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The PhD thesis by Roxana Codita focuses on contingency factors of marketing-mix 
standardization in the context of internationalization strategies. This topic is equally 
relevant for theory and practice. The theoretical relevance consists in the verification of the 
(general) contingency theory of marketing-mix standardization in a Central Eastern 
European Context as well as in the development of a novel theoretical construct regarding 
product cultural specificity. The practical relevance should be assessed in view of the 
background of the eastwards enlargement of the European Union: Central and Eastern 
European Countries are not only interesting as production sites for German consumer 
goods companies, but as outlet markets as well. Many German companies in the consumer 
goods sector have significantly increased their export and marketing activities in Central 
and Eastern Europe during the last ten to twenty years. Therefore the question rises, how 
they shape their marketing-mix, particularly:  

 To what extent do German consumer goods companies standardize their marketing-mix 
in Central and Eastern European countries? 

 How do marketing managers perceive the environmental and competitive conditions in 
the Central and Eastern European foreign markets (“host”), as compared to those ruling 
their own (“home”) market? 

 Which factors have a significant influence over the degree of standardization of the four 
marketing-mix elements (Product, Price, Communication, and Distribution)? 

 To what extent does standardization contribute to performance on Central and Eastern 
European markets? What kind of influence does the degree of standardization take upon 
performance in Central and Eastern European countries?  

The empirical work by Roxana Codita provides for detailed and differentiated answers to 
these questions. The main study regards German consumer goods companies, active in 
Central and Eastern European markets. Contrary to other studies, concentrating on 
individual aspects (such as communication), the present empirical research has a 
comprehensive scope. 

One of the key findings is that standardization is greatest in the product area, followed by 
communication and distribution. The price is generally adapted to realities specific to the 
national markets. Pivotal influence factors lie in the similarity of consumer groups as well 
as of marketing infrastructure. 

Business performance on Central and Eastern European foreign markets can be explained 
by product and distribution standardization, on the one hand, as well as by international 
business experience and global marketing processes and other contingency factors (such as 
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competition intensity), on the other hand. The positive direct effects of both variables 
“international business experience” and “global marketing processes” upon performance in 
foreign markets indicate that internal factors play a key role in gaining competitive 
advantage in international marketing. This carries significant implications for theory and 
practice, widely discussed in the last part of the outstanding dissertation at hand. 

While presenting both theoretically and empirically interesting results, the excellent 
dissertation is well structured and fluently written. I highly recommend the book for 
reading to both researchers and practitioners in the area of international marketing. 
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