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	1. INTRODUCTION TO MND: TESTS ABOUT MEANS

  
  

Gatignon, Hubert (forthcoming, 2003) Statistical Analysis of Managmeent Data", Boston, MA:  Kluwer Academic Publishers (Chapters 1 + 2). 
  

Basic technical readings: 

Tatsuoka, Maurice M. (1971), Multivariate Analysis: Techniques for Educational and Psychological Research, New York, NY: John Wiley & Sons, Inc. 

Application readings: 

Cool, Karel and Ingemar Dierickx (1993), "Rivalry, Strategic Groups and Firm Profitability", Strategic Management Journal, 14, 47-59 

Long, Rebecca G., William P. Bowers, Tim Barnett, et al. (1998), "Research Productivity of Graduates in Management: Effects of Academic Origin and Academic Affiliation", Academy of Management Journal, 41, 6, 704-714 
  

2. MULTIPLE ITEM MEASURES 
  

Gatignon, Hubert (forthcoming, 2003) Statistical Analysis of Managmeent Data", Boston, MA:  Kluwer Academic Publishers (Chapter 3). 
  

Basic technical readings: 

*Green, Paul E. (1978), Mathematical Tools for Applied Multivariate Analysis, New York, NY: Academic Press, [Chapter 5 and Chapter 6, section 6.4]. 

*Lord, Frederic M. and Melvin R. Novick (1968), Statistical Theories of Mental Test Scores, Reading, MS: Addison-Wesley Publishing Company, Inc., [Chapter 4]. 

*Cortina, Jose M. (1993), "What is Coefficient Alpha? An Examination of Theory and Applications", Journal of Applied Psychology, 78, 1, 98-104.  

Application readings: 

Aaker, Jennifer L. (1997), "Dimensions of Brand Personality", Journal of Marketing Research, 34, 3, (August), 347-356. 

Anderson, Erin (1985), "The Salesperson as Outside Agent or Employee: A Transaction Cost Analysis", Marketing Science, 4 (Summer), 234-254. 

Anderson, R. and J. Engledow (1977), "A Factor Analytic Comparison of U.S. and German Information Seeker", Journal of Consumer Research, 3, 4, 185-196. 

Blackman, A. W. (1973), "An Innovation Index Based on Factor Analysis", Technological Forecasting and Social Change, 4, 301-316. 

Churchill, Gilbert A., Jr. (1979), "A Paradigm for Developing Better Measures of Marketing Constructs", Journal of Marketing Research, 16 (February), 64-73. 

Deshpande, Rohit (1982), "The Organizational Context of Market Research Use", Journal of Marketing, 46, 4, (Fall), 91-101. 

Finn, Adam and Ujwal Kayandé (1997), "Reliability Assessment and Optimization of Marketing Measurement",  Journal of Marketing Research, 34, 2 (May), 262-275. 

Gilbert, Faye W. and William E. Warren (1995), "Psychographic Constructs and Demographic Segments", Psychology & Marketing, 12, 3 (May), 223-237. 

Green, Stephen G., Mark B. Gavin, and Lunda Aiman-Smith (1995), "Assessing a Multidimensional Measure of Radical Technological Innovation", IEEE Transactions on Engineering Management, 42, 3, 203-214. 

Murtha, Thomas P., Stefanie Ann Lenway and Richard P. Bagozzi (1998), "Global Mind-sets and Cognitive Shift in a Complex Multinational Corporation", Strategic Management Journal, 19, 97-114. 

Perreault, William D., Jr., and Laurence E. Leigh (1989), "Reliability of Nominal Data Based on Qualitative Judgments", Journal of Marketing Research, 26 (May), 135-148. 

Zaichkowsky, Judith Lynne (1985), "Measuring the involvement Construct", Journal of Consumer Research, 12 (December), 341-352. 
  

3. MULTIPLE REGRESSION AND POOLING TESTS 
  
  

Gatignon, Hubert (forthcoming, 2003) Statistical Analysis of Managmeent Data", Boston, MA:  Kluwer Academic Publishers (Chapter 4). 
  

Basic technical readings: 

*Chow, G. C. (1960), "Tests of Equality Between Subsets of Coefficients in Two Linear Regression", Econometrica, 28, 3 (July), 591-605. 

*Maddala, G. S. (1971), "The Use of Variance Component Models in Pooling Cross Section and Time Series Data", Econometrica, 39, 2 (March), 341-358. 

