
Abstract
To increase marketing's accountability, Journal of Marketing, Marketing Science Institute, and the Institute for

the Study of Business Markets have advocated development of marketing metrics and linking marketing-mix

activities with �nancial metrics. Although the marketing �eld has made progress, researchers have paid less

attention to what drives managerial use of marketing and �nancial metrics and whether metric use is

associated with marketing-mix performance. The authors propose a conceptual model that links �rm

strategy, metric orientation, type of marketing-mix activity, and managerial, �rm, and environmental

characteristics to marketing and �nancial metric use, which in turn are linked to performance of marketing-

mix activities. An analysis of 1287 marketing-mix activities reported by 439 U.S. managers reveals that �rm

strategy, metric orientation, type of marketing-mix activity, and �rm and environmental characteristics are

more useful than managerial characteristics in explaining use of marketing and �nancial metrics and that use

of metrics is positively associated with marketing-mix performance. The results help identify conditions under

which managers use fewer metrics and how metric use can be increased to improve marketing-mix

performance.
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