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Abstract: Based on 11 export marketing experts of the editorial board  
of International Journal of Export Marketing (IJEXPORTM) and  
five international marketing experts from IJEXPORTM, this study investigates 
the possible evolution of export/international marketing in the next 15 years. In 
Round 1, the study uses two surveys which asked participants to complete 
questionnaires during January–March 2020. Additionally, in Round 2 during 
May–June 2022, the study uses the Delphi approach in asking an additional  
12 experts in export/international marketing to evaluate the initial research 
themes. Furthermore, the author uses broad categories of research themes 
derived from the two lists of the initial research themes. The Round 1 study 
reveals through the tool of dendrogram 17 broad categories of research themes 
related to export marketing, and 13 broad categories of research themes related 
to international marketing. Particularly, digitalisation and social media are  
two new themes of both export and international marketing. 
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This paper is a revised and expanded version of a paper entitled ‘The evolution 
of export marketing and international marketing: a future agenda’ presented  
at 16th Vaasa Conference on International Business 2021, Vaasa, Finland,  
16–18 August 2021; ‘A future research agenda on export marketing and 
international marketing: a Delphi approach of contents and themes’ presented 
at 4th Nordic International Business, Export Marketing, Int. Entrepreneurship, 
Entrepreneurship, Brand Management, Consumer Behaviour and Tourism 
Conference 2022, Online, 5–6 November 2022. 

 

1 Introduction 

Studies on the future of export marketing and international marketing are few in number. 
For example, Malhotra et al. (2013) have analysed 29 years of research published in 
International Marketing Review since its establishment (1983–2011). 

In addition, Czinkota and Pinkwart (2014, p.5) provided insights into the future role 
of international marketing and its cross-disciplinary and cross-national opportunities.  
The results of their study [Czinkota and Pinkwart, (2014), Table 1, pp.8–9], based on  
five experts in international marketing, who participated in a conference of the American 
Marketing Association in 2012 in Mexico, revealed four segments, i.e.: 

a the future role of international marketing in firms and in collaboration with academia 

b future requirements and barriers in the field of international marketing 

c future challenges of globalisation and their impact on international marketing 

d the future development of international marketing. 

Furthermore, Leonidou et al. (2018) have investigated a literature review of  
1,722 international marketing manuscripts published in the top six journals of 
international business during the period 1995–2015. Recently, there has been a literature 
review by Vrontis et al. (2020) on cause-related marketing (CRM) in international 
business in the International Marketing Review, which needs empirical testing. 

In another study, Katsikeas (2019) states that the publication of papers in 
international marketing in top international business journals (ABS3 and ABS4) has 
become rather difficult over the last 30 years and more challenging than before. 

Additionally, according to Coudounaris (2021b), in recent years, the motivation of 
new authors contributing to international marketing has become different from earlier 
authors. For example, new authors want to increase their impact factor, the number of 
citations, and number of papers published (Coudounaris, 2021b). 

In international literature, there have been at least two studies investigating the 
thematic areas of international marketing articles (Leonidou et al., 2018; Vrontis et al., 
2020). The first study by Leonidou et al. (2018, Table 5, pp.17–18) based on a sample of 
1,722 articles, revealed in terms of importance eleven categories of thematic areas 
together with their sub-themes. Namely, specialised issues comprising 28% (relationship 
marketing: 17.5%, plus marketing ethics/green marketing, information technology and 
the internet, and planning and organisation); global strategy issues, comprising 23.8% 
(performance implications 20.5%, plus global strategy formulation and market 
segmentation/targeting); buyer behaviour, comprising 20.6% (consumer buyer behaviour 
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18.6%, country of origin effects 6.6%, plus organisational buyer behaviour); internal 
company factors, comprising 20.3% (organisational factors 18.6%, plus managerial 
factors); foreign marketing strategy/mix, comprising 15.2% (marketing strategy 4.3%, 
plus product/brand policy, advertising and promotion, distribution channels, selling  
and sales management, and pricing); macro-environmental forces, comprising 13.8% 
(socio-cultural 8.0%, political legal 5.4%, plus economic, and technological aspects); 
foreign market entry, comprising 13.6% (foreign manufacturing 7.6%, exporting 6.0%, 
and importing); general international issues, comprising 12.5% (internationalisation 
process 11.7%, plus international trade analysis); task environment, comprising 10.9% 
(market characteristics 10.0%, plus competitor analysis and marketing infrastructure); 
miscellaneous at 8.4%, and marketing research 8.2% (methodological issues 4.7%, plus 
information acquisition/use). 

The research questions are as follows: 

a What will the future research agenda in export marketing be for the following  
15 years based on the thoughts of researchers and their research involvement? 

b What will the future research agenda in international marketing be for the following 
15 years based on the thoughts of researchers and their research engagement? 

The objectives of the study are as follows: 

a To find out the important categories of research themes in export marketing and 
international marketing. 

b To find research themes for PhD candidates and MBA students who do not have 
themes for investigation. 

This paper contributes to the development of future research agenda of export marketing 
initial research themes and broad categories of research themes as well as to the future 
research agenda of international marketing initial research themes and broad categories of 
research themes. 

2 Theoretical background 

2.1 The use of Delphi method in social sciences 

The Delphi method has been used extensively in social sciences but this method is used 
for first time in export marketing and international marketing in the current study. 
According to Fink-Hafner et al. (2019, p.6), the Delphi method is importantly suitable for 
the following situations: 

a It is suitable for solving complex problems. 

b It is suitable when there is incomplete knowledge about a phenomenon. Particularly, 
when the purpose is to improve the understanding of a problem, opportunity or 
solution, or use it for forecast. 

c It is appropriate for exploring areas such as export marketing and international 
marketing that there is a controversy, debate or a less clarity on the subjects. 
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d It is an acceptable substitute for direct empirical evidence when there is lack of 
availability of many surveys. 

In addition, in their study, Rowe and Wright (2001) summarised some principles for 
using expert opinion in different applications of the Delphi method: 

a Use experts with suitable domain knowledge of the fields. 

b Use heterogeneous experts. 

c Use between 5 and 20 experts. 

d For Delphi feedback, show the mean or median estimates of the panel of experts plus 
their rationales. 

e Continue the Delphi method until the responses show stability. Generally,  
three rounds are enough0 

f Obtain the final forecast by weighting all the estimates provided by experts equally 
and aggregating them. 

According to Grime and Wright (2016, p.5), the Delphi process is “in essence, a 
methodology for the structured aggregation of individual judgments. This does not mean 
any and all applications of the Delphi method may produce poor quality aggregated 
judgments and forestcasts.” Therefore, researchers and experts should be aware of the 
strengths and weaknesses of the Delphi method [Fink-Hafner et al., (2019), pp.4–7]. 

3 Method 

The study was based on two short questionnaires sent to: 

1 the 52 members of the board of International Journal of Export Marketing 
(IJEXPORTM) and ten ad hoc reviewers 

2 the most prolific authors in international marketing mentioned in two studies, namely 
Leonidou et al. (2018) (30 authors) and Leonidou et al. (2010) (25 authors) during 
the period January–March 2020 (Round 1). 

This is the second study based on IJEXPORTM, but the first one was dealing with the 
research question of how to write a good article in International Business and Export 
Marketing (Coudounaris, 2019). 

The questionnaire included two questions. Specifically, the 52 members of the board 
of IJEXPORTM and the ten ad hoc reviewers were asked to: 

a propose an agenda for future research in exporting for future years based on their 
thoughts and research involvement 

b propose an agenda for future research in international marketing for the following  
15 years based on their thoughts and research engagement. 

Two examples of research studies were included, indicating the themes researched on 
export marketing and international marketing (Leonidou et al., 2010, 2018). The 
collection of the surveys was effected during the period January 2020 to March 2020. 
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The initial questionnaire was followed up with two reminders. In total, the study received 
11 replies for export marketing and five replies for international marketing. 