Fuller, W. A. and G. E. Battese (1973), "Transformation for Estimation of Linear Models with Nested Error Structure", Journal of the American Statistical Association, 68, 343 (September), 626-632. 

Mundlak, Y. (1978), "On the Pooling of Time Series and Cross Section Data", Econometrica, 46, 1 (January), 69-85. 

Nerlove, M. (1971), "Further Evidence on the Estimation of Dynamic Economic Relations from a Time Series of Cross Sections", Econometrica, 39, 2 (March), 359-382. 

Application readings: 

Bass, Frank M., Phillippe Cattin and Dick R. Wittink (1978), "Firm Effects and Industry Effects in the Analysis of Market Structure and Profitability", Journal of Marketing Research, 15, 3-10. 

Bass, Frank M. and Robert P. Leone (1983), "Temporal Aggregation, the Data Interval Bias, and Empirical Estimation of Bimonthly Relations From Annual Data", Management Science , 29, 1, (January), 1-11. 

Bass, Frank M. and Dick R. Wittink (1975), "Pooling Issues and Methods in Regression Analysis With Examples in Marketing Research", Journal of Marketing Research, 12, 4 (November), 414-425. 

Bemmaor, Albert C. (1984), "Testing Alternative Econometric Models on the Existence of Advertising Threshold Effect", Journal of Marketing Research, 21, 3 (August), 298-308. 

Bowman, Douglas and Hubert Gatignon (1996), "Order of Entry as a Moderator of the Effect of the Marketing Mix on Market Share", Marketing Science, 15, 3, 222-242. 

Gatignon, Hubert (1984), "Competition as a Moderator of the Effect of Advertising on Sales", Journal of Marketing Research, 21, 4 (November), 387-398. 

Gatignon, Hubert, Jehoshua Eliashberg and Thomas S. Robertson (1989), "Modeling Multinational Diffusion Patterns: An Efficient Methodology", Marketing Science, 8, 3 (Summer), 231-247. 

Gatignon, Hubert and Dominique M. Hanssens (1987), "Modeling Marketing Interactions with Application to Salesforce Effectiveness", Journal of Marketing Research, 24, 3 (August), 247-257. 

Gatignon, Hubert, Thomas S. Robertson and Adam J. Fein (1997), "Incumbent Defense Strategies Against New Product Entry", International Journal of Research in Marketing, 14, 163-176. 

Gatignon, Hubert and Piet Vanden Abeele (1995), "Explaining Cross-Country Differences in Price and Distribution Effectiveness", Working Paper, INSEAD. 

Gatignon, Hubert, Barton A. Weitz and Pradeep Bansal (1989), "Brand Introduction Strategies and Competitive Environments", Journal of Marketing Research, 27, 4 (November), 390-401. 

Hatten, Kenneth J. and Dan Schendel (1977), "Heterogeneity Within an Industry: Firm Conduct in the U.S. Brewing Industry, 1952-71", Journal of Industrial Economics, 26, 2, 97-113.  

Jacobson, Robert and David A. Aaker (1985), "Is Market Share All That it's Cracked Up to Be?", Journal of Marketing, 49 (Fall), 11-22. 

Johar, Gita Venkataramani, Kamel Jedidi and Jacob Jacoby (1997), "A Varying-Parameter Averaging Model of On-line Brand Evaluations", Journal of Consumer Research, 24 (September), 232-247. 

Lambin, Jean-Jacques (1970), "Optimal Allocation of Competitive Marketing Efforts: An Empirical Study", Journal of Business, 43, 4 (October), 468-484. 

Miller, Chip E., James Reardon and Denny E. McCorkle (1999), "The Effects of Competition on Retail Structure: An Examination of Intratype, Intertype, and Intercategory Competition", Journal of Marketing, 63, 4, 107-120.  

Montgomery, David B. and Alvin J. Silk (1972), "Estimating Dynamic Effects of Market Communications Expenditures", Management Science, 18, 10 (June), B485-501. 

Naert, Philippe and Alain Bultez (1973), "Logically Consistent Market Share Models", Journal of Marketing Research, 10 (August), 334-340. 

Parson, Leonard J. (1974), "An Econometric Analysis of Advertising, Retail Availability and Sales of a New Brand", Management Science, 20, 6 (February), 938-947. 

Parson, Leonard, J. (1975), "The Product Life Cycle and Time Varying Advertising Elasticities", Journal of Marketing Research, 12, 3 (November), 476-480. 

