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Abstract

Purpose — The purpose of this study is to determine what the history of research in marketing implies for
the reaction of the field to recent developments in technology due to the internet and associated developments.

Design/methodology/approach — This paper examines the introduction of new research topics over
10-year intervals from 1960 to the present. These provide the basic body of knowledge that drives the field at
the present time.

Findings — While researchers have always borrowed techniques, they have refined them to make them
applicable to marketing problems. Moreover, the field has always responded to new developments in
technology, such as more powerful computers, scanners and scanner data, and the internet with a flurry of
research that applies the technologies.

Research limitations/implications — Marketing will adapt to changes brought on by the internet,
increased computer power and big data. While the field faces competition for other disciplines, its established
body of knowledge about solving marketing problems gives it a unique advantage.

Originality/value — This paper traces the history of academic marketing from 1960 to the present to show
how major changes in the field responded to changes in computer power and technology. It also derives
implications for the future from this analysis.

Keywords Internet, Technology, Knowledge, History, Change, Review, Data, Methods

Paper type General review

Resumen

Proposito — El objetivo de este estudio es examinar qué implica la historia de la investigacién académica en
marketing en la reaccion del campo de conocimiento a los recientes desarrollos tecnologicos como
consecuencia de la irrupcion de Internet.
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Metodologia — Esta investigacion analiza la introduccién de nuevos temas de investigacion en intervalos
de diez afios desde 1960 hasta la actualidad. Estos periodos proporcionan el cuerpo de conocimiento basico
que conduce al ambito del marketing hasta el presente.

Hallazgos — Aunque los investigadores tradicionalmente han tomado prestadas ciertas técnicas, las han ido
refinando para aplicarlas a los problemas de marketing. Ademas, el ambito del marketing siempre ha
respondido a los nuevos desarrollos tecnologicos, mas poder de computacién, datos de escaner o el desarrollo
de Internet, con un amplio nimero de investigaciones aplicando tales tecnologias.

Implicaciones — El marketing se adaptara a los cambios provocados por Internet, aumentando el poder de
computacion y el big data. Aunque el marketing se enfrenta a la competencia de otras disciplinas, su sélido
cuerpo de conocimiento orientado a la resolucion de problemas le otorga una ventaja diferencial iinica.

Valor — Describe la historia académica del marketing desde 1960 hasta la actualidad, para mostrar cémo los
principales cambios en este campo respondieron a los cambios tecnoldgicos. Se derivan interesantes
implicaciones para el futuro.

Palabras clave Historia, Revision, Cambio, Tecnologia, Conocimiento, Internet, Datos, Métodos

Tipo de articulo Revision general

1. Introduction

Beginning in the mid-1990s improved computer power, the existence of the internet and
other advances in technology, have spawned a number of major changes on both sides of
markets. There has been an explosion of the data that is available to sellers. There is
clickstream data, click-through data, online product reviews, blogs, social media data, video
data, purchase history data and numerous other types of data. This has given rise to
extremely large data sets (big data) that require new approaches to analysis. In turn, this has
led to a need for methods that are capable of making sense of this mass of data, and to the
rise of data science as a profession. Big data has also led to major increases in the ability to
target individual consumers, and the diffusion of the smart phone has made mobile
advertising a major medium. On the buyer side, online retailing has grown rapidly,
availability of online information has greatly lowered search costs, and the internet has
fostered social networks and online reviews that have become a new source of information
for both buyers and sellers. Very large intermediaries such as Google, Amazon and
Facebook have emerged to facilitate the transmission of online data to buyers, the flow of
data to sellers and the flow of transactions between buyers and sellers.

These changes have created exciting research opportunities for marketing scholars,
provided that they keep abreast of the developments. But there are also threats.
Examination of recent issues of the leading journals in MIS will uncover many titles that
could easily apply to marketing papers. A common viewpoint in the popular literature is
that marketing personnel are not equipped to handle marketing analytics, and that only data
scientists are equipped to handle big data issues of targeting, measuring sentiment and
mapping social networks (Deloitte, 2018; Olenski, 2018; Roubaud, 2018). In short, there is a
potential turf war about who will supply marketing research in the future.

Thus, a major question is what will happen to the field of marketing in the face of the
technological changes outlined above, and of increased competition from data scientists and
others. In this paper, I will address this question by showing that that the field has always
responded favorably to major changes in technology, and to major research needs. I will do
this through a detailed examination of research topics that occupied the profession from 1960
to the present. Three key insights emerge from this analysis. One is that marketing has always
adapted to changes in technology and research needs, and generally has adapted and refined
research methods developed elsewhere in doing so. There is no reason why this will not be the
case in the future. Another is that there is a large body of knowledge about marketing practice



and consumer behavior that is unique to marketing, and has developed over a long time period.
I doubt that most of us fully appreciate the extent of this knowledge, which is not easily
acquired by data scientists and others. A third key insight is the absolutely huge impact that
the internet has had on firms and consumers, aided by improved computers and other
technology. This has led to major changes in the practice of marketing, and created a vast
number of research opportunities that can occupy academics in the field for a long time to
come. A final observation is that many of the techniques favored in machine learning and by
data scientists are derived from methods first applied in marketing many years ago. Until
recently, a lack of computer power hindered their further development.

While there is other work on the history of marketing, this paper has a different focus.
There are several studies of trends in marketing topics over time (Cho ef al., 2017; Mela et al.,
2013; Huber et al., 2014; Wang et al., 2015). While these articles focus on the entire life cycle
of topics, our focus is on their introduction to the field. There are also review articles that
trace developments in the sub-areas of quantitative marketing (Winer and Neslin, 2014), and
strategy (Kerin, 1996; Kumar, 2015). There is no review article that covers all areas of the
field, and the studies of trends and review articles cited above generally do not focus on the
drivers of changes in the field. This study examines changes in all areas of marketing, and
attempts to trace their origin to technological changes, demands of practitioners or research
needs that emerge as the field progresses.

This study will trace changes in methods and topics introduced into the field in 10-year
intervals starting at 1960, and ending in the present. A list of the changes in technology and
available data that appeared in each 10-year interval is also provided. It will be clear that
these changes triggered many of the developments in methodology and research topics. An
overview of the major developments is presented in Table I. Developments at each 10-year
period will be discussed in detail in the following sections. In preparing this analysis, I relied
heavily on lists of highly cited papers in Journal of Marketing, Journal of Marketing
Research, Journal of Consumer Research and Marketing Science, articles in the book edited
by Winer and Neslin (2014), and on other articles that are cited in the following sections.

The historical analysis reveals that the basic conceptual framework and techniques for
empirical analysis used in marketing that emerged in the 1960s and 1970s are still in use
today, albeit in refined versions that take advantage of improved data and computer power.
A reason for this is that the fundamental problems of marketing management remain the
same as they were in that period. Aided by the influx of faculty trained in psychology, a
focus on the micro aspects of consumer information processing behavior emerged in the
1970s and 1980s. With an influx of faculty trained in economics, the 1980s also saw many
applications of game theory to marketing problems. But the major development in the 1980s
was the diffusion of bar code scanning, which provided an important new source of data,
plus improved computer power and the logit model to facilitate the analysis. The advent of
scanner data made it possible to create customer data bases, which facilitated the
development of a large body of research on customer relationship management (CRM) in the
1990s. The late 1990s saw the emergence of the internet as a new communication medium.
This created new sources of data for consumers, e.g. social networks, online reviews and
massive amounts of data for firms to analyze. This led to a demand for data scientists and
also attracted the attention of scholars in MIS. Marketing now had a new source of
competition. While the field was initially slow to adopt the internet as a research area,
research on internet-related topics dominated marketing in the recent decade.

Following the historical analysis, I will outline some needed changes and opportunities
for further research that emerge from the presentation. I will also outline the implications for
attracting students into marketing rather than MIS or data science.
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Table 1.

Key innovations in
marketing research
at 10 year intervals
from 1960 to the
present

Year Technology New data New methods New issues
1960-1969  Mainframe Aggregate Regression Marketing concept
Survey Stochastic Marketing mix
Diary panel Discriminant Response models
Cluster Product life cycle
MDS Diffusion
Brand loyalty
Perceptions/preferences
Segmentation
1970-1979  Mainframe Lab experiments Conjoint Measurement
Covariance structure Multi-attribute
Logit Attitudes
Qualitative research Positioning
Information processing
Market share models
Decision support
1980-1989  Scanner Scanner panel Finite mixture Brand choice
PC Point of saledata  Interpretative Strategy
Game theory Channels
Pricing
Services
Involvement
Knowledge/expertise
1990-1999  Internet Online shopping Bayesian CRM
Web browser Clickstream Heterogeneity Market orientation
Search engines Big data Hazard Long-term effects
Time series Consumption behavior
Consideration sets
Brand Equity
Satisfaction
Internet
2000-2009  Broadband Reviews Text mining Online advertising
Social networks Social networks Machine learning Online word-of-mouth
Smart phones Econ Structural models  Online experience
Wi-Fi Marketing profitability
Service dominant logic
2010-2019  Virtual assistant ~ Location tracking  Control function Multi-channel
Smart home Field experiments Mobile
Big data techniques Social networks
Neuroscience Privacy Showrooming

2. The history of research in marketing

2.1 1960-1969: marketing management and quantitative methods
With the introduction of computers that use integrated circuits in the middle of this period,
computer power increased considerably. By today’s standards computer power was still
quite limited, and older readers may recall boxes of punched cards which were provided to
an operator, and waiting for an output that might materialize hours later. Still, tasks could
be performed given a certain amount of patience.

Much of the research during this period emerged from fellowships aimed at training
business school faculty members that were provided by the Ford Foundation (Winer and
Neslin, 2014, pp. 2-3). The list of attendees included many who became the most influential



scholars in our field. Two collections of readings that were required reading when I was a
graduate student emerged from the conference: Bass et al. (1961) and Frank et al. (1962).

The primary data sources during this period were aggregate time series data, sometimes
assembled from data obtained from diary panels, and surveys. The era started with the
development of two key concepts that are still useful: the marketing concept (Levitt, 1960)
and the development of the key concept of the marketing mix — the 4p’s (McCarthy, 1960).
However, most of the innovative research over 1960-1969 centered on empirical applications
to practical marketing problems. For example, the new product forecasting models of Fourt
and Woodlock (1960) and Parfitt and Collins (1968) used panel data to forecast steady state
levels of trial and repeat purchase. Other examples are the response model to price and
dealing of Massy and Frank (1965), and the models of response to advertising of Palda
(1965) and Bass (1969). These response models applied regression analysis, and Bass (1969)
was a pioneering application of simultaneous equation techniques.

The concept of the product life cycle also emerged during this period (Kotler, 1965a,
1965b, Cox, 1967). Kotler developed a numerical simulation of the long-term strategy of a
firm introducing a new product that anticipates later game-theoretic models. The well-
known Bass diffusion model, another application of regression analysis, appeared in 1969.
There was also a considerable interest in brand loyalty and brand switching during this
period, which was usually analyzed by studying purchase sequences with diary panel data
using some form of stochastic model (Kuehn, 1962; Massy, 1966; Morrison, 1966).

The period 1960-1969 also saw the initial marketing applications of discriminant
analysis (Massy, 1965; Morrison, 1969), cluster analysis (Frank and Green, 1968) and multi-
dimensional scaling (Neidell, 1969; Green and Carmone, 1969). These articles were mainly
methodological. However, Massy (1965) presented an application to discriminating between
the audiences of a set of radio stations; Frank and Green (1968) outlined applications of
clustering in various areas, including grouping TV programs on the basis of audience, and
grouping respondents on the basis of purchasing patterns; Green and Carmone (1969)
provided a perceptual map of automobile models.

A conceptual framework for examining product differentiation and market segmentation
as alternative strategies was developed by Smith (1956). The framework is based in
economics, and there is no empirical analysis. Claycamp and Massy (1968) developed a more
precise normative segmentation model, with components expressed mathematically. Several
empirical approaches to segmentation were also developed during 1960-1969. Examples are
Bass et al. (1968), Yankelovich (1964), Frank (1967) and Engel et al. (1969).

In sum, the period 1960-1969 is characterized by pioneering work in many familiar areas
of marketing, which was driven by a serious effort to improve the quality of marketing
education and research. Microeconomics provided the conceptual starting point, and the
empirical approaches were derived from work in other disciplines. For example,
simultaneous equations regression originated in economics; stochastic models originated in
operations research and psychometrics; clustering originated in biology; and multi-
dimensional scaling and discriminant analysis originated in statistics.

While much of the work is rudimentary by today’s standards, many of the problems still
exist, and many of the approaches are still in use today. Some of the techniques introduced
during 1960-1969 play an important role in machine learning. For example, support vector
machines are basically a technique for discrimination, and clustering is still used for
classification. We still teach about the marketing concept, and product life cycle; we still use
response models to develop an optimal marketing mix; we still use extensions of the
Bass (1969) model to address problems of diffusion and new product forecasting; we still
examine brand loyalty and brand switching; competitive positioning maps are still useful;
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and we still attempt to define market segments. What has changed is the size of the data sets
that we have, the computer power needed to deal with them, and the technical sophistication
of our tools.

2.2 1970-1979: preferences, preferences, segmentation and positioning

The years 1970-1979 might be labeled as the era of perceptions, preferences, segmentation
and positioning. During this period, products also came to be viewed as bundles of
attributes, and a consumer’s choice problem was modeled as an attempt to find the product
offering the best mix of attributes. Three approaches to measuring preferences emerged
over 1970-1979: the multi-attribute attitude model; preference mapping based on regressions
of stated preference on brand attributes; conjoint analysis based on relations between stated
preferences and hypothetical brand attributes.

Attitudes. Based on frameworks presented by Rosenberg (1956) and Fishbein (1963), an
extensive body of literature built on measuring attitudes toward brands and their attributes
emerged around 1970. The underlying model postulates that consumer Kk’s attitude toward
brand j, Aj; is the sum of ratings of the brand on each attribute rated multiplied by the
consumer’s evaluation of the importance of the corresponding attribute. The brand with the
highest value of Aj, is the most preferred and should be chosen. In their review of this
literature, Wilkie and Pessemier (1973) discuss the many different ways in which attributes
and their importance have been measured, and the many measurement problems that this
model poses. Nevertheless obtaining ratings of brands on attributes, and of the importance
of each attribute, has become standard practice in marketing research surveys. The attitude
model is an indicator of the strong interest in applying psychology to marketing problems
that emerged around 1970, which resulted in the founding of the Journal of Consumer
Research that was first published in 1974.

Preference mapping. Rather than asking the consumer to rate the importance of different
attributes, one can estimate their importance if one has data on brand preferences, and the
positioning of brands on individual attributes. The positioning can be derived from attribute
ratings or multi-dimensional scaling of similarity judgements (Urban, 1975). Attribute
importance can be obtained for each consumer by regressing stated preferences on brand
positions for each consumer. The results can be used in predicting choices of a new concept
given the positioning of existing brands. This is essentially the approach taken in Urban
(1975) and Silk and Urban (1978). The latter article outlines the structure of the ASSESSOR
pre-test market model, which is a laboratory simulation of an actual test market. A variant
of this model is still in commercial use.

