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Editorial Ibrahim Sirkeci  

 
We are pleased to bring you a new set of articles covering different 

aspects of the transborder, transnational phenomena in this seventh 

volume of Transnational Marketing Journal.  

Before looking into the articles included in this issue, I would like to 

share some news about the journal. Transnational Marketing Journal 

has been included in Crossref citation system since last year, and now 

we are able to assign DOI (digital object identifier) numbers to each 

published article. Although we have our reservations regarding the 

misleading reputation of these numbers and their strict use in certain 

geographies, this service is a useful one in terms of offering continuous 

accessibility to the content published even if the websites and hosting 

systems change for the journal or publisher.  

The Journal’s content is now listed in Elsevier’s ranking and indexing 

service SCOPUS. Articles published in the journal from 2018 onwards, 

now can be found in the SCOPUS database. We have also submitted 

the content to several other ranking agencies and panels around the 

world and hoping that the work of our authors, editors, and reviewers 

to maintain a standard will be acknowledged by more platforms 

soon.  

In the last twelve months, Transnational Marketing Journal has 

supported several specialist conferences, and as a result, an upsurge 

in the number of articles submitted witnessed. This coincides with the 

indexing successes mentioned above too.  

The current issue offers articles covering a variety of subjects including 

CSR, tourism and food consumption and security challenges as key 

themes. The opening article by Isami Omori examines the impact of 

UNESCO inclusion of Japanese food Washoku in the list of Intangible 

Cultural Heritage in 2013 on the image of cities associated with 
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Japanese food. Using content analysis of three nationally distributed 

Japanese newspapers, she examined the ratings to show that the 

appearance of place names in these articles was geographically 

limited although Kyoto has particularly benefited from this 

recognition. 

Walley and colleagues, in the second article, reports on a study 

investigating the factors influencing consumer perceptions of country 

of origin in China. Their results underline the complexity of the COO 

effect in Chinese case. 

The third article by Privara reviews the literature and discusses the 

questions of food insecurity and key food challenges faced by 

immigrants.  

The final article by Bouderbala and Zaddem brings us a Tunisian case 

study on CSR appropriation through a sensemaking perspective. Their 

goal is to offer an understanding of the CSR appropriation process in 

networked companies. They argue that network interferes favourably 

in the process of sensemaking (enactment) by acting on the strategic 

technical and the cognitive levels. 

The field of Transnational Marketing is developing and we are pursuing 

excellence in scholarship in this track. Looking forward to receive 

genuinely interesting and innovative papers from our colleagues 

around the world.  
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