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INTRODUCTION

OVERVIEW

Review of Marketing Research, now in its 15th volume, is a publication covering the important areas of marketing research with a more comprehensive state-of-the-art orientation. The chapters in this publication review the literature in a particular area, offer a critical commentary, develop an innovative framework, and discuss future developments, as well as present specific empirical studies. The first 14 volumes have featured some of the top researchers and scholars in our discipline who have reviewed an array of important topics. The response to the first 14 volumes has been truly gratifying and we look forward to the impact of the 15th volume with great anticipation.

PUBLICATION MISSION

The purpose of this series is to provide current, comprehensive, state-of-the-art articles in review of marketing research. Wide-ranging paradigmatic or theoretical, or substantive agendas are appropriate for this publication. This includes a wide range of theoretical perspectives, paradigms, data (qualitative, survey, experimental, ethnographic, secondary, etc.), and topics related to the study and explanation of marketing-related phenomenon. We reflect an eclectic mixture of theory, data, and research methods that is indicative of a publication driven by important theoretical and substantive problems. We seek studies that make important theoretical, substantive, empirical, methodological, measurement, and modeling contributions. Any topic that fits under the broad area of “marketing research” is relevant. In short, our mission is to publish the best reviews in the discipline.

Thus, this publication bridges the gap left by current marketing research publications. Current marketing research publications such as the Journal of Marketing Research (United States), International Journal of Marketing Research (United Kingdom), and International Journal of Research in Marketing (Europe) publish academic articles with a major constraint on the length. In contrast, Review of Marketing Research can publish much longer articles that are not only theoretically rigorous but also more expository, with a focus on implementing new marketing research concepts and procedures. This also serves to distinguish this publication from Marketing Research magazine published by the American Marketing Association (AMA).

Articles in Review of Marketing Research should address the following issues:


	critically review the existing literature;

	summarize what we know about the subject – key findings;

	present the main theories and frameworks;

	review and give an exposition of key methodologies;

	identify the gaps in the literature;

	present empirical studies (for empirical papers only);

	discuss emerging trends and issues;

	focus on international developments;

	suggest directions for future theory development and testing; and

	recommend guidelines for implementing new procedures and concepts.



CHAPTERS IN THIS VOLUME

This special issue focuses on marketing strategy and innovation. A key aspect of how a firm competes in its chosen markets is through innovations of various types such as product, process, and business model innovations. Innovation can be fostered at various levels such as firm, business, product, and brand. Such innovations can be a source of generating and sustaining competitive advantage in the marketplace. The chapters in this volume represent an eclectic mix of substantive issues and methodological approaches to strategy and innovation contained in conceptual and empirical papers.

Bharadwaj introduces a taxonomy of approaches available for strategic decision making in an information-rich environment in the era of Big Data. He then applies this taxonomy to an innovation context, mapping a stylized version of the phases of the innovation process onto the four decision-making approaches. This results in an organizing framework for understanding strategic decision making in the realm of innovation.

Spanjol, Xiao, and Welzenbach synthesize the literature on concepts related to successive innovation that is fragmented and limited across marketing and management disciplines. They identify the core dimensions of successive innovation and provide a cohesive framework to guide future research in this area. On this basis, they identify several directions for future research.

Customer Involvement in Innovation is an intriguing area. Cui and Wu review empirical research in this field in a way that better connects this research with marketing strategy literatures and offer opportunities for further theoretical development. There remains a need for research conducted from the firm’s strategic perspective to understand how firms may effectively manage the challenges of customer involvement in innovation and to examine its implications for a firm’s long-term innovation strategy and overall performance.

The challenges of assessing the relative impact of major sources of innovation on the brand equity of a firm are well recognized. Kumar, Anand, and Nim introduce a taxonomy of various costs and benefits related to innovations and apply that to understand the relative strengths of various sources of innovation affecting a firm’s brand equity. Their conceptual framework identifies six distinct sources of innovations – firm, customers, external network, competition, macro-environment, and technology – and explains how they create value and affect brand equity. They find that the customers and the technology as a source of innovation have the maximum impact on the firm’s brand equity, followed by the marginal impact of macro-environment and external network of a firm. The firm itself has a moderate impact on its brand equity, while competition has the minimal impact. Such thinking can help firms focus on the most pertinent sources of innovation for enhancing brand equity.