Conjoint. Alternatively, one can construct hypothetical profiles of the attributes of
different brands, and obtain respondents’ preference evaluations of each profile. Relating
these evaluations to the attribute levels in the profile gives a measure of the importance of
each level of each attribute. This is the basic idea behind conjoint analysis (Green, 1974;
Green and Srinivasan, 1978) which has become a standard tool for evaluating the
attractiveness of different brands, and for testing the viability of attribute bundles not
currently on the market. The basic difference between conjoint and other models is that the
attributes are actual values rather than perceptions, which allows products that match the
actual bundles to be designed, eliminating the need to find relations between perceived and
actual values. Green and Srinivasan attribute the basic theory of conjoint measurement to
Luce and Tukey (1964). Luce was a psychologist, Tukey a statistician. Conjoint analysis is
widely used in practice; for example, Green et al. (2001) state that there had been over 1,000
applications of conjoint over the 30 years prior to 2001.



Measurement: behavioral and quantitative. Consistent with the increasing influence of
psychology on marketing, many papers were written on generating valid and reliable
measures of constructs used in marketing studies. The measurement paper by Churchill
(1979) has approximately 5,800 citations in SSCI, the most of any marketing paper in 1970-
1979 by a wide margin. Other highly cited papers on measurement in this era are Peter
(1979), Green and Rao (1970) and Heeler and Ray (1972). This period also marks the first
marketing applications of covariance structure analysis, a formal model for measuring
relationships between constructs (Bagozzi et al, 1979; Aaker and Bagozzi, 1979). In this
model, scale items are imperfect measures of latent constructs, and the constructs are
connected by regression relationships. The model allows the quality of the scales and the
predictive ability of the relation between constructs to be assessed. The covariance structure
model was developed by the Swedish statistician Joreskog (1970).

In addition to attempts to measure attribute perceptions, there was considerable interest
in the process of acquiring the information that leads to the perceptions. Much of the data
was acquired through experiments that monitored how respondents progressed through
information displayed in different formats (Jacoby et al., 1974a, 1974b; Bettman and Kakkar,
1977; Bettman and Zins, 1979), which are early examples of experimental consumer
research, which has become the norm in recent years.

The period 1970-1979 was also marked by an interest in qualitative research. Two
methodological articles that are still relevant to current practice from this period are Calder
(1977) and Kassarjian (1977). Calder focused on the methodology of focus groups, and made
the point that their appropriateness in a given situation depends on the objective of the
research, and on whether the moderator is an active or passive participant. Kassarjian
specified a set of conditions for the content analysis to be valid, and outlined relevant units
for the analysis. Interestingly, he anticipated the use of computerized text mining
procedures, but stressed the practical difficulty of developing dictionaries appropriate to a
given study. Those currently interested in text mining would be do well to pay attention to
this paper.

Two other streams of literature emerged in the 1970s: marketing mix models estimated
on aggregate sales data and decision support systems for managers. These are
formalizations and extensions of work that began in the 1960s. Examples of the marketing
mix models are Lambin (1970), Naert and Bultez (1973), Nakanishi and Cooper (1974). These
models were commonly based on log-linear relations between market share and decision
variables in which shares were constrained to sum to one. They produced price, advertising
and distribution elasticities, typically accounted for lagged effects, and sometimes
accounted for competitive reactions. They provided a basic structure that was used in later
applications of logit models to individual-level data, and also provided the basis for
marketing mix models that are currently used by practitioners.

The decision support models, which were often built around the basic framework
contained in the market share models, were focused on aiding managers in making
marketing decisions. If actual data was not available, management judgments were
quantified (Little, 1970). Examples of these systems are the call planning model of Lodish
(1971), and the industrial marketing mix model of Lilien (1979).

Summary. In sum, many concepts and measurement approaches that are part of the
mainstream of marketing practice were introduced in 1970-1979. While positioning
approaches have been refined, we still speak of product attributes and competitive
positioning, we still collect ratings data on attributes, we still use refined versions of conjoint
analysis to measure preferences for attributes, results of information processing
experiments are still underlie models of presenting information, and qualitative research is
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still carried out. These approaches generally originated in economics, statistics or
psychology and were extended and modified by researchers in marketing.

2.3 1980-1989: scanner data, strategy and information processing

The period 1980-1989 began with the rapid diffusion of bar code scanning, and of recording
sales at the point of sale, which created a source of big data that was rapidly exploited by
retailers, and data suppliers IRI and Nielsen. This created a unique opportunity to estimate
response to price, promotion and advertising at the level of a UPC and at the individual or
store level. Scanner data also facilitated the creation of customer databases that could be
used to predict churn and target promotional mailings.

For grocery stores in particular, the large amount of detailed and accurate individual-
level data facilitated the construction of consumer panels which soon replaced the older
diary panels. The rich data made it possible to predict choices as a function of price,
promotion, advertising and other variables, at the individual level. But as choices are
discrete (usually one brand is chosen from a set on a purchase occasion), standard regression
was not appropriate. This gave rise to the widespread application of the logit model, which
can be solved via maximum likelihood using gradient search techniques. Increases in
computing power made it feasible to apply these methods to large data sets. In its basic form
this model assumes that consumers maximize a utility function on each purchase occasion,
where the independent variables are marketing mix variables, and the errors are have a
Type 2 extreme value distribution, which is IID across alternatives. This is the logit model
based on the work of Luce (1958) and McFadden (1974). While this model was introduced
into marketing by Silk and Urban (1978), Punj and Staelin (1978) and Gensch and Recker
(1979), it did not receive widespread use until the scanner data was available.

The pioneering marketing application of the model to scanner data on packaged goods
was Guadagni and Little (1983). Many other applications of this model appear in the
literature. For example, Winer (1986) applied to the model to estimate the effect of reference
prices; Lattin and Bucklin (1989) used it to examine the reference effects of both prices and
promotions; Gupta (1988) used the logit model as the brand choice component of a model
that also incorporated purchase incidence and purchase quantity; and Neslin and
Shoemaker (1989) used the logit model as part of their examination of the decline in
aggregate repeat purchase rates after a promotion.

As it assumes that consumers have the same basic preference for brand attributes, and
that any differences in preference across consumers are reflected in the IID error term, this
basic form of the logit model implies that the effect a change in a marketing variable on
another brand is proportional to that brand’s share (proportional draw). Allenby (1989)
addressed this problem by applying a nested logit model to aggregate data, where each nest
is a group of brands that have homogeneous preferences, but preferences vary freely across
nests. Allenby used the results to draw a positioning map. Kamakura and Russell (1989)
went beyond this to use individual level data to estimate a finite mixture logit model that
defines segments that have different preferences, and determines the probability of each
sample member’s membership in each segment. This is a pioneering attempt to account for
heterogeneity in individual preferences in a logit model used in marketing. Other
approaches to the heterogeneity problem would await development until sufficient
computer power was available.

Theory and strategy. The decade 1980-1989 also marked the development of a body of
theoretical literature based on economic modeling, much of it using game theory. One
stream of this literature dealt with the problem of coordinating channels between the
manufacturer and retail level, and on how to achieve the coordination through pricing



and/or vertical integration. Examples are Jeuland and Shugan (1983), McGuire and
Staelin (1983), Coughlan (1985), and Moorthy (1987, 1988b). There is also an extensive
theoretical literature on a various aspects of pricing: dynamic pricing (Bass, 1980; Dolan
and Jeuland, 1981; Kalish, 1983; Rao and Bass, 1985), product line pricing (Moorthy,
1988a; Dobson and Kalish, 1988), quantity discounts (Dolan, 1987) and pricing under
price expectations (Narasimhan, 1989).

Marketing strategy emerged as an identifiable field during this period. Some of the
strategy papers are based on economic theory. Examples are papers on defensive marketing
strategy (Hauser and Shugan, 1983), and strategy for durables producers faced with
competition from used versions (Levinthal and Purohit, 1989). Other papers are more similar
to work in the management strategy literature. Examples are papers on pioneering
advantage (Robinson and Fornell, 1985; Urban, et al, 1986), asymmetric competition
(Carpenter et al., 1988), marketing control (Jaworski, 1988), brand image management (Park
et al., 1986), causerelated marketing (Varadarajan and Menon, 1988) and international
marketing strategy (Jain, 1989). Strategies for marketing services also received attention
during this period. Prominent examples are papers on classifying services (Lovelock, 1983),
service quality (Gronroos, 1984) and strategies for marketing services (Zeithaml ef al., 1985).

An extensive literature on channels also emerged during this period. The game theory
papers on channel coordination listed above are part of this literature. But there was also an
extensive body of literature related to organizational theory and transaction cost economics.
Examples of topics are opportunism (John, 1984), international entry and expansion
Anderson and Caughlan (1987), power (Gaski and Nevin, 1985), inter-organizational
exchange (Frazier et al, 1988) and continuity (Anderson and Weitz, 1989). With the
exception of Anderson and Caughlan (1987), there is little overlap between game theory and
methods used in other papers.

Search and information processing. Much of the consumer research literature over 1980-
1989 was focused on information. But instead of focusing on the mechanics of acquiring and
processing information, the focus was on various aspects of the search process: involvement,
the motivation to acquire information (Petty et al.,, 1983; Zaichkowsky, 1985); knowledge and
expertise, which define the stock of information (Alba and Hutchinson, 1987); the effects of
knowledge on search (Brucks, 1985) and product evaluation (Bettman and Park, 1980; Sujan,
1985; Rao and Monroe, 1988); and on the search process itself (Punj and Staelin, 1983; Bloch
et al., 1986; Beatty and Smith, 1987; Furse et al., 1984).

Summary. In sum, the availability of scanner data and improved computer power
facilitated the development of empirical studies of marketing mix elements for packaged
goods. But the limitations of the basic logit model hindered the development of this
literature, and there was a need to develop improved models of heterogeneity and state
dependence. While models that address the problem of heterogeneity were presented by
Allenby (1989) and Kamakura and Russell (1989), much further development of choice
models would come in the following decade.

With the exception of the marketing mix models, there was a shift away from a focus on
developing models that would be directly applicable to managerial decisions to more theory
development, and models that might explain behavior rather than provide a direct
application. This was true among researchers who study marketing strategy, and among
those who study consumer behavior. This does not mean that the research was not
ultimately useful for marketing practice. In fact a reason for the shift of emphasis may be
that the remaining research topics that could be studied with existing methods may not
have promised the same results as the more theoretically oriented topics: the low hanging
fruit had been picked.
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The period 1980-1989 also marked the development of marketing into at least three
different sub-fields that are grounded in different underlying disciplines. With the
introduction of the journal Marketing Science, quantitative research based on economics and
statistics became a more distinct area. As noted above, strategy research based on research
on organizations became another. Finally, consumer behavior research based on psychology
continued to develop as a separate area.

2.4 1990-1999: early internet, improved choice models, customer relationship management
and consumption behavior

Early internet. The introduction of the internet, Web browser and search engines in the
1990s created a new communication medium that has had a profound influence on
marketing, advertising and retailing. The internet was commercialized around 1990-1992,
with the removal of restrictions on commercial use of the ARPANET, an online
communication network involving the US Government and universities. The first popular
Web browser, Mosaic, was introduced in 1993. While the first search engines also emerged
around 1993, Google, which became the dominant search engine, was not founded until
1998, and only rose to prominence around 2000. Similarly, while Wi-Fi was introduced in
1998, dial-up modems were the main means of accessing the internet until broadband
became popular in the mid-2000s.

Research on the internet began to emerge in the second half of the decade. Three widely
cited conceptual articles appeared in the marketing literature during this period. Hoffman
and Novak (1996) presented a decision process model of internet use built around the
concept of flow, total engagement with the current online task. Based on an assessment of
the strengths and weaknesses of the internet relative to other channels, Peterson et al. (1997)
developed predictions about the viability of online marketing for different products and
services with different characteristics. Alba ef al (1997) examined the implications of
electronic shopping for consumers, retailers and manufacturers. The authors also posed a
series of research questions about the internet at the end of their paper. Most of these have
been addressed in subsequent research.

Work directly related to online consumer behavior began to emerge in the marketing
literature late in the decade. Lal and Sarvary (1999) demonstrated that the internet has a
competitive advantage in selling “digital goods” (those that do not require personal
inspection), which can be exploited through higher margins for internet sellers compared to
traditional retailers. Examples of empirical studies from this period are a characterization of
internet shoppers (Donthu and Garcia 1999), a scale to measure attitudes toward the website
(Chen and Wells, 1999), and a study of user responses to online privacy concerns (Sheehan
and Hoy, 1999). In general, the studies cited in this paragraph provide insights into what the
internet was like for early users, and into the ability of researchers to predict its ultimate
development.

Mention should also be made of two widely cited studies produced by researchers in the
MIS area, the study of the impact of the internet on buyer search costs by Bakos (1997), and
the study of bundling information goods by Bakos and Brynjolfsson (1999).

Simulation-based choice models. Driven by increases in computer power, major advances
in research methods also took place in marketing during 1990-1999. Simulation-based
techniques that eliminated the need to estimate high-dimensional integrals were introduced.
This removed a major impediment to the incorporation of heterogeneity and dynamics into
choice models. Rossi ef al. (1996) presented a Bayesian model for estimating household-level
parameters which employed Gibbs sampling and the Markov Chain Monte Carlo (MCMC)
estimation technique. This approach has become widely used and is now incorporated into



all major computer packages. An alternative approach to estimating high-dimensional
integrals, simulated maximum likelihood, was used by Erdem and Keane (1996) in their
dynamic structural model of learning the quality of competing brands. In this model,
consumers are assumed to maximize their expected utility, taking into account the benefit of
quality information learned on the current purchase for improving future utility. The
forward-looking behavior makes the model dynamic, while maximizing expected utility
makes it structural. As this pioneering paper, many papers using this structural approach
have appeared in the marketing literature.

Customer relationship management and strategy. As to the substantive content of the
marketing literature during 1990-1999, there was an extensive literature devoted to different
aspects of CRM. Many of these studies had something to do with commitment and trust in
dyadic relationships. Examples are Morgan and Hunt (1994), Doney and Cannon (1997) and
Smith and Barclay (1997). Other noteworthy papers in this stream are about incorporation of
consumer input into product design (Griffin and Hauser, 1993), modeling the duration of a
customer’s relationship with a seller (Bolton, 1998), and about collaboration between buyers
and sellers (Jap, 1999).