The total sample of the Round 1 study consisted of 117 experts, i.e., 62 experts from 
IJEXPORTM and 55 experts included in the two studies by Leonidou et al. (2018, 2010). 
The Round 1 study received 11 replies for export marketing and five replies for 
international marketing. Specifically, 11 replies were received from a total of 87 experts 
in export marketing, and five replies from a total of 82 experts in international marketing. 

The Round 2 study used the Delphi method to validate the initial research themes into 
broad categories of research themes by 12 experts in export/international marketing. 

Furthermore, the study utilises the dendrograms to group information to fewer 
clusters (see Figure 1 and Figure 2) and the Delphi approach to validate the clusters, 
which revealed the two dendrograms. In the section of findings below, one can find 
Figure 1 and Figure 2, which show the validity of clusters using a Likert scale with  
1= strongly disagree to 5 = strongly agree. 

It is worth noting that the three pages of the first questionnaire were sent to  
52 members of the board of IJEXPORTM and the ten ad hoc reviewers. These pages 
consisted of first opened-ended questions as below. The first question was to propose an 
agenda for future research in export marketing for the following 15 years based on your 
thoughts and research involvement. 

The five pages of the second questionnaire consisted of two parts and included  
two opened-ended questions: 

The first question asked the recipients to propose an agenda for future research in 
export marketing for the following 15 years based on their thoughts and research 
involvement; and the second question involved proposing an agenda for future research 
in international marketing for the following 15 years based on the participants’ thoughts 
and research engagement. 

In the above questionnaire, there were two tables of the themes in international 
marketing and export marketing published by Leonidou et al. (2018, 2010). 

The two groups of experts were slightly different as some of the initial group of 
experts did not have time to assess the initial findings of the comments. Therefore, there 
was some variation in the categories of the initial research themes and the broad 
categories of research themes. There were only a few broad categories of the initial 
research themes. In particular, the second group of experts provided the following themes 
additional to the first group of experts: 

1 A conceptual framework of the determinants of export performance: reorganising 
key variables and shifting contingencies in export marketing. 

2 A meta-analysis of export performance. 

3 A longitudinal study of the export attitudes of managers in the internationalisation of 
SMEs. 

4 Export promotion programmes after the COVID-19 pandemic period. Governments 
should strengthen exporting by SMEs. 

5 Export sales management should be investigated in different Western and Asian 
countries and after the COVID-19 pandemic. 

6 A meta-analysis of country-of-origin of exports should be developed. 
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7 Social media in export marketing. 

In addition, the 12 experts in Round 2 added another two initial research themes for 
international marketing, namely: 

1 social media in international marketing 

2 digitalisation in international marketing. 

The Delphi analysis was based on two rounds and based on means scores of the Likert 
scale (1 to 5) and the various tables: for example, Table 1, Table 2, Table 3, Table 4, 
Table 5 reveal the research themes of the various initial research themes and the broad 
categories of research themes. Basically, the adoption of the analysis of the Delphi 
technique is correct. It is worth mentioning that an investigation of using the keyword of 
Delphi in the titles of studies in Google Scholar (Delphi, 2022) revealed  
that there were 915 English studies using this keyword in their titles and another  
84 non-English studies using same keyword. Among the 915 studies, there were many 
papers in the areas of nursing, some papers in tourism, and only a few papers in 
marketing. The current study is probably the only one using the Delphi technique in 
export marketing and only the fourth one in international marketing, as the previous ones 
are studies published by Leonidou et al. (2010, 2018) and Czinkota and Pinkwart (2014). 

3.1 Identifying the themes 

I initially implemented a Delphi approach to develop a core list of themes. A recent 
bibliometric analysis of the Delphi approach by Flostranda et al. (2020) encourages the 
use of this technique on various applications and particularly in the current study. The 
value of the research methodology for this domain of research, specifically the Delphi 
method, is considered important due to the plethora of earlier studies included, for 
example by the review paper by Flostranda et al. (2020). The Delphi approach is a 
formalised technique of soliciting ideas and eventually gaining consensus among experts 
in the field of interest (Preble, 1983; Chan et al., 2001). A strength of this technique is its 
ability to gather multiple expert opinions without face-to-face engagement among the 
experts (Wilson et al., 2003; Hsu and Sandford, 2007; Green, 2014; Shariff, 2015). In 
Round 1, 16 members of the editorial board of International Journal of Export Marketing 
were asked to generate a list of themes for export marketing and international marketing. 
A total list of 51 initial research themes of export marketing was generated. The 
compilation of the list of the 51 initial research themes included a long list of items which 
should be grouped in broader categories of research themes. The basis of this choice was 
the fact that the compilation of the list of the 51 initial research themes for export 
marketing and the 16 initial research themes for international marketing both included a 
number of items which appeared to be similar. Therefore, the decision was made to 
combine the 51 initial research themes and reduce them into 17 broad categories of 
research themes, and the 16 initial research themes for international marketing were 
merged to 12 broad categories of research themes together to synthesise similar research 
themes together and therefore make manageable the number of research themes. The 
author collated the responses and through the use of the tool of dendrogram, resulted in 
the development of 17 separate segments of broader categories of research themes (see 
Figure 1). Similarly, a total list of 16 initial research themes of international marketing 
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was formed. The compilation of the list of the 16 items was further reduced to 13 distinct 
broader categories of research themes (see Figure 2). 

In Round 2, 12 top experts of export marketing and international marketing were 
asked to evaluate the 67 initial research themes found in the Round 1 surveys by using a 
five-point Likert scale from 1 = strongly disagree to 5 = strongly agree. In addition, the 
12 experts were asked to evaluate the 17 broad categories of research themes of export 
marketing found in the first survey (Table 3) and the 13 broad categories of research 
themes of international marketing revealed in the second survey (Table 4). Both lists 
were evaluated on a five-point Likert scale from 1 = strongly disagree to 5 = strongly 
agree. The findings of the Round 2 study showed a variety of opinions of the experts for 
both lists discussed in findings. 

4 Findings 

4.1 Findings of the Round 1 survey 

The study by Leonidou et al. (2010, Table 5, p.86) revealed the following themes and 
sub-themes related to exporting during the period 1960–2007: export engagement and 
development (export intention/propensity, export attitude/behaviour, stimuli to exporting, 
barriers to exporting, and export development process/involvement); internal/external 
determinants of exporting (environmental determinants of exporting, organisational 
effects on exporting, and managerial effects on exporting); identification and evaluation 
of export markets (export information/research, export marketing targeting/selection, 
export market entry modes, and export market expansion); strategic aspects of  
exporting (export strategy, export products/services, export pricing/financing, export 
distribution/logistics, and export advertising/promotion); export performance; special 
issues relating to exporting (planning/control of export activities, behavioural aspects of 
exporter-importer relations, government export promotion/assistance, and analysis of 
exports at the country level); and miscellaneous. 

The Round 1 study was based on 11 export marketing experts coming from  
seven countries from Holland (1), Canada (3), Japan (1), Finland (1), the UK (1), 
Germany (1), Estonia (1), Portugal (1) and Denmark (1). 

Appendix 1 shows the replies of the 11 participants in the survey regarding the future 
agenda of research in exporting, based on their thoughts and research engagement. 

In Appendix 2, a researcher can find the proposed future research agenda by  
five members of the board of IJEXPORTM. 

4.1.1 The compilation of lists based on the analysis and synthesis of 16 experts 
in Round 1 

The analysis and synthesis of the views of the eleven respondents on export marketing 
who provided the initial research themes, were difficult, as there were some overlapping 
research themes. It was eventually possible to conclude that there were 51 initial research 
themes of export marketing (see Appendix 3) as a future research agenda based on 
Appendix 1. 
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Figure 1 A dendrogram consisting of 17 broad categories of research themes of the future 
research agenda on export marketing (see online version for colours) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  
 

Digitalisation: new digital technologies, 
exporting digital goods, exporting digital age 

Standardisation vs. adaptation 

SME exports: 3D manufacturing, home/host 
country institutional actors for SME exporting 

Export services: exporting of services, 
Increasing role of services, trading services 

Export markets: export market info, 
identification, targeting, selection, export as 

Export behaviour/barriers/stimuli: export 
behaviour, export problems, export stimuli 

 New payment types/migration effects: 
intrafirm export, increasing migration affects 

export practices due to cultural issues 

Importers/emerging markets: change in 
importer type, changes in emerging market 

Export/import in protectionism 

Sustainability challenges 

Export marketing 

Export of green products, export failures, 
intermittent exporting, de-internationalisation 

and nonlinearities on export 

Decision-making logics during different stages 
of exporting 

Exporting to and from less studied countries, 
impact of immigrants, family, foreign owner 

network relationships on export 

Novel methods for studying exporting 

Export performance: past/measurement 

Export experience, export attitudes, export 
promotion programmes, export sales 

management, country-of-origin in exports 

Social media in export marketing 
 

Source: Appendix 1 
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Figure 1 shows a dendrogram, which shortens the list from 51 initial research themes of 
future research agenda on export marketing (Appendix 1) to 17 broad categories of 
research themes. 

