Endnotes

Chapter 1

1.

10.

11.

12.

Kate Clark, “Bird CEO on Scooter Startup
Copycats, Unit Economics, Safety, and
Seasonality,” Tech Crunch, February 3, 2019.
https://www.bird.co/press, accessed 11/23/2020.
Dominique M. Hanssens and Koen H. Pauwels,

“Demonstrating the Value of Marketing,” Journal of
Marketing 80, no. 6 (2016), pp. 173-90.

. American Marketing Association, “Definition of

Marketing,” https://www.ama.org/AboutAMA/
Pages/Definition-of-Marketing.aspx, accessed
11/23/2020.

Robert F. Lusch and Frederick E. Webster Jr., “A
Stakeholder-Unifying, Cocreation Philosophy for
Marketing,” Journal of Macromarketing 31, no. 2
(2011), 129-34. See also Robert F. Lusch and
Frederick E. Webster Jr., “Elevating Marketing:
Marketing Is Dead! Long Live Marketing!”
Journal of Academy of Marketing Science 41
(January 2013), pp. 389-99.

Peter Drucker, Management: Tasks, Responsibilities,
Practices (New York: Harper and Row, 1973),
pp. 64-65.

Irving J. Rein, Philip Kotler, Michael Hamlin, and
Martin Stoller, High Visibility, 3rd ed. (New York:
McGraw-Hill, 2006).

Philip Kotler, Christer Asplund, Irving Rein, and
Donald H. Haider, Marketing Places in Europe:
Attracting Investments, Industries, Residents, and
Visitors to European Cities, Communities, Regions,
and Nations (London: Financial Times Prentice
Hall, 1999); Philip Kotler, Irving J. Rein, and Donald
Haider, Marketing Places: Attracting Investment,
Industry, and Tourism to Cities, States, and Nations
(New York: Free Press, 1993).

Philip Kotler, “Marketing: The Underappreciated
Workhorse,” Market Leader, Quarter 2 (2009),
pp. 8-10.

. V. Kumar, “Transformative Marketing: The Next

20 Years,” Journal of Marketing 82, no. 4 (2018),
pp. 1-12.

Thomas Friedman, The World Is Flat: A Brief
History of the Twenty-First Century (New York:
Farrar, Straus & Giroux, 2005).

Homi Kharas, The Unprecedented Expansion of
the Global Middle Class, (Washington, DC: The
Brookings Institution, 2017).

Vijay Govindarajan and Chris Trimble, Reverse
Innovation: Create Far from Home, Win Everywhere
(Boston: Harvard Business School Publishing, 2012).

13.

14.

15.

16.

17.

18.

19.

20.

21.

Rajendra Sisodia, David Wolfe, and Jagdish
Sheth, Firms of Endearment: How World-Class
Companies Profit from Passion (Upper Saddle
River, NJ: Wharton School Publishing, 2007).

Jeffrey Hollender and Stephen Fenichell, What
Matters Most (New York: Basic Books, 2004),

p. 168; Alexander Chernev and Sean Blair, “Doing
Well by Doing Good: The Benevolent Halo of
Corporate Social Responsibility,” Journal of
Consumer Research 41, no. 6 (2015), pp. 1412-25.
But corporate social responsibility efforts may

not work well for some types of brands, such as
luxury brands; see Carlos J. Torelli, Alokparna Basu
Monga, and Andrew M. Kaikati, “Doing Poorly by
Doing Good: Corporate Social Responsibility and
Brand Concepts,” Journal of Consumer Research
38 (February 2012), pp. 948-63.

Karey Wutkowski, “Car Makers Try to Copy
Green Halo of Prius,” Reuters, April 8, 2008;
https://www.prnewswire.com/news-releases/the-
car-that-changed-an-industry-toyota-marks-20th-
anniversary-of-prius-with-special-anniversary-
edition-301055995.html, accessed 1/30/2021.
For some thoughtful academic perspectives

on marketing strategy and tactics, see Alice M.
Tybout and Bobby J. Calder, eds., Kellogg on
Marketing, 2nd ed. (New York: Wiley, 2010) and
Alice M. Tybout and Tim Calkins, eds., Kellogg on
Branding (New York: Wiley, 2005).

Tomio Geron, “The Share Economy,” Forbes,
February 11, 2013; Georgios Zervas, Davide
Proserpio, and John W. Byers, “The Rise of the
Sharing Economy: Estimating the Impact of
Airbnb on the Hotel Industry,” Journal of Marketing
Research 54, no. 5 (2017), pp. 687-705.

“New Directions: Consumer Goods Companies
Hone a Cross-Channel Approach to Consumer
Marketing,” The Economist Intelligence Unit
Special Report, February 2012.

Mark Schaefer, “The 10 Best Corporate Blogs

in the World,” www.businessesgrow.com,
January 5, 2011; Roger Yu, “More Companies Quit
Blogging, Go with Facebook Instead,” USA Today,
April 20, 2012.

Natasha Singer, “Amazon Is Pushing Technology
That a Study Says Could Be Biased,” New

York Times, January 24, 2019; Spencer Ante,

“As Economy Cools, IBM Furthers Focus on
Marketers,” Wall Street Journal, July 17, 2012.
“Case Study: Promote Iceland,” www.warc.com,
2012; “How to Use a Volcanic Eruption to Your

513


https://www.bird.co/press
http://www.businessesgrow.com
http://www.warc.com
https://www.ama.org/AboutAMA/Pages/Definition-of-Marketing.aspx
https://www.ama.org/AboutAMA/Pages/Definition-of-Marketing.aspx
https://www.prnewswire.com/news-releases/thecar-that-changed-an-industry-toyota-marks-20thanniversary-of-prius-with-special-anniversaryedition-301055995.html
https://www.prnewswire.com/news-releases/thecar-that-changed-an-industry-toyota-marks-20thanniversary-of-prius-with-special-anniversaryedition-301055995.html
https://www.prnewswire.com/news-releases/thecar-that-changed-an-industry-toyota-marks-20thanniversary-of-prius-with-special-anniversaryedition-301055995.html
https://www.prnewswire.com/news-releases/thecar-that-changed-an-industry-toyota-marks-20thanniversary-of-prius-with-special-anniversaryedition-301055995.html

514

22,

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

ENDNOTES

Advantage in Marketing,” ICCA Best Marketing
Award Entry 2010; Marc Springate and George
Bryant, “Promote Iceland: Inspired by Iceland,”
www.warc.com, 2012; https://www.islandsstofa
.is/en, accessed 11/23/2020.

Diane Cardwell, “At Patagonia, the Bottom
Line Includes the Earth,” New York Times,
July 30, 2014.

For a discussion of the conditions when
consumers are most likely to prefer fair-trade
products, see Katherine White, Rhiannon
MacDonnell, and John H. Ellard, “Belief in a

Just World: Consumer Intentions and Behaviors
toward Ethical Products,” Journal of Marketing 76
(January 2012), pp. 103-18.

https://www.warc.com/NewsAndOpinion/
News/30084, accessed 11/23/2020.

Alexander Edeling and Marc Fischer, “Marketing’s
Impact on Firm Value: Generalizations from a
Meta-Analysis,” Journal of Marketing Research 53,
no. 4 (2016), pp. 515-34.

Constantine S. Katsikeas, Neil A. Morgan,
Leonidas C. Leonidou, and G. Tomas M. Hult,
“Assessing Performance Outcomes in Marketing.”
Journal of Marketing 80, no. 2 (2016), pp. 1-20.

V. Kumar, “Integrating Theory and Practice in
Marketing.” Journal of Marketing 81, no. 2 (2017),
pp. 1-7.

Theodore Levitt, “Marketing Myopia,” Harvard
Business Review, July-August 1960, p. 50.

For a broad historical treatment of marketing
thought, see D. G. Brian Jones and Eric H. Shaw,
“A History of Marketing Thought,” in Barton A.
Weitz and Robin Wensley, eds., Handbook of
Marketing (London: Sage, 2002), pp. 39-65.

For more specific issues related to the interface
between marketing and sales, see Christian
Homburg, Ove Jensen, and Harley Krohmer,
“Configurations of Marketing and Sales: A
Taxonomy,” Journal of Marketing 72 (March 2008),
pp. 133-54.

For some further historical reading on the origins
of brand and category management, see George
S. Low and Ronald A. Fullerton, “Brands, Brand
Management, and the Brand Manager System: A
Critical Historical Evaluation,” Journal of Marketing
Research 31 (May 1994), pp. 173-90.

D. Gail Fleenor, “The Next Space Optimizer,”
Progressive Grocer, March 2009.

Larry Selden and Geoffrey Colvin, Angel
Customers & Demon Customers (New York:
Portfolio [Penguin], 2003).

For an in-depth discussion of issues around
implementing a customer-based organization
on which much of this paragraph is based, see

34.

35.

36.

37.

38.

39.

40.

41.

George S. Day, “Aligning the Organization with
the Market,” MIT Sloan Management Review 48
(Fall 2006), pp. 41-49.

Frederick E. Webster Jr., “The Role of Marketing
and the Firm,” in Barton A. Weitz and Robin
Wensley, eds., Handbook of Marketing (London:
Sage, 2002), pp. 39-65; Colleen M. Harmeling,
Robert W. Palmatier, Eric Fang, and Dianwen
Wang, “Group Marketing: Theory, Mechanisms,
and Dynamics,” Journal of Marketing 81, no. 4
(2017), pp. 1-24.

Ibid.; Jon R. Katzenbach and Douglas K. Smith,
The Wisdom of Teams: Creating the High-
Performance Organization (Boston: Harvard
Business School Press, 1993); Matias G. Enz and
Douglas M. Lambert, “Using Cross-Functional,
Cross-Firm Teams to Co-Create Value: The Role
of Financial Measures,” Industrial Marketing
Management, 41 (April 2012), pp. 495-507.
Agneta Larsson, Mats Johansson, Fredrik Baath,
and Sanna Neselius, “Reducing Throughput Time
in a Service Organization by Introducing Cross-
Functional Teams,” Production Planning & Control
23 (July 2012), pp. 571-80.

Peter C. Verhoef and Peter S. H. Leeflang,
“Understanding the Marketing Department’s
Influence within the Firm,” Journal of Marketing
73 (March 2009), pp. 14-37; Pravin Nath and
Vijay Mahajan, “Marketing in the C-Suite: A Study
of Chief Marketing Officer Power in Firm’s Top
Management Teams,” Journal of Marketing, 75
(January 2012), pp. 60-77; Christian Schulze,
Bernd Skiera, and Thorsten Weisel, “Linking
Customer and Financial Metrics to Shareholder
Value: The Leverage Effect in Customer-Based
Valuation,” Journal of Marketing, 76 (March 2012),
pp. 17-32.

Nirmalya Kumar, Marketing as Strategy:
Understanding the CEO’s Agenda for Driving
Growth and Innovation (Boston: Harvard Business
School Press, 2004).

George S. Day and Robert Malcolm, “The
CMO and the Future of Marketing,” Marketing
Management, Spring 2012, pp. 34-43.

Natalie Zmuda, “Global Experience Rises as
Prerequisite to Getting Ahead,” Advertising Age,
June 10, 2012.

For research on the prevalence of CMOs,

see Pravin Nath and Vijay Mahajan, “Chief
Marketing Officers: A Study of Their Presence

in Firms’ Top Management Teams,” Journal of
Marketing 72 (January 2008), pp. 65-81. For
more discussion on the importance of CMOs, see
David A. Aaker, Spanning Silos: The New CMO
Imperative (Boston: Harvard Business School
Press, 2008).


http://www.warc.com
https://www.islandsstofa.is/en
https://www.warc.com/NewsAndOpinion/News/30084
https://www.islandsstofa.is/en
https://www.warc.com/NewsAndOpinion/News/30084

42.

43.

44.

45.

46.

47.

48.

49,

50.

51.

Rui Wang, Aditya Gupta, and Rajdeep Grewal,
“Mobility of Top Marketing and Sales Executives in
Business-to-Business Markets: A Social Network
Perspective,” Journal of Marketing Research 54,
no. 4 (2017), pp. 650-70.

V. Kumarand Werner Reinartz. “Creating Enduring
Customer Value.” Journal of Marketing 80, no. 6
(2016), pp. 36-68.

Johanna Frosén, Jukka Luoma, Matti Jaakkola,
Henrikki Tikkanen, and Jaakko Aspara. “What
Counts versus What Can Be Counted: The
Complex Interplay of Market Orientation and
Marketing Performance Measurement,” Journal of
Marketing 80, no. 3 (2016), pp. 60-78.

For discussion of some of the issues involved, see
Glen Urban, Don’t Just Relate — Advocate (Upper
Saddle River, NJ: Pearson Education, Wharton
School Publishing, 2005).

For a broad historical treatment of marketing
thought, see D. G. Brian Jones and Eric H. Shaw,
“A History of Marketing Thought,” Barton A. Weitz
and Robin Wensley, eds., Handbook of Marketing
(London: Sage, 2002), pp. 39-65. For more
specific issues related to the interface between
marketing and sales, see Christian Homburg, Ove
Jensen, and Harley Krohmer, “Configurations of
Marketing and Sales: A Taxonomy,” Journal of
Marketing 72 (March 2008), pp. 133-54.

Frederick E. Webster Jr., “Expanding Your
Network,” Marketing Management (Fall 2010),

pp. 16-23; Frederick E. Webster Jr., Alan J. Malter,
and Shankar Ganesan, “Can Marketing Regain lts
Seat at the Table?” Marketing Science Institute
Report No. 03-113 (Cambridge, MA: Marketing
Science Institute, 2003); Frederick E. Webster Jr.,
“The Role of Marketing and the Firm,” in Barton

A. Weitz and Robin Wensley, eds., Handbook of
Marketing (London: Sage, 2002), pp. 39-65.

Jeff S. Johnson and Joseph M. Matthes. “Sales-
to-Marketing Job Transitions,” Journal of Marketing
82, no. 4 (2018), pp. 32-48.

For more on creativity, see Pat Fallon and Fred
Senn, Juicing the Orange: How to Turn Creativity
into a Powerful Business Advantage (Boston:
Harvard Business School Press, 2006); Bob
Schmetterer, Leap: A Revolution in Creative
Business Strategy (Hoboken, NJ: Wiley, 2003);
Jean-Marie Dru, Beyond Disruption: Changing the
Rules in the Marketplace (Hoboken, NJ: Wiley,
2002); and all the books by Edward DeBono.
Gary Hamel, Leading the Revolution (Boston:
Harvard Business School Press, 2000).

Jagdish N. Sheth, The Self-Destructive Habits
of Good Companies . . . and How to Break
Them (Upper Saddle River, NJ: Wharton School
Publishing, 2007).

52.

53.

54.

ENDNOTES 515

This section is largely derived from Philip Kotler,
Ten Deadly Marketing Sins: Signs and Solutions
(Hoboken, NJ: Wiley, 2004). © Philip Kotler.
Marketing Spotlight sources: Barbara Lippert,
“Game Changers: Inside the Three Greatest Ad
Campaigns of the Past Three Decades,” Adweek,
November 17, 2008; Chris Zook and James Allen,
“Growth outside the Core,” Harvard Business
Review, December 2003, pp. 66-75; Adam
Lashinsky, “Nike’s Master Craftsman,” Fortune,
November 12, 2015; Laura Stevens and Sara
Germano, “Retail Shift Pushed Nike to Amazon—
Sneaker Giant Resisted for Years but Got
Outflanked by e-Commerce,” Wall Street Journal,
June 29, 2017; https://about.nike.com, accessed
11/22/2020.

Marketing Spotlight sources: Richard Siklosc,
“The Iger Difference,” Fortune, April 11, 2008;
Dorothy Pomerantz, “Five Lessons in Success
from Disney’s $40 Million CEO,” Forbes, January
23, 2013; Carmine Gallo, “Customer Service

the Disney Way,” Forbes, April 14, 2011; Hugo
Martin, “Disney’s 2011 Marketing Campaign
Centers on Family Memories,” LA Times,
September 23, 2010; Erich Schwartzel, “Disney
Lays Out Its Plan to Fight Back against Streaming
Giants,” Wall Street Journal, August 8, 2018;
Brooks Barnes, “Mickey Turns 90, and the
Disney Marketing Machine Celebrates,” New
York Times, November 2, 2018; https://www
.thewaltdisneycompany.com/about; accessed
11/22/2020.

Chapter 2

1.

®

Maureen Farrell, “Slack Files to Go Public with
Direct Listing,” Wall Street Journal, February 4,
2019; Molly Fischer, “What Happens When Work
Becomes a Nonstop Chat Room,” Intelligencer,
May 1, 2017; Jeff Bercovici, “Slack Is Our
Company of the Year. Here’'s Why Everybody’s
Talking about It,” Inc., December 2015/

January 2016; Amanda Hess, “Slack Off,” Slate,
April 19, 2015.; https://slack.com/about, accessed
11/23/2020.

. Alexander Chernev, Strategic Marketing

Management: Theory and Practice (Chicago, IL:
Cerebellum Press, 2019).

Peter Drucker, Management: Tasks, Responsibilities
and Practices (New York: Harper and Row, 1973),
chapter 7.

. https://www.google.com/about, accessed

11/23/2020.
https://www.ikea.com/ms/en_SG/about_ikea/our_
business_idea/index.html, accessed 11/23/2020.
https://investor.fb.com/resources/default.aspx,
accessed 11/23/2020.


https://about.nike.com
https://www.thewaltdisneycompany.com/about
https://slack.com/about
https://www.google.com/about
https://www.ikea.com/ms/en_SG/about_ikea/our_business_idea/index.html
https://investor.fb.com/resources/default.aspx
https://www.ikea.com/ms/en_SG/about_ikea/our_business_idea/index.html
https://www.thewaltdisneycompany.com/about

516

10.

11.

12.

13.

14.

15.

16.

17.

ENDNOTES

https://www.tesla.com/about, accessed 11/23/2020.

https://www.starbucks.com/about-us/company-
information/mission-statement, accessed
11/23/2020.

https://www.microsoft.com/en-us/about,
accessed 11/23/2020.

Emmie Martin, “A Major Airline Says There’s
Something It Values More Than Its Customers,
and There’s a Good Reason Why,” Business
Insider, July 29, 2015; Jeff Tomson, “Company
Culture Soars at Southwest Airlines,” Forbes,
December 18, 2018; https://www.swamedia
.com/pages/corporate-fact-sheet, accessed
11/23/2020.

Beth Snyder Bulik, “Customer Service Playing
Bigger Role as Marketing Tool,” Advertising Age,
November 7, 2011.

Robert M. Grant, Contemporary Strategy Analysis,
8th ed. (New York: John Wiley & Sons, 2013),
chapter 5.

E. J. Schultz, “Kraft’'s New Grocery Company
Plans Marketing Boost in Search of ‘Renaissance,”
Advertising Age, September 7, 2012; Paul Ziobro,
“Kraft Defends Split,” Wall Street Journal,
September 8, 2011; http://www.kraftheinzcompany
.com, accessed 11/23/2020.

This section is largely based on Alexander
Chernev, Strategic Marketing Management: Theory
and Practice (Chicago, IL: Cerebellum Press,
2019).

Allan D. Shocker, “Determining the Structure

of Product-Markets: Practices, Issues, and
Suggestions,” in Barton A. Weitz and Robin
Wensley, eds., Handbook of Marketing (London:
Sage, 2002), pp. 106-25. See also Bruce H.
Clark and David B. Montgomery, “Managerial
Identification of Competitors,” Journal of Marketing
63 (July 1999), pp. 67-83.

“What Business Are You In? Classic Advice
from Theodore Levitt,” Harvard Business Review
(October 2006), pp. 127-37. See also Theodore
Levitt’s seminal article “Marketing Myopia,”
Harvard Business Review,(July—August 1960,
pp. 45-56.

For discussion of some of the long-term
implications of marketing activities, see Koen
Pauwels, “How Dynamic Consumer Response,
Competitor Response, Company Support, and
Company Inertia Shape Long-Term Marketing
Effectiveness,” Marketing Science 23 (Fall 2004),
pp. 596-610; Marnik Dekimpe and Dominique
Hanssens, “Sustained Spending and Persistent
Response: A New Look at Long-term Marketing
Profitability,” Journal of Marketing Research

36 (November 1999), pp. 397-412.

19.

20.

21.

22,

23.

24.

26.

27.

28.

. Michael Porter, “How Competitive Forces

Shape Strategy,” Harvard Business Review 57
(March-April 1979), pp. 137-45; Michael

E. Porter, Competitive Strategy: Techniques for
Analyzing Industries and Competitors (New York:
Free Press, 1980).

Alexander Cherneyv, Strategic Marketing
Management: Theory and Practice (Chicago, IL:
Cerebellum Press, 2019).

The view of customer value creation as a

process of managing attractiveness, awareness,
and availability is a streamlined version of the

4-A framework that delineates acceptability,
affordability, accessibility, and awareness as the
key sources of customer value. See Jagdish Sheth
and Rajendra Sisodia, The 4 A’s of Marketing:
Creating Value for Customer, Company and
Society (New York: Routledge, 1012).

This section is largely based on Alexander
Chernev, Strategic Marketing Management: Theory
and Practice (Chicago, IL: Cerebellum Press,
2019).

John Elkington, “Partnerships from Cannibals with
Forks: The Triple Bottom Line of 21st-Century
Business,” Environmental Quality Management

8, no. 1 (1998): pp. 37-51; John Elkington, “25
Years Ago | Coined the Phrase ‘Triple Bottom
Line.” Here’s Why It’s Time to Rethink It,” Harvard
Business Review, June 25, 2018.

https://www.unilever.com/sustainable-living/
our-approach-to-reporting/our-metrics, accessed
11/23/2020.

For other examples, see Neil Bendle, Paul Farris,
Phillip Pfeifer,

David Reibstein, Marketing Metrics 4th edition
(Upper Saddle River, NJ: Pearson FT Press, 2020).

. This section is largely based on Alexander

Chernev, Strategic Marketing Management: Theory
and Practice (Chicago, IL: Cerebellum Press,
2019).

This section is largely based on Alexander
Chernev, Strategic Marketing Management: Theory
and Practice (Chicago, IL: Cerebellum Press,
2019).

This section is largely based on Alexander
Chernev, The Marketing Plan Handbook, 6th ed.
(Chicago, IL: Cerebellum Press, 2020).

This marketing spotlight is largely derived from
the following sources: John Gapper, “Google’s
Android Tactics Are Microsoft Light,” FT.com,
April 20, 2016; Jack Nicas and Jay Greene,
“Google, a Cloud-Computing Upstart, Seeks
Credibility” Wall Street Journal, March 8, 2017;
Miguel Helft, “Google Introduces Impressive Array
of New Hardware: Phones, Speakers, Earbuds,


https://www.tesla.com/about
https://www.starbucks.com/about-us/company-information/mission-statement
https://www.microsoft.com/en-us/about
https://www.swamedia.com/pages/corporate-fact-sheet
http://www.kraftheinzcompany.com
https://www.unilever.com/sustainable-living/our-approach-to-reporting/our-metrics
https://www.starbucks.com/about-us/company-information/mission-statement
https://www.swamedia.com/pages/corporate-fact-sheet
http://www.kraftheinzcompany.com
https://www.unilever.com/sustainable-living/our-approach-to-reporting/our-metrics
http://FT.com

29.

Cameras, and More,” Forbes, October 4, 2017;
Jack Nicas, “Google’s New Products Reflect

Push into Machine Learning,” Wall Street Journal,
May 19, 2016; Jack Nicas, “Google Sees Ad
Growth But Earns Less for Each Click,” Wall Street
Journal, July 25, 2017; https://www.google.com/
about, accessed 11/23/2020.

Marketing Spotlight sources: Sanmit Amin, “Why
Acquisition of Careem Is a Big Win for Uber,” Market
Realist, March 28, 2019, https://marketrealist.com/
2019/03/why-acquisition-of-careem-is-a-big-win-
for-uber/; Careem, “BeCareem—Drive Impact
across the Region,” 2020, https://www.careem.
com/en-ae/BeCareem/; Kristin Mariano, “Is It Worth
It for Uber to Acquire Careem for USD 3.1 Billion?,”
Travel Daily Media, January 7, 2020, https://www
.traveldailymedia.com/uber-acquire-careem-
usd-3-1-billion/; Aby Sam Thomas, “Careem: It's
Full Speed Ahead for This Middle East Startup,”
Entrepreneur Middle East, January 13, 2016,
https://www.entrepreneur.com/article/254894.

Chapter 3

1.

Ben Crair, “This Multibillion-Dollar Corporation

Is Controlled by a Penniless Yoga Superstar,”
Bloomberg Businessweek, March 15, 2018.
Robert Worth, “The Billionaire Yogi Behind Modi’s
Rise,” New York Times, July 26, 2018; Omair
Ahmad, “Interview: The Many, Many Things We
Don’t Know about Baba Ramdev,” The Wire,
October 3, 2018.

Michael R. Solomon, Consumer Behavior: Buying,
Having, and Being, 10th ed. (Upper Saddle River,
NJ: Prentice Hall, 2013).

Katherine N. Lemon and Peter C. Verhoef,
“Understanding Customer Experience throughout
the Customer Journey,” Journal of Marketing 80,
no. 6 (2016), pp. 69-96.

G. Hofstede, Cultures and Organizations: Software
of the Mind (New York: McGraw-Hill, 1997).

Leon G. Schiffman and Leslie Lazar Kanuk,
Consumer Behavior, 10th ed. (Upper Saddle River,
NJ: Prentice Hall, 2010).

. V. Kumar and Anita Pansari, “National Culture,

Economy, and Customer Lifetime Value: Assessing
the Relative Impact of the Drivers of Customer
Lifetime Value for a Global Retailer,” Journal of
International Marketing 24, no. 1 (March 2016)

pp. 1-21; Daniel G. Goldstein, Hal E. Hershfield,
and Shlomo Benartzi, “The lllusion of Wealth and
Its Reversal,” Journal of Marketing Research 53,
no. 5 (2016), pp. 804-813.

Delphine Dion and Stéphane Borraz, “Managing
Status: How Luxury Brands Shape Class
Subijectivities in the Service Encounter,” Journal of
Marketing 81, no. 5 (2017), pp. 67-85.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

ENDNOTES 517

Andrea Novais, “Social Classes in Brazil,”
The Brazil Business, October 7, 2011; Edison
Bertoncelo, “Social Classes in Brazil: Time,
Trajectory and Immaterial Inheritance,” The
Sociological Review, May 1, 2015.

Leon G. Schiffman and Leslie Lazar Kanuk,
Consumer Behavior, 10th ed. (Upper Saddle River,
NJ: Prentice Hall, 2010).

Michael Trusov, Anand Bodapati, and Randolph E.
Bucklin, “Determining Influential Users in Internet
Social Networks,” Journal of Marketing Research
47 (August 2010), pp. 643-58.

Elizabeth S. Moore, William L. Wilkie, and Richard
J. Lutz, “Passing the Torch: Intergenerational
Influences as a Source of Brand Equity,” Journal of
Marketing 66 (April 2002), pp. 17-37.

Kay M. Palan and Robert E. Wilkes, “Adolescent-
Parent Interaction in Family Decision Making,”
Journal of Consumer Research 24 (March 1997),

pp. 159-69; Sharon E. Beatty and Salil Talpade,
“Adolescent Influence in Family Decision Making:
A Replication with Extension,” Journal of
Consumer Research 21 (September 1994),

pp. 332-41.

Scott I. Rick, Deborah A. Small, and Eli J. Finkel,
“Fatal (Fiscal) Attraction: Spendthrifts and
Tightwads in Marriage,” Journal of Marketing
Research 48 (April 2011), pp. 228-37.

Valentyna Melnyk, Stijn M. J. van Osselaer,

and Tammo H. A. Bijmolt, “Are Women More
Loyal Customers Than Men? Gender Differences
in Loyalty to Firms and Individual Service
Providers,” Journal of Marketing 73 (July 2009),
pp. 82-96.
ypulse.com/post/view/5-stats-on-millennials-
teens-social-medial, accessed 1/27/2021.

Rex Y. Du and Wagner A. Kamakura, “Household
Life Cycles and Lifestyles in the United States,”
Journal of Marketing Research 48 (February 2006),
pp. 121-32.

Brooks Barnes, “Disney Looking into Cradle for
Customers,” New York Times, February 6, 2011;
Lisa Yorgey Lester, “Expectant Parents: Tap into
the Baby Boom,” Target Marketing (September
2008); Melanie Linder and Lisa LaMotta,

“How to Market to the Modern Mom,” Forbes,
January 8, 2009.

Zack Burgess, “An Overall Success: After 125
years, Carhartt Rolls Up Its Sleeves for the Future,”
Crain’s Detroit, June 22, 2014.

Harold H. Kassarjian and Mary Jane Sheffet,
“Personality and Consumer Behavior: An Update,”
Harold H. Kassarjian and Thomas S. Robertson,
eds., Perspectives in Consumer Behavior
(Glenview, IL: Scott Foresman, 1981),

pp. 160-80.


https://www.google.com/about
https://www.careem.com/en-ae/BeCareem/
https://www.entrepreneur.com/article/254894
https://www.google.com/about
https://marketrealist.com/2019/03/why-acquisition-of-careem-is-a-big-win-for-uber/
https://marketrealist.com/2019/03/why-acquisition-of-careem-is-a-big-win-for-uber/
https://marketrealist.com/2019/03/why-acquisition-of-careem-is-a-big-win-for-uber/
https://www.careem.com/en-ae/BeCareem/
https://www.traveldailymedia.com/uber-acquire-careem-usd-3-1-billion/
https://www.traveldailymedia.com/uber-acquire-careem-usd-3-1-billion/
https://www.traveldailymedia.com/uber-acquire-careem-usd-3-1-billion/
http://ypulse.com/post/view/5-stats-on-millennials-teens-social-media1
http://ypulse.com/post/view/5-stats-on-millennials-teens-social-media1

518

20.

21.

22,

23.

24.

25.

26.

27.

28.

29.

ENDNOTES

Lucia Malér, Harley Krohmer, Wayne D. Hoyer, and
Bettina Nyffenegger, “Emotional Brand Attachment
and Brand Personality: The Relative Importance of
the Actual and the Ideal Self,” Journal of Marketing
75 (July 2011), pp. 35-52; Eugina Leung, Gabriele
Paolacci, and Stefano Puntoni, “Man versus
Machine: Resisting Automation in Identity-Based
Consumer Behavior,” Journal of Marketing
Research 55, no. 6 (2018), pp. 818-831.

Timothy R. Graeff, “Image Congruence Effects on
Product Evaluations: The Role of Self-Monitoring
and Public/Private Consumption,” Psychology &
Marketing 13 (August 1996), pp. 481-99.
Jennifer L. Aaker, “The Malleable Self: The Role
of Self-Expression in Persuasion,” Journal of
Marketing Research 36 (February 1999),

pp. 45-57; Monika Lisjak, Andrea Bonezzi,

Soo Kim, and Derek D. Rucker, “Perils of
Compensatory Consumption: Within-Domain
Compensation Undermines Subsequent Self-
Regulation,” Journal of Consumer Research 41,
no. 5 (2015), pp. 1186-1203.

www.smartertravel.com/best-boutique-hotel-
chains-2017/; www.jdvhotels.com/awards-and-
accolades, accessed 1/27/2021.

Alexander Chernev, Ryan Hamilton, and David Gal,
“Competing for Consumer Identity: Limits to Self-
Expression and the Perils of Lifestyle Branding,”
Journal of Marketing 75, no. 3 (2011): pp. 66-82.

Kavita Daswani, “Multitasking BB Skin Creams
Becoming Popular in U.S.,” Los Angeles Times,
July 15, 2012.

Anne D’Innocenzio, “Frugal Times: Hamburger
Helper, Kool-Aid in Advertising Limelight,”
Associated Press, Seattle Times, April 29, 2009;
Julie Jargon, “Velveeta Shows Its Sizzle against
Hamburger Helper,” Wall Street Journal,
December 29, 2011; www.marketplace.org/2013/
07/15/business/hamburger-helper-gets-new-
name.

Abraham Maslow, Motivation and Personality (New
York: Harper & Row, 1954), pp. 80-106. For an
interesting business application, see Chip Conley,
Peak: How Great Companies Get Their Mojo from
Maslow (San Francisco: Jossey Bass 2007).

Nikolaus Franke, Peter Keinz, and Christoph J.
Steger, “Testing the Value of Customization: When
Do Customers Really Prefer Products Tailored to
Their Preferences?” Journal of Marketing 73
(September 2009), pp. 103-21; Aner Sela, Jonah
Berger, and Joshua Kim, “How Self-Control
Shapes the Meaning of Choice,” Journal of
Consumer Research 44, no. 4 (2017), pp. 724-37.
Margaret C. Campbell and Caleb Warren, “The
Progress Bias in Goal Pursuit: When One Step
Forward Seems Larger than One Step Back,”

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

Journal of Consumer Research 41, no. 5 (2015),
pp. 1316-31.

Neil Stevenson, “Need Feedback? Here’s 5 Ways
to Reinvent the Focus Group,” Ideo, June 6, 2016.
Clotaire Rapaille, “Marketing to the Reptilian
Brain,” Forbes, July 3, 2006; Clotaire Rapaille, The
Culture Code (New York: Broadway Books, 2007);
Douglas Gantebein, “How Boeing Put the Dream in
Dreamliner,” Air and Space (September 2007); Tom
Otley, “The Boeing Dreamliner: A Sneak Preview,”
Business Traveller, June 3, 2009.

www.nbcnews.com/id/38164372/ns/business-
autos/t/chryslers-pt-cruiser-hits-end-road/#.W-
x7Q-JMEt, accessed 12/17/2020; www.quirks
.com/articles/chrysler-dug-deep-with-archetype-
research-to-shape-its-pt-cruiser.

Bernard Berelson and Gary A. Steiner, Human
Behavior: An Inventory of Scientific Findings (New
York: Harcourt Brace Jovanovich, 1964), p. 88.
University of Florida’s Chris Janiszewski has
conducted fascinating research looking at
preconscious processing effects. See Chris
Janiszewski, “Preattentive Mere Exposure Effects,”
Journal of Consumer Research 20 (December
1993), pp. 376-92, as well as some of his earlier
and subsequent research. For more foundational
perspectives, see also John A. Bargh and Tanya
L. Chartrand, “The Unbearable Automaticity of
Being,” American Psychologist 54 (1999),

pp. 462-79; and Grainne M. Fitzsimons, Tanya L.
Chartrand, and Gavan J. Fitzsimons, “Automatic
Effects of Brand Exposure on Motivated Behavior:
How Apple Makes You ‘Think Different,”” Journal
of Consumer Research 35 (June 2008), pp. 21-35,
as well as the research programs of both authors.

See Timothy E. Moore, “Subliminal Advertising:
What You See Is What You Get,” Journal of
Marketing 46 (Spring 1982), pp. 38-47 for an early
classic discussion; and Andrew B. Aylesworth,
Ronald C. Goodstein, and Ajay Kalra, “Effect of
Archetypal Embeds on Feelings: An Indirect Route
to Affecting Attitudes?” Journal of Advertising 28
(Fall 1999), pp. 73-81 for additional discussion.
Ross Pomeroy, “The Legendary Study That
Embarrassed Wine Experts across the Globe,”
RealClear, August 18, 2014.

Jack Neff, “Creativity Marks This Spot: K-C
Thrives in Tiny Neenah,” Advertising Age,

June 6, 2011; “U by Kotex Creates a Social
Movement,” Adweek, November 22, 2011.

Jonah Berger and Katherine L. Milkman, “What
Makes Online Content Viral?” Journal of Marketing
Research 49 (April 2012), pp. 192-205.

Scott Berinato, “The Demographics of Cool,”
Harvard Business Review (December 2011),

pp. 136-37; Steve Stoute, The Tanning of


http://www.marketplace.org/2013/07/15/business/hamburger-helper-gets-new-name
http://www.smartertravel.com/best-boutique-hotel-chains-2017/
http://www.smartertravel.com/best-boutique-hotel-chains-2017/
http://www.jdvhotels.com/awards-and-accolades
http://www.jdvhotels.com/awards-and-accolades
http://www.marketplace.org/2013/07/15/business/hamburger-helper-gets-new-name
http://www.marketplace.org/2013/07/15/business/hamburger-helper-gets-new-name
http://www.nbcnews.com/id/38164372/ns/business-autos/t/chryslers-pt-cruiser-hits-end-road/#.W-x7Q-JMEt
http://www.nbcnews.com/id/38164372/ns/business-autos/t/chryslers-pt-cruiser-hits-end-road/#.W-x7Q-JMEt
http://www.nbcnews.com/id/38164372/ns/business-autos/t/chryslers-pt-cruiser-hits-end-road/#.W-x7Q-JMEt
http://www.quirks.com/articles/chrysler-dug-deep-with-archetype-research-to-shape-its-pt-cruiser
http://www.quirks.com/articles/chrysler-dug-deep-with-archetype-research-to-shape-its-pt-cruiser
http://www.quirks.com/articles/chrysler-dug-deep-with-archetype-research-to-shape-its-pt-cruiser

40.

41.

42.

43.

44,

45.

46.

47.

48.

49.

America: How Hip-Hop Created a Culture That
Rewrote the Rules of the New Economy (New
York: Gotham, 2012).

Katherine Halek, “Retro Marketing Tactics That
Work Better Than Ever,” Relevance (May 2014).
Vladas Griskevicius, Noah Goldstein, Chad
Mortensen, Jill Sundie, Robert Cialdini, and
Douglas Kenrick, “Fear and Loving in Las Vegas:
Evolution, Emotion, and Persuasion,” Journal of
Marketing Research 46, no. 3 (2009), pp. 384-95.
Deborah Small and Nicole M. Verrochi, “The Face
of Need: Facial Emotion Expression on Charity
Advertisements,” Journal of Marketing Research
46, no. 6 (2009), pp. 777-87.

For additional discussion, see John G. Lynch Jr.
and Thomas K. Srull, “Memory and Attentional
Factors in Consumer Choice: Concepts and
Research Methods,” Journal of Consumer
Research 9 (June 1982), pp. 18-36; and Joseph
W. Alba, J. Wesley Hutchinson, and John G. Lynch
Jr., “Memory and Decision Making,” in Harold

H. Kassarjian and Thomas S. Robertson, eds.,
Handbook of Consumer Theory and Research
(Englewood Cliffs, NJ: Prentice Hall, 1992),

pp. 1-49.

Jonah Berger and Eric M. Schwartz, “What
Drives Immediate and Ongoing Word of Mouth?”
Journal of Marketing Research 48 (October 2011),
pp. 869-80.

Based in part on Figure 1.7 from George Belch
and Michael Belch, Advertising and Promotion: An
Integrated Marketing Communications Perspective,
8th ed. (Homewood, IL: Irwin, 2009).

Marketing scholars have developed several
models of the consumer buying process through
the years. See Mary Frances Luce, James

R. Bettman, and John W. Payne, Emotional
Decisions: Tradeoff Difficulty and Coping in
Consumer Choice (Chicago: University of Chicago
Press, 2001); James F. Engel, Roger D. Blackwell,
and Paul W. Miniard, Consumer Behavior, 8th ed.
(Fort Worth, TX: Dryden, 1994); and John A.
Howard and Jagdish N. Sheth, The Theory of
Buyer Behavior (New York: John Wiley & Sons,
1969).

David Court, Dave Elzinga, Susan Mulder, and Ole
Jorgen Vetvik, “The Consumer Decision Journey,”
McKinsey Quarterly 3, no. 3 (2009), pp. 96-107.

Geoffrey Precourt, “How Unilever Uses Online
Data to Map the Path to Purchase,” www.warc
.com (April 2012).

Janet Schwartz, Mary Frances Luce, and Dan
Ariely, “Are Consumers Too Trusting? The Effects
of Relationships with Expert Advisers,” Journal of
Marketing Research 48 (Special Issue 2011),

pp. S163-S174.

50.

51.

52.

53.

54.

55.

ENDNOTES 519

Min Ding, John R. Hauser, Songting Dong,

Daria Dzyabura, Zhilin Yang, Chenting Su, and
Steven Gaskin, “Unstructured Direct Elicitation of
Decision Rules,” Journal of Marketing Research
48 (February 2011), pp. 116-27; Michaela
Draganska and Daniel Klapper, “Choice Set
Heterogeneity and the Role of Advertising: An
Analysis with Micro and Macro Data,” Journal of
Marketing Research 48 (August 2011), pp. 653-69;
John R. Hauser, Olivier Toubia, Theodoros
Evgeniou, Rene Befurt, and Daria Dzyabura,
“Disjunctions of Conjunctions, Cognitive Simplicity
and Consideration Sets,” Journal of Marketing
Research 47 (June 2010), pp. 485-96; Erjen Van
Nierop, Bart Bronnenberg, Richard Paap, Michel
Wedel, and Philip Hans Franses, “Retrieving
Unobserved Consideration Sets from Household
Panel Data,” Journal of Marketing Research 47
(February 2010), pp. 63-74. For some behavioral
perspectives, see Jeffrey R. Parker and Rom Y.
Schrift, “Rejectable Choice Sets: How Seemingly
Irrelevant No-Choice Options Affect Consumer
Decision Processes,” Journal of Marketing
Research 48 (October 2011), pp. 840-54.
Benedict G. C. Dellaert and Gerald Haubl,
“Searching in Choice Mode: Consumer

Decision Processes in Product Search with
Recommendations,” Journal of Marketing
Research 49 (April 2012), pp. 277-88. See

also Jun B. Kim, Paulo Albuquerque, and Bart

J. Bronnenberg, “Mapping Online Consumer
Search,” Journal of Marketing Research 48
(February 2011), pp. 13-27.

Robert E. Smith and William R. Swinyard,
“Attitude-Behavior Consistency: The Impact

of Product Trial versus Advertising,” Journal of
Marketing Research (1983), pp. 257-67.

Paul E. Green and Yoram Wind, Multiattribute
Decisions in Marketing: A Measurement Approach
(Hinsdale, IL: Dryden, 1973), chapter 2; Richard J.
Lutz, “The Role of Attitude Theory in Marketing,”
in H. Kassarjian and T. Robertson, eds.,
Perspectives in Consumer Behavior (Lebanon, IN:
Scott Foresman, 1981), pp. 317-39.

This expectancy-value model was originally
developed by Martin Fishbein, “Attitudes and
Prediction of Behavior,” in Martin Fishbein, ed.,
Readings in Attitude Theory and Measurement
(New York: John Wiley & Sons, 1967), pp. 477-92;
for a critical review, see Paul W. Miniard and

Joel B. Cohen, “An Examination of the Fishbein-
Ajzen Behavioral-Intentions Model’s Concepts
and Measures,” Journal of Experimental Social
Psychology (May 1981), pp. 309-39.

Michael R. Solomon, Consumer Behavior: Buying,
Having, and Being, 10th ed. (Upper Saddle River,
NJ: Prentice Hall, 2013).


http://www.warc.com
http://www.warc.com

520

56.

57.

58.

59.

60.

61.

62.

63.

64.

ENDNOTES

Daniel Kahneman, Thinking, Fast and Slow (New
York: Farrar, Straus and Giroux, 2011); Meng Zhu,
Yang Yang, and Christopher K Hsee, “The Mere
Urgency Effect,” Journal of Consumer Research
45, no. 3 (2018), pp. 673-90; Bart De Langhe
and Stefano Puntoni, “Productivity Metrics and
Consumers’ Misunderstanding of Time Savings,”
Journal of Marketing Research 53, no. 3 (2016),
pp. 396-406; Aaron M. Garvey, Margaret G. Meloy,
and Baba Shiv, “The Jilting Effect: Antecedents,
Mechanisms, and Consequences for Preference,”
Journal of Marketing Research 54, no. 5 (2017),
pp. 785-98.

Richard H. Thaler and Cass R. Sunstein, Nudge:
Improving Decisions about Health, Wealth, and
Happiness (New York: Penguin, 2009); Michael
Krauss, “A Nudge in the Right Direction,”
Marketing News, March 30, 2009, p. 20.

Richard E. Petty, Communication and Persuasion:
Central and Peripheral Routes to Attitude Change
(New York: Springer-Verlag, 1986); Richard E. Petty
and John T. Cacioppo, Attitudes and Persuasion:
Classic and Contemporary Approaches (New York:
McGraw-Hill, 1981).

Martin Fishbein, “Attitudes and Prediction of
Behavior,” in M. Fishbein, ed., Readings in Attitude
Theory and Measurement (New York: John Wiley &
Sons, 1967), pp. 477-92.

For an examination of the use of Consumer
Reports, see Uri Simonsohn, “Lessons from an
‘Oops’ at Consumer Reports: Consumers Follow
Experts and Ignore Invalid Information,” Journal of
Marketing Research 48 (February 2011), pp. 1-12.

Margaret C. Campbell and Ronald C. Goodstein,
“The Moderating Effect of Perceived Risk on
Consumers’ Evaluations of Product Incongruity:
Preference for the Norm,” Journal of Consumer
Research 28 (December 2001), pp. 439-49;

James R. Bettman, “Perceived Risk and Its
Components: A Model and Empirical Test,” Journal
of Marketing Research 10 (May 1973); Bowen
Ruan, Christopher K. Hsee, and Zoe Y. Lu, “The
Teasing Effect: An Underappreciated Benefit of
Creating and Resolving an Uncertainty,” Journal of
Marketing Research 55, no. 4 (2018), pp. 556-70.

Yangjie Gu, Simona Botti, and David Faro,
“Seeking and Avoiding Choice Closure to Enhance
Outcome Satisfaction,” Journal of Consumer
Research 45, no. 4 (2018), pp. 792-809.

Richard L. Oliver, “Customer Satisfaction
Research,” in Rajiv Grover and Marco Vriens, eds.,
Handbook of Marketing Research (Thousand Oaks,
CA: Sage Publications, 2006), pp. 569-87.

Albert O. Hirschman, Exit, Voice, and Loyalty
(Cambridge, MA: Harvard University Press, 1970).

65.

66.

67.

68.

John D. Cripps, “Heuristics and Biases in Timing
the Replacement of Durable Products,” Journal

of Consumer Research 21 (September 1994),

pp. 304-18.

Marketing Insight sources: Daniel Kahneman,
Thinking, Fast and Slow (Farrar, Straus and Giroux,
2011); James Bettman, Mary Frances Luce, and
John Payne, “Constructive Consumer Choice
Processes,” Journal of Consumer Research

25 (December 1998), pp. 187-217; Itamar
Simonson, “Getting Closer to Your Customers

by Understanding How They Make Choices,”
California Management Review 35 (Summer 1993),
pp. 68-84; Richard Thaler, “Mental Accounting
and Consumer Choice,” Marketing Science 4
(Summer 1985), pp. 199-214; Richard Thaler and
Cass Sunstein, Nudge: Improving Decisions about
Health, Wealth, and Happiness (Yale University
Press, 2008); Dan Ariely, Predictably Irrational
(New York, NY: HarperCollins Publishers, 2008).
Marketing Spotlight sources: Leonard L. Berry
and Kent D. Seltman, Management Lessons

from Mayo Clinic (New York: McGraw-Hill,

2008); Leonard L. Berry, “Leadership Lessons
from Mayo Clinic,” Organizational Dynamics 33
(August 2004), pp. 228-42; Leonard L. Berry and
Neeli Bendapudi, “Clueing in Customers,” Harvard
Business Review (February 2003), pp. 100-106;
Max Nissen, “Mayo Clinic CEO: Here’s Why We’ve
Been the Leading Brand in Medicine for 100
Years,” Business Insider, February 23, 2013; Jack
Nicas, “Mayo Clinic’s Upmarket Move,” Wall Street
Journal, April 22, 2013; Ron Winslow, “Mayo
Clinic’s Unusual Challenge: Overhaul a Business
That’s Working,” Wall Street Journal, June 2, 2017,
www.mayoclinic.org, accessed 1/26/2021.

Marketing Spotlight sources: Mark Johnson and
Joe Sinfield, “Focusing on Consumer Needs Is Not
Enough,” Advertising Age, April 28, 2008; Sarah
Needleman, “How | Built It: For Intuit Co-Founder,
the Numbers Add Up,” Wall Street Journal,

August 18, 2011, p. B.4; Rachel Emma Silverman,
“Companies Change Their Way of Thinking,” Wall
Street Journal, June 7, 2012; Geoff Colvin, “How
Intuit Reinvents Itself,” Fortune, October 20, 2017;
Brad Smith, “Intuit’s CEO on Building a Design-
Driven Company,” Harvard Business Review,
January-February 2015; www.intuit.com/company,
accessed 1/26/2021.

Chapter 4

1.

2.

www.caterpillar.com/en/company.html, accessed
10/23/2020.

For a comprehensive review of the topic, see
James C. Anderson and James A. Narus, Business


http://www.mayoclinic.org
http://www.intuit.com/company
http://www.caterpillar.com/en/company.html

10.

11.

12.

Market Management: Understanding, Creating,
and Delivering Value, 3rd ed. (Upper Saddle River,
NJ: Prentice Hall, 2009); and Gary L. Lilien and
Rajdeep Grewal, eds., Handbook of Business-to-
Business Marketing (Northampton, MA: Edward
Elgar Publishing, 2012).

Frederick E. Webster Jr. and Yoram Wind,
Organizational Buying Behavior (Upper Saddle
River, NJ: Prentice Hall, 1972), p. 2. For a review
of some academic literature on the topic, see
Hakan H&kansson and lvan Snehota, “Marketing
in Business Markets,” in Bart Weitz and Robin
Wensley, eds., Handbook of Marketing (London:
Sage Publications, 2002), pp. 513-26; Mark
Glynn and Arch Woodside, eds., Business-
to-Business Brand Management: Theory,
Research, and Executive Case Study Exercises
in Advances in Business Marketing & Purchasing
series, volume 15 (Bingley, UK: Emerald Group
Publishing, 2009).

. www.shoeguide.org/Shoe_Anatomy, accessed

1/27/2021.

Philip Kotler and Waldemar Pfoertsch, B2B Brand
Management (Berlin, Germany: Springer, 2006).
Fred Wiersema, “The B2B Agenda: The Current
State of B2B Marketing and a Look Ahead,”
Institute for the Study of Business Markets; http://
isbm.smeal.psu.edu, accessed February 20, 2014.

. Susan Avery, “PPG Honors Seven Excellent

Suppliers,” Purchasing 135 (November 2, 2006),
p. 36; www.ppg.com, July 11, 2012.

Patrick J. Robinson, Charles W. Faris, and Yoram
Wind, Industrial Buying and Creative Marketing
(Boston: Allyn & Bacon, 1967).

Michele D. Bunn, “Taxonomy of Buying
Decision Approaches,” Journal of Marketing 57
(January 1993), pp. 38-56.

Jeffrey E. Lewin and Naveen Donthu, “The
Influence of Purchase Situation on Buying Center
Structure and Involvement: A Select Meta-Analysis
of Organizational Buying Behavior Research,”
Journal of Business Research 58 (October 2005),
pp. 1381-90; R. Venkatesh and Ajay K. Kohli,
“Influence Strategies in Buying Centers,” Journal
of Marketing 59 (October 1995), pp. 71-82.

Frederic E. Webster and Yoram Wind,
Organizational Buying Behavior (Upper Saddle
River, NJ: Prentice Hall, 1972), p. 6.

James C. Anderson and James A. Narus, Business
Market Management: Understanding, Creating, and
Delivering Value, 3rd ed. (Upper Saddle River, NJ:
Prentice Hall, 2009); Frederick E. Webster Jr. and
Yoram Wind, “A General Model for Understanding
Organizational Buying Behavior,” Journal of
Marketing 36 (April 1972), pp. 12-19.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22,

23.

24.

25.

26.

ENDNOTES 521

“Case Studies: Rio Tinto,” Quadrem, www
.quadrem.com, February 6, 2010, https://www
.riotinto.com/about, accessed 10/23/2020.
https://docplayer.net/11658050-Sap-executive-
insight-best-practices-of-the-best-run-sales-
organizations-sales-opportunity-blueprinting
.html; https://www.medline.com/pages/about-
us/, https://www.riotinto.com/about, accessed
10/23/2020.

Frederick E. Webster Jr. and Kevin Lane Keller,
“A Roadmap for Branding in Industrial Markets,”
Journal of Brand Management 11 (May 2004),
pp. 388-402.