Robinson, William T. (1988), "Marketing Mix Reactions to Entry", Marketing Science, 7, 4 (Fall), 368-385. 

Robinson, William T. (1988), "Sources of Market Pioneer Advantages: The Case of Industrial Goods Industries", Journal of Marketing Research, 25, 1 (February), 87-94. 

Robinson, William T. and Claes Fornell (1985), "Sources of Market Pioneer Advantages in Consumer Goods Industries", Journal of Marketing Research, 22, 3 (August), 305-317. 

Steenkamp, Jan-Benedict E.M., Frenkel ter Hofstede, et al. (1999), "A Cross-National Investigation into the Individual and National Cultural Antecedents of Consumer Innovativeness", Journal of Marketing, 63, April, 55-69. 

Urban, Glen L., Theresa Carter, Steven Gaskin and Zofia Mucha (1986), "Market Share Rewards to Pioneering Brands: An Empirical Analysis and Strategic Implications", Management Science, 32 (June), 645-659. 
  

4. MULTIPLE EQUATION REGRESSION 

Gatignon, Hubert (forthcoming, 2003) Statistical Analysis of Managmeent Data", Boston, MA:  Kluwer Academic Publishers (Chapter 5). 

Basic technical readings: 

*Dhrymes, Phoebus J. (1978), Introductory Econometrics, New York, NY: Springer-Verlag New York Inc. [Chapter 6]. 

*Judge, George G., W. E. Griffiths, R. Carter Hill, Helmut Lutkepohl and Tsougn-Chao Lee (1985), The Theory and Practice of Econometrics, New York, NY: John Wiley and Sons, [Chapters 14 and 15]. 

*Theil, Henri (1971), Principles of Econometrics, John Wiley and Sons, Inc. [Chapters 9 and 10].  

Application readings: 

Bass, Frank M. (1969), "A Simultaneous Equation Regression Study of Advertising and Sales of Cigarettes", Journal of Marketing Research, 6 (August), 291-300. 

Bayus, Barry L. (1999), "Product Proliferation: An Empirical Analysis of Product Line Determinants and Market Outcomes", Marketing Science, 18, 2, 137-153.  

Beckwith, Neil E. (1972), "Multivariate Analysis Sales Responses of Competing Brands to Advertising", Journal of Marketing Research, 9 (May), 168-176. 

Cool, Karel and Ingemar Dierickx (1993), "Rivalry, Strategic Groups and Firm Profitability", Strategic Management Journal, 14, 47-59. 

Cool, Karel and Dan Schendel (1988), "Performance Differences Among Strategic Group Members", Strategic Management Journal, 9, 207-223. 

Gatignon, Hubert and Jean-Marc Xuereb (1997), "Strategic Orientation of the Firm and New Product Performance", Journal of Marketing Research, 34, 1 (February), 77-90. 

Lambin, Jean-Jacques, Philippe Naert and Alain Bultez (1975), "Optimal Marketing Behavior in Oligopoly", European Economic Review, 6, 105-128. 

Metwally, M. M. (1978), "Escalation Tendencies of Advertising", Oxford Bulletin of Economics and Statistics, 40, 2, 153-163. 

Norton, John A. and Frank M. Bass (1986), "Diffusion and Theory Model of Adoption and Substitution for Successive Generations of High-Technology Products", Management Science, 33, 9 (September), 1069-1086. 

Parker, Philip M. and Lars-Hendrik Röller (1997), "Collusive Conduct in Duopolies: Multimarket Contact and Cross-Ownership in the Mobile Telephone Industry", RAND Journal of Economics, 28, 2, (Summer), 304-322. 

Reibstein, David and Hubert Gatignon (1984), "Optimal Product Line Pricing: The Influence of Elasticities and Cross-Elasticities", Journal of Marketing Research, 21, 3 (August), 259-267. 

Schultz, Randall L. (1971), "Market Measurement and Planning With a Simultaneous Equation Model", Journal of Marketing Research, 8 (May), 153-164. 

Wildt, Albert (1974), "Multifirm analysis of Competitive Decision Variables", Journal of Marketing Research, 8 (May), 153-164. 
  

5. CATEGORICAL DEPENDENT VARIABLES 
  

Gatignon, Hubert (forthcoming, 2003) Statistical Analysis of Managmeent Data", Boston, MA:  Kluwer Academic Publishers (Chapter 6). 
  