Among the 17 broad categories of future research agenda on export marketing 
themes, present and future researchers could investigate the following issues: 

a export performance 

b a longitudinal study of the export attitudes of managers in the internationalisation of 
SMEs (Coudounaris, 2012a, 2018b, 2021a) 

c export promotion programmes after the pandemic of COVID-19 (Coudounaris, 
2012b, 2018a) 

d export sales management in Western and Asian countries after the COVID-19 
pandemic (Coudounaris, 2011) 

e buyer-seller relationships (Leonidou et al., 2021) 

f a meta-analysis of the country-of-origin construct (Coudounaris, 2018c) 

g social media in exporting (Hatzithomas et al., 2016; Li et al., 2021). 

The analysis of the views of the five respondents on international marketing in  
Appendix 2 revealed the following 16 initial research themes in Appendix 4. 

Using a dendrogram as a tool, the above 16 initial research themes of future research 
agenda on international marketing can be categorised into the following 13 broad 
categories of research themes as in Figure 2. 

The dendrogram in Figure 2 shows that there are 13 sub-categories of themes related 
to international marketing. 

The items on international marketing include: 

a subsidiary exits (Coudounaris, 2017) and divestment decisions (Coudounaris et al., 
2020; Nguyen et al., 2022) 

b international joint ventures (Ali et al., 2021) and international strategic alliances 
(Robson et al., 2019) 

c international acquisitions (Oguji et al., 2021; Wang and Larimo, 2020) 

d digitalisation in international marketing (Katsikeas et al., 2019) 

e dynamic capabilities and international performance (Gölgeci et al., 2019) 

f emerging economy firms (Marinova et al., 2020; Marinov et al., 2020) 

g the grounded theory approach in wholly-owned subsidiaries (Coudounaris and 
Valtonen, 2021) 

h a systematic literature review on psychic distance (Coudounaris, 1984). 

Digitalisation and social media have been growing areas of investigation in terms of new 
themes in export marketing during recent years. In addition, novel methods have also 
been investigated in recent years in both export marketing and international marketing. 



   

 

   

   
 

   

   

 

   

   238 D.N. Coudounaris    
 

    
 
 

   

   
 

   

   

 

   

       
 

Figure 2 A dendrogram consisting of 13 broad categories of research themes of the future 
research agenda on international marketing (see online version for colours) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Sales channels: use of different sales channels by 
the same firm in different markets 

Global strategy/market entry: global strategy 
formulation, foreign market entry, i.e., importing, 

exporting and foreign manufacturing 

Foreign marketing strategy/mix – marketing 
strategy and distribution channels 

Relationship marketing/ethics/green marketing: 
relationship marketing, marketing ethics/green 

marketing, psychic distance/planning/organisation 

Research projects for practitioners: research 
projects on topics which would hold genuine value 

Divestment/exit/re-entry: divestment and exit 
decisions have received little research attention. 

Linked to exit decision is also re-entry 

Export performance: focus on the firm’s export 
operations (e.g., export performance) 

Innovation and international marketing: link 
between innovation and international marketing 

International 
marketing 

FDI: FDI decisions and other modes after COVID-19 

IJVs + IM + As: international joint ventures, and 
international mergers and acquisitions 

Methods: grounded theory approach in  
wholly-owned subsidiaries and other research 

Social media in international marketing 

Digitalisation in international marketing 
 

Source: Appendix 2 

4.2 Findings of the Round 2 survey 

The validation of the four scales is achieved below by collecting data through a survey 
from 11 experts professors in export marketing and international marketing. Table 1 and 
Table 2 show the scales of export marketing initial research themes and export marketing 
broad categories of research themes, respectively. 

The Round 2 study was based on 12 experts/professors of export/international 
marketing, who had origin following countries: China (1), Chile (1), Denmark (1), 
Estonia (1), Finland (4), Hungary (1), Italy (2) and Norway (1). 
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Table 1 Delphi analysis of 12 experts on the export marketing initial research themes for 
future research agenda of export marketing based on a Likert scale from 1 = strongly 
disagree to 5 = strongly agree 

Export marketing (34 initial research themes with score 
greater than 3.5) 1 2 3 4 5 Points Means 

1 Export and sustainability challenges.    3 9 58 4.833 
2 Concern has arisen over social entrepreneurial ventures 

(not for profit) as well as environmentally 
friendly/sustainable businesses. 

  1 3 8 55 4.583 

3 Impact of digitalisation on export.   1 4 7 54 4.500 
4 Use of new digital technologies in developing value for 

export customers. 
  1 4 7 54 4.500 

5 New conceptualisation of exporting especially in 
relation to digital goods. Are old conceptualisations 
valid or do we need new theories/theoretical paradigms? 

 1  4 7 53 4.417 

6 New payment types and relevant dynamics for 
exporting in digital age and especially for digital goods? 

  1 7 4 53 4.417 

7 Export promotion programmes after the pandemic of 
COVID-19 period. Governments should strengthen 
exporting by SMEs. 

   7 5 53 4.417 

8 Export failures (forms, reasons, learning from them).    8 4 52 4.333 
9 Export of green products.   1 8 3 50 4.167 
10 With increasing migration across certain countries and a 

multi-cultural marketplace, practices are affected by 
cultural issues. 

  1 8 3 50 4.167 

11 Trading of services, especially those relating to 
automation, financial intermediation and artificial 
intelligence. 

 1  8 3 49 4.083 

12 Decision-making (effectual, causal, both) during 
different stages of exporting (e.g., market selection, 
mature phase). 

  3 5 4 49 4.083 

13 Nonlinearities in exporting (e.g., growth on some 
markets, then decline, then no exports, then growth, etc. 
again). 

  4 3 5 49 4.083 

14 Social media in export marketing.   3 5 4 49 4.083 
15 Exporting and the gig economy in digital age: 

Exploration of linkages and dynamics. 
 2  5 5 49 4.083 

16 A conceptual framework of the determinants of export 
performance: reorganising key variables and shifting 
contingencies in export marketing. 

  7 2 3 48 4.000 

17 Increasing role of services as complements to exports of 
goods (as the volume of the latter type of exports is 
diminishing). 

 1  9 2 48 4.000 

18 Export and import in an era of protectionism; exporters 
versus importers relationships should be further 
investigated. 

  4 5 3 47 3.917 

Note: *Eleven replies and **ten replies. 
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Table 1 Delphi analysis of 12 experts on the export marketing initial research themes for 
future research agenda of export marketing based on a Likert scale from 1 = strongly 
disagree to 5 = strongly agree (continued) 

Export marketing (34 initial research themes with score 
greater than 3.5) 1 2 3 4 5 Points Means 

19 A longitudinal study of export attitudes of managers in 
the internationalisation of SMEs. 

  3 7 2 47 3.917 

20 Consequences of de-internationalisation on export.   3 8 1 46 3.833 
21 Exporting of services which have rather less researched 

in past, e.g., education, touristic attractions, etc. 
 1 3 5 3 46 3.833 

22 Novel methods for studying exporting.   4 6 2 46 3.833 
23 Exporting to and from less studied countries and 

regions (e.g., Sub-Saharan Africa). 
 2 2 5 2 42 3.818 

24 Discussion about tariff barriers, which is a hot topic, but 
which can also change rapidly, depending on the 
political leadership in the major trade areas, i.e., the 
USA, China and Europe. 