Scott Ward and Frederick E. Webster Jr.,
“Organizational Buying Behavior,” in Tom
Robertson and Hal Kassarjian, eds., Handbook
of Consumer Behavior (Upper Saddle River, NJ:
Prentice Hall, 1991), chapter 12, pp. 419-58.
Bob Donath, “Emotions Play Key Role in Biz Brand
Appeal,” Marketing News, June 1, 2006, p. 7.
Frederic E. Webster and Yoram Wind,
Organizational Buying Behavior (Saddle River, NJ:
Prentice Hall, 1972), p. 6.

James C. Anderson and Marc Wouters, “What
You Can Learn from Your Customer’s Customer,”
MIT Sloan Management Review, Winter 2013,
pp. 75-82, https://www.xsens.com/about-us,
accessed 10/23/2020.

Patrick J. Robinson, Charles W. Faris, and Yoram
Wind, Industrial Buying and Creative Marketing
(Boston, MA: Allyn & Bacon, 1967).

Nicole Skibola, “CEMEX Blazes the Social
Innovation Trail,” Forbes, November 12, 2010.
Ritchie Bros Auctioneers, www.rbauction.com,
accessed 10/23/2020.

James C. Anderson, James A. Narus, and Wouter
van Rossum, “Customer Value Proposition in
Business Markets,” Harvard Business Review
(March 2006), pp. 2-10; James C. Anderson,
“From Understanding to Managing Customer
Value in Business Markets,” in H. Hakansson,

D. Harrison, and A. Waluszewski, eds., Rethinking
Marketing: New Marketing Tools (London: John
Wiley & Sons, 2004), pp. 137-59.

Daniel J. Flint, Robert B. Woodruff, and Sarah
Fisher Gardial, “Exploring the Phenomenon of
Customers’ Desired Value Change in a Business-
to-Business Context,” Journal of Marketing 66
(October 2002), pp. 102-17.

“Case Study: Automotive Vendor Managed
Inventory, Plexco (Australia),” www.marciajedd
.com, accessed 1/27/2021.

Emma K. Macdonald, Michael Kleinaltenkamp,
and Hugh N. Wilson, “How Business Customers
Judge Solutions: Solution Quality and Value


http://www.shoeguide.org/Shoe_Anatomy
http://isbm.smeal.psu.edu
http://isbm.smeal.psu.edu
http://www.ppg.com
https://www.riotinto.com/about
https://www.medline.com/pages/about-us/
https://www.riotinto.com/about
https://www.xsens.com/about-us
http://www.rbauction.com
http://www.marciajedd.com
http://www.marciajedd.com
https://www.medline.com/pages/about-us/
https://docplayer.net/11658050-Sap-executive-insight-best-practices-of-the-best-run-sales-organizations-sales-opportunity-blueprinting.html
https://docplayer.net/11658050-Sap-executive-insight-best-practices-of-the-best-run-sales-organizations-sales-opportunity-blueprinting.html
https://docplayer.net/11658050-Sap-executive-insight-best-practices-of-the-best-run-sales-organizations-sales-opportunity-blueprinting.html
https://docplayer.net/11658050-Sap-executive-insight-best-practices-of-the-best-run-sales-organizations-sales-opportunity-blueprinting.html
https://www.riotinto.com/about
http://www.quadrem.com
http://www.quadrem.com

522

27.

28.
29.

30.
31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

ENDNOTES

in Use.” Journal of Marketing 80, no. 3 (2016),

pp. 96-120.

“Per Ardua,” The Economist, February 5, 2011;
“Rolls-Royce Celebrates 50th Anniversary of
Power by the Hour,” October 30, 2012, www.rolls-
royce.com, accessed 1/27/2021.
https://new.abb.com, accessed 11/23/2020.

www.emerson.com/en-us/about-us/company-
history, accessed 1/27/2021.

www.sas.com, accessed 11/23/2020.

Ruth N. Bolton and Matthew B. Myers, “Price-
Based Global Market Segmentation for Services,”
Journal of Marketing 67 (July 2003), pp. 108-28.
Wolfgang Ulaga and Werner Reinartz, “Hybrid
Offerings: How Manufacturing Firms Combine
Goods and Services Successfully,” Journal of
Marketing 75 (November 2011), pp. 5-23.
Wolfgang Ulaga and Andreas Eggert, “Value-Based
Differentiation in Business Relationships: Gaining
and Sustaining Key Supplier Status,” Journal of
Marketing 70 (January 2006), pp. 119-36.
Nirmalya Kumar, Marketing as Strategy:
Understanding the CEQ’s Agenda for Driving
Growth and Innovation (Boston: Harvard Business
School Press, 2004).

See www.lincolnelectric.com/en-us, accessed
February 6, 2019; William Atkinson, “Now That’s
Value Added,” Purchasing, December 11, 2003,
p. 26; James A. Narus and James C. Anderson,
“Turn Your Industrial Distributors into Partners,”
Harvard Business Review (March—April 1986),

pp. 66-71.

Irwin P. Levin and Richard D. Johnson, “Estimating
Price—Quality Tradeoffs Using Comparative
Judgments,” Journal of Consumer Research 11
(June 1984), pp. 593-600. Customer-perceived
value can be measured as a difference or as a
ratio. If total customer value is $20,000 and total
customer cost is $16,000, then the customer-
perceived value is $4,000 (measured as a
difference) or 1.25 (measured as a ratio). Ratios
that are used to compare offers are often called
value-price ratios.

Kihyun Hannah Kim and V. Kumar, “The Relative
Influence of Economic and Relational Direct
Marketing Communications on Buying Behavior
in Business-to-Business Markets,” Journal of
Marketing Research 55, no. 1 (2018), pp. 48-68.
Elisabeth Sullivan, “A Worthwhile Investment,”
Marketing News, December 30, 2009, p. 10.
Elisabeth Sullivan, “One to One,” Marketing News,
May 15, 2009, pp. 10-12.

Christine Birkner, “10 Minutes with Kirsten
Watson,” Marketing News, January 2013,

pp. 52-58.

4.

42,

43.

44,

46.

47.

48.

Manpreet Gill, Shrihari Sridhar, and Rajdeep
Grewal, “Return on Engagement Initiatives: A
Study of a Business-to-Business Mobile App,”
Journal of Marketing 81, no. 4 (2017), pp. 45-66.

Christine Birkner, “Success by Association,”
Marketing News, April 30, 2012, pp. 14-18;
Geoffrey Precourt, “How Xerox Tapped
Unlikely B2B Emotions,” Advertising Week
(September 2009).

For foundational material, see Lloyd M. Rinehart,
James A. Eckert, Robert B. Handfield, Thomas J.
Page Jr., and Thomas Atkin, “An Assessment of
Buyer-Seller Relationships,” Journal of Business
Logistics 25 (2004), pp. 25-62; F. Robert Dwyer,
Paul Schurr, and Sejo Oh, “Developing Buyer—
Supplier Relationships,” Journal of Marketing

51 (April 1987), pp. 11-28. For an important
caveat, see Christopher P. Blocker, Mark B.
Houston, and Daniel J. Flint, “Unpacking What

a ‘Relationship’ Means to Commercial Buyers:
How the Relationship Metaphor Creates Tension
and Obscures Experience,” Journal of Consumer
Research 38 (February 2012), pp. 886-908.

Arnt Buvik and George John, “When Does Vertical
Coordination Improve Industrial Purchasing
Relationships?” Journal of Marketing 64

(October 2000), pp. 52-64.

. Das Narayandas, “Building Loyalty in Business

Markets,” Harvard Business Review (September
2005), pp. 131-39; V. Kumar, S. Sriram, Anita
Luo, and Pradeep K. Chintagunta, “Assessing the
Effect of Marketing Investments in a Business
Marketing Context,” Marketing Science 30
(September-October 2011), pp. 924-40; Anita Luo
and V. Kumar, “Recovering Hidden Buyer-Seller
Relationship States to Measure the Return on
Marketing Investment in Business-to-Business
Markets,” Journal of Marketing Research 50
(February 2013), pp. 143-60.

Das Narayandas and V. Kasturi Rangan, “Building
and Sustaining Buyer—Seller Relationships in
Mature Industrial Markets,” Journal of Marketing
68 (July 2004), pp. 63-77; D. Eric Boyd and P. K.
Kannan. “(When) Does Third-Party Recognition for
Design Excellence Affect Financial Performance

in Business-to-Business Markets?” Journal of
Marketing 82, no. 3 (2018), pp. 108-23.

Joseph P. Cannon and William D. Perreault Jr.,
“Buyer-Seller Relationships in Business Markets,”
Journal of Marketing Research 36 (November
1999), pp. 439-60; Doug J. Chung and Das
Narayandas, “Incentives versus Reciprocity:
Insights from a Field Experiment,” Journal of
Marketing Research 54, no. 4 (2017), pp. 511-524.
Jan B. Heide and Kenneth H. Wahne, “Friends,
Businesspeople, and Relationship Roles: A


https://new.abb.com
http://www.emerson.com/en-us/about-us/company-history
http://www.sas.com
http://www.lincolnelectric.com/en-us
http://www.rolls-royce.com
http://www.rolls-royce.com
http://www.emerson.com/en-us/about-us/company-history

49.

50.

51.

52.

53.

54.

55.

Conceptual Framework and Research Agenda,”
Journal of Marketing 70 (July 2006), pp. 90-103.

Joseph P. Cannon and William D. Perreault Jr.,
“Buyer—Seller Relationships in Business
Markets,” Journal of Marketing Research 36
(November 1999), pp. 439-60.

Thomas G. Noordewier, George John, and John
R. Nevin, “Performance Outcomes of Purchasing
Arrangements in Industrial Buyer-Vendor
Arrangements,” Journal of Marketing 54

(October 1990), pp. 80-93; Arnt Buvik and George
John, “When Does Vertical Coordination Improve
Industrial Purchasing Relationships?” Journal of
Marketing 64, no. 4 (October 2000), pp. 52-64.

Robert W. Palmatier, Rajiv P. Dant, Dhruv Grewal,
and Kenneth R. Evans, “Factors Influencing the
Effectiveness of Relationship Marketing: A Meta-
Analysis,” Journal of Marketing 70 (October 2006),
pp. 136-53; Jean L. Johnson, Ravipreet S. Sohli,
and Rajdeep Grewal, “The Role of Relational
Knowledge Stores in Interfirm Partnering,” Journal
of Marketing 68 (July 2004), pp. 21-36; Fred
Selnes and James Sallis, “Promoting Relationship
Learning,” Journal of Marketing 67 (July 2003),

pp. 80-95.

Kevin Lane Keller and David A. Aaker, “Corporate-
Level Marketing: The Impact of Credibility on

a Company’s Brand Extensions,” Corporate
Reputation Review 1 (August 1998), pp. 356-78;
Robert M. Morgan and Shelby D. Hunt, “The
Commitment-Trust Theory of Relationship
Marketing,” Journal of Marketing 58, no. 3

(July 1994), pp. 20-38; Christine Moorman,

Rohit Deshpande, and Gerald Zaltman, “Factors
Affecting Trust in Market Research Relationships,”
Journal of Marketing 57 (January 1993), pp. 81-101;
Glen Urban, “Where Are You Positioned on

the Trust Dimensions?” in Don’t Just Relate —
Advocate: A Blueprint for Profit in the Era of
Customer Power (Upper Saddle River, NJ: Pearson
Education/Wharton School Publishers, 2005).
Corine S. Noordhoff, Kyriakos Kyriakopoulos,
Christine Moorman, Pieter Pauwels, and

Benedict G. C. Dellaert, “The Bright Side and
Dark Side of Embedded Ties in Business-to-
Business Innovation,” Journal of Marketing 75
(September 2011), pp. 34-52.

Akesel |. Rokkan, Jan B. Heide, and Kenneth

H. Wathne, “Specific Investment in Marketing
Relationships: Expropriation and Bonding Effects,”
Journal of Marketing Research 40 (May 2003),

pp. 210-24.

Kenneth H. Wathne and Jan B. Heide,
“Relationship Governance in a Supply Chain
Network,” Journal of Marketing 68 (January 2004),
pp. 73-89; Douglas Bowman and Das

56.

57.

58.

50.

60.

61.

62.

ENDNOTES 523

Narayandas, “Linking Customer Management
Effort to Customer Profitability in Business
Markets,” Journal of Marketing Research 61
(November 2004), pp. 433-47; Mrinal Ghosh and
George John, “Governance Value Analysis and
Marketing Strategy,” Journal of Marketing 63
(Special Issue, 1999), pp. 131-45.

Kenneth H. Wathne and Jan B. Heide,
“Opportunism in Interfirm Relationships: Forms,
Outcomes, and Solutions,” Journal of Marketing 64
(October 2000), pp. 36-51.

Mark Vandenbosch and Stephen Sapp,
“Opportunism Knocks,” MIT Sloan Management
Review, 52 (Fall, 2010), pp. 17-19.

Mark B. Houston and Shane A. Johnson,
“Buyer-Supplier Contracts versus Joint Ventures:
Determinants and Consequences of Transaction
Structure,” Journal of Marketing Research 37
(February 2000), pp. 1-15.

Aksel |. Rokkan, Jan B. Heide, and Kenneth

H. Wathne, “Specific Investment in Marketing
Relationships: Expropriation and Bonding Effects,”
Journal of Marketing Research 40 (May 2003),

pp. 210-24.

Paul King, “Purchasing: Keener Competition
Requires Thinking outside the Box,” Nation’s
Restaurant News, August 18, 2003, p. 87; www
.aramark.com/about-us, accessed 1/25/2021.

Marketing Spotlight sources: “The World’s
Greatest Bazaar,” The Economist, March 23, 2013;
Leanna Kelly, “What Is Alibaba? What You Need to
Know about the World’s Largest B2B Ecommerce
Marketplace,” CPC Strategy, October 9, 2017;
Hendrik Laubscher, “Alibaba’s A100 Showcases

It as a Platform Company,” Forbes, January 11, 2019;
www.alibaba.com, accessed 11/23/2020.

Marketing Spotlight sources: Mi Ji, Jee Eun Lee,
W. Chan Kim, and Renee Mauborgne, “Salesforce
.com: Creating a Blue Ocean in the B2B Space,”
Blue Ocean Strategy Institute No. 313-019-1,
Fontainebleau, France: ECCH, 2013; Gallagher,
Dan, “Salesforce Grows the Old-Fashioned
Way,” Wall Street Journal, May 29, 2018; David
Gelles, “Marc Benioff of Salesforce: ‘Are We Not
All Connected?’” New York Times, June 15, 2018;
www.salesforce.com/company/about-us,
accessed 11/23/2020.

Chapter 5

1.

George Foster and Sandy Plunkett, “Executive
Cases: Interviews with Senior Executives of
Early-Stage Companies,” World Economic Forum:;
Ron Miller, “Analysts Weighing in on $8B SAP-
Qualtrics Deal Don’t See a Game Changer,” Tech
Crunch (November 2018); Stephanie Nicola and


http://www.alibaba.com
http://www.salesforce.com/company/about-us
http://Salesforce.com
http://Salesforce.com
http://www.aramark.com/about-us
http://www.aramark.com/about-us

524

10.

11.

12.

ENDNOTES

Joyce Koh, “Germany’s SAP to Buy Qualtrics for
$8 Billion in Cash,” Bloomberg Businessweek,
November 11, 2018; Jay Greene and Rolf

Winkler, “SAP to Buy Market-Analytics Startup
Qualtrics for $8 Billion,” Wall Street Journal,
November 11, 2018; Matt Weinberger, “Qualtrics Is
Going Public Less than 2 Years after SAP Bought
the Utah-Based Cloud Software Company for $8
Billion,” Business Insider, July 26, 2020; https://
www.qualtrics.com/about, accessed 11/24/2020.

. Jessica Shambora, “Wanted: Fearless Marketing

Execs,” Fortune, August 15, 2011, p. 27.

Ellen Byron, “Wash Away Bad Hair Days,” Wall
Street Journal, June 30, 2010.

Natalie Zmuda, “Tropicana Line’s Sales Plunge
20% Post-Rebranding,” Advertising Age,

April 2, 2009.

. Adapted from Arthur Shapiro, “Let’s Redefine

Market Research,” Brandweek, June 21, 2004,
p. 20; Kevin Ohannessian, “Star Wars: Thirty Years
of Success,” Fast Company, May 29, 2007.

. WWW. pgcareers.com/career—areas, accessed

1/27/2021.

Stephanie L. Gruner, “Spies Like Us,” Inc.,
August 1, 1998; Darren Dahl, “10 Tips on How to
Research Your Competition,” Inc., May 11, 2011.

Brad Smith, “Figure Out the Customer,”
Bloomberg BusinessWeek, April 12, 2012.

Ned Levi, “What’s the Future for U.S. Airline Inflight
Entertainment?” www.consumertraveler.com,
April 9, 2012.

Fiona Blades, “Real-Time Experience Tracking
Gets Closer to the Truth,” International Journal
of Market Research 54, no. 2 (2012), pp. 283-85;
Emma K. Macdonald, Hugh N. Wilson, and Umut
Konus, “Better Consumer Insight—in Real Time,”
Harvard Business Review (September 2012),

pp. 102-08.

Ashley Lutz and Matt Townsend, “Big Brother

Has Arrived at a Store Near You, Bloomberg
Businessweek, December 19, 2011.

For a detailed review of some relevant academic
work, see Eric J. Arnould and Amber Epp, “Deep
Engagement with Consumer Experience,” in
Rajiv Grover and Marco Vriens, eds., Handbook
of Marketing Research (Thousand Oaks, CA:
Sage Publications, 2006). For a range of
academic discussion, see the following special
issue: “Can Ethnography Uncover Richer
Consumer Insights?” Journal of Advertising
Research 46 (September 2006). For some
practical tips, see Richard Durante and Michael
Feehan, “Leverage Ethnography to Improve
Strategic Decision Making,” Marketing Research
(Winter 2005).

13.

14.

15.

16.

17.

18.

19.

20.

Eric J. Arnould and Linda L. Price, “Market-
Oriented Ethnography Revisited,” Journal of
Advertising Research 46 (September 2006),
pp. 251-62; Eric J. Arnould and Melanie
Wallendorf, “Market-Oriented Ethnography:
Interpretation Building and Marketing Strategy
Formulation,” Journal of Marketing Research 31
(November 1994), pp. 484-504.

Michael V. Copeland, “Intel’s Cultural
Anthropologist,” Fortune, September 27, 2010.

“Smith & Nephew Launches ALLEVYN Life,” www
.smith-nephew.com, July 20, 2012.

Richard J. Harrington and Anthony K. Tjan,
“Transforming Strategy One Customer at a Time,”
Harvard Business Review (March 2008), pp. 62-72;
Stanley Reed, “The Rise of a Financial Data
Powerhouse,” Bloomberg Business\Week,

May 15, 2007; www.thomsonreuters.com/en/about-
us/company-history.html, accessed 1/27/2021.

Julie Weed, “Checking In after Checkout,” New
York Times, May 27, 2013.

See Ayelet Gneezy, “Field Experimentation
in Marketing Research,” Journal of Marketing
Research 54, no. 1 (2017), pp. 140-43 for a
comprehensive, in-depth discussion of how
to generate customer insights using field
experiments.

Eleanor Putnam-Farr and Jason Riis, “‘Yes/No/
Not Right Now’: Yes/No Response Formats Can
Increase Response Rates Even in Non-Forced-
Choice Settings,” Journal of Marketing Research
53, no. 3 (2016), pp. 424-32; Hans Baumgartner,
Bert Weijters, and Rik Pieters, “Misresponse to
Survey Questions: A Conceptual Framework
and Empirical Test of the Effects of Reversals,
Negations, and Polar Opposite Core Concepts,”
Journal of Marketing Research 55, no. 6 (2018),
pp. 869-83; Sterling A. Bone, Katherine N.
Lemon, Clay M. Voorhees, Katie A. Liljenquist,
Paul W. Fombelle, Kristen Bell Detienne, and R.
Bruce Money, ““Mere Measurement Plus’: How
Solicitation of Open-Ended Positive Feedback
Influences Customer Purchase Behavior,”
Journal of Marketing Research 54, no. 1 (2017),
pp. 156-70.

Catherine Marshall and Gretchen B. Rossman,
Designing Qualitative Research, 4th ed. (Thousand
Oaks, CA: Sage Publications, 2006); Bruce L.
Berg, Qualitative Research Methods for the Social
Sciences, 6th ed. (Boston: Allyn & Bacon, 2006);
Norman K. Denzin and Yvonna S. Lincoln, eds.,
The Sage Handbook of Qualitative Research,

3rd ed. (Thousand Oaks, CA: Sage Publications,
2005); Linda Tischler, “Every Move You Make,”
Fast Company, April 2004, pp. 73-75.


https://www.qualtrics.com/about
https://www.qualtrics.com/about
http://www.pgcareers.com/career-areas
http://www.consumertraveler.com
http://www.thomsonreuters.com/en/about-us/company-history.html
http://www.thomsonreuters.com/en/about-us/company-history.html
http://www.smith-nephew.com
http://www.smith-nephew.com

21.

22.

23.

24.

25.

26.

27.

For an academic application of some of these
techniques, see Thales Teixeira, Michel Wedel,
and Rik Pieters, “Emotion-Induced Engagement
in Internet Video Advertisements,” Journal of
Marketing Research 49 (April 2012), pp. 144-59.

Evan Ramstead, “Big Brother, Now at the Mall,”
Wall Street Journal, October 8, 2012; Natasha
Singer, “Face Recognition Makes the Leap from
Sci-Fi,” New York Times, November 13, 2011;
Emily Glazer, “The Eyes Have It: Marketers Now
Track Shoppers’ Retinas,” Wall Street Journal,
July 12, 2012; Lessley Anderson, “A Night on the
Town with SceneTap,” The Verve, May 29, 2012;
Kashmir Hill, “SceneTap Wants to One Day Tell
You the Weights, Heights, Races and Income
Levels of the Crowd at Every Bar,” Forbes,
September 25, 2012.

Carolyn Yoon, Angela H. Gutchess, Fred Feinberg,
and Thad A. Polk, “A Functional Magnetic
Resonance Imaging Study of Neural Dissociations
between Brand and Person Judgments,” Journal
of Consumer Research 33 (June 2006), pp. 31-40;
Kevin Randall, “Neuromarketing Hope and Hype:
5 Brands Conducting Brain Research,” Fast
Company, September 15, 2009; Carmen Nobel,
“Neuromarketing: Tapping into the ‘Pleasure
Center’ of Consumers,” Forbes, February 1, 2013.
Ashlee Humphreys and Rebecca Jen-Hui

Wang, “Automated Text Analysis for Consumer
Research,” Journal of Consumer Research 44,

no. 6 (2018) pp. 1274-1306; Michel Wedel and

P. K. Kannan. “Marketing Analytics for Data-Rich
Environments,” Journal of Marketing 80, no. 6
(2016), pp. 97-121.

For further discussion, see Gary L. Lilien, Philip
Kotler, and K. Sridhar Moorthy, Marketing Models
(Upper Saddle River, NJ: Prentice Hall, 1992);
Gary L. Lilien, “Bridging the Academic-Practitioner
Divide in Marketing Decision Models,” Journal of
Marketing 75 (July 2011), pp. 196-210.

Anocha Aribarg, Katherine A. Burson, and

Richard P. Larrick, “Tipping the Scale: The Role
of Discriminability in Conjoint Analysis,” Journal of
Marketing Research 54, no. 2 (2017), pp. 279-92;
Martin MeiBner, Andres Musalem, and Joel Huber,
“Eye Tracking Reveals Processes That Enable
Conjoint Choices to Become Increasingly Efficient
with Practice,” Journal of Marketing Research 53,
no. 1 (2016), pp. 1-17.

For an excellent overview of market forecasting,
see Scott Armstrong, ed., Principles of
Forecasting: A Handbook for Researchers and
Practitioners (Norwell, MA: Kluwer Academic
Publishers, 2001) and his website: www
.forecastingprinciples.com; also see Roger J. Best,
“An Experiment in Delphi Estimation in Marketing
Decision Making,” Journal of Marketing Research

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

ENDNOTES 525

11 (November 1974), pp. 447-52; Norman Dalkey
and Olaf Helmer, “An Experimental Application

of the Delphi Method to the Use of Experts,”
Management Science (April 1963), pp. 458-67.

Karen V. Beaman, Gregory R. Guy, and Donald
E. Sexton, “Managing and Measuring Return on
Marketing Investment,” The Conference Board
Research Report R-1435-08-RR (2008).

Neil Bendle, Paul Farris, Phillip Pfeifer, David
Reibstein, Marketing Metrics 4th edition (Upper
Saddle River, NJ: Pearson FT Press, 2020); John
Davis, Magic Numbers for Consumer Marketing:
Key Measures to Evaluate Marketing Success
(Singapore: John Wiley & Sons, 2005).

Elisabeth Sullivan, “Measure Up,” Marketing News,
May 30, 2009, pp. 8-11.

Tim Ambler, Marketing and the Bottom Line:

The New Methods of Corporate Wealth, 2nd ed.
(London: Pearson Education, 2003).

Kusum L. Ailawadi, Donald R. Lehmann, and Scott
A. Neslin, “Revenue Premium as an Outcome
Measure of Brand Equity,” Journal of Marketing 67
(October 2003), pp. 1-17.

Gerard J. Tellis, “Modeling Marketing Mix,” in
Rajiv Grover and Marco Vriens, eds., Handbook
of Marketing Research (Thousand Oaks, CA: Sage
Publications, 2006).

David J. Reibstein, “Connect the Dots,” CMO
Magazine (May 2005).

For insightful discussion of the design and
implementation of marketing dashboards, see
Koen Pauwels, It’s Not the Size of the Data, It’s
How You Use It: Smarter Marketing with Analytics
and Dashboards (New York: AMACOM, 2014) and
consult the resources at www.marketdashboards
.com.

Adapted from Pat LaPointe, Marketing by

the Dashboard Light, Association of National
Advertisers (2005), www.MarketingNPV.com.
Marketing Insight source: Philip Kotler, “Drawing
New Ideas from Your Customers” (unpublished
paper, 2013).

Marketing Spotlight sources: C. Humby, T. Hunt,
and T. Phillips, Scoring Points: How Tesco

Is Winning Customer Loyalty (Kogan Page
Publishers, 2004); J. Bourn, “What Can You Learn
from Tesco’s New Marketing Approach,” Digital
Marketing Magazine, May 17, 2017, https://
digitalmarketingmagazine.co.uk/digital-marketing-
features/what-can-you-learn-from-tesco-s-new-
marketing-approach/4348, accessed 9/8/2020;

M. Fleming, “Tesco on How Covid-19 Helped It

to Really Be at Its Best’,” Marketing Week, 2020,
https://www.marketingweek.com/tesco-covid-
19-brand-be-at-best/, accessed 12/7/2020;

S. Neville, “Tesco Revamps Finest Range in Bid to


http://www.marketdashboards.com
http://www.MarketingNPV.com
https://www.marketingweek.com/tesco-covid-19-brand-be-at-best/
https://www.marketingweek.com/tesco-covid-19-brand-be-at-best/
http://www.forecastingprinciples.com
http://www.forecastingprinciples.com
https://digitalmarketingmagazine.co.uk/digital-marketing-features/what-can-you-learn-from-tesco-s-new-marketing-approach/4348
https://digitalmarketingmagazine.co.uk/digital-marketing-features/what-can-you-learn-from-tesco-s-new-marketing-approach/4348
https://digitalmarketingmagazine.co.uk/digital-marketing-features/what-can-you-learn-from-tesco-s-new-marketing-approach/4348
https://digitalmarketingmagazine.co.uk/digital-marketing-features/what-can-you-learn-from-tesco-s-new-marketing-approach/4348
http://www.marketdashboards.com

526

39.

ENDNOTES

Win Back Customers,” The Independent,

October 8, 2013, https://www.independent.co.uk/
news/business/news/tesco-revamps-finest-range-
bid-win-back-customers-8865166.html, accessed
12/7/2020; 1. Quinn, “Can Tesco Transform Loyalty
with Clubcard Plus Subscription Scheme?,” The
Grocer, November 1, 2019, https://www.thegrocer
.co.uk/marketing/can-tesco-transform-loyalty-with-
clubcard-plus-subscription-scheme/599055.article,
accessed 12/7/2020; S. Vizard, “Tesco’s Marketing
Boss: Customer Is Bigger Than Marketing,”
Marketing Week, February 27, 2020, https://www
.marketingweek.com/tescos-customer-bigger-
marketing/, accessed 9/8/2020; D. Winterman,
“How One Supermarket Came to Dominate,” BBC
News, September 9, 2013, https://www.bbc.co.uk/
news/magazine-23988795, accessed 8/9/2020.
Marketing Spotlight sources: Richard Feloni, “How
Lego Came Back from the Brink of Bankruptcy,”
Business Insider, February 10, 2014; Jonathan
Ringen, “How Lego Became the Apple of Toys,”
Fast Company, July 8, 2017; Jennifer Rosenberg,
“The History of LEGO —Everyone’s Favorite
Building Blocks,” ThoughtCo, October 9, 2017;
Stanley Reed, “Lego Wants to Completely Remake
Its Toy Bricks (without Anyone Noticing),” New
York Times, August 31, 2018; www.lego.com/en-
us/aboutus, accessed 2/6/2021.

Chapter 6

1.

David Welch, “Campbell Looks Way beyond

the Tomato,” Bloomberg BusinessWeek,

August 13, 2012; Jenna Goudreau, “Kicking the
Can,” Forbes, December 24, 2012, pp. 46-51;
https://money.cnn.com/2018/02/16/news/
companies/campbell-soup/index.html, https://
www.campbells.com/campbell-soup, accessed
1/25/2021; https://www.statista.com/topics/3165/
campbell-soup-company, accessed 1/31/2021.

For a review of many of the methodological issues
in developing segmentation schemes, see William
R. Dillon and Soumen Mukherjee, “A Guide to the
Design and Execution of Segmentation Studies,”
in Rajiv Grover and Marco Vriens, eds., Handbook
of Marketing Research (Thousand Oaks, CA: Sage,
2006).

https://www.elcompanies.com/our-brands,
accessed 1/27/2021.

. Jerry Wind and Arvind Rangaswamy,

“Customerization: The Next Revolution in Mass
Customization,” Journal of Interactive Marketing
15 (Winter 2001), pp. 13-32; Itamar Simonson,
“Determinants of Customers’ Responses to
Customized Offers: Conceptual Framework and
Research Propositions,” Journal of Marketing
69 (January 2005), pp. 32-45.

10.

11.

12.

13.

14.

Christopher Steiner, “The Perfect Ski,” Forbes,
February 28, 2011.

James H. Gilmore and B. Joseph Pine Il, Markets
of One: Creating Customer-Unique Value through
Mass Customization (Boston: Harvard Business
School Press, 2000); B. Joseph Pine I, “Beyond
Mass Customization,” Harvard Business Review,
May 2, 2011; Don Peppers and Martha Rogers,
The One-to-One Manager: Real-World Lessons in
Customer Relationship Management (New York:
Doubleday, 1999).

. This section is largely based on Alexander Cherneyv,

Strategic Marketing Management: Theory and
Practice (Chicago, IL: Cerebellum Press, 2019).

George S. Day, “Closing the Marketing Capabilities
Gap,” Journal of Marketing 75 (July 2011),
pp. 183-95.

C.K. Prahalad and Gary Hamel. “The Core
Competence of the Corporation.” Harvard
Business Review (May-June, 1990); Gary Hamel
and C.K. Prahalad. “Competing for the Future,”
Harvard Business Press, 1996.

George S. Day and Paul J. H. Schoemaker,
Peripheral Vision: Detecting the Weak Signals That
Will Make or Break Your Company (Cambridge,
MA: Harvard Business School Press, 2006); Paul J.
H. Schoemaker and George S. Day, “How to Make
Sense of Weak Signals,” MIT Sloan Management
Review (Spring 2009), pp. 81-89.

Eva Ascarza, “Retention Futility: Targeting High-
Risk Customers Might Be Ineffective,” Journal of
Marketing Research 55, no. 1 (2018), pp. 80-98;
Sebastian Tillmanns, Frenkel Ter Hofstede,
Manfred Krafft, and Oliver Goetz, “How to
Separate the Wheat from the Chaff: Improved
Variable Selection for New Customer Acquisition,”
Journal of Marketing 81, no. 2 (2017), pp. 99-113.
Todd Wasserman, “Unilever, Whirlpool Get Personal
with Personas,” Brandweek, September 18, 2006,
p. 13; Daniel B. Honigman, “Persona-fication,”
Marketing News, April 1, 2008, p. 8; Lisa Sanders,
“Major Marketers Get Wise to the Power of
Assigning Personas,” Advertising Age, April 9, 2007.
Jack Nicas, “Allegiant Air: The Tardy, Gas-Guzzling,
Most Profitable Airline in America,” Wall Street
Journal, June 4, 2013; “Heard of Allegiant Air?

Why It's the Nation’s Most Profitable Airline,” Fast
Company (September 2009); https://www.allegiantair
.com/about-allegiant, accessed 1/26/2021.

Barry Silverstein, “Hallmark—Calling Card,” www
.brandchannel.com, June 15, 2009; Brad

van Auken, “Leveraging the Brand: Hallmark

Case Study,” www.brandstrategyinsider.com,
January 11, 2008; https://corporate.hallmark.
com/news-article/hallmark-launches-four-new-
multicultural-card-lines/ accessed 11/25/2020.


https://www.marketingweek.com/tescos-customer-bigger-marketing/
https://www.bbc.co.uk/news/magazine-23988795
https://money.cnn.com/2018/02/16/news/companies/campbell-soup/index.html
https://www.campbells.com/campbell-soup
https://www.campbells.com/campbell-soup
https://www.statista.com/topics/3165/campbell-soup-company
https://www.elcompanies.com/our-brands
https://www.allegiantair.com/about-allegiant
http://www.brandstrategyinsider.com
https://corporate.hallmark.com/news-article/hallmark-launches-four-new-multicultural-card-lines/
https://www.independent.co.uk/news/business/news/tesco-revamps-finest-range-bid-win-back-customers-8865166.html
https://www.independent.co.uk/news/business/news/tesco-revamps-finest-range-bid-win-back-customers-8865166.html
https://www.independent.co.uk/news/business/news/tesco-revamps-finest-range-bid-win-back-customers-8865166.html
https://www.thegrocer.co.uk/marketing/can-tesco-transform-loyalty-with-clubcard-plus-subscription-scheme/599055.article
https://www.thegrocer.co.uk/marketing/can-tesco-transform-loyalty-with-clubcard-plus-subscription-scheme/599055.article
https://www.thegrocer.co.uk/marketing/can-tesco-transform-loyalty-with-clubcard-plus-subscription-scheme/599055.article
https://www.marketingweek.com/tescos-customer-bigger-marketing/
https://www.marketingweek.com/tescos-customer-bigger-marketing/
https://www.bbc.co.uk/news/magazine-23988795
http://www.lego.com/en-us/aboutus
http://www.lego.com/en-us/aboutus
https://www.statista.com/topics/3165/campbell-soup-company
https://money.cnn.com/2018/02/16/news/companies/campbell-soup/index.html
https://corporate.hallmark.com/news-article/hallmark-launches-four-new-multicultural-card-lines/
https://corporate.hallmark.com/news-article/hallmark-launches-four-new-multicultural-card-lines/
http://www.brandchannel.com
http://www.brandchannel.com
https://www.allegiantair.com/about-allegiant

15.

16.

17.

18.

19.

20.

21.

22,

23.

24.

25.

26.

https://www.wedinsights.com/report/the-knot-
real-weddings, accessed 11/25/2020.

Eric Klinenberg, “The Solo Economy,” Fortune,
February 6, 2012.

Zhong, Raymond, “Alibaba’s Singles Day Sales
Top $30 Billion. The Party May Not Last,” New
York Times, November 11, 2018; https://www
.cnbc.com/2020/11/12/singles-day-2020-alibaba-
and-jd-rack-up-record-115-billion-of-sales.html,
accessed 11/25/2020.

For some consumer behavior findings on gender,
see Kristina M. Durante, Vladas Griskevicius,
Sarah E. Hill, Carin Perilloux, and Norman P. Li,
“Ovulation, Female Competition, and Product
Choice: Hormonal Influences on Consumer
Behavior,” Journal of Consumer Research 37
(April 2011), pp. 921-34; Valentyna Melnyk, Stijn
M. J. van Osselaer, and Tammo H. A. Bijmolt,
“Are Women More Loyal Customers Than Men?
Gender Differences in Loyalty to Firms and
Individual Service Providers,” Journal of Marketing
73 (July 2009), pp. 82-96; Robert J. Fisher and
Laurette Dube, “Gender Differences in Responses
to Emotional Advertising: A Social Desirability
Perspective,” Journal of Consumer Research 31
(March 2005), pp. 850-58.

Molly Soat, “Tide Equips Mr. Mom,” Marketing
News Exclusives, January 17, 2013; Jack Neff,
“Ogilvyism for New Era? Consumer Is Not

a Moron. He Is Your Husband,” Advertising
Age, October 17, 2011; Heather Chaet, “The
Manscape,” Adweek, September 24, 2012.

Ellen Byron, “Does Your Razor Need a Gender?”
Wall Street Journal, February 1, 2020.

“Gillette, Olay Co-Brand Razor,” Chain Drug
Review, February 27, 2012; Jenn Abelson, “Gillette
Sharpens Its Focus on Women,” Boston Globe,
January 4, 2009, accessed 11/21/2020.

https://www.statista.com/statistics/670921/
mcdonalds-most-frequent-diners-by-ethnicity-us/,
accessed 11/21/2020.

Jim Farley, “Lessons from the Leader: Ford,”
Advertising Age’s In Plain Sight: The Black
Consumer Opportunity, April 23, 2012, p. 21.

Max Chafkin, “Star Power,” Fast Company,
December 2012/January 2013, pp. 91-96, 126;
Rolfe Winkler, “Is It Time Local Site Called for Yelp?”
Wall Street Journal, January 17, 2013; “How Yelp’s
Business Works,” Business Insider, March 2012.
Scarlett Lindeman, “Jell-O Love: A Guide to Mormon
Cuisine,” The Atlantic, March 24, 2010; Julie Zeveloff,
“These Cities Love Ice Cream the Most,” Business
Insider, July 20, 2012; Jim Farber, “New York Is the
King of Country,” Daily News, August 9, 2012.
https://claritas360.claritas.com/mybestsegments,
accessed 11/21/2020.

27.

28.

29.

30.

31.

32.

33.

34.

35.

ENDNOTES 527

Jenni Romaniuk, “Are You Blinded by the Heavy
(Buyer)...Or Are You Seeing the Light?” Journal
of Advertising Research, 51 (December 2011),
pp. 561-63.

Gina Chon, “Car Makers Talk '‘Bout G-G-
Generations,” Wall Street Journal, May 9, 2006.
www.strategicbusinessinsights.com/vals/
presurvey.shtml, accessed 1/25/2021.

Daniel Yankelovich and David Meer,
“Rediscovering Market Segmentation,” Harvard
Business Review (February 2006), pp. 1-11;
Sharon E. Beatty, Pamela M. Homer, and Lynn
R. Kahle, “Problems with VALS in International
Marketing Research: An Example from an
Application of the Empirical Mirror Technique,”
Michael J. Houston, ed., Advances in Consumer
Research, volume 15 (Provo, UT: Association for
Consumer Research, 1988), pp. 375-80.

Justin Nelson and Chance Mitchell, “The LGBT
Economy Is America’s Future,” Advocate, January
2, 2018; Jeff Green, “LGBT Purchasing Power Near
$1 Trillion Rivals Other Minorities,” Bloomberg,
July 20, 2016, accessed 11/21/2020.

Adapted from Thomas V. Bonoma and Benson

P. Shapiro, Segmenting the Industrial Market
(Lexington, MA: Lexington Books, 1983).

Piet Levy, “Reeling in the Hungry Fish,” Marketing
News, May 30, 2009, p. 6; Stephen Baker, “Timken
Plots a Rust Belt Resurgence,” Bloomberg
BusinessWeek, October 15, 2009; Matt McClellan,
“Rolling Along,” Smart Business Akron/Canton
(October 2008); “Strong Energy Market to Propel
Timken,” Metal Bulletin Daily, January 27, 2012,

p. 64; https://www.timken.com/about, accessed
1/27/2021.

Marketing Insight sources: Chris Anderson,

The Long Tail (New York: Hyperion, 2006); Erik
Brynjolfsson, Yu “Jeffrey” Hu, and Michael D.
Smith, “From Niches to Riches: Anatomy of

a Long Tail,” MIT Sloan Management Review
(Summer 2006), p. 67; Anita Elberse, “Should You
Invest in the Long Tail?” Harvard Business Review
(July-August 2008), pp. 88-96; “Rethinking the
Long Tail Theory: How to Define ‘Hits’ and ‘Niches,
Knowledge@\Wharton, September 16, 2009.

Marketing Spotlight sources: Superdry History,
2020, careers.superdry.com/about-us/history;
Mariam Cheik-Hussein, “Superdry Reveals TikTok
Strategy—and Why It’s Working,” Ragtrader,
August 2019, www.ragtrader.com.au/news/
superdry-reveals-tiktok-strategy-and-why-
it-s-working; Jo-Anne Hui-Miller, “Superdry
Outlines Expansion Plans, Challenges,”

Inside Retail Australia, July 2019, insideretail.
com.au/news/superdry-outlines-expansion-
plans-challenges-201907; Imogen Fox, “How
Superdry Quietly Took Over the Fashion World,”


https://www.wedinsights.com/report/the-knot-real-weddings
https://www.wedinsights.com/report/the-knot-real-weddings
https://www.statista.com/statistics/670921/mcdonalds-most-frequent-diners-by-ethnicity-us/
https://claritas360.claritas.com/mybestsegments
http://www.strategicbusinessinsights.com/vals/presurvey.shtml
https://www.timken.com/about
http://www.ragtrader.com.au/news/superdry-reveals-tiktok-strategy-and-why-it-s-working
https://www.cnbc.com/2020/11/12/singles-day-2020-alibaba-and-jd-rack-up-record-115-billion-of-sales.html
https://www.cnbc.com/2020/11/12/singles-day-2020-alibaba-and-jd-rack-up-record-115-billion-of-sales.html
https://www.cnbc.com/2020/11/12/singles-day-2020-alibaba-and-jd-rack-up-record-115-billion-of-sales.html
https://www.statista.com/statistics/670921/mcdonalds-most-frequent-diners-by-ethnicity-us/
http://www.ragtrader.com.au/news/superdry-reveals-tiktok-strategy-and-why-it-s-working
http://www.ragtrader.com.au/news/superdry-reveals-tiktok-strategy-and-why-it-s-working
http://insideretail.com.au/news/superdry-outlines-expansion-plans-challenges-201907
http://insideretail.com.au/news/superdry-outlines-expansion-plans-challenges-201907
http://insideretail.com.au/news/superdry-outlines-expansion-plans-challenges-201907
http://www.strategicbusinessinsights.com/vals/presurvey.shtml
http://careers.superdry.com/about-us/history

528

36.

ENDNOTES

The Guardian, July 14, 2011, www.theguardian.com/
lifeandstyle/2011/jul/14/superdry-fashion.
Marketing Spotlight sources: MDS, “Uniglo
Spreads in Europe, Lands in Italy,” The Global

Fashion Business Journal, November 26, 2018, 8.

https://www.themds.com/companies/uniglo-
spreads-in-europe-lands-in-italy.html; Martin Roll,
“Uniglo: The Strategy Behind the Global Japanese
Fast Fashion Retail Brand,” Business and Brand

Leadership (October 2019), https://martinroll.com/ 9.

resources/articles/strategy/uniglo-the-strategy-
behind-the-global-japanese-fast-fashion-retail- 10
brand/; Robyn Turk, “5 Reasons behind Uniglo’s
Success,” Fashion United, November 1, 2018,
https://fashionunited.uk/news/fashion/5-reasons-
behind-uniglo-s-success/2018110139764; Gillian
B. White, “Why Urban Millennials Love Uniglo,”
The Atlantic, April 2019, https://www.theatlantic
.com/magazine/archive/2019/04/uniglo-
millennials-gap/583219/.

Chapter 7

1.

John Legere, “T-Mobile’s CEO on Winning Market
Share by Trash-Talking Rivals,” Harvard Business
Review (January-February 2017); Richard Feloni,
“The T-Mobile CEO Who Calls His Competition
‘Dumb and Dumber’ Explains How He Doubled
Customers in 4 Years, and How a Group of

Employees Made Him Cry,” Business Insider, 12.

October 7, 2016; www.t-mobile.com/our-story/
un-carrier-history, accessed 11/25/2020; https://
investor.t-mobile.com/financial-performance/
quarterly-results/default.aspx, accessed

11/25/2020. 13

. The following discussion of the three types of

customer value is reprinted from Alexander
Chernev, Strategic Marketing Management: Theory
and Practice (Chicago, IL: Cerebellum Press, 2019).
For an interesting approach to assess customer
product perceptions and market structure

online, see Thomas Y. Lee and Eric T. Bradlow,

“Automated Marketing Research Using Online 14.

Customer Reviews,” Journal of Marketing
Research 48 (October 2011), pp. 881-94. 15

. Al Ries and Jack Trout, Positioning: The Battle for

Your Mind, 20th Anniversary Edition (New York:
McGraw-Hill, 2000).

Brian Sheehan, Loveworks: How the World’s Top

Marketers Make Emotional Connections to Win in 16.

the Marketplace (Brooklyn, NY: PowerHouse, 2013).
Piet Levy, “Express Yourself,” Marketing News,

June 15, 2009, p. 6. 17.
. Walter Loeb, “Kate Spade Is a Brand Ready to

Boom around the World,” Forbes, March 22, 2013;
Jon Caramanica, “At Jack Spade, Carefully
Appearing Not to Care,” New York Times,
September 1, 2010; Meredith Galante, “How

11.

Kate Spade New York Uses Social Media to Sell
Handbags,” Business Insider, April 17, 2012;
https://www.katespade.com/about-us/, accessed
11/25/2020.

David A. Aaker, Brand Portfolio Strategy: Creating
Relevance, Differentiation, Energy, Leverage, and
Clarity (New York: Free Press, 2004); Rebecca
Wright, “The Next Frontier for Nutrition Bars,”
Nutraceuticals World (January/February 2011).

Robert Klara, “The Tough Sell,” Adweek,
July 9, 2012, p. 40.

. Kevin Lane Keller, Brian Sternthal, and Alice

Tybout, “Three Questions You Need to Ask
about Your Brand,” Harvard Business Review
(September 2002), pp. 80-89.

Patrick Barwise, Simply Better: Winning and
Keeping Customers by Delivering What Matters
Most (Cambridge, MA: Harvard Business School
Press, 2004); Gregory S. Carpenter, Rashi Glazer,
and Kent Nakamoto, “Meaningful Brands from
Meaningless Differentiation: The Dependence

on Irrelevant Attributes,” Journal of Marketing
Research 31 (August 1994), pp. 339-50; Elizabeth
M. S. Friedman, Jennifer Savary, and Ravi Dhar,
“Apples, Oranges, and Erasers: The Effect of
Considering Similar versus Dissimilar Alternatives
on Purchase Decisions,” Journal of Consumer
Research 45, no. 4 (2018), pp. 725-42.

Hamish Pringle and Peter Field, “Why Emotional
Messages Beat Rational Ones,” Advertising Age,
March 2, 2009, p. 13; Hamish Pringle and Peter
Field, Brand Immortality: How Brands Can Live
Long and Prosper (Philadelphia: Kogan Page, 2009).

. James H. Gilmore and B. Joseph Pine I,

Authenticity: What Consumers Really Want
(Cambridge, MA: Harvard Business School
Press, 2007); Felicitas Morhart, Lucia Malar,
Amélie Guévremont, Florent Girardin, and Bianca
Grohmann, “Brand Authenticity: An Integrative
Framework and Measurement Scale,” Journal of
Consumer Psychology (2014).

Jack Neff, “Welch’s Local-Sourcing Story Core to
Outreach,” Advertising Age, January 24, 2011.

. Elaine Wong, “Method Co-Founder Offers Spin

on Viral Video,” Adweek, January 11, 2010;
“Champions of Design: Method,” Marketing,

June 15, 2011, p. 18; https://methodhome.com,
accessed 1/27/2021.

Jennifer Cirillo, “Energy’s MVP,” Beverage World
(August 2012), pp. 35-42; www.redbull.com/us-en,
accessed 1/27/2021.

Thomas A. Brunner and Michaela Wanke, “The
Reduced and Enhanced Impact of Shared
Features on Individual Brand Evaluations,”
Journal of Consumer Psychology 16 (April 2006),
pp. 101-11; loannis Evangelidis and Stijn M. J.
Van Osselaer, “Points of (Dis)parity: Expectation


http://www.theguardian.com/lifeandstyle/2011/jul/14/superdry-fashion
https://martinroll.com/resources/articles/strategy/uniqlo-the-strategy-behind-the-global-japanese-fast-fashion-retail-brand/
https://fashionunited.uk/news/fashion/5-reasons-behind-uniqlo-s-success/2018110139764
https://www.theatlantic.com/magazine/archive/2019/04/uniqlo-millennials-gap/583219/
http://www.t-mobile.com/our-story/un-carrier-history
https://investor.t-mobile.com/financial-performance/quarterly-results/default.aspx
https://investor.t-mobile.com/financial-performance/https://investor.t-mobile.com/financial-performance/quarterly-results/default.aspx
https://www.katespade.com/about-us/
https://methodhome.com
http://www.redbull.com/us-en
http://www.theguardian.com/lifeandstyle/2011/jul/14/superdry-fashion
https://www.themds.com/companies/uniqlo-spreads-in-europe-lands-in-italy.html
https://www.themds.com/companies/uniqlo-spreads-in-europe-lands-in-italy.html
https://martinroll.com/resources/articles/strategy/uniqlo-the-strategy-behind-the-global-japanese-fast-fashion-retail-brand/
https://martinroll.com/resources/articles/strategy/uniqlo-the-strategy-behind-the-global-japanese-fast-fashion-retail-brand/
https://martinroll.com/resources/articles/strategy/uniqlo-the-strateg-ybehind-the-global-japanese-fast-fashion-retail-brand/
https://fashionunited.uk/news/fashion/5-reasons-behind-uniqlo-s-success/2018110139764
https://www.theatlantic.com/magazine/archive/2019/04/uniqlo-millennials-gap/583219/
https://www.theatlantic.com/magazine/archive/2019/04/uniqlo-millennials-gap/583219/
http://www.t-mobile.com/our-story/un-carrier-history
https://investor.t-mobile.com/financial-performance/quarterly-results/default.aspx

18.

19.

20.

21.

22,

23.

24.

25.

26.

27.

28.

29.

Disconfirmation from Common Attributes in
Consumer Choice,” Journal of Marketing Research
55, no. 1 (2018), pp. 1-13; Jannine D. Lasaleta and
Joseph P. Redden, “When Promoting Similarity
Slows Satiation: The Relationship of Variety,
Categorization, Similarity, and Satiation,” Journal
of Marketing Research 55, no. 3 (2018), pp. 446-57.

E. J. Schultz, “New Miller Time Spots Unveiled:
MillerCoors Explains the Return,” Advertising Age,
March 22, 2012.

“Credit Cards: Loyalty and Retention—US —
November 2007,” Mintel Reports (November 2007).
L. Joshua Sosland, “Dunkin’ Donuts’ Strategy,”
Food Business News, May 18, 2011; Chris Barth,
“Can Dunkin’s New Deal Brew Enough Growth to
Catch Starbucks?” Forbes, January 4, 2012.
Amna Kirmani, Rebecca W. Hamilton, Debora

V. Thompson, and Shannon Lantzy. “Doing Well
versus Doing Good: The Differential Effect of
Underdog Positioning on Moral and Competent
Service Providers,” Journal of Marketing 81, no. 1
(2017), pp. 103-17.

Jim Henry, “BMW Still the Ultimate Driving
Machine, Not That It Ever Wasn’t,” Forbes,

May 31, 2012; “No Joy Here from BMW Ad
Switch,” Automotive News, April 12, 2010.