Related to the CRM literature was an extensive literature on market and customer
orientation. Examples are Kohli and Jaworski (1990), Webster (1992), Jaworski and Kohli
(1993) and Day (1994). A number of papers in this general stream attempted to relate market
orientation to firm performance. Examples are Narver and Slater (1990), Gatignon and
Xuereb (1997) and Srivastava et al. (1998, 1999). A concern about the long-run relation
between market orientation and firm performance implies a need to determine long-term
effects. Dekimpe and Hanssens (1995) used the persistence modeling approach of time series
analysis to address this problem.

Customer satisfaction and brand equity are two outcomes of CRM. Several widely cited
studies of customer satisfaction appeared during 1990-1999. Examples are Hauser et al
(1994), Anderson ef al. (1994) and Smith ef al. (1999). Widely cited studies of brand equity by
Simon and Sullivan (1993) and Park and Srinivasan (1994) also appeared during this decade.

An extensive literature on consideration sets emerged during the 1990s. Widely cited
studies are Hauser and Wernerfelt (1990), Nedungadi (1990) and Roberts and Lattin (1991).
Roberts and Lattin (1997) present a brief review. A key finding is that consideration sets are
generally smaller than the set of all available brands, making it necessary to assure that a
brand is in the set as a necessary condition for ultimate purchase.

Consumption behavior. The marketing literature is usually concerned with the purchase
decision, and how products are actually consumed did not receive much attention prior to
1990. Over the 1990-1999 period, there were a large number of studies that used
ethnographic techniques to understand the benefits that consumers receive from
consuming. Examples are studies of river rafting (Arnould and Price, 1993), bikers as a sub
culture (Schouten and McAlexander, 1995), sky diving (Celsi et al.,, 1993) and uses of fashion
(Thompson and Haytko, 1997).

Summary. In sum, while the introduction of the internet received research attention, a
major contribution in this period was the development of Bayesian and simulated maximum
techniques into useable techniques for modeling heterogeneity and dynamic customer
behavior. This could not have been possible without major improvements in computer
power. Major substantive research innovations in 1990-1999 were related to CRM, customer
satisfaction, measuring brand equity and consideration sets. All of these are intertwined in
some way with branding. All have practical applications in areas like lifetime value,
customer churn, targeting, determining the market value of a brand name, measuring
customer satisfaction and its determinants and persuading consumers to consider buying a
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particular brand. These innovations were enabled by the ability to collect and maintain data
bases of scanner data, and by improved computer power. Ethnographic studies, which can
provide valuable insights into how products are used, also became popular during this
period.

2.5 2000-2009 Internet, marketing profitability, structural models of markets

As shown in Table I, many innovations that made the internet more productive were
introduced and achieved some degree of use during 2000-2009. While Wi-Fi was introduced
in 1997, the initial version was very slow, and it did not achieve widespread use until the
technology was improved and broadband became popular. Broadband was introduced in
2000, and gradually replaced the earlier dial-up connection through the period 2000-2009.
Social networks were introduced in 2005, smart phones in 2007. While their use grew
rapidly, social media and smartphones did not achieve 50 per cent penetration until after
2009.

Broadband and Wi-Fi made online communication much faster and made it feasible to
transmit much larger files. Users could easily share content with one another, and sellers
could provide more detailed information, and allow faster transactions, online. Sellers could
also mine the content of online reviews and conversations on social networks and could
engage in online conversations with customers. Access to Wi-Fi made it possible for phones
to access the internet and enabled the internet to be accessed through smart phones.
Location was no longer a major constraint on access, and firms had the ability to track the
location of their customers. Cloud computing, computer services provided on demand over
the internet, also emerged during this period.

Internet-related studies. Internet-related studies in the marketing literature became more
prominent during 2000-2009. Novak et al (2000) presented an empirical version of the
widely-cited conceptual paper by Hoffman and Novak (1996). Other studies analyzed brand
communities (Muniz and O’Guinn, 2001; Schau et al.,, 2009), online advertising (Chen ef al,
2009), online word-of-mouth (Godes and Mayzlin, 2004; Mayzlin, 2006; Trusov et al., 2009),
customization (Ansari and Mela, 2003), recommendation systems (Ansari et al, 2000),
motives for posting on social media (Schau and Gilly, 2003) and the impact of Web page
attributes on choice (Mandel and Johnson, 2002). These studies used a wide variety of
qualitative and quantitative methods.

The large amount of text data generated by online word-of-mouth created a need to
develop efficient methods for analyzing the data. One response was the development of
netnography (Kozinets, 2002), a method for doing ethnographic research using online data
instead of face-to-face interviews. Text mining was applied to measure sentiment conveyed
by online reviews; originally, this involved measuring their volume, dispersion and valence
(positive or negative); refer Godes and Mayzlin (2004) for a widely cited example. The
relative ease of contacting customers or other respondents online also facilitated the
development of field experiments. Examples are the pricing experiment of Kannan et al
(2009), and the test of methods for stimulating word-of-mouth communication by Godes and
Mayzlin (2009). Machine learning methods for predictive modeling were first applied in the
marketing literature during this period (Cui and Curry, 2005; Cui et /., 2006; Lemmens and
Croux, 2006). Machine learning techniques estimation in conjoint studies were developed by
Evgeniou et al. (2005) and Evgeniou et al. (2007).

However, compared to the management information systems (MIS) discipline, marketing
lagged behind in picking up on marketing-related aspects of the internet. Of the 100 most
cited articles in the Social Sciences Citation Index for the two leading MIS journals (top 50 in
Information Systems Research and top 50 in MIS Quarterly) over 2000-2009, I counted 24



that were on topics related to online marketing, such as trust and satisfaction with online
transactions, social networks, online reviews, and electronic retailing. By contrast I counted
only 15 articles related to online marketing among the 200 most cited articles in the four
leading marketing journals (50 most cited articles in Social Sciences Citation Index in each of
Journal of Consumer Research, Journal of Marketing, Journal of Marketing Research, and
Marketing Science over 2000-2009). The topics of these articles were similar to those in the
MIS literature. The marketing discipline is not the only one working on marketing-related
problems in electronic commerce.

Structural models of markets. Drawing on the economics literature, structural models of
markets became very popular during 2000-2009. In an aim to describe competitive behavior,
these models estimate relationships derived from optimizing behavior on both the supply
and demand sides of the market. Examples are Kadiyali ef al (2000), Sudhir (2001a, 2001b)
and Mehta et al (2003). Chintagunta et al. (2006) provide a review and evaluation of the
approach.

Marketing profitability. Aside from the internet, consumption behavior, branding and
CRM continued to be important topics in 2000-2009. However, there were a large number of
articles that were related in some way to marketing profitability during the 2000-2009
period. Some examples are Kamakura et al. (2002), Rust et al. (2004), Kirca et al. (2005) and
Srinivasan and Hanssens (2009).

Service dominant logic. The most widely cited article from this period was Vargo and
Lusch (2004), which presented a conceptual framework in which services — the application of
resources for the benefit of others — are the fundamental unit of exchange. Consumers obtain
value from the services. This service dominant logic (SDL) model emphasizes co-creation,
the interaction of customer and firm and other consumers in producing the services. This
framework has spawned a large body of research, which has been reviewed by Vargo and
Lusch (2017) and Wilden et al. (2017). The reviews provide numerous suggestions for further
research. One weakness of the SDL model is that it does not provide an explicit model of
economic incentives, e.g. how prices and costs are determined. The model of household
production in economics (Stigler and Becker, 1977; Ratchford, 2001) focuses on these
incentives while treating the consumer as obtaining value from the consumption of
activities. An effort to synthesize the two models might be beneficial.

Summary. In sum, the internet became an important research area in marketing over
2000-2009, when pioneering work on online reviews, text mining, field experiments and
online word-of-mouth were published. Applications of machine learning also appeared in the
marketing literature during this time. However, marketing-related studies of online behavior
also appeared in the MIS literature during this period. Aside from the internet, marketing
profitability, structural models of market behavior and the introduction of the SDL
framework were prominent during this period.

2.6 2010-2019 the era of internet research

Volume of internet research. To measure the impact of the internet on research in
marketing, I started by listing the 50 most cited articles in Social Sciences Citation Index for
Journal of Consumer Research, Journal of Marketing, Journal of Marketing Research and
Marketing Science over 2010-present. I added others rated as highly cited by the Social
Sciences Citation Index, primarily recent articles that had not reached their citation
potential. Of the 242 articles that satisfied the above criteria, I found that 65, or
approximately 28 per cent, were related to the internet. This is by far the most common topic
area in the marketing literature between 2010 and present. In sum, the internet has been the
dominant research domain in marketing over this period.
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I also located a number of articles in Management Science related to internet marketing
that had over 50 citations, 6 from marketing scholars, 8 from MIS and 2 from other
disciplines. The most cited of the articles from MIS were Archak et al. (2011) on pricing
product features, Lin et al. (2013) on peer-to-peer lending, and Brynjolfsson ef al (2011) on
search costs and the long tail. Based on the Social Science Citation Index, I also found that
about half of the most cited articles published in 2010-2019 in the two leading MIS journals
ere related to online marketing. One of these articles is an excellent review of the entire field
of business analytics by Chen et al. (2012), which provides valuable insights into how MIS
and data scientists approach empirical research. The emphasis is on the data and prediction,
not on testing and applying theories.

Review articles. Major areas of internet research in 2010-present continued to be those
listed in Table I for 2000-2009, plus online advertising, multi-channel and mobile, which are
listed in Table I for 2010-2019. Several literature reviews covering both periods exist in the
marketing literature. Yadav and Pavlou (2014) presented an overview of the literature from
the perspective of interactions between firms and consumers and made detailed suggestions
for additional research. Kannan and Li (2017) reviewed the literature from the viewpoint of
firm strategies at different points in the consumer decision process. Lamberton and Stephen
(2016) analyzed keywords to determine the research themes that emerged over the life of the
Internet.

Some review articles also focused on specific topics related to online marketing. Wedel
and Kannan (2016) reviewed the development of marketing analytics, and provided a
detailed discussion of research opportunities created by the vast amounts of online data.
You et al. (2015) performed a meta-analysis of the relation between volume and valence of
reviews and sales and found that valence had a larger impact. Rosario et al. (2016) presented
a similar meta-analysis, but with a much larger data set. They found that a composite
volume-valence measure based on the proportion of positive reviews explained the results
the best, and that the results indicated considerable differences across products and
platforms.

Mobile marketing. Turning to the developments over 2010-2019 listed in Table I, there is
much recent work related to mobile marketing. Shankar et al. (2016) provided a review of
mobile marketing in general, Grewal et al. (2016) provided a review of mobile advertising, and
Hofacker et al. (2016) reviewed the literature in mobile gaming. A number of recent studies
examined the effect of app adoption on purchasing (Bellman ef al,, 2011; Kim et al, 2015;
Liu et al., 2019; Narang and Shankar, 2019). Melumad et al. (2019) examined the effect of
mobile use on user generated content, and Grewal and Stephen (2019) found that mobile
reviews tend to be more trusted than non-mobile reviews. Andrews et al. (2016) found that
mobile ads become more effective as the respondent’s environment becomes more crowded.

Research methods for online data. Though machine learning was introduced to the
marketing literature before 2010, recent applications of these techniques have become more
sophisticated and useful for practice. For example, in applications of text mining, Netzer
et al. (2012) and Tirunillai and Tellis (2014) demonstrated how to use review or online forum
data to develop competitive maps. Liu et al. (2016) combined text data from online reviews
with TV viewing data to develop a forecasting model for TV ratings. Buschken and Allenby
(2016) developed a sentence-based topic structure for text mining that improved on previous
word-based structures.

There have been recent applications of machine learning to areas other than text mining.
For example, Xia ef al. (2019) developed a machine learning model for estimating shopping
patterns from very large scanner datasets. Hu et al. (2019) applied a deep learning model to



develop a quality measure in their study of daily deals. Timoshenko and Hauser (2019) used
a neural network to develop an efficient procedure for identifying customer needs.

Using the abundant online data available from clickstreams and advertising responses,
several studies have conducted controlled advertising field experiments using various
techniques for forming control groups (Johnson et al,, 2017) and honing in on an optimal
allocation policy (Schwartz et al., 2017). Nair et al. (2017) described an approach to marketing
analytics for large databases, and a field experiment to measure the effectiveness of a
promotional campaign. Gordon ef al (2019) presented a detailed comparison between
experimental and observational methods for measuring online advertising effectiveness.

Online privacy. In the area of online privacy, Krafft et al. (2017) examined consumers’
willingness to grant permission to access their personal data. They found that consumers
tend to make a cost-benefit calculation in which the expected benefits of granting permission
(personal relevance, entertainment, allowing consumers to control information) are traded
off against the costs of granting permission (registration effort, privacy concerns and
intrusiveness). Three other recent studies on the general effects of privacy concerns are
Gardete and Bart (2018), Martin ef al. (2017) and Martin and Murphy (2017).

Social media. In the area of social media, much attention has been paid to content posted
by brand communities and how firms might relate to it (Peters et al.,, 2013; Gensler et al.,
2013). Gensler et al. (2013) emphasize the importance of brand stories generated by
consumers for creating a brand image, and provide both positive and negative examples.
Ameri et al. (2019) examine the effects of online word-of-mouth on adoption. Online seeding
through social media, e.g. targeting consumers who may pass along a message, has also
received attention. Kozinets ef al. (2010) provided an in-depth study of the impact of seeding
on marketing messages and their impact. Other studies have emphasized the use of network
measures in determining seeding strategies (Hinz et al., 2011; Chen ef al., 2017). The strategy
of selecting seeds based on their degree centrality (number of friends) appears to be the most
successful at spreading information.

Multi-channel. Many retailers now offer both online and offline channels, allowing them
to be able to offer all types of service, and giving rise to multi-channel retailing. Amazon and
Whole Foods is a prominent example. Studies have generally shown that the benefits of
cross-channel synergy generally outweigh the costs (Pauwels and Neslin, 2015), and that the
benefits are enhanced if services are integrated across channels (Herhausen et al., 2015).

If the offline seller belongs to a different company than the online one, the practice of
searching offline and buying online, which is called showrooming, leaves offline sellers
uncompensated for the information they provide. In an extensive survey study of
showrooming behavior, Gensler et al (2017) found that consumers are more likely to
showroom when they have difficulty finding a sales person, and the authors concluded that
large numbers of salespeople may be more important than high-quality salespeople. While
the received wisdom assumes that showrooming is harmful to offline retailers, Kuksov and
Liao (2018) show that this need not be the case if manufacturers compensate retailers for
providing the appropriate level of service.

The internet and well-conceived customer databases allow consumers to be tracked
through different stages of the purchase process. This has led to omni-channel marketing:
developing a marketing strategy for each stage in the purchase process (Verhoef et al., 2015).
For example, search and display advertising, one’s own website, referral websites, offline
retailers, desktop and mobile devices, may all be used by consumers, and may merit their
own channel strategy. As an example, Kalyanam et al (2017) developed a structural model
to examine the use of different online and offline channels by customers of a catalog retailer
and found that the market can be segmented by the shopping costs associated with different
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channels. These costs are related to a customer’s past experience and basket size. As another
example, Li and Kannan (2014) used detailed data on different channels used in searching
for a hotel to develop a model for attributing conversions to different channels. Li et al. (2016)
examined the profitability of different attribution strategies.