 1 2 6 2 42 3.818 

25 Role of non-market strategies within emerging market, 
regional as well as global contexts. 

 1 4 4 3 45 3.750 

26 Change in importer type and relevant aspects? How the 
research is going to address the fact that many end users 
(consumers) are also direct importer (e.g., buying from 
AliExpress, etc.). 

 1 3 7 1 44 3.667 

27 Export sales management should be investigated in 
different Western and Asian countries and after the 
pandemic of COVID-19. 

  5 6 1 44 3.667 

28 Intermittent exporting (why some firms occasionally 
export and then do not and then export again). 

1  4 3 3 40 3.636 

29 Specifically, in many cases disruption to prior business 
models and not least digital applications has become 
important. 

 1 5 4 2 43 3.583 

30 Changes in emerging market trade (more emphasis on 
local than global reach). 

 1 3 4 2 43 3.583 

31 The role of home and host country institutional actors 
and their influence on SME internationalisation across 
the continuum of entry modes, including exporting. 

 1 5 4 2 43 3.583 

32 A meta-analysis on export performance. 2  2 5 3 43 3.583 
33 3D manufacturing and SME exporting dynamics in the 

manufacturing sector. Is size still going to be a barrier 
for economies of scale for exporting? 

1 3 1 3 4 42 3.500 

34 The impact of immigrant, family, foreign owners’, etc. 
network relationships on export failure and success. 

  7 4 1 42 3.500 

35 A meta-analysis on country-of-origin on exports should 
be developed. 

2 1 2 5 2 40 3.333 

36 Discussion about standardisation vs. adaptation 
(glocalisation). 

 3 4 4  36 3.273 

37 Intrafirm export.  2 5 5  39 3.250 

Note: *Eleven replies and **ten replies. 
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Table 1 Delphi analysis of 12 experts on the export marketing initial research themes for 
future research agenda of export marketing based on a Likert scale from 1 = strongly 
disagree to 5 = strongly agree (continued) 

Export marketing (34 initial research themes with score 
greater than 3.5) 1 2 3 4 5 Points Means 

38 Consequently, broad issues covered by Leonidou et al. 
(2010) such as export problems, export stimuli, export 
expansion and so on will remain as research interests, 
but the contexts will vary. 

 3 4 4 1 39 3.250 

39 Export experience counts: exploring its effect on 
product design change. 

 4 3 4 1 38 3.167 

40 Identification, measurement, and capture of (often 
hidden) value exchanged, especially as this can start as 
minute cost bearing value creation (e.g., knowledge 
exchange in Wikipedia) but has the potential to 
evolve/change to paid service. 

 2 5 4 1 37 3.083 

41 Export from emerging markets.  4 4 3 1 36 3.000 
42 Standardisation and adaptation in export marketing. 2 1 4 5  36 3.000 
43 My main interest is in the ‘identification and evaluation 

of export markets’ theme and specifically on export 
market information, identification, targeting and 
selection. 

1 2 7 1 1 35 2.917 

44 Main consequences of prior export performance 
results.* 

 5 3 2 1 32 2.909 

45 Export performance as an antecedent of export 
commitment and marketing strategy adaptation. 

2 3 2 5  34 2.833 

46 I am more specifically interested in the images of 
countries and how they affect export decisions. 

2 2 4 4  34 2.833 

47 In my opinion, export behaviour (and consequently my 
research) has moved in terms of the contexts as opposed 
to the themes of the Leonidou et al. (2010) paper. 

 6 4  2 33 2.750 

48 Export as part of bundles of operation modes (FDI, joint 
ventures, etc.). 

1 4 5 1 1 33 2.750 

49 The role of past performance in export ventures.  6 3 3  33 2.750 
50 Measuring export performance, in terms of sales effects 

and getting those into the budget. 
3 2 4 3  31 2.583 

51 Exporters versus importers relationships should be 
further investigated.** 

 2 6 2  30 2.500 

Note: *Eleven replies and **ten replies. 

Table 3 shows that there are four research themes (items 1–4) of export marketing that 
get high points (> 4.50) in the five-point Likert scale. These research themes are very 
important and should be focused by researchers and public policy authorities as a future 
agenda of export marketing contents/research themes in the forthcoming 15 years. In 
addition, there are another 30 research themes which are evaluated as high by the  
12 experts (items 5–34) and their mean score were between 3.5–4.49. However, the  
12 experts show in their evaluations that 17 research themes are not important at all 
(items 35–51) and that their mean scores were between 2.5–3.49. 
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Table 2 Delphi analysis and structure of the export marketing broad categories of research 
themes by 12 experts/professors of export/international marketing for future research 
agenda of export marketing based on a Likert scale from 1 = strongly disagree (SD) to 
5 = strongly agree (SA) 

Export marketing (12 broad categories of research 
themes with score greater than 3.5) 

5-points Likert scale 
Points Means 

1 2 3 4 5 
1 Sustainability challenges.    4 8 56 4.667 
2 Digitalisation: new digital technologies, exporting 

digital goods, exporting digital age. 
 1  3 8 54 4.500 

3 Social media in export marketing.   3 2 7 52 4.333 
4 Export of green products, export failures, intermittent 

exporting, de-internationalisation and nonlinearities 
on export. 

  1 7 4 51 4.250 

5 SMEs exports: 3D manufacturing, home/host country 
institutional actors for SME exporting. 

 1 1 5 5 50 4.167 

6 Export experience, export attitudes, export  
promotion programmes, export sales management, 
country-of-origin in exports. 

  6 2 4 48 4.000 

7 Export services: exporting of services, increasing 
role of services, trading services. 

 1 2 6 3 47 3.917 

8 Decision-making logics during different stages of 
exporting. 

 1 3 4 4 47 3.917 

9 Novel methods for studying exporting.   6 3 3 45 3.750 
10 New payment types/migration effects: intrafirm 

export, increasing migration affects export practices 
due to cultural issues. 

  4 7 1 45 3.750 

11 Export behaviour/barriers/stimuli: export behaviour, 
export problems, export stimuli, export expansion 
contexts. 

 1 4 5 2 44 3.667 

12 Export/import in protectionism.*   3 6 2 43 3.583 
13 Importers/emerging markets: change in importer 

type, changes in emerging market trade. 
 3 3 4 2 41 3.417 

14 Exporting to/and from less studied countries, impact 
of immigrant, family, foreign owners’ network 
relationships on export. 

 3 4 3 2 40 3.333 

15 Export markets: export market info, identification, 
targeting, selection, export as part of modes. 

2  5 3 2 39 3.250 

16 Export performance: past/measurement. 2  6 2 2 38 3.167 
17 Standardisation vs. adaptation. 2 1 5 3 1 36 3.000 

Note: *Eleven replies. 

Table 2 shows that there are two very important broad categories of research themes 
(items 1–2) which are very important, with scores greater than 4.5 that should be focused 
on by researchers and public policy makers as a future agenda of export marketing 
themes. These two broad categories of research themes refer to: 

1 sustainability challenges 
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2 digitalisation: new digital technologies, exporting digital goods, exporting digital 
age. 

Table 3 Delphi analysis and structure of the international marketing of the initial research 
themes by 12 experts/professors of export/international marketing for future research 
agenda of international marketing based on a Likert scale from 1 = strongly disagree 
(SD) to 5 = strongly agree (SA) 

International marketing (8 initial research themes with 
score greater than 3.5) 

5-points Likert scale 
Points Means 

1 2 3 4 5 
1 Digitalisation in international marketing.    4 8 56 4.667 
2 The link between innovation and international 

marketing is another area which I will explore 
further. 

  4 3 5 49 4.083 

3 Academics need to be developing research projects 
on topics which would hold genuine value for 
practitioners. As such, it is depressing to see that 
exporting and importing research has declined in 
salience within our community. 

1  2 4 5 48 4.000 

4 Currently, the focus should be on exit decisions. 
While there is a considerable amount of research on 
foreign market entry, exit decisions have received 
little research attention. Linked to exit decision is 
also the re-entry. 

