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RESEARCH IN MARKETING STRATEGY
Abstract

Marketing strategy is a construct ttias at the conceptual hearttb field ofstrategic
marketing and is central to the practice of marketing. It is also the area witicim wany of the
mostpressingcurrent challenges identified by marketers and CMOs alisedevelop a new
conceptualization ahedomain and sub-domains wfarketing strategy and ug@slens to
assess the current state of marketing strategy red@astamininghe paperin the six most
influential marketingournals publishing such papers over the period 1999 through R04.7
uncoverimportant challenget® marketing strategy researeimot least the increasingly limited
number and focus of studies, aetlininguse of both theory and primary research designs.
However, we also uncover numerous opportunities for developing important and highly relevant
newmarketing strategy knowledge—the number and importance of unanswered marketing
strategy questions and opportunities to impact practice has arguably nevgrdagenTo guide
such researglwe develop a new researajendahatprovides opportunitiefor researchers to
develop new theory, establish clear relevance, and contribute to improving practice
INTRODUCTION
Developing and executing marketing strategy is central to the practice adtmgrRecent
reportsregarding the tophallengegacing marketers (Table t¢veal numerous questions within
the domain ofmarketing strategincluding (i) howto aeate organizational structgréhatbetter
enable development of marketing strategjieg help navigate and adaptcwanging astomer
andfirm needs; (ii) how to choose the optimal set of marketing strategies to drive ositcome
given competing priorities and myriad internal and external stakeholdér§ii arhow to lead
enterprisewide executivesn developing and implementing strategthat creategyreater
customer centricity and engagemeXd.a resulof its centrality to practice, marketing strategy is
also a key area of business school pedagaggtal in marketing theory explanations of firm
performance, and a focus of inquinpang academic researchers. However, while there has been
a growing research interest in the general field of strategic marKegngarketingrelated

phenomena and decisions that are important to understanding thtedongerformance of

product/brands, SBUs, and firmg)is unclear how much of this research relatemaoketing



strategy—the central construetithin the fieldof strategic marketing

Sincedeveloping and executing marketing strategseistral to what marketers do in
practice research germane to understandiregéhactivitiess key to establishing the relevance
of the academic discipline of marketing. Better understanding the statekatimgustrategy
knowledgeis also important for developirtheoretical understanding in nkating. For example,
knowing what theories have been drawn on in past research andaspatts omarketing
strategyhave received little attention is a grersor to any attempt to develop indigenous
marketing theorySystematic analyses of the use of different research approaches and methods in
a particular domaimrand how these have changed over time can also uncover insights for the
development of new approaches and methods. result, periodic reviews of research in a
domain are useful in consolidating knowledge and enabling cumulative knowledgepteset
(e.g., Palmatier, Houstafa Hulland 2018).

The lastmajorreview of research in marketing strategy wadertaken byaradarajan
& Jayaclandran (1999). Clearly, much has happened in the worlds of both practice and research
in the pastwenty yearsmaking the present study needed and timBtys studytherefore
undertakes comprehensive review of the strategic marketing literaiace 1999, withhree
specific objectives{a) to develop a framework through which tesass the current state of
research conducted within marketing stratégyto illuminate and illustrat¢he “state of
knowledge” in core sub-domain$ marketing strateggievelopment andxecutionand (c) to
develop a research agendantifying aspects of marketing strategy that require greater

In addressing these objectives, this study makes a number of contributiontetpcstra

! Wefollow Varadarjan’'s (2010) distinction using “strategic marketiag the term dgecribingthe general field of
studyand“marketing strategy” as the construct that is centréthénfieldof strategic marketing-justas
analogically “strategic management” is a field of study in which “catgostrategy” is a central construct.
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marketing knowledge. First,esshowthat marketing strateggsearch published in the major
journals over th@ast nineteegears(1999-2017 hasprimarily focused oreithermarketing
tacticsor marketingrelatedinputs (resources and capabilitiés)narketing strateggndtheir
performanceutcomes (both directly and under different external and internal environmental
conditions) with relatively littleresearch ithe core domain of marketing stratetfyour
understanding of marketing strategy before 1999 was complete—and no signlierages had
occurred since that timethis may not be a significant problem. However, clearly neither of
these conditions is true. &helative lack of attention to marketing strategy during this period
should be viewed asgarticularly significat gapin marketingknowledgesincemarketing
strategy is the central construct in the fieldwategic marketingndin practice marketers spend
mostof their timeengaged imarketing strategyelatedactivities

Secondwe developa newconceptualization of marketing strateglentifying four key
sub-domains (i.e., content-formulation, content-implementation, process-formulatioesgr
implementation) This providesa newframeworkthat can be used to ass#ss state of the field,
identify critical knowledge gaps, ardirectfuture research. In this studyeuse it as a lens with
which toassess anchlibrate which marketing strategy sdbmains—and issues within each
domain—have received more or less atten. For example, we show thahile marketing
strategy implementation appears to be an area of relatively strong reseamegemost
studies in thisubdomain are marketingix modelsexaminng linkages between one or more
marketing program elemenasdperformanceutcomes while controlling for the remaining
elements of a brand or firm’s marketing program. Conversayind that very fewmarketing
strategystudieshavefocusd on the procegsby which marketing strategy is developed.

Third, building on such insightse identifya new research agenda for future marketing



strategy researcldynthesizing existing knowledge within a domain of inquiry and identifying
research gaps is an important stage of cumulative knowledge developmentieichfeyd.,
Palmatier, Houston & Hulland018. Such cumulative knowledge buildiilgmarketing strategy
is essentiakince its centrality to marketing practice makesearch in marketing strategy of
particular importance in establishing the relevancecaflamic research and uslity and
legitimacyto practicing managers. We therefore use relevance to practice as one of the lenses
used to identify and prioritize a new research agenda for marketingygtrate
The paper is structured as follows. First, we develop aimegratedconceptual model
of marketing strategy to guide our review. Next, we describe the journal sangpieview
procedure adopted. We then present and discuss the descriptive statisticsransmgy f
review.Within the subdomains of marketing strategy identifjegde next present exemplar
studies and briefly synthesize existing knowledge.tiéndiscuss the implications of the
review findings for marketing theory and practiEeally, we develop a research agenda for
future research in marketing strategy.
—Insert Table 1 Here —
CONCEPTUALIZING MARKETING STRATEGY

A necessary first step in reviewing research in any domain is to clearly dsiisidigernal
boundaries anttlentify importantinternal boundaries among sub-domalnsaaccomplishing
this,we draw initially onvVaradarajais (2010) exploration of the conceptual domain and
definition of marketing strategy

“Marketing strategy is an organization’s integrated pattern of decistbasspecify its

crucial choices concerning products, markets, marketing activities and marketing

resources in the creation, communication and/or delivery of products that offer value to

customers in exchanges with the organization and thereby enables the organization to
achieve specific objectives.” (Varadarajan 2010, p. 119)



In line with this the marketingliterature broadly indicates thatfirm’s marketingefforts
impact itsmarketplace and econonperformance through the formulation and implementation
of specific patterns of resource deployments designed to achieve marketiniyedjach target
market (e.g.Katsikeas et al. 2016; Morgan 2Q1Zhis formulationimplementatiordichotomy
perspective suggests tlggtalsetting andnarketingstrategy developmesiystemsare used as
future-oriented decision-making frameworks to define desired goals and idandifgelect
marketing strategoptionsthat may enable these goals to be accompligb#dwed by a period
of enactment in which firms seek to operationalize the intended marketing \sttatégjons to
achieve the desired goals (eldgrgan et al. 2012; Noble & Mokwa 1999; Piercy 1998).

From this perspective, anketing strategy formulation involvesanagersnaking explicit
“what” decisions regarding goals and the broad means by which they are tobghkshed in
terms of target market selectiorguired value offerings and desired positioning, timing, etc.
(e.g., Kerinet al.1990; Slater & Olson 2001). Conversely, marketing strategy implementation
concerns “doing it” in terms of translating thésead“what” marketing strategy decisions into a
set of detaile@nd integratedharketing tactics and accompanyihgse with appropriate actions
and resource deploymerntsenacthem(e.qg., Slateet al.2010; Varadarajan &ayachandran
1999). Whiletheliterature has consistently distinguished between strategy formulation and
implementationboththe marketing andtrategic managemeliterature also suggests that they
are interdependent, with implementation (what a firm is able to do) shaping at@diooms
marketing strategy contedecisions over time (e.g., Cespedes 1991; Moorman & Miner 1998).

A second “dichtomy” evidenced widely in the strategic management literature (e.qg.
Farajoun 2002; Mintzberg & Lampel 1999; Van de Ven 1982(, to a lesser extent in the

marketing literature (e.g., Frankwick et al. 1994; Menon et al. 1999; Wallkerekert1987),is



between strategy content and strategy proéessn this perspectivenarketingstrategy content
concerns the specific strategic decisi@ng., what and how many segments to target, what the
firm’s value proposition needs b@ to achieve required sales)dintegrated tacticaharketing
program decisionge.g., the required saldsrce incentive planchannel selection and
merchandizing platform design, marketing communicati@diaselection, etc.) made.
Conversely, strategy process concerns the orgaoimal mechanisms leading to these marketing
strategy decisions (e.g., situation assessment,sgtiahg, topdown vs. bottom up strategic
planning process, planning comprehensiveness, etc.) and those used to nmakbzand
decisions regarding how thaye enacte@e.g., marketing mix planning, budgetimgternal
communication, organization re-design, performance monitoring and control systems

We use these two common “dichotomies” as a framework (see Figimeektablishing
the externaboundaries of the domain of marketing strategy and to identify important sub-
domains within the marketing strategy construletentifying these sub-domains within the
broad domain outlined in Varadarajan (2010) allows us to refine his original defiition
marketing strategyWe therefore define marketing strategy as encompassirsiy #tegy
decisions and actions (what) astdategymaking and realizatioprocesss(how) concerning
firm’s desired goafsovera future timeperiod, and the means through which it intends to
achieve thenncludingselecting target markets and customrentifying required value
propositions; and dggningand enacting integrated marketing prograndeteelop deliver, and
communicate the value offering&/e use lis definition of marketing strateggnd the sub-

domains it encompassestire conceptudrameworkdeveloped as a lens through which to

! Following the strategic management literature (e.g., Mintzberg 1$8¢ak 1984), marketing stratdggs also
been viewed from an “emergent” strategy perspective (e.g. Hutt, &enRonchetto 1988; Menon et al. 1999).
Conceptually this is captured as realized (but noftaened) tatics and actions in Figure 1.

2These may be at the product/brandUSBr firm-level.



identify andexamire recent research marketing strateggsee Figure 1).
—Insert Figure 1 Here —

Our new definition omarketing strategy also allows us to identify and capture studies
examinng strategic marketing phenomena related-bmt not directlyencompassing-
marketing strategyAs shown in Figure 1, the most important categories of these related
phenomena deal with: (ipputsto marketing strategy including resources such as market
knowledge, brand portfolios, financial resources, etc. and capabilities such as NRDetCR
(if) outputsof marketing strategy including customer “miget” and behavior outcomes and
marketplace and economic performance; andgfijironmental factordistinct from marketing
strategy but that may impact marketing strategy phenomena and theansips with other
phenomena including internal factors such as organizational culture, size, etcteandl e

factors such as market characteristics, technology turbulence, competégtiy etc.