For a classic analysis of perceptual maps,

see John R. Hauser and Frank S. Koppelman,
“Alternative Perceptual Mapping Techniques:
Relative Accuracy and Usefulness,” Journal of
Marketing Research 16 (November 1979),

pp. 495-506. For some contemporary perspectives
on measurement techniques for positioning, see
Sanjay K. Rao, “Data-Based Differentiation,”
Marketing Insights (Spring 2013), pp. 26-32.
Michael E. Porter, Competitive Strategy:
Techniques for Analyzing Industries and
Competitors (New York: Free Press, 1980).
Makiko Kitamura and David Wainer, “Similar

but Not the Same,” Bloomberg Businessweek,
March 25, 2013, pp. 19-20.

E. J. Schultz, “Muscling Past Mayhem: Geico
Rides Giant Ad Budget Past Allstate,” Advertising
Age, July 8, 2013; Tim Nudd, “You Know the
‘Fifteen Minutes’ Line by Heart, But Did You Also
Know...,” Adweek, July 1, 2013; www.geico.com,
accessed, 1/27/2021.

The following discussion of the strategies for
creating a sustainable competitive advantage

is derived from Alexander Chernev, Strategic
Marketing Management: Theory and Practice
(Chicago, IL: Cerebellum Press, 2019).

27 CFR 5.22—"“The Standards of Identity,”
Alcohol and Tobacco Tax and Trade Bureau; U.S.
Department of Treasury.

Stuart Elliott, “Bank Leaves Child’s Play Behind,”
New York Times, September 17, 2010; “Ally

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

ENDNOTES 529

Bank Launches New ‘Stages’ Ad Campaign,”

PR Newswire, September 4, 2012; Andrew R.
Johnson, “Ally Ads Take Aim at Enemies,” Wall
Street Journal, September 4, 2012; www.ally.com/
about/company-structure, accessed 11/25/2020.

David Dubois, Derek D. Rucker, and Adam

D. Galinsky, “Dynamics of Communicator

and Audience Power: The Persuasiveness

of Competence versus Warmth,” Journal of
Consumer Research 43, no. 1 (2016), pp. 68-85;
Daniella Kupor and Zakary Tormala, “When
Moderation Fosters Persuasion: The Persuasive
Power of Deviatory Reviews,” Journal of Consumer
Research 45, no. 3 (2018), pp. 490-510.

Melissa Korn, “Wanted: Gurus with Actual
Experience,” Wall Street Journal, July 2, 2013.

Randall Ringer and Michael Thibodeau, “A
Breakthrough Approach to Brand Creation,”
Verse, The Narrative Branding Company, www
.versegroup.com, accessed 3/7/2014.

Patrick Hanlon, Primal Branding: Create Zealots for
Your Brand, Your Company, and Your Future (New
York: Free Press, 2006).

Ashlee Vance, “It’s a Doc in a Box,” Bloomberg
Businessweek, May 7, 2012, pp. 45-47.

Daniel Roberts, “The Secrets of See’s Candies,”
Fortune, September 3, 2012, pp. 67-72.

Jason Ankeny, “Building a Brand on a Budget,”
Entrepreneur (May 2010), pp. 48-51.

Rob Walker, “The Cult of Evernote,” Bloomberg
Businessweek, February 28, 2013; https://
evernote.com, accessed 1/26/2021.

Marketing Insight sources: Andrew Ross Sorkin
and Andrew Martin, “Coca-Cola Agrees to Buy
Vitaminwater,” New York Times, May 26, 2007;
www.vitaminwater.com, accessed 1/27/2021.

Marketing Spotlight sources: Robert Berner,

“How Unilever Scored with Young Guys,”
Bloomberg BusinessWeek, May 23, 2005; Randall
Rothenberg, “Dove Effort Gives Packaged-Goods
Marketers Lessons for the Future,” Advertising
Age, March 5, 2007; Jack Neff, “In Dove Ads,
Normal Is the New Beautiful,” Advertising Age,
September 27, 2004; Kim Bhasin, “How Axe
Became the Top-Selling Deodorant by Targeting
Nerdy Losers,” Business Insider, October 10, 2011;
Jonathan Salem Baskin, “The Opportunity for
Dove to Get Real with Its Branding,” Forbes,

March 7, 2013; Jack Neff, “Campaign Has Won
Lots of Awards, Sold Heap of Product. But Has It
Changed Perceptions?” Ad Age, January 22, 2014;
Tim Nudd, “Axe Tackles “Toxic Masculinity’ by
Revealing How Deeply Young Men Struggle with
It,” AdWeek, May 17, 2017; Unilever 2017 Annual
Report; www.dove.com/us/en/stories/campaigns
.html, accessed 2/5/2021; www.unilever.com/
brands/personal-care/axe.html; accessed 2/5/2021.


http://www.geico.com
http://www.ally.com/about/company-structure
https://evernote.com
https://evernote.com
http://www.vitaminwater.com
http://www.dove.com/us/en/stories/campaigns.html
http://www.unilever.com/brands/personal-care/axe.html
http://www.unilever.com/brands/personal-care/axe.html
http://www.dove.com/us/en/stories/campaigns.html
http://www.versegroup.com
http://www.versegroup.com
http://www.ally.com/about/company-structure

ENDNOTES

40. Marketing Spotlight sources: Lucy Tesseras,

“‘People Were Bemused’: How First Direct Shook
Up Banking with Its ‘Radical’ Launch,” Marketing
Week, July 4, 2019, www.marketingweek.
com/first-direct-radical-launch-2/, accessed
3/10/2020; “First Direct: Using Customer Service
to Position a Business,” Business Case Studies,
September 23, 2019, businesscasestudies.co.uk/
using-customer-service-to-position-a-business/,
accessed 3/10/2020; Thomas Hobbs, “First Direct
Repositions as It Admits Customer Service Is

No Longer a Differentiator,” September 1, 2017,
www.marketingweek.com/first-direct-on-moving-
beyond-customer-service/, accessed 3/10/2020;
“HSBC and First Direct to Adopt MoniLink Mobile
Banking Platform,” Finextra, April 10, 2006, www
finextra.com/newsarticle/15170/hsbc-and-first-
direct-to-adopt-monilink-mobile-banking-platform,
accessed 3/29/2020; Ellen Hammitt, “First

Direct Repositions around Financial Wellbeing,”
Marketing Week, January 13, 2020, www
.marketingweek.com/first-direct-money-wellness/,
accessed 3/10/2020; Chiara Cavaglieri, “Best and
Worst Banks,” Which?, March 2020, www.which
.co.uk/money/banking/bank-accounts/best-and-
worst-banks-a3q5d8c6dj7y, accessed 3/28/2020.

Chapter 8

1. Jordan Golson, “Tesla Model 3 Announced:

Release Set for 2017, Price Starts at $35,000,” The
Verge, March 31, 2016; Charles Duhigg, “Dr. Elon &
Mr. Musk: Life inside Tesla’s Production Hell,”
Wired, December 13, 2018; Niall McCarthy,

“The Tesla Model 3 Was the Best-Selling Luxury
Car in America Last Year [Infographic],” Forbes,
February 8, 2019; Peter Valdes-Dapena, “Against
the Odds, Tesla’s Model 3 Became the Best-selling
Luxury Car in America,” CNN, February 7, 2019;
Tim Higgins and Heather Somerville, “Tesla
‘Battery Day’ Spotlights Elon Musk Plan for
$25,000 Electric Car,” The Wall Street Journal,
September 23, 2020.

. Some of these bases are discussed in David A.

Garvin, “Competing on the Eight Dimensions

of Quality,” Harvard Business Review
(November-December 1987), pp. 101-9.

. Joshua Brustein, “Even Finns Don’t Want Nokia
Phones Anymore,” Business Week, May 29, 2013;
Juhana Rossi, “Nokia CEO Sticks to Company’s
Strategy,” Wall Street Journal, May 7, 2013;
Anton Troianovski and Sven Grundberg, “Nokia’s
Bad Call on Smartphones,” Wall Street Journal,
July 18, 2012; www.nokia.com/about-us/who-we-
are/our-history, accessed 1/28//2021.

. Marco Bertini, Elie Ofek, and Dan Ariely, “The
Impact of Add-On Features on Product
Evaluations,” Journal of Consumer Research

10.

11.

12.

13.

36 (June 2009), pp. 17-28; Tripat Gill,
“Convergent Products: What Functionalities
Add More Value to the Base?” Journal of
Marketing 72 (March 2008), pp. 46-62; Robert
J. Meyer, Sheghui Zhao, and Jin K. Han,
“Biases in Valuation vs. Usage of Innovative
Product Features,” Marketing Science 27
(November-December 2008), pp. 1083-96.

Debora Viana Thompson, Rebecca W. Hamilton,
and Roland Rust, “Feature Fatigue: When
Product Capabilities Become Too Much of a
Good Thing,” Journal of Marketing Research 42
(November 2005), pp. 431-42.

David Kesmodel, “No Glass Ceiling for the

Best Job in the Universe,” Wall Street Journal,
June 29, 2010.

Cheryl Jensen, “Honda Repeats, Ford Surges
and Mercedes Tumbles in 2011 Consumer
Reports Study,” www.wheels.blogs.nytimes.com;
Gail Edmondson, “Mercedes Gets Back Up to
Speed,” Bloomberg BusinessWeek, November
13, 2006, pp. 46-47; www.mercedes-benz.com/
en/mercedes-benz/classic/history, accessed
1/28/2021.

Bernd Schmitt and Alex Simonson, Marketing
Aesthetics: The Strategic Management of Brand,
Identity, and Image (New York: Free Press, 1997).

. Subramanian Balachander, Esther Gal-Or, Tansev

Geylani, and Alex Jiyoung Kim. “Provision of
Optional versus Standard Product Features in
Competition,” Journal of Marketing 81, no. 3
(2017), pp. 80-95; Ulrike Kaiser, Martin Schreier,
and Chris Janiszewski, “The Self-Expressive
Customization of a Product Can Improve
Performance,” Journal of Marketing Research 54,
no. 5 (2017), pp. 816-31.

Rupal Parekh, “Personalized Products Please
but Can They Create Profit?” Advertising Age,
May 20, 2012; www.us.burberry.com/store/
bespoke; Paul Sonne, “Mink or Fox? The
Trench Gets Complicated,” Wall Street Journal,
November 3, 2011.

Ravindra Chitturi, Rajagopal Raghunathan, and
Vijay Mahajan, “Delight by Design: The Role of
Hedonic versus Utilitarian Benefits,” Journal of
Marketing 72 (May 2008), pp. 48-63.

Virginia Postrel, The Substance of Style: How the
Rise of Aesthetic Value Is Remaking Commerce,
Culture, and Consciousness (New York:
HarperCollins, 2003).

Ulrich R. Orth and Keven Malkewitz, “Holistic
Package Design and Consumer Brand
Impressions,” Journal of Marketing 72 (May 2008),
pp. 64-81; Freeman Wu, Adriana Samper,

Andrea C. Morales, and Gavan J. Fitzsimons,

“It’s Too Pretty to Use! When and How Enhanced
Product Aesthetics Discourage Usage and Lower


http://www.marketingweek.com/first-direct-radical-launch-2/
http://www.nokia.com/about-us/who-we-are/our-history
http://www.nokia.com/about-us/who-we-are/our-history
http://www.wheels.blogs.nytimes.com
http://www.mercedes-benz.com/en/mercedes-benz/classic/history
http://www.us.burberry.com/store/bespoke
http://www.marketingweek.com/first-direct-radical-launch-2/
http://businesscasestudies.co.uk/using-customer-service-to-position-a-business/
http://businesscasestudies.co.uk/using-customer-service-to-position-a-business/
http://www.marketingweek.com/first-direct-on-moving-beyond-customer-service/
http://www.marketingweek.com/first-direct-on-moving-beyond-customer-service/
http://www.finextra.com/newsarticle/15170/hsbc-and-first-direct-to-adopt-monilink-mobile-banking-platform
http://www.finextra.com/newsarticle/15170/hsbc-and-first-direct-to-adopt-monilink-mobile-banking-platform
http://www.finextra.com/newsarticle/15170/hsbc-and-first-direct-to-adopt-monilink-mobile-banking-platform
http://www.marketingweek.com/first-direct-money-wellness/
http://www.marketingweek.com/first-direct-money-wellness/
http://www.which.co.uk/money/banking/bank-accounts/best-and-worst-banks-a3q5d8c6dj7y
http://www.which.co.uk/money/banking/bank-accounts/best-and-worst-banks-a3q5d8c6dj7y
http://www.which.co.uk/money/banking/bank-accounts/best-and-worst-banks-a3q5d8c6dj7y
http://www.us.burberry.com/store/bespoke
http://www.mercedes-benz.com/en/mercedes-benz/classic/history

14.

15.

16.

17.

18.

19.

20.

21.

22.
23.

Consumption Enjoyment,” Journal of Consumer
Research 44, no. 3 (2017), pp. 651-72.

Rachel Lamb, “How Will Bang & Olufsen’s Lower-
End Product Line Affect the Brand?” Luxury
Daily, January 12, 2012; Jay Green, “Where
Designers Rule,” Bloomberg Business\Week,
November 5, 2007, pp. 46-51; www.bang-olufsen
.com/en, accessed 1/28/2021.

Drake Baer, “How a Top Houseware Brand
Reinvents Perfectly Designed Kitchen Gadgets,”
Business Insider, March 4, 2016.

Haydn Shaughnessy, “How Samsung Competes
with Apple in Design,” Forbes, April 19, 2013;
Melissa J. Perneson, “An Inside Look at
Samsung’s Approach to Product Design,” Tech
Hive, January 9, 2013; http://design.samsung
.com/global/index.html, accessed 1/28/2021.

In reality, Tide’s product line is actually deeper and
more complex. For current product offerings, see
https://tide.com.

A. Yesim Orhun, “Optimal Product Line

Design When Consumers Exhibit Choice-Set-
Dependent Preferences,” Marketing Science 28
(September-October 2009), pp. 868-86; Robert
Bordley, “Determining the Appropriate Depth and
Breadth of a Firm’s Product Portfolio,” Journal of
Marketing Research 40 (February 2003), pp. 39-53;
Peter Boatwright and Joseph C. Nunes, “Reducing
Assortment: An Attribute-Based Approach,”

Journal of Marketing 65 (July 2001), pp. 50-63.

For branding advantages of a product system, see
Ryan Rahinel and Joseph P. Redden, “Brands as
Product Coordinators: Matching Brands Make Joint
Consumption Experiences More Enjoyable,” Journal
of Consumer Research 39 (April 2013), pp. 1290-99.

Ryan Hamilton and Alexander Chernev, “The

Impact of Product Line Extensions and Consumer
Goals on the Formation of Price Image,” Journal of
Marketing Research 47 (February 2010), pp. 51-62.

This illustration is found in Benson P. Shapiro,
Industrial Product Policy: Managing the Existing
Product Line (Cambridge, MA: Marketing Science
Institute, 1977), pp. 3-5, 98-101.

Joann Muller, “How Volkswagen Will Rule the
World,” Forbes, April 17, 2013; Travis Okulski,
“Is Skoda Secretly Volkswagen’s Best Brand?”
Jalopnik, January 15, 2014.

www.haagendazs.us/about, accessed 10/12/2020.

Brett R. Gordon, “A Dynamic Model of
Consumer Replacement Cycles in the PC
Processor Industry,” Marketing Science 28
(September—October 2009), pp. 846-67;
Raghunath Singh Rao, Om Narasimhan,

and George John, “Understanding the Role
of Trade-Ins in Durable Goods Markets:
Theory and Evidence,” Marketing Science 28
(September—October 2009), pp. 950-67.

24.

25.

26.

27.

28.

29.

30.

31.
32.

33.

ENDNOTES 531

Tim Higgins, “Mercedes Adds Coupe to

U.S. C-Class Line in Bid to Top BMW: Cars,”
Bloomberg Businessweek, September 26, 2011;
Aner Sela and Robyn A. LeBoeuf, “Comparison
Neglect in Upgrade Decisions,” Journal of
Marketing Research 54, no. 4 (2017), pp. 556-71.

John Gourville and Dilip Soman, “Overchoice

and Assortment Type: When and Why Variety
Backfires,” Marketing Science 24 (Summer 2005),
pp. 382-95; Alexander Chernev, “When More

Is Less and Less Is More: The Psychology of
Managing Product Assortments,” GfK Marketing
Intelligence Review 3, no. 1 (2011); Sungtak Hong,
Kanishka Misra, and Naufel J. Vilcassim. “The Perils
of Category Management: The Effect of Product
Assortment on Multicategory Purchase Incidence,”
Journal of Marketing 80, no. 5 (2016), pp. 34-52.

Nirmalya Kumar, “Kill a Brand, Keep a Customer,”
Harvard Business Review (December 2003),
pp. 86-95.

David Englander, “Crocs Strides toward a
Comeback,” Barron’s, January 19, 2013; Jennifer
Overstreet, “How Crocs Is Building a Brand Bigger
than the Clog,” National Retail Federation,

August 29, 2012; Edward Teach, “How

Crocs Regained lIts Footing,” CFO Magazine,

May 15, 2012; https://careers.crocs.com/about-
us/default.aspx, accessed 1/28/2020.

Ellen Byron, “Tide Turns ‘Basic’ for P&G in Slump,”
Wall Street Journal, August 6, 2009; Dan Sewell,
“P&G Ends ‘Tide Basic’ Test, No Word on Plans,”
Bloomberg Businessweek, June 23, 2010.

Timothy B. Heath, Devon DelVecchio, and
Michael S. McCarthy, “The Asymmetric Effects of
Extending Brands to Lower and Higher Quality,”
Journal of Marketing 75 (July 2011), pp. 3-20.

Julio Sevilla, Jiao Zhang, and Barbara E. Kahn,
“Anticipation of Future Variety Reduces Satiation
from Current Experiences,” Journal of Marketing
Research 53, no. 6 (2016), pp. 954-98; Jordan
Etkin and Aner Sela, “How Experience Variety
Shapes Postpurchase Product Evaluation,” Journal
of Marketing Research 53, no. 1 (2016), pp. 77-90.

www.bmw.com, accessed 10/28/2020.

Katherine White, Lily Lin, Darren W. Dahl, and
Robin J. B. Ritchie, “When Do Consumers Avoid
Imperfections? Superficial Packaging Damage

as a Contamination Cue,” Journal of Marketing
Research 53, no. 1 (2016), pp. 110-23; Veronika
llyuk and Lauren Block, “The Effects of Single-
Serve Packaging on Consumption Closure and
Judgments of Product Efficacy,” Journal of
Consumer Research 42, no. 6 (2016), pp. 858-78.

Eva C. Buechel and Claudia Townsend, “Buying
Beauty for the Long Run: (Mis)predicting Liking
of Product Aesthetics,” Journal of Consumer
Research 45, no. 2, (2018), pp. 275-97.


http://www.bang-olufsen.com/en
http://design.samsung.com/global/index.html
https://tide.com
http://www.haagendazs.us/about
https://careers.crocs.com/about-us/default.aspx
https://careers.crocs.com/about-us/default.aspx
http://www.bmw.com
http://www.bang-olufsen.com/en
http://design.samsung.com/global/index.html

532

34.

35.

36.

37.

38.

39.

40.

41.

42.
43.

44,

ENDNOTES

Howard Fox, “The Secret Language of Colour,”
Brands & Branding, October 2010, pp. 48-50.
See also Lauren Labrecque and George Milne,
“Exciting Red and Competent Blue: The
Importance of Color in Marketing,” Journal

of the Academy of Marketing Science 40
(September 2012), pp. 711-27; and Niki Hynes,
“Colour and Meaning in Corporate Logos: An
Empirical Study,” Journal of Brand Management
16 (July—August 2009), pp. 545-55.

Melissa Stanger, “How Brands Use the Psychology
of Color to Manipulate You,” Business Insider,
December 29, 2012; Lauren Labrecque and
George R. Milne, “Exciting Red and Competent
Blue: The Importance of Color in Marketing,”
Journal of Academy of Marketing Science 40
(September 2012), pp. 711-27.

Stuart Elliott, “Tropicana Discovers Some Buyers
Are Passionate about Packaging,” New York
Times, February 23, 2009; Linda Tischler, “Never
Mind! Pepsi Pulls Much-Loathed Tropicana
Packaging,” Fast Company, February 23, 2009;
Natalie Zmuda, “Tropicana Line’s Sales Plunge
20% Post-Rebranding,” Advertising Age,

April 2, 2009.

Daniel Milroy-Maher, “Japan Has a Dangerous
Fetish for Packaging,” Vice, September 25, 2014.

John Pflueger, “How Dell Turned Bamboo

and Mushrooms into Environmental-Friendly
Packaging,” MIT Sloan Management Review,

July 17, 2012; Caroline Lennon, “5 Companies
Producing Products with Eco-Friendly Packaging,
One Green Planet, April 2, 2013.

Sarah Skidmore, “SunChips Biodegradable

Bag Made Quieter for Critics,” Huffington Post,
February 24, 2011; Suzanne Vranica, “Snack
Attack: Chip Eaters Make Noise about a Crunchy
Bag,” Wall Street Journal, August 18, 2010.

Sean Poulter, “How Food Labels Can Mislead
Shoppers about Fat Content,” Daily Mail,
September 1, 2010.

Alexander Chernev, Strategic Marketing
Management: Theory and Practice (Chicago, IL:
Cerebellum Press, 2019).

Ibid.

Tao Chen, Ajay Kalra, and Baohung Sun,
“Why Do Consumers Buy Extended Service
Contracts?” Journal of Consumer Research 36
(December 2009), pp. 611-23.

For an empirical study, see Junhong Chu and
Pradeep K. Chintagunta, “Quantifying the
Economic Value of Warranties in the U.S.
Server Market,” Marketing Science 28
(January-February 2009), pp. 99-121.

45.

46.

47.

48.

Alexander Chernev, Strategic Marketing
Management: Theory and Practice (Chicago, IL:
Cerebellum Press, 2019).

Marketing Insight sources: Alexander Chernev,
“When More Is Less and Less Is More: The
Role of Ideal Point Availability and Assortment
in Consumer Choice,” Journal of Consumer
Research 30 (September 2003), pp. 170-83;
Alexander Chernev, Alexander, “Decision Focus
and Consumer Choice among Assortments,”
Journal of Consumer Research, 33 (June 2006),
pp. 50-59; Alexander Chernev, Ulf Béckenholt,
and Joseph Goodman, “Choice Overload:

A Conceptual Review and Meta-Analysis,”
Journal of Consumer Psychology 25, no. 2
(2015), pp. 333-58; Alexander Chernev and
Ryan Hamilton, “Assortment Size and Option
Attractiveness in Consumer Choice among
Retailers,” Journal of Marketing Research 46
(June 2009), pp. 410-20; Kristin Diehl and Cait
Poynor, “Great Expectations?! Assortment Size,
Expectations, and Satisfaction,” Journal of
Marketing Research 46 (April 2009), pp. 312-22;
Sheena lyengar and Mark Lepper, “When Choice
Is Demotivating: Can One Desire Too Much of a
Good Thing?” Journal of Personality and Social
Psychology 79, no. 6 (2000), pp. 995-1006;
Joseph P. Redden and Stephen J. Hoch, “The
Presence of Variety Reduces Perceived Quantity,”
Journal of Consumer Research 36 (October 2009),
pp. 406-17.

Marketing Spotlight sources: Peter Burrows,
“Rock On, iPod,” Bloomberg BusinessWeek,
June 7, 2004, pp. 130-31; Ellen Terrell, “Apple
Computer, Inc.,” Business Reference Services
(April 2008); Catherine Clifford, “Former Apple
CEO John Sculley: What | Learned from Steve
Jobs,” CNBC, May 29, 2018; Mikey Campbell,
“Apple R&D Spending Continues to Grow in
Lockstep with iPhone, AR Projects,” Appleinsider,
May 2, 2018; Apple Annual Report 2018; www
.apple.com; accessed 11/26/2020.

Marketing Spotlight sources: Tanya Dua, “How
$300 Million Mattress Startup Casper Is Shaking
Up Advertising,” Business Insider, July 11, 2017;
Robert J. Dolan, “Casper Sleep Inc.: Marketing
the ‘One Perfect Mattress for Everyone,”” HBS
No. 9-517-042 (Boston: Harvard Business
School Publishing, 2017); Khadeeja Safdar,
“Casper, a Web Pioneer, to Open 200 Stores,”
Wall Street Journal, August 8, 2018; Nathaniel
Meyersohn, “How Casper Drove Mattress Firm
into Bankruptcy,” CNN, October 6, 2018; Sandra
Upson, “How Casper Wants to Sell You Sleep,”
Wired, June 21, 2016; https://casper.com/about,
accessed 11/26/2020.


https://casper.com/about
http://www.apple.com
http://www.apple.com

49. Marketing Spotlight sources: Charles Fishman,

“No Satisfaction at Toyota,” Fast Company,
December 2006-January 2007, pp. 82-90; Brian
Bemner and Chester Dawson, “Can Anything
Stop Toyota?” Bloomberg BusinessWeek,
November 17, 2003, pp. 114-22; Mike

Ramsey, “Toyota Calls Hybrids ‘Sturdy Bridge’
to Automotive Future,” Wall Street Journal,
September 30, 2013; www.toyota-global.com/

company/history_of_toyota, accessed 11/26/2020.

Chapter 9

1.

Leonard L. Berry, On Great Service: A Framework
for Action (New York: Free Press, 2006), as well as
others of his texts.

. Juliana Rose Pignataro, “The Top 10 Consumer

Service Companies: Cracker Barrel, Avon, Disney
Cruise Lines and Other American Favorites,”
Newsweek, November 20, 2018; “Publix to

Debut Small-Format Store: Report,” Progressive
Grocer, January 30, 2018; Marcia Layton Turner,
“Publix and Wegmans Named America’s Favorite
Grocery Stores,” Forbes, January 18, 2018; http://
corporate.publix.com/about-publix, accessed
2/9/2021.

. Annie Gasparro, “A New Test for Panera’s Pay-

What-You-Can,” Wall Street Journal, June 4, 2013;
Stuart Elliott, “Selling Products by Selling Shared
Values,” New York Times, February 13, 2013; Beth
Kowitt, “A Founder’s Bold Gamble on Panera,”
Fortune, August 13, 2012; David Gelles, “Panera’s
Mission to Be Anything but Artificial,” New York
Times, July, 2 2015; Stephanie Strom, “Panera
Bread Plans to Drop a Long List of Ingredients,”
New York Times, May 4, 2015; www.panerabread
.com/en-us/company/about-panera.html,
accessed 1/28/2021.

Phillip Nelson, “Information and Consumer

Behavior,” Journal of Political Economy 78
(March-April, 1970), pp. 311-329.

. Allan Adamson and Chekitan Dev, “Can Carnival

Recover from the Damage to Its Brand?”
Marketing Daily, April 12, 2013; Lateef Mungin
and Steve Almasy, “Crippled Cruise Ship
Returns; Passengers Happy to Be Back,” CNN,
February 15, 2013; www.carnival.com/about-
carnival/about-us.aspx, accessed 1/28/2021;
Hannah Sampson, “A Carnival Corp. ship had the
biggest coronavirus outbreak in the industry. Now
Congress is probing the company.” Washington
Post, May 1, 2020.

For discussion of how the blurring of the line
distinguishing products and services changes

the meaning of this taxonomy, see Christopher
Lovelock and Evert Gummesson, “Whither
Services Marketing? In Search of a New Paradigm

10.

11.

12.

13.

14.

15.

16.

ENDNOTES 533

and Fresh Perspectives,” Journal of Service
Research 7 (August 2004), pp. 20-41; and Stephen
L. Vargo and Robert F. Lusch, “Evolving to a

New Dominant Logic for Marketing,” Journal of
Marketing 68 (January 2004), pp. 1-17.

. Theodore Levitt, “Marketing Intangible Products

and Product Intangibles,” Harvard Business
Review (May-June 1981), pp. 94-102; Leonard L.
Berry, “Services Marketing Is Different,” Business
(May-June 1980), pp. 24-29.

Bernd H. Schmitt, Customer Experience
Management (New York: John Wiley & Sons,
2003); Bernd H. Schmitt, David L. Rogers, and
Karen Vrotsos (2003), There’s No Business That’s
Not Show Business: Marketing in an Experience
Culture (Upper Saddle River, NJ: Prentice Hall
Financial Times, 2004).

. www.sportsbusinessdaily.com/Journal/

Issues/2018/04/30/Marketing-and-Sponsorship/
Naming-rights-deals.aspx; accessed 12/28/2020.
For some emerging research results on the effects
of creating time and place service separation, see
Hean Tat Keh and Jun Pang, “Customer Reaction
to Service Separation,” Journal of Marketing

74 (March 2010), pp. 55-70.

“The Client: Larry Traxler and Dave Horton, Hilton,”
Hospitality Style, November 15, 2012; “Hilton
Brand Unveils New Lobby Look,” National Real
Estate Investor, April 19, 2011.

Rebecca J. Slotegraaf and J. Jeffrey Inman,
“Longitudinal Shifts in the Drivers of Satisfaction
with Product Quality: The Role of Attribute
Resolvability,” Journal of Marketing Research 41
(August 2004), pp. 269-80; Rebecca W. Hamilton,
Roland T. Rust, Michel Wedel, and Chekitan S.
Dev, “Return on Service Amenities,” Journal of
Marketing Research 54, no. 1 (2017), pp. 96-110.
The material in this paragraph is based in part on
Valarie Zeithaml, Mary Jo Bitner, and Dwayne D.
Gremler, “Service Innovation and Design,” Services
Marketing: Integrating Customer Focus across

the Firm, 7th ed. (New York: McGraw-Hill, 2017),
chapter 8.

John DeVine, Shyam Lal, and Michael Zea, “The
Human Factor in Service Design,” McKinsey
Quarterly, January 2012; G. Lynn Shostack,
“Service Positioning through Structural Change,”
Journal of Marketing 51 (January 1987), pp. 34-43.
Vikas Mittal, Wagner A. Kamakura, and Rahul
Govind, “Geographical Patterns in Customer
Service and Satisfaction: An Empirical
Investigation,” Journal of Marketing 68 (July 2004),
pp. 48-62.

Jeffrey F. Rayport, Bernard J. Jaworski, and

Ellie J. Kyung, “Best Face Forward: Improving
Companies’ Service Interface with Customers,”


http://www.toyota-global.com/company/history_of_toyota
http://corporate.publix.com/about-publix
http://corporate.publix.com/about-publix
http://www.panerabread.com/en-us/company/about-panera.html
company/history_of_toyota
http://www.panerabread.com/en-us/company/about-panera.html
http://www.carnival.com/about-carnival/about-us.aspx
http://www.carnival.com/about-carnival/about-us.aspx
http://www.sportsbusinessdaily.com/Journal/Issues/2018/04/30/Marketing-and-Sponsorship/Naming-rights-deals.aspx
http://www.sportsbusinessdaily.com/Journal/Issues/2018/04/30/Marketing-and-Sponsorship/Naming-rights-deals.aspx
http://www.sportsbusinessdaily.com/Journal/Issues/2018/04/30/Marketing-and-Sponsorship/Naming-rights-deals.aspx

534

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

ENDNOTES

Journal of Interactive Marketing 19 (Autumn 2005),
pp. 67-80; Asim Ansari and Carl F. Mela,
“E-Customization,” Journal of Marketing Research
40 (May 2003), pp. 131-45.

W. Earl Sasser, “Match Supply and Demand in
Service Industries,” Harvard Business Review,
November-December 1976, pp. 133-40.

Steven M. Shugan and Jinhong Xie, “Advance
Selling for Services,” California Management
Review 46 (Spring 2004), pp. 37-54; Eyal
Biyalogorsky and Eitan Gerstner, “Contingent
Pricing to Reduce Price Risks,” Marketing Science
23 (Winter 2004), pp. 146-55.

Nicas, Jack, “Now Prices Can Change from
Minute to Minute,” Wall Street Journal,
December 14, 2015.

Karl Taro Greenfeld, “Fast and Furious,”
Bloomberg Businessweek, May 9, 2011.

Roland T. Rust and Ming-Hui Huang, “Optimizing
Service Productivity,” Journal of Marketing 76
(March 2012), pp. 47-66.

“Two Top Stock Picks for 2019: Innovative
Industrial Properties and Twilio,” Forbes,
January 24, 2019; www.twilio.com/company,
accessed 2/4/2021.

Matthew Dixon, Karen Freeman, and Nicholas
Toman, “Stop Trying to Delight Your Customers,”
Harvard Business Review (July—August 2010),
pp. 116-22.

Chi Kin (Bennett) Yim, Kimmy Wa Chan, and
Simon S. K. Lam, “Do Customers and Employees
Enjoy Service Participation? Synergistic Effects
of Self- and Other-Efficacy,” Journal of Marketing
76 (November 2012), pp. 121-40; Zhenfeng

Ma and Laurette Dubé, “Process and Outcome
Interdependency in Frontline Service Encounters,”
Journal of Marketing 75 (May 2011), pp. 83-98;
Detelina Marinova, Sunil K. Singh, and Jagdip
Singh, “Frontline Problem-Solving Effectiveness: A
Dynamic Analysis of Verbal and Nonverbal Cues,”
Journal of Marketing Research 55, no. 2 (2018),
pp. 178-92.

Kimmy Wa Chan, Chi Kin (Bennett) Yim, and
Simon S. K. Lam, “Is Customer Participation in
Value Creation a Double-Edged Sword? Evidence
from Professional Financial Services across
Cultures,” Journal of Marketing 74 (May 2010),
pp. 48-64.

Valarie Zeithaml, Mary Jo Bitner, and Dwayne D.
Gremler, Services Marketing: Integrating Customer
Focus across the Firm, 7th ed. (New York:
McGraw-Hill, 2017).

Rachel R. Chen, Eitan Gerstner, and Yinghui
(Catherine) Yang, “Customer Bill of Rights

under No-Fault Service Failure: Confinement

28.

20.

30.

31.

32.

33.

34.

and Compensation,” Marketing Science 31
(January/February 2012), pp. 157-71; Michael
Sanserino and Cari Tuna, “Companies Strive
Harder to Please Customers,” Wall Street Journal,
July 27, 2009, p. B4.

James L. Heskett, W, Earl Sasser Jr., and Joe
Wheeler, Ownership Quotient: Putting the Service
Profit Chain to Work for Unbeatable Competitive
Advantage (Boston, MA: Harvard Business School
Press, 2008).

D. Todd Donovan, Tom J. Brown, and John C.
Mowen, “Internal Benefits of Service Worker
Customer Orientation: Job Satisfaction,
Commitment, and Organizational Citizenship
Behaviors,” Journal of Marketing 68

(January 2004), pp. 128-46.

Jeffrey Hollender, “Lessons We Can All Learn
from Zappos CEO Tony Hsieh,” The Guardian,
March 14, 2013; Tricia Morris, “Using Metrics

to Create a Zappos-Like Customer Service
Culture,” Parature, November 13, 2012; Mig
Pascual, “Zappos: 5 Out-of-the-Box Ideas for
Keeping Employees Engaged,” U.S. News,
October 30, 2012; Helen Coster, “A Step

Ahead,” Forbes, June 2, 2008, pp. 78-80; Paula
Andruss, “Delivering Wow through Service,”
Marketing News, October 15, 2008, p. 10; Jeffrey
M. O’Brien, “Zappos Knows How to Kick It,”
Fortune, February 2, 2009, pp. 55-60; Brian
Morrissey, “Amazon to Buy Zappos,” Adweek,
July 22, 2009; Christopher Palmeri, “Now for Sale,
the Zappos Culture,” Bloomberg BusinessWeek,
January 11, 2010, p. 57.

Frances X. Frei, “The Four Things a Service
Business Must Get Right,” Harvard Business
Review (April 2008), pp. 70-80.

Christian Gronroos, “A Service-Quality Model and
Its Marketing Implications,” European Journal of
Marketing 18 (1984), pp. 36-44.

Detelina Marinova, Jun Ye, and Jagdip Singh, “Do
Frontline Mechanisms Matter? Impact of Quality
and Productivity Orientations on Unit Revenue,
Efficiency, and Customer Satisfaction,” Journal of
Marketing 72 (March 2008), pp. 28-45.

Ad de Jong, Ko de Ruyter, and Jos Lemmink,
“Antecedents and Consequences of the Service
Climate in Boundary-Spanning Self-Managing
Service Teams,” Journal of Marketing 68

(April 2004), pp. 18-35; Michael D. Hartline and O.
C. Ferrell, “The Management of Customer-Contact
Service Employees: An Empirical Investigation,”
Journal of Marketing 60 (October 1996), pp. 52-70;
Christian Homburg, Jan Wieseke, and Torsten
Bornemann, “Implementing the Marketing Concept
at the Employee-Customer Interface: The Role of
Customer Need Knowledge,” Journal of Marketing


http://www.twilio.com/company

35.

36.

37.

38.

39.

40.

41.

42,

43.

44.

73 (July 2009), pp. 64-81; Chi Kin (Bennett) Yim,
David K. Tse, and Kimmy Wa Chan, “Strengthening
Customer Loyalty through Intimacy and Passion:
Roles of Customer-Firm Affection and Customer—
Staff Relationships,” Journal of Marketing Research
45 (December 2008), pp. 741-56.

Gregory Jones, “Jim Weddle Is Positioning
Edward Jones to Be the Top of Mind Choice,”
Smart Business, May 31, 2013; https://www
.edwardjones.com/financial-advisor-value/index
.html, accessed 1/28/2021.

Loizos Heracleous and Jochen Wirtz, “Singapore
Airlines’ Balancing Act,” Harvard Business Review
(July-August, 2010); James Wallace, “Singapore
Airlines Raises the Bar for Luxury Flying,” Seattle
Post Intelligencer, January 18, 2007; Elaine
Glusac, “Can 18 Hours in the Air Be Bearable?
Airlines Bet on Ultra-Long-Haul Flights,” New York
Times, October 15, 2018.

Paul Hagen, “The Rise of the Chief Customer
Officer,” Forbes, February 16, 2011.

“Butterball, LLC,” Hoover’s Company Records,
October 15, 2012; Stephanie Warren, “Turkey 911!
Butterball’s Hotline Saves Your Thanksgiving,”
Popular Mechanics, November 23, 2011; www
.butterball.com/about-us/turkey-talk-line;
accessed 12/7/2020.

Jena McGregor, “When Service Means Survival,”
Bloomberg BusinessWeek, March 2, 2009,
pp. 26-30.

Matt Apuzzo, “High Rollers Enjoy the High Life at
Casinos,” Pittsburgh Post-Gazette, October 16,
2006; Kate Taylor, “Inside the Dark, Fantasy World
of Millionaire ‘Whales’ at Casinos, Who Receive
Ridiculous Perks and Are Under Harsh Scrutiny
Since the Las Vegas Shooting,” Business Insider,
October 19, 2017.

Mark Bowden, “The Man Who Broke Atlantic City,”
The Atlantic (April 2012).

Dave Dougherty and Ajay Murthy, “What Service
Customers Really Want,” Harvard Business
Review, September 2009, p. 22; for a contrarian
point of view, see Edward Kasabov, “The
Compliant Customer,” MIT Sloan Management
Review (Spring 2010), pp. 18-19.

Jeffrey G. Blodgett and Ronald D. Anderson,

“A Bayesian Network Model of the Customer
Complaint Process,” Journal of Service Research 2
(May 2000), pp. 321-38.

Jeroen Schepers, Tomas Falk, Ko de Ruyter, Ad
de Jong, and Maik Hammerschmidt, “Principles
and Principals: Do Customer Stewardship and
Agency Control Compete or Complement When
Shaping Frontline Employee Behavior?” Journal
of Marketing 76 (November 2012), pp. 1-20;

45.

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

ENDNOTES 535

James G. Maxham Il and Richard G. Netemeyer,
“Firms Reap What They Sow: The Effects of
Shared Values and Perceived Organizational
Justice on Customers’ Evaluations of Complaint
Handling,” Journal of Marketing 67 (January 2003),
pp. 46-62; Nita Umashankar, Morgan K. Ward,
and Darren W. Dahl. “The Benefit of Becoming
Friends: Complaining after Service Failures Leads
Customers with Strong Ties to Increase Loyalty.”
Journal of Marketing 81, no. 6 (2017), pp. 79-98.
Stephen S. Tax, Stephen W. Brown, and Murali
Chandrashekaran, “Customer Evaluations of
Service Complaint Experiences: Implications for
Relationship Marketing,” Journal of Marketing 62
(April 1998), pp. 60-76.

www.aligntech.com; accessed 12/29/20;
Alexander Chernev, The Marketing Plan Handbook,
6th edition (Chicago, IL: Cerebellum Press, 2020).
Mohanbir Sawhney, Robert C. Wolcott, and Inigo
Arroniz, “The 12 Different Ways for Companies

to Innovate,” MIT Sloan Management Review,
April 1, 2006.

Paul McDougall, “Movado Builds Customer

Ties with Repair Process,” Informationweek,
September 17, 2012.

Karen Talley, “The Holiday-Gift Return Free-for-
All,” Wall Street Journal, December 23, 2012.

J. Andrew Petersen and V. Kumar, “Can
Product Returns Make You Money?” MIT Sloan
Management Review 51 (Spring 2010), pp. 85-89.

This section is based on a comprehensive
treatment of product returns: James Stock,
Thomas Speh, and Herbert Shear, “Managing
Product Returns for Competitive Advantage,” MIT
Sloan Management Review (Fall 2006), pp. 57-62.
See also J. Andrew Petersen and V. Kumar, “Can
Product Returns Make You Money?” MIT Sloan
Management Review (Spring 2010), pp. 85-89.

Dave Blanchard, “Moving Forward in Reverse,”
Logistics Today, July 12, 2005; Kelly Shermach,
“Taming CRM in the Retail Sector,” CRM Buyer,
October 12, 2006.

Thomas Dotzel, Venkatesh Shankar, and Leonard
L. Berry, “Service Innovativeness and Firm Value,’
Journal of Marketing Research 50 (April 2013),
pp. 259-76.

Geoff Colvin, “Kayak Takes on the Big Dogs,”
Fortune, September 27, 2012; https://www
.bookingholdings.com/brands/kayak, accessed
11/26/2020.

“MinuteClinic Opens Its First Walk-in Medical
Clinics inside CVS/Pharmacy Stores in Cincinnati
and Dayton,” PRNewswire, October 4, 2012; Ellen
McGirt, “Fast Food Medicine,” Fast Company
(September 2007), pp. 37-38.


https://www.edwardjones.com/financial-advisor-value/index.html
http://www.aligntech.com
https://www.bookingholdings.com/brands/kayak
https://www.edwardjones.com/financial-advisor-value/index.html
https://www.edwardjones.com/financial-advisor-value/index.html
http://www.butterball.com/about-us/turkey-talk-line
http://www.butterball.com/about-us/turkey-talk-line
https://www.bookingholdings.com/brands/kayak

536

56.

57.

58.

59.

60.

61.

62.

63.

64.

65.

ENDNOTES

Joe Sharkey, “Clearing Skies for Private Jets,”
New York Times, August 20, 2012.

Eric Savitz, “Can Ticketmaster CEO Nathan
Hubbard Fix the Ticket Market?” Forbes,
February 18, 2011.

Leonard Berry, Venkatesh Shankar, Janet

Turner Parish, Susan Cadwallader, and Thomas
Dotzel, “Creating New Markets through Service
Innovation,” Sloan Management Review 47 (Winter
2006), pp. 56-63.

Dinah Eng, “The Rise of Cirque du Soleil,” Fortune,
November 7, 2011, pp. 39-42; Matt Krantz,
“Tinseltown Gets Glitzy New Star,” USA Today,
August 24, 2009; Linda Tischler, “Join the
Circus,” Fast Company (July 2005), pp. 53-58;
“Cirque du Soleil,” America’s Greatest Brands 3
(2004); Geoff Keighley, “The Factory,” Business
2.0 (February 2004), p. 102; Robin D. Rusch,
“Cirque du Soleil Phantasmagoria Contorts,”
Brandchannel.com, December 1, 2003; www
.cirquedusoleil.com/about-us/history, accessed
1/28/2021.

Roland T. Rust and Richard L. Oliver, “Should We
Delight the Customer?” Journal of the Academy
of Marketing Science 28 (December 2000),

pp. 86-94.

Blake Ellis, “America’s Favorite Credit Card,”
Fortune, August 22, 2013; Geoff Colvin, “How
Can American Express Help You?” Fortune,
April 30, 2012; https://about.americanexpress
.com, accessed 1/29/2021.

A. Parasuraman, Valarie A. Zeithaml, and Leonard
L. Berry, “A Conceptual Model of Service Quality
and Its Implications for Future Research,” Journal
of Marketing 49 (Fall 1985), pp. 41-50. See also
Michael K. Brady and J. Joseph Cronin Jr., “Some
New Thoughts on Conceptualizing Perceived
Service Quality,” Journal of Marketing 65

(July 2001), pp. 34-49.

Roland T. Rust and Tuck Siong Chung, “Marketing
Models of Service and Relationships,” Marketing
Science 25 (November-December 2006),

pp. 560-80; Katherine N. Lemon, Tiffany Barnett
White, and Russell S. Winer, “Dynamic Customer
Relationship Management: Incorporating Future
Considerations into the Service Retention
Decision,” Journal of Marketing 66 (January 2002),
pp. 1-14.

Kent Grayson and Tim Ambler, “The Dark Side of
Long-Term Relationships in Marketing Services,”
Journal of Marketing Research 36 (February 1999),
pp. 132-41.

Leonard L. Berry and A. Parasuraman, Marketing
Services: Competing through Quality (New York:
Free Press, 1991), p. 16.

66

67.

68.

69.

70.

71.

72.

73.

74.

75.

. A. Parasuraman, Valarie A. Zeithaml, and Leonard
L. Berry, “A Conceptual Model of Service Quality
and Its Implications for Future Research,” Journal
of Marketing (Fall 1985), pp. 41-50.

William Boulding, Ajay Kalra, Richard Staelin,
and Valarie A. Zeithaml, “A Dynamic Model of
Service Quality: From Expectations to Behavioral
Intentions,” Journal of Marketing Research 30
(February 1993), pp. 7-27.

Leonard L. Berry, Kathleen Seiders, and Dhruv
Grewal, “Understanding Service Convenience,”
Journal of Marketing 66 (July 2002), pp. 1-17.

J. J. Colao, “Last Man Sitting,” Forbes,

November 18, 2013; Richard McGill Murphy,
“Your Table Is Waiting at OpenTable,” Fortune,
October 3, 2012; Stephanie Strom, “OpenTable
Began a Revolution. Now It’s a Power under
Siege,” New York Times, August 29, 2017.
“Comcast Gets By without Providing Customer
Service,” SBWire, August 12, 2013; Dominic
Basulto, “Can Silicon Valley Re-Invent Customer
Service?” Washington Post, April 19, 2013.
Jeffrey F. Rayport and Bernard J. Jaworski, Best
Face Forward (Boston: Harvard Business School
Press, 2005); Jeffrey F. Rayport, Bernard J.
Jaworski, and Ellie J. Kyung, “Best Face Forward,”
Journal of Interactive Marketing 19 (Autumn 2005),
pp. 67-80; Jeffrey F. Rayport and Bernard J.
Jaworski, “Best Face Forward,” Harvard Business
Review (December 2004), pp. 47-58.

Matthew L. Meuter, Mary Jo Bitner, Amy L.
Ostrom, and Stephen W. Brown, “Choosing
among Alternative Service Delivery Modes:

An Investigation of Customer Trial of Self-
Service Technologies,” Journal of Marketing 69
(April 2005), pp. 61-83.

Venkatesh Shankar, Leonard L. Berry and
Thomas Dotzel, “A Practical Guide to Combining
Products and Services,” Harvard Business Review
(November 2009), pp. 94-99; Jens Hogreve, Anja
Iseke, Klaus Derfuss, and Ténnjes Eller, “The
Service-Profit Chain: A Meta-Analytic Test of a
Comprehensive Theoretical Framework,” Journal
of Marketing 81, no. 3 (2017), pp. 41-61.

Eric Fang, Robert W. Palmatier, and Jan-Benedict
E. M. Steenkamp, “Effect of Service Transition
Strategies on Firm Value,” Journal of Marketing
72 (September 2008), pp. 1-14; Rafael Becerril-
Arreola, Chen Zhou, Raji Srinivasan, and Daniel
Seldin. “Service Satisfaction—-Market Share
Relationships in Partnered Hybrid Offerings,”
Journal of Marketing 81, no. 5 (2017), pp. 86-103.
Goutam Challagalla, R. Venkatesh, and Ajay K.
Kohli, “Proactive Postsales Service: When and
Why Does It Pay Off?” Journal of Marketing 73
(March 2009), pp. 70-87.


https://about.americanexpress.com
http://www.cirquedusoleil.com/about-us/history
http://www.cirquedusoleil.com/about-us/history
https://about.americanexpress.com

76.

77.

78.

79.

https://www.bbc.com/worklife/article/20160317-
inside-the-secret-world-of-accent-training,
accessed 11/25/2020.

Marketing Insight sources: Claudia Jasmand, Vera
Blazevic, and Ko de Ruyter, “Generating Sales
While Providing Service: A Study of Customer
Service Representatives’ Ambidextrous Behavior,”
Journal of Marketing 76 (January 2012), pp. 20-37;
Joseph Walker, “Meet the New Boss: Big Data,”
Wall Street Journal, September 20, 2012;

Vikas Bajaj, “A New Capital of Call Centers,” New
York Times, November 25, 2011; Michael Shroeck,
“Why the Customer Call Center Isn’t Dead,”
Forbes, March 15, 2011.

Marketing Spotlight sources: Big Difference
Marketing, “Powerful Value-Behavioural
Segmentation for Whitbread’s Premier Inn,”
http://www.bigdifferencemarketing.com/home/
marketing-case-studies/hotel-market-customer-
segmentation/, accessed 12/12/2020; David Eisen,
“CEO of Whitbread Talks Premier Inn Growth,
Airbnb Indifference and Operating in a Hostile
World,” Hotel Management, February 1, 2017,
https://www.hotelmanagement.net/development/
ceo-whitbread-talks-premier-inn-growth-
airbnb-indifference-and-operating-a-hostile,
accessed 3/10/2020; Nikki Gilliland, “What
Makes Premier Inn the World’s Strongest Hotel
Chain?,” Ecoconsultancy, March 30, 2017, https://
econsultancy.com/what-makes-premier-inn-
the-world-s-strongest-hotel-chain/, accessed
5/10/2020; Jennifer Luty, “Leading Hotel Chain
Brands in United Kingdom (UK) in 2018, by
Number of Rooms,” Statista, August 9, 2019,
https://www.statista.com/statistics/809752/
leading-hotel-brands-by-number-of-rooms-united-
kingdom-uk/, accessed 5/10/2020; YouGoyv,
“The Most Popular Hotel Brands in the UK,”
November 2018, https://yougov.co.uk/ratings/
travel/popularity/hotel-brands/all, accessed
5/10/2020; Patrick Whyte, “The Hotel Chain That
Doesn’t Need Booking.com or Expedia,” Skift,
July 10, 2017, https://skift.com/2017/07/10/the-
hotel-chain-that-doesnt-need-booking-com-or-
expedia/, accessed 3/10/2020.

Marketing Spotlight sources: Charlotte Rogers,
“‘Hello London’: How TfL Got Customer
Satisfaction Back on Track,” April 20, 2020,
Marketing Week, www.marketingweek.com/tfl-
customer-satisfaction-back-on-track/, accessed
4/22/2020; Steps, “Hello London: Customer
Experience Training for TfL,” stepsdrama.com/
portfolio_page/customer-experience-training-
for-london-bus-drivers/, accessed 4/22/2020;
Metroline. ““Hello London’ Reaches Halfway
Point as 12500 Bus Drivers Complete Customer
Experience Training,” www.metroline.co.uk/

ENDNOTES 537

blog/%E2%80%98hello-london%E2%80%99-
reaches-halfway-point-12500-bus-drivers-
complete-customer-experience-training,
accessed 4/24/2020; UK Bus Awards 2019,
“The Putting Passengers First Award: Winner,
Silver Award, Hello London—TfL and Steps Drama
Learning Development,” www.ukbusawards.org.
uk/content/index.php/passengers-18, accessed
4/24/2020.

Chapter 10

1. Jennifer Haderspeck, “Sports and Protein Drinks
Share the Glory,” Beverage Industry, May 2013;
Jason Feifer, “How Gatorade Redefined Its
Audience and a Flagging Brand,” Fast Company,
June 2012); Duane Stanford, “Gatorade Goes
Back to the Lab,” Bloomberg Businessweek,
November 28, 2010; www.gatorade.com/gx,
accessed 1/30/2021.

