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1. Making meaning: the fate of the consumer in market research. fo)
2014, %ol. 56 Issue 3, p279-281. 3p. DOI: 10.2501AJMR-2014-019.

The article focuses on the role of consumers and consumer behavior in market research. Topics discussed include a brief

By: Barnham, Chris Journal of Market

L hiztory of consumer research within the marketing discipline, the meaning a.
" .
eronan ce R research; C( R behavior; RESEARCH; MARKETING research - Methadzlogy; CONSUMERS
-- Attitudes; BRANDING (Marketing); ADVERTISING research; Marketing Research and Public Opinion Palling
53; Nonueiit Teker PDF (1.4ME)
2. How Contagious Is Your Viral Marketing Campaign? A Mathematical Model for js)

Assessing Campaign Performance.

By: EWING, MICHAEL T ; STEVWART, DAVID B.; MATHER, DINELI R.; NEWWTON, JOSHUA D. Joumal of Advertising Research.

Jul2014, Vol 54 |ssue 2, p205-216. 12p. 1 Diagram, 4 Charts, 1 Graph. DOl 10.2501/AR-54-2-205- 218
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3. Consumer Moments of Truth In the Digital Context. fo)

By: MORANM, GILLIAN; MUZELLEC, LAURENT, NOLAN, EOGHAN. Journal of Advertising Research. Jul2014, "ol 54 Issue 2,
p200-204. &p. 1 Diagram. DOI: 10.25014)AR-54-2-200-204

L The consumer purchaging journey has evalved. The current paper revisits the practitioner-led "Moments of Truth” model used by a
HayuHbli nurber of successful multinationals (initially Procter & Garble and
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4. Understanding the rural consumer's behaviour in the context of his ecosystem. fo)
By: Mohanta, Saroj Kumar, Mishra, Abhishek; Dash, Satya. Intemational Joumal of Market Research. 2012, ol 54 lssue &,
— pEO3-E12. 10p. 2 Mustrations, 1 Diagram, 1 Chart. DOl 10 2501/MR-54-5-E03-612
L Rural markete have always been a challenge for market t Ci | tools applicable in urban areas are not directly
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5. When Imitation Doesn't Flatter: The Role of Consumer Distinctiveness in Responses

to Mimicry.
By: WHITE, KATHERINE; ARGO, JENNIFER J. Journal of Consumer Research. Jun2014 Supplement, pS3-316. 14p. 1 Color
Phaotograph, 3 Black and White Photographs. DOI: 10.1086/860187
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