Varadarajan provides an overview of the conceptual domains of innovation, innovation strategy, and strategic innovation. He does so by defining innovation, product innovation, business model innovation, marketing innovation, innovation strategy, and strategic innovation, and elaborating on their literature and conceptual underpinnings. Such a perspective can be useful in synthesizing the number of definitions of innovation and specific types of innovation that exist in the literature.

A number of empirical papers in this volume shed light on important issues in strategy and innovation. Market foresight is the knowledge of market changes ahead of competitors and the conversion of that knowledge into creative and timely new product offerings. Based on a discovery-oriented process, working closely with managers throughout the research process, we foresight. McCardle, White, and Calantone develop and test a framework delineating market information determinants and new product outcomes of market foresight. Their results indicate that external (active scanning, lead user collaboration, and market experiments) and internal sources (boundary spanner input and interdepartmental connectedness) of market information positively affect market foresight. Furthermore, the organization’s open-mindedness positively moderates the effects of active scanning, market experiments, and interdepartmental connectedness on market foresight. They provide evidence that firms with superior market foresight develop more creative products, introduce them to the market faster, and introduce them at a more opportune time.

Chitturi explores the differences in consumers’ willingness to pay for different types of design attributes due to different levels of specific anticipatory emotions evoked by them. He conducts three experiments to test the hypothesized relationships between design attributes (functionality, aesthetics, and environmental sustainability), specific emotions, and willingness to pay. The findings reveal that different attributes of design, namely, functionality, aesthetics, and sustainability, evoke different types of emotions and different levels of willingness to pay. Firms can leverage these findings by positioning and pricing products according to emotional requirements of the target customer segment and their willingness to pay.

Srinivasan and Lilien propose the construct of design orientation denoting a firm’s ability to integrate functionality, aesthetics, and meaning in its new products. Using data from surveys of 252 US firms, they validate the construct of design orientation and establish its distinctiveness from related constructs of creativity, technological orientation, and customer orientation using structural equation modeling. They found that, individually, design orientation, technological orientation, and customer orientation improve new product performance. Also, customer orientation decreases the positive effect of design orientation while willingness to cannibalize increases the positive effect of design orientation on new product performance.

Morgan and Vorhies draw upon the behavioral theory of the firm and the competing values theory perspective on organizational culture to develop a theoretical framework to examine the business performance outcomes of market orientation (MO) culture and behaviors. Using confirmatory factor analysis and seemingly unrelated regression, they find that MO culture has an important direct effect on firms’ financial performance as well as an indirect effect via MO behaviors and innovations. Organizational culture domain of MO appears to be at least as important in explaining firm performance and implies that researchers need to revisit the conceptualization and the operationalization of MO as an important construct in strategic marketing thought.

Cunningham synthesizes the literature on rapid-growth SMEs (gazelles) through a unifying theoretical lens. She offers interesting insights as to why some privately held small- and medium-sized firms (SMEs) have been able to outperform their peers in terms of revenue growth, profit growth, growth in number of employees and markets. Based on elite interviews with 47 informants drawn from 21 rapid-growth, private companies, several findings emerged using qualitative methodology. Early strategic choices made by the owners of private firms along with their attitudes and capabilities positioned the private firms for rapid growth. She proposes a modified, two-stage model. The first stage focuses on respect for the value employees bring and building their trust and commitment that subsequently drives the second stage of the model – building customer trust and commitment.

Together these chapters lead to new insights, approaches, and directions for research on strategy and innovation. It is hoped that collectively the chapters in this volume will substantially aid our efforts to understand more about both strategy and innovation and to provide a broader arsenal of research methods as well as fertile areas for future research. The Review of Marketing Research continues its mission of systematically analyzing and presenting accumulated knowledge in the field of marketing as well as influencing future research by identifying areas that merit the attention of researchers.

Naresh K. Malhotra
 Editor-in-Chief
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