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78 OnlinePinfluencerPmarketinghPJournalwofwthewAcademywofwMarketingwSciencefP2022fPojfPllp 12.4 9

77 ”igitalPtechnologiestPtensionsPinPprivacyPandPdatahhPJournalwofwthewAcademywofwMarketingwSciencefP
2022fPkglo 12.4 7

76 ojPyearsPofPsocialPmarketingtPseedingPsolutionsPforPthePfuturehPEuropeanwJournalwofwMarketingfP2022fP
opfPknmn 4.4 1

75 AnPemergingPtheoryPofPloyaltyPprogramPdynamicshPJournalwofwthewAcademywofwMarketingwSciencefP
2021fPnsfPqkgso 12.4 14

74 “ommentarytPOpportunitiesPandPchallengesPofPtechnologyPinPrelationshipPmarketinghPAustralasianw
MarketingwJournalfP2021fPlsfPkkkgkkq 5 5
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72 “ustomerPinertiaPmarketinghPJournalwofwthewAcademywofwMarketingwSciencefP2021fPnsfPmojgmqm 12.4 6

71 SharingPeconomytPInternationalPmarketingPstrategieshPJournalwofwInternationalwBusinesswStudiesfP2021
fPolfPknnogknqm 8.5 10

70 ”ynamicPeffectsPofPnewcomerPsalespersonsaPpeerPrelationalPexchangesPandPstructuresPonP
performancehPInternationalwJournalwofwResearchwinwMarketingfP2020fPmqfPqngsl 5.5 2

69 TowardPaPtheoryPofPoutsideginPmarketingtPPastfPpresentfPandPfuturehPIndustrialwMarketingw
ManagementfP2020fPrsfPkjqgklr 6.9 21

68 “ustomerPSuccessPManagementtPThePnextPevolutionPinPcustomerPmanagementPpracticeyhPIndustrialw
MarketingwManagementfP2020fPsjfPmpjgmps 6.9 12

67 ”ataPPrivacyPinPRetailhPJournalwofwRetailingfP2020fPspfPnqngnrs 6.5 19

66 APtheoryPofPmultiformatPcommunicationtPmechanismsfPdynamicsfPandPstrategieshPJournalwofwthew
AcademywofwMarketingwSciencefP2020fPnsfPkglk 12.4 3

65 ThePIntelligentPMarketerâ��sPGuidePtoP”ataPPrivacyP2019fP 12

64 InoculatingPAgainstP“ustomerPVulnerabilityP2019fPsmgkjr

63 ThePâ��firstPprinciplesâ��PofPmarketingPstrategyhPAMSwReviewfP2019fPsfPoglp 3 10

62 ThePPsychologyPofP“onsumerPPrivacyP2019fPlkgnk
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61 PrivacyPFailuresPandPRecoveryPStrategiesP2019fPkjsgkmj

60 ’igP”ataâ��sPMarketingPApplicationsPandP“ustomerPPrivacyP2019fPqmgsl

59 UnderstandingPandPValuingP“ustomerP”ataP2019fPkmmgkok 3

58 “ustomerP”ataPPrivacytPWhyP–veryPMarketerPShouldP“areP2019fPmglj

57 HybridPsalesPstructuresPinPthePagePofPegcommercehPJournalwofwPersonalwSellingwandwSaleswManagementfP
2018fPmrfPlqqgmjl 3.4 40

56 InternationalPMarketP–ntryPStrategiestPRelationalfP”igitalfPandPHybridPApproacheshPJournalwofw
InternationalwMarketingfP2018fPlpfPmjgpj 3.9 37

55 RelationalPsellingtPPastfPpresentPandPfuturehPIndustrialwMarketingwManagementfP2018fPpsfPkpsgkrn 6.9 68

54 “onclusiontPInformingP“ustomerP–ngagementPMarketingPandPFuturePResearchP2018fPmjqgmlm 5

53 ”isentanglingPthePeffectPofPservicesPonP’l’PfirmPvaluetPTradegoffsPofPsalesfPprofitsfPandPearningsP
volatilityhPInternationalwJournalwofwResearchwinwMarketingfP2018fPmofPljogllm 5.5 10

52 TheP–ffectPofPOnlinePShoppingPPlatformPStrategiesPonPSearchfP”isplayfPandPMembershipPRevenueshP
JournalwofwRetailingfP2018fPsnfPlnqglpn 6.5 27

51 OnlinePRelationshipPFormationhPJournalwofwMarketingfP2017fPrkfPlkgnj 11 55

50 MarketingPresearchPcenterstPcommunityfPproductivityfPandPrelevancehPJournalwofwthewAcademywofw
MarketingwSciencefP2017fPnofPnpognpp 12.4 5

