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Abstract—The aim of this study is to gain an understanding 

of whether there is a tendency of using agent-based 

modeling and simulation in marketing related issues within 

the last 14 years. For this purpose, we examined the content 

of ProQuest, Emerald and EbscoHost databases which 

provide great access to various journals from both 

marketing and technical disciplines. We used the keywords; 

marketing and agent-based simulation, marketing and 

agent-based modeling in the all fields. Search options are 

limited to peer-reviewed. Articles and conference papers 

published within the range of 2000 and 2013 were chosen 

from scholarly journals. This search resulted in 141 

publications, by taking into consideration their abstracts, 89 

of them found as irrelevant. Remaining 52 were classified 

into categories with respect to different marketing concepts 

and publishing years. In addition to this, marketing 

sub-categories and publishing years matrix was constructed 

in order to understand hot issues of marketing used in 

agent-based modeling and research opportunities of these 

two concepts.  
 

Index Terms—marketing, agent-based modeling, 

agent-based simulation  

 

I. INTRODUCTION 

Nowadays, agent-based modeling has rapid increase in 

use of various disciplines. The dynamic nature and 

capability of modeling complex systems are some of its 

basic features which support the idea behind the intensive 

usage. One of the application areas of agent-based 

modeling and simulation is marketing. With the rise of 

the information age, companies have started using 

information and communication technologies for their 

operations including marketing. As a result of this, 

competition has become fiercer. Marketing is one of the 

crucial business areas to survive in today’s organizations. 

Since today’s business environment is volatile and very 

complex in nature, it is difficult to model issues related 

with marketing by using traditional techniques. Thus, 

agent-based modeling becomes more appropriate for this 

purpose. 

In this study, we try to figure out whether there is a 

tendency of using agent-based modeling and simulation 

in marketing related issues within the last 14 years. The 

article begins with the literature review, continues with 

                                                           

the methodology, and the presentation of results, and 

concludes with future research suggestions. 

II. LITERATURE REVIEW 

Marketing is a very broad concept which includes 

various sub-processes. In [1] The American Association 

defines the marketing as follows: “Marketing is the 

activity, set of institutions, and processes for creating, 

communicating, delivering, and exchange offerings that 

have value for customers, clients, partners, and society at 

large.” Also in [1], authors present that there are 10 main 

types of entities to market which are goods, services, 

events, experiences, persons, places, properties, 

organizations, information, and ideas. This reveals that 

penetration area of marketing is much extended.  

In [2] authors revealed that marketing provides being 

superior to your competitors in creating, delivering and 

communicating customer value. Therefore, marketing is 

at each and every step of business. In [3], it is stated that, 

with the rise of the information age, companies have 

started using information and communication 

technologies for their operations including marketing. As 

a result of this, competition has become fiercer. Since 

today’s business environment is volatile and very 

complex in nature, it is difficult to model issues related 

with marketing by using traditional techniques.  

In [4], it is indicated that, models have become less 

simplified and they can be added more characteristics of 

real systems with the agent-based modeling and 

simulation. Thus, complex and dynamic environments 

such as business environment and marketing processes 

are suitable to be modelled with agent-based modeling. 

In [5], it is specified that the one of the specific 

characteristics of agents in agent-based simulation is their 

adaptive behavior. In [4], it is revealed that agents can 

adapt their behaviors to current states environment, of 

other agents and of themselves.  

III. METHODOLOGY 

We examined the content of ProQuest, Emerald and 

EbscoHost databases which provide great access to 

various journals from both marketing and technical 

disciplines. We used the keywords; marketing and 

agent-based simulation, marketing and agent-based 

modeling in the all fields. Articles and conference papers 

are chosen from scholarly journals. Since the usage of 

agent-based simulation in marketing is a new research 
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area, only the articles published between 2000 and 2013 

were evaluated. This search resulted in 141 publications, 

by taking into consideration their abstracts 89 of them 

found as irrelevant. 

TABLE I.  DATABASES CHOOSEN AND NUMBER OF PAPERS 

SELECTED 

Databases 
Selected Papers 

n % 

ProQuest 45 85 

Emerald 4 10 

EbscoHost 3 5 

Total 52 100 

TABLE II.  NUMBER OF PAPERS PER SUB-CATEGORIES AND THEIR 

REFERENCES  

Sub-Categories of 

Marketing 

Number 
of Papers 

References 

Advertising 1 [6] 
Competition 4 [7], [8], [9], [10] 

Consumer Behavior 
7 [11], [12], [13], [14], 

[15], [16], [17] 

Delivery 

9 [15], [18], [19], [20], 

[21], [22], [23], [24], 

[25] 
Digital Rights Management 2 [26], [27] 

E-Commerce 3 [24], [27], [28] 

Innovation 

16 [29], [30], [31], [32], 
[33], [34], [35], [36], 

[37], [38], [39], [40], 

[41], [42], [43], [44] 
Market-Orientation 

Processes 

1 [45] 

New Market Entries 1 [46] 
New Product Development 4 [31], [47], [48], [49] 

New Technology Adaption 3 [50], [51], [52] 

Pricing 4 [44], [53], [54], [55] 
Service 3 [34], [56], [57] 

Value Creation 2 [34], [58] 

 

In fact, all articles were carefully screened to meet two 

criteria: 

 All articles had to involve one of marketing 

concepts. 

