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Kåre Sandvik, Karoline U. D. Dahr and C. Jay Lambe

vii



Multichannel Data-Driven Attribution Models: A Review and
Research Agenda 153
Ben B. Beck, J. Andrew Petersen and Rajkumar Venkatesan

PART II
MEASURES OF SOCIAL INTERACTION

Accountability Beyond Profitability: Understanding the Impact of
Marketing Actions on Environmental and Social Performance 193
Amalesh Sharma, Sourav Bikash Borah, Anirban Adhikary and
Tanjum Haque

A Social Network Research Paradigm for Marketing: A Review
and Research Agenda 233
Aditya Gupta and Alok Saboo

The Unintended Consequences of Attitudinal Word-of-Mouth
Drivers 263
Timothy L. Keiningham, Roland T. Rust, Bart Larivière,
Lerzan Aksoy and Luke Williams

PART III
MEASURES RELATED TO SOCIAL OUTCOMES

What Drives Inner City Attractiveness for Society? The Role of
Brick-and-mortar Stores 279
Julian R. K. Wichmann, Thomas P. Scholdra
and Werner J. Reinartz

Index 319

viii CONTENTS



ABOUT THE VOLUME EDITORS

V. Kumar (VK) is a Distinguished Term Professor, and Senior Fellow, Indian
School of Business, India; Distinguished Fellow, MICA, India; HUL Visiting
Chair Professor, IIM Ahmedabad, India; and Distinguished Professor of
Research, Welingkar, India.

David W. Stewart is President’s Professor of Marketing and Business Law at
Loyola Marymount University, California, USA.

ix



This page intentionally left blank



ABOUT THE EDITOR-IN-CHIEF

Dr Naresh K. Malhotra was selected as a Marketing Legend in 2010, and his
refereed journal articles were published in nine volumes by Sage with tributes by
other leading scholars in the field. He is listed in Marquis Who’s Who in America
continuously since 1997, and in Who’s Who in the World since 2000. In 2017, he
received the Albert Nelson Marquis Lifetime Achievement Award from Marquis
Who’s Who. In 2020, Dr Malhotra is listed in the published list of the World’s
Top 2% Most-Cited Researchers across all disciplines, according to research
conducted by the Meta-Research Innovation Center at Stanford University. He
has several top (number one) research rankings that have been published in the
literature.

xi



This page intentionally left blank



LIST OF CONTRIBUTORS

Lerzan Aksoy Gabelli School of Business, Fordham University,
USA

Anirban Adhikary Indian Institute of Management Udaipur, India
Neil Thomas Bendle Terry College of Business, University of Georgia,

USA
Ben B. Beck Smeal College of Business, The Pennsylvania State

University, USA
Sourav Bikash Borah Indian Institute of Management Ahmedabad,

India
Moeen Naseer Butt SKK Graduate School of Business, Sungkyunk-

wan University (SKKU), South Korea
Karoline U. D. Dahr Norwegian School of Economics, Norway
Frank Germann Mendoza College of Business, University of Notre

Dame, USA
Thomas S. Gruca Tippie College of Business, University of Iowa,

USA
Aditya Gupta McCoy College of Business, Texas State Univer-

sity, USA
Evert de Haan University of Groningen, The Netherlands
Tanjum Haque Indian Institute of Management Ahmedabad,

India
Ronald L. Hess, Jr Mason School of Business, The College of William

& Mary, USA
Timothy L. Keiningham Tobin College of Business, St. John’s University,

USA
V. Kumar (VK) Georgia State University, USA
Jonathan Knowles Type 2 Consulting, New York, USA
C. Jay Lambe Albers School of Business and Economics, Seattle

University, USA
Bart Larivière Ghent University, Belgium
Margaret G. Meloy Smeal College of Business, The Pennsylvania State

University, USA

xiii



J. Andrew Petersen Smeal College of Business, The Pennsylvania State
University, USA

Lopo L. Rego Kelley School of Business, Indiana University,
USA

Werner J. Reinartz University of Cologne, Germany
Roland T. Rust Smith School of Business, University of Maryland,

USA
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EDITOR-IN-CHIEF INTRODUCTION

Naresh K. Malhotra, Editor-in-Chief

OVERVIEW
Review of Marketing Research, now in its 18th 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 17 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 17 volumes has been truly gratifying, and we look forward to the impact of
the 18th 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 theoret-
ical, 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 (USA), International Journal of Market Research (UK), and
International Journal of Research in Marketing (Europe) publish academic arti-
cles 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.
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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 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;
• Recommend guidelines for implementing new procedures and concepts.

A FOCUS ON SPECIAL ISSUES
Since Volume 8 published in 2011, Review of Marketing Research has a focus on
special issues realizing that this is one of the best ways to impact marketing
scholarship in a specific area. The volume editors of all of the special issues have
been top scholars. These special issues have focused on the following topics.

Volume,
Year

Topic Volume Editors

8, 2011 Marketing Legends Naresh K. Malhotra
9, 2012 Toward a Better Understanding of the

Role of Value in Markets and Marketing
Stephen L. Vargo and
Robert F. Lusch

10, 2013 Regular Volume Naresh K. Malhotra
11, 2014 Shopper Marketing and the Role of

In-Store Marketing
Dhruv Grewal, Anne L.
Roggeveen, and Jens
NordfÄlt

12, 2015 Brand Meaning Management Deborah J. Macinnis
and C. Whan Park

13, 2016 Marketing in and for a Sustainable
Society

Naresh K. Malhotra

14, 2017 Qualitative Consumer Research Russell W. Belk
15, 2018 Innovation and Strategy Rajan Varadarajan and

Satish Jayachandran
16, 2019 Marketing in a Digital World Aric Rindfleisch and

Alan J. Malter
17, 2020 Continuing to Broaden the Marketing

Concept: Making the World a Better
Place

Dawn Iacobucci

18, 2021 Marketing Accountability for Marketing
and Non-marketing Outcomes

V. Kumar and David
W. Stewart
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THIS VOLUME
I normally provide an overview of the chapters in the current issue of Review of
Marketing Research. However, since V. Kumar and David W. Stewart have done
an excellent job of doing that, I will refer the reader to their introduction. As a
discipline matures, it should not only deepen its roots but expand its outreach. It
was this thinking that led to the issue you are holding in your hand. It contains a
diverse set of thought-provoking articles related to marketing measures
contributed by some of our leading scholars. The range of measures considered
include not only those that focus on immediate marketing outcomes, such as
attitude, preference, sales, and market share, but also those that focus on broader
societal outcomes such as raising the standard of living.

Specifically, this volume is divided in three parts: (1) measures of firm per-
formance, (2) measures of social interaction, and (3) measures related to broader
societal outcomes such as sustainability and quality of life. Measures of firm
performance covered include the marketing implications of financial accounting,
customer feedback metrics, drivers of brand equity, brand failure, market
orientation capabilities, and multichannel attributions. Measures of social
interaction encompass environmental and social performance, social networks,
and attitudinal word-of-mouth drivers. The final chapter is devoted to measures
related to societal outcomes and focuses on attractiveness of inner city for society.

Together these chapters lead to new insights, approaches, domains, and
directions for research on marketing. It is hoped that collectively the chapters in
this volume will substantially aid our efforts to deepen our roots as well as expand
our domain by providing innovative and creative perspectives. I thank V. Kumar
and David W. Stewart for such an outstanding volume. The Review of Marketing
Research continues its mission of systematically analyzing and presenting accu-
mulated knowledge in the field of marketing as well as influencing future research
by identifying areas that merit the attention of researchers.

EDITOR-IN-CHIEF INTRODUCTION xxiii
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