2. Kevin Lane Keller, Strategic Brand Management,

4th ed. (Upper Saddle River, NJ: Pearson, 2013).
For other foundational work on branding, see
Jean-Noel Kapferer, The New Strategic Brand
Management, 5th ed. (London, UK: Kogan Page,
2012); Leslie de Chernatony, From Brand Vision
to Brand Evaluation: The Strategic Process of
Growing and Strengthening Brands, 3rd ed.
(Oxford, UK: Butterworth-Heinemann, 2010); and
David A. Aaker and Erich Joachimsthaler, Brand
Leadership (New York: Free Press, 2000).

. Steven Shepherd, Tanya L. Chartrand, and Gavan
J. Fitzsimons, “When Brands Reflect Our Ideal
World: The Values and Brand Preferences of
Consumers Who Support versus Reject Society’s
Dominant Ideology,” Journal of Consumer
Research 42, no. 1 (2015), pp. 76-92; Mathew S.
Isaac and Kent Grayson, “Beyond Skepticism:
Can Accessing Persuasion Knowledge Bolster
Credibility?” Journal of Consumer Research 43,
no. 6 (2017), pp. 895-912.

Lara O’Reilly, “Real Madrid Beat Man U to World’s
Richest Football Team Spot,” Marketing Week,
April 18, 2013; Steven G. Mandis, The Real Madrid
Way: How Values Created the Most Successful
Sports Team on the Planet (Dallas, TX: BenBella
Books, 2016); www.realmadrid.com/en, accessed
1/30/2021.

5. Rajneesh Suri and Kent B. Monroe, “The Effects

of Time Pressure on Consumers’ Judgments

of Prices and Products,” Journal of Consumer
Research 30 (June 2003), pp. 92-104; Aaron

M. Garvey, Frank Germann, and Lisa E. Bolton,
“Performance Brand Placebos: How Brands
Improve Performance and Consumers Take the
Credit,” Journal of Consumer Research 42, no. 6
(2016), pp. 931-51.


https://www.bbc.com/worklife/article/20160317-inside-the-secret-world-of-accent-training
https://www.bbc.com/worklife/article/20160317-inside-the-secret-world-of-accent-training
http://www.bigdifferencemarketing.com/home/marketing-case-studies/hotel-market-customer-segmentation/
https://www.hotelmanagement.net/development/ceo-whitbread-talks-premier-inn-growth-airbnb-indifference-and-operating-a-hostile
https://www.statista.com/statistics/809752/leading-hotel-brands-by-number-of-rooms-united-kingdom-uk/
https://yougov.co.uk/ratings/travel/popularity/hotel-brands/all
http://www.marketingweek.com/tfl-customer-satisfaction-back-on-track/
http://www.marketingweek.com/tfl-customer-satisfaction-back-on-track/
http://www.metroline.co.uk/blog/%E2%80%98hello-london%E2%80%99-reaches-halfway-point-12500-bus-drivers-complete-customer-experience-training
http://www.ukbusawards.org.uk/content/index.php/passengers-18
http://www.gatorade.com/gx
http://www.realmadrid.com/en
http://www.bigdifferencemarketing.com/home/marketing-case-studies/hotel-market-customer-segmentation/
http://www.bigdifferencemarketing.com/home/marketing-case-studies/hotel-market-customer-segmentation/
https://www.hotelmanagement.net/development/ceo-whitbread-talks-premier-inn-growth-airbnb-indifference-and-operating-a-hostile
https://www.hotelmanagement.net/development/ceo-whitbread-talks-premier-inn-growth-airbnb-indifference-and-operating-a-hostile
https://econsultancy.com/what-makes-premier-inn-the-world-s-strongest-hotel-chain/
https://econsultancy.com/what-makes-premier-inn-the-world-s-strongest-hotel-chain/
https://econsultancy.com/what-makes-premier-inn-the-world-s-strongest-hotel-chain/
https://www.statista.com/statistics/809752/leading-hotel-brands-by-number-of-rooms-united-kingdom-uk/
https://www.statista.com/statistics/809752/leading-hotel-brands-by-number-of-rooms-united-kingdom-uk/
https://yougov.co.uk/ratings/travel/popularity/hotel-brands/all
http://Booking.com
https://skift.com/2017/07/10/the-hotel-chain-that-doesnt-need-booking-com-or-expedia/
https://skift.com/2017/07/10/the-hotel-chain-that-doesnt-need-booking-com-or-expedia/
https://skift.com/2017/07/10/the-hotel-chain-that-doesnt-need-booking-com-or-expedia/
http://stepsdrama.com/portfolio_page/customer-experience-training-for-london-bus-drivers/
http://stepsdrama.com/portfolio_page/customer-experience-training-for-london-bus-drivers/
http://stepsdrama.com/portfolio_page/customer-experience-training-for-london-bus-drivers/
http://www.ukbusawards.org.uk/content/index.php/passengers-18
http://www.metroline.co.uk/blog/%E2%80%98hello-london%E2%80%99-reaches-halfway-point-12500-bus-drivers-complete-customer-experience-training
http://www.metroline.co.uk/blog/%E2%80%98hello-london%E2%80%99-reaches-halfway-point-12500-bus-drivers-complete-customer-experience-training
http://www.metroline.co.uk/blog/%E2%80%98hello-london%E2%80%99-reaches-halfway-point-12500-bus-drivers-complete-customer-experience-training

538

10.

11.

ENDNOTES

Rosellina Ferraro, Amna Kirmani, and Ted
Matherly, “Look at Me! Look at Me! Conspicuous
Brand Usage, Self-Brand Connection, and
Dilution,” Journal of Marketing Research 50
(August 2013), pp. 477-88; Alexander Cherney,
Ryan Hamilton, and David Gal, “Competing for
Consumer Identity: Limits to Self-Expression

and the Perils of Lifestyle Branding,” Journal of
Marketing 75 (May 2011).

Pankaj Aggarwal and Ann L. McGill, “When
Brands Seem Human, Do Humans Act Like
Brands? Automatic Behavioral Priming Effects of
Brand Anthropomorphism,” Journal of Consumer
Research 39 (August 2012), pp. 307-23. For some
related research, see Nicolas Kervyn, Susan T.
Fiske, and Chris Malone, “Brands as Intentional
Agents Framework: How Perceived Intentions and
Ability Can Map Brand Perception,” Journal of
Consumer Psychology 22 (2012), pp. 166-76, as
well as commentaries on the article published in
that issue.

Matthew Thomson, Jodie Whelan, and Allison

R. Johnson, “Why Brands Should Fear Fearful
Consumers: How Attachment Style Predicts
Retaliation,” Journal of Consumer Psychology 22
(2012), pp. 289-98; Shirley Y. Y. Cheng, Tiffany
Barnett White, and Lan Nguyen Chaplin, “The
Effects of Self-Brand Connections on Responses
to Brand Failure: A New Look at the Consumer-
Brand Relationship,” Journal of Consumer
Psychology 22 (2012), pp. 280-88.

Katie Kelly Bell, “94 Point Brunello for Peanuts?
How Wine Negociant Cameron Hughes Finds the
Deals,” Forbes, November 27, 2012; Lettie Teague,
“Taking Advantage of the Wine Glut,” Wall Street
Journal, May 7, 2010; https://chwine.com/about,
accessed 1/30/2021.

Tilde Heding, Charlotte F. Knudtzen, and Mogens
Bjerre, Brand Management: Research, Theory

& Practice (New York: Routledge, 2009); Rita
Clifton and John Simmons, eds., The Economist
on Branding (New York: Bloomberg Press, 2004);
Rik Riezebos, Brand Management: A Theoretical
and Practical Approach (Essex, UK: Pearson
Education, 2003).

Joffre Swait and Tulin Erdem, “Brand Effects

on Choice and Choice Set Formation

under Uncertainty,” Marketing Science 26
(September-October 2007), pp. 679-97; Tulin
Erdem, Joffre Swait, and Ana Valenzuela, “Brands
as Signals: A Cross-Country Validation Study,”
Journal of Marketing 70 (January 2006), pp. 34-49;
Leslie K. John, Oliver Emrich, Sunil Gupta, and
Michael I. Norton, “Does ‘Liking’ Lead to Loving?
The Impact of Joining a Brand’s Social Network
on Marketing Outcomes,” Journal of Marketing
Research 54, no. 1 (2017), pp. 144-55; Danielle J.

12.

13.

14.

15.

16.

17.

18.

19.

20.

Brick, Grainne M. Fitzsimons, Tanya L. Chartrand,
and Gavan J. Fitzsimons, “Coke vs. Pepsi: Brand
Compatibility, Relationship Power, and Life
Satisfaction,” Journal of Consumer Research 44,
no. 5 (2018), pp. 991-1014.

Scott Davis, Brand Asset Management: Driving
Profitable Growth through Your Brands (San
Francisco: Jossey-Bass, 2000); Mary W. Sullivan,
“How Brand Names Affect the Demand for Twin
Automobiles,” Journal of Marketing Research 35
(May 1998), pp. 154-65.

Brian Braiker, “New Coke Pops . . . 34 Years
Later,” Advertising Age, May 25, 2019.

Xueming Luo, Sascha Raithel, and Michael A.
Wiles, “The Impact of Brand Rating Dispersion
on Firm Value,” Journal of Marketing Research 50
(June 2013), pp. 399-415.

Michael A. Wiles, Neil A. Morgan, and Lopo

L. Rego, “The Effect of Brand Acquisition and
Disposal on Stock Returns,” Journal of Marketing
76 (January 2012), pp. 38-58.

Natalie Mizik and Robert Jacobson, “Talk about
Brand Strategy,” Harvard Business Review
(October 2005), p. 1; Baruch Lev, Intangibles:
Management, Measurement, and Reporting
(Washington, DC: Brookings Institution, 2001).

For a detailed examination, see Nigel Hollis, The
Meaningful Brand: How Strong Brands Make More
Money (New York: Palgrave Macmillan, 2013).

Other approaches are based on economic
principles of signaling (e.g., Tulin Erdem, “Brand
Equity as a Signaling Phenomenon,” Journal of
Consumer Psychology 7 [1998]), pp. 131-57) or
on more of a sociological, anthropological, or
biological perspective (e.g., Grant McCracken,
Culture and Consumption II: Markets, Meaning,
and Brand Management [Bloomington: Indiana
University Press, 2005]). For a broad view of
consumer psychology perspectives on branding,
see Bernd Schmitt, “The Consumer Psychology
of Brands,” Journal of Consumer Psychology 22
(2012), pp. 7-17.

For an overview of academic research on
branding, see Kevin Lane Keller, “Branding and
Brand Equity,” in Bart Weitz and Robin Wensley,
eds., Handbook of Marketing (London: Sage
Publications, 2002), pp. 151-78; Kevin Lane Keller
and Don Lehmann, “Brands and Branding: Research
Findings and Future Priorities,” Marketing Science
25 (November-December 2006), pp. 740-59.

Kevin Lane Keller, Strategic Brand Management,
5th ed. (Upper Saddle River, NJ: Pearson, 2019).

Kusum Ailawadi, Donald R. Lehmann, and Scott
Neslin, “Revenue Premium as an Outcome
Measure of Brand Equity,” Journal of Marketing 67
(October 2003), pp. 1-17.


https://chwine.com/about

21.

22,

23.

24.

25.

26.

27.

28.

29.

30.

Deborah Roedder John, Barbara Loken, Kyeong-
Heui Kim, and Alokparna Basu Monga, “Brand
Concept Maps: A Methodology for Identifying
Brand Association Networks,” Journal of Marketing
Research 43 (November 2006), pp. 549-63.

Jennifer Rooney, “Kellogg’s Completes Major
Brand Overhaul,” Forbes, May 10, 2012; Mark

J. Miller, “Kellogg’s Aims to Make Today Great
with Refreshed Verbal and Visual Identity,” Brand
Channel, May 14, 2012; “Refreshing an Icon:
Kellogg’s Updates Brand to Keep Pace with
Today’s Consumers,” www.newsroom
.kelloggcompany.com, May 14, 2012.

M. Berk Ataman, Carl F. Mela, and Harald J. van
Heerde, “Building Brands,” Marketing Science 27
(November-December 2008), pp. 1036-54.

Marina Puzakova and Pankaj Aggarwal, “Brands
as Rivals: Consumer Pursuit of Distinctiveness and
the Role of Brand Anthropomorphism,” Journal of
Consumer Research 45, no. 4 (2018), pp. 869-88.

“No Matter How You ‘Like’ It, 42BELOW Vodka
Encourages Everyone to Celebrate National
Coming Out Day,” PR Newswire, October 7, 2011.

Alina Wheeler, Designing Brand Identity, 5th ed.
(Hoboken, NJ: John Wiley, 2017).

Eric A. Yorkston and Geeta Menon, “A Sound Idea:
Phonetic Effects of Brand Names on Consumer
Judgments,” Journal of Consumer Research 31
(June 2004), pp. 43-51; Tina M. Lowery and

L. J. Shrum, “Phonetic Symbolism and Brand
Name Preference,” Journal of Consumer Research
34 (October 2007), pp. 406-14.

John R. Doyle and Paul A. Bottomly, “Dressed
for the Occasion: Font-Product Congruity in the
Perception of Logotype,” Journal of Consumer
Psychology 16 (2006), pp. 112-23; Kevin Lane
Keller, Susan Heckler, and Michael J. Houston,
“The Effects of Brand Name Suggestiveness

on Advertising Recall,” Journal of Marketing

62 (January 1998), pp. 48-57; for an in-depth
examination of how brand names are developed,
see Alex Frankel, Wordcraft: The Art of Turning
Little Words into Big Business (New York: Crown
Publishers, 2004).

For some interesting theoretical perspectives,
see Claudiu V. Dimofte and Richard F. Yalch,
“Consumer Response to Polysemous Brand
Slogans,” Journal of Consumer Research 33
(March 2007), pp. 515-22.

For a marketing academic point of view of some
important legal issues, see Judith Zaichkowsky,
The Psychology behind Trademark Infringement
and Counterfeiting (Mahwah, NJ: LEA Publishing,
2006) and Maureen Morrin, Jonathan Lee, and
Greg M. Allenby, “Determinants of Trademark
Dilution,” Journal of Consumer Research 33

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42,

ENDNOTES 539

(September 2006), pp. 248-57; Larisa Ertekin,
Alina Sorescu, and Mark B. Houston, “Hands

Off My Brand! The Financial Consequences of
Protecting Brands through Trademark Infringement
Lawsuits,” Journal of Marketing 82, no. 5 (2018),
pp. 45-65.

Rupal Parekh, “Meet the Woman behind the
Michelin Man,” Advertising Age, June 11, 2012.
Judith Anne Garretson Folse, Richard G.
Netemeyer, and Scot Burton, “Spokescharacters:
How the Personality Traits of Sincerity, Excitement,
and Competence Help to Build Equity,” Journal of
Advertising 41 (Spring 2012), pp. 17-32.

Eddie Pells, “Despite Numbers, Burton Still

Bullish on Boarding,” Bloomberg Businessweek,
February 12, 2013.

Jennifer Aaker, “Dimensions of Brand Personality,”
Journal of Marketing Research 34 (August 1997),
pp. 347-56. See also Aparna Sundar and
Theodore J. Noseworthy, “Too Exciting to Fail,
Too Sincere to Succeed: The Effects of Brand
Personality on Sensory Disconfirmation,” Journal
of Consumer Research 43, no. 1 (2016), pp. 44-67.
Jennifer L. Aaker, Veronica Benet-Martinez,

and Jordi Garolera, “Consumption Symbols

as Carriers of Culture: A Study of Japanese

and Spanish Brand Personality Constructs,”
Journal of Personality and Social Psychology 81
(March 2001), pp. 492-508.

Yongjun Sung and Spencer F. Tinkham, “Brand
Personality Structures in the United States

and Korea: Common and Culture-Specific
Factors,” Journal of Consumer Psychology

15 (December 2005), pp. 334-50.

David A. Aaker, Brand Portfolio Strategy: Creating
Relevance, Differentiation, Energy, Leverage, and
Clarity (New York: Free Press, 2004).

Michael Krauss, “The Glamour of B-to-B,”
Marketing News, February 2013, pp. 22-23.

Stuart Elliott, “Lipton Goes Back to Basics with

a Tea Bag,” New York Times, January 9, 2013;
Heather Landi, “High Tea,” Beverage World,

July 2011, pp. 18-22; https://www.bloomberg
.com/news/articles/2020-01-30/unilever-reviews-
tea-business-after-slowest-growth-in-a-decade,
accessed 11/26/2020.

Nirmalya Kumar, “Kill a Brand, Keep a Customer,”
Harvard Business Review, December 2003,

pp. 87-95.

Jing Lei, Niraj Dawar, and Jos Lemmink, “Negative
Spillover in Brand Portfolios: Exploring the
Antecedents of Asymmetric Effects,” Journal of
Marketing 72 (May 2008), pp. 111-23.

For comprehensive corporate branding guidelines,
see James R. Gregory, The Best of Branding:
Best Practices in Corporate Branding


http://www.newsroom.kelloggcompany.com
https://www.bloomberg.com/news/articles/2020-01-30/unilever-reviews-tea-business-after-slowest-growth-in-a-decade
http://www.newsroom.kelloggcompany.com
https://www.bloomberg.com/news/articles/2020-01-30/unilever-reviews-tea-business-after-slowest-growth-in-a-decade
https://www.bloomberg.com/news/articles/2020-01-30/unilever-reviews-tea-business-after-slowest-growth-in-a-decade

540

43.

44,

45.

46.

47.

48.

49.

50.

ENDNOTES

(New York: McGraw-Hill, 2004). For some B-to-B
applications, see Atlee Valentine Pope and Ralph
Oliva, “Building Blocks: Ten Key Roles of B-to-B
Corporate Marketing,” Marketing Management,
Winter 2012, pp. 23-28.

Guido Berens, Cees B. M. van Riel, and Gerrit

H. van Bruggen, “Corporate Associations and
Consumer Product Responses: The Moderating
Role of Corporate Brand Dominance,” Journal

of Marketing 69 (July 2005), pp. 35-48; Zeynep
Gurhan-Canli and Rajeev Batra, “When Corporate
Image Affects Product Evaluations: The
Moderating Role of Perceived Risk,” Journal of
Marketing Research 41 (May 2004), pp. 197-205.

Vithala R. Rao, Manoj K. Agarwal, and Denise
Dalhoff, “How Is Manifest Branding Strategy
Related to the Intangible Value of a Corporation?”
Journal of Marketing 68 (October 2004),

pp. 126-41. For an examination of the financial
impact of brand portfolio decisions, see Neil

A. Morgan and Lopo L. Rego, “Brand Portfolio
Strategy and Firm Performance,” Journal of
Marketing 73 (January 2009), pp. 59-74; and

S. Cem Bahadir, Sundar G. Bharadwaj, and
Rajendra K. Srivastava, “Financial Value of Brands
in Mergers and Acquisitions: Is Value in the

Eye of the Beholder?” Journal of Marketing 72
(November 2008), pp. 49-64.

Chuck Carnevale, “United Technologies Has
Transitioned lItself for Accelerated Growth,”
Forbes, March 22, 2013; William J. Holstein, “The
Incalculable Value of Building Brands,” Chief
Executive, April-May 2006, pp. 52-56; www
.utc.com/Who-We-Are/Pages/Key-Facts.aspx,
accessed 1/30/2021.

Deborah Roedder John, Barbara Loken, and
Christopher Joiner, “The Negative Impact of
Extensions: Can Flagship Products Be Diluted?”
Journal of Marketing 62 (January 1998), pp. 19-32.

Vanessa Fuhrmans, “Mercedes Pins Hopes on
Sleek S-Class,” Wall Street Journal, May 16, 2013.
Yuxin Chen and Tony Haitao Cui, “The Benefit

of Uniform Price for Branded Variant,” Marketing
Science 32 (January-February 2013), pp. 36-50.
Marcus Cunha Jr., Mark R. Forehand, and Justin
W. Angle, “Riding Coattails: When Co-Branding
Helps versus Hurts Less-Known Brands,” Journal
of Consumer Research 41, no. 5 (2015),

pp. 1284-1300; Ann-Kristin Kupfer, Nora Pahler
vor der Holte, Raoul V. Kibler, and Thorsten
Hennig-Thurau. “The Role of the Partner Brand’s
Social Media Power in Brand Alliances,” Journal of
Marketing 82, no. 3 (2018), pp. 25-44.

Tansev Geylani, J. Jeffrey Inman, and Frenkel Ter
Hofstede, “Image Reinforcement or Impairment: The
Effects of Co-Branding on Attribute Uncertainty,”
Marketing Science 27 (July—August 2008),

51.

52.

53.

54.

55.

56.

57.

58.

pp. 730-44; Ed Lebar, Phil Buehler, Kevin Lane
Keller, Monika Sawicka, Zeynep Aksehirli, and Keith
Richey, “Brand Equity Implications of Joint Branding
Programs,” Journal of Advertising Research 45
(December 2005); Abhishek Borah and Gerard J.
Tellis, “Halo (Spillover) Effects in Social Media: Do
Product Recalls of One Brand Hurt or Help Rival
Brands?” Journal of Marketing Research 53, no. 2
(2016), pp. 143-160.

Hannes Datta, Kusum L. Ailawadi, and Harald J.
van Heerde. “How Well Does Consumer-Based
Brand Equity Align with Sales-Based Brand

Equity and Marketing-Mix Response?” Journal of
Marketing 81, no. 3 (2017), pp. 1-20.

Philip Kotler and Waldermar Pfoertsch, Ingredient
Branding: Making the Invisible Visible (Heidelberg,
Germany: Springer-Verlag, 2011).

Kalpesh Kaushik Desai and Kevin Lane Keller,
“The Effects of Brand Expansions and Ingredient
Branding Strategies on Host Brand Extendibility,”
Journal of Marketing 66 (January 2002), pp. 73-93.

Martin Bishop, “Finding Your Nemo: How to
Survive the Dangerous Waters of Ingredient
Branding,” Chief Executive, March 15, 2010.

Kevin Lane Keller, Strategic Brand Management,
4th ed. (Upper Saddle River, NJ: Prentice Hall, 2013).
See also Philip Kotler and Waldemar Pfoertsch, B2B
Brand Management (New York: Springer, 2006).
Tatiana M. Fajardo, Jiao Zhang, and Michael
Tsiros, “The Contingent Nature of the Symbolic
Associations of Visual Design Elements: The Case
of Brand Logo Frames,” Journal of Consumer
Research 43, no. 4 (2016), pp. 549-66; Yuwei
Jiang, Gerald J. Gorn, Maria Galli, and Amitava
Chattopadhyay, “Does Your Company Have

the Right Logo? How and Why Circular- and
Angular-Logo Shapes Influence Brand Attribute
Judgments,” Journal of Consumer Research 42,
no. 5 (2016), pp. 709-26; Ryan Rahinel and Noelle
M. Nelson, “When Brand Logos Describe the
Environment: Design Instability and the Utility of
Safety-Oriented Products,” Journal of Consumer
Research 43, no. 3 (2016), pp. 478-96.

Kevin Lane Keller and Don Lehmann, “How Do
Brands Create Value?” Marketing Management,
May-June 2003, pp. 27-31. See also Rajendra

K. Srivastava, Tasadduq A. Shervani, and Liam
Fahey, “Market-Based Assets and Shareholder
Value,” Journal of Marketing 62 (January 1998),
pp. 2-18; Shuba Srinivasan, Marc Vanheule,

and Koen Pauwels, “Mindset Metrics in Market
Response Models: An Integrative Approach,”
Journal of Marketing Research 47 (August 2010),
pp. 672-84.

Larry Light and Joan Kiddon, Six Rules for

Brand Revitalization: Learn How Companies

Like McDonald’s Can Re-Energize Their Brands


http://www.utc.com/Who-We-Are/Pages/Key-Facts.aspx
http://www.utc.com/Who-We-Are/Pages/Key-Facts.aspx

59.

60.

61.

62.

63.

64.

65.

66.

(Upper Saddle River, NJ: Wharton School
Publishing, 2009).

Jonathan R. Copulsky, Brand Resilience:
Managing Risk and Recovery in a High-Speed
World (New York: Palgrave Macmillan, 2011).

Rebecca J. Slotegraaf and Koen Pauwels, “The
Impact of Brand Equity and Innovation on the
Long-Term Effectiveness of Promotions,” Journal
of Marketing Research 45 (June 2008),

pp. 293-306.

John Kotter, “Burberry’s Secrets to Successful
Brand Reinvention,” Forbes, February 26, 2013;
Angela Ahrendts, “Burberry’s CEO on Turning an
Aging British Icon into a Global Luxury Brand,”
Harvard Business Review, February 2013; www
.statista.com/topics/3458/burberry, accessed
11/26/2020.

See also Eric A. Yorkston, Joseph C. Nunes, and
Shashi Matta, “The Malleable Brand: The Role of
Implicit Theories in Evaluating Brand Extensions,”
Journal of Marketing 74 (January 2010),

pp. 80-93; Tom Meyvis, Kelly Goldsmith, and
Ravi Dhar, “The Importance of the Context in
Brand Extension: How Pictures and Comparisons
Shift Consumers’ Focus from Fit to Quality,”
Journal of Marketing Research 49 (April 2012),
pp. 206-17; Susan Spiggle, Hang T. Nguyen, and
Mary Caravella, “More than Fit: Brand Extension
Authenticity,” Journal of Marketing Research 49
(December 2012), pp. 967-83; Keisha M. Cutright,
James R. Bettman, and Gavan J. Fitzsimons,
“Putting Brands in Their Place: How a Lack of
Control Keeps Brand Contained,” Journal of
Marketing Research 50 (June 2013), pp. 365-77.

Kevin Lane Keller, Strategic Brand Management,
4th ed. (Upper Saddle River, NJ: Pearson, 2013).
See also Alokparna Basu Monga and Deborah
Roedder John, “Cultural Differences in Brand
Extension Evaluation: The Influence of Analytical
versus Holistic Thinking,” Journal of Marketing
Research 33 (March 2007), pp. 529-36; Rohini
Ahluwalia, “How Far Can a Brand Stretch?
Understanding the Role of Self-Construal,” Journal
of Marketing Research 45 (June 2008), pp. 337-50.

Pierre Berthon, Morris B. Holbrook, James M.
Hulbert, and Leyland F. Pitt, “Viewing Brands in
Multiple Dimensions,” MIT Sloan Management
Review, Winter 2007, pp. 37-43.

Andrea Rothman, “France’s Bic Bets U.S.
Consumers Will Go for Perfume on the Cheap,”
Wall Street Journal, January 12, 1989.

Valarie A. Taylor and William O. Bearden, “Ad
Spending on Brand Extensions: Does Similarity
Matter?” Journal of Brand Management 11
(September 2003), pp. 63-74; Sheri Bridges, Kevin
Lane Keller, and Sanjay Sood, “Communication

67.

68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

79.

80.

ENDNOTES 541

Strategies for Brand Extensions: Enhancing
Perceived Fit by Establishing Explanatory Links,”
Journal of Advertising 29 (Winter 2000), pp. 1-11.
Ralf van der Lans, Rik Pieters, and Michel Wedel,
“Competitive Brand Salience,” Marketing Science
27 (September-October 2008), pp. 922-31.

Beth Newhart, “Monster Fights with Coca-Cola
over Competing Energy Drinks,” BeverageDaily,
November 12, 2018.

Al Ries and Jack Trout, Positioning: The Battle for
Your Mind, 20th Anniversary Edition (New York:
McGraw-Hill, 2000).

David A. Aaker, Brand Portfolio Strategy: Creating
Relevance, Differentiation, Energy, Leverage, and
Clarity (New York: Free Press, 2004).

https://www.nytimes.com/interactive/2018/10/23/
us/metoo-replacements.html, accessed
11/25/2020.

Alice M. Tybout and Michelle Roehm, “Let the
Response Fit the Scandal,” Harvard Business
Review, December 2009, pp. 82-88; Kathleen
Cleeren, Harald J. van Heerde, and Marnik G.
Dekimpe, “Rising from the Ashes: How Brands and
Categories Can Overcome Product-Harm Crises,”
Journal of Marketing 77 (March 2013), pp. 58-77.

Norman Klein and Stephen A. Greyser, “The
Perrier Recall: A Source of Trouble,” Harvard
Business School Case #9-590-104 and “The
Perrier Relaunch,” Harvard Business School Case
#9-590-130.

Christine Moorman, “Covid Drives Digital as
Marketers Pivot into Stronger and Leaner Roles,”
The CMO Survey, June 18, 2020.

Rob Walker, “Nike’s Secret for Surviving the Retalil
Apocalypse, Medium, April 6, 2020.

Melissa Pasanen, “How the Pandemic Propelled
King Arthur Flour into the National Spotlight,”
Seven Days, June 23, 2020.

www.bain.com/about/media-center/press-
releases/2017/press-release-2017-global-fall-
luxury-market-study/

Stellene Volande, “The Secret to Hermeés’s
Success,” Departures, November-December 2009,
pp. 110-12.

www.subzero-wolf.com/sub-zero, accessed
1/30/2021.

Martinne Geller and Uday Sampath Kumar,
“Bacardi to Buy Out Patréon Tequila in $5.1 Billion
Deal,” Reuters, January 22, 2018; www
.patrontequila.com/our-story.html, accessed
1/30/2021.

. Ariel Adams, “Montblanc on How to Be a Luxury

Brand for Many,” Forbes, March 14, 2013; www
.montblanc.com/en-us/discover/about-montblanc/
about-us.html, accessed 1/30/2021.


https://www.nytimes.com/interactive/2018/10/23/us/metoo-replacements.html
http://www.subzero-wolf.com/sub-zero
http://www.statista.com/topics/3458/burberry
http://www.statista.com/topics/3458/burberry
https://www.nytimes.com/interactive/2018/10/23/us/metoo-replacements.html
http://www.bain.com/about/media-center/press-releases/2017/press-release-2017-global-fall-luxury-market-study/
http://www.bain.com/about/media-center/press-releases/2017/press-release-2017-global-fall-luxury-market-study/
http://www.bain.com/about/media-center/press-releases/2017/press-release-2017-global-fall-luxury-market-study/
http://www.patrontequila.com/our-story.html
http://www.patrontequila.com/our-story.html
http://www.montblanc.com/en-us/discover/about-montblanc/about-us.html
http://www.montblanc.com/en-us/discover/about-montblanc/about-us.html
http://www.montblanc.com/en-us/discover/about-montblanc/about-us.html

542

82.

83.

84.

85.

ENDNOTES

Delphine Dion and Stéphane Borraz, “Managing
Status: How Luxury Brands Shape Class
Subijectivities in the Service Encounter,” Journal of
Marketing 81, no. 5 (2017), pp. 67-85.

Kevin Lane Keller, “Managing the Growth
Tradeoff: Challenges and Opportunities in Luxury
Branding,” Journal of Brand Management 16
(March—-May 2009), pp. 290-301.

Marketing Spotlight sources: Adeline Branding,
“The Rebirth of Gucci: A Brand New Strategy
towards Millennials,” Most Modern Buyer, March
2, 2018, modernbuyerbehaviour.wordpress.
com/2018/03/02/the-rebirth-of-gucci-a-brand-
new-strategy-towards-millennials/; Katharina
Bierling, “Courage in Brand Management:

What We Can Learn from Gucci,” Brand Trust,
September 2, 2019, www.brand-trust.de/en/
article/2019/gucci-courage-brand-management.
php; Logo Central, “Gucci Logo—Meaning and
History of Gucci Emblem,” December 15, 2018,
www.logocentral.info/gucci-logo-meaning-
history-gucci-emblem/; Joelle Diderich and Katya
Foreman, “Kering Powers Ahead in Q1 as Gucci
Defies Predictions,” WWD, April 25, 2017, wwd
.com/business-news/financial/gucci-propels-31-
2-rise-in-kering-q1-revenues-10874985/; Isabel
Slone, “Gucci’s Cracked the Luxury Code with
Millennials, Thanks to Its Dream Team of Bizzarri
and Michele,” Forbes, November 16, 2017, www
forbes.com/sites/pamdanziger/2017/11/16/
guccis-cracked-the-luxury-code-with-millennials-
thanks-to-its-dream-team-of-bizzarri-and-
michele/#1d1237ee1523; Dhani Mau, Gucci,
“Demna Gvasalia, and Virgil Abloh Win Big

at the 2018 Fashion Awards,” Fashionista,
December 10, 2018, fashionista.com/2018/12/
british-fashion-awards-2018-winners.

Marketing Spotlight sources: Diana Budds, “How
Muiji, Japan’s Most Famous Anti-Brand, Plans

to Win America,” Fast Company, July 9, 2018;
Carren Jao, “How Muiji Created a Cult Following of
Design Enthusiasts,” Entrepreneur, July 23, 2015;
Masaaki Kanai, “The Chairman of Ryohin Keikaku
on Charting Muji’s Global Expansion,” Harvard
Business Review, January 4, 2018; Molly Young,
“At Muiji, Design Intelligence Meets Dried Squid,”
New York Times, January 19, 2018; https://www
.statista.com/statistics/870917/muji-overseas-
store-numbers, accessed 11/26/2020.

Chapter 11

1.

Edmund Lee, “Netflix Is Raising Prices. Here’s Why,
New York Times, January 15, 2019; Julia Alexander,
“Netflix Raises Prices on All Streaming Plans in US,”
The Verge, January 15, 2019; Mike Snider, “Netflix
Price Increases Could Cause Some Subscribers to

Downgrade, Cancel Streaming Service,” USA Today,
January 17, 2019.

. Cassie Lancellotti-Young, “Groupon Case,”

Glassmeyer/McNamee Center for Digital
Strategies, Dartmouth College, 2011; https://press
.groupon.com, accessed 1/30/2021. For relevant
academic research, see Xueming Luo, Michelle
Andrews, Yiping Song, and Jaakko Aspara,
“Group-Buying Deal Popularity,” Journal of
Marketing 78 (March 2014), pp. 20-33.

. Christian Homburg, Ove Jensen, and Alexander

Hahn, “How to Organize Pricing? Vertical
Delegation and Horizontal Dispersion of
Pricing Authority,” Journal of Marketing 76
(September 2012), pp. 49-69.

. For a thorough review of pricing research,

see Chezy Ofir and Russell S. Winer, “Pricing:
Economic and Behavioral Models,” in Bart Weitz
and Robin Wensley, eds., Handbook of Marketing
(London: Sage Publications, 2002). See also

Ray Weaver and Shane Frederick, “A Reference
Price Theory of the Endowment Effect,” Journal
of Marketing Research 49 (October 2012), pp.
696-707; Kwanho Suk, Jiheon Lee, and Donald R.
Lichtenstein, “The Influence of Price Presentation
Order on Consumer Choice,” Journal of Marketing
Research 49 (October 2012), pp. 708-17; Stephen
A. Atlas and Daniel M. Bartels, “Periodic Pricing
and Perceived Contract Benefits,” Journal of
Consumer Research 45, no. 2 (2018), pp. 350-64.

. Eric Wilson, “Why Does This Pair of Pants Cost

$550?” New York Times, April 26, 2010; Denise
Crosby, “Abercrombie & Fitch Is Cool Again. But
Does the Formerly Oversexed and Overpriced
Brand Deserve a Second Chance?” The Beacon-
News, September 3, 2018.

. For a comprehensive review, see Tridib Mazumdar,

S. P. Raj, and Indrajit Sinha, “Reference Price
Research: Review and Propositions,” Journal of
Marketing 69 (October 2005), pp. 84-102. For

a different point of view, see Chris Janiszewski
and Donald R. Lichtenstein, “A Range Theory
Account of Price Perception,” Journal of Consumer
Research 25 (March 1999), pp. 353-68. For
business-to-business applications, see Hernan
A. Bruno, Hai Che, and Shantanu Dutta, “Role of
Reference Price on Price and Quantity: Insights
from Business-to-Business Markets,” Journal of
Marketing Research 49 (October 2012),

pp. 640-54.

. Adapted from Russell S. Winer, Pricing, MSI

Relevant Knowledge Series (Cambridge, MA:
Marketing Science Institute, 2006); Ellie J. Kyung
and Manoj Thomas, “When Remembering Disrupts
Knowing: Blocking Implicit Price Memory,”

Journal of Marketing Research 53, no. 6 (2016),


http://www.brand-trust.de/en/article/2019/gucci-courage-brand-management.php
http://www.logocentral.info/gucci-logo-meaning-history-gucci-emblem/
http://www.logocentral.info/gucci-logo-meaning-history-gucci-emblem/
https://www.statista.com/statistics/870917/muji-overseas-store-numbers
https://press.groupon.com
http://modernbuyerbehaviour.wordpress.com/2018/03/02/the-rebirth-of-gucci-a-brand-new-strategy-towards-millennials/
http://modernbuyerbehaviour.wordpress.com/2018/03/02/the-rebirth-of-gucci-a-brand-new-strategy-towards-millennials/
http://modernbuyerbehaviour.wordpress.com/2018/03/02/the-rebirth-of-gucci-a-brand-new-strategy-towards-millennials/
http://www.brand-trust.de/en/article/2019/gucci-courage-brand-management.php
http://www.brand-trust.de/en/article/2019/gucci-courage-brand-management.php
http://www.com/business-news/financial/gucci-propels-31-2-rise-in-kering-q1-revenues-10874985/
http://www.com/business-news/financial/gucci-propels-31-2-rise-in-kering-q1-revenues-10874985/
http://www.com/business-news/financial/gucci-propels-31-2-rise-in-kering-q1-revenues-10874985/
http://www.forbes.com/sites/pamdanziger/2017/11/16/guccis-cracked-the-luxury-code-with-millennials-thanks-to-its-dream-team-of-bizzarri-and-michele/#1d1237ee1523
http://www.forbes.com/sites/pamdanziger/2017/11/16/guccis-cracked-the-luxury-code-with-millennials-thanks-to-its-dream-team-of-bizzarri-and-michele/#1d1237ee1523
http://www.forbes.com/sites/pamdanziger/2017/11/16/guccis-cracked-the-luxury-code-with-millennials-thanks-to-its-dream-team-of-bizzarri-and-michele/#1d1237ee1523
http://www.forbes.com/sites/pamdanziger/2017/11/16/guccis-cracked-the-luxury-code-with-millennials-thanks-to-its-dream-team-of-bizzarri-and-michele/#1d1237ee1523
http://www.forbes.com/sites/pamdanziger/2017/11/16/guccis-cracked-the-luxury-code-with-millennials-thanks-to-its-dream-team-of-bizzarri-and-michele/#1d1237ee1523
http://fashionista.com/2018/12/british-fashion-awards-2018-winners
http://fashionista.com/2018/12/british-fashion-awards-2018-winners
https://www.statista.com/statistics/870917/muji-overseas-store-numbers
https://www.statista.com/statistics/870917/muji-overseas-store-numbers
https://press.groupon.com

10.

11.

12.

13.

14.

15.

pp. 937-53; Meghan R. Busse, Ayelet Israeli,
and Florian Zettelmeyer, “Repairing the Damage:
The Effect of Price Knowledge and Gender on
Auto Repair Price Quotes,” Journal of Marketing
Research 54, no. 1 (2017), pp. 75-95.

For a discussion of how “incidental” prices
outside the category can serve as contextual
reference prices, see Joseph C. Nunes and Peter
Boatwright, “Incidental Prices and Their Effect on
Willingness to Pay,” Journal of Marketing Research
41 (November 2004), pp. 457-66; Thomas Allard
and Dale Giriffin. “Comparative Price and the
Design of Effective Product Communications,”
Journal of Marketing 81, no. 5 (2017), pp. 16-29.

Glenn E. Mayhew and Russell S. Winer, “An
Empirical Analysis of Internal and External
Reference-Price Effects Using Scanner Data,”
Journal of Consumer Research 19 (June 1992),
pp. 62-70.

Robert Ziethammer, “Forward-Looking Buying in
Online Auctions,” Journal of Marketing Research
43 (August 2006), pp. 462-76. See also Caroline
Ducarroz, Sha Yang, and Eric A. Greenleaf,
“Understanding the Impact of In-Process
Promotional Messages: An Application to Online
Auctions.” Journal of Marketing 80, no. 2 (2016),
pp. 80-100.

John T. Gourville, “Pennies-a-Day: The Effect of
Temporal Reframing on Transaction Evaluation,”
Journal of Consumer Research 24 (March 1998),
pp. 395-408. See also Anja Lambrecht and
Catherine Tucker, “Paying with Money or Effort:
Pricing When Customers Anticipate Hassle,”
Journal of Marketing Research 49 (February 2012),
pp. 66-82; Ajay T. Abraham and Rebecca

W. Hamilton, “When Does Partitioned Pricing Lead
to More Favorable Consumer Preferences? Meta-
Analytic Evidence,” Journal of Marketing Research
55, no. 5 (2018), pp. 686-703.

Wilfred Amaldoss and Sanjay Jain, “Pricing of
Conspicuous Goods: A Competitive Analysis of
Social Effects,” Journal of Marketing Research 42
(February 2005).

“Ferrari Focuses on Exclusivity,” www.warc
.com, May 10, 2013; Roger Bennett, “Gained

in Translation,” Bloomberg Businessweek,

April 2, 2012.

Eric T. Anderson and Duncan Simester, “Effects of
$9 Price Endings on Retail Sales: Evidence from
Field Experiments,” Quantitative Marketing and
Economics 1 (March 2003), pp. 93-110.

Anderson and Simester, “Mind Your Pricing

Cues,” Harvard Business Review, September
20083, pp. 96-103; Monica Wadhwa and Kuangjie
Zhang, “This Number Just Feels Right: The Impact
of Roundedness of Price Numbers on Product

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

ENDNOTES 543

Evaluations,” Journal of Consumer Research 41,
no. 5 (2015), pp. 1172-185.

Anderson and Simester, “Mind Your Pricing Cues,”
Harvard Business Review, September 2003,
pp. 96-103.

Daniel J. Howard and Roger A. Kerin,
“Broadening the Scope of Reference-Price
Advertising Research: A Field Study of Consumer
Shopping Involvement,” Journal of Marketing 70
(October 2006), pp. 185-204.

Thomas T. Nagle, John E. Hogan, and Joseph
Zale, The Strategy and Tactics of Pricing, 5th ed.
(Upper Saddle River, NJ: Pearson, 2011).

Katherine N. Lemon and Stephen M. Nowlis,
“Developing Synergies between Promotions and
Brands in Different Price—Quality Tiers,” Journal of
Marketing Research 39 (May 2002), pp. 171-85.

Alexander Chernev, Strategic Marketing
Management: Theory and Practice (Chicago, IL:
Cerebellum Press; 2019).

Based on information from Thomas T. Nagle, John
E. Hogan, and Joseph Zale, The Strategy and
Tactics of Pricing, 5th ed. (Upper Saddle River, NJ:
Pearson, 2011).

Brett R. Gordon, Avi Goldfarb, and Yang Li, “Does
Price Elasticity Vary with Economic Growth? A
Cross-Category Analysis,” Journal of Marketing
Research 50 (February 2013), pp. 4-23; Harald

J. Van Heerde, Maarten J. Gijsenberg, Marnik G.
Dekimpe, and Jan-Benedict E. M. Steenkamp,
“Price and Advertising Effectiveness over the
Business Cycle,” Journal of Marketing Research
50 (April 2013), pp. 177-93; Huachao Gao, Yinlong
Zhang, and Vikas Mittal. “How Does Local-Global
Identity Affect Price Sensitivity?” Journal of
Marketing 81, no. 3 (2017), pp. 62-79.

Marco Bertini, Luc Wathieu, and Sheena S.
lyengar, “The Discriminating Consumer: Product
Proliferation and Willingness to Pay for Quality,”
Journal of Marketing Research 49 (February 2012),
pp. 39-49.

Nirmalya Kumar, “Strategies to Fight Low-Cost
Rivals,” Harvard Business Review, December 2006,
pp. 104-12; Jan-Benedict E. M. Steenkamp and
Nirmalya Kumar, “Don’t Be Undersold,” Harvard
Business Review, December 2009, pp. 90-95.

Nirmalya Kumar, “Strategies to Fight Low-
Cost Rivals,” Harvard Business Review,
December 2006, pp. 104-12.

Angel Gonzales, “Paccar’s Fuel-Saving

Hybrid Truck Aimed at Nation’s Distribution,”
Seattle Times, July 29, 2008; Michael Arndt,
“PACCAR: Built for the Long-Haul,” Bloomberg
BusinessWeek, January 30, 2006; www.paccar
.com/about-us/history, accessed 1/30/2021.


http://www.warc.com
http://www.paccar.com/about-us/history
http://www.warc.com
http://www.paccar.com/about-us/history

544

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

ENDNOTES

Anupam Mukerj, “Monsoon Marketing,” Fast
Company, April 2007, p. 22.

Marco Bertini and Luc Wathieu, “How to Stop
Customers from Fixating on Price,” Harvard
Business Review (May 2010), pp. 85-91.

For a discussion of some theoretical issues

with auctions, see Amar Cheema, Dipankar
Chakravarti, and Atanu R. Sinha, “Bidding
Behavior in Descending and Ascending Auctions,”
Marketing Science 31 (September—October 2012),
pp. 779-800; and Jason Shachat and Lijia Wei,
“Procuring Commodities: First-Price Sealed-

Bid or English Auctions?” Marketing Science 31
(March-April 2012), pp. 317-33.

Nick Brown, “Kodak Patent Sale Plan Gets
Bankruptcy Court Approval,” Reuters,

January 11, 2013.

Eric Savitz, “SAP to Buy Ariba for $4.3B,” Forbes,
May 22, 2012; Ashlee Vance, “For an Online
Marketplace, It’s Better Late than Never,” New
York Times, November 20, 2010.

Using expected profit for setting price makes
sense for the seller that makes many bids.

The seller that bids only occasionally or needs

a particular contract badly will not find it
advantageous to use expected profit. This criterion
does not distinguish between a $1,000 profit

with a 0.10 probability and a $125 profit with an
0.80 probability. Yet the firm that wants to keep
production going would prefer the second contract
to the first.

Sandy D. Jap, “The Impact of Online Reverse
Auction Design on Buyer-Supplier Relationships,”
Journal of Marketing 71 (January 2007), pp. 146-59;
Sandy D. Jap, “An Exploratory Study of the
Introduction of Online Reverse Auctions,” Journal
of Marketing 67 (July 2003), pp. 96-107.

For an illustrative academic application, see Adib
Bagh and Hemant K. Bhargava, “How to Price
Discriminate When Tariff Size Matters,” Marketing
Science 32 (January-February 2013), pp. 111-26.
Dana Mattioli, “On Orbitz, Mac Users Steered

to Pricier Hotels,” Wall Street Journal,

August 23, 2012; Christopher Elliott, “Do Travel
Companies Raise Prices Based on Who You Are?”
Huffington Post, September 1, 2013.

Ricard Gil and Wesley R. Hartmann,

“Empirical Analysis of Metering Price
Discrimination: Evidence from Concession
Sales at Movie Theaters,” Marketing Science 28
(November-December 2009), pp. 1046-62.

R. Venkatesh and Vijay Mahajan, “The Design
and Pricing of Bundles: A Review of Normative
Guidelines and Practical Approaches,” in Vithala
R. Rao, ed., Handbook of Pricing Research in
Marketing (Northampton, MA: Edward Elgar
Publishing Company, 2009), pp. 232-57.

38.

39.

40.

41.

42.

43.

44,

45.

Dilip Soman and John T. Gourville, “Transaction
Decoupling: How Price Bundling Affects the
Decision to Consume,” Journal of Marketing
Research 38 (February 2001), pp. 30-44;
Ramanathan Subramaniam and R. Venkatesh,
“Optimal Bundling Strategies in Multiobject
Auctions of Complements or Substitutes,”
Marketing Science 28 (March-April 2009),

pp. 264-73.

Anita Elberse, “Bye-Bye Bundles: The Unbundling
of Music in Digital Channels,” Journal of Marketing
74 (May 2010), pp. 107-23.

Bob Donath, “Dispel Major Myths about Pricing,”
Marketing News, February 3, 2003, p. 10. For

an interesting historical account, see Meghan

R. Busse, Duncan |. Simester, and Florian
Zettelmeyer, ““The Best Price You’ll Ever Get’: The
2005 Employee Discount Pricing Promotions in the
U.S. Automobile Industry,” Marketing Science 29
(March-April 2010), pp. 268-90.

For a classic review, see Kent B. Monroe, “Buyers’
Subjective Perceptions of Price,” Journal of
Marketing Research 10 (February 1973), pp. 70-80.
See also Z. John Zhang, Fred Feinberg, and
Aradhna Krishna, “Do We Care What Others Get?
A Behaviorist Approach to Targeted Promotions,”
Journal of Marketing Research 39 (August 2002),
pp. 277-91.

Margaret C. Campbell, “Perceptions of Pricing
Unfairness: Antecedents and Consequences,”
Journal of Marketing Research 36 (May 1999),

pp. 187-99; Lan Xia, Kent B. Monroe, and Jennifer
L. Cox, “The Price Is Unfair! A Conceptual
Framework of Price Fairness Perceptions,” Journal
of Marketing 68 (October 2004), pp. 1-15; Eric T.
Anderson and Duncan Simester, “Does Demand
Fall When Customers Perceive That Prices Are
Unfair? The Case of Premium Pricing for Larger
Sizes,” Marketing Science 27 (May-June 2008),
pp. 492-500; Xiaomeng Guo and Baojun Jiang,
“Signaling through Price and Quality to Consumers
with Fairness Concerns,” Journal of Marketing
Research 53, no. 6 (2016), pp. 988-1000.

Kusum L. Ailawadi, Donald R. Lehmann, and
Scott A. Neslin, “Market Response to a Major
Policy Change in the Marketing Mix: Learning

from Procter & Gamble’s Value Pricing Strategy,”
Journal of Marketing 65 (January 2001), pp. 44-61.

Laura Heller, “Publix the Walmart Slayer Wins
Another Round with Low Prices,” Forbes,
July 30, 2013.

Nirmalya Kumar, “Strategies to Fight Low-
Cost Rivals,” Harvard Business Review
(December 2006), pp. 104-12. See also
Adrian Ryans, Beating Low Cost Competition:
How Premium Brands Can Respond to Cut-
Price Rivals (West Sussex, England: John



46.

47.

48.

49,

50.

51.

52.

53.

Wiley & Sons, 2008); Jack Neff, “How the
Discounters Hurt Themselves,” Advertising Age,
December 10, 2007, p. 12.

Scott Neslin, “Sales Promotion,” in Bart Weitz
and Robin Wensley, eds., Handbook of Marketing
(London: Sage, 2002), pp. 310-38.

Rajkumar Venkatesan and Paul W. Farris,
“Measuring and Managing Returns from Retailer-
Customized Coupon Campaigns,” Journal of
Marketing 76 (January 2012), pp. 76-94.

For a summary of the research on whether
promotion erodes the consumer franchise of
leading brands, see Robert C. Blattberg and Scott
A. Neslin, “Sales Promotion: The Long and Short
of It,” Marketing Letters 1 (December 2004). For a
related topic, see Michael J. Barone and Tirthankar
Roy, “Does Exclusivity Pay Off? Exclusive Price
Promotions and Consumer Response,” Journal of
Marketing 74 (March 2010), pp. 121-32.

Harald J. Van Heerde, Sachin Gupta, and Dick
Wittink, “Is 75% of the Sales Promotion Bump Due
to Brand Switching? No, Only 33% ls,” Journal of
Marketing Research 40 (November 2003),

pp. 481-91.

Kusum L. Ailawadi, Karen Gedenk, Christian
Lutzky, and Scott A. Neslin, “Decomposition of the
Sales Impact of Promotion-Induced Stockpiling,”
Journal of Marketing Research 44 (August 2007);
Eric T. Anderson and Duncan Simester, “The Long-
Run Effects of Promotion Depth on New versus
Established Customers: Three Field Studies,”
Marketing Science 23 (Winter 2004), pp. 4-20;

Luc Wathieu, A. V. Muthukrishnan, and Bart J.
Bronnenberg, “The Asymmetric Effect of Discount
Retraction on Subsequent Choice,” Journal

of Consumer Research 31 (December 2004),

pp. 652-65.

Rebecca J. Slotegraaf and Koen Pauwels, “The
Impact of Brand Equity Innovation on the Long-
Term Effectiveness of Promotions,” Journal of
Marketing Research 45 (June 2008), pp. 293-306.