REVIEW OF MARKETING STRATEGY RESEARCH
Journal sekction To ensure the representativeness and high quality of studies included in our
review, weexamined the ten most influential marketing journalBammgartne& Pieterss
(2003) study of journal influence, arkntified the sixof thesethatpublish research ithe field
of strategic marketingJournal of Marketing (JM), Journal of Marketing Research (JMR),
Marketing Science (MKS), Journal of the Academy of Marketing Science (JAMSglddur
Retailing (JR)andIndustrial Marketing Manageme(ViM)). The remainindour “top ten”
journalsare either not typical outlets for strategic marketing resddozirnal of Consumer
Research, Management SciermegdAdvances in Consumer Resegroharemanageriand
provide little detail regardintheory orresearch methodHarvard Business Revigw\Ve

replaced the lowest ranked {)Qournal on this listindustrial Marketing Management (IMM)



with International Journal of Research in Marketing (IJR&%)thigournal has grown
significantly in statire over the past fifteen yeandis now considerethetop non-U.S. based
marketing journa(Kumaret al.2017; Robertgt al.2014).

Thus, we includesix journals inthis review:JM, JMR, MKS, JAMS, JRndIJRM. We
first obtained digital caps of every article published in these six journals from their official
websites duringhe 1999 thru 2017 periodacharticle was examined (titl@bstractkeywords,
hypotheses/conceptual framework, etc.) muitthlly codedwhere appropriatato one or more
of thefour broadcategorieshown in Figure 1 (i.emarketingstrategy, inputs, outputs, and
environment). Articles with “marketing strategy”, “strategy”, or any oikeywords or similar
concepts listed in Figure 1's marketing strateggceptualizationsuch as “goal,
“strategi¢marketing planning”marketing mix, “integrated marketing program”, and
“segmentation/targeting/positioningtc.were retained for furthexdditionalanalysis.

Article selection criteriaFourprimarycriteria werethenusedto screen studies for
inclusion in ouranalysis (i) the focus of the study must be on strategy (vs. indivithaaics) as
specified in Figure 1, either as a primary objective or as part of a wider resesigifr @) the
study shoulde of marketing(vs. purely management) phenomgefig the unit of analysis is at
firm-, SBU, brand- or product-level (or product or brand portfolios), rather than at individual-
level (e.g., salesperson or consurnastomey; (iv) the studywaspublished during the 1999-
2017peiiod, because the lasidely-cited review of marketing strategy was undertaken by
Varadarajar& Jayaclandran (1999). To avoid “double countingéwxcludeempirical meta
analytic papers in our review sample.

We excludedactical marketingpapers that focus only on one or twaaspects of the

“4Ps” marketingprogram(e.g., advertisingr pricing) without at least controlling for the other



aspects of the marketing program. Thibesausas per oumarketing strategy
coneptualizationonly studies dealing with (or at least controlling for) all aspects of the
marketing program can provide useful strategic (vs. purely tadsadhts.We also excluded
purdy methodological papers such as studieseaw segmententification methodsand studies
focusing on individual employee or consumer perceptions and purchase intentions, Finally
studies examining industigvel development and strategy wei includedin our review.

Threeexperienced researchers independently exanahed the publishedrticles to
determingf it should be codeds a marketingtrategypaper with an accompanyingationale
for each paper’s inclusion or exclusion following the above four critverage interrater
agreement wa86%andall remaining discrepancies were discussed to reach consensus. A total
of 257 marketing strateggrticles remaineth the review sample after this filtering procdsach
of these papers were thimtherexamined and codextcording tahe specific aspects of
marketing strateggoveredandthetheory andnethodological characteristio$ eachstudy.

Coding procedureFollowing procedures recommended for literature review papers (e.g.,
Katsikeas et al. 201 &ipsey& Wilson 2001), we developed a protocol for coding each of the
key aspects of marketing strategy (i.e., first coding single aspsttsas formulatior’ vs.
“implementatioty and “content” vs. pprocesy then composite aspects such as “formulation-
content”, “formulation process”, “implementation-content”, “implementation gsst and
“hybrid”). We first, createé document specifying the definitions, keywords, and examples for
each aspedf marketing strategySecondiwo experiencd marketingstrategy researchers
independently coded randomly selected set @ articles(10 from each journal)sing this draft
protocol toassesshe accuracy and thoroughness ofdlialuative criteriaand made revisions

and improvementlhird, we pretested threvised protocol using two additional expert judges,
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who independently evaluated anoth@rrandomly selected articlé®m each journalFull
agreementas attained, ensuring thecuracyand reliability of our codingcheme.

Threeexperienced researcs¢hencodedeach of the 27 eligible articles, under the
supervision of the lead investigator, who had extensive knowledge of markettegysaad
codingproceduresinterrater agreemerdingeal from 86%-100%andall discrepancies were
discussed to reach consensus. Fingtlg,lead investigator alssmded another 10 randomly
selected articlekom each journal, and the results were fully consistent with those dfréee t
coders, enhancing confidence in the tality of the evaluation procedure in this study.

Following this two experienced researcheiso codedhekeytheory and
methodological characteristics of each studierms of: (i) the primaryesearch approaat
paper(i.e.,conceptual/qualitativefepirical/analytica); (ii) data typei(e., primary, secondary or
both)for empirical papes; (iii) data analysis approach (analytical, regression, time series,
structural equation modellinGEM etc.); and(iv) argumenationapproach (e.gsingle theory,
multiple theories, conceptual development/grounded theory, andologéta-driven

approachedollowing a coding schementerrater agreemenn this coding was high (97%).

Descriptive Analysis of Marketing Strategy Papers
As defined in Varadarajan (20}, strategic marketing refers to theneralfield of studywhile
marketing strategy refers to the organizational strategy construct thaprenitipal focus of the
field. Thus, while all marketing stratedgcused papers are within the field of strategic
marketing, not all strategic marketing research concerns marketing sti&tedyllow this
distinction.For examplein their study examining the influencereksearch irthe field of
strategic marketingumaret al.(2017) focus on papers that examine all strategic marketing

issues, decisions, and problemich include but is not limited to marketing strategy
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Conversely, our study focuses msearch examing issues tht fall withinthe more specific
domain of marketing stratedffigure 1, which is theconstruct at the heart of the conceptual
domain of the field o$trategic marketing (\fadarajan 2010), and where most CMOs and
marketersperd most of their timeandeffort in practice

To provide insight into the relative frequency of different types of marketiatpgy-
related researche also identified and coded papers that do not fdzestly on marketing
strategy but do focus dhe related areas @i inputs tomarketing strategy(ii) outputs of
marketing strategy, and (iii) environmental factors (internal and extertia form) that may
affect marketing strategy and its relationship with other phenomena. Hoés#ei studies
focusing, for example, on the impact of possession of markeglagedresourcefeapabilities on
performancethe value of internal environmental factors such as organizational culture, or the
role of external factors such as market dynamism omtr&eting capabilt-performance
relationshipWe alsocoded studies focusing on relationships involvimdjvidual tactical
actions coveringpecificmarketing mix elements (withodirectly controlling for the remaining
marketing mix areas}or example, Bruce et.gP012)examinedhe impaciof word of mouth
and advertising on demand. Following Figure is tias thereforeoded as study of a specific
marketing tacticather than within the domain of marketing strategy.

As summarized in Tabl2, almost95% of thepapergpublishedn the six most influential
journals publishingtrategic marketingesearctduringthe 1999-2017 periodre“non-strategy
paperd.e. they do not examine phenomena within the marketing strategy domain ddlineate
our review frameworkeven though some of these examine phenomena that are within the
generalfield of strategic marketingn fact, the largest category papers publisheih these

journals(36%) contains studies aharketing tactics that examine one or iwdividual
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marketng program elements such as advertising (e.g., Fang et al. 2016), product arie.gric
Slotegraa AtuaheneGima 2011 Steiner et al. 2016), channel (e.g., Goataal.2011;
Samahat al.2011), and alling (e.g.,Gonzalezt al.2014 Harmelinget al. 2015) without
examining or explicitly controlling for the remaining marketing mix elements

The secondiargestcategory of papers published in these journals during this period
(15%) deal withmarketing strategyelatedinputs (6% (e.g.,marketingresources and
capabilities) (e.g.Grewal et al. 201;3_.uo & Homburg 2008), outputs (9%) (positional
advantages and performance outconfes.,Katsikeas et al. 201®81organ& Rego 2006Rego
et al.2013), or both (e.gGonzalezt al.2014; Homburg et al. 201Regoet al.2009).A
further 6% of all papes published in these journals focusioternal {(.e. organizational(e.g.,
Samahaet al.2014)or external (e.g., marketechnology, etc.) environmental phenomena (e.g.,
Songet al.2008:Varadarajaret al.2008)—with the majorityfocusing on external v@ternal
environmental factors (262 vs. papers.®

While not by a large margin, research on marketing strategy (as delineatgdr Bi
comprises the smallest numig§ksss thar6% of all published papersjf the different types of
strategic marketingapers coded in our review across the six journals we examine (vs. Tactics,
Internal/External Environment, Inputs, and Outputs). However, we also observeddaegee
across the journals covered. Notallly] (9.8%) andJAMS(8.6%) are the outlets for much
higher percentage of marketing strat@gypers as a percentage of all the papers they publish than
the remaining four journals—anointly publishedthe majority(57%) of the combined total

marketing strategy papers published across the six journals. More splgcifisahown in

3 Thesestrategic marketing but “nestrategy”coding areas are not mutually exclusive. For example, many papers
in this nonstrategy category cover both inputs/outputs and environment (emarket al. 2018 ee et al. 2015
Palmatieret al. 2013Zhouet al.2005), orspecifictactics, input/output, and environment (e.g., Bharadwaj.

2011 Palmatieret al.2007 Rubera& Kirca 2012)
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Figure2, during this periodM has published thgreatest number of marketing strategy studies
(n=810r 32% of the combined total across the six journals), followeddS(n=63 or 25%).
However, the trend lines showing the ratio of marketing strate@fl\ather types of papers
published in each of the six journals over the 1999-2017 paredlearly downwardd his
trend line is particularly steep faM, with JAMSaveragng a higher ratio of marketing strategy
vs. other types of papers published tikhover the pastightyears (2010-2017.

—Insert Tables 2 & 3& Figure 2 HHere —

Table2 suggests some balance acrossrilevidual aspectgi.e. formulation vs.
implementation and process vs. conteotjered in thenarketingstrategy researctudieswe
identify. Howeverthemore granulabreakdown in Table 8ategorimg the marketing strategy
papers published by the four sub-domaifimarketing strategy (i.e. formulatia@ontent;
formulationprocess; implementatiecontent; implementatioprocess)n our framework (and
captures papers covering more than one sub-domélnylasd”) , reveals a clear dearth of
research in the formulatigorocessub-domain. This may be dueth® lack of secondary data
on such difficultto-observe phenomena. Publishgapbersan this domairthereforetend to be
conceptual or use qualitative, surveyptter primary data collectiomethods.

