We and our partners store and/or access information on a device, such as cookies and process personal data, such as
unique identifiers and standard information sent by a device for personalised advertising and content, advertising and content
measurement, audience research and services development. With your permission we and our partners may use precise
geolocation data and identification through device scanning. You may click to consent to our and our 1438 partners’
processing as described above. Alternatively you may click to refuse to consent or access more detailed information and
change your preferences before consenting. Please note that some processing of your personal data may not require your
consent, but you have a right to object to such processing. Your preferences will apply to this website only. You can change
your preferences or withdraw your consent at any time by returning to this site and clicking the "Privacy" button at the bottom

of the webpage.

ACCEPT ALL

MORE OPTIONS

DECLINE ALL



https://journals.sagepub.com/metrics/jig
https://journals.sagepub.com/home/JIG
https://journals.sagepub.com/



https://www.ncbi.nlm.nih.gov/pubmed/10662002
https://scholar.google.com/scholar_lookup?title=%E2%80%9CThe+Lure+of+Global+Branding%2C%E2%80%9D&publication_year=1999&journal=Harvard+Business+Review&pages=137-44&pmid=10662002
https://doi.org/10.1177/002224299906300106
https://scholar.google.com/scholar_lookup?title=%E2%80%9CBrand+Positioning+Through+Advertising+in+Asia%2C+North+America%2C+and+Europe%3A+The+Role+of+Global+Consumer+Culture%2C%E2%80%9D&publication_year=1999&journal=Journal+of+Marketing&pages=75-87&doi=10.1177%2F002224299906300106
https://doi.org/10.1016/j.ijresmar.2006.01.010
https://scholar.google.com/scholar_lookup?title=%E2%80%9CConsumer+Attitudes+Toward+Marketplace+Globalization%3A+Structure%2C+Antecedents+and+Consequences%2C%E2%80%9D&publication_year=2006&journal=International+Journal+of+Research+in+Marketing&pages=227-39&doi=10.1016%2Fj.ijresmar.2006.01.010
https://scholar.google.com/scholar_lookup?title=%E2%80%9CDisjuncture+and+Difference+in+the+Global+Economy%2C%E2%80%9D&publication_year=1990&pages=295-310
https://doi.org/10.1080/00947679.2004.12062656
https://scholar.google.com/scholar_lookup?title=%E2%80%9CHard-Sell+%E2%80%98Killers%E2%80%99+and+Soft-Sell+%E2%80%98Poets%E2%80%99%3A+Modern+Advertising%27s+Enduring+Message+Strategy+Debate%2C%E2%80%9D&publication_year=2004&journal=Journalism+History&pages=141-49&doi=10.1080%2F00947679.2004.12062656
https://doi.org/10.1108/eb008290
https://scholar.google.com/scholar_lookup?title=%E2%80%9CMaterialism+and+Status+Appeals+in+Japanese+and+U.S.+Print+Advertising%2C%E2%80%9D&publication_year=1985&journal=International+Marketing+Review&pages=38-47&doi=10.1108%2Feb008290

Advertising, 27(4), 9-25.

Crossref

Google Scholar

Boddewyn Jean J., Soehl Robin, and Picard Jacques (1986), “Standardization in International Marketing:
Is Ted Levitt in Fact Right?” Business Horizons, 29(6), 69-75.

Crossref

Google Scholar

Bradley Sandra, Hitchon Jacqueline, and Thorson Esther (1994), “Hard Sell Versus Soft Sell: A
Comparison of American and British Advertising,” in Global and Multinational Advertising, Englis B.G., ed.
Hillsdale, NJ: Lawrence Erlbaum Associates, 141-57.

Google Scholar

Caples John (1973), “Irresistible Ad Story Copy Plus Reason-Why Copy Vital,” Direct Marketing, (June), 60,
67.

Google Scholar

Cayla Julien, and Arnould Eric J. (2008), “Cultural Approach to Branding in the Global Market,” Journal of
International Marketing, 16(4), 86-112.