49 ”ataPPrivacytP–ffectsPonP“ustomerPandPFirmPPerformancehPJournalwofwMarketingfP2017fPrkfPmpgor 11 212

48 ThePeffectPofPfirmsaPstructuralPdesignsPonPadvertisingPandPpersonalPsellingPreturnshPInternationalw
JournalwofwResearchwinwMarketingfP2017fPmnfPkqmgksm 5.5 8

47 MarketingPStrategyP2017fP 10

46 MarketingPStrategytPImplementingPMarketingPPrinciplesPandP”ataPAnalyticsP2017fPlosglqr 4

45 MarketingPPrinciplePTktPAllP“ustomersP”ifferPyPManagingP“ustomerPHeterogeneityP2017fPmmgqp

44 MarketingPPrinciplePTmtPAllP“ompetitorsPReactPyPManagingPSustainableP“ompetitivePAdvantageP
2017fPkksgkns
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43 MarketingPStrategytPAPFirstPPrinciplesPApproachP2017fPkgmj

42 MarketingPPrinciplePTltPAllP“ustomersP“hangePyPManagingP“ustomerP”ynamicsP2017fPqsgkkp

41 MarketingPPrinciplePTmtPManagingP’randgbasedPSustainableP“ompetitivePAdvantageP2017fPkokgkqk

40 MarketingPPrinciplePTmtPManagingPRelationshipgbasedPSustainableP“ompetitivePAdvantageP2017fPksoglks

39 ”ynamicPRelationshipPMarketinghPJournalwofwMarketingfP2016fPrjfPomgqo 11 132

38 UnderstandingPloyaltyPprogramPeffectivenesstPmanagingPtargetPandPbystanderPeffectshPJournalwofw
thewAcademywofwMarketingwSciencefP2016fPnnfPrrgkjq 12.4 104

37 ”ependencePandPinterdependencePinPmarketingPrelationshipstPmetaganalyticPinsightshPJournalwofwthew
AcademywofwMarketingwSciencefP2015fPnmfPpsngqkl 12.4 61

36 TheP–volutionPofPMarketingP“hannelstPTrendsPandPResearchP”irectionshPJournalwofwRetailingfP2015fP
skfPonpgopr 6.5 70

35 TransformationalPRelationshipP–ventshPJournalwofwMarketingfP2015fPkojplpklnmmqjjl 11 1

34 ’usinessgtog’usinessP’uyingtP“hallengesPandPOpportunitieshPCustomerwNeedswandwSolutionsfP2015fPlfPksmgljr0.8 50

33 ’uildingfPmeasuringfPandPprofitingPfromPcustomerPloyaltyhPJournalwofwthewAcademywofwMarketingw
SciencefP2015fPnmfPqsjgrlo 12.4 156

32 UnderstandingPRelationshipPMarketingPandPLoyaltyPProgramP–ffectivenessPinPGlobalPMarketshP
JournalwofwInternationalwMarketingfP2015fPlmfPkglk 3.9 166

31 TransformationalPRelationshipP–ventshPJournalwofwMarketingfP2015fPqsfPmsgpl 11 68

30 –ffectPofP“ustomerg“entricPStructurePonPLonggTermPFinancialPPerformancehPMarketingwSciencefP2015
fPmnfPlojglpr 3.6 49

29 StructuralPmarketingtPusingPorganizationalPstructurePtoPachievePmarketingPobjectiveshPJournalwofwthew
AcademywofwMarketingwSciencefP2015fPnmfPqmgss 12.4 49

28 ”irectPandPIndirectP–ffectsPofP’uyersPandPSellersPonPSearchPAdvertisingPRevenuesPinP
’usinessgtog’usinessP–lectronicPPlatformshPJournalwofwMarketingwResearchfP2015fPolfPnjqgnll 5.2 38

27 –ffectPofPsalespeopleasPacquisitionâ��retentionPtradegoffPonPperformancehPJournalwofwPersonalwSellingw
andwSaleswManagementfP2014fPmnfPskgkkk 3.4 17

26 ResourcegbasedPtheoryPinPmarketinghPJournalwofwthewAcademywofwMarketingwSciencefP2014fPnlfPkglk 12.4 337
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25 SynergisticP–ffectsPofPRelationshipPManagersâ��PSocialPNetworksPonPSalesPPerformancehPJournalwofw
MarketingfP2014fPqrfPqpgsn 11 72

24 ThePRolePofP“ulturePinPInternationalPRelationshipPMarketinghPJournalwofwMarketingfP2014fPqrfPqrgsr 11 163

23 RelationshipPVelocitytPTowardPaPTheoryPofPRelationshipP”ynamicshPJournalwofwMarketingfP2013fPqqfPkmgmj 11 187

22 ReviewPofPthePtheoreticalPunderpinningsPofPloyaltyPprogramshPJournalwofwConsumerwPsychologyfP2011fP
lkfPlopglqp 3.1 139