While “process” papers in the implementation sidmain also deal with difficulte-
observe phenomena, there are a greater number of stuthessub-domairasresearchers are
able to use secondanyarketing mix data along with policy and field experiments to build
normative models of how managers can make and execute marketing programsidesion

exampleSun &Li (2011) used call history from a DSL service to show how firms can learn

“The relative drop in marketing strategy studies publishéifimay be a function of the recegrowth of interest in
theshareholder pspective(Katsikeas et al. 201@ndstudies linking marketingelated resources and capabilities
directly with stock market performance indicators. Such studiésatiyptreat marketing strategy as an unobserved
intervening construct

14



from customeicall center interactions improve resource allocation decisions, &&derser&
Kumar (2015) conducted a largeale field experiment to investigate product return data
develop a process by which managers can make better manestimgce allocatian

Table3 also suggests thathile JM andJAMStend to publish studies within aadross
all four subdomains of marketing strategfyne othethreejournals tend to skew towaait away
from certainsub-domains. For example, 58% of tharketingstrategy papers publishedMKS
and 44% of those idMR during this periodhave been in the implementatioantent arearlhis
is mainly a result of marketing mix modeling studies being located in thid@uhin of
marketing strategy researc@onverselyMKS published no hybrid papers, addR, IJRM, and
JRpublished no papers in the formulation-process sub-domain of marketing strategy.

As shown in Table 4the vast majority202) of the 57 marketing strategy papers in our
sample are empirical in nature, webme balance between prim#ty9 andsecondary (&)
data used, bdew (15) usingbothprimaryand secondargata However, an examination of the
numbers by year indicatesrecent decrease in the use of primary data and increasing use of
secondary data. Tabdefurther reveals the relatively small number of conceptual/theoretical
(35), qualitative (8)and analytica(12) marketing strategstudies published in the six journals
since 1999. @ the extent that empirical papers tend to test existing thaendyconceptual and
gualitative approaches are more often used to develop theory, this suggests that theory
development in published marketing strategy research is rare. While the nunegos rsf
published by year are small in each of these areas, an examination of the nynyearssince
1999 generally indicate a growth in the pramm of papers that are empiriGaid a drop-off in
the number that are conceptual/theoretical. We also observe some variationh&csoss t

journals in this realm, witdM andJAMSdominating conceptual/theoretical work in marketing
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strategy theory dev@pment and publishing a greater number of qualitative papers (while still
very few in number) than analytical papers in the theory-building domain.

For the nonconceptual/theoretical and qualitatpapers published, we also coded the
primary analysis approach us@able5). This shows that regressibased analysis models
dominate, with structural equation modeling (SEM) approaches a distant second. Méhile ti
series models are used less frequently overall, an examination of the pyydsars indicate
that their use is increasing over time (in line with growing use of secondajy\Watalso
observe a recent relative decline in the use of SEM (in line with the recent retairease in
the use of primary data noted above).

To provide insight into # nature of the theoretical approaches adopted in the marketing
strategy research in our sample, we also coded and analyzed the argumappatanh.e.
rationale used to identify the marketing strategy phenomena and variedmeimied and/or
develop hypotheses regarding expected relationships between them, used in each study
Specifically,following a review of the papers in our sample coded each ag) adoptinga
single theory lengji) usingmultiple theories (typically in the development of hypotheses); (iii
developing theory througligrounded approach and/or conceptual developme(iy)ousing
atheoreticalogical argumerdtion (usually in primarily data-driven studijes

—Insert Tables4 & 5 Here —

Table6 shows the use of these four approadwesall and alsavithin the fourprimary
sub-domain®f marketing strategyOverall, the most commonused ighelogic anddata
driven approach48%) used disproportionately in the formulatioontent and implementation
content domains (see Tablg €ollectively,theremainingthree approacheseach of which is

more theoretical-areused only slightly more frequently. Thus, close to half of all published

16



marketing strategy research in our samplangely atheoretical in naturelowever,examining
trends in the by year data indicates some eviden@eafjeneral shifawayfrom theory
development using grounded approaches and/or conceptual development to data-driven
approaches, and (ii), a growing proportion of studies using multi- vs. shrepey lensesThe
increasingly small numbers of marketing strategy papers developinthaevy and/or
conceptual frameworks ay not be a cause for concern if there was already a strong base of
indigenous marketingtrategytheory. However, this is obviously not the case. In addition, there
is arguably an even greater need for new theory in light afrdmaatic changes in the rkating
landscape driven by technology developments and usélge recent past

To provide greater insight into the specific theories being most often used téyidenti
phenomena on which to focusaddressingnarketing strateggesearch probles) and to predict
relationships among constructs/variables identifiedalse examinethe specific theories used
in studieseemploying a singktheory lens. This produced a listalmost60 different theories
employed(Table7). The majority of these (69Pwere used only in a single marketing strategy
study published in this period. Only nitieeories were used in five or more marketing strategy
studiesinstitutionalTheory Resourcebased Vew; AgencyTheory Contingency Theory
Performance~eedbackr heory Organizational heory, Configuration TheoryOrganizational
Learning Theoryand Structure-Conduct-Performance Theoinyterestingly this suggests that
while theories from psychology and economics dominate behavioral and modelarghase
marketingrespectivelyrecent marketing strategy research draws mainly on strategic
management theories, with some sociological (e.g., Institutional Theory) amahaic (Agency
Theory, $ructureConductPerformancgtheory influences.

—Insert Tables6 & 7 Here —
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ILLUSTRATIVE RESEARCH IN DOMAINS OF MARKETING STRATEGY
To provideinsight into thetypes of researcand knowledge outputhathave beetypicalin the
different subdomains of marketing strategy, we next identifg most commonly studied topics
and discuss exemplar studies in each of the four marketindosuhins as well as some
“hybrid’ studies that capture more than one sub-domain. We also provide sontevkigh-
synthess overviewof overall knowledge in each ardable8 shows the most frequently studied
topics in each of the four sudsmains of marketing strategytime 57 published marketing
strategy papers that we identifjexhd Table details illustrative studies within each sdbmain,
as well as some that cross sigmains.

—Insert Tables8 & 9 Here —

Formulation—ContentResearch

The grategy formulatiorcontent sub-domaiconcerns the specific goals that a marketing
strategy is designed teliver and the majdsroadstrategicdecisions concerning how these are
to be achievedl'he most frequently studied issue in this sub-domain—examinadria than a
quarter of all published studies—involvé®intended (planned) strategy pursusydaSBU or
firm. Studies of thisssuehave pimarily used existing strategy typologiigem the management
literature (e.g., Mileg Snow’s Strategic Archetypes, PorteiGeneric Strategies, etc.) and
primary survey research designs. For example, Slater, Hult & Olson (2G07viined how the
type ofstrategy pursued by a firnP(ospectorsAnalyzers Low Cost [2fendersDifferentiated
Defender} affectsthe firm's subsequent choice of target market ballaviors and its
performance outcomes. Among other results, they show that Prospectors petfermwien
they target innovator and early adoptastomersand exhibit technology-oriented behaviors and

worse when they target early majority customdteanwhile Analyzers perform better when
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they target early adopters and early majority customers and exhibit ttmmpeented
behaviors. Overall, results of this and similar research show that decisionBnggatended
strategychoices generallgnly explan performance outcomes to the extent that'8rmarketing
program choices and behaviors are consistent with the intended strategy.

However,some empirical researdm this issu@xamines realizefis. planned¥trategy
to identify strategy content decisi@®). For example, Chandy Tellis (2000) observethe types
of innovations (radical or incremental) launched by a fordentify the firmis marketing
strategycontentand examine the relationship between these marketing stratemsation
content decisions and firm size. In contrast to prior assumptions, they show tlaage(fjrms
engage in radical innovation (and domsore tharsmaller firmg; and, (ii) that the “incumbents
cursé (tendency to shift to more incremental innovatiassirms lecome bigger and more
established) varies across countries and over time. Similarly, Mizik & JacdxiaB) (se the
proportion of a firm’s expenditures allocated to R&D vs. Advertising to iinf@is’ “ strategic
emphasis” toward value creation vs. value capture as routes to achieving slieateggicgoals
They find that investors reward resource shifts towards R&D and away fdeerifsing.

Our analyseslsorevealthat in the strategformulationrcontent domain, there has been
much lesdocus on stuging the goals that marketirgirategies are designed to achieve. In one
recentexample of such work, Spyropoulou et al. (2017) examine the extent to wh&Blas
strategic goalo establisha differentiated antbr cost-based advantage determines the subsequent
achievement of such positional advantages at a later point in time. They fimhileasetting
differentiation goalsidstheir subsequent achievement the same is not true for cost goals, and
that marketbased knowledge, marketing capabilities, and external market characteristics

moderate thenarketing strateggoalpositional advantage achieved relationship. This is
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consistent with work on strategy decision content in suggesting that goalskackth outomes
to the extent that firm resources, capabilities, and behaviors are alignetenstinattegy content
decisionsaand implementation requirements of the selected goals.
Formulation—ProcessResearch

Themarketing strategformulatiorprocessub-domairconcerns the mechanisms used
to developmarketing strateggoals anddentify and select thieroad strategimeans (i.e.,
market targ€s), required value proposition, desingdsitioning, timing)y which these goals
should be accomplished.iW less than % of the published marketingtrategystudies in our
samplefocusing on how managers developarketing strategies, this is the least investigated of
the fourmajorsub-domain®f marketing strategy-and by a big margirAs seen in Tabl8, by
far the most frequently studied aspect of marketing strategy formulediotentin the relatively
few published studiesas been the marketing strategy making (MSM) pro¢essexample,
Menon et al. (1999) usealdiscoverybased approadhcluding qualitative and surveyased
methods to conceptualize and develop measures of the MSM process, and primary data to
empiricallyexamine its antecedents and consequences. They find that innovative culture is an
antecedent of MSM and that different elements of M&Me differing impact on outcomes.

