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Introduction

Overview

Review of Marketing Research, now in its 19th volume, is a publication covering the important areas of marketing research with a more comprehensive state-of-the-art orientation. The chapters in this publication review the literature in a particular area, offer a critical commentary, develop an innovative framework, and discuss future developments, as well as present specific empirical studies. The first 18 volumes have featured some of the top researchers and scholars in our discipline who have reviewed an array of important topics. The response to the first 18 volumes has been truly gratifying and we look forward to the impact of the 19th volume with great anticipation.

Publication Mission

The purpose of this series is to provide current, comprehensive, state-of-the-art articles in review of marketing research. Wide-ranging paradigmatic or theoretical, or substantive agendas are appropriate for this publication. This includes a wide range of theoretical perspectives, paradigms, data (qualitative, survey, experimental, ethnographic, secondary, etc.), and topics related to the study and explanation of marketing-related phenomenon. We reflect an eclectic mixture of theory, data, and research methods that is indicative of a publication driven by important theoretical and substantive problems. We seek studies that make important theoretical, substantive, empirical, methodological, measurement, and modeling contributions. Any topic that fits under the broad area of “marketing research” is relevant. In short, our mission is to publish the best reviews in the discipline.

Thus, this publication bridges the gap left by current marketing research publications. Current marketing research publications such as the Journal of Marketing Research (USA), International Journal of Market Research (UK), and International Journal of Research in Marketing (Europe) publish academic articles with a major constraint on the length. In contrast, Review of Marketing Research can publish much longer articles that are not only theoretically rigorous but also more expository, with a focus on implementing new marketing research concepts and procedures.

Articles in Review of Marketing Research should address the following issues:


	Critically review the existing literature

	Summarize what we know about the subject – key findings

	Present the main theories and frameworks

	Review and give an exposition of key methodologies

	Identify the gaps in literature

	Present empirical studies (for empirical papers only)

	Discuss emerging trends and issues

	Focus on international developments

	Suggest directions for future theory development and testing

	Recommend guidelines for implementing new procedures and concepts



A Focus on Special Issues

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



	Volume, Year
	Topic
	Volume Editors





	8, 2011
	Marketing Legends
	Naresh K. Malhotra



	9, 2012
	Toward a Better Understanding of the Role of Value in Markets and Marketing
	Stephen L. Vargo and Robert F. Lusch



	10, 2013
	Regular Volume
	Naresh K. Malhotra



	11, 2014
	Shopper Marketing and the Role of In-Store Marketing
	Dhruv Grewal, Anne L. Roggeveen, and Jens NordfÄlt



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



	13, 2016
	Marketing in and for a Sustainable Society
	Naresh K. Malhotra



	14, 2017
	Qualitative Consumer Research
	Russell W. Belk



	15, 2018
	Innovation and Strategy
	Rajan Varadarajan and Satish Jayachandran



	16, 2019
	Marketing in a Digital World
	Aric Rindfleisch and Alan J. Malter



	17, 2020
	Continuing to Broaden the Marketing Concept: Making the World a Better Place
	Dawn Iacobucci



	18, 2021
	Marketing Accountability for Marketing and Non-marketing Outcomes
	V. Kumar and David W. Stewart



	19, 2022
	Measurement in Marketing
	Hans Baumgartner and Bert Weijters





This Volume

This special issue focuses on measurement in marketing. In the recent years, significant advances have been made in measurement, particularly in terms of theoretically conceptualizing the constructs, collecting data to empirically examine the measures, and formulating appropriate measurement models to establish their psychometric properties. The chapters in this volume represent an eclectic mix of measurement issues and methodological approaches to address them.

Bagozzi (2022) develops the philosophical foundation for hylomorphic structures and show how they are rooted in dispositions and dispositional causality; he also examines the various mind–body trade-offs. In contrast to simple concepts, complex concepts, when expressed in hylomorphic structures, achieve unique ontological status and serve particular explanatory capabilities. Bagozzi offers the first exposition of the underlying philosophical foundations of hylomorphic frameworks in marketing and consumer research and shows that hylomorphic structure can be used to represent independent, dependent, mediating, and moderating variables. As marketing scholars come to appreciate the usefulness of complex concepts, we should see more applications in the years ahead.