Kusum L. Ailawadi, Bari A. Harlam, Jacques Cesar,
and David Trounce, “Promotion Profitability for a
Retailer: The Role of Promotion, Brand, Category,
and Store Characteristics,” Journal of Marketing
Research 43 (November 2006), pp. 518-36.
Abhijit Guha, Abhijit Biswas, Dhruv Grewal, Swati
Verma, Somak Banerjee, and Jens Nordfélt,
“Reframing the Discount as a Comparison against
the Sale Price: Does It Make the Discount More
Attractive?” Journal of Marketing Research 55,

no. 3 (2018), pp. 339-51; Andong Cheng and
Cynthia Cryder, “Double Mental Discounting:
When a Single Price Promotion Feels Twice as
Nice,” Journal of Marketing Research 55, no. 2
(2018), pp. 226-38; Fengyan Cai, Rajesh Bagchi,

54.

55.

56.

57.

58.

50.

60.

61.

62.

ENDNOTES 545

and Dinesh K. Gauri, “Boomerang Effects of

Low Price Discounts: How Low Price Discounts
Affect Purchase Propensity,” Journal of Consumer
Research 42, no. 5 (2016), pp. 804-16.

He Jia, Sha Yang, Xianghua Lu, and C. Whan
Park, “Do Consumers Always Spend More When
Coupon Face Value Is Larger? The Inverted
U-Shaped Effect of Coupon Face Value on
Consumer Spending Level,” Journal of Marketing
82, no. 4 (2018), pp. 70-85.

Prasad Vana, Anja Lambrecht, and Marco Bertini,
“Cashback Is Cash Forward: Delaying a Discount
to Entice Future Spending,” Journal of Marketing
Research 55, no. 6 (2018), pp. 852-68.

Franklin Shadd and Ayelet Fishbach, “Seller
Beware: How Bundling Affects Valuation,” Journal
of Marketing Research 54, no. 5 (2017),

pp. 737-51.

Steven K. Dallas and Vicki G. Morwitz, ““There
Ain’t No Such Thing as a Free Lunch’: Consumers’
Reactions to Pseudo-Free Offers,” Journal of
Marketing Research 55, no. 6 (2018), pp. 900-15.

Miguel Gomez, Vithala Rao, and Edward
McLaughlin, “Empirical Analysis of Budget

and Allocation of Trade Promotions in the U.S.
Supermarket Industry,” Journal of Marketing
Research 44 (August 2007). Norris Bruce, Preyas
S. Desai, and Richard Staelin, “The Better They
Are, the More They Give: Trade Promotions

of Consumer Durables,” Journal of Marketing
Research 42 (February 2005), pp. 54-66.

Kusum L. Ailawadi, “The Retail Power-
Performance Conundrum: What Have We
Learned?” Journal of Retailing 77 (Fall 2001),
pp. 299-318; Koen Pauwels, “How Retailer
and Competitor Decisions Drive the Long-Term
Effectiveness of Manufacturer Promotions,”
Journal of Retailing 83 (2007), pp. 364-90.

Alexander Chernev, Strategic Marketing
Management: Theory and Practice (Chicago, IL:
Cerebellum Press, 2019).

Robert Klitzman, “Huge Price Hikes by Drug
Companies Are Immoral,” CNN, September 18, 2018,;
Wayne Drash, “Report: Pharma Exec Says He

Had ‘Moral Requirement’ to Raise Drug Price
400%),” CNN, September 12, 2018; Daniel
Kozarich, “Mylan’s EpiPen Pricing Crossed Ethical
Boundaries,” Fortune, September 27, 2016; Cynthia
Koons and Robert Langreth, “How Marketing
Turned the EpiPen Into a Billion-Dollar Business,”
Bloomberg Businessweek, September 23, 2015;
Sara Berg, “How Are Prescription Drug Prices
Determined?” AMA, September 14, 2018.

Marketing Spotlight sources: Keith Loria,
“The Real Deal: Inside Priceline.com’s Digital
Strategy,” CMO, August 21, 2017; Stella Yifan


http://Priceline.com

546

63.

ENDNOTES

Xie, “After a Comeback and a Name Change,
Priceline Bets Big on China,” Wall Street Journal,
December 28, 2018; Leonard A. Schlesinger and
Anish Pathipati, The Priceline Group: Booking a
Place for the Future (Harvard Business School
Publishing, 2016, case 9-316-177); Robert J.
Dolan, Priceline.com: Name Your Own Price
(Harvard Business School Publishing, 2000,
case 9-500-070); Darren Huston, Priceline’s CEO
on Creating an In-House Multilingual Customer
Service Operation (Harvard Business Review,
2016, case R1604A).

Marketing Spotlight sources: Avery Hartmans
and Nathan McAlone, “The Story of How Travis
Kalanick Built Uber into the Most Feared and
Valuable Startup in the World,” Business Insider,
August 1, 2016; Youngme Moon, Uber: Changing
the Way the World Moves (Harvard Business
School Publishing, 2017, case 9-316-101); Thales
Teixeira and Morgan Brown, Airbnb, Etsy, Uber:
Acquiring the First Thousand Customers (Harvard
Business School Publishing, 2018, case 9-516-
094); Thales Teixeira and Morgan Brown, Airbnb,
Etsy, Uber: Growing from One Thousand to One
Million Customers (Harvard Business School
Publishing, 2018, case 9-516-108; Virginia Weiler,
Gerry Yemen, and Kusum Ailawadi, Uber Pricing
Strategies and Marketing Communications (Darden
Business Publishing, 2016, case UV6878; Feng
Zhu and Angela Acocella, Fasten: Challenging
Uber and Lyft with a New Business Model
(Harvard Business School Publishing, 2018,

case 9-616-962).

Chapter 12

1.

Malika Toure, “Unilever’s ‘Dove Real Beauty
Sketches’ Is the Viral Campaign of the Year,”
AdAge, December 10, 2013; Nina Bahadur, “Dove
‘Real Beauty’ Campaign Turns 10: How a Brand
Tried to Change the Conversation about Female
Beauty,” Huffington Post, January 21, 2014;
https://adage.com/Ip/top15/#realbeauty, accessed
11/26/2020.

Norris I. Bruce, Kay Peters, and Prasad A. Naik,
“Discovering How Advertising Grows Sales and
Builds Brands,” Journal of Marketing Research 49
(December 2012), pp. 793-806.

E. K. Strong, The Psychology of Selling (New

York: McGraw-Hill, 1925), p. 9; Robert J. Lavidge
and Gary A. Steiner, “A Model for Predictive
Measurements of Advertising Effectiveness,”
Journal of Marketing (October 1961), p. 61; Everett
M. Rogers, Diffusion of Innovation (New York: Free
Press, 1962), pp. 79-86.

. John R. Rossiter and Larry Percy, Advertising

and Promotion Management, 2nd ed.

10.

11.

12.

13.

14.

(New York: McGraw-Hill, 1997). See also Russell H.
Colley, Defining Advertising Goals for Measured
Advertising Results (New York: Association of
National Advertisers, 1961).

. Stephen Williams, “Rivals Gang Up on Ford Trucks

as Dodge Ram Joins Battering,” Advertising Age,
February 20, 2012.

Debora Viana Thompson and Rebecca W.
Hamilton, “The Effects of Information Processing
Mode on Consumers’ Responses to Comparative
Advertising,” Journal of Consumer Research 32
(March 2006), pp. 530-40.

Leigh McAlister, Raji Srinivasan, Niket Jindal, and
Albert A. Cannella, “Advertising Effectiveness: The
Moderating Effect of Firm Strategy,” Journal of
Marketing Research 53, no. 2 (2016), pp. 207-24.
Rajesh Chandy, Gerard J. Tellis, Debbie MaclInnis,
and Pattana Thaivanich, “What to Say When:
Advertising Appeals in Evolving Markets,” Journal
of Marketing Research 38 (November 2001);
Gerard J. Tellis, Rajesh Chandy, and Pattana
Thaivanich, “Decomposing the Effects of Direct
Advertising: Which Brand Works, When, Where,
and How Long?” Journal of Marketing Research
37 (February 2000), pp. 32-46; Peter J. Danaher,
André Bonfrer, and Sanjay Dhar, “The Effect of
Competitive Advertising,” Journal of Marketing
Research 45 (April 2008), pp. 211-25.

Dan Horsky, Sharon Horsky, and Robert
Zeithammer, “The Modern Advertising Agency
Selection Contest: A Case for Stipends to New
Participants,” Journal of Marketing Research 53,
no. 5 (2016), pp. 773-89.

Anat Keinan, Francis Farrelly, and Michael
Beverland, “Introducing iSnack 2.0: The New
Vegemite,” Harvard Business School Case,

April 2012; Ruth Lamperd, “Vegemite Product
Renamed Vegemite Cheesybite after iSnack 2.0
Was Dumped,” Herald Sun, October 7, 2009.
Diana T. Kurylko, “Goofy Ads, Variants Help Mini
Rule Its Own Little World,” Automotive News,

May 20, 2013; Micheline Maynard, “BMW'’s Bold
Plan to Build Lots More Minis,” Forbes, July 9, 2012;
Douglas B. Holt and John A. Quelch, “Launching
the New Mini,” HBS Case# 9-505-020, 2004; www
.mini.com/en_MS/home.html, accessed 1/30/2021.

Some of these definitions are adapted from the
American Marketing Association.

Amna Kirmani and Akshay R. Rao, “No Pain,

No Gain: A Critical Review of the Literature on
Signaling Unobservable Product Quality,” Journal
of Marketing 64 (April 2000), pp. 66-79.

Sean Corcoran, “Defining Earned, Owned and
Paid Media,” Forrester Blogs, December 16, 2009.
For an empirical examination, see Andrew T.
Stephen and Jeff Galak, “The Effects of Traditional


https://adage.com/lp/top15/#realbeauty
http://Priceline.com
http://www.mini.com/en_MS/home.html
http://www.mini.com/en_MS/home.html

15.

16.

17.

18.

19.

20.

21.

22,

23.

and Social Earned Media on Sales: A Study of a
Microlending Marketplace,” Journal of Marketing
Research 49 (October 2012), pp. 624-39.

Andrew T. Stephen and Jeff Galak, “The Effects of
Traditional and Social Earned Media on Sales: A
Study of a Microlending Marketplace,” Journal of
Marketing Research 49 (October 2012),

pp. 624-39; Ezgi Akpinar and Jonah Berger,
“Valuable Virality,” Journal of Marketing Research
54, no. 2 (2017), pp. 318-30; Peter J. Danaher
and Harald J. van Heerde, “Delusion in Attribution:
Caveats in Using Attribution for Multimedia Budget
Allocation,” Journal of Marketing Research 55,

no. 5 (2018), pp. 667-85; Anatoli Colicev, Ashwin
Malshe, Koen Pauwels, and Peter O’Connor,
“Improving Consumer Mindset Metrics and
Shareholder Value through Social Media: The
Different Roles of Owned and Earned Media,”
Journal of Marketing 82, no. 1 (2018), pp. 37-56.

Steve McClellan, “Costs for TV Spots Rocket
7%,” Media Daily News, January 29, 2013;
“4As Television Production Cost Survey,” 4As,
January 21, 2013.

Chen Lin, Sriram Venkataraman, and Sandy Jap,
“Media Multiplexing Behavior: Implications,”
Marketing Science, 32 (March-April 2013),

pp. 310-24; Courtney Paulson, Lan Luo, and
Gareth M. James, “Efficient Large-Scale Internet
Media Selection Optimization for Online Display
Advertising,” Journal of Marketing Research 55,
no. 4 (2018), pp. 489-506.

Alexander Konrad, “Bigger Than Craisins,” Forbes,
December 2, 2013; “Ocean Spray’s Pop-Up
Restaurant Emerges from 2,000 Ibs. of Cranberries
inside a Cranberry Bog in Rockefeller Center,”
Business Wire, September 29, 2011; www
.oceanspray.com/Our-Story, accessed 2/23/2021.

www.statista.com/statistics/217134/total-
advertisement-revenue-of-super-bowls/, accessed
10/24/2020.

Jeffrey Dorfman, “Super Bowl Ads Are a Bargain at
$5 Million,” Forbes, February 4, 2017.

Prashant Malaviya, “The Moderating Influence of
Advertising Context on Ad Repetition Effects: The
Role of Amount and Type of Elaboration,” Journal
of Consumer Research 34 (June 2007), pp. 32-40;
Christine Kohler, Murali K. Mantrala, Sénke Albers,
and Vamsi K. Kanuri, “A Meta-Analysis of Marketing
Communication Carryover Effects,” Journal of
Marketing Research 54, no. 6 (2017), pp. 990-1008.

Marshall Freimer and Dan Horsky, “Periodic
Advertising Pulsing in a Competitive Market,”
Marketing Science 31 (July—August 2012),
pp. 637-48.

Werner Reinartz and Peter Saffert, “Creativity in
Advertising: When It Works and When It Doesn’t,”

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

ENDNOTES 547

Harvard Business Review, June 2013, pp. 107-12;
Norris I. Bruce, B.P.S. Murthi, and Ram C. Rao,
“A Dynamic Model for Digital Advertising: The
Effects of Creative Format, Message Content, and
Targeting on Engagement,” Journal of Marketing
Research 54, no. 2 (2017), pp. 202-18.

John R. Rossiter and Larry Percy, Advertising
and Promotion Management, 2nd ed. (New York:
McGraw-Hill, 1997).

Ayn E. Crowley and Wayne D. Hoyer, “An
Integrative Framework for Understanding Two-
Sided Persuasion,” Journal of Consumer Research
20 (March 1994), pp. 561-74. Roger D. Blackwell,
Paul W. Miniard, and James F. Engel, Consumer
Behavior, 10th ed. (Mason, OH: South-Western
Publishing, 2006).

C. I. Hovland, A. A. Lumsdaine, and F. D. Sheffield,
Experiments on Mass Communication, vol. 3
(Princeton, NJ: Princeton University Press, 1949).

H. Rao Unnava, Robert E. Burnkrant, and
Sunil Erevelles, “Effects of Presentation Order
and Communication Modality on Recall and
Attitude,” Journal of Consumer Research 21
(December 1994), pp. 481-90.

Gillian Naylor, Susan Bardi Kleiser, Julie Baker, and
Eric Yorkston, “Using Transformational Appeals

to Enhance the Retail Experience,” Journal of
Retailing 84 (April 2008), pp. 49-57.

Michael R. Solomon, Consumer Behavior, 12th ed.
(Upper Saddle River, NJ: Pearson Prentice Hall,
2016).

Rik Pieters and Michel Wedel, “Attention Capture
and Transfer in Advertising: Brand, Pictorial,

and Text-Size Effects,” Journal of Marketing 68
(April 2004), pp. 36-50.

Herbert C. Kelman and Carl |. Hovland,
“Reinstatement of the Communication in Delayed
Measurement of Opinion Change,” Journal of
Abnormal and Social Psychology 48 (July 1953),
pp. 327-35.

Timothy P. Derdenger, Hui Li, and Kannan
Srinivasan, “Firms’ Strategic Leverage of
Unplanned Exposure and Planned Advertising:

An Analysis in the Context of Celebrity
Endorsements,” Journal of Marketing Research 55,
no. 1 (2018), pp. 14-34.

Lucia Moses, “What Do These Real People
Think of Ads Starring Real People?” Adweek,
May 1, 2012.

C. E. Osgood and P. H. Tannenbaum, “The
Principles of Congruity in the Prediction of Attitude
Change,” Psychological Review 62 (January 1955),
pp. 42-55.

Derek D. Rucker, Advertising Strategy, 5th ed.
(Acton, MA: Copley Custom Textbooks, 2018).


http://www.oceanspray.com/Our-Story
http://www.oceanspray.com/Our-Story
www.statista.com/statistics/217134/total-advertisement-revenue-of-super-bowls/
www.statista.com/statistics/217134/total-advertisement-revenue-of-super-bowls/

548

36.

37.

38.

39.

40.

41.

42,

ENDNOTES

The material in this section has been developed by
Derek D. Rucker, Kellogg School of Management,
Northwestern University.

Shrihari Sridhar, Frank Germann, Charles Kang,
and Rajdeep Grewal. “Relating Online, Regional,
and National Advertising to Firm Value,” Journal
of Marketing 80, no. 4 (2016), pp. 39-55; Peter
Pal Zubcsek, Zsolt Katona, and Miklos Sarvary,
“Predicting Mobile Advertising Response Using
Consumer Colocation Networks,” Journal of
Marketing 81, no. 4 (2017), pp. 109-26.

Millie Elsen, Rik Pieters, and Michel Wedel, “Thin
Slice Impressions: How Advertising Evaluation
Depends on Exposure Duration,” Journal of
Marketing Research 53, no. 4 (2016), pp. 563-79.

Oliver J. Rutz, Garrett P. Sonnier, and Michael
Trusov, “A New Method to Aid Copy Testing of
Paid Search Text Advertisements,” Journal of
Marketing Research 54, no. 6 (2017), pp. 885-900.

Peter J. Danaher and Tracey S. Dagger, “Comparing
the Relative Effectiveness of Advertising Channels:
A Case Study of a Multimedia Blitz Campaign,”
Journal of Marketing Research 50 (August 2013),
pp. 517-34; Garrett A. Johnson, Randall A.

Lewis, and Elmar I. Nubbemeyer, “Ghost Ads:
Improving the Economics of Measuring Online Ad
Effectiveness,” Journal of Marketing Research 54,
no. 6 (2017), pp. 867-84.

Marketing Insight sources: Natalie Zmuda and
Rupal Parekh, “More Than a Pitchman: Why
Stars Are Getting Marketing Titles,” Advertising
Age, February 10, 2013; Tim Nudd, “Dos Equis
Invites You to Call the Most Interesting Voicemail
in the World,” Adweek, November 9, 2012; Lucia
Moses, “Get Real,” Adweek, April 30, 2012; Irving
Rein, Philip Kotler, and Martin Scoller, The Making
and Marketing of Professionals into Celebrities
(Chicago: NTC Business Books, 1997); https://
variety.com/2018/biz/news/older-celebrities-
make-better-brand-endorsements-survey-
finds-1202960720, accessed 11/26/2020.
Marketing Spotlight sources: “Red Bull and

Auto Racing: Sponsor or Own a Formula One
Team?” Case Study, Stanford Graduate School
of Business, June 04, 2007; Daniel Engber, “Who
Made That Energy Drink?” New York Times,
December 6, 2013; Robert Katai, “10 Lessons
Red Bull Can Teach You about Marketing,”

May 23, 2018; Nitin Pangarkar and Mohit Agarwal,
“The Wind Behind Red Bull’'s Wings,” Forbes,
June 24, 2013; Brad Spurgeon, “Meet the Red
Bull Tribe,” New York Times, May 24, 2013;
James Ayles, “From Cliff Diving To Formula One
and Football: How Red Bull Built A World-Class
Sporting Empire,” Forbes, January 14, 2020; www
.redbull.com, accessed 11/26/2020.

43. Marketing Spotlight sources: “Cadbury

SuccessStory,” successstory.com/companies/
Cadbury, accessed 8/9/2020; CampaignUK, “The
History of Advertising 14 —Cadbury’s Coronation
Street Idents,” May 13, 2011, https://www.
campaignlive.co.uk/article/history-advertising-
14-cadburys-coronation-street-idents/1069743,
accessed 8/9/2020; Nikki Gilliland, “10 Examples
of Cadbury’s Sweetest Marketing Campaigns

& Creative,” econsultancy.com/10-examples-
of-cadbury-s-sweetest-marketing-campaigns-
creative/, accessed 8/9/2020; H. Lloyd, “Cadbury
and the Evolution of Its Advertising,” Storm12,
May 10, 2019, www.storm12.co.uk/blog/design/
cadbury-and-the-evolution-of-its-advertising/,
accessed 8/9/2020; C. Kavanagh, “‘Intensely
Stupid’ Cadbury Advert Encourages Children to
Dig Up the Countryside,” The Independent, www
.independent.co.uk/news/cadbury-treasure-hunt-
freddo-advert-campaign-archaeology-a8828426.
html, accessed 9/1/2020; M. MacDonald,
“Cadbury Sponsors ‘Coronation Street’ Sweet
TV Deal for Chocolate,” The Independent,
October 23, 2011, www.independent.co.uk/news/
cadbury-sponsors-coronation-street-sweet-tv-
deal-for-chocolate-maker-britains-top-soap-
street-1344266.html, accessed 8/9/2020; David
Moth, “How Cadbury Uses Facebook, Twitter,
Pinterest And Google+,” Econsultancy, March

19, 2013, econsultancy.com/how-cadbury-
uses-facebook-twitter-pinterest-and-google/,
accessed December 2, 2020; Oliver Nieburg,
“Top 10 Confectionery Brands Globally,”
ConfectioneryNews, September 11, 2012,

from https://www.confectionerynews.com/
Article/2012/09/11/Top-10-confectionery-brands,
accessed 8/9/2020; Mark Sweney, “Cadbury Axes
Coronation Street Sponsorship,” The Guardian,
November 15, 2006, www.theguardian.com/
media/2006/nov/15/ITV.marketingandpr, accessed
12/2/2020; Orlando Wood, “An Emotional Model
of Advertising,” Marketing Week, March 18, 2010,
www.marketingweek.com/an-emotional-model-of-
advertising/, accessed 8/9/2020.

Chapter 13

1.

Lydia Dishman, “How Dr. Dre’s Burgeoning
Headphones Company Stays True to Its
Bass-Thumping Roots,” Fast Company,
September 13, 2012; Andrew J. Martin,
“Headphones with Swagger (and Lots of Bass),”
New York Times, November 19, 2011; Burt Helm,
“How Dr. Dre’s Headphones Company Became
a Billion-Dollar Business,” Inc. (May 2014);

Colin Finkle, “Beats by Dre: A Lifestyle Brand
Case Study,” brandmarketingbolog.com,


https://www.campaignlive.co.uk/article/history-advertising-14-cadburys-coronation-street-idents/1069743
http://www.storm12.co.uk/blog/design/cadbury-and-the-evolution-of-its-advertising/
http://www.independent.co.uk/news/cadbury-sponsors-coronation-street-sweet-tv-deal-for-chocolate-maker-britains-top-soap-street-1344266.html
https://www.confectionerynews.com/Article/2012/09/11/Top-10-confectionery-brands
http://www.theguardian.com/media/2006/nov/15/ITV.marketingandpr
http://www.marketingweek.com/an-emotional-model-of-advertising/
https://variety.com/2018/biz/news/older-celebrities-make-better-brand-endorsements-survey-finds-1202960720
https://variety.com/2018/biz/news/older-celebrities-make-better-brand-endorsements-survey-finds-1202960720
https://variety.com/2018/biz/news/older-celebrities-make-better-brand-endorsements-survey-finds-1202960720
https://variety.com/2018/biz/news/older-celebrities-make-better-brand-endorsements-survey-finds-1202960720
http://www.redbull.com
http://www.redbull.com
http://brandmarketingbolog.com
http://www.marketingweek.com/an-emotional-model-of-advertising/
media/2006/nov/15/ITV.marketingandpr
https://www.confectionerynews.com/Article/2012/09/11/Top-10-confectionery-brands
http://econsultancy.com/how-cadbury-uses-facebook-twitter-pinterest-and-google/
http://econsultancy.com/how-cadbury-uses-facebook-twitter-pinterest-and-google/
http://www.independent.co.uk/news/cadbury-sponsors-coronation-street-sweet-tv-deal-for-chocolate-maker-britains-top-soap-street-1344266.html
http://www.independent.co.uk/news/cadbury-sponsors-coronation-street-sweet-tv-deal-for-chocolate-maker-britains-top-soap-street-1344266.html
http://www.independent.co.uk/news/cadbury-sponsors-coronation-street-sweet-tv-deal-for-chocolate-maker-britains-top-soap-street-1344266.html
http://www.independent.co.uk/news/cadbury-treasure-hunt-freddo-advert-campaign-archaeology-a8828426.html
http://www.independent.co.uk/news/cadbury-treasure-hunt-freddo-advert-campaign-archaeology-a8828426.html
http://www.independent.co.uk/news/cadbury-treasure-hunt-freddo-advert-campaign-archaeology-a8828426.html
http://www.independent.co.uk/news/cadbury-treasure-hunt-freddo-advert-campaign-archaeology-a8828426.html
http://www.storm12.co.uk/blog/design/cadbury-and-the-evolution-of-its-advertising/
http://econsultancy.com/10-examples-of-cadbury-s-sweetest-marketing-campaigns-creative/
http://econsultancy.com/10-examples-of-cadbury-s-sweetest-marketing-campaigns-creative/
http://econsultancy.com/10-examples-of-cadbury-s-sweetest-marketing-campaigns-creative/
https://www.campaignlive.co.uk/article/history-advertising-14-cadburys-coronation-street-idents/1069743
https://www.campaignlive.co.uk/article/history-advertising-14-cadburys-coronation-street-idents/1069743
http://successstory.com/companies/Cadbury
http://successstory.com/companies/Cadbury

10.

11.

12.

October 12, 2018; www.drdre.com, accessed
11/26/2020.

Rajeev Batraand and Kevin Lane Keller,
“Integrating Marketing Communications: New
Findings, New Lessons, and New Ideas,” Journal
of Marketing 80, no. 6 (2016), pp. 122-45.

. Adapted from Kevin Lane Keller, Strategic Brand

Management, 4th ed. (Upper Saddle River, NJ:
Pearson, 2013).

Don E. Schultz and Heidi Schultz, IMC, The Next
Generation: Five Steps for Delivering Value and
Measuring Financial Returns (New York: McGraw-
Hill, 2003).

“Ouch! Advertising Ilcon Can’t Duck Injury of His
Own,” PR Newswire, January 8, 2012; Daniel P.
Amos, “How | Did It: Aflac’s CEO Explains How
He Fell for the Duck,” Harvard Business Review
(January-February 2010); Stuart Elliott, “Not Daffy
or Donald, but Still Aflac’s Rising Star,” New York
Times, April 22, 2009; www.aflac.com/about-aflac/
default.aspx, accessed 11/26/2020.

. Song Yao, Wenbo Wang, and Yuxin Chen, “TV

Channel Search and Commercial Breaks,” Journal
of Marketing Research 54, no. 5 (2017),
pp. 671-86.

. Jeffrey Dorfman, “Super Bowl Ads Are a Bargain at

$5 Million,” Forbes, February 4, 2017.

. www.pewresearch.org/topics/state-of-the-news-

media, accessed 1/11/2021.

Glen Urban, Guilherme (Gui) Liberali, Erin
Macdonald, Robert Bordley, and John Hauser,
“Morphing Banner Advertising,” Marketing
Science 33 (January-February 2014), pp. 27-46;
Michael Braun and Wendy Moe, “Online Display
Advertising: Modeling the Effects of Multiple
Creatives and Individual Impression Histories,”
Marketing Science 32 (September/October 2013),
pp. 753-67; Lara Lobschat, Ernst C. Osinga, and
Werner J. Reinartz, “What Happens Online Stays
Online? Segment-Specific Online and Offline
Effects of Banner Advertisements,” Journal of
Marketing Research 54, no. 6 (2017), pp. 901-13.

Anja Lambrecht and Catherine Tucker, “When
Does Retargeting Work? Information Specificity in
Online Advertising,” Journal of Marketing Research
50 (October 2013), pp. 561-76.

Peter J. Danaher, Janghyuk Lee, and Laoucine
Kerbache, “Optimal Internet Media Selection,”
Marketing Science 29 (March—-April 2010),

pp. 336-47; Puneet Manchanda, Jean-Pierre
Dubé, Khim Yong Goh, and Pradeep K.
Chintagunta, “The Effects of Banner Advertising
on Internet Purchasing,” Journal of Marketing
Research 43 (February 2006), pp. 98-108.

Max Chafkin, “Ads and Atmospherics,” Inc.
(February 2007).

13.

14.

15.

16.

17.

18.

19.

20.

21.

ENDNOTES 549

Abbey Klaassen and Andrew Hampp, “Inside
Outdoor’s Digital Makeover,” Advertising Age:
Creativity, June 14, 2010, p. 5.

Michael A. Wiles and Anna Danielova, “The Worth
of Product Placement in Successful Films: An
Event Study Analysis,” Journal of Marketing 73
(July 2009), pp. 44-63.

“Grow the Heineken Brand,” Heineken Annual
Report 2012; Guy Lodge, “The Skyfall’s the
Limit on James Bond Marketing,” The Guardian,
October 23, 2012; Marc Graser, “‘Skyfall’

a Windfall for Product Placement,” Variety,
November 9, 2012.

Ram Bezawada, S. Balachander, P. K. Kannan,
and Venkatesh Shankar, “Cross-Category Effects
of Aisle and Display Placements: A Spatial
Modeling Approach and Insights,” Journal of
Marketing 73 (May 2009), pp. 99-117; Pierre
Chandon, J. Wesley Hutchinson, Eric T. Bradlow,
and Scott H. Young, “Does In-Store Marketing
Work? Effects of the Number and Position of
Shelf Facings on Brand Attention and Evaluation
at the Point of Purchase,” Journal of Marketing 73
(November 2009), pp. 1-17.

John R. Hauser, Glen L. Urban, Guilherme
Liberali, and Michael Braun, “Website Morphing,”
Marketing Science 28 (March—April 2009),

pp. 202-23; Peter J. Danaher, Guy W. Mullarkey,
and Skander Essegaier, “Factors Affecting Web
Site Visit Duration: A Cross-Domain Analysis,”
Journal of Marketing Research 43 (May 2006),
pp. 182-94; Philip Kotler, According to Kotler
(New York: American Management Association,
2005).

“Automotive Brand Websites Drive Trials,” www
.warc.com, January 31, 2013.

Avi Goldfarb and Catherine Tucker, “Why
Managing Consumer Privacy Can Be an
Opportunity,” MIT Sloan Management Review
(Spring 2013), pp. 10-12.

Ron Berman and Zsolt Katona, “The Role of
Search Engine Optimization in Search Marketing,”
Marketing Science 32 (July—August 2013),

pp. 644-51; Oliver J. Rutz, Randolph E. Bucklin,
and Garrett P. Sonnier, “A Latent Instrumental
Variables Approach to Modeling Keyword
Conversion in Paid Search Advertising,” Journal of
Marketing Research 49 (June 2012), pp. 306-19;
Oliver J. Rutz and Randolph E. Bucklin, “From
Generic to Branded: A Model of Spill-over in

Paid Search Advertising,” Journal of Marketing
Research 48 (February 2011), pp. 87-102.

Christian Schulze, Lisa Scholer, and Bernd
Skiera, “Not All Fun and Games: Viral Marketing
for Utilitarian Products,” Journal of Marketing 78
(January 2014), pp. 1-19.


http://www.drdre.com
http://www.aflac.com/about-aflac/default.aspx
http://www.pewresearch.org/topics/state-of-the-news-media
http://www.aflac.com/about-aflac/default.aspx
http://www.pewresearch.org/topics/state-of-the-news-media
http://www.warc.com
http://www.warc.com

550

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

ENDNOTES

Ashish Kumar, Ram Bezawada, Rishika Rishika,
Ramkumar Janakiraman, and P. K. Kannan. “From
Social to Sale: The Effects of Firm-Generated
Content in Social Media on Customer Behavior,”
Journal of Marketing 80, no. 1 (2016), pp. 7-25;
Yuchi Zhang, Michael Trusov, Andrew T. Stephen,
and Zainab Jamal, “Online Shopping and Social
Media: Friends or Foes?” Journal of Marketing 81,
no. 6 (2017), pp. 24-41.

“Lay’s ‘Do Us a Flavor’ Contest Is Back: Fans
Invited to Submit Next Great Potato Chip

Flavor Idea for the Chance to Win $1 Million,”

PR Newswire, January 14, 2014.

Andrew Yoo, “Logo ldeas: Crowdsourcing the Next
Big Hit,” Digital Initiative, March 20, 2017.

For an academic discussion of chat rooms,
recommendation sites, and customer review
sections online, see Dina Mayzlin, “Promotional
Chat on the Internet,” Marketing Science 25
(March-April 2006), pp. 155-63; and Judith
Chevalier and Dina Mayzlin, “The Effect of Word of
Mouth on Sales: Online Book Reviews,” Journal of
Marketing Research 43 (August 2006), pp. 345-54.
Rebecca Walker Naylor, Cait Poynor Lamberton,
and Patricia M. West, “Beyond the ‘Like’ Button:
The Impact of Mere Virtual Presence on Brand
Evaluations and Purchase Intentions in Social
Media Settings,” Journal of Marketing 76
(November 2012), pp. 105-20.

Jae Young Lee and David R. Bell, “Neighborhood
Social Capital and Social Learning for Experience
Attributes of Products,” Marketing Science 32
(November-December 2013), pp. 960-76.

Olivier Toubia and Andrew T. Stephen, “Intrinsic
vs. Image-Related Utility in Social Media: Why Do
People Contribute Content to Twitter?” Marketing
Science 32 (May-June 2013), pp. 368-92.

Thales Teixeira, “The New Science of Viral Ads,”
Harvard Business Review, March 2012, pp. 25-27;
Thales Teixeira, Michel Wedel, and Rik Pieters,
“Emotion-Induced Engagement in Internet Video
Advertisements,” Journal of Marketing Research
49 (April 2012), pp. 144-59. See also Jonah Berger
and Katherine L. Milkman, “What Makes Online
Content Viral?” Journal of Marketing Research 49
(April 2012), pp. 192-205.

Matthew Creamer and Rupal Parekh, “Ildeas of the
Decade,” Advertising Age, December 14, 2009.
Simon Owens, “Is It Time to Regulate Social Media
Influencers?” Intelligencer, January 17, 2019.
Nicholas Confessore, Gabriel Dance, Richard
Harris, and Mark Hansen, “The Follower Factory,”
New York Times, January 27, 2018.

Yi Zhao, Sha Yang, Vishal Narayan, and Ying
Zhao, “Modeling Consumer Learning from

Online Product Reviews,” Marketing Science 32

34.

35.

36.

37.

38.

39.

40.

41.

(January-February 2013), pp. 153-69; Rebecca
Walker Naylor, Cait Poynor Lamberton, and David
A. Norton, “Seeing Ourselves in Others: Reviewer
Ambiguity, Egocentric Anchoring, and Persuasion,”
Journal of Marketing Research 48 (June 2011),
pp. 617-31; Yang Wang and Alexander Chaudhry,
“When and How Managers’ Responses to Online
Reviews Affect Subsequent Reviews,” Journal of
Marketing Research 55, no. 2 (2018), pp. 163-77.
See also Itamar Simonson and Emanuel Rosen,
Added Value (New York: HarperCollins, 2014).

“Nielsen: Global Consumers’ Trust in ‘Earned’
Advertising Grows in Importance,” April 10, 2012.

Sinan Aral, “The Problem with Online Ratings,” MIT
Sloan Management Review (Winter 2014),

pp. 47-52. See also Shrihari Sridhar and Raji
Srinivasan, “Social Influence Effects in Online
Product Ratings,” Journal of Marketing 76
(September 2012), pp. 70-88; Wendy W. Moe and
Michael Trusov, “The Value of Social Dynamics

in Online Product Ratings Forums,” Journal of
Marketing Research 48 (June 2011), pp. 444-56.

Zoey Chen and Nicholas Lurie, “Temporal
Contiguity and Negativity Bias in the Impact of
Online Word of Mouth,” Journal of Marketing
Research 50 (August 2013), pp. 463-76; Yubo
Chen, Qi Wang, and Jinhong Xie, “Online Social
Interactions: A Natural Experiment on Word of
Mouth versus Observational Learning,” Journal of
Marketing Research 48 (April 2011), pp. 238-54.

Jacob Goldenberg, Gal Oestreicher-Singer, and
Shachar Reichman, “The Quest for Content:
How User-Generated Links Can Facilitate Online
Exploration,” Journal of Marketing Research 49
(August 2012), pp. 452-68.

Zsolt Katona, “Competing for Influencers in a
Social Network,” working paper, Haas School

of Business, University of California at Berkeley
(2014); Michael Trusov, Anand V. Bodapati, and
Randolph E. Bucklin, “Determining Influential
Users in Internet Social Networks,” Journal of
Marketing Research 47 (August 2010),

pp. 643-58; Bart de Langhe, Philip M. Fernbach,
and Donald R. Lichtenstein, “Navigating by the
Stars: Investigating the Actual and Perceived
Validity of Online User Ratings,” Journal of
Consumer Research 42, no. 6 (2016), pp. 817-33.

“Mobile Continues to Steal Share of US Adults’
Daily Time Spent with Media,” eMarketer,
April 22, 2014.

Preethi Chamikuttyl, “Wharton Professor David
Bell, on Brand Building in the Offline and Online
World,” Your Story, September 3, 2013.

Sunil Gupta, “For Mobile Devices, Think Apps, Not
Ads,” Harvard Business Review (March 2013),

pp. 71-75.



42.

43.

44,

45.

46.
47.

48.

49.

50.

Diana Ransom, “When the Customer Is in the
Neighborhood,” Wall Street Journal, May 17, 2010.

Farhan Thawar, “2013: The Breakout Year for
Mobile Commerce,” Wired, March 15, 2013.

Bettina Cornwell, Michael S. Humphreys, Angela
M. Maguire, Clinton S. Weeks, and Cassandra
Tellegen, “Sponsorship-Linked Marketing:

The Role of Articulation in Memory,” Journal

of Consumer Research 33 (December 2006),

pp. 312-21.

T. Bettina Cornwell, Clinton S. Weeks, and

Donald P. Roy, “Sponsorship-Linked Marketing:
Opening the Black Box,” Journal of Advertising 34
(Summer 2005).

www.factorytour.com, accessed 1/9/2021.

Noah Joseph, “Buy a Car, Get a Trip: How
European Delivery Works,” Car and Driver,
December 8, 2017.

Barak Libai, Eitan Muller, and Renana Peres,
“Decomposing the Value of Word-of-Mouth
Seeding Programs: Acceleration versus
Expansion,” Journal of Marketing Research 50
(April 2013), pp. 161-76, Oliver Hinz, Bernd
Skiera, Christian Barrot, and Jan U. Becker,
“Seeding Strategies for Viral Marketing: An
Empirical Comparison,” Journal of Marketing
75 (November 2011), pp. 55-71; Angela Xia Liu,
Jan-Benedict Steenkamp, and Jurui Zhang,
“Agglomeration as a Driver of the Volume of
Electronic Word of Mouth in the Restaurant
Industry,” Journal of Marketing Research 55,
no. 4 (2018), pp. 507-23; David Dubois, Andrea
Bonezzi, and Matteo De Angelis, “Sharing with
Friends versus Strangers: How Interpersonal
Closeness Influences Word-of-Mouth Valence,”
Journal of Marketing Research 53, no. 5 (2016),
pp. 712-27.

Thales Teixeira, “How to Profit from ‘Lean’
Advertising,” Harvard Business Review

(June 2013), pp. 23-25; Jing Peng, Ashish
Agarwal, Kartik Hosanagar, and Raghuram
lyengar, “Network Overlap and Content Sharing
on Social Media Platforms,” Journal of Marketing
Research 55, no. 4 (2018), pp. 571-85; Daniel
Mochon, Karen Johnson, Janet Schwartz, and Dan
Ariely, “What Are Likes Worth? A Facebook Page
Field Experiment,” Journal of Marketing Research
54, no. 2 (2017), pp. 306-17; Andrew M. Baker,
Naveen Donthu, and V. Kumar, “Investigating
How Word-of-Mouth Conversations about
Brands Influence Purchase and Retransmission
Intentions,” Journal of Marketing Research 53,
no. 2 (2016), pp. 225-39.

Rob Walker, “Mixing It Up,” New York Times,
August 24, 2008; www.blendtec.com/pages/
about, accessed 11/26/2020.

51.

52.

53.

54.

55.

ENDNOTES 551

Daniel Birnbaum, “SodaStream’s CEO

on Turning a Banned Super Bowl Ad into
Marketing Gold,” Harvard Business Review
(January-February 2014); Kyle Stock, “The
Secret of SodaStream’s Success,” Bloomberg
Businessweek, July 31, 2013; https://sodastream
.com/blogs/explore/about-us, accessed
11/26/2020.

Jessica Naziri, “Dollar Shave Club Co-founder
Michael Dubin Had a Smooth Transition,” Los
Angeles Times, August 16, 2013; Emily Glazer,

“A David and Gillette Story,” Wall Street Journal,
April 12, 2012; https://www.cnbc.com/2019/03/23/
dollar-shaves-dubin-admits-a-business-built-on-
simplicity-can-get-complicated

.html, accessed 11/26/2020.

David Godes and Dina Mayzlin, “Firm-Created
Word-of-Mouth Communication: Evidence

from a Field Test,” Marketing Science 28
(July=August 2009), pp. 721-39; Sarah Gelper,
Renana Peres, and Jehoshua Eliashberg, “Talk
Bursts: The Role of Spikes in Prerelease Word-of-
Mouth Dynamics,” Journal of Marketing Research
55, no. 6 (2018), pp. 801-17; Zoey Chen and
Jonah Berger, “How Content Acquisition Method
Affects Word of Mouth,” Journal of Consumer
Research 43, no. 1 (2016), pp. 86-102; Grant
Packard and Jonah Berger, “How Language
Shapes Word of Mouth’s Impact,” Journal of
Marketing Research 54, no. 4 (2017), pp. 572-88.
Jonah Berger and Raghuram lyengar,
“Communication Channels and Word of Mouth:
How the Medium Shapes the Message,” Journal of
Consumer Research 40 (October 2013),

pp. 567-79. See also Mitch Lovett, Renana
Peres, and Roni Shachar, “On Brands and Word
of Mouth,” Journal of Marketing Research 50
(August 2013), pp. 427-44; Jonah Berger and

Eric M. Schwartz, “What Drives Immediate and
Ongoing Word of Mouth?” Journal of Marketing
Research 48 (October 2011), pp. 869-80.

Matteo De Angelis, Andrea Bonezzi, Alessandro M.
Peluso, Derek D. Rucker, and Michele Costabile,
“On Braggarts and Gossips: A Self-Enhancement
Account of Word-of-Mouth Generation and
Transmission,” Journal of Marketing Research

49 (August 2012), pp. 551-63. See also Yinlong
Zhang, Lawrence Feick, and Vikas Mittal, “How
Males and Females Differ in Their Likelihood

of Transmitting Negative Word of Mouth,”

Journal of Consumer Research 40 (April 2014),
pp. 1097-1108; Ana Babi¢ Rosario, Francesca
Sotgiu, Kristine De Valck, and Tammo H. A.
Bijmolt, “The Effect of Electronic Word of Mouth
on Sales: A Meta-Analytic Review of Platform,
Product, and Metric Factors,” Journal of Marketing
Research 53, no. 3 (2016), pp. 297-318.


http://www.factorytour.com
http://www.blendtec.com/pages/about
https://sodastream.com/blogs/explore/about-us
https://www.cnbc.com/2019/03/23/dollar-shaves-dubin-admits-a-business-built-on-simplicity-can-get-complicated.html
http://www.blendtec.com/pages/about
dollar-shaves-dubin-admits-a-business-built-on-simplicity-can-get-complicated.html
dollar-shaves-dubin-admits-a-business-built-on-simplicity-can-get-complicated.html
dollar-shaves-dubin-admits-a-business-built-on-simplicity-can-get-complicated.html
https://sodastream.com/blogs/explore/about-us

552

56.

57.

58.

59.

60.

ENDNOTES

“A Purr-fect Fit: CeelLo Green and Purrfect Remix
the Meow Mix Cat Food Jingle,” PRWeek Awards
2014; Rebecca Cullers, “Ceelo Green Creates a

Purrfect Meow Mix Remix with His Cat,” Adweek,
May 10, 2012.

This section is largely based on Alexander
Chernev, Strategic Marketing Management: Theory
and Practice (Chicago IL, Cerebellum Press, 2019).
Marketing Insight sources: Marketing Insight
sources: Rose Leadem, “The ROI of Social Media,”
Entrepreneur, July 7, 2018; Josh Bernoff, “A
Balanced Perspective on Social ROI,” Marketing
News, February 28, 2011; Frahad Manjoo, “Does
Social Media Have a Return on Investment?,” Fast
Company, July/August 2011; David A. Schweidel,
Wendy W. Moe, and Chris Boudreaux, “Social
Media Intelligence: Measuring Brand Sentiment
from Online Conversation,” MSI Report 12-100
(Cambridge, MA: Marketing Science Institute,
2012).

IEG, “Inside Honda’s Sponsorship Strategy,” IEG
Sponsorship Report, September 12, 2016, www.
sponsorship.com/iegsr/2016/09/12/Inside-Honda-
s-Sponsorship-Strategy.aspx; Abhijeet Pratap,
“Honda Marketing Strategy,” Notesmatic, April 30,
2018, notesmatic.com/honda-marketing-strategy/;
Charlotte Rogers, “How Honda Shifted Its Content
Strategy from ‘Attention-Grabbing’ to Storytelling,”
Marketing Week, October 10, 2019, https://www
.marketingweek.com/honda-content-strategy/;
Rebecca Sentence, “How Honda UK Cuts

through the Noise with Agile Content and Brand
Storytelling,” Econsultancy, October 11, 2019,
https://econsultancy.com/honda-uk-agile-content-
strategy-brand-storytelling/.

Marketing Spotlight sources: Terence Baker,

“6 Ways AccorHotels Is Transforming Its Digital
Strategy,” Hotel News Now, September 5, 2018;
Brad Howarth, “How AccorHotels Is Building
Emotional Connections with Customers,”

CMO Australia, March 8, 2017; David Dubois,
Inyoung Chae, Joerg Niessing, and Jean Wee,
AccorHotels and the Digital Transformation:
Enriching Experiences through Content Strategies
along the Customer Journey (INSEAD, 2016, case
08-2016-6241); Jill Avery, Chekitan S. Dev, and
Peter O’Connor, Accor: Strengthening the Brand
with Digital Marketing (Harvard Business School
Publishing, 2017, case 9-315-138).

Chapter 14

1.

Joe Nocera, “The Pyramid Scheme,” New York
Times, September 15, 2015; www.amway.com/
about-amway/our-company/heritage, accessed
November 26, 2020; https://www.amwayglobal
.com/newsroom/direct-selling-leader-amway-

10.

11.

12.

13.

announces-2019-sales-of-8-4-billion-usd,
accessed 11/26/2020.

Nathaniel N. Hartmann, Heiko Wieland, and
Stephen L. Vargo. “Converging on a New
Theoretical Foundation for Selling.” Journal of
Marketing 82, no. 2 (2018), pp. 1-18.

. Some of the following discussion is based on

a classic analysis in W. J. E. Crissy, William H.
Cunningham, and Isabella C. M. Cunningham,
Selling: The Personal Force in Marketing (New
York: Wiley, 1977), pp. 119-29.

. Simon J. Blanchard, Mahima Hada, and Kurt A.

Carlson, “Specialist Competitor Referrals: How
Salespeople Can Use Competitor Referrals for
Nonfocal Products to Increase Focal Product
Sales,” Journal of Marketing 82, no. 4 (2018),
pp. 127-45.

Christian Homburg, Michael Mdller, and Martin
Klarmann, “When Should the Customer Really

Be King? On the Optimum Level of Salesperson
Customer Orientation in Sales Encounters,”
Journal of Marketing 75 (March 2011), pp. 55-74.
Raghu Bommaraju and Sebastian Hohenberg,
“Self-Selected Sales Incentives: Evidence of
Their Effectiveness, Persistence, Durability, and
Underlying Mechanisms,” Journal of Marketing 82,
no. 5 (2018), pp. 106-24.

Pranav Jindal and Peter Newberry, “To Bargain or
Not to Bargain: The Role of Fixed Costs in Price
Negotiations,” Journal of Marketing Research 55,
no. 6 (2018), pp. 832-51.

. Joel E. Urbany, “Justifying Profitable Pricing,”

Journal of Product & Brand Management 10
(2001), pp. 141-59.

Rajesh Bagchi, Nevena T. Koukova, Haresh
Gurnani, Mahesh Nagarajan, and Shweta S. Oza,
“Walking in My Shoes: How Expectations of Role
Reversal in Future Negotiations Affect Present
Behaviors,” Journal of Marketing Research 53,
no. 3 (2016), pp. 381-95.

Brent Adamson, Matthew Dixon, and Nicholas
Toman, “Dismantling the Sales Machine,” Harvard
Business Review (November 2013), pp. 103-9.

V. Kumar, Rajkumar Venkatesan, and Werner
Reinartz, “Performance Implications of Adopting

a Customer-Focused Sales Campaign,”

Journal of Marketing 72 (September 2008),

pp. 50-68; George R. Franke and Jeong-Eun

Park, “Salesperson Adaptive Selling Behavior and
Customer Orientation: A Meta-Analysis,” Journal of
Marketing Research 43 (November 2006),

pp. 693-702.

www.tupperwarebrands.com/company/heritage,
accessed 11/26/2020.

“The View from the Field,” Harvard Business
Review (July—August 2012), pp. 101-9.


https://www.marketingweek.com/honda-content-strategy/
https://econsultancy.com/honda-uk-agile-content-strategy-brand-storytelling/
http://www.amway.com/about-amway/our-company/heritage
https://www.amwayglobal.com/newsroom/direct-selling-leader-amway-announces-2019-sales-of-8-4-billion-usd
http://www.tupperwarebrands.com/company/heritage
http://www.sponsorship.com/iegsr/2016/09/12/Inside-Honda-s-Sponsorship-Strategy.aspx
http://www.sponsorship.com/iegsr/2016/09/12/Inside-Honda-s-Sponsorship-Strategy.aspx
http://www.sponsorship.com/iegsr/2016/09/12/Inside-Honda-s-Sponsorship-Strategy.aspx
http://notesmatic.com/honda-marketing-strategy/
https://www.marketingweek.com/honda-content-strategy/
https://econsultancy.com/honda-uk-agile-content-strategy-brand-storytelling/
http://www.amway.com/about-amway/our-company/heritage
https://www.amwayglobal.com/newsroom/direct-selling-leader-amway-announces-2019-sales-of-8-4-billion-usd
https://www.amwayglobal.com/newsroom/direct-selling-leader-amway-announces-2019-sales-of-8-4-billion-usd

14.

15.

16.

17.

18.

19.

20.

21.

22.

Shrihari Sridhar, Murali K. Mantrala, and Sénke
Albers, “Personal Selling Elasticities: A Meta-
Analysis,” Journal of Marketing Research 47
(October 2010); Raghu Bommaraju, Michael
Ahearne, Zachary R. Hall, Seshadri Tirunillai,

and Son K. Lam, “The Impact of Mergers and
Acquisitions on the Sales Force,” Journal of
Marketing Research 55, no. 2 (2018), pp. 254-64.

Brent Adamson, Matthew Dixon, and Nicholas
Toman, “The End of Solution Sales,” Harvard
Business Review (July—-August 2012), pp. 60-68.

Ashwin W. Joshi, “Salesperson Influence on
Product Development: Insights from a Study of
Small Manufacturing Organizations,” Journal of
Marketing 74 (January 2010), pp. 94-107; Philip
Kotler, Neil Rackham, and Suj Krishnaswamy,
“Ending the War between Sales & Marketing,”
Harvard Business Review (July-August 2006),
pp. 68-78.

“The View from the Field,” Harvard Business
Review (July—August 2012), pp. 101-9.

Andrew Ross Sorkin, “The Activist and Herbalife:
Just Maybe Ackman’s Right,” New York Times,
August 1, 2013; Michael Schmidt, Eric Lipton,
Alexandra Stevenson “After Big Bet, Hedge Fund
Pulls the Levers of Power,” New York Times,
March 9, 2014; Jim Puzzanghera, “Herbalife
Chief Richard Resigns over Comments He Made
before Taking the Job,” Los Angeles Times,
January 9, 2019; https://www.statista.com/
statistics/917669/herbalife-net-sales-worldwide,
accessed 11/26/2020; https://company.herbalife
.com, accessed 11/26/2020.

Nikolaos G. Panagopoulos, Adam A. Rapp,

and Jessica L. Ogilvie, “Salesperson Solution
Involvement and Sales Performance: The
Contingent Role of Supplier Firm and Customer—
Supplier Relationship Characteristics,” Journal of
Marketing 81, no. 4 (2017), pp. 144-64.

