Accepted Manuscript

Like the ad or the brand? Marketing stimulates different electronic word-of-
mouth content to drive online and offline performance

Koen Pauwels, Zeynep Aksehirli, Andrew Lackman

PII: S0167-8116(16)30006-4

DOI: doi: 10.1016/).1jresmar.2016.01.005
Reference: [JRM 1145

To appear in: International Journal of Research in Marketing

Received date: 24 June 2015

Please cite this article as: Pauwels, K., Aksehirli, Z. & Lackman, A., Like the ad or
the brand? Marketing stimulates different electronic word-of-mouth content to drive
online and offline performance, International Journal of Research in Marketing (2016), doi:
10.1016/j.ijresmar.2016.01.005

This is a PDF file of an unedited manuscript that has been accepted for publication.
As a service to our customers we are providing this early version of the manuscript.
The manuscript will undergo copyediting, typesetting, and review of the resulting proof
before it is published in its final form. Please note that during the production process
errors may be discovered which could affect the content, and all legal disclaimers that
apply to the journal pertain.


http://dx.doi.org/10.1016/j.ijresmar.2016.01.005
http://dx.doi.org/10.1016/j.ijresmar.2016.01.005

Like the ad or the brand? Marketing stimulates different
electronic word-of-mouth content to drive online and offline
performance

Koen Pauwels’
Zeynep Aksehirli
Ozyegin University

Andrew Lackman
Data Scientist, Facebook

ARTICLE INFO

Article history:

First received on June 24, 2015 and was under review for 4 months.

Area Editor: Peter C. Verhoef

December 22, 2015

! Email: koen.pauwels@ozyegin.edu.tr



Download English Version:

https://daneshyari.com/en/article/5033700

Download Persian Version:

https://daneshyari.com/article/5033700

Daneshyari.com


https://daneshyari.com/en/article/5033700
https://daneshyari.com/article/5033700
https://daneshyari.com