Basic technical readings: 

*Maddala, G. S. (1983), Limited-dependent and Qualitative Variables in Econometrics, Cambridge: Cambridge University Press, [Chapters 3 and 4]. 

*McFadden, Daniel (1980), "Econometric Models of Probabilistic Choice Among Products", Journal of Business, 53, S13-S29. 

*Morrison, Donald G. (1969), "On the Interpretation of Discriminant Analysis", Journal of Marketing Research, 6 (May), 156-163. 

McFadden, Daniel (1974), "Conditional Logit Analysis of Qualitative Choice Behavior," in P. Zarembka, ed., Frontiers in Econometrics, New York, NY: Academic Press. 

Schmidt, Peter and Robert P. Strauss (1975), "The Prediction of Occupation Using Multiple Logit Models", International Economic Review, 16, 2 (June), 471-486. 

Application readings: 

Bruderl, Josef and Rudolf Schussler (1990), "Organizational Mortality: The Liabilities of Newness and Adolescence", Administrative Science Quarterly, 35, 530-547. 

Corstjens, Marcel L. and David A. Gautschi (1983), "Formal Choice models in Marketing", Marketing Science, 2, 1, 19-56. 

Fotheringham, A. Stewart (1988), "Consumer Store Choice and Choice Set Definition", Marketing Science, 7, 3, (Summer), 299-310. 

Gatignon, Hubert and Erin Anderson (1988), "The Multinational Corporation's Degree of Control Over Foreign Subsidiaries: An Empirical Test of a Transaction Cost Explanation", Journal of Law, Economics and Organization, 4, 2 (Fall), 305-336. 

Gatignon, Hubert and David J. Reibstein (1986), "Pooling Logit Models", Journal of Marketing Research, 23, 3, (August), 281-285. 

Guadagni, Peter M. and John D. C. Little (1983), "A Logit Model Brand Choice Calibrated on Scanner Data", Marketing Science, 2 (Summer), 203-238. 

Gupta, Sunil (1988), "Impact of Sales Promotions on When, What, and How Much to Buy", Journal of Marketing Research, 25 (November), 342-55. 

Gupta, Sachin, Pradeep K. Chintagunta and Dick R. Wittink (1997), "Household Heterogeneity and State Dependence in a Model of Purchase Strings: Empirical Results and Managerial Implications", International Journal of Research in Marketing, 14, 341-357. 

Jain, D. C. and N. J. Vilcassim (1990), "Investigating Household Purchase Timing Decision: A Conditional Hazard Function Approach", Marketing Science, 10, 1-23. 

Robertson, Thomas S. and Hubert Gatignon (1998), "Technology Development Mode: A Transaction Cost Conceptualization", Strategic Management Journal, 19, 6, 515-532. 

Rose, Nancy I. and Paul I. Joskow (1990), "The Diffusion of New Technologies: Evidence from the Electric Utility Industry", RAND Journal of Economics, 21, 3 (Autumn), 354-373. 

Sinha, Ashish (2000), "Understanding Supermarket Competition Using Choice Maps", Marketing Letters, 11, 1, 21-35. 

Tallman, Stephen B. (1991), "Strategic management models and resource-based strategies among MNEs in a host market", Strategic Management Journal, 12, 69-82. 

Yapa, Lakshman S. and Robert C. Mayfield (1978), "Non-Adoption of Innovations: Evidence from Discriminant Analysis", Economic Geography, 54, 2, 145-156. 

Foekens, Eijte W., Peter S.H. Leeflang and Dick Wittink (1997), "Hierarchical versus Other Market Share Models for Markets with Many Items", International Journal of Research in Marketing, 14, 359-378. 
  

6. RANK ORDER DATA 
  

Gatignon, Hubert (forthcoming, 2003) Statistical Analysis of Managmeent Data", Boston, MA:  Kluwer Academic Publishers (Chapter 7). 
  

Basic technical readings: 

*Amemiya, Takeshi (1985), Advanced Econometrics, Cambridge, MS: Harvard University Press, [Chapter 9]. 

*Green, Paul E. and Vithala R. Rao (1971), "Conjoint Measurement for Quantifying Judgmental Data", Journal of Marketing Research, 8 (August), 355-63. 

*McKelvey, Richard D. and William Zavoina (1975), "A Statistical Model for the Analysis of Ordinal Level Dependent Variables", Journal of Mathematical Sociology, 4, 103-120. 

