
 
JOURNAL OF EUROMARKETING 

 
EDITOR-IN-CHIEF 

ERDENER KAYNAK 
Pennsylvania State University at Harrisburg 

 

EDITORIAL REVIEW BOARD MEMBERS 

J. SCOTT ARMSTRONG  
University of Pennsylvania 
SØREN ASKEGAARD 
The University of Southern Denmark, Denmark 
GEORGE BALABANIS 
City University, United Kingdom  
J. ENRIQUE BIGNE ALCANIZ 
University of Valencia, Spain 
DAVID J. CARSON 
University of Ulster at Jordanstown, Northern  
Ireland 
F. JAVIER RONDAN CATALUNA 
University of Seville, Spain 
CHISLAINE CESTRE 
University of Lausanne, Switzerland 
LEO PAUL DANA 
University of Canterbury, New Zealand 
SRINIVAS DURVASULA 
Marquette University 
YVONNE VAN EVERDINGEN 
RSM Erasmus University, Netherlands  
PERVEZ N. GHAURI 
King’s College, United Kingdom  
KJELL GRONHAUG 
Norwegian School of Economics and Business Administration, Norway 
KLAUS GRUNERT 
Aarhus University, Denmark 
NEIL HERNDON 
South China University of Technology, China 
KARIN HOLSTIUS 
Turku School of Economics and Business Administration, Finland 
HARTMUT H. HOLZMUELLER 
University of Dortmund, Germany 
 
 

FREDERIC JALLAT 
Paris Graduate School of Business  
(ESCP-EAP), France 
MILAN JURSE 
University of Maribor, Slovenia 
JORMA LARIMO 
University of Vaasa, Finland  
TOMMI LAUKKANEN 
University of Eastern Finland, Finland 
STEVEN LYSONSKI 
Marquette University 
MARIN MARINOV 
University of Gloucestershire, United Kingdom 
RITA MARTENSON 
University of Gothenburg, Sweden 
LUIZ MOUTINHO 
University of Glasgow, United Kingdom 
DAVID MCHARDY REID 
Seattle University 
DOMINIQUE ROUZIES 
Groupe HEC, France  
ARNOLD SCHUH 
Vienna University of Economics and  
Business Administration, Austria 
BRUNO SERGI 
University of Messina, Italy 
D. DEO SHARMA 
Stockholm School of Economics, Sweden 
KENNETH SIMMONDS 
London Business School, United Kingdom 
NITISH SINGH 
Saint Louis University 
GREGORY SULLIVAN 
Advanced Marketing Systems 
 

 

Indexed and/or Abstracted in: EBSCOhost Products; Emerald Management Reviews; Gale Cengage; Business ASAP, Cabell’s Directory, 
The Standard Periodicals Directory, ASOS 
Journal of Euromarketing (ISSN:1049-6483) is published quarterly by IMDA Press, 1201 Stonegate Road, Hummelstown, PA 17036, USA. 
US Postmaster: Please send address changes to Journal of Euromarketing, c/o IMDA Press, 1201 Stonegate Road, Hummelstown,  
PA 17036, USA. 
Annual Subscription, Volume 22, 2013 
Print ISSN: 1049-6483, Online ISSN: 1528-6967 
Institutional subscribers: $600, Personal subscribers: $125. Institutional and individual subscriptions include access to the online version 
of the journal. 
Production and Advertising Office: 1201 Stonegate Road, Hummelstown, PA 17036, USA. Tel: 717-566-3054, Fax: 717-566-1191. 
Subscription Office: IMDA Press, 1201 Stonegate Road, Hummelstown, PA 17036, USA. Tel: 717-566-3054, Fax: 717-566-1191. 
For a complete guide to IMDA Press’ journal and book publishing programs, visit our Web site: http://www.imda.cc   
Copyright  ©  2013 IMDA Press. All rights reserved. No part of this publication may be reproduced, stored, transmitted, or disseminated 
in any form or by any means without prior permission from IMDA Press. IMDA Press grants authorization for individuals to photocopy 
copyright material for private  research use on the sole basis that requests for such use are referred directly to the requester’s local 
Reproduction Rights Organization (RRO), such as the Copyright Clearance Center (www.copyright.com) in the USA or the Copyright  
Licensing Agency (www.cla.co.uk) in the United Kingdom This authorization does not extend to any other kind of copying by any means, 
in any form, and for any purpose other than private research use. The publisher assumes no responsibility for any statements of fact or 
opinion expressed in the published papers. The appearance of advertising in this journal does not constitute an endorsement or approval 
by the publisher, the editor-in-chief, or the editorial board of the quality or value of the product/service advertised or of the claims made 
for it by its manufacturer. 
Permissions: For further information, please visit http://journals.sfu.ca/je/index.php/euromarketing/index  
December 2013

