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Abstract
Economics is the mother discipline of both marketing and ﬁnance. In recent years, marketing researchers
have largely looked to scholars in psychology and sociology for inspiration. The economic roots of
marketing are sometimes forgotten. One way to recapture this lost heritage is by turning to the sister
discipline of ﬁnance, an area of inquiry that has made great strides in terms of applying economic
principles to business problems. The purpose of this special issue is to explore the interface between
marketing and ﬁnance. The following essay provides an introduction to this issue. It also provides a
background for thinking about the ways in which the two disciplines diverge and the ways in which they
are complementary.
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become critical as ﬁrms increasingly focus on enhancing economic value. The present study aims to ﬁll the gap by
quantifying the value of mobile app introduction through the event study methodology.…

Show abstract

An interrogation of accounting–marketing interface in UK ﬁnancial services organisations:
Mixing cats with dogs?
2016, Australasian Marketing Journal

Citation Excerpt :
…The body of literature on accounting–marketing integration suggests opposing views in terms of outcome – while

some studies have observed strategic marketing synergies (e.g., Downie, 1997; Gleaves et al., 2008; Roslender and Hart,
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