Crossref

Google Scholar

Samuel Craig C., and Douglas Susan P. (2005), International Marketing Research. 3d ed. Chichester, UK:
John Wiley & Sons.

Google Scholar

Cutler Bob D., and Javalgi Rajshekhar G. (1994), “Comparison of Business-to-Business Advertising: The
United States and the United Kingdom,” Industrial Marketing Management, 23(2), 117-24.

Crossref

Google Scholar



https://doi.org/10.1080/00913367.1998.10673566
https://scholar.google.com/scholar_lookup?title=%E2%80%9CThe+Effect+of+Consumer+Prejudices+on+Ad+Processing%3A+Heterosexual+Consumers%E2%80%99+Responses+to+Homosexual+Imagery+in+Ads%2C%E2%80%9D&publication_year=1998&journal=Journal+of+Advertising&pages=9-25&doi=10.1080%2F00913367.1998.10673566
https://doi.org/10.1016/0007-6813(86)90040-6
https://scholar.google.com/scholar_lookup?title=%E2%80%9CStandardization+in+International+Marketing%3A+Is+Ted+Levitt+in+Fact+Right%3F%E2%80%9D&publication_year=1986&journal=Business+Horizons&pages=69-75&doi=10.1016%2F0007-6813%2886%2990040-6
https://scholar.google.com/scholar_lookup?title=%E2%80%9CHard+Sell+Versus+Soft+Sell%3A+A+Comparison+of+American+and+British+Advertising%2C%E2%80%9D&publication_year=1994&pages=141-57
https://scholar.google.com/scholar_lookup?title=%E2%80%9CIrresistible+Ad+Story+Copy+Plus+Reason-Why+Copy+Vital%2C%E2%80%9D&publication_year=1973&journal=Direct+Marketing&pages=67
https://doi.org/10.1509/jimk.16.4.86
https://scholar.google.com/scholar_lookup?title=%E2%80%9CCultural+Approach+to+Branding+in+the+Global+Market%2C%E2%80%9D&publication_year=2008&journal=Journal+of+International+Marketing&pages=86-112&doi=10.1509%2Fjimk.16.4.86
https://scholar.google.com/scholar_lookup?title=International+Marketing+Research.&publication_year=2005
https://doi.org/10.1016/0019-8501(94)90012-4
https://scholar.google.com/scholar_lookup?title=%E2%80%9CComparison+of+Business-to-Business+Advertising%3A+The+United+States+and+the+United+Kingdom%2C%E2%80%9D&publication_year=1994&journal=Industrial+Marketing+Management&pages=117-24&doi=10.1016%2F0019-8501%2894%2990012-4

Gregory Gary D., and Munch James M. (1987), “Cultural Values in International Advertising: An
Examination of Familial Norms and Roles in Mexico,” Psychology & Marketing, 14(2), 99-119.

Crossref

Google Scholar

Han Sang-Pil, and Shavitt Sharon (1984), “Persuasion and Culture: Advertising Appeals in Individualistic
and Collectivistic Societies,” Journal of Experimental Social Psychology, 30(4), 326-50.

Crossref

Google Scholar

Hannerz UIf (1990), “Cosmopolitans and Locals in World Culture,” in Global Culture: Nationalism,
Globalization and Modernity, Featherstone Mike, ed. Thousand Oaks, CA: Sage Publications, 295-310.

Google Scholar

Hofstede Geert (1980), Culture's Consequences: International Differences in Work-Related Values. Beverly
Hills, CA: Sage Publications.

Google Scholar

Hofstede Geert (1991), Cultures and Organizations: Software of the Mind: Intercultural Cooperation and Its
Importance for Survival. New York: McGraw-Hill.

Google Scholar

Holt Douglas B., Quelch John A., and Taylor Earl L. (2004), “How Global Brands Compete,” Harvard
Business Review, 82(9), 68-75, 136.

PubMed

Google Scholar

mm

Homer Pamela Miles (2008), “Perceived Quality and Image: When All Is Not ‘Rosy,
Research, 61(4), 715-23.