ASSOCIATE  
EDITOR 

 
SVETLA MARINOVA 

Aalborg University 
 

TECHNOLOGY AND  
E-COMMERCE EDITOR 

 
KIP BECKER 

Boston University 
 

BOOK REVIEW 
EDITOR 

          
         SHAUKAT ALI 
University of Wolverhampton 
 

PRODUCTION 
EDITOR 

    
TALHA DOGAN HARCAR 

Pennsylvania State University at Beaver 
 
 



 

JOURNAL OF EUROMARKETING 
 

Volume 22, Number 4, 2013 
 
 

CONTENTS 

 

EDITORIAL 1 
 Erdener Kaynak 
 

ARTICLES 

Pricing Responsibility Matters – On the Impact of Pricing Practices on Corporate                       5  
    Performance 
         Oliver Roll, Jeannine Budelmann, and Lars Hendrik Achterberg 
 
Consumer Ethnocentrism, Economic Animosity and the Role of Media: The Case of Greek      21       
          Products 
          Antonios Zairis and Dimitrios Dimakakos 
  
Manufacturing Exporting and Non-Exporting Firms: Characteristics and Perspectives               44           
          Fotini Voulgaris, Christos Lemonakia, and Constantin Zopounidis 
 
The ICT Effects and the Switching Costs on the Relational Variables: An Application in          61 
    Retail Trade of Greece and Spain 
         K. Faidon Sylvestros, Irene Gil Saura, and Beatriz Moliner Velazquez  
 
 
BOOK REVIEW 
 
E-Negotiations; Networking and Cross-cultural Business Transactions,  by Nicholas                72 
Harkiolakis, Daphene Halkias, and Sam Abadir,  Gower  Publishing, Surrey,  
United Kingdom  2012, 228  pages,  ISBN: 978-1-4094-0196-4,  List price 65 Euro,  
Hardcover. 
Reviewed by Claude Cellich 

 
 
 
 
 
 
 



Journal of Euromarketing, 22: 1-4, 2013 
Copyright © IMDAPress 
ISSN: 1049-6483 print / 1528-6967 online 
 
 

EDITORIAL 
 
 The question of who should be responsible 
for pricing decisions has not yet been satisfac-
torily answered. There is only scarce research 
on certain aspects of this topic, which primari-
ly focuses on how much influence the sales 
force should have on pricing decisions. How-
ever, in many companies, there is no clear an-
swer to the question of who should make pric-
es in a company because pricing processes and 
responsibilities are not clearly defined. The 
survey sought to find whether the organiza-
tional position of persons with pricing respon-
sibility (e.g., whether the pricing responsibil-
ity was within the marketing, the sales, or the 
controlling department or with a dedicated 
pricing manager) in European companies had 
an effect on performance measures and on fac-
tors related to the domains of strategy formu-
lation, implementation, organization, and en-
vironment.  
 It was shown by Roll et al. that different 
groups of managers (pricing, marketing, sales, 
and controlling managers) have different 
competencies and approaches regarding dif-
ferent managerial aspects of pricing and there-
fore perform differently in these domains. 
When controllers were responsible for pricing 
decisions, strategic issues were better formu-
lated and important steps were better imple-
mented than in those cases in which control-
lers were not responsible for pricing decisions. 
This positive influence can be explained by 
the analytical way of thinking that is often at-
tributed to controllers. The results are also in 
line with the knowledge that controllers pos-
sess concerning internal processes. 
 Consistent with prior work, the study re-
sults indicate that the delegation of pricing 
responsibility to the sales force can be disad-
vantageous for many managerial and, espe-
cially, performance aspects of a company. The 