More broadly vithin the MSM are of this sub-domain much of the research that has
beenpublisheds conceptualn nature. This may beecause disentangliregd assessing
different aspects of thidSM process requires data beyond secondary sowsiag), primary
collection approaches such as interviews, surveys, observation, and other mecl@mesms
conceptuamarketing strategy formulatigprocess papers the studyby Dickson, Farris &
Verbeke (20@). This study identifies and develops dynamic, mental model mapping techniques

for marketing strategy development. The authors contend that MiSMeprocess, executives
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should view the market as a moving video rather than the common practice of vteagrzg
static snapshot. The study provides a normative procésdpgaonarketing executives improve
thar marketing strategdecisionmaking in this way

While many papers this domairare conceptuah nature, iran example of aovel
empiricalapproach to understandingarketing strategdecisionmaking process, Montgomery,
Moore & Urbany (2005) conduct three studies to assess the degree to which matiaget to
predict competitive reactior(strategic competitive reasoning making markehg strategy
decisions. In the first, students interviewed managers involved in a strategiordéz
understand the degree to which they employed strategic competitive reasohgig in t
deliberation. In a second study, they assess whether the rendtaligze by asking executives to
make decisions in a simulated context. In study three, executives were askadvoand
assess the accuracy of the results observed in the first two studies. Thefandhbeg there is a
relatively low use of straggc competitive reasoning in thdSM processlue to several factors
including: low perceived returns from anticipating competitive reactaiffgculty in accessing
competitive informationand uncertainty in being able to accurately predict competitive
behavior. With little empiricatesearch conducted in the stratgggcess domain, this type of
novel approach tdata collectiorprovides an interesting roadmap.
Implementatior-ContentResearch

In contrast to strategy formulatiamontent, which focuses on the direction and broad
strategicchoices leaders select to achieve desired outcomestyaiegy implementatieoontent
sub-domain concerns tlaetailed integrated marketing program tactiesisions taken, and
actions and resource deploymetatg€onverthese into a concrete set of realized actigiss.

shown in Table 8, almost half of the published work in this sub-domain has fatisssdn
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developing analytical models or usisgcondary datand marketing mix modeling tinderstand
the performancenpact of marketing program decisions
Given the nature of the types of research most commonly conducted in this dorsain, it i
difficult to synthesize as it tends to be contingent. é&xample, Haus& Shugan (2008)
develop models to identifg firm’s optimal profit maximizing decisions in response toval’s
new productaunch They find that under specific conditions and assumptions, it is optimal to
decrease investment in drigmwareness, decrease distribugapenditures, and to potentially
increase price. In another example, Bruce, Foutz & Kolsarici (2012) constructraidyingar
model to study theffects oftwo marketing program tactics (word of mouth and advertising) o
demand for different products across different launch stages. Controlling for ottketina
program elements, they find that word of mouth and advertising both influence demand for new
products but do so at different stages of the relationship between the company angticonsum
Most published research on this isssiempiricaland focuses on thairect and
interactive effect®f marketing tacticand actions—often using expenditures in different tactical
areas as indicatersacrosanultiple maiketing program componentdowever, research that
examines all 4 P’s simultaneously and dynamically to ensure relevant mahageght is rare
(12% of all marketing mix studies included in our sample). In one such, giteiypan, Van
Heerde& Mela (2010)simultaneously examine the effect of all 4 P’s on the performance of
mature brands. This studblyoades integratednarketing program researbleyond previously
typical considerations adidvertising ankbr price promotios toalsoinclude product and

distibution programs and characteristics. The authorsgredter elasticities for product and

5 Since this concerns integrated marketing program design and execuitieting mix studies contribute to
knowledge of strategy implementatioontent when all four major marketing program areas are either directly
modeled omrecontrolled for in studies focusing on one or more specific marketing progoanponents.
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distribution than for advertising and price promotion, suggestingitbaesearckmphasis on
investigating price promotions and advertisiygical in earlier studieshouldbe expanded.

Conceptual and theoretical papers tend to be less common in the implementation-content
area. However, one example of such work in the second most frequently studied lairesud-t
domain(marketing action®ehaviors)s Bolton, Lemon& Verhoef’'s (2004) development of an
integrated conceptual framework to help service organizations understand howngag&ons
influence their customer asset$ie authorgreate a customer asset management of services
framework which integrates and links marketing instruments (promotions, rewaradmpsygr
advertising) with customer perceptions ofitlrelationship and subsequent customer behavior
with its impact on the focal firm. By conceptually linking marketangionswith customer
perception and actions, this study shows Bbartterm marketing actionsay affecthe
lifetime value of firms’ customers.
Implementatior-ProcesResearch

The marketing strategynplementatiorprocessub-domairconcerns the mechanisms
(e.g., budgeting, communication systems, performance monitoring, alignniecd@dination
processesorganizational structure design, etc.) usedeatify, selectand realize integrated
marketing program tactiadesigned to delivanarketing strateggontentdecisionsAs revealed
in Table8, while there is generally a wider distribution of attention across topics iauhis
domain than in others, the most commonly studied issue is marketing organization design—
mechanisms by which required marketitasks are accomplishd®esearch in this area has
included both conceptual and empirical studies. For example, Homburg, Workdersén
(2000) use field interviews texploremarketing organization design and the broader shift toward

custometfocused structures. Thelystinguisha new type of marketing organization that is more
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customeifocused and identify the transitional steps taken as firms migrate towartethitype
of structurein accomplishing requiresharketing execution taskk contrast, Vorhies & Morgan
(2003) use primary survey data and secondary performance data in a single indesangine
the fit between a firm’s strategy content andntsrketing organization desigDrawing on
configuration theory and utilizing a “fit as profile deviation” perspective, they find tha
marketing organization desigtrategycontentfit predicts both marketing effectiveness and
efficiency performance outcomes.

Anotherrelatively popularresearch focus atudies in this domain concerns marketing
performance monitoring. For example, O’Sullivan & Abela (2007) use primaayaahak
secondary performance data to study the impafitro$’ marketingperformancemeasurement
ability. Theyfind that this is positively related subjective measures of marketing performance
outcomesCEO satisfaction witlthe marketing function, and objective stock price—and that the
use of marketing dashboards does not affect these relationships. Likéonserg, Artz&
Wieseke (2012) use primary data to examine the comprehensiveness of magwétimygnce
measurement systems (CMPMS) and find that this helps drive marketing aligmuenaket
knowledge, which in turn positively predict performantieey also report that the strategy fit
and“cause and effect” insigltomponent®f CMPMS matter more than the number and range
of different metrics used.

Within the implementatioiprocessub-domairthere is also a stream of research
investigatinghow marketing’s engagement with other functions impacts implementatiorseffort
For exampleMaltz & Kohli (2000) combine prior research, interviews with managers, and
surveybased evidence to investigate marketing’s interactions with three funttainepact

strategyimplementation and the achievement of marketing goals. The authors identify six

24



integrating mechanisms that can reducednterfunctional conflict thatommonlyimpairs
marketing strategy implementation. Additionally, they demonstrate differerfeat®ficross
marketing’s interactions with finance, manufacturing, and R&D.
Hybrid Marketing StrategyResearch

While most published marketing strategy research in the journals we exgmmedly
examines only onef thefour sub-domains of marketirgjrategyidentified inFigure 1 some
studies covemore than one area. Some of these are conceptual papers covering a broad domain
of marketing strategyFor example, Morgan (2012) devela@mesg-level conceptual
framework which theoretically linklsrm resources and marketimgpabilities tdirms’
marketing strategy decisions and marketing strategy implementation to positiorke, raad
financial performanceutcomesConsequently, the papemnts across the formulatiaaontent
andimplementatiorcontent sulldomains of marketing strateggimilarly, Varadarajan (2010)
establishes a domain statement for the field of strategic marketing, distinglstween key
concepts such as the differerimmween strategic and tactical decisions (i.e., formulation content
and implementation content) in the marketing strategy decision process

Given the scope involved, there aetatively fewempiricalhybrid studies in our sample.
In one such papeKrush, Sohi & Saini (2015) investigate the impact of marketing’s influence
when capabilities are dispersed, rather than centralized, within the fimtrollog for business
strategy type (formulatieonontent), thg examine how the type ofarketing capability
dispersionimplementatiorcontent) chosen impacts marketing's influence raadketing
implementation outcomeshis study finds thate form of marketing capability dispersion
affects marketing’s influence within the firm, which in turn affexistomeresponsiveness that

drivesmarketing strategy implementation succasd ultimately business unit performance.
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DISCUSSION AND IMPLICATIONS

Our descriptive and sub-domain content exploration of research published in the mostiahfluent
marketing strategy journals ouvire past nineteeyears reveala number of new insights for
marketing strategy research. First, is the relgawel increasig) rarity of research focusing on
one or moraspects of the core marketing strategy construct at the heartfiefidra strategic
marketing Our codingof researchn these journalseveals thathe focus ofesearchattention in
the recent past hagén much more on individual marketing mix eleméngés individual tactics)
than on the marketing strategies and integrated marketing programs with winatuizd
marketing mix elements are associated. While knowledge of the impact of vadougual
marketing mix elements under different conditionshsiously usefu{more knowledge
regarding any type aharketing phenomena is generally a good thing), the relative emphasis in
current research seems out of balagigen the focus of practicen markéing strategy

Secondjn terms oftheory building and theory use, our analysis suggestsitinatst half
of the papers published the lastnineteenyears havédeen logic or data-driven in developing
arguments—and this trend is increasing. Of coursatairiven approaches are not necessarily
bad, and managers are often very interested in observed relationships. In additionViihdihg
empirical relationships exist can led“why” propositions that can aid theory building.
Likewise, logic is alway a useful device for developing arguments that can be empirically
tested. However, both approaches are insufficient for understanding “vetg@6mships
involving marketing strategy phenomena exis$tis is problematic for researchers and the
academic gb-discipline of strategic marketirgince answering “why?” questions is the raison
d’etre of any social sciencelowever, it is alsproblematic fom a relevance perspective. Well

crafted research in marketing strategy increasingly controls for margesaf variance in order
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to isolate specific relationships of interest and rule out alternative ekiplaarhis is good
scientific practice, bulso makes it increasingly difficult for researchers to derive generalizable
and actionable practical implitans for managers. This makes theoretical understanding of
“why” relationshipsinvolving marketing strategy phenomesést morevaluablesources of
guidance for managetlan knowing “what” relationships exist under strict conditions.

In addition, amonghe theorybasedmarketing strateggtudies published we find there
are increasingly few theo#lyuilding papers, andgreater proportion of theogstingpapers
Clearly, theories used marketing strategy need betested and their boundary conditions
established. In doing so, we also observe some shift towards using multi- vsttsaogie
lenses—which may be necessary to deal with the complexity that is typical (and imgjlyeaso)
of marketing strategy problents practice However, the paucity of new theory development in
marketing strategy ovehe past nineteeyearsis alarming given the dramatic changes that have
taken place in the world of marketing strategy praclibere has been much talk generally
the need for building indigenous theories in marketing (e.g., Yadav 2010). Behawidral
modeling researchers, while often contributing to theories in consumer psychiatbgy a
economics rarely seek to build theory that is specific to marketing. Given dhnletting is an
applied discipline, marketingfrategyresearchermay be the best placed to build such
indigenous marketing theory. Yet, it appears they are less and lessdikiel\s0.

Third, in terms ofdata sources and analysiethods, our study shows that the use of
gualitative approaches in published marketing strategy research is rarérerading down
toward zero. While marketing strategy research is defined by the domain of ingqhiey tiaéan
the research method adopted, they beproblematic for knowledge developmdat a number

of reasons. First, it is rarely possible to examine new marketing strateggmbna empirically

27



without first being able to deeply understandrtimature (you cannot measure something you
cannot define). Yet, casual observation of the nature, magnitude, and rate ofiohmagesting
practicesuggests that new marketing phenomena are bound tadygiag This suggests that
marketing strategy research is increasingly lagging pra@eeond, qualitative apprdaes are
also necessary for observing many existing marketing strategy phendroeesaample,
understanding marketing strategy implementation failures, influence irsgtlg, participation
in marketing strategy decisianaking, marketing strategwgctic alignment, etc. will be
extremely limited if only surveyor textbased measures are used.