Journal of Business

Crossref

Google Scholar



https://doi.org/10.1002/(SICI)1520-6793(199703)14:2%3C99::AID-MAR1%3E3.0.CO;2-I
https://scholar.google.com/scholar_lookup?title=%E2%80%9CCultural+Values+in+International+Advertising%3A+An+Examination+of+Familial+Norms+and+Roles+in+Mexico%2C%E2%80%9D&publication_year=1987&journal=Psychology+%26+Marketing&pages=99-119&doi=10.1002%2F%28SICI%291520-6793%28199703%2914%3A2%253C99%3A%3AAID-MAR1%253E3.0.CO%3B2-I
https://doi.org/10.1006/jesp.1994.1016
https://scholar.google.com/scholar_lookup?title=%E2%80%9CPersuasion+and+Culture%3A+Advertising+Appeals+in+Individualistic+and+Collectivistic+Societies%2C%E2%80%9D&publication_year=1984&journal=Journal+of+Experimental+Social+Psychology&pages=326-50&doi=10.1006%2Fjesp.1994.1016
https://scholar.google.com/scholar_lookup?title=%E2%80%9CCosmopolitans+and+Locals+in+World+Culture%2C%E2%80%9D&publication_year=1990&pages=295-310
https://scholar.google.com/scholar_lookup?title=Culture%27s+Consequences%3A+International+Differences+in+Work-Related+Values.&publication_year=1980
https://scholar.google.com/scholar_lookup?title=Cultures+and+Organizations%3A+Software+of+the+Mind%3A+Intercultural+Cooperation+and+Its+Importance+for+Survival.&publication_year=1991
https://www.ncbi.nlm.nih.gov/pubmed/15449856
https://scholar.google.com/scholar_lookup?title=%E2%80%9CHow+Global+Brands+Compete%2C%E2%80%9D&publication_year=2004&journal=Harvard+Business+Review&pages=68-75&pmid=15449856
https://doi.org/10.1016/j.jbusres.2007.05.009
https://scholar.google.com/scholar_lookup?title=%E2%80%9CPerceived+Quality+and+Image%3A+When+All+Is+Not+%E2%80%98Rosy%2C%27%E2%80%9D&publication_year=2008&journal=Journal+of+Business+Research&pages=715-23&doi=10.1016%2Fj.jbusres.2007.05.009

Hong Jae W., Muderrisoglu Aydin, and Zinkhan George M. (1987), “Cultural Differences and Advertising
Expression: A Comparative Content Analysis of Japanese and U.S. Magazine Advertising,” Journal of
Advertising, 16(1), 55-62.

Crossref

Google Scholar

House Robert J., Hanges Paul J., Javidan Mansour, Dorfman Peter W., and Gupta Vipin (2004), Culture,
Leadership, and Organizations: The GLOBE Study of 62 Societies. Beverly Hills, CA: Sage Publications.

Google Scholar

Interbrand (2009), “Best Global Brands,” (accessed December 1, 2009), [available at
http://www.interbrand.com/best_global_brands_intro.aspx].

Google Scholar

Johansson Johny K. (1994), “The Sense of ‘Nonsense’: Japanese TV Advertising,” Journal of Advertising,
23(1), 17-26.

Crossref

Google Scholar

Lin Carolyn A. (2001), “Cultural Values Reflected in Chinese and American Television Advertising,”
Journal of Advertising, 30(4), 83-95.

Crossref

Google Scholar

Messaris Paul (1997), Visual Persuasion: The Role of Images in Advertising. Thousand Oaks, CA: Sage
Publications.

Crossref

Google Scholar

Mitchell Andrew A., and Olson Jerry C. (1981), “Are Product Attribute Beliefs the Only Mediator of
Advertising Effects on Brand Attitude?” Journal of Marketing Research, 18(August), 318-32.

