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1987 1997 2009
Starting |Luke and Hult, Neese, and [Hult, Reimann,
Year Doke(n=108) Bashaw(n=309) Schilke(n=629)
PFI Ranking|PFI Ranking |PFI Ranking
Jounrnal of Marketing 36 1 1 1 1 1 1
Jounrnal of marketing Research 64 0.98 2 0.92 2
Journal of Consumer Research 74 0.87 3 0.81 3 — \ o
Marketing Science 82 0.14 22 0.51 6 Zg I\b b
Journal of the Academy of Marketing Science 73 0.46 8 0.52 5 S L
Harvard Business Review 22 0.61 6 0.48 /7 1 3 E 1261LL .
Journal of Retailing 25 0.76 4 0.6 - /-
Management Science 55 0.25 12 ﬁ 25 E —G 911
Intl Journal of Research in Marketing 84| — - 0.11 26
Journal of Service Research 98| — - - = | 016 19
Journal of Advertising Research _/;?/TG 0.15 20
Journal of International Business Studi X@ I\b\ b /EU' 0.15 19 0.15 21
Industrial Marketing Management 11 0.14 20 0.15 22
' 11ET194L

Journal of Service Marketing | 87| — — 0.12 25 0.04 38

(PFI : Popularity/Familiarity Index) 5
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Undervalued or Overvalued Customer Capturing Total Customer Engagement Value
(Kumar et al. 2010)
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Woolley, A. W. et al. (2010), “Evidence for a Collective Intelligence Factor in the Performance of
Human Groups”, Science, Vol.330, 686-688.
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The Power of Co-Creation

(R.Norman 2004)
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Service Climate H# /:'I_]Qi’ﬁ ValueConstellation
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