reasons for this negative affect on firm per-
formance might be found in the configuration 
of incentive systems. A noticeable result was 
that top management support was lower when 
the sales department was responsible for pric-
ing. Pricing managers seem to have strengths 
regarding aspects of firm organization. Com-
pany revenues were especially higher if pric-
ing managers were responsible. However, the 
causality in this case might be that only com-
panies generating larger revenues have the 
necessary structures and can afford to employ 
specialized pricing managers. The other per-
formance measure that showed significant re-
sults for pricing managers was customer satis-
faction. This indicates that pricing managers 
are more able than others to analyze their cus-
tomers’ willingness to pay and subsequently 
price products higher than their colleagues do. 
By combining competencies and information 
from different organizational divisions at a 
single point in the company, processes are op-
timized and pricing performance improved. 
Consequently, customers will buy the prod-
ucts, but are not happy with the prices. 
 The implications of this study are that op-
timized processes and improved pricing per-
formance can be achieved by combining the 
competencies of people from different func-
tional areas. A cross-functional approach on 
marketing issues such as pricing can be very 
successful, even though it might be time-
consuming and difficult. Pricing as a manage-
rial challenge of high importance is too com-
plex to leave it to just one department. The 
combination of knowledge from different 
functional areas of a company under the um-
brella of one dedicated pricing manager seems 
to be a good solution. It is important, however, 
to clearly define competencies and responsi-
bilities for a group of different managers that 
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is working on pricing issues in order to avoid 
frustration or misunderstandings. 
 The recent European financial crisis has 
become one of the most common issues in the 
global news agenda. Apart from the economic 
downturn, it has also affected international 
trade and the presence of national products in 
foreign markets. The paper by Zaris and Di-
makakos aims to empirically investigate the 
impact of mass media on the behavior of Brit-
ish and German consumers, regarding the pur-
chase of Greek products, and to identify 
whether media exposure can be considered as 
an antecedent that causes or increases the con-
cepts of consumer ethnocentrism and consum-
er animosity. Additionally, it analyses the cor-
relation between media exposure and the 
country-of-origin effect.  
 The results indicated that the two-year 
media coverage on Greece’s debt crisis had a 
significant impact on the British and German 
consumers’ behavior. More specifically, alt-
hough consumers did not show any animosity 
feelings, consumer ethnocentrism made them 
reluctant in purchasing them. Furthermore, 
despite the fact that British and German con-
sumers had a positive view of Greek products, 
a significant portion was not well informed 
about them.  
 The aforementioned findings are extreme-
ly important for companies that operate under 
conditions of economic instability, and expe-
rience a decline in the domestic market. For 
such companies, exporting is perhaps the only 
way to increase their sales. Therefore, a better 
knowledge of foreign consumers’ behavior 
(and not the country’s behavior) could be a 
powerful tool for Greek companies so as to 
promote their goods more efficiently. Moreo-
ver, a systematic co-operation between the 
firms’ managers, the commercial associations, 
and the Greek government is recommended in 
order to enhance the country’s image in the 
foreign markets. 
 Manufacturing plays a vital role in the 
economic health of a country, and therefore, 

building the appropriate environment and ap-
plying policies for firms to survive and flour-
ish is of utmost importance for the country’s 
economy. The competitiveness of a country’s 
manufacturing sector is critical for its eco-
nomic prosperity and growth. Intense compe-
tition in global and local markets urges firms 
to improve their competitiveness.  
 The study by Voulgaris et al. investigates 
the systematic differences between exporting 
and non-exporting firms, based on the as-
sumption that an exporting firm is a competi-
tive firm. The authors use firm-level financial 
data of Greek manufacturing firms from ran-
dom sample of 335 listed and non listed firms 
with the highest sales, from the two most im-
portant in terms of exports, manufacturing 
sectors, in Greece, i.e. Food & Beverages and 
Textiles, covering a period of 11 years (2000-
2010). The study attempts to identify the criti-
cal factors of exporting firms and to detect if 
there exist any differences among the two sec-
tors. The methodology used is a binary logit 
regression models on all firms (335) of the 
sample (exporting and non-exporting), and 
one for each sector using as dependent binary 
variable exporting activity and as independent 
variables financial ratios. A qualitative model 
is also estimated based on both financial and 
qualitative data which are derived from ques-
tionnaires addressed to 100 firms.  
 Descriptive statistics pinpoint the financial 
and managerial characteristics of the exporting 
firms in those sectors and show significant 
differences between exporting and non-
exporting firms, suggesting that exporting 
firms are younger, smaller, have higher labor 
productivity, lower financial leverage, and 
lower domestic market share vs. the non-
exporting firms. 
 The results of the logit regression models 
suggest that age, size, effective management 
of production expenses, sales growth, invento-
ry control, and moderate liquidity have a con-
siderable impact on a firm’s ability to export. 
Profitability is inversely related to exports, 
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suggesting that firms in those traditional sec-
tors compete on low pricing and that they 
have to be efficient to survive. It is proven that 
for low technology industries, such as F&B 
and textiles, the inability to exploit monopolis-
tic power leads them to a greater level of ex-
port involvement. So the results indicate that 
Greek manufacturers view exporting activity 
as a residual activity in the period under study. 
 The results also indicate that exporting 
firms must have a low reliance on debt. Greek 
exporters are light manufacturers with low 
value added products, due to low fixed assets 
because of constrains in financing and the 
small size of the domestic market. In terms of 
management and strategic characteristics, fac-
tors that are found to increase exportability, 
are foreign firm affiliation and cooperation, 
size, low cost imported raw material, and use 
of e-commerce. However, innovation and new 
technology does not seem to affect Greek ex-
ports of food, beverages, and textiles firms, 
since they mainly compete through low pric-
ing.  
 Due to the economic crisis, customers’ 
preferences have changed, turning towards 
low priced quality products. Competition has 
been increased from firms which, originally 
coming from low cost countries (BRIC), have 
become now industrialized, investing in de-
veloped economies through FDI and thus im-
proving fast the quality of their products 
through application of west technologies, 
providing low cost quality products. Greek 
firms have to compete now with those firms in 
the export market. 
 Small and medium size firms focusing in 
market niches innovate and broaden their 
markets globally. This applies to Greek ex-
ports. Non-price competitiveness introduces 
product differentiation that improves quality 
and characteristics of exports. Low cost is im-
portant, but not without elements of differenti-
ation. In the food and beverages sectors, firms 
should focus on quality products differentiated 
with new tastes and healthy food characteris-