Crossref

~  — ol = = 1 -


https://doi.org/10.1080/00913367.1987.10673061
https://scholar.google.com/scholar_lookup?title=%E2%80%9CCultural+Differences+and+Advertising+Expression%3A+A+Comparative+Content+Analysis+of+Japanese+and+U.S.+Magazine+Advertising%2C%E2%80%9D&publication_year=1987&journal=Journal+of+Advertising&pages=55-62&doi=10.1080%2F00913367.1987.10673061
https://scholar.google.com/scholar_lookup?title=Culture%2C+Leadership%2C+and+Organizations%3A+The+GLOBE+Study+of+62+Societies.&publication_year=2004
http://www.interbrand.com/best_global_brands_intro.aspx
https://scholar.google.com/scholar_lookup?title=%E2%80%9CBest+Global+Brands%2C%E2%80%9D&publication_year=2009
https://doi.org/10.1080/00913367.1994.10673428
https://scholar.google.com/scholar_lookup?title=%E2%80%9CThe+Sense+of+%E2%80%98Nonsense%E2%80%99%3A+Japanese+TV+Advertising%2C%E2%80%9D&publication_year=1994&journal=Journal+of+Advertising&pages=17-26&doi=10.1080%2F00913367.1994.10673428
https://doi.org/10.1080/00913367.2001.10673653
https://scholar.google.com/scholar_lookup?title=%E2%80%9CCultural+Values+Reflected+in+Chinese+and+American+Television+Advertising%2C%E2%80%9D&publication_year=2001&journal=Journal+of+Advertising&pages=83-95&doi=10.1080%2F00913367.2001.10673653
https://doi.org/10.4135/9781452233444
https://scholar.google.com/scholar_lookup?title=Visual+Persuasion%3A+The+Role+of+Images+in+Advertising.&publication_year=1997&doi=10.4135%2F9781452233444
https://doi.org/10.1177/002224378101800306
https://scholar.google.com/scholar_lookup?title=%E2%80%9CAre+Product+Attribute+Beliefs+the+Only+Mediator+of+Advertising+Effects+on+Brand+Attitude%3F%E2%80%9D&publication_year=1981&journal=Journal+of+Marketing+Research&pages=318-32&doi=10.1177%2F002224378101800306

MUUSIE DLITIVIdA]

Mueller Barbara (1987), “Reflections of Culture: An Analysis of Japanese and American Advertising
Appeals,” Journal of Advertising Research, 27(3), 51-59.

Google Scholar

Mueller Barbara (1992), “Standardization vs. Specialization: An Examination of Westernization in
Japanese Advertising,” Journal of Advertising Research, 32(1), 15-24.

Google Scholar

Nevett Terence (1992), “Differences Between American and British Television Advertising: Explanations
and Implications,” Journal of Advertising, 21(4), 61-71.

Crossref

Google Scholar

Okazaki Shintaro, Mueller Barbara, and Taylor Charles R. (2010), “Measuring Hard-Sell vs. Soft-Sell
Advertising Appeals,” Journal of Advertising, 39(2), 5-20.

Crossref

Google Scholar

Ozsomer Aysegul, and Altaras Selin (2008), “Global Brand Purchase Likelihood: A Critical Synthesis and
an Integrated Conceptual Framework,” Journal of International Marketing, 16(4), 1-28.

Crossref

Google Scholar

Ramaprasad Jyotika, and Hasegawa Kazumi (1992), “Creative Strategies in American and Japanese TV
Commercials: A Comparison,” Journal of Advertising Research, 32(1), 59-67.

Google Scholar

Roth Martin S. (1992), “Depth Versus Breadth Strategies for Global Brand Image Management,” Journal
of Advertising, 21(2), 26-36.