Michael Ahearne, Scott B. MacKenzie, Philip M.
Podsakoff, John E. Mathieu, and Son K. Lam, “The
Role of Consensus in Sales Team Performance,”
Journal of Marketing Research 47 (June 2010),

pp. 458-69; Huanhuan Shi, Shrihari Sridhar,
Rajdeep Grewal, and Gary Lilien, “Sales
Representative Departures and Customer
Reassignment Strategies in Business-to-Business
Markets,” Journal of Marketing 81, no. 2 (2017),
pp. 25-44.

Qystein Daljord, Sanjog Misra, and Harikesh S.
Nair, “Homogeneous Contracts for Heterogeneous
Agents: Aligning Sales Force Composition and
Compensation,” Journal of Marketing Research 53,
no. 2 (2016), pp. 161-182.

For distinctions between bonuses and
commissions, see Sunil Kishore, Raghunath Singh

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

ENDNOTES 553

Rao, Om Narasimhan, and George John, “Bonuses
versus Commissions: A Field Study,” Journal of
Marketing Research 50 (June 2013), pp. 317-33.

Madhu Viswanathan, Xiaolin Li, George John,
and Om Narasimhan, “Is Cash King for Sales

Compensation Plans? Evidence from a Large-
Scale Field Intervention,” Journal of Marketing
Research 55, no. 3 (2018), pp. 368-81.

Daniel H. Pink, “A Radical Prescription for Sales,”
Harvard Business Review (July—August 2012),
pp. 76-77.

Tony Ritigliano and Benson Smith, Discover
Your Sales Strengths (New York: Random House
Business Books, 2004).

Sonke Albers, “Sales-Force Management—
Compensation, Motivation, Selection, and
Training,” in Bart Weitz and Robin Wensley, eds.,
Handbook of Marketing (London: Sage, 2002),
pp. 248-66.

Yashar Atefi, Michael Ahearne, James G. Maxham
lll, D. Todd Donavan, and Brad D. Carlson, “Does
Selective Sales Force Training Work?” Journal of

Marketing Research 55, no. 5 (2018), pp. 722-37.

Gaurav Sabnis, Sharmila C. Chatterjee, Rajdeep
Grewal, and Gary L. Lilien, “The Sales Lead Black
Hole: On Sales Reps’ Follow-up of Marketing
Leads,” Journal of Marketing 77 (January 2013),
pp. 52-67.

Michael Ahearne, Son K. Lam, John E. Mathieu,
and Willy Bolander, “Why Are Some Salespeople
Better at Adapting to Organizational Change?”
Journal of Marketing 74 (May 2010), pp. 65-79;
Constantine S. Katsikeas, Seigyoung Auh,
Stavroula Spyropoulou, and Bulent Menguc,
“Unpacking the Relationship between Sales
Control and Salesperson Performance: A
Regulatory Fit Perspective,” Journal of Marketing
82, no. 3 (2018), pp. 45-69.

Jeff Green, “The New Willy Loman Survives
by Staying Home,” Bloomberg Businessweek,
January 14, 2013, pp. 16-17.

Barbara Giamanco and Kent Gregoire, “Tweet
Me, Friend Me, Make Me Buy,” Harvard Business
Review (July—August 2012), pp. 88-93.

Willem Verbeke and Richard P. Bagozzi, “Sales-
Call Anxiety: Exploring What It Means When Fear
Rules a Sales Encounter,” Journal of Marketing

64 (July 2000), pp. 88-101. See also Douglas

E. Hughes and Michael Ahearne, “Energizing

the Reseller’s Sales Force: The Power of Brand
Identification,” Journal of Marketing 74 (July 2010),
pp. 81-96; Jeffrey P. Boichuk, Willy Bolander,
Zachary R. Hall, Michael Ahearne, William J.
Zahn, and Melissa Nieves, “Learned Helplessness
among Newly Hired Salespeople and the


https://www.statista.com/statistics/917669/herbalife-net-sales-worldwide
https://company.herbalife.com
https://company.herbalife.com
https://www.statista.com/statistics/917669/herbalife-net-sales-worldwide

554

33.

34.

35.

36.

37.
38.

39.

40.

41.

42,

43.

ENDNOTES

Influence of Leadership,” Journal of Marketing 78
(January 2014), pp. 95-111.

Sebastian Hohenberg and Christian Homburg.
“Motivating Sales Reps for Innovation Selling in
Different Cultures.” Journal of Marketing 80, no. 2
(2016), pp. 101-20.

Mark W. Johnston and Greg W. Marshall,
Sales-Force Management, 12th ed. (New York:
Routledge, 2016). See also Eric G. Harris, John

C. Mowen, and Tom J. Brown, “Reexamining
Salesperson Goal Orientations: Personality
Influencers, Customer Orientation, and Work
Satisfaction,” Journal of the Academy of Marketing
Science 33 (Winter 2005), pp. 19-35.

Ashutosh Patil and Niladri Syam, “How Do
Specialized Personal Incentives Enhance Sales
Performance? The Benefits of Steady Sales Growth,”
Journal of Marketing 82, no. 1 (2018), pp. 57-73.

Thomas Steenburgh and Michael Ahearne,
“Motivating Salespeople: What Really Works,”
Harvard Business Review (July—August 2012),
pp. 70-75.

Ibid.

Sarang Sunder, V. Kumar, Ashley Goreczny, and
Todd Maurer, “Why Do Salespeople Quit? An
Empirical Examination of Own and Peer Effects
on Salesperson Turnover Behavior,” Journal of
Marketing Research 54, no. 3 (2017), pp. 381-97.

Ran Kivetz and Itamar Simonson, “The
Idiosyncratic Fit Heuristic: Effort Advantage as a
Determinant of Consumer Response to Loyalty
Programs,” Journal of Marketing Research 40
(November 2003), pp. 454-67.

Ken Belson, “An Alternative to Con Ed Revs Up lIts
Sales Force,” New York Times, August 31, 2008;
“Governor Cuomo Announces Energy Bill Refunds
for More than 1,500 New Yorkers,” New York State,
December 28, 2015; Jennifer Abel, “Deregulated
Energy Providers: Are They a Good Deal?”
Consumer Affairs, n.d.; www.ambitenergy.com/
about-ambit-energy, accessed 2/1/2021; www
.directsellingnews.com/company-profiles/ambit-
energy, accessed 2/1/2021.

Bob Stone and Ron Jacobs, Successful Direct
Marketing Methods, 8th ed. (New York: McGraw-
Hill, 2007). See also David A. Schweidel and
George Knox, “Incorporating Direct Marketing
Activity into Latent Attrition Models,” Marketing
Science 32 (May—June 2013), pp. 471-87.

Xi (Alan) Zhang, V. Kumar, and Koray Cosguner,
“Dynamically Managing a Profitable Email
Marketing Program,” Journal of Marketing
Research 54, no. 6 (2017), pp. 851-66.

Matt Schifrin, “Master Class,” Forbes,
January 17, 2011, pp. 54-55.

44,

45.

46.

47.

48.

49.

50.

Nora Aufreiter, Julien Boudet, and Vivien Weng,
“Why Marketers Keep Sending You E-mails,”
MecKinsey Quarterly (January 2014).

www.grainger.com/content/cat_print, accessed
2/15/2021.

“Internet & Mail-Order Retail Industry Profile,”
www.firstresearch.com, January 10, 2018.

Barbara Feder Ostrov, “Annoying Robo-Calls Are
At ‘Epidemic Levels’ This Health Open-Enroliment
Season,” Washington Post, November 11, 2018;
Jake Swearingin, “The Beginning of the End of
Robocalls,” Intelligencer, February 14, 2019.

Marketing Insight sources: Noel Capon, Dave
Potter, and Fred Schindler, Managing Global
Accounts: Nine Critical Factors for a World-
Class Program, 2nd ed. (Bronxville, NY: Wessex
Press, 2008); Peter Cheverton, Global Account
Management: A Complete Action Kit of Tools
and Techniques for Managing Key Global
Customers (London, UK: Kogan Page, 2008);
Malcolm McDonald and Diana Woodburn,

Key Account Management: The Definitive Guide,
2nd ed. (Oxford, UK: Butterworth-Heinemann,
2007).

Marketing Spotlight sources: Rebecca Stuart,
“Avon’s Global Marketing Boss on How It’s
Rebranding for the Instagram Generation,” The
Drum, November 27, 2018; Hakki Ozmorali,
“Will Avon’s Turnaround Be Real This Time?”
October 8, 2018; Phil Wahba, “Here Are 5
Reasons Avon Fell Apart in the U.S.,” Fortune,
December 17, 2015; Phil Wahba, “How Avon’s
CEO Failed to Fix the Company,” Fortune,
August 3, 2017; Polly Mosendz, “The Avon
Lady’s Makeover, Bloomberg Businessweek,
March 7, 2017; https://www.prnewswire.com/
news-releases/natura-co-to-close-acquisition-
of-avon-creating-the-worlds-fourth-largest-pure-
play-beauty-group-300980823.html, accessed
11/26/2020.

Marketing Spotlight sources: Avi Dan, “How
Progressive’s CMO Jeff Charney Made ‘Flo’
More Loveable than Ducks and Geckos,”
Forbes, May 3, 2012; Giselle Abramovich, “How
Progressive Got Its Social Flow,” CMO.com,
December 11, 2013; E. J. Schultz, “Progressive
Goes Flo-less in Corporate Image Campaign,”
Ad Age, September 23, 2013; E. J. Schultz, “Flo
Gets More Company as Progressive Rolls out
‘The Box,”” Ad Age, December 5, 2012; Andrew
Bary, “How Progressive Is Driving Growth in
Auto Insurance,” Barron’s, December 1, 2018;
https://www.statista.com/statistics/737860/
progressive-revenue, accessed 11/26/2020;
www.progressive.com/about, accessed
11/26/2020.


http://www.ambitenergy.com/about-ambit-energy
http://www.grainger.com/content/cat_print
http://www.firstresearch.com
https://www.prnewswire.com/news-releases/natura-co-to-close-acquisition-of-avon-creating-the-worlds-fourth-largest-pure-play-beauty-group-300980823.html
https://www.statista.com/statistics/737860/progressive-revenue
http://www.progressive.com/about
http://www.ambitenergy.com/about-ambit-energy
http://www.directsellingnews.com/company-profiles/ambit-energy
http://www.directsellingnews.com/company-profiles/ambit-energy
http://www.directsellingnews.com/company-profiles/ambit-energy
https://www.statista.com/statistics/737860/progressive-revenue
http://CMO.com
https://www.prnewswire.com/news-releases/natura-co-to-close-acquisition-of-avon-creating-the-worlds-fourth-largest-pure-play-beauty-group-300980823.html
https://www.prnewswire.com/news-releases/natura-co-to-close-acquisition-of-avon-creating-the-worlds-fourth-largest-pure-play-beauty-group-300980823.html
https://www.prnewswire.com/news-releases/natura-co-to-close-acquisition-of-avon-creating-the-worlds-fourth-largest-pure-play-beauty-group-300980823.html

Chapter 15

1.

10.

11.

Tiffany Hsu, “L.L. Bean, Citing Abuse, Tightens

Its Generous Policy on Returns,” New York Times,
February 9, 2018; Amita Kelly and Merrit Kennedy,
“L.L. Bean Scraps Legendary Lifetime Return
Policy,” NPR, February 9, 2018; Warren Shoulberg,
“As Brands Go Direct-to-Consumer, L.L. Bean
Moves the Other Way,” Forbes, July 19, 2020;
www.llbean.com, accessed 11/26/2020.

Robert Palmatier, Louis W. Stern, and Adel I.
El-Ansary, Marketing Channel Strategy, 8th ed.
(New York, NY: Routledge, 2017).

. Andreas Flrst, Martin Leimbach, and Jana-

Kristin Prigge, “Organizational Multichannel
Differentiation: An Analysis of Its Impact on
Channel Relationships and Company Sales
Success,” Journal of Marketing 81, no. 1 (2017),
pp. 59-82.

. Sarah E. Needleman, “Dial-a-Mattress Retailer

Blames Troubles on Stores, Executive Team,” Wall
Street Journal, July 14, 2009, p. B1.

For an academic treatment of related issues,
see Elie Ofek, Zsolt Katona, and Miklos
Sarvary, “‘Bricks and Clicks’: The Impact

of Product Returns on the Strategies of
Multichannel Retailers,” Marketing Science 30
(January-February 2011), pp. 42-60.

V. Kumar and Rajkumar Venkatesan, “Who Are
Multichannel Shoppers and How Do They Perform?
Correlates of Multichannel Shopping Behavior,”
Journal of Interactive Marketing 19 (Spring 2005),
pp. 44-61.

Tarun Kushwaha and Venkatesh Shankar, “Are
Multichannel Customers Really More Valuable?
The Moderating Role of Product Category
Characteristics,” Journal of Marketing 77 (July 2013),
pp. 67-85.

Rajkumar Venkatesan, V. Kumar, and Nalini
Ravishanker, “Multichannel Shopping: Causes
and Consequences,” Journal of Marketing 71
(April 2007), pp. 114-32.

For a detailed conceptual model, see Jill Avery,
Thomas J. Steenburgh, John Deighton, and Mary
Caravella, “Adding Bricks to Clicks: Predicting the
Patterns of Cross-Channel Elasticities over Time,”
Journal of Marketing 76 (May 2012), pp. 96-111.

Peter C. Verhoef, Scott A. Neslin, and Bjérn
Vroomen, “Multichannel Customer Management:
Understanding the Research-Shopper
Phenomenon,” International Journal of Research in
Marketing 24, no. 2 (2007), pp. 129-48.

Xubing Zhang, “Retailer’s Multichannel and Price
Advertising Strategies,” Marketing Science 28
(November-December 2009), pp. 1080-94; Kitty
Wang and Avi Goldfarb, “Can Offline Stores Drive
Online Sales?” Journal of Marketing Research

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

ENDNOTES 555

54, no. 5 (2017), pp. 706-719; Dmitri Kuksov and
Chenxi Liao, “When Showrooming Increases
Retailer Profit,” Journal of Marketing Research 55,
no. 4 (2018), pp. 459-473; Dhruv Grewal, Carl-
Philip Ahlbom, Lauren Beitelspacher, Stephanie M.
Noble, and Jens Nordfalt. “In-Store Mobile Phone
Use and Customer Shopping Behavior: Evidence
from the Field,” Journal of Marketing 82, no. 4
(2018), pp. 102-26.

Susan Fournier and Lara Lee, “Getting Brand
Communities Right,” Harvard Business Review,
April 2009, pp. 105-11; “New Harley-Davidson
Accessory and Clothing Store,” PRLog,

July 21, 2009; www.harley-davidson.com/us/en/
about-us/company.html, accessed 11/26/2020.
Hugo Martin, “Outdoor Retailer Patagonia Puts
Environment Ahead of Sales Growth,” Los Angeles
Times, May 24, 2012.

Mary Wagner, “IRCE 2011 Report: Learn It

on the Web, Use It Cross-Channel,” www
.internetretailer.com, June 20, 2011; Monte Burke,
“A Conversation with REI Chief Executive, Sally
Jewell,” Forbes, May 19, 2011; https://www.rei
.com/about-rei, accessed 11/26/2020.

Asim Ansari, Carl F. Mela, and Scott A. Neslin,
“Customer Channel Migration,” Journal of
Marketing Research 45 (February 2008),

pp. 60-76; Edward J. Fox, Alan L. Montgomery,
and Leonard M. Lodish, “Consumer Shopping

and Spending across Retail Formats,” Journal of
Business 77 (April 2004), pp. S25-S60.

Sara Valentini, Elisa Montaguti, and Scott A.
Neslin, “Decision Process Evolution in Customer
Channel Choice,” Journal of Marketing 75
(November 2011), pp. 72-86.

Katrijn Gielens and Marnik G. Dekimpe, “The Entry
Strategy of Retail Firms into Transition Economies,”
Journal of Marketing 71 (April 2007), pp. 196-212.
www.thebalancesmb.com/apple-retail-stores-
global-locations-2892925, accessed 3/3/2021.
David Segal, “Apple’s Retail Army, Long on Loyalty
but Short on Pay,” New York Times, June 23, 2012;
Gardiner Morse and Ron Johnson, “Retail Isn’t
Broken. Stores Are,” Harvard Business Review
(December 2011), pp. 78-82; www.macrumors
.com/roundup/apple-retail-stores; accessed
12/18/18.

Joydeep Srivastava and Dipankar Chakravarti,
“Channel Negotiations with Information
Asymmetries: Contingent Influences of
Communication and Trustworthiness Reputations,”
Journal of Marketing Research 46 (August 2009),
pp. 557-72.

“Why STIHL Chooses Independent Dealers,” www
.stihlusa.com, accessed November 2, 2013; Ken
Waldron, “How Stihl Fulfilled Brand Promise of
Superior Product, Customer Service,” Advertising


http://www.llbean.com
http://www.harley-davidson.com/us/en/about-us/company.html
https://www.rei.com/about-rei
http://www.thebalancesmb.com/apple-retail-stores-global-locations-2892925
http://www.macrumors.com/roundup/apple-retail-stores
http://www.stihlusa.com
http://www.stihlusa.com
http://www.macrumors.com/roundup/apple-retail-stores
http://www.thebalancesmb.com/apple-retail-stores-global-locations-2892925
https://www.rei.com/about-rei
http://www.internetretailer.com
http://www.internetretailer.com
http://www.harley-davidson.com/us/en/about-us/company.html

556

22.

23.

24.

25.

26.

27.

28.

29.

30.
31.

32.

33.

ENDNOTES

Age, December 10, 2009; Timothy Appel, “Too
Good for Lowe’s and Home Depot?” Wall Street
Journal, July 24, 2006.

Vivian Giang, “McDonald’s Hamburger University:
Step inside the Most Exclusive School in the
World,” Business Insider, April 12, 2012.

www.greatharvest.com/company/franchise-
business-philosophy, accessed 2/9/2021.

Raji Srinivasan, “Dual Distribution and Intangible
Firm Value: Franchising in Restaurant Chains,”
Journal of Marketing 70 (July 2006), pp. 120-35.

Anne Coughlan and Louis Stern, “Marketing
Channel Design and Management,” in Dawn
lacobucci, ed., Kellogg on Marketing (New

York: John Wiley & Sons, 2001), pp. 247-69;
Michaela Draganska, Daniel Klapper, and Sofia
B. Villa-Boas, “A Larger Slice or a Larger Pie? An
Empirical Investigation of Bargaining Power in the
Distribution Channel,” Marketing Science 29
(January-February 2010), pp. 57-74.

These bases of power were identified in John R. P.
French and Bertram Raven, “The Bases of Social
Power,” in Dorwin Cartwright, ed., Studies in Social
Power (Ann Arbor: University of Michigan Press,
1959), pp. 150-67.

V. Kasturi Rangan, Transforming Your Go-to-
Market Strategy: The Three Disciplines of Channel
Management (Boston: Harvard Business School
Press, 2006).

Stefan Wuyts, Stefan Stremersch, Christophe
Van Den Bulte, and Philip Hans Franses, “Vertical
Marketing Systems for Complex Products:

A Triadic Perspective,” Journal of Marketing
Research 41 (November 2004), pp. 479-87.

Arnt Bovik and George John, “When Does Vertical
Coordination Improve Industrial Purchasing
Relationships?” Journal of Marketing 64

(October 2000), pp. 52-64; Elizabeth Aguirre,
Dominik Mahr, Ko de Ruyter, Dhruv Grewal, Jan
Pelser, and Martin Wetzels, “The Effect of Review
Writing on Learning Engagement in Channel
Partner Relationship Management,” Journal of
Marketing 82, no. 2 (2018), pp. 64-84.

www.citizensbank.com, accessed 2/9/2021.

Cotton Timberlake, “In the iPhone Era, Leica
Tries Its Own Stores,” Bloomberg Businessweek,
June 18, 2012.

For a detailed case study example, see Jennifer
Shang, Tuba Pinar Yildrim, Pandu Tadikamalla,
Vikas Mittal, and Lawrence Brown, “Distribution
Network Redesign for Marketing Competitiveness,”
Journal of Marketing 73 (March 2009), pp. 146-63.

Xinlei Chen, George John, and Om Narasimhan,
“Assessing the Consequences of a Channel
Switch,” Marketing Science 27 (May-June 2008),
pp. 398-416.

34.

35.

36.

37.

38.

39.

40.

41.

42,

43.

Edward Moltzen, “Apple Grows, But So Does
Channel Conflict,” CRN, July 27, 2007; Steven
Burke, “Apple Partners Speak Out on Channel
Conflict,” CRN, October 12, 2015.

Moeen Naseer Butt, Kersi D. Antia, Brian R.
Murtha, and Vishal Kashyap, “Clustering,
Knowledge Sharing, and Intrabrand Competition:
A Multiyear Analysis of an Evolving Franchise
System,” Journal of Marketing 82, no. 1 (2018),
pp. 74-92.

For a more thorough academic examination that
shows the benefits to suppliers from Walmart
expanding its market, see Qingyi Huang, Vincent
R. Nijs, Karsten Hansen, and Eric T. Anderson,
“Wal-Mart’s Impact on Supplier Profits,” Journal of
Marketing Research 49

(April 2012), pp. 131-43.

Tony Haitao Cui and Paola Mallucci, “Fairness
Ideals in Distribution Channels,” Journal of
Marketing Research 53, no. 6 (2016), pp. 969-87.

For some examples of when conflict can be
viewed as helpful, see Anil Arya and Brian
Mittendorf, “Benefits of Channel Discord in the
Sale of Durable Goods,” Marketing Science 25
(January-February 2006), pp. 91-96.

Danny T. Wang, Flora F. Gu, and Maggie Chuoyan
Dong, “Observer Effects of Punishment in a
Distribution Network,” Journal of Marketing
Research 50 (October 2013), pp. 627-43; Sara
Van der Maelen, Els Breugelmans, and Kathleen
Cleeren, “The Clash of the Titans: On Retailer and
Manufacturer Vulnerability in Conflict Delistings,”
Journal of Marketing 81, no. 1 (2017), pp. 118-35.
This section draws on Robert Palmatier, Louis W.
Stern, and Adel I. EI-Ansary, Marketing Channel
Strategy, 8th ed. (New York, NY: Routledge,
2017). See also Jonathan D. Hibbard, Nirmalya
Kumar, and Louis W. Stern, “Examining the
Impact of Destructive Acts in Marketing Channel
Relationships,” Journal of Marketing Research

38 (February 2001), pp. 45-61; Alberto Sa Vinhas
and Erin Anderson, “How Potential Conflict Drives
Channel Structure: Concurrent (Direct and Indirect)
Channels,” Journal of Marketing Research 42
(November 2005), pp. 507-15.

Niraj Dawar and Jason Stornelli, “Rebuilding

the Relationship between Manufacturers and
Retailers,” MIT Sloan Management Review
(Winter 2013), pp. 83-90.

Nirmalya Kumar, “Living with Channel Conflict,”
CMO Magazine (October 2004).

Kersi D. Antia, Xu (Vivian) Zheng, and Gary L.
Frazier, “Conflict Management and Outcomes in
Franchise Relationships: The Role of Regulation,”
Journal of Marketing Research 50 (October
2013), pp. 577-89. Kersi D. Antia, Sudha Mani,
and Kenneth H. Wathne, “Franchisor—Franchisee


http://www.greatharvest.com/company/franchise-business-philosophy
http://www.citizensbank.com
http://www.greatharvest.com/company/franchise-business-philosophy

44,

45.

46.

47.

48.

49.

Bankruptcy and the Efficacy of Franchisee
Governance,” Journal of Marketing Research 54,
no. 6 (2017), pp. 952-67.

Andrew Kaplan, “All Together Now?” Beverage
World (March 2007), pp. 14-16.

Debra Hoffman, “Gartner Supply Chain Top 25,”
www.gartner.com, May 30, 2013.

“The Total Package,” Bloomberg Businessweek,
Special Advertising Section, November 28,
2011; Geoff Colvin, “The Trade Tracker,” Fortune,
November 7, 2011; Helen Coster, “Calculus

for Truckers,” Forbes, September 12, 2011; “All
the Right Moves,” Fortune, Special Advertising
Section, May 2, 2011.

Marketing Insight sources: “Showrooming

Threat Hits Major Chains,” www.warc.com,
March 1, 2013; ““Showrooming’ Grows in U.S.,”
www.warc.com, February 4, 2013; Miriam
Gottfried, “How to Fight Amazon.com, Best Buy—
Style,” Wall Street Journal, November 20, 2016;
Ruth Bolton, “Can E-Commerce Save Retail?,”
Entrepreneur, October 19, 2020.

Marketing Spotlight sources: Kasra Ferdows,
Michael A. Lewis, and Jose Machuca, “Rapid-
fire Fulfillment,” Harvard Business Review 82,
no. 11 (2004), pp. 104-17; Thompson, Derek,
“Zara’s Big ldea: What the World’s Top Fashion
Retailer Tells Us about Innovation,” The Atlantic,
November 13, 2012; Martin Roll, “The Secret
of Zara’s Success: A Culture of Customer
Co-creation,” MartinRoll.com, August 11, 2018;
Stephen Wilmot, “Zara’s Blues: What’s Keeping
World’s Most Valuable Fashion Retailer Down,”
Wall Street Journal (March 12, 2018); Rodrigo
Orihuela, “Zara Owner’s Lean Business Model
Helps It Cope With Pandemic,” Bloomberg,
September 16, 2020; www.zara.com, accessed
11/26/2020.

Marketing Spotlight sources: Cheryl A. Bachelder,
“The CEO of Popeyes on Treating Franchisees as
the Most Important Customers,” Harvard Business
Review, September 06, 2016; Lydia DePillis,
“How Popeyes Went Upscale,” Washington Post,
September 27, 2013; Daniela Galarza, “How
Popeyes Turned Spicy Chicken into a $1.8 Billion
Payday,” Eater, February 24, 2017; https://
popeyes.com/our-story, accessed 11/26/2020.

Chapter 16

1.

Chad Bray and Vanessa Friedman, “Yoox to

Merge with Net-a-Porter in All-Share Deal” New
York Times, March 31, 2015; Lucy Yeomans, “The
Net Set: Meet the Team Who Persuade You to
Spend £500 Every Time You Log on to Net-A-
Porter,” Evening Standard, February 13, 2013; Lucy
England, “The Spectacular Life of Net-a-Porter

11.

12.

ENDNOTES 557

Founder Natalie Massenet,” Business Insider,
September 3, 2015; www.net-a-porter.com/en-us/
content/about-us, accessed 11/26/2020.
https://www.wholefoodsmarket.com/company-
info, accessed 11/26/2020.

. Ann Zimmerman and Kris Hudson, “Chasing

Upscale Customers Tarnishes Mass-Market
Jeweler,” Wall Street Journal, June 26, 2006.

Robert P. Rooderkerk, Harald J. van Heerde,

and Tammo H. A. Bijmolt, “Optimizing

Retail Assortment,” Marketing Science 32
(September-October 2013), pp. 699-715; Xiaoyan
Deng, Barbara E. Kahn, H. Rao Unnava, and
Hyaojin Lee, “A ‘Wide’ Variety: Effects of Horizontal
versus Vertical Display on Assortment Processing,
Perceived Variety, and Choice,” Journal of
Marketing Research 53, no. 5 (2016), pp. 682-98.
Richard A. Briesch, William R. Dillon, and Edward
J. Fox, “Category Positioning and Store Choice:
The Role of Destination Categories,” Marketing
Science 32 (May-June 2013), pp. 488-5009.
George Anderson, “Why Are Trader Joe’s
Customers the Most Satisfied In America?”
Forbes, July 30, 2013; Beth Kowitt, “Inside

the Secret World of Trader Joe’s,” Fortune,
August 23, 2010; Christopher Palmeri, “Trader
Joe’s Recipe for Success,” Bloomberg
BusinessWeek, February 21, 2008; www
.tfraderjoes.com/our-story, accessed 11/26/2020.
Robert Klara, “Something in the Air,” Adweek,
March 5, 2012, pp. 25-27.

. www.dickssportinggoods.com/s/about-us,

accessed 11/26/2020.

Velitchka D. Kaltcheva and Barton Weitz,

“When Should a Retailer Create an Exciting

Store Environment?” Journal of Marketing 70
(January 2006), pp. 107-18; Jennifer J. Argo and
Darren W. Dahl, “Standards of Beauty: The Impact
of Mannequins in the Retail Context,” Journal of
Consumer Research 44, no. 5 (2018), pp. 974-90.

. Dave Hodges, “Fans Welcome Bass Pro Shops to

Town,” Tallahassee.com, September 5, 2013; Seth
Lubove, “Bass Pro Billionaire Building Megastore
with Boats, Guns,” Bloomberg Businessweek,
June 3, 2013; Brian Hauswirth, “Missouri-Based
Bass Pro and Cabela’s Officially Join Forces,”
Missourinet, September 25, 2017; https://about
.basspro.com, accessed 11/26/2020.

Venkatesh Shankar and Ruth N. Bolton, “An
Empirical Analysis of Determinants of Retailer
Pricing Strategy,” Marketing Science 23
(Winter 2004), pp. 28-49.

Karsten Hansen and Vishal Singh, “Market
Structure across Retail Formats,” Marketing
Science 28 (July-August 2009), pp. 656-73.

. Samuel Hine, “High Times at the House of Bijan,”

GQ, August 27, 2018.


http://www.gartner.com
http://www.warc.com
http://www.warc.com
http://www.zara.com
https://popeyes.com/our-story
https://popeyes.com/our-story
http://www.net-a-porter.com/en-us/content/about-us
https://www.wholefoodsmarket.com/company-info
http://www.dickssportinggoods.com/s/about-us
https://about.basspro.com
http://MartinRoll.com
https://about.basspro.com
http://Tallahassee.com
http://www.traderjoes.com/our-story
http://www.traderjoes.com/our-story
https://www.wholefoodsmarket.com/company-info
http://www.net-a-porter.com/en-us/content/about-us
http://Amazon.com

558

14.

15.

16.

17.

18.

19.

20.

21.

22,

23.

24.

ENDNOTES

www.lumberliquidators.com, accessed
11/26/2020.

Paul W. Miniard, Shazad Mustapha Mohammed,
Michael J. Barone, and Cecilia M. O. Alvarez,
“Retailers’ Use of Partially Comparative Pricing:
From Across-Category to Within-Category
Effects,” Journal of Marketing 77 (July 2013),

pp. 33-48; Jiwoong Shin, “The Role of Selling
Costs in Signaling Price Image,” Journal of
Marketing Research 42 (August 2005), pp. 305-12.

For a comprehensive framework of the key image
drivers of price image formation for retailers, see
Ryan Hamilton and Alexander Chernev, “Low
Prices Are Just the Beginning: Price Image in
Retail Management,” Journal of Marketing 77
(November 2013), pp. 1-20.

Michael Tsiros and David M. Hardesty, “Ending

a Price Promotion: Retracting It in One Step or
Phasing It Out Gradually,” Journal of Marketing
74 (January 2010), pp. 49-64; Kusum L. Ailawadi,
Yu Ma, and Dhruv Grewal, “The Club Store Effect:
Impact of Shopping in Warehouse Club Stores on
Consumers’ Packaged Food Purchases,” Journal
of Marketing Research 55, no. 2 (2018),

pp. 193-207.

David R. Bell and James M. Lattin, “Shopping
Behavior and Consumer Preference for Retail Price
Format: Why ‘Large Basket’ Shoppers Prefer EDLP,”
Marketing Science 17 (Spring 1998), pp. 66-68.

Paul B. Ellickson, Sanjog Misra, and Harikesh
S. Nair, “Repositioning Dynamics and Pricing
Strategy,” Journal of Marketing Research 49
(December 2012), pp. 750-72.

Stephanie Clifford and Catherine Rampell,
“Sometimes, We Want Price to Fool Us, New York
Times, April 13, 2013; “Why Walmart Can Pull Off
‘Everyday Low Prices’ but Everyone Else Keeps
Failing,” Business Insider, September 3, 2012;
Alexander Chernev, “Why Everyday Low Pricing
Might Not Fit J.C. Penney,” www.bloomberg.com,
May 17, 2012.

“How Mobile Coupons Are Driving an Explosion
in Mobile Commerce,” Business Insider,
August 12, 2013.

Sam K. Hui, J. Jeffrey Inman, Yanliu Huang,

and Jacob Suher, “The Effect of In-Store Travel
Distance on Unplanned Spending: Applications to
Mobile Promotion Strategies,” Journal of Marketing
77 (March 2013), pp. 1-16.

Lauren Brousel, “5 Things You Need to Know
about Geofencing,” CIO, August 28, 2013; Dana
Mattioli and Miguel Bustillo, “Can Texting Save
Stores?” Wall Street Journal, May 8, 2012.
https://cvshealth.com/about/facts-and-company-
information, accessed 3/11/2021.

25.

26.

27.

28.

29.

30.

31.

32.

33.

K. C. Ifeanyi, “Burberry Makes It Rain in Taipei,”
Fast Company, April 27, 2012; Barry Silverstein,
“The Future of Retail: Reinventing and Preserving
the In-Store Experience,” www.brandchannel.com,
March 22, 2013.

Anthony Dukes and Yunchuan Liu, “In-Store
Media and Distribution Channel Coordination,”
Marketing Science 29 (January-February

2010), pp. 94-107; Pierre Chandon, J. Wesley
Hutchinson, Eric Bradlow, and Scott Young, “Does
In-Store Marketing Work? Effects of the Number
and Position of Shelf Facings on Brand Attention
and Evaluation at the Point of Purchase,” Journal
of Marketing Research 73 (November 2009),

pp. 1-17.

Ashley Lutz, “Why the Lingerie Industry Can’t
Compete with Victoria’s Secret,” Business Insider,
September 2, 2013; Sapna Maheshwari, “Victoria’s
Secret Channels Mad Men into Hottest Limited,”
Bloomberg Businessweek, November 12, 2012;
Kristina Monllos, “Why Victoria’s Secret Won’t

Be Mailing Out Any More Catalogs,” Adweek,

May 24, 2016; https://www.lb.com/our-brands/
victorias-secret, accessed 11/26/2020.

Sarah Frier, “Gilt Groupe CEO Seeks to

Prove Flash Sales Are No Fad,” Bloomberg
Businessweek, August 1, 2013; Shelley Dubois,
“What’s Gilt Groupe’s Secret Weapon?” Fortune,
March 5, 2012; Claire Cain Miller, “Flash-

Sale Site Shifts Its Model,” New York Times,
August 14, 2011.

Alexis K. J. Barlow, Noreen Q. Siddiqui, and

Mike Mannion, “Development in Information and
Communication Technologies for Retail Marketing
Channels,” International Journal of Retail and
Distribution Management 32 (March 2004),

pp. 157-63.

Chantal Tode, “Walmart Boosts Scan & Go
Self-Checkout with Mobile Coupons,” Mobile
Commerce Daily, August 2, 2013; “Walmart Takes
on Amazon,” www.warc.com, March 29, 2013;
Farhad Manjoo, “Dot Convert,” Fast Company
(December 2012/January 2013); Shelly Banjo,
“Wal-Mart Is Testing Mobile Checkout,” Wall
Street Journal, September 1, 2012; Dennis Green,
“How Walmart Turned Its $3.3 Billion Acquisition
of Jet.com into its Greatest Weapon against
Amazon,” Business Insider, September 29, 2017.
E. J. Schultz, “Grocery Shoppers Continue to
Spend Less, Embrace Private Label,” Advertising
Age, June 10, 2011.

Matthew Boyle, “Even Better than the Real Thing,”
Bloomberg Businessweek, November 28, 2011.
Lien Lamey, Barbara Deleersnyder, Jan-Benedict
E. M. Steenkamp, and Marnik G. Dekimpe,

“The Effect of Business-Cycle Fluctuations on


http://www.lumberliquidators.com
http://www.bloomberg.com
https://cvshealth.com/about/facts-and-company-information
http://www.brandchannel.com
https://www.lb.com/our-brands/victorias-secret
http://www.warc.com
https://cvshealth.com/about/facts-and-company-information
https://www.lb.com/our-brands/victorias-secret
http://Jet.com

34.

35.

36.

37.

38.

39.

40.

41.

42.

Private-Label Share: What Has Marketing Conduct
Got to Do with 1t?” Journal of Marketing 76
(January 2012), pp. 1-19.

Kusum Ailawadi and Bari Harlam, “An Empirical
Analysis of the Determinants of Retail Margins: The
Role of Store-Brand Share,” Journal of Marketing
68 (January 2004), pp. 147-65.

Anne ter Braak, Marnik G. Dekimpe, and Inge
Geyskens, “Retailer Private-Label Margins: The
Role of Supplier and Quality-Tier Differentiation,”
Journal of Marketing 77 (July 2013), pp. 86-103.

For a detailed analysis of contemporary research
on private labels, see Michael R. Hyman, Dennis
A. Kopf, and Dongdae Lee, “Private Label Brands:
Benefits, Success Factors, and Future Research,
Journal of Brand Management 17 (March 2010),
pp. 368-89. See also Kusum Ailawadi, Koen
Pauwels, and Jan-Benedict E. M. Steenkamp,
“Private Label Use and Store Loyalty,” Journal

of Marketing 72 (November 2008), pp. 19-30;
Kristopher O. Keller, Marnik G. Dekimpe, and Inge
Geyskens, “Let Your Banner Wave? Antecedents
and Performance Implications of Retailers’ Private-
Label Branding Strategies,” Journal of Marketing
80, no. 4 (2016), pp. 1-19.

Matthew Boyle, “Even Better Than the Real Thing,”
Bloomberg Businessweek, November 28, 2011.

Grant Surridge, “Brands of the Year: Rediscovering
the Loblaw Story,” Strategy, September 28, 2012;
Jim Chrizan, “Loblaws Reverses Private Label
Trend,” Packaging World, January 22, 2010;
“Loblaw Launches a New Line of Discount Store
Brands,” Store Brand Decisions, February 16, 2010;
www.loblaw.ca/en/about-us.html, accessed
11/26/2020.

Jan-Benedict E. M. Steenkamp and Nirmalya
Kumar, “Don’t Be Undersold,” Harvard Business
Review (December 2009), p. 91; Nirmalya Kumar
and Jan-Benedict E. M. Steenkamp, Private Label
Strategy: How to Meet the Store-Brand Challenge
(Boston: Harvard Business School Press, 2007).

www.amerisourcebergen.com/abcnew/about-our-
history, accessed 11/26/2020.

www.arrow.com/en/about-arrow/overview and
http://fortune.com/fortune500/arrow-electronics/
accessed 11/26/2020.

Marketing Insight sources: Alexander Chernev,
Strategic Marketing Management: Theory and
Practice (Chicago, IL: Cerebellum Press, 2019);
Alexander Chernev and Ryan Hamilton, “Price
Image in Retail Management,” Katrijn Gielens and
Els Gijsbrechts, eds., Handbook of Research on
Retailing (Northampton: Edward-Elgar Publishing,
2018), pp.132-52; Ryan Hamilton and Alexander
Chernev, “Low Prices Are Just the Beginning:

43.

44,

ENDNOTES 559

Price Image in Retail Management,” Journal of
Marketing 77, no. 6 (2013), pp. 1-20.

Marketing Spotlight sources: David Aaker,

“6 Reasons Why Uniqglo Is Winning,” Prophet

(June 19, 2018); Jeff Chu, “Cheap, Chic, and Made
for All: How Uniglo Plans to Take Over Casual
Fashion,” Fast Company, June 18, 2012; Stuart
Emmrich, “What’s Smoother Than a Federer
Backhand? His $300 Million Uniglo Deal,” New York
Times, September 8, 2018; Martin Roll, “Uniglo—
The Strategy behind the Japanese Fast Fashion
Retail Brand,” MartinRoll.com, August 9, 2018;
Jack Houston, “Sneaky Ways Stores Like H&M,
Zara, and Uniglo Get You to Spend More Money on
Clothes,” Business Insider, January 15, 2019; www
.uniglo.com, accessed 11/26/2020.

Marketing Spotlight sources: Kevin Roose,
“Best Buy’s Secrets for Thriving in the Amazon
Age,” New York Times, September 18, 2017;
Susan Berfield and Matthew Boyle, “Best

Buy Should Be Dead, But It’s Thriving in the
Age of Amazon,” Bloomberg Businessweek,
July 19, 2018; Walter Loeb. “Best Buy Focuses
on Shop-In-Shop Sales and Makes Changes for
Growth,” Forbes, August 08, 2016; www.statista
.com/statistics/249573/global-revenue-of-best-
buy, accessed 9/24/2020; www.bestbuy.com,
accessed 11/26/2020.

Chapter 17

1.

“General Motors Strengthens Core Business and
Future Mobility,” General Motors press release,
January 11, 2019; Jack Stewart, “With a Cadillac
SUV, GM Shows a New Way to An Electric World,”
Wired, January 15, 2019; www.gm.com/our-
company/about-gm.html, accessed 11/26/2020.
Igor Ansoff, Strategic Management (New York, NY:
John Wiley & Sons, 1979).

Diane Mermigas, “ESPN Could Be Digital Sports
Nirvana,” www.mediapost.com, January 14, 2011;
www.worldofespn.com, accessed 11/26/2020.

“Merck: Acquisitions & Divestments,” www
.merckgroup.com, October 23, 2010; www
.crunchbase.com/organization/merck-co-inc/
acquisitions/acquisitions_list#section-acquisitions,
11/26/2020.

Peter Svensson, “Sprint’s Nextel to Be Shut

Off as Early as June 2013,” Huffington Post,

May 29, 2012.

Alok R. Saboo, Amalesh Sharma, Anindita
Chakravarty, and V. Kumar, “Influencing
Acquisition Performance in High-Technology
Industries: The Role of Innovation and Relational
Overlap,” Journal of Marketing Research 54, no. 2
(2017), pp. 219-238.


http://www.loblaw.ca/en/about-us.html
http://www.amerisourcebergen.com/abcnew/about-our-history
http://www.arrow.com/en/about-arrow/overview
http://www.statista.com/statistics/249573/global-revenue-of-best-buy
http://www.bestbuy.com
http://www.mediapost.com
http://www.worldofespn.com
http://www.amerisourcebergen.com/abcnew/about-our-history
http://fortune.com/fortune500/arrow-electronics/
http://www.crunchbase.com/organization/merck-co-inc/acquisitions/acquisitions_list#section-acquisitions
http://www.crunchbase.com/organization/merck-co-inc/acquisitions/acquisitions_list#section-acquisitions
http://www.crunchbase.com/organization/merck-co-inc/acquisitions/acquisitions_list#section-acquisitions
http://www.merckgroup.com
http://www.merckgroup.com
http://www.gm.com/our-company/about-gm.html
http://www.gm.com/our-company/about-gm.html
http://www.statista.com/statistics/249573/global-revenue-of-best-buy
http://www.statista.com/statistics/249573/global-revenue-of-best-buy
http://www.uniqlo.com
http://www.uniqlo.com
http://MartinRoll.com

560

10.

11.

12.

13.

14.

15.

16.

ENDNOTES

. Theodore Levitt, “Innovative Imitation,” Harvard

Business Review (September-October 1966),

p. 63. Also see Steven P. Schnaars, Managing
Imitation Strategies: How Later Entrants Seize
Markets from Pioneers (New York: Free Press,
1994).

. Amir Efrati, “Clone Wars Roil App World,” Wall

Street Journal, March 4, 2013; Ben Rooney, “Rise
of a Cloner Draws VC Fans and Critics,” Wall
Street Journal, May 17, 2012; Brian Caulfield, “The
Predator,” Forbes, March 12, 2012.

www.ralstonfoodservice.com/ralstonbrands.html,
accessed 3/11/2021.

Claire Ruckin, “RLPC-Distressed Debt
Investors Eye Spain’s Telepizza-Bankers,”
Reuters, March 8, 2013; https://www
.globalconveniencestorefocus.co.uk/features/
happiness-delivered-by-spains-telepizza,
accessed 11/26/2020.

Felix Gillette, “Inside Big Pharma’s Fight against
the $75 Billion Counterfeit Drug Business,”
Bloomberg Businessweek, January 17, 2013.

“Pretty Profitable Parrots,” The Economist,
May 12, 2012.

Rajendra S. Sisodia, David B. Wolfe, and Jagdish
N. Sheth, Firms of Endearment: How World-Class
Companies Profit from Passion & Purpose (Upper
Saddle River, NJ: Wharton School Publishing,
2007); Ashlee Humphreys and Gregory S.
Carpenter. “Status Games: Market Driving through
Social Influence in the U.S. Wine Industry,”
Journal of Marketing 82, no. 5 (2018), pp. 141-59;
Alexander Edeling and Alexander Himme, “When
Does Market Share Matter? New Empirical
Generalizations from a Meta-Analysis of the
Market Share—Performance Relationship,” Journal
of Marketing 82, no. 3 (2018), pp. 1-24.

William M. Bulkeley, “Xerox Tries to Go beyond
Copiers,” Wall Street Journal, February 24, 2009,
p. B5; Ellen McGirt, “Fresh Copy,” Fast Company
(December 2011-January 2012), pp. 130-38;
Christa Carone “Xerox’s Brand Repositioning
Challenge,” Advertising Age, March 12, 2013;
WWWw.Xerox.com/en-us/about, accessed
11/26/2020.

Priya Raghubir and Eric A. Greenleaf, “Ratios
in Proportion: What Should the Shape of the
Package Be?” Journal of Marketing 70

(April 2006), pp. 95-107; Valerie Folkes and
Shashi Matta, “The Effect of Package Shape
on Consumers’ Judgments of Product Volume:
Attention as a Mental Contaminant,” Journal of
Consumer Research 31 (September 2004),

pp. 390-401.

Sarah Nassaur, “The Psychology of Small
Packages,” Wall Street Journal, April 15, 2013.

17.

18.

19.

20.

21.

22,

23.

24.

25.

26.

27.

Andrew Adam Newman, “Too Much Holiday
Food? This Campaign’s for You,” New York Times,
November 29, 2011.

John D. Cripps, “Heuristics and Biases in Timing
the Replacement of Durable Products,” Journal of
Consumer Research 21 (September 1994),

pp. 304-18.

“Creative New Monroe Marketing Campaign
Reminds Consumers to Replace Worn Shocks and
Struts,” www.monroe.com, March 18, 2013.

Gregory S. Carpenter and Kent Nakamoto,
“Consumer Preference Formation and Pioneering
Advantage,” Journal of Marketing Research 26
(August 1989), pp. 285-98.

William T. Robinson and Sungwook Min, “Is the
First to Market the First to Fail? Empirical Evidence
for Industrial Goods Businesses,” Journal of
Marketing Research 39 (February 2002),

pp. 120-28.

Kurt A. Carlson, Margaret G. Meloy, and J. Edward
Russo, “Leader-Driven Primacy: Using Attribute
Order to Affect Consumer Choice,” Journal of
Consumer Research 32 (March 2006), pp. 513-18.

Gerald Tellis and Peter Golder, Will and Vision:

How Latecomers Can Grow to Dominate Markets
(New York: McGraw-Hill, 2001); Rajesh K. Chandy
and Gerald J. Tellis, “The Incumbent’s Curse?
Incumbency, Size, and Radical Product Innovation,”
Journal of Marketing Research 64 (July 2000),

pp. 1-17. See also Dave Ulrich and Norm
Smallwood, “Building a Leadership Brand,” Harvard
Business Review (July-August 2007), pp. 93-100;

V. Kumar and Anita Pansari, “Competitive
Advantage through Engagement,” Journal of
Marketing Research 53, no. 4 (2016), pp. 497-514.

Sungwook Min, Manohar U. Kalwani, and William
T. Robinson, “Market Pioneer and Early Follower
Survival Risks: A Contingency Analysis of Really
New versus Incrementally New Product-Markets,”
Journal of Marketing 70 (January 2006), pp. 15-35.
See also Raji Srinivasan, Gary L. Lilien, and Arvind
Rangaswamy, “First In, First Out? The Effects of
Network Externalities on Pioneer Survival,” Journal
of Marketing 68 (January 2004), pp. 41-58.

Tim Higgins, “GM’s First Mover Disadvantage,”
Bloomberg Businessweek, October 1, 2012.

Venkatesh Shankar, Gregory S. Carpenter, and
Lakshman Krishnamurthi, “Late Mover Advantage:
How Innovative Late Entrants Outsell Pioneers,”
Journal of Marketing Research 35 (February 1998),
pp. 54-70; Elena Reutskaja and Barbara Fasolo,
“It’'s Not Necessarily Best to Be First,” Harvard
Business Review (January—February 2013),

pp. 28-29.

Peter N. Golder, “Historical Method in Marketing
Research with New Evidence on Long-term Market


http://www.ralstonfoodservice.com/ralstonbrands.html
https://www.globalconveniencestorefocus.co.uk/features/happiness-delivered-by-spains-telepizza
http://www.xerox.com/en-us/about
http://www.monroe.com
https://www.globalconveniencestorefocus.co.uk/features/happiness-delivered-by-spains-telepizza
https://www.globalconveniencestorefocus.co.uk/features/happiness-delivered-by-spains-telepizza

28.

29.

30.

31.

32.

33.

34.

35.

Share Stability,” Journal of Marketing Research

37 (May 2000), pp. 156-72; Peter N. Golder and
Gerald J. Tellis, “Pioneer Advantage: Marketing
Logic or Marketing Legend?” Journal of Marketing
Research 30 (May 1993), pp. 34-46.

Peter N. Golder, Julie R. Irwin, and Debanjan
Mitra, “Long-term Market Leadership Persistence:
Baselines, Economic Conditions, and Category
Types,” MSI Report 13-110, Marketing Science
Institute (2013).

Frank Shyong, “Sriracha Hot Sauce Purveyor Turns
Up the Heat,” Los Angeles Times, April 12, 2103;
Caleb Hannan, “Burning Sensation,” Bloomberg
Businessweek, February 21, 2013, pp. 66-69.

Karsten Strauss, “Sound Judgment,” Forbes,
April 15, 2013, pp. 68-69.

Robert Klara, “Burning for You,” Adweek,

May 21, 2012; James R. Hagerty, “Zippo Preps

for a Post-Smoker World,” Wall Street Journal,
March 8, 2011; Michael Learmonth, “Zippo
Reignites Brand with Social Media, New Products,”
Advertising Age, August 10, 2009, p. 12; Thomas
A. Fogarty, “Keeping Zippo’s Flame Eternal,” USA
Today, June 24, 2003; www.zippo.com/pages/
about-us, accessed 11/26/2020.

Matt Townsend, “Under Armour Finds Feminine
Side to Go beyond $2 Billion,” Bloomberg
Businessweek, February 15, 2013; John Kell,
“Under Armour Arrives on Global Stage,” Wall
Street Journal, June 3, 2012, p. B2; Jeremy
Mullman, “Protecting This Brand While Running
Ahead,” Advertising Age, January 12, 2009, p. 16;
Stephanie N. Mehta, “Under Armour Reboots,”
Fortune, February 2, 2009, pp. 29-33. https://
about.underarmour.com/about, accessed
11/26/2020.

“Daimler Takes Balanced Approach,” www.warc
.com, November 28, 2012.

Nirmalya Kumar, Lisa Sheer, and Philip Kotler,
“From Market Driven to Market Driving,” European
Management Journal 18 (April 2000), pp. 129-42;
Sudhir Voleti, Manish Gangwar, and Praveen K.
Kopalle. “Why the Dynamics of Competition Matter
for Category Profitability,” Journal of Marketing 81,
no. 1 (2017), pp. 1-16.

Much of the remaining section on proactive
marketing is based on an insightful book by
Leonardo Araujo and Rogerio Gava, The Proactive
Enterprise: How to Anticipate Market Changes
(Hampshire, UK: Palgrave Macmillan, 2012). See
also Eelco Kappe, Sriram Venkataraman, and
Stefan Stremersch, “Predicting the Consequences
of Marketing Policy Changes: A New Data
Enrichment Method with Competitive Reactions,”
Journal of Marketing Research 54, no. 5 (2017),
pp. 720-36.

36.

37.

38.

39.

40.

41.

42,

43.

44,

45.

46.

47.

ENDNOTES 561

Jonathan Glancey, “The Private World of the
Walkman,” Guardian, October 11, 1999.

For some contemporary perspectives on defense
strategies, see Timothy Calkins, Defending Your
Brand: How Smart Companies Use Defense
Strategy to Deal with Competitive Attacks (New
York: Palgrave Macmillan, 2012).