In terms of quantitative data sources and analyse$ind a relative balance between
primary and secondary (only and combined with primary) data used in pabilegearch in
marketing strategy. However, the trends are clearly away from promyyesearcland
towards studies using secondary data. We also observe some mirroring of thiswelthad
trends of different analysis approaches used, with increasing use oétieseand regression
based models and a dropSEM. Again, this raises concerns with respect to the types and
aspects of marketing strategy phenomena that are studied. For examigleesédarchers have
made increasinglyreativeuses of secondary data to infer a numbenaiketing strategy
phenomena inay behard to study marketing strategy processes using such appreaates
conceptually these comprise half of the marketing strategy con®ewer techniques such as
text analysis may open up new ways to study some process phenomena (e.ganchinag
documents concerning a firm’s market analyses and marketing.gtiovegver, there are likely
to remain other process phenomena wiiely always need to be explored and empirically
examined using primary qualitativebservation, and/or survey data.

In terms of causationt is unclear whether the trends that we obsarnymiblished
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marketing strategpapersare a result of increasing numbers of researchemsngatging in
researcldesigns of this typer that the major journals are simpdgs likely to publisimarketing
strategyresearchusing such approaches. These two things are likely not indepeRdgm@wers
AE’s and Hlitors being less likely to accept qualitative and primrasgarch designs lowers the
incentive for researchers to pursue them. Likewise, the fewer reseantipdogieg such
approacheshe weaker the “talent pool” of reviewers and AE’s who can assess and
constructively improve research using thémespective of the cause, important marketing

strategy phenomemaaybecomeincreasingly underesearched unless the trends change.

A MARKETING STRATEGY RESEARCH AGENDA
In practice, not only is the domain of marketing strategy as delineated infoutiateand
reviewframework central to what marketers and CMOs dojtbstalsothe domairof manyof
the most importanthallenges fang them. With this in mind, we first identify areas within the
sub-domain®f marketing strategy thatur review of research in the most influential journals
overthe past nineteeyearssuggest arenderinvestigategdmanagerially releant, and present
oppatunities for theoretically interesting researSlecond drawing on some “bigger picture”
conceptual questions and practice-based questions that have been overlooked in eataeht res
we also identify some “hybrid” problems and questions thegscsubdomainsin each area we
briefly highlight data sources and research approaches that may be apprépraly, we also
consider some research design issues for conducting such marketiny seseagch.
Formulation-Content
The historical focus of puished researcim this sub-domain has been on strategy type and
positioning, with significantly less research conducted on questtated togoals, business

model design, timing, and speciitages of strategy formulatisnich as market selection.

29



Interestinglymany ofthe issues that practicing managgre grappling with concern the
dynamic and changing role of marketing, such as how to lead change wheargadidting,

how to make trade-offs between short-term and long-term business needs, and hdwithe shi
the CMO'’s role interacts with marketing strategy viability. In combination, eetity three key
topic areas for additional reseattiat are both undesxamined in existing marketing strategy
research, and of clear relevance to the challenges facing GiiDseting strategy goglshe

role of the CMO/marketing functipand,longer- vs. shorter-term emphasis in marketing
strategy In Table 10A, walevelop exemplalesearclguestions and identifyotential research
approachethat may beparticularly useful or appropriate in addressing these questions.
Formulation-Process

Within this sub-domain, the dominafdcus of research has bettwe process of marketing
strategy making generallgnd mechanisms for specific stages of this such as market analysis
and target market/customer selectiSignificantly less researdmas examing questions related
to who should take part in the MSM process, when and how they should takehaart,
contingencies may make different approaches more or less effeatiddnow communication
mechanisms may be used during the MSM processichlly, many of the issues that practicing
managers are grappling wigign with these undeilesearched topics and quess. In Table

10B we therefore focus on three areas for additional reseatisis sub-domain that are both
underexamined in existing marketing strategy research, and of clear relevaneehallenges
facing CMOs:planning participation planning pra@ess desigrand,planning
enablers/inhibitorsAgain, we alsodevelop exemplar research questions and identify potential

research approaches that may be particularly useful or appropriate igsaugitbese questions.

30



ImplementatiorContent

As previouslydescribed, research inigreub-domain has been dominated by marketing mix
studies, withsignificantly less research conducted on any ajnestionsuch as what resource
deployments work best and under what conditions, what degree of alignment is aciméved, a
what performance outcomes anenitored. Again, a number offte most pressing challenges
faced by marketers highlighted in Table 1 seem to fall primarily in suchdesssarched areas
In Table 10Cwve therefore focus on three areas for additional res@atbis sub-domaithat are
underexamined in existing marketing strategy research, and relevaddressing these
practical challengesnarketing organizationintegrated marketing programandmarketing
tactic enactmenKey research questions in each of these areas and potential research approaches
that may be useful in addressing these questiomalso identified

ImplementationrProcess

Prior research in thsub-domain has been more diffuse than in other domatesestingly, a
number of he most pressing challenges faced by marketers highlighted in Table lafaas
that many may consider “management” vs. “marketiktpwever, adopting such a perspective
runs two risks(a) assuming that management reseascaee willing and able to answer such
CMO questionsand (b) assuming that the answers to sG8MhO questions will be the same as
for a general manager. These are important and likely invalid assumptiomdlén1®D we
therefore focus ormteeareas foadditional researcim this sub-domainmarketing strategy
adaptation strategy realization processesmnd,marketing organization desigKey research
guestions irthese three areasdallied research approachage also identified/hile marketing
straegy researchers will need to be careful in framing some of these ques$iaynard

marketing (vs. purely management) strategy questions—and ones to which CMOs nesgsd. ans
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Hybrid
In addition to the “within sub-domain” questions, we identify two hylaictoss domain” areas
that are either undeesearched to date but theoretically very important, or that are both under-
researched and an area of keen managerial interestded vs. realized marketing strategy
“gaps”; and,marketing strategy alignment/hile the existence of intended vs. realized strategy
gaps isconceptualizedh the management literature, empirical verification of this and
understanding why they may exist is almost completely absent in marketteggti&/e
identify some exemplar quisns and suggest some research approaches that may address this
key knowledge gap. In addition, “alignment” is one of the most frequently used wor@sicer
when managers talk about how they seek to implement intended marketing strategy. Yet
empirically we have little understanding oeéephenomena. This is clearly an important gap in
marketing strategy knowledge that is highly relevant to CMOs and other marketers

In addition tothe need to addressichspecific researchuestionsthere are alsbroader
approaches to studying marketing strategy research problems and qubstiomsyt offer new
opportunities for knowledge development. For example, drawing on sociological and
anthropological theories and approaches there is a large and growdngf fiekearch in strategic
management labelled “strategy as practice” that considers the “doingraflitding the actors
involved, the perspectives they hold, and tools that they useReldman& Orlikowski 2011,
Whittington 2006) How might such an approadahform marketing strategy reseansith
respect tdetter understanding who does it, what they do, how they do it, and how this shapes
strategy decisions, their implementation and outcorRes@xamplehow doesvhatCMOs
think thatmarketing strategy igary across firms and why? When, why and with what

consequences do CMOs use different perspectives and tools in developing manegégy st
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(e.g., complex formal plans vs. goals and improvisation vs. simple rules)?

While some of tework on “strategy as practicés similarin natureto process research
in terms of some of therocessrelatedmarketing strateggub-domain and hybrigsearch
guestions highlighted earlier, it also has a stronger focus on the individuals and growelinvol
Such an individualand grouplevel focus als@pens uppotentiallyinteresting new avenues for
using other theories and research approatthssidy marketing strateglffor example,
psychology and behavioral economics researchers have shown thathzeepsystematic (and
predictable) biases in thinking and decision-making. Since humans (individually and
collectively) make and executearketingstrategy decisionsiow dosuchindividualdevel biases
affectmarketing strategy decision makiagd wih what consequenceb@r example, do
“blindspots” exist in managers’ analyses of customers and competitors charkgting strategy
making? What are themplications for designingnarketing strategynaking and execution
processes that recognize and limit such biaSesh an individualevel decisioamaker focus
may also allow researchers to begin to explore the “nfcarodations” of marketing strategy
such as managerstrategic thinking skills

This research agenda and these new approaches also suggest some important questions
and implications fodata sources arrésearch method approaches that can be used to explore
these areas of marketing strategy. For example, qualitative tools of atiseare widely used
in management research on strategy. Behavigpdrenents can also be used with individual
marketing strategy decisianakers. Simulations and games can provide insights into both
individual-level and groupevel marketing strategy phemena

In addition, new technologies are also opening up new data sources and analysis

possibilities.For example, new text analyseols and approachemnablenew possibilities for
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data collection of some important strategic marketing phenomena such asonarkation.

New image analysis tools are also emerghhaw can such tools be applied to some of the
marketing gtategy questions outlined heré€Rere is also sapid growth in tools and approaches
for managing and analyzing unstructured dB&ducci& Marinova 2018) These may offer
exciting opportunities for researchers to work witims to collate and analyze previously
untouched data sources such as presentation content topics, calendar appointments, email
threads, workplace collaboration seftre content, et hese may provide exciting new ways to

gain insights into some of the problems and questions we identify in our new resead: age

CONCLUSION
Marketing strategy lies at the conceptual heart ostregegic marketing field. It is als@ntral to
marketingpractice and tharea within which many of the mgstessingchallengegor marketers
arise.Usinga new conceptualization of the domairtlod marketing strateggonstructas a lens
we assess the current state of marketing strategy res@éaimcoveimportant challenge®
marketing strategy researblit also numerous opportunities for developing important and highly
relevantnewmarketing strateggnowledge. The research agenda we develop provides
opportunitiedor researchers to develop new theory, establish clear relevance, and contribute to
improving practiceSince nany of theecannot be adequatedyldressed withurrentpublicly
available secondary dat@searchers need to become more eclaaticcreativen their research
designs, including emerging new technologies for data capture and analysspGodingly,
Editors, AEs and reviewers will needldecome morepen,eclectic and skilled in evaluating
such research designs. While there magmbgtutionalobstacles in doingo, our research
suggestshe payoffs can be enormoughe numberand importancef unansweretarketing

strategyguestions and opportunities to impact practice has arguably never been greater.
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Figure 1
Review Framework
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Figure 2
Marketing Strategy Papers Published by Journal
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Table 1
Key Marketing Strategy Challenges ldentifiedby CMO's

Strategy Formulation
(figuring out what to do)

Strategy Implementation
(doing it)

What is (or should be) the impactsififting froma consumer
centric to a multstakeholder and datiriven modebf

What should wénsourcevs. outsource (e.g., digital, analytics,
CRM, creative, content development, eto.pest accomplish

nt

(strategy making
and strategy
realization)

Strategy marketing ormarketings strategicgoals? {, 2, 9 different marketing strategy goals) (
Content What is the best way &valuate and make decisions about th¢ What is the right kocation of resourcefbudgets and people)
(strategy tradeoff between strategies that deliver shod. longterm across traditional vs. new chanre(§)
decisions) marketing impac (6) What newmarketing communicatioaptions open up as
What does thehanging nature of CMnarketing'srole (e.g., communication shifts from a :30 ad world to a limitless conte
digital, analytics, omnachannel)mean forwhatmarketing world (1, 6)
strategy decisionare viable¥1, 7)
How should marketingvork with other functions an@-suite How can CMOsdentify requiredtalent for new marketing
leadergespecially COO, CFO, CIO, Chief Digital Offigen responsibility areas to enable strategy implementdéan,
Strategy Process figure out what marketing strategy options are possildle2,@, | digital, analytics, technoby, etc.? @,5, 9