Crossref

Google Scholar



https://scholar.google.com/scholar_lookup?title=%E2%80%9CAre+Product+Attribute+Beliefs+the+Only+Mediator+of+Advertising+Effects+on+Brand+Attitude%3F%E2%80%9D&publication_year=1981&journal=Journal+of+Marketing+Research&pages=318-32&doi=10.1177%2F002224378101800306
https://scholar.google.com/scholar_lookup?title=%E2%80%9CReflections+of+Culture%3A+An+Analysis+of+Japanese+and+American+Advertising+Appeals%2C%E2%80%9D&publication_year=1987&journal=Journal+of+Advertising+Research&pages=51-59
https://scholar.google.com/scholar_lookup?title=%E2%80%9CStandardization+vs.+Specialization%3A+An+Examination+of+Westernization+in+Japanese+Advertising%2C%E2%80%9D&publication_year=1992&journal=Journal+of+Advertising+Research&pages=15-24
https://doi.org/10.1080/00913367.1992.10673386
https://scholar.google.com/scholar_lookup?title=%E2%80%9CDifferences+Between+American+and+British+Television+Advertising%3A+Explanations+and+Implications%2C%E2%80%9D&publication_year=1992&journal=Journal+of+Advertising&pages=61-71&doi=10.1080%2F00913367.1992.10673386
https://doi.org/10.2753/JOA0091-3367390201
https://scholar.google.com/scholar_lookup?title=%E2%80%9CMeasuring+Hard-Sell+vs.+Soft-Sell+Advertising+Appeals%2C%E2%80%9D&publication_year=2010&journal=Journal+of+Advertising&pages=5-20&doi=10.2753%2FJOA0091-3367390201
https://doi.org/10.1509/jimk.16.4.1
https://scholar.google.com/scholar_lookup?title=%E2%80%9CGlobal+Brand+Purchase+Likelihood%3A+A+Critical+Synthesis+and+an+Integrated+Conceptual+Framework%2C%E2%80%9D&publication_year=2008&journal=Journal+of+International+Marketing&pages=1-28&doi=10.1509%2Fjimk.16.4.1
https://scholar.google.com/scholar_lookup?title=%E2%80%9CCreative+Strategies+in+American+and+Japanese+TV+Commercials%3A+A+Comparison%2C%E2%80%9D&publication_year=1992&journal=Journal+of+Advertising+Research&pages=59-67
https://doi.org/10.1080/00913367.1992.10673365
https://scholar.google.com/scholar_lookup?title=%E2%80%9CDepth+Versus+Breadth+Strategies+for+Global+Brand+Image+Management%2C%E2%80%9D&publication_year=1992&journal=Journal+of+Advertising&pages=26-36&doi=10.1080%2F00913367.1992.10673365

Steenkamp Jan-Benedict E.M., Batra Rajeev, and Alden Dana L. (2003), “How Perceived Brand
Globalness Creates Brand Value,” Journal of International Business Studies, 34(1), 53-65.

Crossref

Google Scholar

Steenkamp Jan-Benedict E.M., and Baumgartner Hans (1998), “Assessing Measurement Invariance in
Cross-National Consumer Research,” Journal of Consumer Research, 25(1), 78-90.

Crossref

Google Scholar

Taylor Charles R., Miracle Gordon E., and Dale Wilson R. (1997), “The Impact of Information Level on
the Effectiveness of U.S. and Korean Television Communication,” Journal of Advertising, 26(1), 1-18.

Crossref

Google Scholar

Terlutter Ralf, Diehl Sandra, and Mueller Barbara (2006), “The GLOBE Study: Applicability of a New
Typology of Cultural Dimensions for Cross-Cultural Marketing and Advertising Research,” in
International Advertising and Communication: Current Insights and Empirical Findings, Diehl S., and
Terlutter R., eds. Wissenschaft, Wiesbaden, Germany: Galber Edition, 419-38.

Crossref

Google Scholar

’

Tsao James C. (1994), “Advertising and Cultural Values: A Content Analysis of Advertising in Taiwan,’
Gazette, 53(1-2), 93.

Crossref

Google Scholar

Wang Yun-Ying, Jaw J.J., Pinkleton Bruce E., and Morton Cathy (1997), “Toward the Understanding of
Advertising Appeals in Taiwanese Magazine Ads and Its Implications,” Competitiveness, 7(1), 46-62.