Research on non-internet topics. Apart from the internet, the areas with the most
research in 2010-2019 were ethnographic studies of consumption behavior, and studies of
branding, advertising and word-of-mouth, all of which are traditional areas. There were also
a number of papers on research methods, ranging from a framework for conceptual
contributions (Maclnnis, 2011), to procedures for testing mediation (Zhao et al, 2010) and
moderation (Spiller et al, 2013), to various econometric methods, including estimating the
logit scale factor (Fiebig et al., 2010), estimating control functions (Petrin and Train, 2010)
and estimating copulas (Danaher and Smith, 2011; Park and Gupta, 2012).

Applications of neuroscience (measuring brain activity) to marketing also became more
prominent during this period. Reviews that emphasize barriers to the application of
neuroscience techniques in marketing were presented by Plassmann et al (2015) and
Ramsoy (2019). Plassmann et al. (2015) also outlined a number of potential marketing
applications of neuroscience methods. Two examples of recent papers that demonstrate the
potential usefulness of neuroscience techniques are Venkatraman ef /. (2015) and Chan et al.
(2018). In a test of the ability of different measures to predict market-level advertising
elasticities, Venkatraman et al. (2015) found that functional magnetic resonance measures
imagery measures (fMRI) added explanatory power to a battery of traditional measures of
advertising response. Chan et al. (2018) found that profiles of brand image developed from
fMRI measures were associated with self-report measures of brand image. In general,
neuroscience is a promising area that will likely be developed in the coming years.

Summary. In sum, faced with a new medium, new forms of advertising, social networks
as a new vehicle for word-of-mouth, the growth of online retailing, clickstream data, data
from online reviews and increased computer power, the marketing field has been provided
with a wealth of research topics, and increased feasibility for addressing them. The
marketing field has taken great advantage of these opportunities over the past 10 years.

3. Discussion
3.1 The past
Over the past 50 years, academic research has produced unique body of knowledge that
defines the marketing field as we know it today. This is outlined in Table I. As shown in
Table I, basic concepts such as the marketing mix, product life cycle and diffusion of new
products date at least to the 1960s. With the advent of useable computers, the basic
empirical methods for analyzing consumers and markets also emerged at this time. Multi-
attribute models of products, perceptions and preferences emerged in the 1970s. In
particular, conjoint measurement dates to this period. With the advent of scanner data,
discrete choice models became prominent in the 1980s. Models of competitive strategy also
emerged during this time. Customer relationship management and brand equity developed
during the 1990s and measuring marketing profitability was a major topic in the period
2000-2009. Finally, changes triggered by the internet have dominated the field after 2000
and have featured new developments in online advertising, multi-channel marketing and
mobile marketing, as well as major additions to the literature on text mining and social
networks.

Though they have been developed and refined, all of these topics, and others listed in
Table I, are relevant today. Moreover this review demonstrates that the field has always
responded with a flurry of research whenever a new problem has become prominent, a new



source of data has emerged, or improved computer power has enabled improvements in
analysis.

3.2 The future

Innovations and research topics. Traditional machine learning approaches are good at
uncovering patterns and prediction, but not at explaining why things happen. Marketing
models tend to emphasize explanation. We have already reviewed some papers that
combine the strengths of the two approaches, and this is an area of research that will likely
develop further. There are a number of environmental changes that are also likely to spawn
research in marketing. We are moving into an age of automation. The period 2010-2019 saw
the introduction of virtual assistants, such as Amazon Alexa, that can respond to voice
commands and perform household tasks. The increasing availability of automated devices
means that the smart home is evolving to join the smart phone as a mainstream appliance.
For analyses of these innovations, Hoffman and Novak (2018) and Novak and Hoffman
(2019). We also see an evolution in retailing toward multi-channel selling, and
experimentation with delivery technologies such as self-driving cars and drones. There is a
need to understand the drivers of these changes: in many cases, delivery through physical
stores may be the most cost-effective method.

Needed improvements in the marketing field. In general, the analytic rigor in our field is
desirable and is the reason why the field turned to underlying disciplines in the 1960s. The
result has been an impressive body of work that has had a major impact on practice.
However, marketing currently faces significant problems and significant competition. Some
of the problems and approaches to solving them are listed below:

* The fact that basic concepts that date to the 1960s are still used is not necessarily a
positive thing. For example, Webster and Lusch (2013) argue that the focus on the
needs of individual consumers is obsolete, and that a broader focus on quality of life
and the impact of marketing on society is needed.

¢ The field has become increasingly divided into groups that look to different basic
disciplines for inspiration: economics, statistics, psychology, management,
anthropology, etc., and tend to limit their work to their chosen area. Cross-
fertilization of topics across areas is limited. There are major opportunities for
synergies. For example quantitative research can be used to establish empirical
results, experiments can be used for studying the underlying process. Quantitative
text mining methods can replace hand coding of qualitative data. Clickstream data
can be used to formulate and test models of search behavior (Kim et al, 2011;
Bronnenberg et al., 2016).

e Articles within each area sub-field contain a degree of technical rigor that
corresponds to the state of the art for the area. While this is desirable, the articles
are not easy to read and understand for researchers who are not in that area, and
even less so for practitioners. Possibly because of this, most practitioners no longer
attend our conferences. Review articles, which provide a relatively quick overview
of an area, are one way of addressing this problem.

» With the exception of research sponsored by the Marketing Science Institute, and
the contacts made by a few scholars, the field has not paid much attention to user
needs in the recent past. Good marketing implies that appreciating user needs
should be a high priority. We have to develop closer contacts with practitioners.

e Partly due to lack of contact, topics that are important to practitioners may not
receive attention from marketing academics. The practitioners may need to look
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elsewhere for help. For example, as they need to generate responses to consumer
inputs in real time, practitioners may favor machine learning approaches from
computer science that give useable solutions quickly over complex econometric
models that may take a week or more to estimate. This is another reason for
working more closely with practitioners.

» The field is also facing increasing competition form MIS and other fields that have
chosen to apply their methods to what we would call marketing problems. Who
wins will depend on who wins the battle for students, which in turn depends on the
demand by practitioners for employees who possess the body of knowledge that we
impart to our students. To win this competition, marketing scholars need to be able
to explain to others what our unique competence is, which is based on
understanding marketing problems, and applying the best available techniques to
solving them. This includes the techniques of data science if appropriate for a given
problem.

e There are articles that detail contributions of marketing to practice. An example is
the ISMS Practice Prize competition articles, which are reports of solutions of actual
marketing problems. If the field is to be relevant to practitioners such articles should
be encouraged.

In sum, the main problem facing marketing is not to keep up by learning techniques favored
by data scientists. Marketing academics with quantitative skills can easily learn these
techniques and find applications for them. The main problem lies in convincing constituents
that we have a better solution to marketing problems, which follows from a knowledge of
the marketing discipline, a body of knowledge that is unique to our field. If employers
appreciate this, our students will be in demand, students will take our courses, and our field
will flourish.

References

Aaker, D.A. and Bagozzi, R.P. (1979), “Unobservable variables in structural equation models
with an application in industrial selling”, Journal of Marketing Research, Vol. 16 No. 2,
pp. 147-158.

Alba, J.W. and Hutchinson, J.W. (1987), “Dimensions of consumer expertise”, Journal of Consumer
Research, Vol. 13 No. 4, pp. 411-454.

Alba, ., Lynch, J., Weitz, B., Janiszewski, C., Lutz, R., Sawyer, A. and Wood, S. (1997), “Interactive home
shopping: consumer, retailer, and manufacturer incentives to participate in electronic
marketplaces”, Journal of Marketing, Vol. 61 No. 3, pp. 38-53.

Allenby, G.M. (1989), “A unified approach to identifying, estimating and testing demand structures
with aggregate scanner data”, Marketing Science, Vol. 8 No. 3, pp. 265-280.

Ameri, M., Honka, E. and Xie, Y. (2019), “Word of mouth, observed adoptions, and anime-watching
decisions: the role of the personal vs. the community network”, Marketing Science, Vol. 38 No. 4,
Pp. 567-583.

Anderson, E. and Caughlan, A.T. (1987), “International market entry and expansion via independent or
integrated channels of distribution”, Journal of Marketing, Vol. 51 No. 3, pp. 71-82.

Anderson, E. and Weitz, B. (1989), “Determinants of continuity in conventional industrial channel
dyads”, Marketing Science, Vol. 8 No. 4, pp. 310-323.

Anderson, EW., Fornell, C. and Lehmann, D.R. (1994), “Customer satisfaction, market share, and
profitability — findings from Sweden”, Journal of Marketing, Vol. 58 No. 3, pp. 53-66.



Andrews, M., Luo, X.M,, Fang, Z. and Ghose, A. (2016), “Mobile ad effectiveness: hyper-contextual
targeting with crowdedness”, Marketing Science, Vol. 35 No. 2, pp. 218-233.

Ansari, A. and Mela, C.F. (2003), “E-customization”, Journal of Marketing Research, Vol. 40 No. 2,
pp. 131-145.

Ansari, A., Essegaier, S. and Kohli, R. (2000), “Internet recommendation systems”, Journal of Marketing
Research, Vol. 37 No. 3, pp. 363-375.

Archak, N., Ghose, A. and Ipeirotis, P.G. (2011), “Deriving the pricing power of product features by
mining consumer reviews”, Management Science, Vol. 57 No. 8, pp. 1485-1509.

Arnould, EJ. and Price, L.L. (1993), “River magic — extraordinary experience and the extended service
encounter”, Journal of Consumer Research, Vol. 20 No. 1, pp. 324-345.

Bagozzi, R.P., Tybout, A.M,, Craig, C.S. and Sternthal, B. (1979), “Construct-validity of the tripartite
classification of attitudes”, Journal of Marketing Research, Vol. 16 No. 1, pp. 88-95.

Bakos, J.Y. (1997), “Reducing buyer search costs: implications for electronic marketplaces”,
Management Science, Vol. 43 No. 12, pp. 1676-1692.

Bakos, Y. and Brynjolfsson, E. (1999), “Bundling information goods: pricing, profits, and efficiency”,
Management Science, Vol. 45 No. 12, pp. 1613-1630.

Bass, F.M. (1969), “A new product growth model for consumer durables”, Management Science Theory,
Vol. 15 No. 5, pp. 215-227.

Bass, F.M. (1980), “The relationship between diffusion rates, experience curves, and demand elasticities for
consumer durable technological innovations”, 7he Journal of Business, Vol. 53 No. S3, pp. S51-S67.

Bass, F.M,, Tigert, DJ. and Lonsdale, R.T. (1968), “Market segmentation — group versus individual
behavior”, Journal of Marketing Research, Vol. 5 No. 3, pp. 264-270.

Bass, F.M, Buzzell, D., Greene, MR., Lazer, W., Pessemeier, E.A., Shawyer, D.R., Schuchman, A.,
Theodore, C.A. and Wilson, G.W. (Eds), (1961), Mathematical Models and Methods in Marketing,
Richard D. Irwin, Homewood, IL.

Beatty, S.E. and Smith, S.M. (1987), “External search effort — an investigation across several product
categories”, Journal of Consumer Research, Vol. 14 No. 1, pp. 83-95.

Bellman, S., Potter, R.F., Treleaven-Hassard, S., Robinson, J.A. and Varan, D. (2011), “The effectiveness
of branded mobile phone apps”, Journal of Interactive Marketing, Vol. 25 No. 4, pp. 191-200.

Bettman, J.R. and Kakkar, P. (1977), “Effects of information presentation format on consumer
information acquisition strategies”, Journal of Consumer Research, Vol. 3 No. 4, pp. 233-240.

Bettman, J.R. and Park, C.W. (1980), “Effects of prior knowledge and experience and phase of the choice
process on consumer decision-processes — a protocol analysis”, Journal of Consumer Research,
Vol. 7 No. 3, pp. 234-248.

Bettman, J.R. and Zins, M.A. (1979), “Information format and choice task effects in decision-making”,
Journal of Consumer Research, Vol. 6 No. 2, pp. 141-153.

Bloch, P.H., Sherrell, D.L. and Ridgway, N.M. (1986), “Consumer search — an extended framework”,
Jouwrnal of Consumer Research, Vol. 13 No. 1, pp. 119-126.

Bolton, R.N. (1998), “A dynamic model of the duration of the customer’s relationship with a continuous
service provider: the role of satisfaction”, Marketing Science, Vol. 17 No. 1, pp. 45-65.

Bronnenberg, B.J., Kim, ].B. and Mela, C.F. (2016), “Zooming in on choice: how do consumers search for
cameras online?”, Marketing Science, Vol. 35 No. 5, pp. 693-712.

Brucks, M. (1985), “The effects of product class knowledge on information search behavior”, Journal of
Consumer Research, Vol. 12 No. 1, pp. 1-16.

Brynjolfsson, E., Hu, Y. and Simester, D. (2011), “Goodbye Pareto principle, hello long tail: the effect of

search costs on the concentration of product sales”, Management Science, Vol. 57 No. 8§,
pp. 1373-1386.

Academic
research in
marketing

21




SIME
24,1

22

Buschken, J. and Allenby, G.M. (2016), “Sentence-based text analysis for customer reviews”, Marketing
Science, Vol. 35 No. 6, pp. 953-975.

Calder, BJ. (1977), “Focus groups and nature of qualitative marketing-research”, Journal of Marketing
Research, Vol. 14 No. 3, pp. 353-364.

Carpenter, G.S., Cooper, L.G., Hanssens, D.M. and Midgley, D.F. (1988), “Modeling asymmetric
competition”, Marketing Science, Vol. 7 No. 4, pp. 393-412.

Celsi, R.L., Rose, R.L. and Leigh, T.W. (1993), “An exploration of high-risk leisure consumption through
skydiving”, Journal of Consumer Research, Vol. 20 No. 1, pp. 1-23.

Chan, HY., Boksem, M. and Smidts, A. (2018), “Neural profiling of brands: mapping brand image in
consumers’ brains with visual templates”, Journal of Marketing Research, Vol. 55 No. 4, pp. 600-615.

Chen, Q.M. and Wells, W.D. (1999), “Attitude toward the site”, Journal of Advertising Research, Vol. 39
No. 5, pp. 27-37.

Chen, H.C,, Chiang, R.H.L. and Storey, V.C. (2012), “Business intelligence and analytics: from big data to
big impact”, MIS Quarterly, Vol. 36 No. 4, pp. 1165-1188.

Chen, J.Q., Liuy, D. and Whinston, A.B. (2009), “Auctioning keywords in online search”, Journal of
Marketing, Vol. 73 No. 4, pp. 125-141.

Chen, X., van der Lans, R. and Phan, T.Q. (2017), “Uncovering the importance of relationship
characteristics in social networks: implications for seeding strategies”, Journal of Marketing
Research, Vol. 54 No. 2, pp. 187-201.