Measurement in marketing and the social sciences commonly assumes that a set of observed variables is a function of an underlying common factor plus some error. Rigdon and Sarstedt (2022) question several of the assumptions in this approach. They argue that (1) the common factor model is seldom correct in the population, (2) the common factor generally does not correspond to the quantity the researcher intends to measure, and (3) the measurement error does not fully capture the uncertainty associated with measurement. The norm in the physical sciences is to adapt an uncertainty-centric approach to measurement, and that approach can largely address the limitations of current measurement practice in marketing.

Measurement error is pervasive in research design; Viswanathan (2022) examines the components and sources of this error. He stresses the importance of understanding the different types of measurement error, the sources of these different types, the effects of such error on response patterns, and measurement indicators, and how they manifest in results or findings. He presents insights on how items, measures, and methods can be designed before-the-fact to reduce measurement error. While developing the research design, the path from the conceptual to the operational has to be traveled carefully to reduce measurement error. Researchers would do well to follow the recommendations of Viswanathan.

The need to consider measurement invariance testing in cross-cultural research is well established, and van Herk and Goldman (2022) provide a bibliometric analysis of articles on cross-cultural and cross-national topics in marketing. They code cross-cultural articles in the period 1999–2020 to assess whether researchers follow the recommended steps as outlined in the multigroup confirmatory factor analysis approach. Their results show that most studies find partial invariance: some items are not comparable across the cultural groups studied. Researchers often ignore noninvariant items, which may decrease the validity of cross-cultural comparisons made. They also analyze the dissemination of measurement invariance in the broader literature based on cocitations with Steenkamp and Baumgartner (1998). They note methodological developments in cross-cultural research to enable addressing noninvariance and provide suggestions to further advance insight into cross-cultural differences and similarities.

Careless respondents who do not answer survey questions accurately can significantly distort the findings of survey research. In an insightful article, Baumgartner and Bert Weijters (2022) review the measures of careless responding that have been suggested in the literature. They offer a classification of existing measures of careless responding along two dimensions and discuss their relative strengths and weaknesses. Their conceptual framework is demonstrated by an empirical study that also shows how these measures are related to each other.

Scales for measuring marketing constructs have traditionally been developed using the classical test theory paradigm or its variant. This paradigm typically assumes that items and respondents are the only sources of variance and respondents are the objects of measurement. Yet, several applications in marketing require scaling of objects, rather than respondents, such as firms, products, brands, retail stores, etc. Drawing upon their earlier work (Finn & Kayande, 2005), these authors show that a multivariate multiple objective random effects methodology (M-MORE) could be used to identify construct dimensionality and select appropriate items for multiple objects of measurement. Finn and Kayande (2022) apply M-MORE to multivariate generalizability theory data collected to assess online retailer websites to identify the dimensionality of, and to select appropriate items for scaling website quality. They compare their results with those produced by traditional methods. They found that the scale developed by the M-MORE approach has better criterion validity than the traditional scale when scaling websites, thus demonstrating the value added by the M-MORE approach.

A significant part of what and how consumers feel, think, and behave is determined by automatic (or “implicit”) cognitive processes and measurement procedures specifically designed to tap into these automatic cognitive processes are referred to as implicit measures. Along with a proliferation of implicit measures over the last two decades, the understanding of the mechanisms as well as the conditions under which these mechanisms operate has been changing. Thus, it can be challenging for marketing researchers to select the implicit measure best suited for a particular situation. Slabbinck and Spruyt (2022) review the pertinent literature and develop a utilitarian taxonomy that has the potential to facilitate the selection of the appropriate implicit measures.

Together these chapters lead to new insights, approaches, and directions for research on various aspects of measurement in marketing. It is hoped that collectively the chapters in this volume will substantially aid our efforts to theoretically conceptualize the constructs, collect data to empirically examine the measures, and formulate appropriate measurement models to establish their psychometric properties and to provide a broader arsenal of research methods as well as fertile areas for future research. I thank Hans Baumgartner and Bert Weijters for such an outstanding volume. The Review of Marketing Research continues its mission of systematically analyzing and presenting accumulated knowledge in the field of marketing as well as influencing future research by identifying areas that merit the attention of researchers.

Naresh K. Malhotra, Editor-in-Chief
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