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ManagementpReviewscN2012cNhlcNihodiko 6.4 111
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ProductseNJournalpofpInteractivepMarketingcN2017cNlgcNhdp 9.8 106
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ResearchpinpMarketingcN2015cNkicNhqmdign 5.5 60
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—ecisioneNJournalpofpMarketingcN2008cNoicNlndnl 11 56

19 LossesNLoomNLongerNthanNGainsrNModelingNtheNImpactNofNServiceN’risesNonNPerceivedNServiceNQualityN
overNTimeeNJournalpofpMarketingpResearchcN2015cNmicNnlidnmn 5.2 52
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JournalpofpConsumerpPolicycN2007cNkgcNomdqg 2.4 44

17 TheNeffectsNofNcustomerNequityNdriversNonNloyaltyNacrossNservicesNindustriesNandNfirmseNJournalpofpthep
AcademypofpMarketingpSciencecN2017cNlmcNkkndkmn 12.4 42

16 SatisfactionNwithNVirtualN’ommunitiesNofNInterestrNEffectNonNMembersUNVisitNFrequencyaeNBritishp
JournalpofpManagementcN2007cNhpcNilhdimn 5.6 42

15 MarketingNperspectivesNonNdigitalNbusinessNmodelsrNyNframeworkNandNoverviewNofNtheNspecialNissueeN
InternationalpJournalpofpResearchpinpMarketingcN2019cNkncNklhdklq 5.5 36

14 TheNeffectsNofNmailingNdesignNcharacteristicsNonNdirectNmailNcampaignNperformanceeNInternationalp
JournalpofpResearchpinpMarketingcN2013cNkgcNhlkdhmq 5.5 35

13 —oNvendorsNbenefitNfromNpromotionsNinNaNmultidvendorNloyaltyNprogramweNMarketingpLetterscN2011cN
iicNklhdkmn 2.3 30

12 TheNimpactNofNcorporateNsocialNresponsibilityNonNcustomerNattitudesNandNretentionâ��theNmoderatingN
roleNofNbrandNsuccessNindicatorseNMarketingpLetterscN2017cNipcNngodnhq 2.3 29

11 —riversNofNpeakNsalesNforNpharmaceuticalNbrandseNQuantitativepMarketingpandpEconomicscN2010cNpcNliqdlng0.9 29

10 yN’omparisonNofN’ustomerN’ommitmentNinNFiveNSectorsNUsingNtheNPsychologicalNInvestmentNModeleN
JournalpofpRelationshippMarketingcN2010cNqcNidiq 2.2 26

9
WebsitesNasNInformationNHubsrNHowNInformationalN’hannelNIntegrationNandNShoppingNzenefitN
—ensityNInteractNinNSteeringN’ustomersNtoNtheNPhysicalNStoreeNJournalpofpthepAssociationpforp
ConsumerpResearchcN2018cNkcNkkgdkli

1.7 19

8 IndicatorsNofNopinionNleadershipNinNcustomerNnetworksrNselfdreportsNandNdegreeNcentralityeN
MarketingpLetterscN2016cNiocNllqdlng 2.3 17

7 TheNEffectNofNPricingNandNydvertisingNonN’ustomerNRetentionNinNaNLiberalizingNMarketeNJournalpofp
InteractivepMarketingcN2011cNimcNighdihl 9.8 17

6 OmnidchannelNretailingrNsomeNreflectionseNJournalpofpStrategicpMarketingcN2021cNiqcNngpdnhn 2.7 11

5 yntecedentsNofNWebroomingNinNOmnichannelNRetailingeNFrontierspinpPsychologycN2020cNhhcNngnoqp 3.4 7

4 ’ustomerNvalueNmodellingNinNtheNenergyNmarketNandNaNpracticalNapplicationNforNmarketingNdecisionN
makingeNInternationalpJournalpofpElectronicpCustomerpRelationshippManagementcN2015cNqcNh 1.1 5
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2 StatusNofN—atabaseNMarketingNinNtheN—utchNFastNMovingN’onsumerNGoodsNIndustryeNJournalpofp
Market-FocusedpManagementcN1999cNkcNkhkdkkh 3

1 MovingNForwardrNTheNRoleNofNMarketingNinNFosteringNPublicNTransportNUsageeNJournalpofpMarketingpwp
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