Chintagunta, P., Erdem, T., Rossi, P.E. and Wedel, M. (2006), “Structural modeling in marketing: review
and assessment”, Marketing Science, Vol. 25 No. 6, pp. 604-616.

Cho, Y.J,, Fu, P.W. and Wu, C.C. (2017), “Popular research topics in marketing journals, 1995-2014",
Journal of Interactive Marketing, Vol. 40, pp. 52-72.

Churchill, G.A. (1979), “Paradigm for developing better measures of marketing constructs”, Journal of
Marketing Research, Vol. 16 No. 1, pp. 64-73.

Claycamp, HJ. and Massy, W.F. (1968), “Theory of market segmentation”, Journal of Marketing
Research, Vol. 5 No. 4, pp. 388-394.

Coughlan, A. (1985), “Competition and cooperation in marketing channel choice: theory and
application”, Marketing Science, Vol. 4 No. 2, pp. 110-129.

Cox, W.E. (1967), “Product life cycles as marketing models”, Journal of Business, Vol. 40 No. 4,
pp. 375-384.

Cui, D.P. and Curry, D. (2005), “Prediction in marketing using the support vector machine”, Marketing
Science, Vol. 24 No. 4, pp. 595-615.

Cui, G, Wong, M.L. and Lui, HK. (2006), “Machine learning for direct marketing response models: bayesian
networks with evolutionary programming”, Management Science, Vol. 52 No. 4, pp. 597-612.

Danaher, PJ. and Smith, M.S. (2011), “Modeling multivariate distributions using copulas: applications
in marketing”, Marketing Science, Vol. 30 No. 1, pp. 4-21.

Day, G.S. (1994), “The capabilities of market-driven organizations”, Journal of Marketing, Vol. 58 No. 4,
pp. 37-52.

Dekimpe, M.G. and Hanssens, D.M. (1995), “The persistence of marketing effects on sales”, Marketing
Science, Vol. 14 No. 1, pp. 1-21.

Deloitte (2018), “The CMO survey fall 2018 report”, available at: https://cmo.deloitte.com/xc/en/pages/
articles/the-cmo-survey-fall-2018-report.html (accessed 20 August 2019).

Dobson, G. and Kalish, S. (1988), “Positioning and pricing a product line”, Marketing Science, Vol. 7
No. 2, pp. 107-125.

Dolan, RJ. (1987), “Quantity discounts — managerial issues and research opportunities”, Marketing
Science, Vol. 6 No. 1, pp. 1-22.


https://cmo.deloitte.com/xc/en/pages/articles/the-cmo-survey-fall-2018-report.html
https://cmo.deloitte.com/xc/en/pages/articles/the-cmo-survey-fall-2018-report.html

Dolan, R.J. and Jeuland, A.P. (1981), “Experience curves and dynamic demand models — implications for
optimal pricing strategies”, Journal of Marketing, Vol. 45 No. 1, pp. 52-62.

Doney, PM. and Cannon, J.P. (1997), “An examination of the nature of trust in buyer-seller
relationships”, Journal of Marketing, Vol. 61 No. 2, pp. 35-51.

Donthu, N. and Garcia, A. (1999), “The internet shopper”, Journal of Advertising Research, Vol. 39
No. 3, pp. 52-58.

Engel, J.F., Kollat, D.T. and Blackwell, R.D. (1969), “Personality measures and market segmentation —
evidence favors interaction view”, Business Horizons, Vol. 12 No. 3, pp. 61-70.

Erdem, T. and Keane, M.P. (1996), “Decision-making under uncertainty: capturing dynamic brand choice
processes in turbulent consumer goods markets”, Marketing Science, Vol. 15 No. 1, pp. 1-20.

Evgeniou, T., Boussios, C. and Zacharia, G. (2005), “Generalized robust conjoint estimation”, Marketing
Science, Vol. 24 No. 3, pp. 415-429.

Evgeniou, T., Pontil, M. and Toubia, O. (2007), “A convex optimization approach to modeling consumer
heterogeneity in conjoint estimation”, Marketing Science, Vol. 26 No. 6, pp. 805-818.

Fiebig, D.G., Keane, M.P., Louviere, J. and Wasi, N. (2010), “The generalized multinomial logit
model: accounting for scale and coefficient heterogeneity”, Marketing Science, Vol. 29 No. 3,
pp. 393-421.

Fishbein, M. (1963), “An investigation of the relationships between beliefs about an object and the
attitude toward that object”, Human Relations, Vol. 16 No. 3, pp. 233-239.

Fourt, L.A. and Woodlock, J.W. (1960), “Early prediction of market success for new grocery products”,
Journal of Marketing, Vol. 25 No. 2, pp. 31-38.

Frank, R.E. (1967), “Is brand loyalty a useful basis for market segmentation”, Journal of Advertising
Research, Vol. 7 No. 2, pp. 27-33.

Frank, R.E. and Green, P.E. (1968), “Numerical taxonomy in marketing analysis — review article”,
Journal of Marketing Research, Vol. 5 No. 1, pp. 83-98.

Frank, R., Kuehn, A. and Massy, W. (1962), Quantitative Techniques in Marketing Analysis, Homewood,
IL: Richard D. Irwin.

Frazier, G.L., Spekman, R.E. and Oneal, C.R. (1988), “Just-in-time exchange relationships in industrial-
markets”, Journal of Marketing, Vol. 52 No. 4, pp. 52-67.
Furse, D.H., Punj, G.N. and Stewart, D.W. (1984), “A typology of individual search strategies among
purchasers of new automobiles”, Journal of Consumer Research, Vol. 10 No. 4, pp. 417-431.
Gardete, P.M. and Bart, Y. (2018), “Tailored cheap talk: the effects of privacy policy on ad content and
market outcomes”, Marketing Science, Vol. 37 No. 5, pp. 733-752.

Gaski, J.F. and Nevin, J.R. (1985), “The differential-effects of exercised and unexercized power sources
in a marketing channel”, Journal of Marketing Research, Vol. 22 No. 2, pp. 130-142.

Gatignon, H. and Xuereb, J.M. (1997), “Strategic orientation of the firm and new product performance”,
Journal of Marketing Research, Vol. 34 No. 1, pp. 77-90.

Gensch, D.H. and Recker, W.W. (1979), “Multinomial, multiattribute logit choice model”, Journal of
Marketing Research, Vol. 16 No. 1, pp. 124-132.

Gensler, S., Neslin, S.A. and Verhoef, P.C. (2017), “The showrooming phenomenon: it's more than just
about price”, Journal of Interactive Marketing, Vol. 38, pp. 29-43.

Gensler, S., Volckner, F., Liu-Thompkins, Y. and Wiertz, C. (2013), “Managing brands in the social
media environment”, Journal of Interactive Marketing, Vol. 27 No. 4, pp. 242-256.

Godes, D. and Mayzlin, D. (2004), “Using online conversations to study word-of-mouth
communication”, Marketing Science, Vol. 23 No. 4, pp. 545-560.

Godes, D. and Mayzlin, D. (2009), “Firm-created word-of-mouth communication: evidence from a field
test”, Marketing Science, Vol. 28 No No. 4, pp. 721-739.

Academic
research in
marketing

23




SIME
24,1

24

Gordon, B.R., Zettelmeyer, F., Bhargava, N. and Chapsky, D. (2019), “A comparison of approaches o
advertising measurement: evidence from big field experiments at Facebook”, Marketing Science,
Vol. 38 No. 2, pp. 193-225.

Green, P.E. (1974), “Design of choice experiments involving multifactor alternatives”, Journal of
Consumer Research, Vol. 1 No. 2, pp. 61-68.

Green, P.E. and Carmone, FJ. (1969), “Multidimensional scaling — introduction and comparison of
nonmetric unfolding techniques”, Journal of Marketing Research, Vol. 6 No. 3, pp. 330-341.

Green, P.E. and Rao, V.R. (1970), “Rating scales and information recovery — how many scales and
response categories to use”, Journal of Marketing, Vol. 34 No. 3, pp. 33-39.

Green, P.E. and Srinivasan, V. (1978), “Conjoint analysis in consumer research — issues and outlook”,
Journal of Consumer Research, Vol. 5 No. 2, pp. 103-123.

Green, PE.,, Krieger, A. and Wind, J. (2001), “Thirty years of conjoint analysis: reflections and
prospects”, Interfaces, Vol. 31 No. 3_supplement, pp. S56-S73.

Grewal, L. and Stephen, A.T. (2019), “In mobile we trust: the effects of mobile versus nonmobile reviews
on consumer purchase intentions”, Journal of Marketing Research, Vol. 56 No. 5, pp. 791-808.

Grewal, D., Bart, Y., Spann, M. and Zubcsek, P.P. (2016), “Mobile advertising: a framework and research
agenda”, Journal of Interactive Marketing, Vol. 34, pp. 3-14.

Griffin, A. and Hauser, JR. (1993), “The voice of the customer”, Marketing Science, Vol. 12 No. 1,
pp. 1-27.

Gronroos, C. (1984), “A service quality model and its marketing implications”, European Journal of
Marketing, Vol. 18 No. 4, pp. 36-44.

Guadagni, P.M. and Little, ].D.C. (1983), “A logit model of brand choice calibrated on scanner data”,
Marketing Science, Vol. 2 No. 3, pp. 203-238.

Gupta, S. (1988), “Impact of sales promotions on when, what, and how much to buy”, Journal of
Marketing Research, Vol. 25 No. 4, pp. 342-355.

Hauser, J.R. and Shugan, S. (1983), “Defensive marketing strategies”, Marketing Science, Vol. 2 No. 4,
pp. 319-360.

Hauser, J.R. and Wernerfelt, B. (1990), “An evaluation cost model of consideration sets”, Journal of
Consumer Research, Vol. 16 No. 4, pp. 393-408.

Hauser, J.R., Simester, D.I. and Wernerfelt, B. (1994), “Customer satisfaction incentives”, Marketing
Science, Vol. 13 No. 4, pp. 327-350.

Heeler, RM. and Ray, MLL. (1972), “Measure validation in marketing”, Journal of Marketing Research,
Vol. 9 No. 4, pp. 361-370.

Herhausen, D., Binder, ]., Schoegel, M. and Herrmann, A. (2015), “Integrating bricks with clicks: retailer-
level and channel-level outcomes of online-offline channel integration”, Journal of Retailing,
Vol. 91 No. 2, pp. 309-325.

Hinz, O., Skiera, B., Barrot, C. and Becker, J.U. (2011), “Seeding strategies for viral marketing: an
empirical comparison”, Journal of Marketing, Vol. 75 No. 6, pp. 55-71.

Hofacker, CF., de Ruyter, K., Lurie, N.H., Manchanda, P. and Donaldson, J. (2016), “Gamification and
mobile marketing effectiveness”, Journal of Interactive Marketing, Vol. 34, pp. 25-36.

Hoffman, D.L. and Novak, T.P. (1996), “Marketing in hypermedia computer-mediated environments:
conceptual foundations”, Journal of Marketing, Vol. 60 No. 3, pp. 50-68.

Hoffman, D.L. and Novak, T.P. (2018), “Consumer and object experience in the internet of things:
an assemblage theory approach”, Journal of Consumer Research, Vol. 44 No. 6,
pp. 1178-1204.

Hu, M., Dang, C. and Chintagunta, P.K. (2019), “Search and learning at a daily deals website”,
Marketing Science, Vol. 38 No. 4, pp. 609-642.



Huber, J., Kamakura, W. and Mela, CF. (2014), “A topical history of JMR”, Journal of Marketing
Research, Vol. 51 No. 1, pp. 84-91.

Jacoby, J., Speller, D.E. and Berning, CK. (1974a), “Brand choice behavior as a function of information
load — replication and extension”, Journal of Consumer Research, Vol. 1 No. 1, pp. 33-42.

Jacoby, J., Speller, D.E. and Kohn, C.A. (1974b), “Brand choice behavior as a function of information
load”, Journal of Marketing Research, Vol. 11 No. 1, pp. 63-69.

Jain, S.C. (1989), “Standardization of international marketing strategy — some research hypotheses”,
Journal of Marketing, Vol. 53 No. 1, pp. 70-79.

Jap, S.D. (1999), “Pie-expansion efforts: collaboration processes in buyer-supplier relationships”, Journal
of Marketing Research, Vol. 36 No. 4, pp. 461-475.

Jaworski, B.J. (1988), “Toward a theory of marketing control — environmental context, control types,
and consequences”, Journal of Marketing, Vol. 52 No. 3, pp. 23-39.

Jaworski, B.J. and Kohli, A K. (1993), “Market orientation — antecedents and consequences”, Journal of
Marketing, Vol. 57 No. 3, pp. 53-70.

Jeuland, A.P. and Shugan, S.M. (1983), “Managing channel profits”, Marketing Science, Vol. 2 No. 3,
pp. 239-272.

John, G. (1984), “An empirical-investigation of some antecedents of opportunism in a marketing
channel”, Journal of Marketing Research, Vol. 21 No. 3, pp. 278-289.

Johnson, G.A., Lewis, R.A. and Reiley, D.H. (2017), “When less is more: data and power in advertising
experiments”, Marketing Science, Vol. 36 No. 1, pp. 43-53.

Joreskog, K.G. (1970), “A general method for analysis of covariance structures”, Biometrika, Vol. 57
No. 2, pp. 239-251.

Kadiyali, V., Chintagunta, P. and Vilcassim, N. (2000), “Manufacturer-retailer channel interactions and
implications for channel power: an empirical investigation of pricing in a local market”,
Marketing Science, Vol. 19 No. 2, pp. 127-148.

Kalish, S. (1983), “Monopolist pricing with dynamic demand and production cost”, Marketing Science,
Vol. 2 No. 2, pp. 135-159.

Kalyanam, K., Lenk, P. and Rhee, E. (2017), “Basket composition and choice among direct channels: a
latent state model of shopping costs”, Journal of Interactive Marketing, Vol. 39, pp. 69-88.

Kamakura, W.A. and Russell, G.J. (1989), “A probabilistic choice model for market-segmentation and
elasticity structure”, Journal of Marketing Research, Vol. 26 No. 4, pp. 379-390.

Kamakura, W.A., Mittal, V., de Rosa, F. and Mazzon, J.A. (2002), “Assessing the service-profit chain”,
Marketing Science, Vol. 21 No. 3, pp. 294-317.

Kannan, PK. and Li, HS. (2017), “Digital marketing: a framework, review and research agenda”,
International Journal of Researchin Marketing, Vol. 34 No. 1, pp. 22-45.

Kannan, PK., Pope, BK. and Jain, S. (2009), “Practice prize winner pricing digital content product lines:
a model and application for the national academies press”, Marketing Science, Vol. 28 No. 4,
pp. 620-636.