1  1 8 2 46 3.833 

5 Subsidiary exits and divestment decisions after 
COVID-19 era. 

  5 4 3 46 3.833 

6 FDI decisions after COVID-19.   5 6 1 43 3.583 
7 Other issues, i.e., relationship marketing, marketing 

ethics/green marketing, and planning and 
organisation. 

 1 5 4 2 43 3.583 

8 Research should also continue to focus on firm’s 
export operations (e.g., export performance). 

 1 5 5 1 42 3.500 

9 A meta-analysis on international joint ventures, and 
international mergers and acquisitions.* 

2 1 2 5 1 38 3.455 

10 The grounded theory approach in wholly-owned 
subsidiaries and other research. 

1 1 6 3 1 41 3.417 

11 Social media in international marketing.   3 4 5 40 3.333 
12 The successful and unsuccessful use of different 

sales channels by the same firm in different markets, 
changes in different channels. 

 3 4 4 1 39 3.250 

13 A systematic literature review on psychic distance. 1 3 2 5 1 38 3.166 
14 Systematic literature review on IJVs and 

international mergers and acquisitions. 
2 1 4 4 1 37 3.083 

15 Global strategy formulation, foreign market entry, 
i.e., importing, exporting and foreign manufacturing. 

2 2 3 5  35 2.917 

16 Foreign marketing strategy/mix – marketing strategy 
and distribution channels. 

2 2 5 2 1 34 2.833 

Note: *Eleven replies. 
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Furthermore, ten important broad categories of research themes (items 3–12) had mean 
scores between 3.5 to 4.49. However, there are five non-important broad categories of 
research themes (items 13–17) where the mean scores of the 12 experts were between 
3.0–3.49. 

Table 3 shows that only one initial research theme of international marketing is very 
important (with mean score greater than 4.5) in the Likert scale. Specifically, 
digitalisation in international marketing is the most important initial research theme for 
international marketing. In addition, seven initial research themes of international 
marketing are important (items 2–8) with means score between 3.5–4.49. Finally, the 
remaining eight initial research themes are non-important (items 9–16) with means score 
between 2.5–3.49. 
Table 4 Delphi analysis and structure of the international marketing broad categories of 

research themes by 12 experts/professors of export/international marketing for future 
research agenda of international marketing based on a Likert scale from 1 = strongly 
disagree (SD) to 5 = strongly agree (SA) 

International marketing (5 broad categories of research 
themes with score greater than 3.5) 

5-points Likert scale 
Points Means 

1 2 3 4 5 
1 Digitalisation in international marketing.    1 11 59 4.917 
2 Social media in international marketing.   2 5 5 51 4.250 
3 Innovation and international marketing: link between 

innovation and international marketing. 
  2 6 4 50 4.167 

4 Relationship marketing/ethics/green marketing: 
relationship marketing, marketing ethics/green 
marketing, psychic distance/planning/organisation.* 

  4 6 1 41 3.727 

5 FDI: FDI decisions and other modes after  
COVID-19. 

  7 4 1 42 3.500 

6 Export performance: focus on firm’s export 
operations (e.g., export performance). 

 2 4 5 1 41 3.417 

7 Sales channels: use of different sales channels by the 
same firm in different markets. 

 2 6 3 1 39 3.250 

8 Research projects for practitioners: research projects 
on topics which would hold genuine value. 

  2 7 3 39 3.250 

9 Methods: grounded theory approach in  
wholly-owned subsidiaries and other research. 

1  8 3  37 3.083 

10 Foreign marketing strategy/mix – marketing strategy 
and distribution channels. 

 4 4 4  36 3.000 

11 IJVs + IM + As: international joint ventures, and 
international mergers and acquisitions. 

 4 5 3  35 2.917 

12 Global strategy/market entry: global strategy 
formulation, foreign market entry, i.e., importing, 
exporting and foreign manufacturing. 

2 2 5 3  33 2.750 

13 Divestment/exit/re-entry: divestment and exit 
decisions have received little research attention. 
Linked to exit decision is also the re-entry. 

 1 5 4 2 33 2.750 

Note: *Eleven replies. 
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Finally, Table 4 shows that digitalisation in international marketing as a broad category 
of research theme is the most important one for international marketing (item 1) that it 
will be on the future agenda in the following 15 years. The mean score is above 4.5. 
Furthermore, there are four broad categories of research themes which are important 
(items 2–5) with mean scores between 3.5–4.49. Additionally, the broad categories of 
research themes of eight categories (items 6–13) are non-important as their mean scores 
are between 2.5–3.49. 

5 Discussion 

The Delphi method assisted the author to figure out the synthesis and structure of the 
export marketing research themes and the international marketing research themes as 
well as to develop eight broad categories of very important and important export 
marketing themes and five important broad categories of international marketing themes. 

Researchers and institutions have now the possibility to develop research on different 
avenues based on the various analyses used in this study and in particular Round 1 and 
Round 2. Round 2 utilised the Delphi approach, which brought significant results and 
future research agendas for the researchers, who will take the opportunity to investigate 
different themes of research in export marketing and international marketing. 

Both previous studies by Malhotra et al. (2013) and Leonidou et al. (2018) referred to 
the previous studies in the International Marketing Review during the period 1983 to 
2011 and previous studies in top six international business journals during the period 
1995–2015, respectively. Consequently, both studies cannot be used as guidance for 
future research agenda in export marketing and international marketing. This present 
study offers the opportunity to researchers, institutions, and public policy authorities to 
have a study of the future research agenda of both export marketing and international 
marketing. 

6 Conclusions, implications, limitations and future research 

6.1 Conclusions 

Based on Round 1 and Round 2, the two investigations of a total 28 experts, reveal some 
important findings as shown in Table 5. 

In particular, Table 5 shows that the analyses of collecting initially data from  
Round 1, based on 11 experts of export marketing and five experts of international 
marketing, reveals firstly, the 51 initial research themes for export marketing and the  
17 broad categories of research themes for export marketing; and secondly, 16 initial 
research themes of international marketing and the 13 broad categories of research 
themes of international marketing. It is worth noting that the study initially reveals 
through the tool of dendrogram of the Round 1 investigation, 17 broad categories of 
research themes relating to export marketing, and 13 broad categories of research themes 
relating to international marketing. 

During Round 2, another 12 experts of export/international marketing validated the 
four scales of Round 1 by using the Delphi method. 
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Additionally, Table 5 reveals four very important initial research themes out of 34  
for export marketing and one very important initial research theme out of eight initial 
research themes for international marketing. 
Table 5 Summary of the very important research themes* 

Based on Round 1 investigation, the study reveals 51 initial research themes for export 
marketing (11 experts) and 16 initial research themes for international marketing (5 experts). 
The study initially reveals through the tool of dendrogram of Round 1 investigation, 17 broad 
categories of research themes relating to export marketing, and 13 broad categories of research 
themes relating to international marketing. 
Based on Round 2 investigation of 12 experts, the study uses the Delphi method and it reveals 
the following: 
A Four very important initial research themes with mean scores greater than 4.5 out of  

34 initial research themes for export marketing and with mean scores greater than 3.5, as 
follows: 

 Export and sustainability challenges. 
 Concern has arisen over social entrepreneurial ventures (not for profit) as well as 

environmentally friendly/sustainable businesses. 
 The impact of digitalisation on exports. 
 The use of new digital technologies in developing value for export customers. 
B Two very important broad categories of research themes with mean scores greater than 4.5 

out of 12 broad categories of research themes with mean scores greater than 3.5 for export 
marketing as follows: 

 Sustainability challenges. 
 Digitalisation: new digital technologies, exporting digital goods, exporting in the 

digital age. 
 The other ten important broad categories of research themes include the following: 
 Social media in export marketing. 
 Export of green products, export failures, intermittent exporting, de-internationalisation 

and nonlinearities in exports. 
 SME exports: 3D manufacturing, home/host country institutional actors for SME 

exporting. 
 Export experience, export attitudes, export promotion programmes, export sales 

management, country-of-origin in exports. 
 Export services: exporting of services, increasing role of services, trading services. 
 Decision-making logics during different stages of exporting. 
 Novel methods for studying exporting. 
 New payment types/migration effects: intrafirm export, increasing migration affecting 

export practices due to cultural issues. 
 Export behaviour/barriers/stimuli: export behaviour, export problems, export stimuli, 

export expansion contexts. 
 Protectionism in exports/imports. 