These six defense strategies, as well as the five
attack strategies, are taken from some classic
work by Philip Kotler and Ravi Singh, “Marketing
Warfare in the 1980s,” Journal of Business
Strategy (Winter 1981), pp. 30-41.

Jaideep Prabhu and David W. Stewart, “Signaling
Strategies in Competitive Interaction: Building
Reputations and Hiding the Truth,” Journal of
Marketing Research 38 (February 2001), pp. 62-72.
Yuhong Wu, Sridhar Balasubramanian, and Vijay
Mahajan, “When Is a Preannounced New Product
Likely to Be Delayed?” Journal of Marketing 68
(April 2004), pp. 101-13; Barry L. Bayus, Sanjay
Jain, and Ambar G. Rao, “Truth or Consequences:
An Analysis of Vaporware and New-Product
Announcements,” Journal of Marketing Research
38 (February 2001), pp. 3-13.

Marshall Eckblad, “Sara Lee No More:

A Hillshire Is Born,” Wall Street Journal,

June 6, 2012; Emily Bryson York, “Sara Lee to
Split into Two Businesses,” Los Angeles Times,
January 28, 2011.

E.J. Schultz, “Kraft’'s New Grocery Company Plans
Marketing Boost in Search of ‘Renaissance,”
Advertising Age, September 7, 2012; Paul Ziobro,
“Kraft Defends Split,” Wall Street Journal,
September 8, 2011; www.kraftheinzcompany.com/
company.html, accessed 11/26/2020.

Theodore Levitt, “Exploit the Product

Life Cycle,” Harvard Business Review 43
(November-December 1965).

Rajesh J. Chandy, Gerard J. Tellis, Deborah

J. Maclnnis, and Pattana Thaivanich, “What

to Say When: Advertising Appeals in Evolving
Markets,” Journal of Marketing Research 38
(November 2001), pp. 399-414.

Dennis K. Berman, “Zipcar: Entrepreneurial
Genius, Public-Company Failure,” Wall Street
Journal, January 2, 2013; Mark Clothier, “Can
Hertz Outrun Zipcar in Hourly Car Rentals?”
Bloomberg Businessweek, March 29, 2012;

Paul Keegan, “The Best New Idea in Business,”
Fortune, September 14, 2009, pp. 42-52; www
.zipcar.com/about, accessed 11/26/2020.

Rita Gunther McGrath, “Transient Advantage,”
Harvard Business Review (June 2013), pp. 62-70.
Simon Zekaria, “Electrolux Moves to Add

Sizzle to Its Brand,” Wall Street Journal,
September 30, 2012; Ola Kinnander and Kim


http://www.zippo.com/pages/about-us
https://about.underarmour.com/about
https://about.underarmour.com/about
http://www.warc.com
http://www.kraftheinzcompany.com/company.html
http://www.zippo.com/pages/about-us
http://www.warc.com
http://www.zipcar.com/about
http://www.zipcar.com/about
http://www.kraftheinzcompany.com/company.html

562

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

ENDNOTES

McLaughlin, “Electrolux Wants to Rule the
Appliance World,” Bloomberg Businessweek,
March 28, 2011; Trond Riiber Knudsen, “Escaping
the Middle-Market Trap: An Interview with CEO of
Electrolux,” McKinsey Quarterly (December 2006),
pp. 72-79; www.electroluxappliances.com/About-
Electrolux/About-US/, accessed 11/26/2020.

Jorge Cauz, “Encyclopaedia Britannica’s President
on Killing Off a 244-Year-Old Product,” Harvard
Business Review (March 2013), pp. 39-42.

Laurence P. Feldman and Albert L. Page,
“Harvesting: The Misunderstood Market Exit
Strategy,” Journal of Business Strategy (Spring
1985), pp. 79-85; Philip Kotler, “Harvesting
Strategies for Weak Products,” Business Horizons
(August 1978), pp. 15-22.

Stuart Elliott, “Those Shelved Brands Start to Look
Tempting,” New York Times, August 21, 2008.

Rajan Varadarajan, Mark P. DeFanti, and Paul S.
Busch, “Brand Portfolio, Corporate Image, and
Reputation: Managing Brand Deletions,” Journal
of the Academy of Marketing Science 34 (Spring
2006), pp. 195-205; Nirmalya Kumar, “Kill a Brand,
Keep a Customer,” Harvard Business Review
(December 2003), pp. 86-95.

Youngme Moon, “Break Free from the Product Life
Cycle,” Harvard Business Review (May 2005),
pp. 87-94.

John E. Swan and David R. Rink, “Fitting Market
Strategy to Varying Product Life Cycles,” Business
Horizons (January-February 1982), pp. 72-76;
Gerald J. Tellis and C. Merle Crawford, “An
Evolutionary Approach to Product Growth Theory,
Journal of Marketing 45 (Fall 1981), pp. 125-34.

Theodore Levitt, “Exploit the Product
Life Cycle,” Harvard Business Review
(November-December 1965), pp. 81-94.

Katy McLaunghlin, “Macaroni Grill’'s Order: Cut
Calories, Keep Customers,” Wall Street Journal,
September 16, 2009, p. B6.

Hubert Gatignon and David Soberman,
“Competitive Response and Market Evolution,”

in Barton A. Weitz and Robin Wensley, eds.,
Handbook of Marketing (London, UK: Sage
Publications, 2002), pp. 126-47; Robert D. Buzzell,
“Market Functions and Market Evolution,” Journal
of Marketing 63 (Special Issue 1999), pp. 61-63.

Marketing Insight sources: Venkatesh Shankar,
Gregory Carpenter, and Lakshman Krishnamurthi,
“Late-Mover Advantage: How Innovative Late
Entrants Outsell Pioneers,” Journal of Marketing
Research 35 (February 1998), pp. 54-70; Gregory
S. Carpenter and Kent Nakamoto, “The Impact
of Consumer Preference Formation on Marketing
Objectives and Competitive Second-Mover
Strategies,” Journal of Consumer Psychology 5
(1996), pp. 325-58.

58.

59.

Marketing Spotlight sources: Sayan Chatterjee,
Airbnb: Business Model Development and Future
Challenges (Case Western Reserve University,
2016, case W16782); Biz Carson, “Airbnb
Targets More than Travelers: Company Courts
Businesses for Relocation, Team-Building,”
Forbes, September 06, 2018; Christine Birkne,
“Here’s How Airbnb Disrupted the Travel Industry,”
Adweek, May 26, 2016; Derek Thompson,
“Airbnb and the Unintended Consequences of
‘Disruption,” The Atlantic, February 17, 2018;
Aly Yale, “10 Years after Airbnb, Real Estate
Developers See the Money in Home-sharing,”
Forbes, October 17, 2018; Thales Teixeira and
Morgan Brown, Airbnb, Etsy, Uber: Acquiring the
First Thousand Customers (Harvard Business
School Publishing, 2018, case 9-516-094);
Thales Teixeira and Morgan Brown, Airbnb,

Etsy, Uber: Growing from One Thousand to

One Million Customers (Harvard Business
School Publishing, 2018, case 9-516-108); Erin
Griffith, “Airbnb Reveals Falling Revenue, With
Travel Hit by Pandemic,” The New York Times,
November 16, 2020.

Marketing Spotlight sources: American Express,
“Membership Rewards Program from American
Express Adds Practical Rewards for Tough
Economic Times,” February 19, 2009; “American
Express Company,” Encyclopaedia Britannica;
Charles Duhigg, “Amex, Challenged by Chase,
Is Losing the Snob War,” New York Times,

April 14, 2017; https://about.americanexpress
.com, accessed 11/26/2020.

Chapter 18

1.

John Seabrook, “How to Make It,” The New Yorker,
September 20, 2010. Rheana Murray, “We

Tried Dyson’s New Hair Dryer and Here’s What
Happened,” Today, April 27, 2016; www.dyson
.com, accessed 11/26/2020.

Robert Safian, “Terry Kelly, the ‘Un-CEQO’ of W. L.
Gore, on How to Deal with Chaos: Grow Up,” Fast
Company, October 2012; “Gary Hamel, “W. L.
Gore: Lessons from a Management Revolutionary,
Wall Street Journal, March 18, 2010; www.gore
.com/about, accessed 11/26/2020.

. Saim Kashmiri and Vijay Mahajan, “Values

That Shape Marketing Decisions: Influence of
Chief Executive Officers’ Political Ideologies on
Innovation Propensity, Shareholder Value, and
Risk,” Journal of Marketing Research 54, no. 2
(2017), pp. 260-78.

Eddie Yoon and Linda Deeken, “Why It Pays to
Be a Category Creator,” Harvard Business Review
(March 2013), pp. 21-23.

Eric (Er) Fang, Jongkuk Lee, Robert Palmatier,
and Shunping Han, “If It Takes a Village to Foster


http://www.electroluxappliances.com/About-Electrolux/About-US/
http://www.electroluxappliances.com/About-Electrolux/About-US/
https://about.americanexpress.com
http://www.dyson.com
http://www.gore.com/about
http://www.gore.com/about
http://www.dyson.com
https://about.americanexpress.com

10.

11.

12.

13.

14.

15.

Innovation, Success Depends on the Neighbors:
The Effects of Global and Ego Networks on New
Product Launches,” Journal of Marketing Research
53, no. 3 (2016), pp. 319-37; Tereza Dean, David
A. Griffith, and Roger J. Calantone, “New Product
Creativity: Understanding Contract Specificity in
New Product Introductions,” Journal of Marketing
80, no. 2 (2016), pp. 39-58.

. Anne VanderMey, “Dell Gets in Touch with Its Inner

Entrepreneur,” Fortune, December 12, 2011.

. John Bessant, Kathrin Moslein, and Bettina Von

Stamm, “In Search of Innovation,” Wall Street
Journal, March 22, 2009; JC Spender and Bruce
Strong, “Who Has Innovative Ideas? Employees,”
Wall Street Journal, June 14, 2012.

. The section on the stage-gate approach to

developing new offerings is adapted from
Alexander Chernev, Strategic Marketing
Management: Theory and Practice (Chicago, IL:
Cerebellum Press, 2019).

Richard Barrett, “Tata Steel’s Cutting Edge,” Metal
Bulletin Weekly, August 13, 2012.

Andrew T. Stephen, Peter Pal Zubcsek, and Jacob
Goldenberg, “Lower Connectivity Is Better: The
Effects of Network Structure on Redundancy

of Ideas and Customer Innovativeness in
Interdependent Ideation Tasks,” Journal of
Marketing Research 53, no. 2 (2016), pp. 263-29.

Jens Martin Skibsted and Rasmus Bech Hansen,
“User-Led Innovation Can’t Create Breakthroughs;
Just Ask Apple and lkea,” Fast Company,
February 15, 2011.

Baojun Jiang and Hongyan Shi, “Intercompetitor
Licensing and Product Innovation,” Journal of
Marketing Research 55, no. 5 (2018), pp. 738-51.

Hidehiko Nishikawa, Martin Schreier, Christoph
Fuchs, and Susumu Ogawa, “The Value of
Marketing Crowdsourced New Products as

Such: Evidence from Two Randomized Field
Experiments,” Journal of Marketing Research 54,
no. 4 (2017), pp. 525-39; Woojung Chang and
Steven A. Taylor. “The Effectiveness of Customer
Participation in New Product Development:

A Meta-Analysis,” Journal of Marketing 80,

no. 1 (2016), pp. 47-64; B. J. Allen, Deepa
Chandrasekaran, and Suman Basuroy, “Design
Crowdsourcing: The Impact on New Product
Performance of Sourcing Design Solutions from
the ‘Crowd,”” Journal of Marketing 82, no. 2 (2018),
pp. 106-23.

Bruce Horovitz, “Savvy Marketers Let Consumers
Call the Shots,” USA Today, March 24, 2011;
www.baskinrobbins.com/content/baskinrobbins/
en/aboutus.html, accessed 11/26/2020.

Barrett Sheridan, “It’s Getting Crowded in Here,”
Newsweek, September 11, 2008.

16.

18.

19.

20.

21.

22,

23.

24,

ENDNOTES 563

Rupinder P. Jindal, Kumar R. Sarangee, Raj
Echambadi, and Sangwon Lee. “Designed to
Succeed: Dimensions of Product Design and Their
Impact on Market Share,” Journal of Marketing 80,
no. 4 (2016), pp. 72-89.

. Cindy Atoji Keene, “Shoe Tester Puts His Sole into

the Job,” Boston Globe, November 4, 2012.
Ashish Sood and V. Kumar, “Analyzing Client
Profitability across Diffusion Segments for a
Continuous Innovation,” Journal of Marketing
Research 54, no. 6 (2017), pp. 932-51.

Austin Carr, “Starbucks’s Leap of Faith,” Fast
Company, June 2013, pp. 46-48; www.starbucks
.com/about-us/company-information, accessed
11/26/2020.

Amalesh Sharma, Alok R. Saboo, and V. Kumar,
“Investigating the Influence of Characteristics of
the New Product Introduction Process on Firm
Value: The Case of the Pharmaceutical Industry,”
Journal of Marketing 82, no. 5 (2018), pp. 66-85.

Jessica Muiller-Stewens, Tobias Schlager, Gerald
Haubl, and Andreas Herrmann, “Gamified
Information Presentation and Consumer Adoption
of Product Innovations,” Journal of Marketing 81,
no. 2 (2017), pp. 8-24; Nooshin L. Warren and
Alina Sorescu, “Interpreting the Stock Returns

to New Product Announcements: How the Past
Shapes Investors’ Expectations of the Future,”
Journal of Marketing Research 54, no. 5 (2017),
pp. 799-815; Nooshin L. Warren and Alina
Sorescu. “When 1 + 1 > 2: How Investors React to
New Product Releases Announced Concurrently
with Other Corporate News,” Journal of Marketing
81, no. 2 (2017), pp. 64-82; Taewan Kim and Tridib
Mazumdar, “Product Concept Demonstrations in
Trade Shows and Firm Value,” Journal of Marketing
80, no. 4 (2016), pp. 90-108.

Ted Marzilli, “Fresh Ticket Oak Campaign a Boost
for StubHub Perception,” Forbes, May 23, 2013;
Mallory Russell, “Five Questions with StubHub’s
CMO,” Ad Age, October 23, 2012; Dinah Eng,
“StubHub: Anatomy of a Game-Changing Idea,”
Fortune, July 23, 2012; https://chainstoreage.com/
ebay-completes-multi-billion-dollar-sale-stubhub,
accessed 11/26/2020; www.stubhub.com/about-
us, accessed 11/26/2020.

Marketing Insight sources: Everett M. Rogers,
Diffusion of Innovations (New York: Free
Press, 1962); Geoffrey Moore, Crossing the
Chasm: Marketing and Selling High-Tech
Products to Mainstream Customers (New
York: HarperBusiness, 1991); Alexander
Cherneyv, Strategic Marketing Management:
Theory and Practice (Chicago, IL: Cerebellum
Press, 2019).

Marketing Spotlight sources: Elizabeth MacBride,
“How Honest Tea Conquered the US Beverage


http://www.baskinrobbins.com/content/baskinrobbins/en/aboutus.html
http://www.starbucks.com/about-us/company-information
https://chainstoreage.com/ebay-completes-multi-billion-dollar-sale-stubhub
http://www.stubhub.com/about-us
http://www.baskinrobbins.com/content/baskinrobbins/en/aboutus.html
http://www.stubhub.com/about-us
https://chainstoreage.com/ebay-completes-multi-billion-dollar-sale-stubhub
http://www.starbucks.com/about-us/company-information

564

25.

ENDNOTES

Market,” CNBC, November 12, 2015; “Honest

Tea Founders Tell Their Story of Not-Too-Sweet
Success,” NPR, August 30, 2013; Eric T. Wagner,
“Honest Tea: A $100 Million Brand 15 Years in the
Making,” Forbes, January 8, 2014; www.honesttea
.com, accessed 11/26/2020.

Marketing Spotlight sources: Alex Pasternack,
“How WeChat Became China’s App for
Everything,” Fast Company, June 29, 2017;
Shannon Liao, “How WeChat Came to Rule
China,” The Verge, February 1, 2018; Thomas
Graziani. “What Are WeChat Mini-Programs?

A Simple Introduction,” WalktheChat,

November 14, 2017; Arjun Kharpal, “Everything
You Need to Know about WeChat-China’s Billion-
User Messaging App,” CNBC, February 3, 2019.

Chapter 19

1.

Melanie Whelan, “SoulCycle’s CEO on Sustaining
Growth in a Faddish Industry,” Harvard Business
Review (July-August 2017); Nicole Hong, “How |
Built It: Cycling Chain SoulCycle Spins into Fast
Lane,” Wall Street Journal, Sept. 18, 2013; www
.soul-cycle.com/our-story, accessed 11/26/2020.

Philip Kotler, Hermawan Kartajaya, and lwan
Setiawan, Marketing 4.0: Moving from Traditional
to Digital (John Wiley & Sons, 2016). See also
David Court, Dave Elzinga, Susan Mulder, and Ole
Jorgen Vetvik, “The Consumer Decision Journey,”
McKinsey Quarterly (June 1, 2009).

Frederick F. Reichheld, Loyalty Rules (Boston:
Harvard Business School Press, 2001); Frederick
F. Reichheld, The Loyalty Effect (Boston: Harvard
Business School Press, 1996). See also Sungwook
Min, Xubing Zhang, Namwoon Kim, and Rajendra
K. Srivastava, “Customer Acquisition and Retention
Spending: An Analytical Model and Empirical
Investigation in Wireless Telecommunications
Markets,” Journal of Marketing Research 53, no. 5
(2016), pp. 728-44; V. Kumar, Agata Leszkiewicz,
and Angeliki Herbst, “Are You Back for Good or
Still Shopping Around? Investigating Customers’
Repeat Churn Behavior,” Journal of Marketing
Research 55, no. 2 (2018), pp. 208-25; Christophe
Van Den Bulte, Emanuel Bayer, Bernd Skiera,

and Philipp Schmitt, “How Customer Referral
Programs Turn Social Capital into Economic
Capital,” Journal of Marketing Research 55, no. 1
(2018), pp. 132-46.

Michael Lewis, “Customer Acquisition Promotions
and Customer Asset Value,” Journal of Marketing
Research 63 (May 2006), pp. 195-203; see also
Romana Khan, Michael Lewis, and Vishal Singh,
“Dynamic Customer Management and the Value
of One-to-One Marketing,” Marketing Science 28
(November-December 2009), pp. 1063-79.

10.

11.

12.

13.

. Susan M. Keaveney, “Customer Switching

Behavior in Service Industries: An Exploratory
Study,” Journal of Marketing 59 (April 1995),
pp. 71-82.

. Jacquelyn S. Thomas, Robert C. Blattberg, and

Edward J. Fox, “Recapturing Lost Customers,”
Journal of Marketing Research 61 (February 2004),
pp. 31-45.

. Werner Reinartz and V. Kumar, “The Impact

of Customer Relationship Characteristics on
Profitable Lifetime Duration,” Journal of Marketing
67 (January 2003), pp. 77-99; Werner Reinartz
and V. Kumar, “The Mismanagement of Customer
Loyalty,” Harvard Business Review (July 2002),
pp. 86-97.

Gary Hamel, “Strategy as Revolution,” Harvard
Business Review, July-August 1996, pp. 69-82;
Leonard L. Berry and A. Parasuraman, Marketing
Services: Computing through Quality (New York:
Free Press, 1991), pp. 136-42.

Priya Krishna, “How Wegmans Inspired the Most
Rabid Fanbase in the Grocery World,” Thrillist,
February 15/2017; https://www.wegmans.com/
about-us, accessed 11/26/2020.

Michael Tsiros, Vikas Mittal, and William T.

Ross Jr., “The Role of Attributions in Customer
Satisfaction: A Reexamination,” Journal of
Consumer Research 31 (September 2004),

pp. 476-83. For a succinct review, see Richard

L. Oliver, “Customer Satisfaction Research,” in
Rajiv Grover and Marco Vriens, eds., Handbook
of Marketing Research (Thousand Oaks, CA: Sage
Publications, 2006), pp. 569-87; for an in-depth
discussion, see Richard L. Oliver, Satisfaction: A
Behavioral Perspective on the Consumer (Armonk,
NY: M. E. Sharpe, 2010).

Jennifer Aaker, Susan Fournier, and S. Adam
Brasel, “When Good Brands Do Bad,” Journal

of Consumer Research 31 (June 2004),

pp. 1-16; Pankaj Aggrawal, “The Effects of Brand
Relationship Norms on Consumer Attitudes and
Behavior,” Journal of Consumer Research 31
(June 2004), pp. 87-101; Florian Stahl, Mark
Heitmann, Donald R. Lehmann, and Scott A.
Neslin, “The Impact of Brand Equity on Customer
Acquisition, Retention, and Profit Margin,” Journal
of Marketing 76 (July 2012), pp. 44-63.

Vikas Mittal, William T. Ross, and Patrick M.
Baldasare, “The Asymmetric Impact of Negative
and Positive Attribute-Level Performance on
Overall Satisfaction and Repurchase Intentions,”
Journal of Marketing 62 (January 1998), pp. 333-47.

James C. Ward and Amy L. Ostrom, “Complaining
to the Masses: The Role of Protest Framing in
Customer-Created Complaint Sites,” Journal of


http://www.honesttea.com
https://www.wegmans.com/about-us
http://www.honesttea.com
http://www.soul-cycle.com/our-story
http://www.soul-cycle.com/our-story
https://www.wegmans.com/about-us

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

Consumer Research 33 (September 2006),
pp. 220-30.

For a thorough conceptual discussion, see

Peter N. Golder, Debanjan Mitra, and Christine
Moorman, “What Is Quality? An Integrative
Framework of Processes and States,” Journal of
Marketing 76 (July 2012), pp. 1-23.

For influential, classic research, see Robert D.
Buzzell and Bradley T. Gale, “Quality Is King,” The
PIMS Principles: Linking Strategy to Performance
(New York: Free Press, 1987), pp. 103-34. (PIMS
stands for Profit Impact of Market Strategy.)

Jena McGregor, “Putting Home Depot’s

House in Order,” Bloomberg BusinessWeek,
May 14, 2009; Katie Benner, “The Other Side of
Home Improvement,” Fortune, October 29, 2012;
https://corporate.nomedepot.com/about/history,
accessed 11/26/2020.

Neil A. Morgan, Eugene W. Anderson, and

Vikas Mittal, “Understanding Firms’ Customer
Satisfaction Information Usage,” Journal of
Marketing 69 (July 2005), pp. 131-51.

Timothy L. Keiningham, Lerzan Aksoy, Alexander
Buoye, and Bruce Cooil, “Customer Loyalty Isn’t
Enough. Grow Your Share of Wallet,” Harvard
Business Review, October 2011, pp. 29-31.

Eugene W. Anderson and Claes Fornell,
“Foundations of the American Customer
Satisfaction Index,” Total Quality Management
11 (September 2000), pp. S869-82; Eugene
W. Anderson, Claes Fornell, and Sanal K.
Mazvancheryl, “Customer Satisfaction and
Shareholder Value,” Journal of Marketing 68
(October 2004), pp. 172-85.

For a thorough and insightful review, see Vikas
Mittal and Carly Frenna, “Customer Satisfaction:
A Strategic Review and Guidelines for Managers,”
Fast Forward Series, (Cambridge, MA: Marketing
Science Institute, 2010). See also Claes Fornell,
Sunil Mithas, Forrest V. Morgeson lll, and M.

S. Krishnan, “Customer Satisfaction and Stock
Prices: High Returns, Low Risk,” Journal of
Marketing 70 (January 2006), pp. 3-14.

For an empirical comparison of different methods
to measure customer satisfaction, see Neil A.
Morgan and Lopo Leotto Rego, “The Value of
Different Customer Satisfaction and Loyalty
Metrics in Predicting Business Performance,”
Marketing Science 25 (September—October 2006),
pp. 426-39.

Adam M. Grant, “How Customers Can Rally
Troops,” Harvard Business Review, June 2011,
pp. 96-103.

Frederick F. Reichheld, “Learning from Customer

Defections,” Harvard Business Review,
March 3, 2009, pp. 56-69.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

ENDNOTES 565

Dinah Eng “How Maxine Clark Built Build-A-Bear,”
Fortune, March 19, 2012.

Joseph C. Nunes and Xavier Dréze, “Feeling
Superior: The Impact of Loyalty Program Structure
on Consumers’ Perception of Status,” Journal of
Consumer Research 35 (April 2009), pp. 890-905;
Joseph C. Nunes and Xavier Dréze, “Your Loyalty
Program Is Betraying You,” Harvard Business
Review (April 2006), pp. 124-31.

Lindsey Peacock, “10 Examples of Innovative
Customer Loyalty Programs,” Shopify,
September 4, 2018; https://www.designerbrands
.com/our-brands/designer-shoe-warehouse,
accessed 11/26/2020.

James H. McAlexander, John W. Schouten, and
Harold F. Koenig, “Building Brand Community,”
Journal of Marketing 66 (January 2002),

pp. 38-54; Albert M. Muniz Jr. and Thomas

C. O’Guinn, “Brand Community,” Journal of
Consumer Research 27 (March 2001), pp. 412-32;
Susan Fournier and Lara Lee, “Getting Brand
Communities Right,” Harvard Business Review
(April 2009), pp. 105-11.

Joseph Weber, “Harley Just Keeps on Cruisin’,
Bloomberg BusinessWeek, November 6, 2006,

pp. 71-72; Robert Klara, “A Whole Different

Hog,” Adweek, July 23, 2012, p. 40; www.harley-
davidson.com, accessed 11/26/2020.

Christina Chaey, “How to Create Community,” Fast
Company (February 2012), p. 16.

Scott A. Thompson and Rajiv K. Sinha, “Brand
Communities and New Product Adoption: The
Influence and Limits of Oppositional Loyalty,”
Journal of Marketing 72 (November 2008),

pp. 65-80.

Mavis T. Adjei, Charles H. Noble, and Stephanie M.
Noble, “Enhancing Relationships with Customers
through Online Brand Communities,” MIT Sloan
Management Review (Summer 2012), pp. 22-24.

For a comprehensive set of articles from a variety
of perspectives on brand relationships, see
Deborah J. Maclnnis, C. Whan Park, and Joseph
R. Preister, eds., Handbook of Brand Relationships
(Armonk, NY: M. E. Sharpe, 2009).

Peter C. Verhoef and Katherine N. Lemon,
“Customer Value Management: Optimizing the
Value of the Customer’s Base,” Fast Forward
Series (Cambridge, MA: Marketing Science
Institute, 2011); Eva Ascarza, Peter Ebbes, Oded
Netzer, and Matthew Danielson, “Beyond the
Target Customer: Social Effects of Customer
Relationship Management Campaigns,”

Journal of Marketing Research 54, no. 3 (2017),
pp. 347-63.

www.dunnhumby.com/about-us, accessed
11/26/2020.


https://corporate.homedepot.com/about/history
https://www.designerbrands.com/our-brands/designer-shoe-warehouse
http://www.dunnhumby.com/about-us
http://www.harley-davidson.com
http://www.harley-davidson.com
https://www.designerbrands.com/our-brands/designer-shoe-warehouse

566

35.

36.

37.

38.

39.

40.

41.

42,

43.

44,

45.

46.

47.

ENDNOTES

Tim Hume, “BA Googles Passengers: Friendlier
Flights or Invasion of Privacy?” CNN, August 22, 2012;
https://www.britishairways.com/en-us/information/
about-ba, accessed 11/26/2020.

V. Kumar, Rajkumar Venkatesan, and Werner
Reinartz, “Knowing What to Sell, When, and to
Whom,” Harvard Business Review (March 2006),
pp. 131-37.

Mike Isaac, “The New Social Network That Isn’t
New at All,” New York Times, March 19, 2019.

Rob Walker, “Amateur Hour, Web Style,” Fast
Company (October 2007), p. 87.

Martin Mende, Ruth N. Bolton, and Mary Jo
Bitner, “Decoding Customer—Firm Relationships:
How Attachment Styles Help Explain Customers’
Preferences for Closeness, Repurchase Intentions,
and Changes in Relationship Breadth,” Journal

of Marketing Research 50 (February 2013),

pp. 125-42.

Carolyn Heller Baird and Gautam Parasnis, From
Social Media to Social CRM (Somers, NY: IBM
Corporation, 2011).

For some behavioral perspectives on
recommendations and reviews, see Rebecca
Walker Naylor, Cait Poynor Lamberton, and David
A. Norton, “Seeing Ourselves in Others: Reviewer
Ambiguity, Egocentric Anchoring, and Persuasion,”
Journal of Marketing Research 48 (May 2011),

pp. 617-31.

Amy Farley, “Hotel Handbook,” Travel + Leisure
(June 2012), p. 168.

Josh Constine, “TripAdvisor Aims to Beat Yelp with
Social, Revives Restaurant ‘Local Picks’ Facebook
App,” www.techcrunch.com, June 20, 2012;
https://tripadvisor.mediaroom.com, accessed
11/26/2020.

Shrihari Sridhar and Raj Srinivasan, “Social
Influence Effect in Online Product Ratings,” Journal
of Marketing 76 (September 2012), pp. 70-88;
Joanna Stern, “Is It Really Five Stars? How to

Spot Fake Amazon Reviews,” Wall Street Journal,
December 20, 2018.

Shelley Banjo, “Firms Take Online Reviews to
Heart,” Wall Street Journal, July 29, 2012.

Nick Wingfield, “High Scores Matter to Game
Makers, Too,” Wall Street Journal, September
20, 2007, p. B1; see also Yubo Chen, Yong Liu,
and Jurui Zhang, “When Do Third-Party Product
Reviews Affect Firm Value and What Can Firms
Do? The Case of Media Critics and Professional
Movie Reviews,” Journal of Marketing 75
(September 2011), pp. 116-34.

Candice Choi, “Bloggers Serve Up Opinions,”
Associated Press, March 23, 2008; Maura Smith,

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

“What Agencies Need to Know about the FTC’s
Influencer Guidelines,” Forbes, December 13, 2018.

Jonah Berger, Alan T. Sorensen, and Scott

J. Rasmussen, “Positive Effects of Negative
Publicity: When Negative Reviews Increase Sales,”
Marketing Science 29, no. 5 (2010), pp. 815-27;
Elizabeth Holms, “When Shopping Online, Can
You Trust the Reviews?” Wall Street Journal,
November 29, 2016.

Piyush Sharma, Roger Marshall, Peter Alan Reday,
and WoonBong Na, “Complainers vs. Non-
Complainers: A Multi-National Investigation of
Individual and Situational Influences on Customer
Complaint Behaviour,” Journal of Marketing
Management 26 (February 2010), pp. 163-80.
Andrew McMains, “Airline Lost Your Luggage? Tell
It to Twitter,” Adweek, February 20, 2012, p. 12.
Philip Kotler, Kotler on Marketing (New York: Free
Press, 1999), pp. 21-22; Jochen Wirtz, “How

to Deal with Customer Shakedowns,” Harvard
Business Review (April 2011), p. 24.

Lea Dunn and Darren W. Dahl, “Self-threat and
Product Failure: How Internal Attributions of Blame
Impact Consumer Complaining Behavior,” Journal
of Marketing Research 49 (October 2012),

pp. 670-81.

Julie Jargon, Emily Steel, and Joann S. Lublin,
“Taco Bell Makes Spicy Retort to Suit,” Wall Street
Journal, January 31, 2011.

Timothy L. Keiningham, Terry G. Vavra, Lerzan
Aksoy, and Henri Wallard, Loyalty Myths
(Hoboken, NJ: John Wiley & Sons, 2005).

Roland T. Rust, Valerie A. Zeithaml, and Katherine
A. Lemon, “Measuring Customer Equity and
Calculating Marketing ROI,” in Rajiv Grover and
Marco Vriens, eds., Handbook of Marketing
Research (Thousand Oaks, CA: Sage Publications,
2006), pp. 588-601.

Robert C. Blattberg and John Deighton, “Manage
Marketing by the Customer Equity Test,” Harvard
Business Review (July—August 1996), pp. 136-44.
“Easier Than ABC,” The Economist, October

25, 2003, p. 56; Robert S. Kaplan and Steven

R. Anderson, Time-Driven Activity-Based

Costing (Boston MA: Harvard Business School
Press, 2007); “Activity-Based Accounting,” The
Economist, June 29, 2009. See also Morten
Holm, V. Kumar, and Carsten Rohde, “Measuring
Customer Profitability in Complex Environments:
An Interdisciplinary Contingency Framework,”
Journal of the Academy of Marketing Science 40
(May 2012) pp. 387-401.

Robert Leone, Vithala Rao, Kevin Lane Keller, Man
Luo, Leigh McAlister, and Rajendra Srivatstava,
“Linking Brand Equity to Customer Equity,”


https://www.britishairways.com/en-us/information/about-ba
http://www.techcrunch.com
https://tripadvisor.mediaroom.com
https://www.britishairways.com/en-us/information/about-ba

59.

60.

61.

62.

63.

64.

65.

Journal of Service Research 9 (November 2006),
pp. 125-38; Niraj Dawar, “What Are Brands

Good For?” MIT Sloan Management Review 46
(Fall 2004), pp. 31-37. For an insightful analysis of
the relationship between brand equity and CLV,
see Florian Stahl, Mark Heitmann, Donald R.
Lehmann, and Scott A. Neslin, “The Impact of
Brand Equity on Customer Acquisition, Retention,
and Profit Margin,” Journal of Marketing 76

(July 2012), pp. 44-63. For an in-depth analysis
of customer equity, see Peter Fader, Customer
Centricity: Focus on the Right Customers for
Strategic Advantage, 2nd ed. (Wharton Executive
Essentials).

Michael D. Johnson and Fred Selnes, “Diversifying
Your Customer Portfolio,” MIT Sloan Management
Review 46 (Spring 2005), pp. 11-14; Crina O.
Tarasi, Ruth N. Bolton, Michael D. Hutt, and

Beth A. Walker, “Balancing Risk and Return in

a Customer Portfolio,” Journal of Marketing 75
(May 2011), pp. 1-17.

Denish Shah and V. Kumar, “The Dark Side

of Cross-Selling,” Harvard Business Review
(December 2012), pp. 21-23; Denish Shah, V.
Kumar, Yingge Qu, and Sylia Chen, “Unprofitable
Cross-buying: Evidence from Consumer and
Business Markets,” Journal of Marketing 76

(May 2012), pp. 78-95.

Sunil Gupta and Carl F. Mela, “What Is a Free
Customer Worth?” Harvard Business Review
(November 2008), pp. 102-9.

Shankar Ganesan (1994), “Determinants of Long-
Term Orientation in Buyer-Seller Relationships,”
Journal of Marketing 58 (April), pp. 1-19; Peter
Kim, Donald Ferrin, Cecily Cooper, and Kurt Dirks
(2004), “Removing the Shadow of Suspicion: The
Effects of Apology versus Denial for Repairing
Competence- versus Integrity-Based Trust
Violations,” Journal of Applied Psychology 89,

no. 1, pp. 104-18; Roger Mayer, James Davis,
and F. David Schoorman, “An Integrative Model of
Organizational Trust,” Academy of Management
Review 20, no. 3 (1995), pp. 709-34.

Kent Grayson and Tim Ambler, “The Dark Side of
Long-Term Relationships in Marketing Services,”
Journal of Marketing Research 36, no. 1 (1999),
pp. 132-41; Susan Fiske, Amy Cuddy, and Peter
Glick, “Universal Dimensions of Social Cognition:
Warmth and Competence,” Trends in Cognitive
Science 11, no. 2 (2007), pp. 77-83.

The material in this section was developed by
Professor Kent Grayson at the Kellogg School of
Management, Northwestern University.

V. Kumar, “Customer Lifetime Value,” in Rajiv
Grover and Marco Vriens, eds., Handbook of

66.

67.

68.

69.

ENDNOTES 567

Marketing Research (Thousand Oaks, CA: Sage
Publications, 2006), pp. 602-27; Sunil Gupta,
Donald R. Lehmann, and Jennifer Ames Stuart,
“Valuing Customers,” Journal of Marketing Research
61 (February 2004), pp. 7-18; V. Kumar, “Profitable
Relationships,” Marketing Research 18 (Fall 2006),
pp. 41-46. Daniel M. McCarthy, Peter S. Fader, and
Bruce G. S. Hardie, “Valuing Subscription-Based
Businesses Using Publicly Disclosed Customer
Data,” Journal of Marketing 81, no. 1 (2017),

pp. 17-35; Sarang Sunder, V. Kumar, and Yi Zhao,
“Measuring the Lifetime Value of a Customer in the
Consumer Packaged Goods Industry,” Journal of
Marketing Research 53, no. 6 (2016), pp. 901-21.
For analysis and discussion, see V. Kumar,

“A Theory of Customer Valuation: Concepts,
Metrics, Strategy, and Implementation,” Journal
of Marketing 82, no. 1 (2018), pp. 1-19; Teck-
Hua Ho, Young-Hoon Park, and Yong-Pin Zhou,
“Incorporating Satisfaction into Customer Value
Analysis: Optimal Investment in Lifetime Value,”
Marketing Science 25 (May—-June 2006),

pp. 260-77; Peter S. Fader, Bruce G. S. Hardie,
and Ka Lok Lee, “RFM and CLV: Using Iso-Value
Curves for Customer Base Analysis,” Journal of
Marketing Research 62 (November 2005),

pp. 415-30; Daniel M. McCarthy and Peter S.
Fader, “Customer-Based Corporate Valuation for
Publicly Traded Noncontractual Firms,” Journal of
Marketing Research 55, no. 5 (2018), pp. 617-35.

Marketing Insight sources: Fred Reichheld,
Ultimate Question: For Driving Good Profits and
True Growth (Boston, MA: Harvard Business
School Press, 2006); Fred Reichheld, “The One
Number You Need to Grow,” Harvard Business
Review 81 (December 2003), pp. 46-55; Randy
Hanson, “Life after NPS,” Marketing Research
(Summer 2011), pp. 8-11; Jenny van Doorn, Peter
S. H. Leeflang, and Marleen Tijs, “Satisfaction as
a Predictor of Future Performance: A Replication,”
International Journal of Research in Marketing 30
(September 2013), pp. 314-18.

Marketing Spotlight sources: Simone Ahuja, “What
Stitch Fix Figured Out about Mass Customization,”
Harvard Business Review 26, May 27, 2015; Tracey
Lien, “Stitch Fix Founder Katrina Lake Built One

of the Few Successful E-commerce Subscription
Services,” Los Angeles Times, June 9, 2017;
Veronika Sonsev, “Can Algorithms Replace
Humans at Stitch Fix?” Forbes, March 16, 2018;
Katrina Lake, “Stitch Fix’s CEO on Selling Personal
Style to the Mass Market” Harvard Business
Review (May-June 2018), pp. 35-40; https://www
.stitchfix.com/about, accessed 11/26/2020.

Marketing Spotlight sources: “Emirates Named
Best Airline Worldwide, Sweeps Up Five Awards


https://www.stitchfix.com/about
https://www.stitchfix.com/about

568

ENDNOTES

at Business Traveller Middle East Awards 2019,”
Emirates Media Center, https://www.emirates
.com/media-centre/emirates-named-best-
airline-worldwide-sweeps-up-five-awards-at-
business-traveller-middle-east-awards-2019/;
Warren Bischoff, “The Emirates Business Model,”
Medium, December 28, 2018, https://medium.
com/@warrenbisch/the-emirates-business-model-
610e54adbdf5; “Business Class Reimagined —
Etihad Airways A380 Business Studio Review,”
Airline Reporter, https://www.airlinereporter
.com/2016/03/business-class-reimagined-etihad-
airways-a380-business-studio-review/; John
O’Ceallaigh, “Etihad Airways: A380 Business-Class
Review,” The Telegraph, September 25, 2015,
https://www.telegraph.co.uk/luxury/travel/etihad-
airways-a380-business-class-review/.

Chapter 20

1.

2.

www.jdpower.com/business/press-releases/2018-
us-initial-quality-study-igs, accessed 11/27/2020.

Alex Taylor Ill, “Hyundai Smokes the Competition,”
Fortune, January 18, 2010, pp. 62-71; www
.hyundai.com/worldwide/en, accessed 11/27/2020.

Leslie Kwoh, “Cinnabon Finds Sweet Success

in Russia, Mideast,” Wall Street Journal,
December 25, 2012.

Rajdeep Grewal, Alok Kumar, Girish Mallapragada,
and Amit Saini, “Marketing Channels in Foreign
Markets: Control Mechanisms and the Moderating
Role of Multinational Corporation Headquarters—
Subsidiary Relationship,” Journal of Marketing
Research 50 (June 2013), pp. 378-98.

Paul Sonne and Peter Evans, “The $1.6 Billion
Grocery Flop: Tesco Poised to Quit U.S.,” Wall
Street Journal, December 5, 2012; Paul Sonne, “At
Tesco Expansion Takes a Back Seat,” Wall Street
Journal, November 7, 2012; www.tescoplc.com/
about-us/history/, accessed 11/27/2020.

Karen Cho, “KFC China’s Recipe for Success,”
Forbes India, October 28, 2009; Staying the
Course: Yum! Annual Report 2012; Diane Brady,
“KFC’s Big Game of Chicken,” Bloomberg
Businessweek, March 29, 2012; Drew Hinshaw,
“As KFC Goes to Africa It Lacks Only One Thing:
Chickens,” Wall Street Journal, February 8, 2013;
www.statista.com/statistics/256793/kfc-
restaurants-worldwide-by-geographic-region,
accessed 11/27/2020.

. Adapted from Vijay Mahajan, Marcos V. Pratini

De Moraes, and Jerry Wind, “The Invisible Global
Market,” Marketing Management (Winter 2000),
pp. 31-35. See also Joseph Johnson and Gerard
J. Tellis, “Drivers of Success for Market Entry
into China and India,” Journal of Marketing 72
(May 2008), pp. 1-13; Tarun Khanna and Krishna

10.

11.

12.

13.

15.

16.

17.

G. Palepu, “Emerging Giants: Building World-Class
Companies in Developing Countries,” Harvard
Business Review, October 2006, pp. 60-69.

Matthew Boyle, “In Emerging Markets,
Unilever Finds a Passport to Profit,” Bloomberg
Businessweek, January 3, 2013.

Manjeet Kripalani, “Battling for Pennies in
India’s Villages,” Bloomberg BusinessWeek,
June 10, 2002, p. 22.

Carlos Niezen and Julio Rodriguez, “Distribution
Lessons from Mom and Pop,” Harvard Business
Review (April 2008); Sagar Malviya and Maulik
Vyas, “Modern Retailing Outgrowing Kirana Stores
in India,” The Economic Times, June 16, 2011.

Jagdish N. Sheth, “Impact of Emerging Markets on
Marketing: Rethinking Existing Perspectives and
Practices,” Journal of Marketing 75 (July 2011),

pp. 166-82.

Bart J. Bronnenberg, Jean-Pierre Dubé, and
Sanjay Dhar, “Consumer Packaged Goods in the
United States: National Brands, Local Branding,”
Journal of Marketing Research 44 (February 2007),
pp. 4-13; Bart J. Bronnenberg, Jean-Pierre
Dubé, and Sanjay Dhar, “National Brands, Local
Branding: Conclusions and Future Research
Opportunities,” Journal of Marketing Research 44
(February 2007), pp. 26-28; Bart J. Bronnenberg,
Sanjay K. Dhar, and Jean-Pierre Dubé, “Brand
History, Geography, and the Persistence of CPG
Brand Shares,” Journal of Political Economy 117
(February 2009), pp. 87-115.

Bryan Gruley and Shruit Daté Singh, “Big Green
Profit Machine,” Bloomberg Businessweek,

July 5, 2012; www.statista.com/topics/2724/john-
deere, accessed 11/27/2020.

. Kerry Capell, “Vodafone: Embracing Open Source

with Open Arms,” Bloomberg Business\Week,

April 20, 2009, pp. 52-53; “Call the Carabiniere,”
The Economist, May 16, 2009, p. 75; Vodafone
Annual Report, www.vodfone.com, March 31, 2012;
www.vodafone.com/content/index/investors/
about_us.html, accessed 11/27/2020.

Ashley Turner, “Why There Are Aimost No
Starbucks in Australia,” CNBC, July 25, 2018.

E. J. Schultz, “SABMiller Thinks Globally,

But Gets ‘Intimate’ Locally,” Advertising Age,
October 4, 2010; Clementine Fletcher, “SABMiller
Tries Selling African Home-Brew,” Bloomberg
Businessweek, March 19, 2012; www.ab-inbev
.com/who-we-are/heritage.html, accessed
11/27/2020.

Gail Edmondson, “Skoda Means Quality. Really,”
Bloomberg BusinessWeek, October 1, 2007, p. 46;
www.skoda-auto.com/company/about, accessed
11/27/2020.


https://www.emirates.com/media-centre/emirates-named-best-airline-worldwide-sweeps-up-five-awards-at-business-traveller-middle-east-awards-2019/
https://medium.com/@warrenbisch/the-emirates-business-model-610e54adbdf5
https://www.airlinereporter.com/2016/03/business-class-reimagined-etihad-airways-a380-business-studio-review/
http://www.jdpower.com/business/press-releases/2018-us-initial-quality-study-iqs
http://www.tescoplc.com/about-us/history/
http://www.statista.com/topics/2724/john-deere
http://www.vodfone.com
http://www.vodafone.com/content/index/investors/about_us.html
http://www.ab-inbev.com/who-we-are/heritage.html
http://www.skoda-auto.com/company/about
https://medium.com/@warrenbisch/the-emirates-business-model-610e54adbdf5
https://medium.com/@warrenbisch/the-emirates-business-model-610e54adbdf5
https://www.airlinereporter.com/2016/03/business-class-reimagined-etihad-airways-a380-business-studio-review/
https://www.airlinereporter.com/2016/03/business-class-reimagined-etihad-airways-a380-business-studio-review/
https://www.telegraph.co.uk/luxury/travel/etihad-airways-a380-business-class-review/
https://www.telegraph.co.uk/luxury/travel/etihad-airways-a380-business-class-review/
http://www.jdpower.com/business/press-releases/2018-us-initial-quality-study-iqs
http://www.hyundai.com/worldwide/en
http://www.hyundai.com/worldwide/en
http://www.tescoplc.com/about-us/history/
http://www.statista.com/statistics/256793/kfc-restaurants-worldwide-by-geographic-region
http://www.statista.com/statistics/256793/kfc-restaurants-worldwide-by-geographic-region
http://www.ab-inbev.com/who-we-are/heritage.html
http://www.vodafone.com/content/index/investors/about_us.html
http://www.statista.com/topics/2724/john-deere
https://www.emirates.com/media-centre/emirates-named-best-airline-worldwide-sweeps-up-five-awards-at-business-traveller-middle-east-awards-2019/
https://www.emirates.com/media-centre/emirates-named-best-airline-worldwide-sweeps-up-five-awards-at-business-traveller-middle-east-awards-2019/
https://www.emirates.com/media-centre/emirates-named-best-airline-worldwide-sweeps-up-five-awards-at-business-traveller-middle-east-awards-2019/

18.

19.

20.

21.

22,

23.

24.
25.

26.

27.

28.

29.

Gail Edmondson, “Skoda Means Quality. Really,”
Bloomberg BusinessWeek, October 1, 2007,

p. 46. http://www.skoda-auto.com/company/
about and www.skoda-auto.com/news/news-
detail/sales-2018, accessed 11/27/2020.

Patti Waldmeir, “Oreo Takes the Biscuit for Its China
Reinvention,” Financial Times, March 7, 2012;
https://www.prnewswire.com/news-releases/
oreos-six-flavors-a-new-star-on-social-
media-300855804.html, accessed 11/27/2020.

Deepa Chandrasekaran and Gerard J. Tellis,
“Global Takeoff of New Products: Culture, Wealth,
or Vanishing Differences?” Marketing Science 27
(September-October 2008), pp. 844-60.

For some organizational issues in adaptation,
see Julien Cayla and Lisa Pefaloza, “Mapping
the Play of Organizational Identity in Foreign
Market Adaptation,” Journal of Marketing 76
(November 2012), pp. 38-54.

Paulo Prada and Bruce Orwall, “A Certain ‘Je Ne
Sais Quoi’ at Disney’s New Park,” Wall Street
Journal, March 12, 2003.

Mallory Schlossberg, “26 Crazy McDonald’s ltems
You Can’t Get in America,” Business Insider,
July 1, 2015.

Global Brand Counterfeiting Report, 2018.

David Meyer, “Yes, Chinese Piracy Has Lost
Microsoft a Lot of Windows Revenue. But the Story
Isn’t So Simple,” Fortune, November 2, 2018.

Marc Fetscherin, llan Alon, Romie Littrell, and Allan
Chan, “In China? Pick Your Brand Name Carefully,”
Harvard Business Review (September 2012),

p. 706. See also Valentyna Melnyk, Kristina Klein,
and Franziska Volckner, “The Double-Edged
Sword of Foreign Brand Names for Companies
from Emerging Countries,” Journal of Marketing

76 (November 2012), pp. 21-37; Rajeev Batra,

Y. Charles Zhang, Nilifer Z. Aydinoglu, and Fred
M. Feinberg, “Positioning Multicountry Brands:
The Impact of Variation in Cultural Values and
Competitive Set,” Journal of Marketing Research
54, no. 6 (2017), pp. 914-31.

Zeynep Girhan-Canli and Durairaj Maheswaran,
“Cultural Variations in Country-of-Origin Effects,
Journal of Marketing Research 37 (August 2000),
pp. 309-17.

Mark Lasswell, “Lost in Translation,” Business 2.0,
(August 2004), pp. 68-70; Richard P. Carpenter
and the Globe Staff, “What They Meant to Say
Was...,” Boston Globe, August 2, 1998.

Bernard Condon, “Babble Rouser,” Forbes,
August 11, 2008, pp. 72-77; Elenoa

Baselala, “Digicel’s New Look,” Fiji Times,
November 4, 2010; www.digicelgroup.com/en/
about/history.html, accessed 11/27/2020.

”

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

ENDNOTES 569

Douglas B. Holt, John A. Quelch, and Earl L.
Taylor, “How Global Brands Compete,” Harvard
Business Review 82 (September 2004), pp. 68-75;
Jan-Benedict E. M. Steenkamp, Rajeev Batra, and
Dana L. Alden, “How Perceived Brand Globalness
Creates Brand Value,” Journal of International
Business Studies 34 (January 2003), pp. 53-65.

Richard D. Lyons, “Reuben Mattus, 81, the
Founder of Haagen-Dazs.” New York Times,
January 29, 1994,

Consumer Reports, “How to Decipher ‘Made in
the USA’ Claims,” Boston Globe, April 7, 2013.
Joel Backaler, “Haier: A Chinese Company That
Innovates,” China Tracker, www.forbes.com,

June 17, 2010; Patti Waldmeir, “Haier Seeks

to Boost European Sales,” Financial Times,

June 18, 2012; Fan Feifei, “Haier Benefiting from
Localization,” China Daily, August 31, 2018.

Mei Fong, “IKEA Hits Home in China: The Swedish
Design Giant, Unlike Other Retailers, Slashes
Prices for the Chinese,” Wall Street Journal,

March 3, 2006, p. B1; Helen H. Wang, “Why Home
Depot Struggles and IKEA Thrives in China,”
Forbes, February 10, 2011.

Geoffrey Fowler, Brian Steinberg, and Aaron O.
Patrick, “Globalizing Apple’s Ads,” Wall Street
Journal, March 1, 2007.

Matthew Day, “Swedish Toy Catalogue

Goes Gender Neutral,” The Telegraph,

November 26, 2012.

Ray A. Smith and Christina Binkley, “”Israel’s New
Year’s Resolution: No Overly Thin Models,” Wall
Street Journal, January 1, 2013.

John L. Graham, Alma T. Mintu, and Waymond
Rogers, “Explorations of Negotiation Behaviors in
Ten Foreign Cultures Using a Model Developed in
the United States,” Management Science 40
(January 1994), pp. 72-95.

Rajdeep Grewal, Alok Kumar, Girish Mallapragada,
and Amit Saini, “Marketing Channels in Foreign
Markets: Control Mechanisms and the Moderating
Role of Multinational Corporation Headquarters—
Subsidiary Relationship,” Journal of Marketing
Research 50 (June 2013), pp. 378-98; Rajdeep
Grewal, Amit Saini, Alok Kumar, F. Robert Dwyer,
and Robert Dahlstrom, “Marketing Channel
Management by Multinational Corporations in
Foreign Markets,” Journal of Marketing 82, no. 4
(2018), pp. 49-69.