Kassarjian, H.H. (1977), “Content-analysis in consumer research”, Journal of Consumer Research, Vol. 4
No. 1, pp. 8-18.

Kerin, R.A. (1996), “In pursuit of an ideal: the editorial and literary history of the journal of marketing”,
Journal of Marketing, Vol. 60 No. 1, pp. 1-13.

Kim, J.B., Albuquerque, P. and Bronnenberg, B.J. (2011), “Mapping online consumer search”, Journal of
Marketing Research, Vol. 48 No. 1, pp. 13-27.

Kim, S.J., Wang, R.J.H. and Malthouse, E.C. (2015), “The effects of adopting and using a brand’s mobile

application on customers’ subsequent purchase behavior”, Journal of Interactive Marketing,
Vol. 31, pp. 28-41.

Academic
research in
marketing

25




SIME
24,1

26

Kirca, A.H,, Jayachandran, S. and Bearden, W.O. (2005), “Market orientation: a meta-analytic review
and assessment of its antecedents and impact on performance”, Journal of Marketing, Vol. 69
No. 2, pp. 24-41.

Kohli, AK. and Jaworski, B.J. (1990), “Market orientation — the construct, research propositions, and
managerial implications”, Journal of Marketing, Vol. 54 No. 2, pp. 1-18.

Kotler, P. (1965a), “Competitive strategies for new product marketing over the life-cycle”, Management
Science, Vol. 12 No. 4, pp. B104-B19.

Kotler, P. (1965b), “The competitive marketing simulator — a new management tool”, California
Management Review, Vol. 7 No. 3, pp. 49-60.

Kozinets, R.V. (2002), “The field behind the screen: using netnography for marketing research in online
communities”, Journal of Marketing Research, Vol. 39 No. 1, pp. 61-72.

Kozinets, R.V., de Valck, K., Wojnicki, A.C. and Wilner, SJ.S. (2010), “Networked narratives:
understanding word-of-mouth marketing in online communities”, Journal of Marketing, Vol. 74
No. 2, pp. 71-89.

Krafft, M., Arden, CM. and Verhoef, P.C. (2017), “Permission marketing and privacy concerns — why do
customers (not) grant permissions?”, Journal of Interactive Marketing, Vol. 39, pp. 39-54.

Kuehn, A.A. (1962), “How advertising performance depends on other marketing factors”, Journal of
Advertising Research, Vol. 2 No. 1, pp. 2-10.

Kuksov, D. and Liao, C.X. (2018), “When showrooming increases retailer profit”, Journal of Marketing
Research, Vol. 55 No. 4, pp. 459-473.

Kumar, V. (2015), “Evolution of marketing as a discipline: what has happened and what to look out for”,
Journal of Marketing, Vol. 79 No. 1, pp. 1-9.

Lal, R. and Sarvary, M. (1999), “When and how is the internet likely to decrease price competition?”,
Marketing Science, Vol. 18 No. 4, pp. 485-503.

Lamberton, C. and Stephen, A.T. (2016), “A thematic exploration of digital, social media, and mobile

marketing: research evolution from 2000 to 2015 and an agenda for future inquiry”, Journal of
Marketing, Vol. 80 No. 6, pp. 146-172.

Lambin, J.J. (1970), “Optimal allocation of competitive marketing efforts — empirical study”, The Journal
of Business, Vol. 43 No. 4, pp. 468-484.

Lattin, J M. and Bucklin, R.E. (1989), “Reference effects of price and promotion on brand choice
behavior”, Journal of Marketing Research, Vol. 26 No. 3, pp. 299-310.

Lemmens, A. and Croux, C. (2006), “Bagging and boosting classification trees to predict churn”, Journal
of Marketing Research, Vol. 43 No. 2, pp. 276-286.

Levinthal, D.A. and Purohit, D. (1989), “Durable goods and product obsolescence”, Marketing Science,
Vol. 8 No. 1, pp. 35-56.

Levitt, T. (1960), “Marketing myopia”, Harvard Business Review, Vol. 38 No. 4, pp. 45-56.

Li, HS. and Kannan, PK. (2014), “Attributing conversions in a multichannel online marketing

environment: an empirical model and a field experiment”, Journal of Marketing Research, Vol. 51
No. 1, pp. 40-56.

Li, HS, Kannan, P.K,, Viswanathan, S. and Pani, A. (2016), “Attribution strategies and return on
keyword investment in paid search advertising”, Marketing Science, Vol. 35 No. 6, pp. 831-848.

Lilien, G.L. (1979), “Advisor-2 — modeling the marketing mix decision for industrial-products”,
Management Science, Vol. 25 No. 2, pp. 191-204.

Lin, MLF,, Prabhala, N.R. and Viswanathan, S. (2013), “Judging borrowers by the company they keep:
friendship networks and information asymmetry in online peer-to-peer lending”, Management
Science, Vol. 59 No. 1, pp. 17-35.

Little, ].D.C. (1970), “Models and managers — concept of a decision calculus”, Management Science
Series Science, Vol. 16 No. 8, pp. B466-B85.



Liu, X., Singh, P.V. and Srinivasan, K. (2016), “A structured analysis of unstructured big data by
leveraging cloud computing”, Marketing Science, Vol. 35 No. 3, pp. 363-388.

Liu, H., Lobschat, L., Verhoef, P.C. and Zhao, H. (2019), “App adoption: the effect on purchasing of
customers who have used a mobile website previously”, Journal of Interactive Marketing,
Vol. 47, pp. 16-34.

Lodish, L.M. (1971), “CALLPLAN - interactive salesman’s call planning system”, Management Science
Series Science, Vol. 18 No. 4, pp. P25-P40.

Lovelock, C.H. (1983), “Classifying services to gain strategic marketing insights”, Journal of Marketing,
Vol. 47 No. 3, pp. 9-20.

Luce, R.D. (1958), “A probabilistic theory of utility”, Econometrica, Vol. 26 No. 2, pp. 193-224.

Luce, R.D. and Tukey, J.W. (1964), “Simultaneous conjoint-measurement — a new type of fundamental
measurement”, Journal of Mathematical Psychology, Vol. 1 No. 1, pp. 1-27.

McCarthy, E.]J. (1960), Basic Marketing: A Managerial Approach, Richard D. Irwin, Homewood, I11.

McFadden, D. (1974), “Conditional logit analysis of qualitative choice behavior”, in Zarembka, P. (Ed.),
Frontiers in Econometrics, Academic Press, New York, NY, pp. 105-142.

McGuire, T.W. and Staelin, R. (1983), “An industry equilibrium analysis of downstream vertical
integration”, Marketing Science, Vol. 2 No. 2, pp. 161-191.

Maclnnis, DJ. (2011), “A framework for conceptual contributions in marketing”, Journal of Marketing,
Vol. 75 No. 4, pp. 136-154.

Mandel, N. and Johnson, EJ. (2002), “When web pages influence choice: effects of visual primes on
experts and novices”, Journal of Consumer Research, Vol. 29 No. 2, pp. 235-245.

Martin, K.D. and Murphy, P.E. (2017), “The role of data privacy in marketing”, Journal of the Academy
of Marketing Science, Vol. 45 No. 2, pp. 135-155.

Martin, K.D., Borah, A. and Palmatier, RW. (2017), “Data privacy: effects on customer and firm
performance”, Journal of Marketing, Vol. 81 No. 1, pp. 36-58.

Massy, W.F. (1965), “Discriminant-analysis of audience characteristics”, Journal of Advertising
Research, Vol. 5 No. 1, pp. 39-48.

Massy, W.F. (1966), “Order and homogeneity of family specific brand-switching processes”, Journal of
Marketing Research, Vol. 3 No. 1, pp. 48-54.

Massy, W.F. and Frank, R.E. (1965), “Short-term price and dealing effects in selected market segments”,
Journal of Marketing Research, Vol. 2 No. 2, pp. 171-185.

Mayzlin, D. (2006), “Promotional chat on the internet”, Marketing Science, Vol. 25 No. 2,
pp. 155-163.

Mehta, N., Rajiv, S. and Srinivasan, K. (2003), “Price uncertainty and consumer search: a structural
model of consideration set formation”, Marketing Science, Vol. 22 No. 1, pp. 58-84.

Mela, CF., Roos, ]J. and Deng, Y.T. (2013), “Invited paper: a keyword history of marketing science”,
Marketing Science, Vol. 32 No. 1, pp. 8-18.

Melumad, S., Inman, J.J. and Pham, M.T. (2019), “Selectively emotional: how smartphone use changes
user-generated content”, Journal of Marketing Research, Vol. 56 No. 2, pp. 259-275.

Moorthy, K.S. (1987), “Managing channel profits — comment”, Marketing Science, Vol. 6 No. 4,

pp. 375-379.

Moorthy, K.S. (1988a), “Product and price-competition in a duopoly”, Marketing Science, Vol. 7 No. 2,
pp. 141-168.

Moorthy, K.S. (1988b), “Strategic decentralization in channels”, Marketing Science, Vol. 7 No. 4,
pp. 335-355.

Morgan, RM. and Hunt, S.D. (1994), “The commitment-trust theory of relationship marketing”, Journal
of Marketing, Vol. 58 No. 3, pp. 20-38.

Academic
research in
marketing

27




SIME
24,1

28

Morrison, D.G. (1966), “Testing brand-switching models”, Journal of Marketing Research, Vol. 3 No
No. 4, pp. 401-409.

Morrison, D.G. (1969), “Interpretation of discriminant analysis”, Journal of Marketing Research, Vol. 6
No. 2, pp. 156-163.

Muniz, A.M. and O’'Guinn, T.C. (2001), “Brand community”, Journal of Consumer Research, Vol. 17
No. 3, pp. 263-276.

Naert, P.A. and Bultez, A. (1973), “Logically consistent market share models”, Journal of Marketing
Research, Vol. 10 No. 3, pp. 34-40.

Nair, H.S., Misra, S., Hornbuckle, W J., Mishra, R. and Acharya, A. (2017), “Big data and marketing
analytics in gaming: combining empirical models and field experimentation”, Marketing Science,
Vol. 36 No. 5, pp. 699-725.

Nakanishi, M. and Cooper, L.G. (1974), “Parameter estimation for a multiplicative competitive
interaction model — least squares approach”, Journal of Marketing Research, Vol. 11 No. 3,
pp. 303-311.

Narang, U. and Shankar, V. (2019), “Mobile app introduction and online and offline purchases and
product returns”, Marketing Science, Vol. 38 No. 5, pp. 756-772.

Narasimhan, C. (1989), “Incorporating consumer price expectations in diffusion-models”, Marketing
Science, Vol. 8 No. 4, pp. 343-357.

Narver, J.C., Slater, S.F. (1990), “The effect of a market orientation on business profitability”, Journal of
Marketing, Vol. 54 No. 4, pp. 20-35.

Nedungadi, P. (1990), “Recall and consumer consideration sets — influencing choice without altering
brand evaluations”, Journal of Consumer Research, Vol. 17 No. 3, pp. 263-276.

Neidell, L.A. (1969), “Use of nonmetric multidimensional scaling in marketing analysis”, Journal of
Marketing, Vol. 33 No. 4, pp. 37-43.

Neslin, S.A. and Shoemaker, R.W. (1989), “An alternative explanation for lower repeat rates after
promotion purchases”, Journal of Marketing Research, Vol. 26 No. 2, pp. 205-213.

Netzer, O., Feldman, R., Goldenberg, J. and Fresko, M. (2012), “Mine your own business: market-
structure surveillance through text mining”, Marketing Science, Vol. 31 No. 3, pp. 521-543.
Novak, T.P. and Hoffman, D.L. (2019), “Relationship journeys in the internet of things: a new

framework for understanding interactions between consumers and smart objects”, Journal of the
Academy of Marketing Science, Vol. 47 No. 2, pp. 216-237.

Novak, T.P., Hoffman, D.L. and Yung, Y.F. (2000), “Measuring the customer experience in online
environments: a structural modeling approach”, Marketing Science, Vol. 19 No. 1, pp. 22-42.

Olenski, S. (2018), “Data science is the key to marketing roi — here’s how to nail it”, Forbes, available
at:  www.forbes.com/sites/steveolenski/2018/03/06/data-science-is-the-key-to-marketing-roi-
heres-how-to-nail-it/#237ed7131c3b/ (accessed 20 August 2019).

Palda, K.S. (1965), “The measurement of cumulative advertising effects”, The Journal of Business,
Vol. 38 No. 2, pp. 162-179.

Parfitt, ] H. and Collins, BJ.K. (1968), “Use of consumer panels for brand-share prediction”, Journal of
Marketing Research, Vol. 5 No. 2, pp. 131-145.

Park, S. and Gupta, S. (2012), “Handling endogenous regressors by joint estimation using copulas”,
Marketing Science, Vol. 31 No. 4, pp. 567-586.

Park, C.S. and Srinivasan, V. (1994), “A survey-based method for measuring and understanding brand
equity and its extendibility”, Journal of Marketing Research, Vol. 31 No. 2, pp. 271-288.

Park, CW., Jaworski, B.J. and Macinnis, D.J. (1986), “Strategic brand concept-image management”,
Journal of Marketing, Vol. 50 No. 4, pp. 135-145.

Pauwels, K. and Neslin, S.A. (2015), “Building with bricks and mortar: the revenue impact of opening
physical stores in a multichannel environment”, Journal of Retailing, Vol. 91 No. 2, pp. 182-197.


http://www.forbes.com/sites/steveolenski/2018/03/06/data-science-is-the-key-to-marketing-roi-heres-how-to-nail-it/#237ed7131c3b/
http://www.forbes.com/sites/steveolenski/2018/03/06/data-science-is-the-key-to-marketing-roi-heres-how-to-nail-it/#237ed7131c3b/

Peter, J.P. (1979), “Reliability — review of psychometric basics and recent marketing practices”, Journal
of Marketing Research, Vol. 16 No. 1, pp. 6-17.

Peters, K., Chen, Y.B.,, Kaplan, A.M., Ognibeni, B. and Pauwels, K. (2013), “Social media metrics — a
framework and guidelines for managing social media”, Journal of Interactive Marketing, Vol. 27
No. 4, pp. 281-298.

Peterson, R.A., Balasubramanian, S. and Bronnenberg, B.J. (1997), “Exploring the implications of the
internet for consumer marketing”, Journal of the Academy of Marketing Science, Vol. 25 No. 4,
pp. 329-346.

Petrin, A. and Train, K. (2010), “A control function approach to endogeneity in consumer choice
models”, Journal of Marketing Research, Vol. 47 No. 1, pp. 3-13.

Petty, R.E., Cacioppo, ]J.T. and Schumann, D. (1983), “Central and peripheral routes to advertising
effectiveness — the moderating role of involvement”, Journal of Consumer Research, Vol. 10
No. 2, pp. 135-146.

Plassmann, H., Venkatraman, V., Huettel, S. and Yoon, C. (2015), “Consumer neuroscience: applications,
challenges, and possible solutions”, Journal of Marketing Research, Vol. 52 No. 4, pp. 427-435.