Note: *The study uses the Delphi method (measured by means scores to validate the 
initial research themes and the broad categories of research themes). 
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Table 5 Summary of the very important research themes* (continued) 

C One very important initial research theme with mean scores greater than 4.5 out of 8 initial 
research themes and with mean scores greater than 3.5 for international marketing, as 
follows: 

 Digitalisation in international marketing. 
 The seven important initial research themes of international marketing include: 
 The link between innovation and international marketing. 
 Academics need to be developing research projects on topics which would hold 

genuine value for practitioners. As such, it is disturbing to see that exporting and 
importing research has declined in importance within our community. 

 Currently, the focus should be on exit decisions. While there is a considerable amount 
of research on foreign market entry, exit decisions have received little research 
attention. Linked to exit decision is also re-entry. 

 Subsidiary exits and divestment decisions after the COVID-19 era. 
 FDI decisions after COVID-19. 
 Other issues, namely relationship marketing, marketing ethics/green marketing, and 

planning and organisation. 
 Research should also continue to focus on the firm’s export operations (e.g., export 

performance). 
D One very important broad category of research themes with means scores greater than 4.5 

and another four important broad research themes with means scores greater than 3.5 for 
international marketing is: 

 Digitalisation in international marketing. 
The remaining important categories of research themes include social media in international 
marketing; innovation and international marketing: the link between innovation and 
international marketing; relationship marketing/ethics/green marketing: relationship marketing, 
marketing ethics/green marketing, psychic distance/planning/organisation; and FDI: FDI 
decisions and other modes after COVID-19. 

Note: *The study uses the Delphi method (measured by means scores to validate the 
initial research themes and the broad categories of research themes). 

During Round 2, the study revealed a different structure of the items of the scales. In 
summary, Round 2 revealed four very important categories of research themes of export 
marketing including. In addition, the Delphi method revealed one category of a research 
theme of international marketing. The above five categories of themes for export 
marketing and international marketing are the most important ones, based on the opinions 
of the 12 experts of export/international marketing, who were professors in different 
universities. 

It is worth noting that two experts in the Round 2 added extra missing items in the 
initial research themes of export marketing, i.e., business model innovation in 5G/6G era, 
role of digitalisation in international market expansion. They have also added new 
research themes in international marketing, i.e., business model innovations of platform 
business and data centric approach/data management in international marketing, and role 
of digital strategies in international market selection. Furthermore, one of the experts has 
added theme under the international marketing themes, i.e., linkages and relationships 
between business model innovation and IM in the 5G/6G era. 
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The paper concludes with more specific suggestions on how scholars on international 
marketing and export marketing should proceed in practice from here in. In particular, the 
study suggests these scholars use different types of articles and methods in their research 
such as conceptual and empirical papers, case studies, meta-analyses, reviews of 
literature, essays, research notes, content analyses of journals, and mixed methods. In this 
way their research themes on the topics of export/international marketing will be 
expanded. 

6.2 Implications 

This study could lead to the following implications. It will, for example, trigger the 
interest of academics in becoming involved more systematically in the areas of export 
marketing and international marketing (Samiee et al., 2021). It is important to note that 
PhD programmes in international business could get new ideas about topics of research 
for their own PhD candidates. Furthermore, researchers should focus for both export 
marketing and international marketing on both digitalisation and social media. Besides 
researchers should also focus on export themes such as: 

1 sustainability challenges 

2 export of green products, export failures, intermittent exporting,  
de-internationalisation and nonlinearities on export 

3 SMEs exports: 3D manufacturing, home/ host country institutional actors for SME 
exporting 

4 export experience, export attitudes, export promotion programmes, export sales 
management, country-of-origin in exports. 

Additionally, researchers in international marketing should focus on innovation and 
international marketing. 

Furthermore, directors of PhD programmes and MBAs and supervisors can utilise 
these lists for the benefit of newcomers in academia, who want to go through the 
experience of a PhD and MBA thesis. 

Additionally, both lists of themes can assist supervisors and doctoral programmes to 
obtain a great variety of sub-areas in export marketing and international marketing. PhD 
candidates can get a first idea on the availability of themes. 

Finally, MBA students doing either research major, or a business consulting project 
could: 

a assist local businesses interested in exploring exporting 

b conduct research in areas related to themes found in this present study. 

6.3 Limitations 

The survey’s responses were received from a rather small total sample of 117 specialists 
in both areas (87 from the export marketing field and 82 from the international marketing 
area). 

Therefore, this study is considered as a pilot for a bigger study on export marketing 
and international marketing. The study of replies of a bigger sample of 1,000 authors 
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specialising in export marketing and international marketing could offer a greater 
variability in terms of the research themes of both areas. 

The above lists of the 51 initial research themes of export marketing and 16 initial 
research themes of international marketing are rather long. However, in this study, the 
researcher gave effort to segmenting the lists into short key categories of items based on 
dendrograms, so that anybody interested in them would be able to understand the of both 
export marketing and international marketing. 

The present study is based on a rather satisfactory sample size (Belton et al., 2021) in 
Round 1 consisting of 16 experts and members of the board of IJEXPORTM, who 
completed the survey. However, the profile of the sample is that it includes 75% full 
professors who are specialists in both fields. In addition, the Round 2 study is composed 
of 12 experts/professors of export marketing and international marketing from whom 
only 50% were full professors. 

Finally, the sizes of the samples were satisfactory, i.e., 16 experts in Round 1 and  
12 experts in Round 2, and therefore the Delphi technique could be used. Furthermore, it 
can be used in the future with a bigger sample of survey participants. 

6.4 Future research avenues 

Under future research avenues, I discuss some forthcoming research questions, methods 
and contexts that I would prioritise for these domains of research. My thoughts about 
future research opportunities are also discussed. 

It is obvious that the above conclusions are based on a satisfactory sample size of  
28 experts of export/international marketing and therefore this study can be considered as 
a good pilot one, and a bigger sample with prolific authors on export marketing and 
international marketing should be used. For example, such a bigger sample could be 
drawn by using the categories of authors in export marketing and international marketing 
from the Google Scholar web pages and preferably to target those with high citations per 
year. 

A replication of the study could be done by other authors with a bigger sample frame 
of participants, i.e., 1,000 specialists from Google Scholar in both areas, i.e., export 
marketing and international marketing. In this way, the new survey could bring more 
developed lists of research themes to be used by directors of programmes, PhD 
candidates and MBA students in their theses and elsewhere. In addition, the Delphi 
technique could be used again, and the key important and very important research themes 
found in this current study for export marketing and international marketing fields could 
be tested again so that to develop them further. 

A content analysis (see Leonidou et al., 2010; Coudounaris et al., 2009) of export 
marketing and international marketing could bring new insights regarding this endeavour 
to find the research themes in both fields. Additionally, a previous study has dealt with 
the so-called factory approach of researchers in their efforts to produce scientific papers 
in international marketing (Coudounaris, 2021b), and this may result in the exponential 
increase of papers with only limited impact in both export marketing and international 
marketing. 

The idea of using the conference approach in the collection of data as Czinkota and 
Pinkwart (2014) did in their study, it could be also a useful choice. In their qualitative 
study, Czinkota and Pinkwart (2014, Table 1, p.8) found international marketing sources 
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of risks and rewards in the next five years and that marketing tenets, i.e., social media 
versus traditional mass media, consumer via communication and relationship marketing, 
capturing the opinions of 52% of the participants of the study are likely to undergo major 
transformation in international marketing over the next years. The current study shows 
amongst others the importance of social media and digitalisation in the following  
15 years. Therefore, researchers should expect to pay more attention in the following  
15 years to studies in digitalisation, social media and innovation in international 
marketing (see Table 4) and to studies related to export marketing such as: 

1 sustainability challenges 

2 digitalisation, for example new digital technologies, exporting digital goods, 
exporting in the digital age 

3 social media (see Table 2). 
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Appendix 1 

Proposed agenda of future research in exporting for the future years based on 
participants’ thoughts and research involvement 

I think that the future research agenda in exporting will concentrate on (ranking is indicated –  
1 is the highest rank): 
1 Use of new digital technologies in developing value for export customers, e.g., in relation to 

market research (online surveys), use of IoT in relation to the creation of offers to foreign 
customers, use of social media marketing and omni-channel solutions in distributing the 
value across borders. This also means that services (compared to physical products) will 
play a much bigger role, i.e., servitisation. 