Katrijn Gielens, Linda M. Van De Gucht, Jan-
Benedict E. M. Steenkamp, and Marnik G.
Dekimpe, “Dancing with a Giant: The Effect of
Wal-Mart’s Entry into the United Kingdom on
the Performance of European Retailers,” Journal
of Marketing Research 45 (October 2008),

pp. 519-34.


http://www.skoda-auto.com/company/
http://www.skoda-auto.com/news/news-detail/sales-2018
https://www.prnewswire.com/news-releases/oreos-six-flavors-a-new-star-on-social-media-300855804.html
http://www.digicelgroup.com/en/about/history.html
http://www.forbes.com
http://www.skoda-auto.com/news/news-detail/sales-2018
https://www.prnewswire.com/news-releases/oreos-six-flavors-a-new-star-on-social-media-300855804.html
https://www.prnewswire.com/news-releases/oreos-six-flavors-a-new-star-on-social-media-300855804.html
http://www.digicelgroup.com/en/about/history.html

570

41.

42.

43.

44,

45.

46.

47.

ENDNOTES

Miguel Bustillo, “After Early Errors, Wal-Mart
Thinks Locally to Act Globally,” Wall Street
Journal, August 14, 2009; Holman W. Jenkins Jr.,
“Wal-Mart Innocents Abroad,” Wall Street Journal,
April 25, 2012.

Christopher Weaver, Jeanne Whalen, and Benoit
Faucon, “Drug Distributor Is Tied to Imports of
Fake Avastin,” Wall Street Journal, March 7, 2012.

Kersi D. Antia, Mark E. Bergen, Shantanu Dutta,
and Robert J. Fisher, “How Does Enforcement
Deter Gray Market Incidence?” Journal of
Marketing 70 (January 2006), pp. 92-106.

For examples, see Ana Valenzuela, Barbara
Mellers, and Judi Stebel, “Pleasurable Surprises:
A Cross-Cultural Study of Consumer Responses
to Unexpected Incentives,” Journal of Consumer
Research 36 (February 2010), pp. 792-805;
Praveen K. Kopalle, Donald R. Lehmann, and John
U. Farley, “Consumer Expectations and Culture:
The Effect of Belief in Karma in India,” Journal
of Consumer Research 37 (August 2010),

pp. 251-63; Carlos J. Torelli, Aysegiil Ozsomer,
Sergio W. Carvalho, Hean Tat Keh, and Natalia
Maehle, “Brand Concepts as Representations

of Human Values: Do Cultural Congruity and
Compatibility between Values Matter?” Journal of
Marketing 76 (July 2012), pp. 92-108.

Geert Hofstede, Culture’s Consequences
(Beverley Hills, CA: Sage, 1980); www.hofstede-
insights.com/models/national-culture, accessed
11/27/2020.

For some in-depth treatments of branding in Asia
in particular, see S. Ramesh Kumar, Marketing

& Branding: The Indian Scenario (Delhi: Pearson
Education, 2007) and Martin Roll, Asian Brand
Strategy: How Asia Builds Strong Brands (New
York: Palgrave Macmillan, 2006).

Marketing Spotlight sources: Emily Shapiro,
“Sephora Announces Largest Store Expansion

in Its History, Opening 100 New Locations
across North America in 2020,” DeVries Global,
February 4, 2020, https://www.businesswire.
com/news/home/20200204005185/en/
Sephora-Announces-Largest-Store-Expansion-
History-Opening; Lama Tarabay, “How

Does Sephora Contours Its Brand,” Global
Marketing Insights, February 20, 2017, https://
globalmarketingprofessor.com/how-does-
sephora-contours-its-brand/; Jean Reyes,
“Sephora Accelerates Global Expansion to Tap
‘Thriving’ Beauty Business,” S&P Global Marketing
Intelligence, May 22, 2019, https://www.spglobal.
com/marketintelligence/en/news-insights/trending/
w9GIzhDdZ3Al7a7U5CwW-g2; “Sephora Opens
2nd Beauty Shop in Downtown Seoul,” Yonhap
News Agency, December 3, 2019, https://en.yna
.co.kr/view/AEN20191203007300320.

48. Marketing Spotlight sources: Lin, Humphrey,
“Mandarin Oriental Hotel Group: Regionalizing
Social for a Luxury Audience,” Huffington Post,
December 7, 2017; Martin Roll, “Mandarin
Oriental—An Iconic Asian Luxury Hotel Brand,”
MartinRoll.com, March 27, 2018; Peter Jon
Lindberg, “Story of a Classic: The Mandarin

Oriental, Hong Kong,” Travel+Leisure, May 5, 2009;

www.mandarinoriental.com/our-company/
overview, accessed 11/27/2020.

Chapter 21

1. William Barrett, “America’s Top Charities 2018,”
Forbes, December 11, 2018; Stephen Voss,
“United Way’s CEO on Shifting a Century-Old
Business Model,” Harvard Business Review
(September-October 2018), pp. 38-44; https://
www.forbes.com/companies/united-way-

worldwide, accessed 11/27/2020; www.unitedway

.org/about, accessed 11/27/2020.

2. 19th Annual Global CEO Survey (January 2016),
www.pwc.com/ceosurvey, accessed 11/27/2020.

3. David Hessekiel, “Cause Marketing Leaders of the

Pack,” Forbes, January 31, 2012.

4. “Growth on Principle: The Unconventional
Leadership of Stonyfield Farm,” Center for
Customer Insights, February 12, 2014; Gary
Hirshberg, Stirring It Up: How to Make Money
and Save the World (New York: Hyperion, 2008);
Melanie D. G. Kaplan, “Stonyfield Farm CEOQ:
How an Organic Yogurt Business Can Scale,”
SmartPlanet, May 17, 2010; www.stonyfield.com/
our-story/history, accessed 11/27/2020.

5. https://consciouscompanymedia.com/workplace-
culture/hr-innovations/6-ways-corporate-social-
responsibility-benefits-employees, accessed
11/27/2020.

6. Raj Sisodia, David B. Wolfe, and Jag Sheth, Firms
of Endearment: How World-Class Companies
Profit from Passion and Purpose (Upper Saddle
River, NJ: Wharton School Publishing, 2007).

7. www.fairtradecertified.org/why-fair-trade,
accessed 11/27/2020.

8. Daniel Korschun, C. B. Bhattacharya, and Scott D.
Swain, “Corporate Social Responsibility, Customer

Orientation, and the Job Performance of Frontline
Employees,” Journal of Marketing 78 (May 2014),
pp. 20-37; Saurabh Mishra and Sachin B. Modi.

“Corporate Social Responsibility and Shareholder

Wealth: The Role of Marketing Capability,” Journal

of Marketing 80, no. 1 (2016), pp. 26-46; Charles
Kang, Frank Germann, and Rajdeep Grewal,
“Washing Away Your Sins? Corporate Social
Responsibility, Corporate Social Irresponsibility,
and Firm Performance,” Journal of Marketing 80,
no. 2 (2016), pp. 59-79; Alexis M. Allen, Meike


https://www.businesswire.com/news/home/20200204005185/en/Sephora-Announces-Largest-Store-Expansion-History-Opening
https://www.spglobal.com/marketintelligence/en/news-insights/trending/w9GlzhDdZ3AI7a7U5CwW-g2
https://en.yna.co.kr/view/AEN20191203007300320
http://www.mandarinoriental.com/our-company/
https://www.forbes.com/companies/united-way-worldwide
https://www.forbes.com/companies/united-way-worldwide
http://www.unitedway.org/about
http://www.pwc.com/ceosurvey
http://www.stonyfield.com/our-story/history
http://www.fairtradecertified.org/why-fair-trade
http://www.hofstede-insights.com/models/national-culture
http://www.hofstede-insights.com/models/national-culture
https://www.businesswire.com/news/home/20200204005185/en/Sephora-Announces-Largest-Store-Expansion-History-Opening
https://www.businesswire.com/news/home/20200204005185/en/Sephora-Announces-Largest-Store-Expansion-History-Opening
https://www.businesswire.com/news/home/20200204005185/en/Sephora-Announces-Largest-Store-Expansion-History-Opening
https://globalmarketingprofessor.com/how-does-sephora-contours-its-brand/
https://globalmarketingprofessor.com/how-does-sephora-contours-its-brand/
https://globalmarketingprofessor.com/how-does-sephora-contours-its-brand/
https://www.spglobal.com/marketintelligence/en/news-insights/trending/w9GlzhDdZ3AI7a7U5CwW-g2
https://www.spglobal.com/marketintelligence/en/news-insights/trending/w9GlzhDdZ3AI7a7U5CwW-g2
https://en.yna.co.kr/view/AEN20191203007300320
https://consciouscompanymedia.com/workplace-culture/hr-innovations/6-ways-corporate-social-responsibility-benefits-employees
https://consciouscompanymedia.com/workplace-culture/hr-innovations/6-ways-corporate-social-responsibility-benefits-employees
https://consciouscompanymedia.com/workplace-culture/hr-innovations/6-ways-corporate-social-responsibility-benefits-employees
http://www.stonyfield.com/our-story/history
http://www.unitedway.org/about
https://www.forbes.com/companies/united-way-worldwide
http://MartinRoll.com

10.

11.

12.

13.

Eilert, and John Peloza, “How Deviations from
Performance Norms Impact Charitable Donations,”
Journal of Marketing Research 55, no. 2 (2018),
pp. 277-90.

Paul Newman and A. E. Hotchner, Shameless
Exploitation in Pursuit of the Common Good: The
Madcap Business Adventure by the Truly Oddest
Couple (Waterville, ME: Thorndike Press, 2003);
www.newmansownfoundation.org, accessed
11/27/2020.

Ronald McDonald House Charities, www.rmhc
.org, accessed 11/27/2020.

Jennifer Aaker, Kathleen D. Vohs, and Cassie
Mogilner (2010), “Nonprofits Are Seen as Warm
and For-Profits as Competent: Firm Stereotypes
Matter,” Journal of Consumer Research 37
(August), 224-37; Steve Hoeffler and Kevin Lane
Keller (2002), “Building Brand Equity through
Corporate Societal Marketing,” Journal of Public
Policy & Marketing 21 (Spring), pp. 78-89;

Kevin Lane Keller and David A. Aaker, “The
Impact of Corporate Marketing on a Company’s
Brand Extensions,” Corporate Reputation
Review 1 (July 1998), 356-78; Sankar Sen, C.

B. Bhattacharya, and Daniel Korschun (2006),
“The Role of Corporate Social Responsibility in
Strengthening Multiple Stakeholder Relationships:
A Field Experiment”” Journal of the Academy of
Marketing Science 34 (Spring), 158-66.

Isabelle Maignan, O. C. Ferrell, and G. Tomas

M. Hult (1999), “Corporate Citizenship: Cultural
Antecedents and Business Benefits,” Journal of
the Academy of Marketing Science, 27 (October),
pp. 455-69; Xueming Luo and C. B. Bhattacharya
(2006), “Corporate Social Responsibility, Customer
Satisfaction, and Market Value,” Journal of
Marketing 70 (October), pp. 1-18; John Peloza
and Jingzhi Shang (2011), “How Can Corporate
Social Responsibility Activities Create Value for
Stakeholders? A Systematic Review,” Journal of
the Academy of Marketing Science 39 (1),

pp. 117-35.

Lois A. Mohr, Deborah J. Webb, and Katherine
E. Harris (2001), “Do Consumers Expect
Companies to Be Socially Responsible? The
Impact of Corporate Social Responsibility on
Buying Behavior,” Journal of Consumer Affairs,
35 (Summer), pp. 45-72; Daniel Kahneman and
Jack L. Knetsch (1992), “Valuing Public Goods:
The Purchase of Moral Satisfaction,” Journal of
Environmental Economics and Management 22
(January), pp. 5-70; Diogo Hildebrand, Yoshiko
DeMotta, Sankar Sen, and Ana Valenzuela,
“Consumer Responses to Corporate Social
Responsibility (CSR) Contribution Type,”
Journal of Consumer Research 44, no. 4 (2017),
pp. 738-58.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

ENDNOTES 571

Alexander Chernev and Sean Blair, “Doing Well

by Doing Good: The Benevolent Halo of Social
Goodwill,” Journal of Consumer Research, 41

(April 2015), 1412-25; Tom J. Brown and Peter A
Dacin, “The Company and the Product: Corporate
Associations and Consumer Product Responses,”
Journal of Marketing, 61, (January 1997), pp. 68-84.

C. K. Prahalad, The Fortune at the Bottom of the
Pyramid (Upper Saddle River, NJ: Wharton School
Publishing, 2010); Vijay Govindarajan and Chris
Trimble, Reverse Innovation: Create Far from
Home, Win Everywhere (Boston, MA: Harvard
Business School Publishing, 2012).

Erik Simanis, “Reality Check at the Bottom of the
Pyramid,” Harvard Business Review (June 2012),
pp. 120-25.

www.danone.com/about-danone/at-a-glance
.html, accessed 11/27/2020.

Matthew Eyring, “Learning from Tata Motors’
Nano Mistakes,” Harvard Business Review Blog,
January 11, 2011; http://time.com/5345687/
worlds-cheapest-car-nano-tata-india/, accessed
11/27/2020.

Clayton M. Christensen, Stephen Wunker, and Hari
Nair, “Innovation vs. Poverty,” Forbes, October

18, 2008; Nomaswazi Nkosi, “Nokia Still Top SA
Choice,” Sowetan Live, August 15, 2012.

“How Dawn Saves Wildlife,” www.dawnsaveswildlife
.com, accessed 11/27/2020; www.marketwatch
.com/press-release/dawn-commemorates-40-
years-of-helping-save-wildlife-2018-07-20;
accessed 11/27/2020.

Christian Homburg, Marcel Stierl, and Torsten
Bornemann, “Corporate Social Responsibility

in Business-to-Business Markets: How
Organizational Customers Account for Supplier
Corporate Social Responsibility Engagement,”
Journal of Marketing 77 (November 2013),

pp. 54-72; Alexander Chernev and Sean Blair,
“Doing Well by Doing Good: The Benevolent Halo
of Social Goodwill,” Journal of Consumer Research
41 (April 2015), pp. 1412-25; C. B. Bhattacharya
and Sankar Sen, “Consumer-Company
Identification: A Framework for Understanding
Consumers’ Relationships with Companies,”
Journal of Marketing 67 (April 2003), pp. 76-88;
Sankar Sen and C. B. Bhattacharya, “Does Doing
Good Always Lead to Doing Better? Consumer
Reactions to Corporate Social Responsibility,”
Journal of Marketing Research 38 (May 2001),

pp. 225-44.

“2013 Cone Communications Social Impact Study:
The Next Cause Evolution,” www.conecomm.com.
Paul N. Bloom, Steve Hoeffler, Kevin Lane Keller,

and Carlos E. Basurto, “How Social-Cause
Marketing Affects Consumer Perceptions,” MIT


http://www.newmansownfoundation.org
http://www.rmhc.org
http://www.danone.com/about-danone/at-a-glance.html
http://time.com/5345687/worlds-cheapest-car-nano-tata-india/
http://www.dawnsaveswildlife.com
http://www.marketwatch.com/press-release/dawn-commemorates-40-years-of-helping-save-wildlife-2018-07-20
http://www.conecomm.com
http://www.rmhc.org
http://www.marketwatch.com/press-release/dawn-commemorates-40-years-of-helping-save-wildlife-2018-07-20
http://www.marketwatch.com/press-release/dawn-commemorates-40-years-of-helping-save-wildlife-2018-07-20
http://www.dawnsaveswildlife.com
http://time.com/5345687/worlds-cheapest-car-nano-tata-india/
http://www.danone.com/about-danone/at-a-glance.html

572

24.

25.

26.

27.

28.
29.

30.

31.

32.

ENDNOTES

Sloan Management Review (Winter 2006),

pp. 49-55; Stephen Hoeffler and Kevin Lane Keller,
“Building Brand Equity through Corporate Societal
Marketing,” Journal of Public Policy and Marketing
21 (Spring 2002), pp. 78-89; Jenny G. Olson, Brent
McFerran, Andrea C. Morales, and Darren W. Dahl,
“Wealth and Welfare: Divergent Moral Reactions to
Ethical Consumer Choices,” Journal of Consumer
Research 42, no. 6 (2016), pp. 879-96.

For some related research, see Ann Kronrod, Amir
Grinstein, and Luc Wathieu, “Go Green! Should
Environmental Messages Be So Assertive?”
Journal of Marketing 76 (January 2012),

pp. 95-102; Katherine White, Rhiannon
MacDonnell, and John H. Ellard, “Belief in a

Just World: Consumer Intentions and Behaviors
toward Ethical Products,” Journal of Marketing
76 (January 2012), pp. 103-18; Michael
Giebelhausen, HaeEun Helen Chun, J. Joseph
Cronin Jr., and G. Tomas M. Hult, “Adjusting

the Warm-Glow Thermostat: How Incentivizing
Participation in Voluntary Green Programs
Moderates Their Impact on Service Satisfaction,”
Journal of Marketing 80, no. 4 (2016), pp. 56-71.

Kat Kinsman, “Activists Call Foul on KFC Bucket
Campaign,” CNN, April 28, 2010; https://www
.prweek.com/article/1498405/crisis-comms-
lesson-behind-kfcs-fck-bucket, accessed
11/27/2020.

Kevin Lane Keller and Lowey Bundy Sichol,
“Product(Red): Building a Social Marketing Brand,”
Best Practice Cases in Brand Management (Upper
Saddle River, NJ: Pearson Prentice Hall, 2015);
www.red.org, accessed 11/27/2020.

Stefanie Rosen Robinson, Caglar Irmak, and
Satish Jayachandran, “Choice of Cause in Cause-
Related Marketing,” Journal of Marketing 76

(July 2012), pp. 126-39.

One Sight, www.onesight.org, accessed 11/27/2020.

www.worldwildlife.org/partnerships, accessed
11/27/2020.

Jeff Chu, “The Cobbler’s Conundrum,” Fast
Company (July/August 2013); Christina Binkley,
“Charity Gives Shoe Brand Extra Shine,” Wall
Street Journal, April 1, 2010; Dan Heath and
Chip Heath, “An Arms Race of Goodness,” Fast
Company (October 2009), pp. 82-83; www
.foms.com/movement-one-for-one, accessed
11/27/2020.

Philip Kotler and Gerald Zaltman “Social Marketing:
An Approach to Planned Social Change, Journal of
Marketing, 35 (July 1971), pp. 3-12.

Philip Kotler, David Hessekiel, and Nancy Lee,
Good Works: Marketing and Corporate Initiatives
That Build a Better World. . .and the Bottom Line
(Hoboken, NJ: John Wiley & Sons, 2012); Alan

33.

34.

35.

36.

37.

38.

39.

40.

4.

42,

Andreasen, Social Marketing in the 21st Century
(Thousand Oaks, CA: Sage, 2006).

Nancy R. Lee and Philip Kotler, Social Marketing:
Behavior Change for Social Good, 6th ed.
(Thousand Oaks, CA., 2020).

Andrew Adam Newman, “Avoiding Violent Images
for an Anti-Poaching Campaign,” New York Times,
February 19, 2013; www.wwf.org, accessed
11/27/2020.

Christian Sarkar and Philip Kotler, Brand Activism:
From Purpose to Action (Houston, TX, Idea Bite
Press, 2018).

Monic Sun and Remi Trudel, “The Effect of
Recycling versus Trashing on Consumption:
Theory and Experimental Evidence,” Journal of
Marketing Research 54, no. 2 (2017), pp. 293-305.
“Levi’s Introduces New Waste<Less Jean Using
Recycled Materials,” Daily News, August 21, 2013;
Susan Berfield, “Levi’s Has a New Color for Blue
Jeans: Green,” Bloomberg Businessweek,
October 18, 2012; https://www.levistrauss.com/
how-we-do-business/use-and-reuse, accessed
11/27/2020.

Scott Kirsner, “An Environmental Quandary
Percolates at Green Mountain Coffee Roasters,”
Boston Globe, January 3, 2010; Natalie Zmuda,
“Green Mountain Takes on Coffee Giants Cup by
Cup,” Advertising Age, June 1, 2009, p. 38; www
.gmcr.com/coffee, accessed 11/27/2020.
www.faguo-store.com/en/faguo-universe/
introduction, accessed 11/27/2020.

David Roberts, “Another Inconvenient Truth,”

Fast Company, March 2008, p. 70; Melanie
Warner, “P&G’s Chemistry Test,” Fast Company
(July/August 2008), pp. 71-74.

For related consumer research, see Alexander
Chernev and Sean Blair. “When Sustainability is Not
a Liability: The Halo Effect of Marketplace Morality.”
Journal of Consumer Psychology (September 2020);
Julie R. Irwin and Rebecca Walker Naylor, “Ethical
Decisions and Response Mode Compatibility:
Weighting of Ethical Attributes in Consideration
Sets Formed by Excluding versus Including Product
Alternatives,” Journal of Marketing Research 46
(April 2009), pp. 234-46; Johannes Habel, Laura
Marie Schons, Sascha Alavi, and Jan Wieseke,
“Warm Glow or Extra Charge? The Ambivalent
Effect of Corporate Social Responsibility Activities
on Customers’ Perceived Price Fairness,” Journal of
Marketing 80, no. 1 (2016), pp. 84-105.

Mat McDermott, “Patagonia’s New Wetsuits
Will Be Made from Plants,” TreeHugger.com,
November 19, 2012; Tim Nudd, “Ad of the Day:
Patagonia,” Adweek, November 28, 2011; www
.patagonia.com/company-info.html, accessed
11/27/2020.


https://www.prweek.com/article/1498405/crisis-comms-lesson-behind-kfcs-fck-bucket
http://www.red.org
http://www.onesight.org
http://www.worldwildlife.org/partnerships
http://www.wwf.org
https://www.levistrauss.com/how-we-do-business/use-and-reuse
http://www.faguo-store.com/en/faguo-universe/introduction
https://www.prweek.com/article/1498405/crisis-comms-lesson-behind-kfcs-fck-bucket
https://www.prweek.com/article/1498405/crisis-comms-lesson-behind-kfcs-fck-bucket
http://www.toms.com/movement-one-for-one
http://www.toms.com/movement-one-for-one
http://www.patagonia.com/company-info.html
http://www.patagonia.com/company-info.html
http://www.faguo-store.com/en/faguo-universe/introduction
http://www.gmcr.com/coffee
http://www.gmcr.com/coffee
https://www.levistrauss.com/how-we-do-business/use-and-reuse
http://TreeHugger.com

43.

44,

45.

46.

47.

48.

49.

50.

Philip Kotler, “Reinventing Marketing to Manage
the Environmental Imperative,” Journal of
Marketing 75 (July 2011), pp. 132-35; Subhabrata
Bobby Banerjee, Easwar S. lyer, and Rajiv

K Kashyap, “Corporate Enviromentalism:
Antecedents and Influence of Industry Type,”
Journal of Marketing 67 (April 2003), pp. 106-22;
Wenbo Wang, Aradhna Krishna, and Brent
McFerran, “Turning Off the Lights: Consumers’
Environmental Efforts Depend on Visible Efforts
of Firms,” Journal of Marketing Research 54, no. 3
(2017), pp. 478-94.

Dana Mattioli, “Amazon to Launch $2 Billion
Venture Capital Fund to Invest in Clean Energy,”
Wall Street Journal, June 23, 2020.

John A. Quelch and Nathalie Laidler-Kylander, The
New Global Brands: Managing Non-Government
Organizations in the 21st Century (Mason, OH:
South-Western, 2006); Philip Kotler and Nancy
Lee, Corporate Social Responsibility: Doing the
Most Good for Your Company and Your Cause
(New York: Wiley, 2005).

Mark Borden and Anya Kamentz, “The Prophet
CEO,” Fast Company (September 2008),

pp. 126-29; Tara Weiss, “Special Report: Going
Green,” Forbes.com, July 3, 2007; Matthew
Grimm, “Progressive Business,” Brandweek,
November 28, 2005, pp. 16-26; www.timberland
.com/en/about-timberland, accessed 11/27/2020.

Anita Rao and Emily Wang, “Demand for “Healthy”
Products: False Claims and FTC Regulation,”
Journal of Marketing Research 54, no. 6 (2017),
pp. 968-89.

“In Lawsuit Brought by POM Wonderful, a Federal
Jury Finds Juice Maker Welch’s Intentionally
Misled Consumers,” Reuters, September 15,
2010; Alicia Mundy, “FTC Bars Pom Juice’s Health
Claims,” Wall Street Journal, January 16, 2013.
For a discussion of the possible role of corrective
advertising, see Peter Darke, Laurence Ashworth,
and Robin J. B. Ritchie, “Damage from Corrective
Advertising: Causes and Cures,” Journal of
Marketing 72 (November 2008), pp. 81-97.

Bruce Levinson, “Does Technology Change the
Ethics of Marketing to Children?” Fast Company,
April 11, 2013; Heather Chaet, “The Tween
Machine,” Adweek, June 25, 2012.

Avi Goldfarb and Catherine Tucker, “Shifts in Privacy
Concerns,” American Economic Review: Papers
& Proceedings 102, no. 3 (2012), pp. 349-53; Avi
Goldfarb and Catherine Tucker, “Online Display
Advertising: Targeting and Obtrusiveness,”
Marketing Science 30 (May-June 2011),

pp. 389-404; Alessandro Acquisti, Leslie John,
and George Loewenstein, “The Impact of Relative

51.

52.

53.

54.

ENDNOTES 573

Judgments on Concern about Privacy,” Journal of
Marketing Research 49 (April 2012), pp. 160-74;
Charles Duhigg, “How Companies Learn Your
Secrets,” New York Times, February 16, 2012.

Marketing Insight sources: Stephanie Strom,
“Wary of Plastic, and Waste, Some Consumers
Turn to Glass,” New York Times, June 20, 2012;
“Bottled Water and the Damage Done: Coping
With Plastic Pollution,” Bloomberg Law,

May 21, 2018; https://www.nationalgeographic
.com/environment/2019/08/plastic-bottles,
accessed 11/27/2020.

Marketing Spotlight sources: Howard Schultz
and Dori Jones Yang, Pour Your Heart into

It: How Starbucks Built a Company One

Cup at a Time (New York: Hyperion, 1997);
Francesca Landini, “Coffee Rivals Square Off

in Italy Ahead of Starbucks Invasion,” Reuters,
September 18, 2017; Adam Campbell-Schmitt,
“Starbucks Opened lts First Reserve Store

(and It Serves Booze),” Meredith Corporation
Allrecipes Food Group, February 27, 2018;
Adam Campbell-Schmitt, “Roastery, Reserve
Bar, Regular Starbucks: What’s the Difference?”
Meredith Corporation Allrecipes Food Group,
December 20, 2018; Kevin Johnson, “Starbucks
New Sustainability Commitment,” Starbucks
Stories and News, January 21, 2020; www
.starbucks.com/about-us/company-information,
accessed 11/27/2020.

Marketing Spotlight sources: Paula Kepos, ““Ben &
Jerry’s Homemade, Inc.,” International Directory

of Company Histories, Vol. 10 (Detroit, MI: St.
James Press, 1995); David Gelles, “How the Social
Mission of Ben & Jerry’s Survived Being Gobbled
Up,” New York Times, August 21, 2015; O. C.
Ferrell, John Fraedrich, and Terry Gable “Managing
Social Responsibility and Growth at Ben & Jerry’s,”
Daniels Fund Ethics Initiative, University of New
Mexico (2011); Genevieve Roberts, “Ben & Jerry’s
Builds on Its Social-Values Approach,” New York
Times, November 16, 2010; www.benjerry.com/
about-us, accessed 11/27/2020; https://www
.benjerry.com/values/issues-we-care-about/
climate-justice, accessed 11/27/2020.

Marketing Spotlight sources: A. J. Agrawal, “How
Tiffany & Co. Built a Marketing Empire,” Forbes,
August 09, 2016; Frederic Cumenal, “Tiffany’s
CEO on Creating a Sustainable Supply Chain,”
Harvard Business Review, February 21, 2017:
Tiffany Sets Ambitious Commitments for the
Future Across the Pillars of Product, People, and
Planet, http://press.tiffany.com/News/Newsltem
.aspx?id=389; www.tiffany.com/worldoftiffany,
accessed 11/27/2020.


http://www.timberland.com/en/about-timberland
https://www.nationalgeographic.com/environment/2019/08/plastic-bottles
http://www.benjerry.com/about-us
https://www.benjerry.com/values/issues-we-care-about/climate-justice
http://press.tiffany.com/News/NewsItem.aspx?id=389
http://www.tiffany.com/worldoftiffany
http://www.timberland.com/en/about-timberland
http://press.tiffany.com/News/NewsItem.aspx?id=389
https://www.benjerry.com/values/issues-we-care-about/climate-justice
https://www.benjerry.com/values/issues-we-care-about/climate-justice
http://www.benjerry.com/about-us
http://www.starbucks.com/about-us/company-information
http://www.starbucks.com/about-us/company-information
https://www.nationalgeographic.com/environment/2019/08/plastic-bottles
http://Forbes.com

Glossary

A

activity-based costing accounting procedures that can quantify
the true profitability of different activities by identifying their actual
costs.

administered vertical marketing system a marketing structure
in which one of the members coordinates successive stages of
production and distribution.

advertising the presentation and promotion of ideas, goods,
services, and brands using paid media.

agents the brokers, manufacturers’ representatives, and sales
agents that search for customers and may negotiate on the pro-
ducer’s behalf but do not buy or resell the goods.

alpha testing the evaluation of a product or service within the
company.

anticipatory pricing the raising of prices by more than the cost
increase, in anticipation of further inflation or government price
controls.

areas of dominant influence the geographic or market areas on
which the communication budget is focused.

attitudes a person’s enduring evaluations, emotional feelings,
and behavioral tendencies toward an object or idea.

auction pricing the setting of prices through competitive
bidding.

average cost the cost per unit at a specific level of production.

behavioral research a means of obtaining data to gain a better
understanding of customers’ purchasing, consumption, and
decision-making processes.

behavioral segmentation the division of target customers into
groups based on their actions.

belief a conviction that something is true or real, regardless of
whether it is or is not.

beta testing the evaluation of a product or service by customers.

bottom of the pyramid (BOP) a socioeconomic concept that
refers to the poorest group of the world's population.

bottom-up idea generation a process that starts with an inven-
tion and then seeks to identify an unmet market need.

brand a name and/or design element intended to identify the
goods or services of a company and differentiate them from com-
petitive offerings.

brand activism a company’s stance on a controversial social,
economic, environmental, or political issue.

brand associations all thoughts, feelings, perceptions, images,
experiences, beliefs, and attitudes that are attributed to the brand.

brand audit an assessment of the health of the brand and its
position in the market.

brand character a brand symbol with human characteristics that
enhances brand likability and relatability.

brand dilution the weakening of the power of a brand.

brand equity the monetary value of a brand that reflects the pre-
mium placed on a company’s valuation because of its ownership
of the brand.

brand extension a company’s use of an existing brand for an
offering in a different product category or price tier.

brand hierarchy a reflection of the way in which a company’s
brands are related to its products and services, as well as to one
another.

brand mantra a succinct articulation of the essence of the brand.
brand personality the human traits attributed to a particular brand.

brand personification a means to determine consumers’ brand
associations by asking them to equate the brand to a person,
animal, or object.

brand portfolio the set of all brands owned by a company.

brand power the ancillary value that the brand contributes to a
product or service.

brand tracking the use of quantitative data to provide consis-
tent information about how brands and marketing programs are
performing.

brand value chain an assessment of the way marketing activities
create brand value.

branded variants specific brand lines supplied to specific retail-
ers or distribution channels.

branding the process of endowing products and services with
the power of a brand.

business markets all the organizations that acquire goods and
services used in the production of other products or services that
are sold, rented, or supplied to others.

business-model design the process of determining the ways in
which a product or service will create market value.

C

cause marketing the linking of a firm’s contributions to a desig-
nated cause with its customers’ revenue-producing transactions.

channel captain an entity responsible for managing the partner-
ships within a distribution channel.

channel conflict actions by one channel member that prevent
another channel member from achieving its goal.

channel power the ability to alter channel members’ behavior so
they take actions they would not have taken otherwise.

cobranding two or more brands marketed together.

commercialization the process of informing target customers
about the company’s offering and making the offering available
to them.
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communication objective the specific task to be accomplished
with a specific audience within a specific period of time.

company demand the company’s estimated share of market
demand in a given time period.

company sales forecast the expected level of company sales
for a given time period based on market trends and company mar-
keting efforts.

company sales potential the upper limit of sales that a company
can achieve in a specific market in a given time period.

competitive advantage a company’s ability to create market
value in a way that competitors are unable to match.

competitive-parity budgeting an approach to communication
budgeting based on what the competition is spending.

competitive pricing the setting of prices based on competitors’
prices.

concept validation an assessment of the feasibility and attrac-
tiveness of the core concept underlying the proposed offering.

conformance quality the degree to which all produced units are
identical and meet promised specifications.

conjoint analysis measurement of the value that consumers
place on specific attributes of an offering.

consumer incentives the rewards offered to customers to
encourage purchase.

containerization the placement of goods in containers for easy
transfer between transportation modes.

contextual placement the purchase of ads on sites related to
the product being advertised.

contract manufacturing the use of local manufacturers to pro-
duce the company’s product in a specific market.

contractual vertical marketing system a group of indepen-
dent firms at different levels of production and distribution that
contractually integrate their programs to obtain greater economies
or sales impact.

conventional marketing channels systems of independent
producers, wholesalers, and retailers.

conversion rate the percentage of customers who move to the
next stage of the customer acquisition process.

core competency expertise in an area that gives a company a
competitive advantage.

corporate culture the shared experiences, stories, beliefs, and
norms that characterize an organization.

corporate vertical marketing system a strategy that combines
successive stages of production and distribution under a single
entity.

cost inflation a circumstance in which rising costs unmatched
by productivity gains squeeze profit margins and lead companies
to regular rounds of price increases.

creative brief a succinct document that outlines the specific
communication approach to be used in a creative assignment.

crowdsourcing the gathering of data and opinions from the pub-
lic to enrich the marketing process.

customer acquisition funnel a depiction of the phases of the
process of attracting new customers.

customer base customers who are loyal to the company and
its offerings.

customer-centricity a focus on the customer that underlies all
company offerings and activities.

customer empowerment the ability of customers to choose how
they want to engage with the company.

customer equity the total sum of the lifetime values of all com-
pany customers.

customer lifetime value the total amount a customer is
expected to spend during his or her tenure with the company.

customer profile the observable demographic, geographic,
behavioral, and psychographic customer descriptors.

customer profitability analysis a means of assessing and rank-
ing customer profitability.

customer relationship management the process of managing
detailed information about individual customers and all customer
touch points to maximize loyalty.

customer touch points the occasions on which a customer
encounters the brand, product, or service.

customer value analysis assessment of how consumers
view the company’s strengths and weaknesses relative to the
competition.

customer value management analysis of customer perceptions
of an offering’s value to develop marketing strategies to acquire
and retain customers and drive purchase behavior.

customer value proposition the value the company aims to
create for its target customers.

D

demand forecast an estimation of the size of the potential market
for the company’s offering.

design the totality of features that affect the way a product looks,
feels, and functions.

design thinking a process of developing design concepts.

direct exporting the sale of a company’s offering in other coun-
tries by the company itself.

direct investment the process by which a foreign company can
buy a partial or full interest in a local company or build its own
manufacturing or service facilities.

direct marketing channel a manufacturer selling directly to the
final customer.

distribution channel a set of interdependent organizations par-
ticipating in the process of making a product or service available
to the target market.

diversification strategy a move to enter a new market with an
offering that is new to the company.



diversified portfolio a fairly broad assortment of multiple prod-
uct lines.

divesting the process of selling an asset of a company or the
company itself.

dual-level channel a distribution channel that contains two inter-
mediaries, typically a wholesaler and a retailer.

economic-value-to-customer pricing the setting of the price
a consumer is willing to pay based on the perception of the prod-
uct’s value.

elaboration likelihood model a description of the process by
which consumers make evaluations in both low- and high-involve-
ment circumstances.

ethnographic research a particular observational research
approach that uses concepts and tools from anthropology and
other social science disciplines to provide deep cultural under-
standing of how people live and work.

everyday low pricing (EDLP) a consistently low retail price with
little or no price promotion or special sales.

exclusive distribution the use of a highly limited number of
intermediaries.

expectancy-value model the process by which people evaluate
products and services by combining their assessments according
to the weighted importance of those assessments.

experience-curve pricing the setting of a lower price based on
the future ability to lower production costs through experience.

external marketing the process of designing, communicating,
and delivering a product or service to customers.

F

facilitators the transportation companies, independent ware-
houses, banks, and advertising agencies that assist in the distri-
bution process but do not take title to goods or negotiate sales.

fad a short-lived mode of behavior that has no social, economic,
or political significance.

fixed costs costs that do not vary with changes in production level.

flagship product an offering that best represents or embodies
the brand.

flanking an attack on a competitor’s weak spot to steal market share.

focus group a small group of people who are selected based on
certain demographic, psychographic, or other considerations and
brought together to discuss various topics of interest.

forward buying the purchase of a greater quantity of favorably
priced goods than a retailer can immediately sell.

frame of reference a benchmark against which customers can
evaluate the benefits of a company’s offering.

franchising granting permission to use a company’s know-how,
procedures, intellectual property, business model, and brand to sell
its branded products and service.
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frontal attack a move to match a competitor’s marketing strategy
and tactics.

G

geofencing a mobile promotion strategy that targets customers
when they are within a defined geographic space, typically near
orin a store.

geographic segmentation the division of the market into geo-
graphic units such as nations, states, regions, counties, cities, or
neighborhoods.

goodwill an accounting term that includes brand equity and signi-
fies the monetary value of all intangible assets of a company.

gray market the diversion of branded products from authorized
distribution channels.

greenwashing providing misleading information or giving the
impression that products or practices are more environmentally
friendly than they really are.

guarantee the assurance that if a product fails to function as
promised or as customers expect, the company will provide some
type of compensation to the purchaser.

guerrilla attack a series of small, intermittent attacks on the
competition.

H

harvesting the reduction of investment in an offering to reap the
greatest possible profit.

heuristics rules of thumb that facilitate the decision process.

high-low pricing higher retailer prices on an everyday basis, with
frequent promotions featuring prices temporarily lower than EDLP-
level prices.

horizontal channel conflict a dispute between channel mem-
bers at the same level of the distribution network.

horizontal marketing systems two or more unrelated compa-
nies pooling resources or programs to exploit an emerging market-
ing opportunity.

image pricing the act of setting prices higher to make an offering
more desirable in the eyes of consumers.

incentives the typically short-term sales promotion tools
designed to stimulate the purchase of a product or service.

incremental innovation a minor improvement of an existing
offering or process.

indirect exporting the use of independent intermediaries to sell
a company’s offering in other countries.

influencer marketing the use of a popular figure to promote a
product, service, or brand within his or her social media sphere.

informational appeal an elaboration of product or service attri-
butes or benefits to influence the consumer purchasing decision.
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institutional market schools, hospitals, nursing homes, prisons,
and other entities that provide goods and services to people in
their care.

integrated marketing the coordination of all marketing activities
and programs aimed at designing, communicating, and delivering
consistent value to consumers.

integrated marketing communication an approach to manag-
ing a communication campaign through the coordinated use of
different communication tools.

intensive distribution the placement of goods or services in as
many outlets as possible.

interactive marketing the company’s encouragement of, and
response to, consumer perspectives and behaviors regarding an
offering or brand.

internal marketing the hiring, training, and motivating of employ-
ees to serve customers in a way that reflects the company’s goals.

intrapreneur a company employee whose duties are focused
on fostering product, service, and process innovation within the
company.

J

joint venture a business enterprise engaged in by two or more
otherwise separate entities.

just-in-time inventory management the ordering of produc-
tion components as needed, to save on warehousing costs and
improve cash flow.

L

laddering a series of increasingly specific questions that can
reveal consumers’ motivations and deeper goals.

licensing granting permission to manufacture and sell a com-
pany’s offering in a specific market.

line extension the addition of new products to a company’s cur-
rent product line.

line filling a lengthening of a company’s product line by adding
more items to the existing range.

line stretching an expansion of the product line beyond its cur-
rent range.

localized marketing program an approach that tailors its mar-
keting activities to individual target markets.

long-term memory the capacity to remember and store informa-
tion indefinitely, or even permanently.

loss-leader pricing the setting of a low price for a product to
attract greater consumer traffic.

macromodel of marketing communication description of the
interaction between the sender (company) and the recipient (con-
sumer) of the communication message.

macroscheduling decision the allocation of communication
expenditures related to seasons and the business cycle.

market demand the total volume of a product that would be
bought by a defined customer group in a defined geographic area
in a defined time period in a defined marketing environment under
a defined marketing program.

market-development strategy a focus on expanding sales of a
product or service to new target markets.

market expansion a move that makes an offering available to
the entire target market.

market forecast the market demand projected for a future time
period.

market leader the company with the largest share of the market
in which it competes.

market logistics infrastructure design and control of the flow of
materials and goods from manufacturer to customer.

market offering the actual good that the company deploys in
order to fulfill a particular customer need.

market-penetration strategy a focus on increasing sales of the
company'’s current offerings to its existing customers.

market position a company’s share of the market in which it
competes.

market potential the maximum sales that can be achieved in a
specific market in a given time period.

market segmentation the division of a consumer group into sub-
sets that share a similar set of needs and/or profile characteristics.

market skimming the setting of a relatively high price to make
the offering affordable only to customers with the greatest willing-
ness to pay.

market test a means of validating the offering in a portion of the
market or in the entire market.

marketing the identification and meeting of individual and social
needs in a way that harmonizes with the goals of the organization.

marketing communication the means by which firms inform,
persuade, and remind consumers about the products and brands
they sell.

marketing dashboards a structured way to disseminate the
insights gleaned from marketing metrics and marketing-mix
modeling.

marketing management the art and science of choosing target
markets and getting, retaining, and growing customers by deliver-
ing superior value.

marketing mix the attributes (product, service, brand, price,
incentives, communication, and distribution) that define the com-
pany’s offering.

marketing network the company and its supporting stake-
holders, with whom it has built mutually profitable business
relationships.

marketing-mix models a way to analyze data from multiple
sources to understand the effects of specific marketing activities.

markup pricing a pricing method that adds a standard markup
to the product’s cost.

mass customization the use of mass production techniques to
produce offerings that can be customized to meet the needs of
individual customers.



mass marketing addressing the entire market with a single
offering.

merchant wholesalers the intermediaries that buy directly
from the manufacturer, store the product, and then sell it to the
customer.

merchants the wholesalers and retailers that buy and resell the
offering to consumers.

micromodel of marketing communication description of con-
sumers’ specific responses to communications.

microscheduling decision the allocation of communication
expenditures within a short time period to obtain maximum impact.

mission a clear, concise, and enduring statement of the reasons
for an organization’s existence.

Moore’s model an adaptation of the Rogers’ model for technol-
ogy products.

multichannel conflict a dispute between two or more channels
that sell to the same market.

native advertising a form of advertising that resembles the medi-
um’s editorial content but is intended to promote the advertiser’s
product.

net price analysis the “real price” of the offering after discounts
and advertising and promotion costs are deducted.

niche marketer a company that caters to a subset of customers
with an offering exclusively tailored to their needs.

(o)

objective-and-task budgeting an approach for determining the
communication budget based on the specific task to be achieved.

observational research a means of obtaining data by unobtru-
sive observation of customers’ shopping or consumption habits.

opinion leader a person who offers informal advice or informa-
tion on how best a specific product or product category can be
used; also known as an influencer.

optimal value proposition the value an offering creates for cus-
tomers, collaborators, and the company.

order-to-payment cycle the time between an order’s receipt,
delivery of the product or service, and payment.

organic growth an increase in the company’s revenues, profits,
and/or market position through the use of its own resources.

P

penetration pricing the setting of a low price to maximize market
share.

perception the process of selecting, organizing, and interpreting
information to create a meaningful picture of the world.

perceptual map a visual representation of consumer perceptions
and preferences.

performance marketing the financial and nonfinancial returns
to business and society from marketing activities and programs.
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permission marketing the practice of marketing to consumers
only after gaining their expressed permission.

personality a set of distinguishing human psychological traits that
lead to relatively consistent responses to environmental stimuli,
including buying behavior.

personal selling the face-to-face interaction between the sales-
person and the buyer.

personas the detailed profiles of one or more target consumers
that depict the typical consumer in the target market.

points of difference (PODs) attributes or benefits that differenti-
ate the company’s offering from the competition.

points of parity (POPs) attributes or benefits that are not unique
and are shared with other brands.

positioning statement a summary of a product or brand’s strat-
egy that aims to guide the company’s actions.

positioning designing a company’s offering and image to occupy
a distinctive place in the minds of the target market.

price discrimination sale of the same offering at different prices
to different customers.

price elasticity of demand the degree to which a change in
price leads to a change in quantity sold.

price image the general perception that consumers have about
the level of prices at a given retailer.

price indifference band a range within which changes in price
have little or no effect on consumer purchases.

pricing cues a means of prompting customers to rely on price to
infer the value of a product.

primary data information gathered for a specific purpose or
project.

primary target the subset of target customers for which an offer-
ing will initially be made available.

principle of congruity psychological mechanism by which con-
sumers like to view seemingly related objects as being as similar
as possible in favorability.

private label a proprietary brand developed and sold by retailers
and wholesalers.

product-development strategy the creation of new products or
modifications to existing products in the target market.

product life cycle the length of time between the introduction of
an offering in the market and its removal from the market.

product line a group of related products sold by the same
company.

product-market growth framework a grid that outlines the dif-
ferent growth strategies; also known as the Ansoff matrix.

product-mix pricing the setting of prices in a manner that maxi-
mizes profits on the total mix of company offerings.

product portfolio the total number of products offered by a com-
pany, including various product categories and product lines.

product-value analysis the assessment of a product’s
value by examining ways components or processes can be
modified to reduce costs without adversely affecting product
performance.
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projective technique a process of presenting consumers with
an incomplete or ambiguous stimulus, such as word association
or choice ordering, in order to get a better understanding of their
thought processes.

prototype a model of an offering that aims to weed out potential
problems before the actual offering is created.

psychographic segmentation the division of target customers
into groups based on psychological traits, lifestyles, or values.

psychological resistance a reluctance to change established
preferences or opinions that are barriers to purchase.

public relations a variety of programs designed to promote a
company’s image among the relevant stakeholders.

publicity the securing of editorial content to promote an offering,
idea, organization, or image.

pull strategy the use of advertising, promotion, and commu-
nication to persuade consumers to demand the product from
intermediaries.

push strategy the selling of a product to end users through
collaborators.

Q

quality the degree to which a product or service fulfills customer
expectations of value.

questionnaire a set of questions presented to respondents to
collect primary data.

reference groups all groups that have a direct or indirect effect
on an individual’s beliefs, decisions, and behavior.

reference prices pricing information a consumer retains in
memory that is used to interpret and evaluate a new price.

relationship marketing the development of mutually satisfying
long-term relationships with key constituents to earn and retain
their business.

retailing the activities involved in selling goods or services directly
to final consumers for nonbusiness use.

retention rate the number of customers that continue to do busi-
ness with a company over a defined period of time.

revenue leaders the group of customers that represent the
highest customer lifetime value to the company.

reverse-flow channel a distribution channel in which goods flow
backward from the user to the producer, typically for recycling,
resale, or disposal.

reverse innovation the use of a successful product as a base for
creating an inexpensive alternative for developing markets.

Rogers’ model a classification of consumers according to the
speed with which they adopt new offerings.

S

sales force incentives the means used to motivate the sales
force, such as bonuses and trips.

sample size the number of people who should be surveyed to
provide credible results that can be extrapolated to the entire target
population.

sampling procedure a means of choosing survey respondents
that makes the sample more representative of the total target
population.

sampling unit the respondents who should be surveyed to glean
information about a specific market, product, or behavior.

search engine marketing (SEM) the practice of paying search
engine companies for one’s product, service, brand, or organiza-
tion to be featured in the results of particular keyword searches.

search engine optimization (SEO) the activities designed to
increase the likelihood that a link for a company or brand ranks as
high as possible in the order of all nonpaid links that appear during
online searches.

secondary data existing information collected for another
purpose.

selective attention the process of focusing on specific environ-
mental stimuli while ignoring others.

selective distortion the tendency to interpret information to fit
our preconceptions.

selective distribution the use of a number of carefully selected
intermediaries willing to carry a particular product.

selective market deployment an approach that deploys the
company’s offering only to specific areas of the target market to
test market reaction.

service an intangible act that one entity performs for another that
does not result in a change in ownership.

service blueprint a mapping of the service provided by the com-
pany from the customer’s point of view.

short-term memory the capacity to keep a limited amount of
information in mind for a short time.

showrooming examination of a product in a store before pur-
chasing it from a different retailer, typically to secure a lower price.

single-level channel a distribution channel that contains one
selling intermediary, such as a retailer.

social marketing marketing done by a nonprofit or government
organization to further a cause, such as “say no to drugs.”

specialized portfolio a fairly narrow assortment of one or a few
product lines.

stage-gate framework a multiphase model for managing the
process of developing new offerings.

standardized marketing program a strategy that uses the
same strategic and tactical approach across different markets and
countries.

strategic brand management the design and implementation of
marketing activities and programs to build, manage, and measure
brands.

strategic business unit (SBU) a single business or collection
of related businesses that can be planned separately from the rest
of the company, with its own set of competitors and a manager
who is responsible for strategic planning and profit performance.

strategic targeting a focus on customers whose needs the com-
pany can fulfill better than the competition.



strategy a company’s game plan for achieving its goals.

subliminal perception messages that consumers are not con-
sciously aware of but that affect their behavior.

supply chain management the procurement of inputs and their
conversion into finished products that are dispatched to the final
destinations.

sustainability avoidance of the depletion of natural resources by
reducing the impact of human activity on the environment.

systems buying the purchase of a total solution to a business
problem or need from one company.

systems selling a marketing approach to attract buyers that pre-
fer to buy entire systems from one company.

T

tactical targeting identifying the means to reach strategically
viable customers to communicate and deliver the company’s
offering.

tactics the marketing mix that makes the company’s strategy
come alive and defines the key aspects of the offering developed
to create value in a given market.

target attractiveness the ability of a market segment to create
value for the company.

target compatibility a reflection of the company’s ability to fulfill
the needs of target customers.

target market the market in which a company aims to create
and capture value.

target-rate-of-return pricing the setting of a price that will yield
the desired rate of return.

targeting the process of identifying those customers for whom
the company will optimize its offering.

time-and-duty analysis an hour-by-hour breakdown of activi-
ties to help employees understand how they might increase their
productivity.

top-down idea generation a product-development process that
begins with identifying a market opportunity.

total costs the sum of the fixed and variable costs for a given
level of production.

total customer benefit the perceived functional, psychologi-
cal, and monetary value that customers derive from a market
offering.
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total customer cost the perceived functional, psychological, and
monetary costs that customers incur to evaluate, obtain, use, and
dispose of an offering.

trade incentives the rewards offered to members of the distribu-
tion channel.

trend a change in behavior or sequence of events that has
momentum and durability.

triple bottom line the concept that a company has a responsi-
bility to stakeholders, which include employees, customers, and
society as a whole.

\')

value proposition the type of value that the company plans to
create for target customers.

variable costs costs that vary directly with the level of production.

vertical channel conflict a dispute between members at differ-
ent levels of the distribution network.

vertical marketing system a marketing system in which produc-
ers, wholesalers, and retailers work together as a unit.

visualization a way for marketers to gain insight into people’s
perceptions by asking them to create a collage or drawing.

w

warranties formal statements of expected product performance
by the manufacturer.

wholesaling all activities involved in selling goods or services to
those who buy for resale or make large purchases for business use.

word association a research method that involves asking
respondents what words come to mind when they hear the brand
name.

Y

yield pricing a pricing strategy based on anticipating and influ-
encing customers’ behavior.

y4

zero-level channel a distribution channel that involves a manu-
facturer selling directly to the final customer; also called a direct
marketing channel.

zone of tolerance the range in which customers will deem com-
pany service satisfactory.
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