Crossref

Google Scholar



https://doi.org/10.1057/palgrave.jibs.8400002
https://scholar.google.com/scholar_lookup?title=%E2%80%9CHow+Perceived+Brand+Globalness+Creates+Brand+Value%2C%E2%80%9D&publication_year=2003&journal=Journal+of+International+Business+Studies&pages=53-65&doi=10.1057%2Fpalgrave.jibs.8400002
https://doi.org/10.1086/209528
https://scholar.google.com/scholar_lookup?title=%E2%80%9CAssessing+Measurement+Invariance+in+Cross-National+Consumer+Research%2C%E2%80%9D&publication_year=1998&journal=Journal+of+Consumer+Research&pages=78-90&doi=10.1086%2F209528
https://doi.org/10.1080/00913367.1997.10673514
https://scholar.google.com/scholar_lookup?title=%E2%80%9CThe+Impact+of+Information+Level+on+the+Effectiveness+of+U.S.+and+Korean+Television+Communication%2C%E2%80%9D&publication_year=1997&journal=Journal+of+Advertising&pages=1-18&doi=10.1080%2F00913367.1997.10673514
https://doi.org/10.1007/3-8350-5702-2_22
https://scholar.google.com/scholar_lookup?title=%E2%80%9CThe+GLOBE+Study%3A+Applicability+of+a+New+Typology+of+Cultural+Dimensions+for+Cross-Cultural+Marketing+and+Advertising+Research%2C%E2%80%9D&publication_year=2006&pages=419-38&doi=10.1007%2F3-8350-5702-2_22
https://doi.org/10.1177/001654929405300107
https://scholar.google.com/scholar_lookup?title=%E2%80%9CAdvertising+and+Cultural+Values%3A+A+Content+Analysis+of+Advertising+in+Taiwan%2C%E2%80%9D&publication_year=1994&journal=Gazette&pages=93&doi=10.1177%2F001654929405300107
https://doi.org/10.1108/eb046345
https://scholar.google.com/scholar_lookup?title=%E2%80%9CToward+the+Understanding+of+Advertising+Appeals+in+Taiwanese+Magazine+Ads+and+Its+Implications%2C%E2%80%9D&publication_year=1997&journal=Competitiveness&pages=46-62&doi=10.1108%2Feb046345

Zou Shaoming, and Tamer Cavusgil S. (2002), “The GMS: A Broad Conceptualization of Global
Marketing Strategy and Its Effect on Firm Performance,” Journal of Marketing, 66(October), 50-56.

Crossref

Google Scholar

Biographies

Shintaro Okazaki is Associate Professor of Marketing in the College of Economics and Business
Administration at Universidad Autbnoma de Madrid (Spain), from which he received his doctorate in
Marketing. His primary research interests lie in cross-cultural issues in marketing, online consumer
behavior, and social marketing. He has published articles in Journal of Advertising, Journal of Advertising
Research, International Journal of Advertising, Journal of International Marketing, Journal of Business
Research, Journal of World Business, European Journal of Marketing, Psychology & Marketing, International
Marketing Review, and Information & Management, among others. He serves on the editorial review
boards of several journals, including Journal of Advertising, International Journal of Advertising, Journal of
Public Policy & Marketing, and Internet Research, and on the executive boards of European Advertising
Academy and Spanish Marketing Association. He is currently Deputy Editor of Journal of Marketing
Communications.

Barbara Mueller is Professor of Advertising in the School of Journalism & Media Studies at San Diego
State University. She received her doctorate from the University of Washington. Her research has
appeared in Journal of International Business Studies, Journal of Advertising, Journal of Advertising Research,
International Journal of Advertising, International Marketing Review, Journal of Current Issues and Research
in Advertising, and Advances in Consumer Research, among many other professional journals. She is the
author of Communicating with the Multicultural Consumer: Theoretical and Practical Perspectives (Peter
Lang, 2008) and Dynamics of International Advertising: Theoretical and Practical Perspectives (Peter Lang,
2004, 2d ed. forthcoming) and coauthor (with Katherine Toland Frith) of Advertising and Societies: Global
Issues (Peter Lang, 2010).