2 Measuring export performance, in terms of sales effects and getting those into the budget. 
3 Discussion about standardisation vs. adaptation (glocalisation) will also be an issue in  

10–20 years. This will also follow the ongoing discussion about tariff barriers, which is a 
much-discussed current topic, but which can also change rapidly, depending on the political 
leadership in the major trade areas of the USA, China and Europe. 

S.H. (Holland) 
************************************************************************* 
Of the areas identified, on based Leonidou et al. (2010, Table 5, p.86), my main interest is in the 
‘identification and evaluation of export markets’ theme, and specifically on export market 
information, identification, targeting and selection. 
I am more specifically interested in the images of countries and how they affect export decisions 
– e.g., ‘systematic’ market selection, based on one of the many models and approaches that have 
been put forward for this process, versus ‘intuitive’ selection, drawing partly or exclusively on 
anecdotally-based ‘views’ of export managers about various potential target markets. This, of 
course, is the much-discussed issue of a multi-stage process, where the first few stages are 
heavily intuition-dependent (no one can perform systematic analysis of all 208 recognised states 
in the world, so one begins from an evoked set of ‘likely’ countries, which already excludes the 
great majority of these), and the latter few become increasingly systematic (e.g., countries in a 
final shortlist of 3 are systematically analysed to choose the best). But my take on it is that this is 
not necessarily so, and in fact the reverse sequence may be operative in many cases – managers 
who decide on a shortlist, and maybe even on a single target, based entirely on intuitive views 
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and *then* seeking to confirm their selection retroactively by looking for the ‘right numbers’ to 
support that selection. 
N.P. (Canada) 
*********************************************************************** 
1 Exporting will be used as an index for trade control, but also as a device to fulfil the control 

purpose in more aspects. That is, exporting is no longer a term to be discussed within the 
field of international business trade only. It will be more closely related to international 
assistance and global development. 

2 To some extent, exporting is one of the results of importing. How to reach the balance 
between exporting and importing should be discussed to realise fair trade. 

3 Organisational efforts are absolutely needed for solutions to all exporting issues. Exporting 
is behaviour with responsibility rather product trading for profit only. Long-term strategies 
and plans will be made for more meaningful exporting. 

4 Factors which have significant impacts on regional development, such as environmental 
concerns, climate change and training, should be taken into account for more in-depth 
discussions about exporting. 

R.Z. (Japan) 
************************************************************************ 
I have a research interest in learning more about the role of home and host country institutional 
actors and their influence on SME internationalisation across the continuum of entry modes, 
including exporting. 
In my current role, I will soon be involved in recruiting a chair in sales with an emphasis on 
international sales/exporting, so I will want to work with this individual in areas related to how 
we can use our MBA students doing either at research major or at nine-week business consulting 
project to both: 
a assist local businesses interested in exploring exporting 
b as well as conduct research in areas related to themes in Table 5. 
M.R. (Canada) 
*********************************************************************** 
1 New conceptualisation of exporting especially in relation to digital goods. Are old 

conceptualisations valid or do we need new theories/theoretical paradigms? 
2 3D manufacturing and SME exporting dynamics in the manufacturing sector? Is size still 

going to be a barrier for economies of scale for exporting? 
3 Exporting and the gig economy in the digital age: exploration of linkages and dynamics. 
4 Exporting of services which have rather less researched in the past, e.g., education, tourist 

attractions, etc. 
5 Change in importer type and relevant aspects? How research is going to address the fact that 

many end users (consumers) are also direct importers (e.g., buying from AliExpress, etc.). 
6 New payment types and relevant dynamics for exporting in the digital age, and especially 

for digital goods? 
A.A. (Finland) 
************************************************************************ 
In my opinion, export behaviour (and consequently my research) has moved in terms of the 
contexts, as opposed to the themes of Leonidou et al.’s (2010) paper. 
Specifically, in many cases disruption to prior business models and not least digital applications, 
has become important. Moreover, concern has arisen over social entrepreneurial ventures (not 
for profit) as well as environmentally friendly/sustainable businesses. 
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Furthermore, with increasing migration across certain countries and a multi-cultural 
marketplace, practices are affected by cultural issues. 
Consequently, the broad issues covered by Leonidou et al. (2010) such as export problems, 
export stimuli, export expansion, and so on will remain as research interests, but the contexts 
will vary. 
D.Cr. (Canada) 
************************************************************************ 
Increasing role of services as complements to exports of goods (as the volume of the latter type 
of exports is diminishing). 
Trading of services, especially those relating to automation, financial intermediation, and 
artificial intelligence. 
Identification, measurement, and capture of (often hidden) value exchanged, especially as this 
can start as minute cost bearing value creation (e.g., knowledge exchange in Wikipedia), but has 
the potential to evolve/change to paid service. 
Changes in emerging market trade (more emphasis on local than global reach). 
Role of non-market strategies within emerging markets, regional as well as global contexts. 
A.K. (UK) 
************************************************************************ 
• Exports and imports in an era of protectionism. 
• Impact of digitalisation on exports. 
• Exports and sustainability challenges. 
• Exports from emerging markets. 
• Intrafirm exports. 
• Exports as part of bundles of operation modes (FDI, joint ventures, etc.). 
• Effects of de-internationalisation on exports. 
• Standardisation and adaptation in export marketing. 
• Exporting of green products. 
St.S. (Germany) 
*********************************************************************** 
• Export failures (forms, reasons, learning from them) 
• Intermittent exporting (why some firms occasionally export and then do not and then export 

again) 
• Nonlinearities in exporting (e.g., growth in some markets, then decline, then no exports, then 

growth, etc. again) 
• Decision-making (effectual, causal, both) during different stages of exporting (e.g., market 

selection; mature phase) 
• The impact of network relationships of immigrants, family, foreign owners, etc. on export 

failure and success. 
• Exporting to and from less studied countries and regions (e.g., Sub-Saharan Africa). 
• Novel methods for studying exporting. 
T.V. (Estonia) 
*********************************************************************** 
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My proposed agenda is about the impact of past export performance on different export 
variables (e.g., export commitment, export strategy, export pricing, change, innovation, etc.). 
Investigate, for example: 
1 The role of past performance in export ventures. 
2 Export performance as an antecedent of export commitment and marketing strategy 

adaptation. 
3 Main consequences of prior export performance results. 
4 Export experience counts: exploring its effect on product design change. 
5 A conceptual framework of the determinants of export performance: reorganising key 

variables and shifting contingencies in export marketing. 
L.F.L. (Portugal) 
*********************************************************************** 
In my opinion the following studies in export marketing should be examined: 
a A longitudinal study of export attitudes of managers in the internationalisation of SMEs. 
b Export promotion programmes following the COVID-19 pandemic period. Governments 

should strengthen exporting by SMEs. 
c Export sales management should be investigated in different Western and Asian countries. 
d Exporter versus importer relationships should be further investigated. 
e A meta-analysis of country-of-origin exports should be developed. 
f A meta-analysis of export performance. 
g Social media in exporting. 
D.C. (Denmark) 
*********************************************************************** 

Appendix 2 

Proposed agenda of future research in international marketing based on the 
participants’ thoughts and research engagement 