Punj, G.N. and Staelin, R. (1978), “Choice process for graduate business schools”, Journal of Marketing
Research, Vol. 15 No. 4, pp. 588-598.

Punj, G.N. and Staelin, R. (1983), “A model of consumer information — search behavior for new
automobiles”, Journal of Consumer Research, Vol. 9 No. 4, pp. 366-380.

Ramsoy, T.Z. (2019), “Building a foundation for neuromarketing and consumer neuroscience research:
how researchers can apply academic rigor to the neuroscientific study of advertising effects”,
Journal of Advertising Research, Vol. 59 No. 3, pp. 281-294.

Rao, R.C. and Bass, F.M. (1985), “Competition, strategy, and price dynamics — a theoretical and
empirical-investigation”, Journal of Marketing Research, Vol. 22 No. 3, pp. 283-396.

Rao, A.R. and Monroe, K.B. (1988), “The moderating effect of prior knowledge on cue utilization in
product evaluations”, Journal of Consumer Research, Vol. 15 No. 2, pp. 253-264.

Ratchford, B.T. (2001), “The economics of consumer knowledge”, Journal of Consumer Research,
Vol. 27 No. 4, pp. 397-411.

Roberts, J.H. and Lattin, JM. (1991), “Development and testing of a model of consideration set
composition”, Journal of Marketing Research, Vol. 28 No. 4, pp. 429-440.

Roberts, J.H. and Lattin, J.M. (1997), “Consideration: review of research and prospects for future
insights”, Journal of Marketing Research, Vol. 34 No. 3, pp. 406-410.

Robinson, W.T. and Fornell, C. (1985), “Sources of market pioneer advantages in consumer-goods
industries”, Journal of Marketing Research, Vol. 22 No. 3, pp. 305-317.

Rosario, A.B., Sotgiu, F., Valck, K.D. and Bijmolt, T.H.A. (2016), “The effect of electronic word of mouth
on sales: a meta-analytic review of platform, product, and metric factors”, Journal of Marketing
Research, Vol. 53 No. 3, pp. 297-318.

Rosenberg, M.]. (1956), “Cognitive structure and attitudinal affect”, The Journal of Abnormal and Social
Psychology, Vol. 53 No. 3, pp. 367-372.

Rossi, P.E., McCulloch, R.E. and Allenby, G.M. (1996), “The value of purchase history data in target
marketing”, Marketing Science, Vol. 15 No. 4, pp. 321-340.

Roubaud, J. (2018), “Will data teams replace marketing teams in the near future?”, Adweek,
available at: www.adweek.com/digital/will-data-teams-replace-marketing-teams-in-the-near-
future/ (accessed 20 August 2019).

Rust, R.T., Lemon, K.N. and Zeithaml, V.A. (2004), “Return on marketing: using customer equity to
focus marketing strategy”, Journal of Marketing, Vol. 68 No. 1, pp. 109-127.

Schau, HJ. and Gilly, M.C. (2003), “We are what we post? Self-presentation in personal web space”,
Journal of Consumer Research, Vol. 30 No. 3, pp. 385-404.

Academic
research in
marketing

29



http://www.adweek.com/digital/will-data-teams-replace-marketing-teams-in-the-near-future/
http://www.adweek.com/digital/will-data-teams-replace-marketing-teams-in-the-near-future/

SIME
24,1

30

Schau, HJ., Muniz, A.M. and Arnould, E.J. (2009), “How brand community practices create value”,
Journal of Marketing, Vol. 73 No. 5, pp. 30-51.

Schouten, J.W. and McAlexander, J.H. (1995), “Subcultures of consumption — an ethnography of the new
bikers”, Journal of Consumer Research, Vol. 22 No. 1, pp. 43-61.

Schwartz, EM., Bradlow, E.T. and Fader, P.S. (2017), “Customer acquisition via display advertising
using multi-armed bandit experiments”, Marketing Science, Vol. 36 No. 4, pp. 500-522.

Shankar, V., Kleijnen, M., Ramanathan, S., Rizley, R., Holland, S. and Morrissey, S. (2016), “Mobile
shopper marketing: key issues, current insights, and future research avenues”, Journal of
Interactive Marketing, Vol. 34, pp. 37-48.

Sheehan, K.B. and Hoy, M.G. (1999), “Flaming, complaining, abstaining: how online users respond to
privacy concerns”, Journal of Advertising, Vol. 28 No. 3, pp. 37-51.

Silk, A.J. and Urban, G.L. (1978), “Pre-test-market evaluation of new packaged goods — model and
measurement methodology”, Journal of Marketing Research, Vol. 15 No. 2, pp. 171-191.

Simon, CJ. and Sullivan, M.\W. (1993), “The measurement and determinants of brand equity — a
financial approach”, Marketing Science, Vol. 12 No. 1, pp. 28-52.

Smith, W.R. (1956), “Product differentiation and market-segmentation as alternative marketing
strategies”, Journal of Marketing, Vol. 21 No. 1, pp. 3-8.

Smith, J.B. and Barclay, D.W. (1997), “The effects of organizational differences and trust on the
effectiveness of selling partner relationships”, Journal of Marketing, Vol. 61 No. 1, pp. 3-21.

Smith, AK., Bolton, R.N. and Wagner, J. (1999), “A model of customer satisfaction with service encounters
involving failure and recovery”, Journal of Marketing Research, Vol. 36 No. 3, pp. 356-372.

Spiller, S.A., Fitzsimons, G.J., Lynch, ].G. and McClelland, G.H. (2013), “Spotlights, floodlights, and the
magic number zero: simple effects tests in moderated regression”, Journal of Marketing
Research, Vol. 50 No. 2, pp. 277-288.

Srinivasan, S. and Hanssens, D.M. (2009), “Marketing and firm value: metrics, methods, findings, and
future directions”, Journal of Marketing Research, Vol. 46 No. 3, pp. 293-312.

Srivastava, RK., Shervani, T.A. and Fahey, L. (1998), “Market-based assets and shareholder value: a
framework for analysis”, Journal of Marketing, Vol. 62 No. 1, pp. 2-18.

Srivastava, R.K., Shervani, T.A. and Fahey, L. (1999), “Marketing, business processes, and shareholder
value: an organizationally embedded view of marketing activities and the discipline of
marketing”, Journal of Marketing, Vol. 63 No. 4_suppll, pp. 168-179.

Stigler, G. and Becker, G. (1977), “De gustibus non Est disputandum”, American Economic Review,
Vol. 67 No. 2, pp. 76-90.

Sudhir, K. (2001a), “Competitive pricing behavior in the auto market: a structural analysis”, Marketing
Science, Vol. 20 No. 1, pp. 42-60.

Sudhir, K. (2001b), “Structural analysis, of manufacturer pricing in the presence of a strategic retailer”,
Marketing Science, Vol. 20 No. 3, pp. 244-264.

Sujan, M. (1985), “Consumer knowledge — effects on evaluation strategies mediating consumer
judgments”, Journal of Consumer Research, Vol. 12 No. 1, pp. 31-46.

Thompson, CJ. and Haytko, D.L. (1997), “Speaking of fashion: consumers’ uses of fashion discourses
and the appropriation of countervailing cultural meanings”, Journal of Consumer Research,
Vol. 24 No. 1, pp. 15-42.

Timoshenko, A. and Hauser, J.R. (2019), “Identifying customer needs from user-generated content”,
Marketing Science, Vol. 38 No. 1, pp. 1-20.

Tirunillai, S. and Tellis, GJ. (2014), “Mining marketing meaning from online chatter: strategic brand analysis
of big data using latent Dirichlet allocation”, Journal of Marketing Research, Vol. 51 No. 4, pp. 463-479.

Trusov, M., Bucklin, R.E. and Pauwels, K. (2009), “Effects of word-of-mouth versus traditional marketing:
findings from an internet social networking site”, Journal of Marketing, Vol. 73 No. 5, pp. 90-102.



Urban, G. (1975), “PERCEPTOR: a model for product positioning”, Management Science, Vol. 21 No. 8,
pp. 849-858.

Urban, G.L., Carter, T., Gaskin, S. and Mucha, Z. (1986), “Market share rewards to pioneering brands — an
empirical-analysis and strategic implications”, Management Science, Vol. 32 No. 6, pp. 645-659.

Varadarajan, P.R. and Menon, A. (1988), “Cause-related marketing — a co-alignment of marketing
strategy and corporate philanthropy”, Journal of Marketing, Vol. 52 No. 3, pp. 58-74.

Vargo, S.L. and Lusch, RF. (2004), “Evolving to a new dominant logic for marketing”, Journal of
Marketing, Vol. 68 No. 1, pp. 1-17.

Vargo, S.L. and Lusch, R.F. (2017), “Service-dominant logic 2025, International Journal of Research in
Marketing, Vol. 34 No. 1, pp. 46-67.

Venkatraman, V., Dimoka, A., Pavlou, P.A., Vo, K., Hampton, W., Bollinger, B., Hershfield, HE.,,
Ishihara, M. and Winer, R.S. (2015), “Predicting advertising success beyond traditional
measures: new insights from neurophysiological methods and market response modeling”,
Journal of Marketing Research, Vol. 52 No. 4, pp. 436-452.

Verhoef, P.C., Kannan, PK. and Inman, JJ. (2015), “From multi-channel retailing to omni-channel
retailing introduction to the special issue on multi-channel retailing”, Journal of Retailing, Vol. 91
No. 2, pp. 174-181.

Wang, X, Bendle, N.T., Mai, F. and Cotte, ]. (2015), “The journal of consumer research at 40: a historical
analysis”, Journal of Consumer Research, Vol. 42 No. 1, pp. 5-18.

Webster, F.E. (1992), “The changing-role of marketing in the corporation”, Journal of Marketing, Vol. 56
No. 4, pp. 1-17.

Webster, F.E. and Lusch, R.F. (2013), “Elevating marketing: marketing is dead! Long live marketing!”,
Jouwrnal of the Academy of Marketing Science, Vol. 41 No. 4, pp. 389-399.

Wedel, M. and Kannan, PK. (2016), “Marketing analytics for data-rich environments”, Journal of
Marketing, Vol. 80 No. 6, pp. 97-121.

Wilden, R., Archpru Acala, M., Karpen, 1.O. and Hohberger, J. (2017), “The evolution and prospects of
service-dominant logic: an investigation of past, present, and future research”, Journal of Service
Research, Vol. 20 No. 4, pp. 345-361.

Wilkie, W.L. and Pessemier, E.A. (1973), “Issues in marketing’s use of multi-attribute attitude models”,
Journal of Marketing Research, Vol. 10 No. 4, pp. 428-441.

Winer, R.S. (1986), “A reference price model of brand choice for frequently purchased products”, Journal
of Consumer Research, Vol. 13 No. 2, pp. 250-256.

Winer, R.S. and Neslin, S. (Eds) (2014), The History of Marketing Science, Now Publishing, Hanover, MA.

Xia, F.H.,, Chatterjee, R. and May, JH. (2019), “Using conditional restricted Boltzmann machines to
model complex consumer shopping patterns”, Marketing Science, Vol. 38 No. 4, pp. 711-727.

Yadav, M.S. and Pavlou, P.A. (2014), “Marketing in computer-mediated environments: research
synthesis and new directions”, Journal of Marketing, Vol. 78 No. 1, pp. 20-40.

Yankelovich, D. (1964), “New criteria for market-segmentation”, Harvard Business Review, Vol. 42
No. 2, pp. 83-90.

You, Y., Vadakkepatt, G.G. and Joshi, A.M. (2015), “A meta-analysis of electronic word-of-mouth
elasticity”, Journal of Marketing, Vol. 79 No. 2, pp. 19-39.

Zaichkowsky, J.L. (1985), “Measuring the involvement construct”, Journal of Consumer Research,
Vol. 12 No. 3, pp. 341-352.

Zeithaml, V.A., Parasuraman, A. and Berry, LL. (1985), “Problems and strategies in services
marketing”, Journal of Marketing, Vol. 49 No. 2, pp. 33-46.

Zhao, X.S., Lynch, J.G. and Chen, Q.M. (2010), “Reconsidering Baron and Kenny: myths and truths
about mediation analysis”, Journal of Consumer Research, Vol. 37 No. 2, pp. 197-206.

Academic
research in
marketing

31




SIME
24,1

32

Further reading
Alpert, M.I. (1971), “Identification of determinant attributes — comparison of methods”, Journal of
Marketing Research, Vol. 8 No. 2, pp. 184-191.

Arnold, SJ., Oum, T.H. and Tigert, D.J. (1983), “Determinant attributes in retail patronage — seasonal,
temporal, regional, and international comparisons”, Journal of Marketing Research, Vol. 20 No. 2,
pp. 149-157.

Assmus, G., Farley, J.U. and Lehmann, D.R. (1984), “How advertising affects sales — meta-analysis of
econometric results”, Journal of Marketing Research, Vol. 21 No. 1, pp. 65-74.

Basker, E. (2012), “Raising the barcode scanner: technology and productivity in the retail sector”,
American Economic Journal: Applied Economics, Vol. 4 No. 3, pp. 1-27.

Bass, FM. (1974), “Theory of stochastic preference and brand switching”, Journal of Marketing
Research, Vol. 11 No. 1, pp. 1-20.

Bass, F.M. and Wittink, D.R. (1975), “Pooling issues and methods in regression-analysis with examples
in marketing-research”, Journal of Marketing Research, Vol. 12 No. 4, pp. 414-425.

Bass, F.M.,, Cattin, P. and Wittink, D.R. (1978), “Firm effects and industry effects in analysis of market
structure and profitability”, Journal of Marketing Research, Vol. 15 No. 1, pp. 3-10.

Bearden, W.O. and Etzel, MJ. (1982), “Reference group influence on product and brand purchase
decisions”, Journal of Consumer Research, Vol.9 No. 2, pp. 183-194.

Belk, R.W. (1985), “Materialism — trait aspects of living in the material world”, Journal of Consumer
Research, Vol. 12 No. 3, pp. 265-280.

Belk, R.W. (1988), “Possessions and the extended self”, Journal of Consumer Research, Vol. 15 No. 2,
pp. 139-168.

Belk, R.W., Wallendorf, M. and Sherry, J.F. (1989), “The sacred and the profane in consumer-behavior —
theodicy on the odyssey”, Journal of Consumer Research, Vol. 16 No. 1, pp. 1-38.

Bettman, J.R. (1973), “Perceived risk and its components — model and empirical test”, Journal of
Marketing Research, Vol. 10 No. 2, pp. 184-190.

Blattberg, R.C. and Levin, A. (1987), “Modeling the effectiveness and profitability of trade promotions”,
Marketing Science, Vol. 6 No. 2, pp. 124-146.

Bolton, R.IN. (1989), “The relationship between market characteristics and promotional price
elasticities”, Marketing Science, Vol. 8 No. 2, pp. 153-169.