Cattin, Philippe, Alan E. Gelfand and Jeffrey Danes (1983), "A Simple Bayesian Procedure for Estimation in a Conjoint Model", Journal of Marketing Research, 20 (February), 29-35. 

Louviere, Jordan J. (1988), "Conjoint Analysis Modeling of Stated Preferences", Journal of Transport Economics and Policy, 22, 1 (January), 93-119. 

Application readings: 

Beggs, S., S. Cardell and J. Hausman (1981), "Assessing The Potential Demand for Electric Cars", Journal of Econometrics, 17, 1, 1-19. 

Bowman, Douglas and Hubert Gatignon (1995), "Determinants of Competitor Response Time to a New Product Introduction", Journal of Marketing Research, 32, 1 (February), 42-53. 

Bunch, David S. and Robert Smiley (1992), "Who Deters Entry? Evidence on the Use of Strategic Entry Deterrents", Review of Economics and Statistics, 74, 3 (August), 509-521. 

Chu, Wujin and Erin Anderson (1992), "Capturing Ordinal Properties of Categorical Dependent Variables: A Review with Applications to Modes of Foreign Entry and Choice of Industrial Sales Force", International Journal of Research in Marketing, 9, 149-160. 

Green, Paul E. (1984), "Hybrid Models for Conjoint Analysis: An Expository Review", Journal of Marketing Research, 21 (May), 155-169. 

Green, Paul E., Abba M. Krieger and Manoj K. Agarwal (1991), "Adaptive Conjoint Analysis: Some Caveats and Suggestions", Journal of Marketing Research, 28, May, 215-222. 

Green, Paul E. and V. Srinivasan (1978), "Conjoint Analysis in Consumer Research: Issues and Outlook", Journal of Consumer Research, 5 (September), 103-123. 

Green, Paul E. and V. Srinivasan (1990), "Conjoint Analysis in Marketing: New Developments With Implications for Research and Practice", Journal of Marketing, October, 3-19. 

Green, Paul E. and Yoram Wind (1975), "A New Way to Measure Consumers' Judgements", Harvard Business Review, July-August, 107-117. 

Mahajan, Vijay, Paul E. Green and Stephen M. Goldberg (1982), "A Conjoint Model for Measuring Self- and Cross-Price/Demand Relationships", Journal of Marketing Research, 19 (August), 334-342. 

Page, A. L. and H. F. Rosenbaum (1987), "Redesigning Product Lines with Conjoint Analysis: How Sunbeam Does it", Journal of Product Innovation Management, 4, 120-137. 

Srinivasan, V. and Chan Su Park (1997), "Surprising Robustness of the Self-Explicated Approach to Customer Preference Structure Measurement", Journal of Marketing Research, 34, 2, (May), 286-291. 

Wind, J., P. E. Green, D. Shifflet and M. Scarbrough (1989), "Courtyard by Marriott: Designing a Hotel Facility with Consumer-Based Marketing Models", Interfaces, 19 (January-February), 25-47. 
  

7. ANALYSIS OF COVARIANCE STRUCTURE 
  

Gatignon, Hubert (forthcoming, 2003) Statistical Analysis of Managmeent Data", Boston, MA:  Kluwer Academic Publishers (Chapter 8). 
  

Basic technical readings: 

*Bentler, Peter M. (1980), "Multivariate Analysis with Latent Variables: Causal Modeling", Annual Review of Psychology, 31, 419-56. 

*Bentler, Peter M. and Douglas G. Bonett (1980), "Significance Tests and Goodness of Fit in the Analysis of Covariance Structures", Psychological Bulletin, 88, 3, 588-606. 

*Joreskog, Karl G *(1973), "A General Method for Estimating a Linear Structural Equation System", in Goldberger and Duncan, eds., Structural Equation Models in the Social Sciences, NY: Seminar Press, p. 85. 85-112. 

Bearden, William O., Subhash Sharma and Jesse E. Teel (1982), "Sample Size Effects on Chi Square and Other Statistics Used in Evaluating Causal Models", Journal of Marketing Research, 19 (November), 425-430. 

Gerbing, David W. and James C. Anderson (1987), "Improper Solutions in the Analysis of Covariance Structures: Their Interpretability and a Comparison of Alternate Respecifications", Psychometrika, 52, 1 (March), 99-111. 