21 ThePeffectsPofPcustomerPacquisitionPandPretentionPorientationsPonPaPfirmâ��sPradicalPandPincrementalP
innovationPperformancehPJournalwofwthewAcademywofwMarketingwSciencefP2011fPmsfPlmnglok 12.4 98

20 PoisoningPRelationshipstPPerceivedPUnfairnessPinP“hannelsPofP”istributionhPJournalwofwMarketingfP
2011fPqofPssgkkq 11 215

19 –ffectsPofP“ustomerPandPInnovationPAssetP“onfigurationPStrategiesPonPFirmPPerformancehPJournalwofw
MarketingwResearchfP2011fPnrfPorqgpjl 5.2 117

18 ThePRolePofP“ustomerPGratitudePinPRelationshipPMarketinghPJournalwofwMarketingfP2009fPqmfPkgkr 11 427

17 UnderstandingPRetailPManagersâ��PRolePinPthePSalesPofPProductsPandPServiceshPJournalwofwRetailingfP
2009fProfPklsgknn 6.5 59

16 SupplyP“hainPManagementPandPRetailerPPerformancetP–mergingPTrendsfPIssuesfPandPImplicationsPforP
ResearchPandPPracticehPJournalwofwRetailingfP2009fProfPrngsn 6.5 252

15 InterfirmPRelationalP”riversPofP“ustomerPValuehPJournalwofwMarketingfP2008fPqlfPqpgrs 11 136

14 –ffectPofPServicePTransitionPStrategiesPonPFirmPValuehPJournalwofwMarketingfP2008fPqlfPkgkn 11 259

13 TrustPatP”ifferentPOrganizationalPLevelshPJournalwofwMarketingfP2008fPqlfPrjgsr 11 162

12 –ffectPofPServicePTransitionPStrategiesPonPFirmPValuehPJournalwofwMarketingfP2008fPqlfPkgkn 11 232

11 InterfirmPRelationalP”riversPofP“ustomerPValuehPJournalwofwMarketingfP2008fPqlfPqpgrs 11 256

10 AchievingPrelationshipPmarketingPeffectivenessPinPbusinessgtogbusinessPexchangeshPJournalwofwthew
AcademywofwMarketingwSciencefP2008fPmpfPkqngksj 12.4 145

9 InfluencePofPcustomerPparticipationPonPcreatingPandPsharingPofPnewPproductPvaluehPJournalwofwthew
AcademywofwMarketingwSciencefP2008fPmpfPmllgmmp 12.4 273

8 SalesPchannelPintegrationPafterPmergersPandPacquisitionstPAPmethodologicalPapproachPforPavoidingP
commonPpitfallshPIndustrialwMarketingwManagementfP2007fPmpfPorsgpjm 6.9 18

(2007-2014)

5



7 “ustomerPLoyaltyPtoPWhomyPManagingPtheP’enefitsPandPRisksPofPSalespersongOwnedPLoyaltyhP
JournalwofwMarketingwResearchfP2007fPnnfPkrogkss 5.2 346

6 AP“omparativePLongitudinalPAnalysisPofPTheoreticalPPerspectivesPofPInterorganizationalP
RelationshipPPerformancehPJournalwofwMarketingfP2007fPqkfPkqlgksn 11 533

5
UsePofPrelationshipPmarketingPprogramsPinPbuildingPcustomerâ��salespersonPandPcustomerâ��firmP
relationshipstP”ifferentialPinfluencesPonPfinancialPoutcomeshPInternationalwJournalwofwResearchwinw
MarketingfP2007fPlnfPlkjgllm

5.5 154

4 ReturnsPonP’usinessgtog’usinessPRelationshipPMarketingPInvestmentstPStrategiesPforPLeveragingP
ProfitshPMarketingwSciencefP2006fPlofPnqqgnsm 3.6 119

3 FactorsPInfluencingPtheP–ffectivenessPofPRelationshipPMarketingtPAPMetagAnalysishPJournalwofw
MarketingfP2006fPqjfPkmpgkom 11 1554

2 GoalgsettingPparadoxesyPTradegoffsPbetweenPworkingPhardPandPworkingPsmarttPThePUnitedPStatesP
versusP“hinahPJournalwofwthewAcademywofwMarketingwSciencefP2004fPmlfPkrrgljl 12.4 79

1 AnP–mergingPTheoryPofPAvatarPMarketinghPJournalwofwMarketingfjjlllnlslkssppn 11 20
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