Charles R. Taylor is John A. Murphy Professor of Marketing at Villanova University and Senior
Research Fellow at the Center for Marketing and Policy Research. He received his doctorate from
Michigan State University. His primary areas of research interest are international advertising and
advertising and public policy issues. He currently serves as editor of the International Journal of
Advertising. He is also a past-president of the American Academy of Advertising. Taylor has published
numerous books, journals, and conference papers. In addition, he serves on the editorial review
boards of several journals. His research has received best paper awards from Journal of Advertising and
Journal of Macromarketing as well as the Hans B. Thorelli Award for outstanding contribution to
international marketing theory in 1998 from Journal of International Marketing.


https://doi.org/10.1509/jmkg.66.4.40.18519
https://scholar.google.com/scholar_lookup?title=%E2%80%9CThe+GMS%3A+A+Broad+Conceptualization+of+Global+Marketing+Strategy+and+Its+Effect+on+Firm+Performance%2C%E2%80%9D&publication_year=2002&journal=Journal+of+Marketing&pages=50-56&doi=10.1509%2Fjmkg.66.4.40.18519

Related content A

Similar articles:

8 Open Access

An Examination of Response of Consumers with Different Levels of Uniqueness to Limited Quantity,
Offers

Show details

ﬂ Restricted access

A Study on Green Advertisement and its Impact on Consumer Purchase Intention

Show details

ﬁ Restricted access

Different Impacts of Advertising Appeals on Advertising Attitude for High and Low Involvement Products

Show details

View more

Sage recommends:

SAGE Research Methods
Book chapter

What Is Advertising?

Show details

SAGE Knowledge
Book chapter

Theorizing Advertising and Promotion

Show details

SAGE Research Methods
Book chapter

How Advertising Works

Show details

View more


https://journals.sagepub.com/doi/10.1177/0256090916663390?icid=int.sj-abstract.similar-articles.1
https://journals.sagepub.com/doi/10.1177/0973258613491661?icid=int.sj-abstract.similar-articles.2
https://journals.sagepub.com/doi/10.1177/0972150915569936?icid=int.sj-abstract.similar-articles.3
http://dx.doi.org/10.4135/9781849208833.n2
http://dx.doi.org/10.4135/9781446278789.n2
http://dx.doi.org/10.4135/9781849208833.n3

You currently have no access to this content. Visit the access options page to authenticate.

View full text Download PDF

Also from Sage

CQ Library Sage Data
Elevating debate Uncovering insight
Sage Business Cases Sage Campus
Shaping futures Unleashing potential
Sage Knowledge Sage Research Methods
Multimedia learning resources Supercharging research
Sage Video Technology from Sage
Streaming knowledge Library digital services

We value your privacy We and our partners store and/or access information on a device, such as cookies and
process personal data, such as unique identifiers and standard information sent by a device for personalised
advertising and content, advertising and content measurement, audience research and services
development. With your permission we and our partners may use precise geolocation data and identification
through device scanning. You may click to consent to our and our 1438 partners’ processing as described
above. Alternatively you may click to refuse to consent or access more detailed information and change your
preferences before consenting. Please note that some processing of your personal data may not require your
consent, but you have a right to object to such processing. Your preferences will apply to this website only.


https://journals.sagepub.com/action/showLogin?uri=/doi/10.1509/jimk.18.2.20
https://journals.sagepub.com/doi/full/10.1509/jimk.18.2.20
https://journals.sagepub.com/doi/pdf/10.1509/jimk.18.2.20?download=true
https://library.cqpress.com/index.php?utm_source=cross-product-footer&utm_medium=cross-product
https://www.data-planet.com/?utm_source=cross-product-footer&utm_medium=cross-product
https://sk.sagepub.com/cases?utm_source=cross-product-footer&utm_medium=cross-product
https://classroom.sagepub.com/?utm_source=cross-product-footer&utm_medium=cross-product
https://sk.sagepub.com/?utm_source=cross-product-footer&utm_medium=cross-product
https://methods.sagepub.com/?utm_source=cross-product-footer&utm_medium=cross-product
https://sk.sagepub.com/video?utm_source=cross-product-footer&utm_medium=cross-product
https://www.technologyfromsage.com/?utm_source=cross-product-footer&utm_medium=cross-product