Borden, N.H. (1964), “The concept of the marketing mix”, Journal of Advertising Research, Vol. 4 No. 2,
pp. 2-7.

Bucklin, L.P. (1965), “Postponement, speculation and the structure of distribution channels”, Journal of
Marketing Research, Vol. 2 No. 1, pp. 26-31.

Buzzell, R.D. (1968), “Can you standardize multinational marketing”, Harvard Business Review, Vol. 46
No. 6, pp. 102-113.

Buzzell, R.D. (1964), “Predicting short-term changes in market share as a function of advertising
strategy”, Journal of Marketing Research, Vol. 1 No. 3, pp. 27-31.

Carpenter, G.S. and Nakamoto, K. (1989), “Consumer preference formation and pioneering advantage”,
Journal of Marketing Research, Vol. 26 No. 3, pp. 285-298.

Caughlan, A. (1985), “Competition and cooperation in channel choice: theory and application”,
Marketing Science, Vol. 4 No. 2, pp. 119-129.

Celsi, R.L., Chow, S., Olson, ].C. and Walker, B.A. (1992), “The construct-validity of intrinsic sources of
personal relevance — an intraindividual source of felt involvement”, Journal of Business
Research, Vol. 25 No. 2, pp. 165-185.

Chae, 1, Stephen, A.T., Bart, Y. and Yao, D. (2017), “Spillover effects in seeded word-of-mouth
marketing campaigns”, Marketing Science, Vol. 36 No. 1, pp. 89-104.



Churchill, G.A. and Peter, J.P. (1984), “Research design effects on the reliability of rating-scales — a
Meta-analysis”, Journal of Marketing Research, Vol. 21 No. 4, pp. 360-375.

Churchill, G.A. and Surprenant, C. (1982), “An investigation into the determinants of customer
satisfaction”, Journal of Marketing Research, Vol. 19 No. 4, pp. 491-504.

Clarke, D.G. (1976), “Econometric measurement of duration of advertising effect on sales”, Journal of
Marketing Research, Vol. 13 No. 4, pp. 345-357.

Day, G.S. and Wensley, R. (1988), “Assessing advantage — a framework for diagnosing competitive
superiority”, Journal of Marketing, Vol. 52 No. 2, pp. 1-20.

Day, G.S., Shocker, A.D. and Srivastava, R.K. (1979), “Customer-oriented approaches to identifying
product-markets”, Journal of Marketing, Vol. 43 No. 4, pp. 8-19.

Deshpande, R. (1983), “Paradigms lost — on theory and method in research in marketing”, Journal of
Marketing, Vol. 47 No. 4, pp. 101-110.

Dickson, P.R. and Ginter, J.L. (1987), “Market-segmentation, product differentiation, and marketing
strategy”, Journal of Marketing, Vol. 51 No. 2, pp. 1-10.

Dockner, E. and Jorgensen, S. (1988), “Optimal pricing strategies for new products in dynamic
oligopolies”, Marketing Science, Vol. 7 No. 4, pp. 315-334.

Edell, J.A. and Staelin, R. (1983), “The information-processing of pictures in print advertisements”,
Journal of Consumer Research, Vol. 10 No. 1, pp. 45-61.

Eskin, G.J. and Baron, P.H. (1977), “Effects of price and advertising in test-market experiments”, Journal
of Marketing Research, Vol. 14 No. 4, pp. 499-508.

Feick, L.F. and Price, L.L. (1987), “The market maven — a diffuser of marketplace information”, Journal
of Marketing, Vol. 51 No. 1, pp. 83-97.

Fornell, C. and Larcker, D.F. (1981), “Evaluating structural equation models with unobservable
variables and measurement error”, Journal of Marketing Research, Vol. 18 No. 1, pp. 39-50.

Fornell, C. and Wernerfelt, B. (1987), “Defensive marketing strategy by customer complaint
management — a theoretical-analysis”, Journal of Marketing Research, Vol. 24 No. 4,
pp. 337-346.

Frank, R.E., Massy, W.F. and Morrison, D.G. (1965), “Bias in multiple discriminant-analysis”, Journal of
Marketing Research, Vol. 2 No. 3, pp. 250-258.

Gaski, J.F. (1986), “Interrelations among a channel entity power sources — impact of the exercise of
reward and coercion on expert, referent, and legitimate power sources”, Journal of Marketing
Research, Vol. 23 No. 1, pp. 62-77.

Green, P.E. (1975), “Marketing applications of MDS — assessment and outlook”, Journal of Marketing,
Vol. 39 No. 1, pp. 24-31.

Green, P.E. and Rao, V.R. (1971), “Conjoint measurement for quantifying judgmental data”, Journal of
Marketing Research, Vol. 8 No. 3, pp. 355-363.

Green, P.E., Carmone, FJ. and Wachspress, D.P. (1977), “Analysis of qualitative data in marketing-
research”, Journal of Marketing Research, Vol. 14 No. 1, pp. 52-59.

Hauser, J.R. (1988), “Competitive price and positioning strategies”, Marketing Science, Vol. 7 No. 1,
pp. 76-91.

Hirschman, E.C. (1986), “Humanistic inquiry in marketing-research — philosophy, method, and criteria”,
Journal of Marketing Research, Vol. 23 No. 3, pp. 237-249.

Hirschman, E.C. and Holbrook, M.B. (1982), “Hedonic consumption — emerging concepts, methods and
propositions”, Journal of Marketing, Vol. 46 No. 3, pp. 92-101.

Hoffman, D.L. and Franke, G.R. (1986), “Correspondence-analysis — graphical representation of

categorical-data in marketing-research”, Journal of Marketing Research, Vol. 23 No. 3,
pp. 213-227.

Academic
research in
marketing

33




SIME
24,1

34

Hoffman, D.L. and Novak, T.P. (2009), “Flow online: lessons learned and future prospects”, Journal of
Interactive Marketing, Vol. 23 No. 1, pp. 23-34.

Holbrook, M.B. and Batra, R. (1987), “Assessing the role of emotions as mediators of
consumer responses to advertising”, Journal of Consumer Research, Vol. 14 No. 3,
pp. 404-420.

Holbrook, M.B. and Hirschman, E.C. (1982), “The experiential aspects of consumption — consumer
fantasies, feelings, and fun”, Journal of Consumer Research, Vol. 9 No. 2, pp. 132-140.

Huang, M.H. and Rust, R.T. (2018), “Artificial intelligence in service”, Journal of Service Research,
Vol. 21 No. 2, pp. 155-172.

Hunt, SD. and Nevin, J.R. (1974), “Power in a channel of distribution — sources and consequences”,
Journal of Marketing Research, Vol. 11 No. 2, pp. 186-193.

Jacoby, J. and Kyner, D.B. (1973), “Brand loyalty vs repeat purchasing behavior”, Journal of Marketing
Research, Vol. 10 No. 1, pp. 1-9.

Jacoby, J., Chestnut, R.W. and Fisher, W.A. (1978), “Behavioral process approach to information
acquisition in nondurable purchasing”, Journal of Marketing Research, Vol. 15 No. 4,
pp. 532-544.

Jacoby, J., Szybillo, G.J. and Busatoschach, J. (1977), “Information acquisition behavior in brand choice
situations”, Journal of Consumer Research, Vol. 3 No. 4, pp. 209-216.

Johnson, R.M. (1974), “Trade-off analysis of consumer values”, Journal of Marketing Research, Vol. 11
No. 2, pp. 121-127.

Jones, JM. and Landwehr, ]J.T. (1988), “Removing heterogeneity bias from logit model estimation”,
Marketing Science, Vol. 7 No. 1, pp. 41-59.

Joreskog, K.G. and Sorbom, D. (1982), “Recent developments in structural equation modeling”, Journal
of Marketing Research, Vol. 19 No. 4, pp. 404-416.

Kahn, B.E., Kalwani, M.U. and Morrison, D.G. (1986), “Measuring variety-seeking and reinforcement
behaviors using panel data”, Journal of Marketing Research, Vol. 23 No. 2, pp. 89-100.

Kassarjian, H.H. (1971), “Personality and consumer behavior —review”, Journal of Marketing Research,
Vol. 8 No. 4, pp. 409-418.

Kotler, P. (1964), “Marketing mix decisions for new products”, Journal of Marketing Research, Vol. 1
No. 1, pp. 43-49.

Kumar, V. and Leone, R.P. (1988), “Measuring the effect of retail store promotions on brand and store
substitution”, Journal of Marketing Research, Vol. 25 No. 2, pp. 178-185.

Laurent, G. and Kapferer, J.N. (1985), “Measuring consumer involvement profiles”, Journal of Marketing
Research, Vol. 22 No. 1, pp. 41-53.

Louviere, J.J. and Woodworth, G. (1983), “Design and analysis of simulated consumer choice or
allocation experiments — an approach based on aggregate data”, Journal of Marketing Research,
Vol. 20 No. 4, pp. 350-367.

Lutz, RJ. (1975), “Changing brand attitudes through modification of cognitive structure”, Journal of
Consumer Research, Vol. 1 No. 4, pp. 49-59.

Lynch, J.G. (1982), “Memory and attentional factors in consumer choice — concepts and research
methods”, Journal of Consumer Research, Vol. 9 No. 1, pp. 18-37.

McAlister, L. and Pessemier, E. (1982), “Variety seeking behavior — an interdisciplinary review”,
Journal of Consumer Research, Vol. 9 No. 3, pp. 311-322.

McGuire, W .]J. (1976), “Some internal psychological-factors influencing consumer choice”, Journal of
Consumer Research, Vol. 2 No. 4, pp. 302-319.

Maclnnis, D.J. and Price, L.L. (1987), “The role of imagery in information-processing — review and
extensions”, Journal of Consumer Research, Vol. 13 No. 4, pp. 473-491.



Mahajan, V. and Muller, E. (1979), “Innovation diffusion and new product growth-models in
marketing”, Journal of Marketing, Vol. 43 No. 4, pp. 55-68.

Monroe, K.B. (1973), “Buyers subjective perceptions of price”, Journal of Marketing Research, Vol. 10
No. 1, pp. 70-80.

Newman, J.W. and Staelin, R. (1972), “Prepurchase information seeking for new cars and major
household appliances”, Journal of Marketing Research, Vol. 9 No. 3, pp. 249-257.

Newman, J.W. and Werbel, R.A. (1973), “Multivariate analysis of brand loyalty for major household
appliances”, Journal of Marketing Research, Vol. 10 No. 4, pp. 404-409.

Oliver, R.L. (1980), “A cognitive model of the antecedents and consequences of satisfaction decisions”,
Journal of Marketing Research, Vol. 17 No. 4, pp. 460-469.

Parasuraman, A., Zeithaml, V.A. and Berry, LL. (1985), “A conceptual-model of service
quality and its implications for future-research”, Journal of Marketing, Vol. 49 No. 4,
pp. 41-50.

Peter, J.P. (1981), “Construct-validity — a review of basic issues and marketing practices”, Journal of
Marketing Research, Vol. 18 No. 2, pp. 133-145.

Punj, G. and Stewart, D.W. (1983), “Cluster-analysis in marketing-research — review and suggestions
for application”, Journal of Marketing Research, Vol. 20 No. 2, pp. 134-148.

Rothschild, M.L. and Gaidis, W.C. (1981), “Behavioral learning-theory — its relevance to marketing and
promotions”, Journal of Marketing, Vol. 45 No. 2, pp. 70-78.

Shugan, S.M. (1980), “The cost of thinking”, Journal of Consumer Research, Vol. 7 No. 2,
pp. 99-111.

Styan, G.P.H. and Smith, H. (1964), “Markov-chains applied to marketing”, Jouwrnal of Marketing
Research, Vol. 1 No. 1, pp. 50-55.

Sujan, M. and Bettman, J.R. (1989), “The effects of brand positioning strategies on consumers brand and
category perceptions — some insights from schema research”, Journal of Marketing Research,
Vol. 26 No. 4, pp. 454-467.

Tellis, G.J. and Wernerfelt, B. (1987), “Competitive price and quality under asymmetric information”,
Marketing Science, Vol. 6 No. 3, pp. 240-253.

Thompson, CJ. (1997), “Interpreting consumers: a hermeneutical framework for deriving marketing
insights from the texts of consumers’ consumption stories”, Journal of Marketing Research,
Vol. 34 No. 4, pp. 438-455.

Urbany, J.E. (1986), “An experimental examination of the economics of information”, Journal of
Consumer Research, Vol. 13 No. 2, pp. 257-271.

Urbany, J.E., Dickson, P.R. and Wilkie, W.L. (1989), “Buyer uncertainty and information search”,
Journal of Consumer Research, Vol. 16 No. 2, pp. 208-215.

Weiss, D.L. (1968), “Determinants of market share”, Journal of Marketing Research, Vol. 5 No. 3,
Pp. 290-295.

Weitz, B.A. (1978), “Relationship between salesperson performance and understanding of customer
decision-making”, Journal of Marketing Research, Vol. 15 No. 4, pp. 501-516.

Wells, W.D. (1975), “Psychographics — critical review”, Journal of Marketing Research, Vol. 12 No. 2,
pp. 196-213.

Wells, W.D. and Gubar, G. (1966), “Life cycle concept in marketing research”, Journal of Marketing
Research, Vol. 3No. 4, pp. 355-363.

Wind, Y. (1978), “Issues and advances in segmentation research”, Journal of Marketing Research,
Vol. 15 No. 3, pp. 317-337.

Wittink, D.R. (1977), “Exploring territorial differences in relationship between marketing variables”,
Journal of Marketing Research, Vol. 14 No. 2, pp. 145-155.

Academic
research in
marketing

35




SIME
24,1

36

Wright, P. (1975), “Consumer choice strategies — simplifying vs optimizing”, Journal of Marketing
Research, Vol. 12 No. 1, pp. 60-67.

Wright, P.L. (1973), “Cognitive processes mediating acceptance of advertising”, Journal of Marketing
Research, Vol. 10 No. 1, pp. 53-62.

Zeithaml, V.A. (1988), “Consumer perceptions of price, quality, and value — a means-end model and
synthesis of evidence”, Journal of Marketing, Vol. 52 No. 3, pp. 2-22.

Corresponding author
Brian T. Ratchford can be contacted at: btr051000@utdallas.edu

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com


mailto:btr051000@utdallas.edu

	The history of academic research in marketing and its implications for the future
	1. Introduction
	2. The history of research in marketing
	2.1 1960-1969: marketing management and quantitative methods
	2.2 1970-1979: preferences, preferences, segmentation and positioning
	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed


	2.3 1980-1989: scanner data, strategy and information processing
	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed


	2.4 1990-1999: early internet, improved choice models, customer relationship management and consumption behavior
	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed


	2.5 2000-2009 Internet, marketing profitability, structural models of markets
	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed


	2.6 2010-2019 the era of internet research
	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed



	3. Discussion
	3.1 The past
	3.2 The future
	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed



	References