9)

What new approaches to developing brand strategy are requ
in amulti-stakeholder (vs. consumer cenricorld? (9)

When and hovghould marketing “manage wards (the CEO)
to drive alignmento marketing strategy goadéd strategy
choice® (1, 4,7

How canmulti-touch attribution modelinge usedo assess the
ROI outcomes of pasharketingstrategy implementati@rto
make bettefuture marketing strategy decisiohgl, 3

How can marketingffectively lead culture change to force
company adaptation to new consumer realities and techrilo
1.9

What are the most effective mechanismmtmitor and
communicatémplementatiorresults to drive crosiinctional
alignment, support, influencand credibility (7)

How shouldCMOs measure, review, and hold accountable
managers imew areas ofmarketingresponsibilityto drive
effective strategy implementatiofs)

gy

Numbers in table refer e followingreferences(1) Argyle Executive Forum (2014The datadriven CMQ Retrieved July 27, 2017 frohitp://www.argylejoural.com/chiefmarketingofficer/surveyrevealsthe-data
driven-cmostop-challengesandpainpoints/ (2) CMG Partners (2016CMO’s agenda: The CMO has arriveletrieved January 5, 2017 fror(8) Kador, J. (2011)CMOs: Good to greatRetrieved August 1, 2011 from
http://chiefexecutive.net/cmeagoodto-great (4) Korn Ferry (2017)CMO pulse surveyRetrieved July 19, 2016 frohtttp://infokf.kornferry.com (5) MacDonald, J. (2016} he top challenges of today's CMRetrieved
July 29, 2017 frontttps://thegood.com/insights/taallengescmol (6) Naniji, A. (2015).CMOs’ top goals and challengeRetrieved July 27, 2017 frohttp://www.marketingprofs.com/charts/2015/28066/sttap-goals
andchallenges(7) Whitler, K. A., & Morgan, N. A. (2017). Why CMOs never ladtarvard Business Reviewuly-August, 4554; (8) Whitler, K. A., Boyd, D. E., & Morgan, N. A. (2017). The power partners@igO &
CIlO. Harvard Business Revieduly-August, 55 (9) Yosie, T. F., Simmons, P. J., &hAken, S. (2016 pustainability and the modern CMO: A New ball to juggbe a key to juggling smarteRetrieved July 30, 2016 from
http:/Mww.corporateecoforum.com/ wgpntent/uploads/2017/01/Sustainabittydthe-CMO_FINAL.pdf.
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Table 2
Marketing Strategy and Related Strategic MarketingPapers Count Summary (1999-2017)

A: Strategy B: Strategy  Marketing Marketing Marketing Marketing Inputs Outpus Environment  Individual
Papersn Papersn strategy strategy strategy strategy (External: Marketing
(% of total (% of total formulation  implementat content process Internal) Tactics
Journals strategy papers ion (% of total
papers journal papers journal
published) published) published)
81/257 81/826 347/826
IM 38 57 49 44 90 151 55 (49:9
(31.5%)  (9.8%) (49:9) (42.0%)
31/257 31/886 420/886
MKS 9 22 24 7 20 57 53 (52:
(12.1%) (3.5%) (52:3 (47.4%)
41/257 41/1020 338/1020
JMR 15 30 36 8 45 65 33(30:
(16.0%) (4.0%) (30:5) (33.1%)
63/257 63/730 251/730
JAMS 31 47 37 35 85 102 68 (60:1
(24.5%)  (8.6%) (6019 (34.4%)
271257 271624 1771624
IJRM 10 22 17 14 32 42 55(51:8
(10.5%) (4.3%) (51:8) (28.4%)
14/257 14/597 159/597
JR 10 10 3 14 25 20(20:.0
(5.4%) (2.3%) (200) (26.6%)
Total 257 109 188 173 111 286 442 284(262:40) 1692
(100%) '
Relative toall
papers _
published in 2575/‘;06/83 - 2.3% 4.0% 3.7% 24% 6.1% 9.4% 6.1% 3.1%
thesejournals 70
(n=4683

Note: Strategy papen values indicate the number of strategy articles from each journal included irathgisshased on the search terms u3ethl number of papers published in each of these
journals (excludingditorials book reviewers, special issue introductions etc.) durgg$2017 period (JM=826, MKS=886, IMR=102#MS=730, IJRM=624, JR=597Papers coded as
“marketing strategy” (formulation, implementatiaontent, proce3sre exclusive from all other typesmdn-strategycoding(input, output, environment, and individudattics)but can be coded as
covering nore than one sutbomain of marketing strateg8imilarly, strategic marketing but nestrategy papemhay be coded as coveringpre than oneonstrategy areée.g., input, outputactics

etc.).
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Table 3

Primary Domain of Published Marketing Strategy Research by Journal

Journals Total strategy Formulation- Formulation- Implementation- Implementation- Hybrid
papersin each Content Process Content Process
journal

M 81 (100%) 17 (21.06) 6 (7.8%) 17 (21.06) 22 (27.26) 19 (23.86)
MKS 31 (100%) 6 (19.4%6) 3 (9.76) 18(58.1%) 4 (12.9%) 0 (0.0%)
JMR 41 (100%) 11 (26.8%6) 0 (0.0%) 18 (43.96) 5 (12.26) 7 (17.20)
JAMS 63 (100%) 9 (14.3%) 5 (79%) 16 (25.4%) 15 (23.86) 18 (28.86)
IJRM 27 (100%) 5 (18.3%) 0 (0.0%) 7 (25.9%%0) 9 (33.%30) 6 (22.20)

JR 14 (100%) 4 (28.8%0) 0 (0.0%) 5 (35.%0) 2 (14.30) 3 (21.40)
Total 257 52 (20.86) 14 (5.%6) 81 (31.%6) 57 (22.2%) 53 (20.6%6)

Note:Values indicate the number of strategy articles in eactdsoiainfrom each journalPercentages indicatiee number of strategy papénseach sultlomain from each journal divided by the
total number of strategy papers in each journal.
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Summary of Strategy Papers Types (1999-2017)

Table 4

Strategy Conceptual /  Qualitative Analytical Empirical Empirical: Empirical: Empirical:
Journals Papers Total  Theoretical Primary Data Secondary  Primary and
Data Secondary
IM 81 5 2 66 38 21 7
MKS 31 0 4 27 4 22 1
JMR 41 0 3 38 11 22 5
JAMS 63 24 2 0 37 30 0
[JRM 27 1 2 24 20 0
JR 14 0 1 10 6 2
Total 257 35 8 12 202 109 78 15

Note: Values indicate the number of strategy articles from each journaleéddiuthe analysis based on the search tered. us

Summary of Top Four Methods Used irMarketing Strategy Papers (1999-2017)

Table 5

Strategy Papers  Analytical Models Regression Models Time Series Models SEM
Journals Total
IM 81 2 50 9 20
MKS 31 4 16 13
JMR 41 3 28 13
JAMS 63 0 26 14
IJRM 27 2 15
JR 14 1 8
Total 257 12 143 41 52

Note: Values indicate the number of strategy articles from jeachal included in the analysis based on the search terms\igezithan one method may be coded per paper.
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Table 6
Argumentation Approach in Published Strategy Papers by SubDomain

Single Theory Multiple Conceptual Logic, Data-
Theories Development/ Driven
Grounded
Theory
FormulationContent 11 1 10 30
(n=52) (20.8%) (1.9%) (19.2%) (57.7%)
FormulationProcess 2 2 4 6
(n=14) (14.3%) (14.3%) (28.6%) (42.8%)
Implementation 11 9 9 52
Content (n=81) (13.6%) (11.1%) (11.1%) (64.2%)
Implementation 16 10 11 20
Procesqn=57) (28.1%) (17.5%) (19.3%) (35.1%)
o 14 11 13 15
Hybrid (n=53) (26.4%) (20.8%) (24.5%) (28.3%)
_ 54 33 47 123
Total (n=257) (21.0%) (12.8%) (18.3%) (47.9%)

Note: Percentages indicate the number of strgt@gers using each argumatiinapproach in each sudbmain divided by the
total number of strategy papers in eaalrdomainand for overall total, divided by the total number of strategy papers published
in thisperiad (n=257.

Argument Approach Trends

1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

s Single Theary s V] Ui ple Theory
= Conceptual / Grounded Theary Logic / Data-Driven
------- Linear {Single Theary) sessses |inear (Multiple Theory)
+« Linear {Conceptual / Grounded Theary) Linear (Logic / Data-Driven)
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Table 7
SingleLens Theories Appliedin Marketing Strategy Research

Institutional Theory Entry Deterence Theory

RBV Equity Based Compensation Theory
Agency Theory Escalation of Commitment Theory
Contingency Theory Evolutionary Economics

Feedback Theory Financial Portfolio Theory

Organizational Theory FirstMover Theory

Configuration Theory Game Theory

Organizational Learning Theory / Learning Theory / Collective Learihe&pry Growth Theory

Upper Echelons Theory Homophily Theory

Open Systems Theory IndustrialOrganization Economics Theory
Social Identity Theory Inertia Theory

Transaction Cost Economics Information Processing Theory

Control Systems Theory / Control Theory Innovation Adoption Theory

Dynamic Capabilities Theory Internal Processing Algorithms Theory
Information Economics Theory Justice (distributive, procedural, interactional)

Knowledge Theory
Organizational Structure / Design

Modernization Theory
Network Externality Theory

Social Exchange Theory OptionTheory
Allocation Theory Perception Theory
Attribution Theory Power

Behavioral Theory of the Firm Prospect Theory

Boundary Theory

Cognitive Approach (Mental Models)
Collective Selectiomheory
Complementarity Theory

Customer Value Theory

Diffusion Theory

Endogenous Growth Theory

Strong Culture Theory

Resource Dependence Theory
StructureConductPerformance/IO
Self-Categorization Theory
Signaling Theory

Social Capital Theory
Stakeholder Theory

Strategic Contingencies Theory
Strategic Referendeoints
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Table 8

Most Frequently Studied Topics withinMarketing Strategy Sub-Domains

Strategy Formulation

(figuring out what to do)

Strategy Implementation
(doing it)

Themes Percentage Themes Percentage
Strategy type 28.6% Marketingmix activities / tactics 49.2%
Strategy Value proposition / positioning 23.4% Other marketing actions / behaviors 16.4%
Content Target markds) seleced 13% Resources deployed / allocated 10.9%
(strategy Timing 10.4% Alignment (degree / level / type) 7.8%
decisions) Radical/ Incremental innovation 6.5% Performance review / monitoring 7.8%
Strategic emphasis 6.5% Other (e.g., responsibilities assigned, 7.8%
Business model design 5.2% brand portfoliochoices)
Other (e.g., strategic goals, market ent| 6.5%
Themes Percentage Themes Percentage
Marketing strategy making 41% Organization desighstructuing 24.5%
Strategy Market analysis 15.4% Process capability design 18.1%
Process Performance assessment / review 10.2% Resource deploymeptocess 14.9%
(strategy making| Situation analysis 10.2% Performance monitoring / control 13.8%
and strategy Target market / customer selectio 7.7% Alignmentprocess / mechanisms 10.6%
realization) Other (e.g., strategy selection tools, 15.4% Inter-functional interactions 9.6%
8.5%

gainingalignmentin choice$

Other (e.g., strategy change process,
situation assessment)
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Table 9A