tics. In the textiles industry, firms that have 
succeeded in producing differentiated and 
quality products with the use of international 
partners cooperation are the ones that will sur-
vive and grow. 
 For policy makers, our results suggest that 
exporting firms should be supported by the 
State through easy access to financing for 
fixed assets investments in new technology 
and innovation, through lower taxes, lower 
bureaucracy, and improvement in the quality 
of physical infrastructure. However, the re-
covery of the lost competitiveness of the 
Greek economy can be achieved not only from 
exporting firms, but through the transferring 
of productive resources from public services 
and commerce to firms with export orientation 
and exportable goods and services. At the 
same time, along with the shrinking of the 
public sector, important structural changes are 
needed, such as labor and product markets 
flexibility and the provision of incentives for 
investments in sectors with strong export ori-
entation. 
 During the last decades, the rivalry in the 
retail sector seems to be more intense through 
the integration of information and communi-
cation technologies (ICT). Nowadays, the high 
level of competition in the textile and clothing 
sector, combined with the financial crisis, 
have contributed to the reduction in both the 
profit margin and the size of the sector. In this 
context, the perceived value has become a 
fundamental construct in commercial distribu-
tion, being both a consequence and an ante-
cedent of key behavioral variables in retail 
operations. In this framework, the present 
study by Gil-Saura et al. tries to analyse the 
effects of the changes of dynamic variables 
like the ICT in the point of sales, on perceived 
value, commitment, and loyalty. The starting 
point of this study is the evidence of previous 
studies about the significance of the factors 
that influence this process. Additionally, the 
authors intend to detect the possible differ-
ences between the generated perceptions of 
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conclusions, to the supplier efforts in order to 
provide sustainable competitive advantages 
through the development of management sys-
tems and business differentiation, based on 
client orientation and, more specifically, on 
the delivery of value. 
 The results corroborate the effects of per-
ceived value on commitment and loyalty, alt-
hough perceived value does not seem to be 
influenced by ICT. With all that, it can be 
concluded that in order to maintain in the 
market, the suppliers have to deliver a pro-
posal of value to the consumer in order to at-
tract the consumer, induce the purchase, and 
foster loyalty. This process can be achieved 
through the creation of functional–quality, 
price-, emotional, and social links. However, 
not all of them act with the same intensity. 
According to the study results, the effect of 
emotional value on total value and commit-
ment is stronger than that which is produced 
by the other types of value. Therefore, the au-
thors perceive as possible implications for the 

retail companies the concentration of their ef-
forts on investing in the resources that im-
prove customer’s experience in the point of 
sale. These resources can be developed 
through increased staff training in the store, 
with a true vocation towards customer orienta-
tion, service customisation, and interpersonal 
relationship.  
 Finally, in this study the authors found that 
nationality factor affects the behaviour of the 
model variables, pointing towards a possible 
moderating effect. Perhaps, the non-
significant effect of ICT can be explained by 
the significant differences found in the empir-
ical research between the two customer pro-
files of nationality. All the above constitutes a 
new perspective in the analysis of relation-
ships between customers and stores of cloth-
ing and footwear. 
 

Erdener Kaynak 
Editor-in-Chief 
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