The successful and unsuccessful use of different sales channels by the same firm in different 
markets (e.g., direct exporting to one market, indirect to another, …); changes in terms of using 
different channels 
T.V. (Estonia) 
******************************************************************* 
Of the topics appearing above, I will be conducting research in: 
 Global strategy issues – global strategy formulation. 
 Foreign market entry – importing, exporting, and foreign manufacturing. 
 Foreign marketing strategy/mix – marketing strategy and distribution channels. 
 Specialised issues – relationship marketing, marketing ethics/green marketing, and planning 

and organisation. 
While I have no firm plans for the long (15 year) period you mention, I will be conducting work 
in the above areas at some point during the period. 
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In general, I think information on where academics have focused in the past is of limited value. 
We need to be developing research projects on topics which would hold genuine value for 
practitioners. As such, it is depressing to see that exporting and importing research has declined 
in salience within our community. Academics too often behave like flocks of birds – following 
the next faddish idea – picking areas on the way up as far as they can tell. 
M.R. (UK) 
************************************************************************ 
Currently focusing on exit decisions. While there is a considerable amount of research on 
foreign market entry, exit decisions have received little research attention. 
Linked to exit decision is also the re-entry. This is another topic which I will focus on in the 
future. 
In addition to the exit/re-entry, I will also continue to focus on the firm’s export operations (e.g., 
export performance). 
The link between innovation and international marketing is another area which I will explore 
further. 
C.M.P.S. (Norway) 
************************************************************************* 
Congratulations on the research process which you are developing for the international 
marketing field. I will be happy to help in the formulation of categories which not only help in 
drawing research directions but also provide sound advice for the research work by PhD 
students and programs. I have done one such delineation eight years ago in Management 
International Review, which has had substantial impact. 
M.Cz. (USA) 
************************************************************************* 
In my opinion in the following years, new studies should investigate: 
a  Subsidiary exits and divestment decisions after the COVID-19 era. 
b FDI decisions after COVID-19. 
c Other issues for investigation are a meta-analysis on international joint ventures, and 

international mergers and acquisitions. 
d Systematic literature review on IJVs and international mergers and acquisitions. 
e The grounded theory approach in wholly-owned subsidiaries and other research. 
f A systematic literature review on psychic distance. 
g Digitalisation and social media in international marketing. 
D.C. (Denmark) 
************************************************************************ 
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Appendix 3 

The 51 initial research themes for exporting marketing found in Round 1 

No. Initial research themes 
1 Use of new digital technologies in developing value for export customers. 
2 Discussion about standardisation vs. adaptation (glocalisation). 
3 Discussion about tariff barriers, which is a current topic, but which can also change 

rapidly, depending on the political leadership in major trade areas, i.e., the USA, China 
and Europe. 

4 Standardisation and adaptation in export marketing. 
5 My main interest is in the ‘identification and evaluation of export markets’ theme and 

specifically in export market information, identification, targeting and selection. 
6 I am more specifically interested in the image of countries and how they affect export 

decisions. 
7 The role of home and host country institutional actors and their influence on SME 

internationalisation across the continuum of entry modes, including exporting. 
8 New conceptualisation of exporting, especially in relation to digital goods. Are old 

conceptualisations valid or do we need new theories/theoretical paradigms? 
9 3D manufacturing and SME exporting dynamics in the manufacturing sector. Is size still 

going to be a barrier for economies of scale for exporting? 
10 Exporting and the gig economy in digital age: exploration of linkages and dynamics. 
11 Exporting of services which have rather less researched in past, e.g., education, tourist 

attractions, etc. 
12 Change in importer type and relevant aspects. 
13 How is the research going to address the fact that many end-users (consumers) are also 

direct importers? (e.g., buying from AliExpress, etc.). 
14 New payment types and relevant dynamics for exporting in the digital age and especially 

for digital goods? 
15 In my opinion, export behaviour (and consequently my research) has moved in terms of 

the contexts as opposed to the themes in Leonidou et al. (2010). 
16 Specifically, in many cases disruption to prior business models, and not least digital 

applications, has become important. 
17 Moreover, concern has arisen over social entrepreneurial ventures (not for profit), as well 

as environmentally friendly/sustainable businesses. 
18 Furthermore, with increasing migration across certain countries, and a multi-cultural 

marketplace, practices are affected by cultural issues. 
19 Consequently, the broad issues covered by Leonidou et al. (2010), such as export 

problems, export stimuli, export expansion, and so on, will remain as research interests, 
but the contexts will vary. 

20 Increasing role of services as complements to the exports of goods (as the volume of the 
latter type of exports is diminishing). 

21 Trading of services, especially those relating to automation, financial intermediation and 
artificial intelligence. 

22 Identification, measurement and capture of (often hidden) value exchanged, especially as 
this can start as minute cost bearing value creation (e.g., knowledge exchange in 
Wikipedia), but has the potential to evolve/change to paid service. 
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The 51 initial research themes for exporting marketing found in Round 1 
(continued) 

No. Initial research themes 
23 Changes in emerging market trade (more emphasis on local rather than global reach). 
24 Role of non-market strategies within emerging markets, regional as well as global 

contexts. 
25 Export and import in an era of protectionism: exporter versus importer relationships 

should be further investigated. 
26 Impact of digitalisation on exports. 
27 Export and sustainability challenges. 
28 Exports from emerging markets. 
29 Intrafirm exports. 
30 Exports as part of bundles of operation modes (FDI, joint ventures, etc.). 
31 Effects of de-internationalisation on exports. 
32 Exports of green products 
33 Export failures (forms, reasons and learning from them). 
34 Intermittent exporting (why some firms occasionally export, then do not, and then export 

again). 
35 Nonlinearities in exporting (e.g., growth in some markets, then decline, then no exports, 

then growth, etc. again). 
36 Decision-making (effectual, causal, both) during different stages of exporting (e.g., 

market selection, mature phase). 
37 The impact of immigrant, family, foreign owner, etc. network relationships on export 

failure and success. 
38 Exporting to and from less studied countries and regions (e.g., Sub-Saharan Africa). 
39 Novel methods for studying exporting. 
40 The role of past performance in export ventures. 
41 Measuring export performance, in terms of sales effects and getting those into the budget. 
42 Export performance as an antecedent of export commitment and marketing strategy 

adaptation. 
43 Main consequences of prior export performance results. 
44 Export experience counts: exploring its effects on product design change. 
45 A conceptual framework of the determinants of export performance: reorganising key 

variables and shifting contingencies in export marketing. 
46 A meta-analysis of export performance. 
47 A longitudinal study of export attitudes of managers in the internationalisation of SMEs. 
48 Export promotion programmes after the COVID-19 pandemic period. Governments 

should strengthen exporting by SMEs. 
49 Export sales management should be investigated in different Western and Asian countries 

and after the COVID-19 pandemic. 
50 A meta-analysis of country-of-origin of exports should be developed. 
51 Social media in export marketing. 
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Appendix 4 

The 16 initial research themes for international marketing in Round 1 

No. Initial research themes 
1 The successful and unsuccessful use of different sales channels by the same firm in 

different markets; changes in different channels. 
2 Global strategy formulation, foreign market entry, i.e., importing, exporting and foreign 

manufacturing. 
3 Foreign marketing strategy/mix – marketing strategy and distribution channels. 
4 Other issues, i.e., relationship marketing, marketing ethics/green marketing, and planning 

and organisation. 
5 Academics need to develop research projects on topics which would have genuine value 

for practitioners. As such, it is dismaying to see that exporting and importing research has 
declined in importance within our community. 

6 Currently, the focus should be on exit decisions. While there is a considerable amount of 
research on foreign market entry, exit decisions have received little research attention. 
Linked to exit decision is also the re-entry. 

7 Research should also continue to focus on the firm’s export operations (e.g., export 
performance). 

8 The link between innovation and international marketing is another area which I will 
explore further. 

9 Subsidiary exits and divestment decisions after the COVID-19 era. 
10 FDI decisions after COVID-19. 
11 A meta-analysis of international joint ventures, and international mergers and 

acquisitions. 
12 A systematic literature review of IJVs and international mergers and acquisitions. 
13 The grounded theory approach in wholly-owned subsidiaries and other research. 
14 A systematic literature review on psychic distance. 
15 Social media in international marketing. 
16 Digitalisation in international marketing. 

 