Representative Marketing Strategy FormulationContent Studies (lllustrative Examples)

Author(s) Paper Theory Data / Primary Theme Aim / Objective Key Findings
(Journal) Type Approach Analysis
Alden etal. Empirical  Single Primary Value proposition To develop and test a new The authors develop a new constragiobal consumer culture
1999 (IM) theorylens  survey: scale / positioning construct, global consumer positioning (GCCR)-as a positioning tool, and find that a meaningful
development culture positioning (GCCP) number of advertisements employ GCCP, as opposed to positioning the
and testing as a positioning tool. brand as a member of a local consumer culture or a specific foreign
consumer culture.
Chandy and Empirical Datadriven  Secondary Radical/ To reexamine the Empirically examingthe “incumbent’s curse*a belief that large,
Tellis 2000 data: incremental incumbent's curse using a incumbent firms rarely introduce radical product innovations and instead
(IM) regression product innovation historical analysis of a solidify their market positions with relatively incremental innovations,
models relatively large number of  while small firms are the ones that primarily create radical innovations.
radical innovations in the  Present evidencaiggestinghe incumbent's curse is based on anecdotes
consumer durables and and scattered case studies of highly specialized innovations. Results
office products categories. indicate that small firms and néencumbents are slightly more likely to
introduce radical product innovations than large firms/incumbents.
However, the pattern has shifted recentlygesfirms and incumbents
are significantly more likely to introduce radical innovations than their
counterparts. Thus, the results indicate that the incumbent’s curse
applies—but to an older economic period.
Varadarajan Conceptual Conceptual N/A Strategy type To define the domain of Competitive marketing strategy is uniquely focused on how a busines
and Yadav development (competitive) marketing strategy and should deploy marketing resources to achieve positional advantages in the
2002 provide a conceptual marketplaceDevelopsa conceptual framework delineating the drivers
(JAMS) framework that defines the and outcomes of marketing strategy in the contexbpfpeting in both
antecedents and the physical and electronic marketplaces. The proposed framework
consequences of marketin¢ provides insights into changes in the nature and scope of marketing
strategy in both the strategy; specific industry, product, buyer, and buying environment
electronic and physical characteristics; and the unique skdlsd resources of the firm that assume
markets. added relevance in the context of competing in the evolving marketpl
Frambach et Empirical  Conceptual Primary Strategy type To understand the Develogs a framework linking firms’ relative emphasis on cost
al. 2003 development survey: (cost, interaction between leadership, product differentiatipand focus strategies to firms’ customer
(IIRM) regression differentiation business strategy and and competitor entation as well as their new product development and
modebk focus) market orientation on new introduction activity Findings indicate that a greater emphasis on a focus
product activity. strategy results in a decreased emphasis on customer orientation and that
competitor orientation has a negative direct iafice on new product
activity and an indirect positive effect via customer orientation.
Choi and Analytical Datadriven  Analytical Value proposition To determine how a retaile A private label’s best positioning strategy depends on the nature of tt
Coughlan economic / positioning can best position their national brands’ competition and its own quality. When the national
2006 (JR) models private labeproductsn brands are diffrentiated, a high quality private label should be positioned

terms of quality and
features when competing
against two national brands

closer to a stronger national brand, and a low quality private label should
be positioned closer to a weaker national brand. When the national brands
are undifferentiated, the private label differentiates from both national
brands.
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Table 9B
Representative Marketing Strategy ImplementationContent Studies (lllustrative Examples)

Author(s) Paper Type Theory Data / Primary Theme Aim / Objective Key RelatedFindings
Approach Analysis
Lewis 2004  Empirical Datadriven Secondary Marketingactionsand  To modelcustomers’  Loyalty programs ecourage consumers to shift fraimgleperiod decision
(UMR) data: dynamic behaviorqloyalty response to a loyalty making to dynamic or multip}period decision making. Through simulation
programming  program) program and evaluate and policy experiments, it is possible to evalwatd compare the Igaerm
models of a loyalty program effects of the loyalty program and othrearketing instruments (e.g-neail
behavior using data from an coupons, fulfillment rates, shippirfiges) on customer retention. Empirical
online grocery and results and policy experimergaggest that thgrocery/drugstoréyalty
drugstore merchant.  program stutkd is sucessful in increasingmual purchasing for a
substantial proportion of customers
Bolton etal. Conceptual Conceptual N/A Marketingmix To propose an Develops the CUSAMS framework, which specifies the customer behay
2004 (JAMS) development activities / tactics integratedCUSAMS  that reflect the breadth of the custorservice organization relationship.
framework ¢ustomer This frameworkestablishes a set of propositions regarding how marketing
assemanagement of instruments influence customer behavior within the relationship, thereby
services) influencing the value of the customer asset. The paper further defines a
research agenda that identifies critical issues in customer asset manag
Hauserand Analytical Datadriven Analytical Marketing mix To provide Shows that for the profit maximiziniym in the face of a competitive new
Shugar2008 economic activities/ tactics recommendations on product entrant it is optimal to: 1) decrease awareness adveriying
(MKS) models (integratedorogram) the strategy of decrease the distribution budget unless the new product can be kept out of
response, enabling the marketand 3) consider a price increase. However, even under the
firms to better defend optimal strategy, profits decrease as a result of the competitive new product.
their position from Provides practical guidance to estimate the distribution of consumer tastes,
attack by a new the position of the new product in perceptual space, and develop competitive
product. diagnostics to help thmanager defending against the competitive attack.
Ataman et al. Empirical Datadriven Secondary Marketing mix To consider the role o The total (shorterm plus longterm) sales elasticity is 1.37 for product anc
2010 (JMR) data: activities/ tactics the integated .74 for distribution. Conversely, thetal elasticities for advertising and
multivariate (integratedorogram) marketing mix (i.e., discounting are only .13 and .G4éspectively. Thseresults contraswith
dynamic linear advertising, price, the previous literatussemphass on price promotions and advertising.
transfer product, place) on the Further, the longerm effects of discounting are otiérd the magnitude of
function model performance of the shorterm effects. The ratio is reversed from other aspects of the mix (in
mature brands. which longterm effects exceed four times the skerim effects),
underscoring the strategic role of these tools in brand sales.
Pauwels et  Empirical Datadriven Primary Marketingmix To investigate Introducs the notion of “competitive service overlap” (CSO) that
al. 2011 (JR) survey:SEM activities / tactics whether retailer operationalizes service similaritghows that retigers are best served by

investment in
ancillary services
insulates incumbents
from new entrants.

offering manyservices and that particularly successful retalere more

unique service portfolios. Furthermore, the impact of uniqueness is most
prominent when a grocery incumbent faces a discounter entrant (e.g., Kroger
facinga WatMart entry).
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Table 9C
Representative Marketing Strategy FormulationProcess Studies (lllustrative Examples)

Author(s) Paper Type Theory Data / Primary Theme Aim / Objective Key Related Findings
Approach Analysis
Rust et al2004  Empirical Datadriven Primary survey Strategy selection To develop a Develops abroadframeworkfor evaluating return omarketing Provide a new
(IM) and secondary tools framework that model of CLV, incorporating the impact of competitors’ offerings and brand
data: enables marketers switching and provide a method for estimating the effects of individual
regression to m&e “what if” customer equity drivers. This enables firms to identify which driver has the
model assessments of greatest impact, compare the drivers’ performance with that of competitors’
marketing ROI. drivers, angrojectROI.
Venkatesarand  Empirical Single theory  Secondary Market analysis: To evaluate the Marketing contacts across various amels influence CLV nonlinearly.
Kumar2004 lens data: Markov  customers usefulness of CLV  Customers who are selected basetifetime value provide higher profits in
(IM) models for customer future periods than do customeedectecbased orseveral othecustometbased

selection and

resourceallocation.

metrics. The analyses suggest that there is potential for improved piudits
managers design resource allocation rules that maximize CLV

Payne and Frow Conceptual Conceptual N/A CRM strategy Develop a Identifiesthree alternative perspectives of CRM amiphasize the need for a
2005 (JM) development development conceptuamodel to  crossfunctional, processriented apprazh that positions CRM at a strategic
grounded process broaden level. Identify five key crosdunctional CRM processes and develop a
theory understanding of conceptual framework based on these processes: strategy development process,
CRM and its role in  value creatiomprocess, multichannel integration process, information
enhancing customel management process, and performance assesgnmaessSyntheszing CRM
and shareholder and relationship marketing concepts into a single, prezassd framework
value. provides insight into achieving successth CRM strategy and implementation
Montgomery et  Empirical Conceptual Primary Market analysis:  To examine Find evidence of managers’ thinking about competitors’ past and future
al. 2005 (MKS) development, survey: competitors whether managers behavior, but little incidence of strategic competitive reasoning. Tatvedly
grounded descriptive attempt to predict  low incidence of strategic competitor reasoning is due to perceptions of low
theory analysis competitive returns from anticipating competitor reactions more than to the high cost of
reactions. doing so. Both the difficulty of obtaining competitive information and the
uncertainty associated with predicting competitor behavior contribute ® thes
perceptions.
Esper et al Conceptual Multi-theory N/A Situation To understand the  Successfully managing the supply chain to create customer value requires
2010 (JAMS) lens assessment interaction between extensive integration between demdadused proesses and suppfgcused

two processes

through which the
firm creates value
for its customers:

processes that lsased on a foundation of value creation through-intra
organizational knowledge management. Integrating demaddupply
processes helps firms prioritize and engulidiment based upon the shared
generation, @seminationinterpretation andpplication of reatime customer

demanefocused demandas well as ongoing supply capacity constraimsoduce a conceptual
and supplyfocused framework of demand and supply integration (DSI) and offer insights for
processes. managerial practice and an agenda for future relsear
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Table 9D
Representative Marketing Strategy ImplementationProcess Studies (lllustrative Examples)

Author(s) Paper Type Theory Data / Primary Theme Aim / Objective Key Related Findings
Approach Analysis
Ghosh andohn Conceptual Single theory  N/A Organization To extend transaction Extends transaction cost analysis into a governance value analysis (G
1999 (IM) lens design / structure  cost analysis to framework, comprised of agart model. Heterogeneous resources,
address marketing positioning, the consequent attributes of exchange, and governance form all
strategy decisions interact to determine success in creating and claiming value. Considers and
closely. illustrates the tradeffs that are made between thésetors.
Homburg et al. Qualitative Conceptual Qualitative Organization To investigate key Changes in marketing organization are part of a more general shift: ch
2000 (JAMS) development, design / structure  changes in marketing concerning primary marketing coordinators and an increasing dispersion of
grounded organization. marketing activities. Introduce the concept of a custefomrsed
theory organizational structure that uses gregp customers as the primary basis

for structuring the organization and identify typical transitions firms move
through as they migrate toward a custofieeused organizational

structure.
Maltz and Empirical Conceptual Primary Interfunctional To investigate Combine insights from previous studies and interviews with managers
Kohli 2000 development  survey: interactiond marketing’s identify six intggrating mechanisms proposed to mitigate interfunctional
(JAMS) grounded regression alignment interactions with conflict (behavior that frustrates marketing initiatives). In addition,
theory models R&D, manufacturing, investigatsthe role of internal volatility (turbulence within an
and finance organization) in shaping manifest conflidrgue and demonsittethat

these mechanisms are differentially effective across the markatance,
marketingmanufacturing, and marketifg&D interfaces.