Application readings: 

Anderson, James C. (1987), "An Approach for Confirmatory Measurement and Structural Equation Modeling of Organizational Properties", Management Science, 33, 4 (April), 525-541. 

Anderson, James C. and James A. Narus (1990), "A Model of Distributor Firm and Manufacturer Firm Working Partnerships", Journal of Marketing, 54, 1 (January), 42-58. 

Bollen, Kenneth and Richard Lennox (1991), "Conventional Wisdom on Measurement: A Structural Equation Perspective", Psychological Bulletin, 110, 2, 305-314. 

Capron, Laurence (1999), "The Long-Term Performance of Horizontal Acquisitions", Strategic Management Journal, 20, 11 (November), 987-1018. 

Cudeck, Robert (1989), "Analysis of Correlation Matrices Using Covariance Structure Models", Psychological Bulletin, 105, 2, 317-327. 

Diamantopoulos, Adamantios and Heidi M. Winklhofer (2001), "Index Construction with Formative Indicators: An Alternative to Scale Development", Journal of Marketing Research, 38, 2 (May), 269-277. 

Garbarino, Ellen and Mark S. Johnson (1999), "The Different Roles of Satisfaction, Trust, and Commitment in Customer Relationships", Journal of Marketing, 63, 2 (April), 70-87. 

Gilbert, Faye W. and William E. Warren (1995), "Psychographic Constructs and Demographic Segments", Psychology and Marketing, 12, 3 (May), 223-237. 

MacKenzie, Scott B., Richard J. Lutz and George E. Belch (1986), "The Role of Attitude Toward the Ad as a Mediator of Advertising Effectiveness: A Test of Competing Explanations", Journal of Marketing Research, 23, 2 (May), 130-143. 

Miller, Chip E., James Reardon and Denny E. McCorkle (1999), "The Effects of Competition on Retail Structure: An Examination of Intratype, Intertype, and Intercategory Competition", Journal of Marketing, 63, 4 (October), 107-120.  

Murtha, Thomas P., Stefanie Ann Lenway, and Richard P. Bagozzi (1998), "Global Mind-sets and Cognitive Shift in a Complex Multinational Corporation", Strategic Management Journal, 19, 97-114. 

Philips, Lynn W. (1981), "Assessing Measurement Error in Key Informant Reports: A Methodological Note on Organizational Analysis in Marketing", Journal of Marketing Research, 18, 4 (November), 395-415. 

Philips, Lynn W., Dae R. Chang and Robert D. Buzzell (1983), "Product Quality, Cost Position and Business Performance", Journal of Marketing, 47, 2, 26-43. 

Reddy, Srinivas K. and Priscilla A. LaBarbera (1985), "Hierarchical models of Attitude", Multivariate Behavioral Research, 20, 4 (October), 451-471. 

Stimpert, J.L. and Irene M. Duhaime (1997), "In the Eyes of the Beholder: Conceptualizations of the Relatedness Held by the Managers of Large Diversified Firms", Strategic Management Journal, 18, 2 (February), 111-125 

Titman, Sheridan and Roberto Wessels (1988), "The Determinants of Capital Structure Choice", The Journal of Finance, 43, 1 (March), 1-19. 

Trieschmann, James S., Alan R. Dennis, Gregory B. Northcraft and Albert W. Niemi, Jr. (2000), "Serving Multiple Constituencies in Business Schools: M.B.A. Program Versus Research Performance", Academy of Management Journal, 43, 6, 1130-1141. 

Vanden Abeele, Piet (1989), "Comment on 'An Investigation of the Structure of Expectancy-Value Attitude and its Implications' by Youjae Ji", International Journal of Research in Marketing, 6, 2 (December), 85-87. 

Venkatraman, N. and Vasudevan Ramanujam (1987), "Planning System Success: A Conceptualization and an Operational Model", Management Science, 33, 6 (June), 687-705.  

Walters, Rockney G. and Scott B. MacKenzie (1988), "A Structural Equations Analysis of the Impact of Price Promotions on Store Performance", Journal of Marketing Research, 25, 1 (February), 51-63. 

Yi, Youjae (1989), "An Investigation of the Structure of Expectancy-Value Attitude and its Implications", International Journal of Research in Marketing, 6, 2 (December), 71-83. 

Yi, Youjae (1989), "Rejoinder to 'An Investigation of the Structure of Expectancy-Value Attitude and its Implications'", International Journal of Research in Marketing, 6, 2 (December), 89-94. 
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