Srinivasan et al Empirical Conceptual Primary Resource To investigate why Propose a new construefproactivemarketing in a recessioRirms that
2005 (1JRM) development, survey:SEM  allocations some firms view have a strategic emphasis on marketing, arepreneurial culture, and
grounded recessions as an slack resources are proactive in their marketing activities during a
theory opportunity and others recession, while the severity of the recession in the industry negatively
do not and the impact affects proactive marketing response. In addition, firms that have a
of this viewon proactive marketig response in a recession achieve superior business
performance. performance even during the recession.
O’Sullivan and Empirical Datadriven Primary Performance To examine the effect The abilityto measure marketing performance has a significant impact
Abela 2007 survey and monitoring of ability tomeasure  firm performance, profitability, stock returns, amdrketing’s stature
(IM) secondary marketing within the firm.
data: performance on firm
regression performance
Sarin et al. Empirical Datadriven Primary Alignment To investigate the role Perceived outcome risk containment and outcome reward emphasis
2012 (JMR) survey: of supervisors in enhance primary appraisals. Perceived processaisiainment and
regression implementing changes process reward emphasis enhance secondary appraisals. Salespeople’s
models in marketing strategy. primary and secondary appraisals influence their change implementation

behaviors, leading to successful change implementation, which depends on:
(a) giving rewards to salpsople for implementing change; and (b) limiting
salespeople’s risks and recognizing them for their chagigéed efforts.
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Table 9E
Representative Marketing Strategy Hybrid Studies (lllustrative Examples)

Author(s) Paper Type Theory Data / Primary Theme Aim / Objective Key Related Findings
Approach Analysis
Nobleand Empirical Grounded Primary Alignment To identify factors that Implementation is a vitalomponent of marketing strategy making proce
Mokwa 1999 theory survey: impactthe organizational, strategy, and role commitment are necessary for
(IM) development SEM implementatiorof implementation success. Strategy and role commitment are positively
marketing strategies.  related to role performance, which is positively related to implementation
Success.
Varadarajarand  Conceptual  Singletheory  N/A Other drategy To provide an Opportunity, competitor, and decisiomaking analyseare activities that
Jayachandran, lens research overview assessment of the state businesses engage in to determine strategy content. How strategies are
1999 (JAMS) of the field of marketing initiated in the marketing strategy process could explain if strategy
strategy research formulation is intertwined with strategy ingrhentationType of firm,
structure, and skills affect strategy formulation.
Kyriakopoulos Empirical Datadriven Primary Marketing To explore how market A strong market orientation facilitates a complementarity of high levels
andMoorman, survey: action/behavior orientation impacts marketing exploration and exploitation projéetel strategies which
2004 (1IJRM) regression  innovativeness of  exploitation and results in improved new product financial performance. Firms with a weak
models strategy exploration marketig market orientation eraging in high levels of both strategies display a
strategies significant reduction in new product financial performance.
AtuaheneGima Empirical Multi-theory ~ Primary MSM - To examine antecedent Comprehensiveness is a key feature of marketing strategy. Process re
andMurray 2004 lens survey: comprehensivenes: and outcomesf and extraindustry relationships are positively related to MSC; task conflict
(IM) SEM marketing strategy and avoidance hinder the development of MSC. Decisionngaki
comprehensiveness embracing MSC is positively associated with performance when
(MSC) implementation speed is high&echnological and market uncertainty,
enhance and diminish the effects of MSC on performance, respectivel!
Morgan2012 Conceptual  Conceptual N/A Alignment To delineate the role of Effectively developing and executing marketing strategy decisions
(JAMS) development marketing in explaining concerning goals, target markets, value propositions, and timing
inter-firm performance  (architecturatapabilities) requires the acquisition, combination, and
differences. deployment of needed resources from inside and outside the organization,

and monitoring customer and competitor responses to marketplace actions.
These resources are crdgactional and time depeedt.

Krushet al.2015 Empirical Multi-theory  Primary Performance To evaluate effects on  Marketings influencemay heighten or diminish, depending on the form
(JAMS) lens survey: monitoring/ the marketing marketing capability dispersion. Different forms of dispersionaichp
SEM controland function's influence strategic outcomes; dispersion can lead to strategic and relational outcomes
strategy types when markéng as well as financial performance. The effaftcustomeresponsiveness
capabilities are on business unit performance are fully mediated by marketing strategy
dispersed. implementation success
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Table 10
Future Research Agend&Priorities

Research Area

Exemplar Questions

Exemplar Data Sources

FormulationContent

Marketing Strategysoals

1.Where do marketing strategy goals come fromwahd sets/influences the criteriavels
and referent3

2.What vehicles (i.e., written reports, tables, charts, dashboardsaretei3ed to communicatg
marketing strategy goatsd how effective ardése vehicles under different conditi@ns

3.How do shifts inorganizationabmphasige.g.,from a consumecentric to a multi
stakeholder model; from a less to a more -diabteen culture) impact marketing strategy go
choice®

e Ethnography/Observation

e Interviews and Survey

® e Text analysis of firm financial reports and
analyst calls

e Text analgis ofmarketing strategy goal

al vehicles (i.e., written reports, dashboards

presentations, etc.)

Role of the
CMO/marketing function

1.What igshould bethe role otthe CMO/marketing function in developing marketing strate

2.What dfferent combinations of CMfnarketingrole type andrganizational/marketplace
characteristics impact marketing strategjions considered arwhoices made?

3.How are marketing stratgghoices shared within and beyond the marketing organizatio
guide and cebrdinate subsequent actions?

e Comparative Case Studies
¢ Qualitative interviewinsight and secondary

N tcharacteristics)
Interview& Survey

Longer- vs. Shorer-term
emphasign Marketing
Strategy

1.How do/should CMOs evaluate and make strategic decisions regardingexthati have
Shorter vs. Longefterm horizons?

2.Whenshould CMG prioritize Shorter vs. Longerterm considerationi® marketing strategy
choiceg(and vice versa)?

3.To what degree does CMO compensation structure impact prioritizdt®imorter vs.
Longerterm strategie®

e Observation

e Interviews

e Simulations/Lab experiments
e Compensation Data

¢ Analytical models

Formulation-Process

Planning Participation

1.Who is (or should be) involved in the process of developing marketing stPategy

2.Are there different levels and types of participation across firms aadwhy and with what
consequences?

3.What is the impact afrossfunctional vs. marketingnly participation in affecting both
strategy decisions and the effectiveness of the implementation ofédtstrdtegy?

Ethnography/Observation

Interviews & Survey

Acquire planning process documents and
text analyze and/or code data

Planning Process Design

1.What planning process design characteristics matter most in affddfergnt aspects of
marketing strategy decisions? Under what internal and external cmsditie different
planning process designs more or kefsctive and efficient?

2.When and how does mutibuch attribution modeling of past actions feed into future
marketing strategy making processes?

4.When, why, and how are planning processes changed, and with whatuscssp

e Interviews &Survey

e Multi-method integrating marketplace data
firm data, marketing department data, and
planning process data

¢ Ethnography/Observation

Planning
Enablers/Inhibitors

1.What is the impact of spending more less timen developingnarketing strategy content
onimplementation timingspeedand effectiveness?

2.What financial and human resource “budgets” are typical in developingtimaylstrategy
and what is thie impact on marketing strategy content and implementation effectivéness

3.When and how should marketistrategy goals and options/choices be “marketed” intern

e Marketing Budget Analysis and Marketing
Department Headcount Data
e Comparative case studies

5 e Interviews &Survey
ally

(upwards, downwards, horizontallyJ® which other functions and under what conditions

ImplementatiorContent
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Marketing Organization
Structure

1.In what ways do contemporary marketing organizations differ, whynhdvhat
consequencdsr marketing mix options and choics

2.What impact does insourcing vs. outsourcing of diffeneatketing mix activities have and
under what conditions?

Interview & Survey

Comparative case studies

CMO responsibilities listed in professiona
networking sites

Vendor client lists (e.g. market research,
creative agencies)

Integrated Marketing
Programs

1.How does traditional vs. digital execution and resource deploymentffect mmarketing
mix outcomes and what contingencies affect this?

2.What combinations of marketing mix tactics produce the best outcordes different
internal and external conditiohs

3.What radeoffs exist in making marketing mix tactic choiqesg.,creativity vs.
complementarity, complexity venactmenspeedl how do managers make such tradfs?

Primary survey data collection across firn
Within-company study across SBUs
Interviews andsurveys

Simulation studies

MarketingTactic
Enactment

1.How long does it typically take fanarketing mix resource deployment/action enactment
occur and what may affect the tisframes involved?

2.Are gaps between intended marketing tactic decisions and their realized enactmmaon@g

3.What are the causes and consequences ofimpdbmentatiorgaps?

Primary survey data collection across firn
Interviews
Comparative case Studies

ImplementatiorProcess

Adaptation

1.When and how are marketing program actions adjusted during impleimedté/hat
internal and/or external factors trigger such adjustments?

2.What is the role of performance monitoriagd accountability processes in such
adjustments?

3.What are the consequences of such adjustments on different performaereesuand
relative to planned goaéd what factors affect the impact of the adjustments hade

Obsenation of marketing teams across
SBUs

Comparatie case studies

Interviews andSurvey data

Survey andsecondary performance data

Strategy Realization
Processes

1. What the key processes by which CMOs manage the implementation of imadtedtegy?

2. How are different change management procassed and with what results when new
marketing strategies are being implemefited

3. How are marketing strategy implementation tasks allocated and asaighbdw are
individuals/teams held accountable for delivering on required tasks?

Comparative caselslies

Interviews & Survey data

Survey & Secondary performance data
Ethnography/Observation

Marketing Organization
Design

1.How does marketing organization design affect marketing progragndasd execution?
2.How do CMOs identify required talent for new marketing responsibilégsto enable
strategy implementatigand are some methods more effective than others?

Ethnography/Observation
Interviews and Survey

Acquire planning process documents and
text analyze data

Hybrid
IntendedRealized 1.How prevalent are intendeéalized marketing strategy gagsdwhat is their magnitude? | e Text analysis of marketing strategy goals
marketingstrategy gaps 2.What factors affect the size and nature of such gagshow do they impact performafice and secondary performance data

3.What causesitendedrealized strategy gaps and how eary downside impact on
performance be reduced?

Cross sectional intervievend surveys
Longitudinal surveys and secondary
performance data

Marketing Strategy
Alignment

1.When howandfrom whomshould managers seek alignment during and after the
development of marketing strategy decisions and integrated mngrkebgram designs?
2.What internal and external factors affect the need for and impact of aligfmmantthers to

marketing strategy and integrated marketing program decisions?

Comparative case studies
Crosssectional mterviews & Surveys
Single company observation of different
marketingteams
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