 All articles must use agent-based modeling and 

simulation as a method or recommend it as a 

further research. 

Identification of all eligible papers for the content 

analysis was shared between two referees (i.e., the 

authors). One of them is a professor in marketing area 

and the other is a doctoral student in management 

information systems department. First, the doctoral 

student read and chose the related papers from a set of 

141 papers and created Table I. As shown in Table I, 52 

papers were selected for the analysis with the greatest 

number coming from ProQuest Database. Then papers 

are categorized into 14 different sub-categories of 

marketing. Some steps were taken to minimize judgment 

error and bias. Each referee independently created 

category names and put the papers into relevant 

categories. Then the results were compared for 

consistency. Category names were revised, some of them 

were combined and some of them were deleted and their 

papers were placed in other existing categories.  

IV. RESULTS 

First of all, each paper was categorized into one or 

more marketing sub-categories. Table II shows these 

marketing sub-categories, number of papers fall in each 

category and the reference numbers of these papers. You 

can find the references of these papers in the appendix. 

The marketing concepts are arranged in the alphabetical 

order. 

A. Advertising 

The first sub-category of marketing is advertising. 

There is one paper in this category. Reference [6] used 

agent-based modeling as a method to study the influence 

of the advertising budget and revision cycles of 

advertising policy on two firms. 

B. Competition 

The second sub-category of marketing is competition. 

There are four papers in this category. Reference [7] tried 

to understand how firms identify effective competitive 

positions by modeling and also examined how structural 

and managerial characteristics of the firm effect this 

decision. On the other hand, Reference [8] examined two 

types of competitive focus; external, where the choice of 

focal technology to be improved is influenced by 

information about other organizations and internal, where 

it is not influenced by others. Reference [9] constructed 

computational market model with technological 

competitions among standards and introduces simulations 

of different scenarios concerning standardization 

problems. In Reference [10], author approached to 

competitiveness from different point of view and claimed 

that if the firm’s strategy is how complex the possibility 

of imitating it is difficult as well so they can get 

competitive advantage with this way. He modeled his 

idea with the agent-based simulation technique. 

C. Consumer Behavior 

The third sub-category of marketing is consumer 

behavior. There are six papers in this category. It is one 

of the sub-categories of marketing in which agent-based 

modeling is used intensively. In Reference [11], authors 

investigate the relationship between consumer behavior 

and the sales forecast and claimed that agent-based 

modeling is suitable technique in order to investigate this 

relationship. In Reference [12], consumer behaviors were 

examined over specific sector; energy market. Reference 

[13] examined consumer behavior over specific sector. 

They investigated electricity market. Reference [14] 

proposed a model for understanding a complex 

management issue – the customer loyalty in a public 

sports service. Reference [15] investigated the effects of 

retail performance on customer satisfaction with 

agent-based modeling approach. Reference [16] looked at 

briefly to agent-based model and its application on 

consumer behavior especially in telecoms and media 

markets. Reference [17] constructed a model for local 

heroin market and investigated the behaviors of 

consumer, dealers, street sellers, brokers and police.  
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D. Delivery 

The fourth sub-category of marketing is delivery. 

There are nine papers in this category. Delivery is also 

one of the sub-categories of marketing in which 

agent-based modeling is used intensively. The subjects 

about delivery which are examined in the chosen papers 

can be summarized as following. Reference [18] 

examined relationships in dynamic retail market, 

Reference [19] examined supply-chain co-design, 

Reference [20] examined supply-chain planning, 

Reference [21] examined agile supply demand network 

design, Reference [22] examined building a supply 

network theory, Reference [23] examined the role of 

collaboration and sustainable relationships in 

supply-chain, Reference [15] examined retail 

performance, Reference [24] examined the effect of 

e-commerce on supply chain management, Reference [25] 

examined the role of intermediaries in electronic value 

chain. 

E. Digital Rights Management 

The fifth sub-category of marketing is digital rights 

management. There is one paper in this category. In 

Reference [26], digital rights management is defines as 

follows: “Digital rights management broadly refers to a 

set of policies, techniques and tools that guide the proper 

use of digital content.” Reference [27] examined digital 

rights management which is directly related with 

e-commerce firms.  

F. E-Commerce 

The sixth sub-category of marketing is e-commerce. 

There are three papers in this category. Reference [24] 

examined the effects of e-commerce on the participants’ 

supply chain operations, including inventory 

management and order fulfillment. Reference [27] 

examined digital rights management which is directly 

related with e-commerce firms. Reference [28] examined 

effects of e-commerce on firms’ organizational structure.  

G. Innovation 

The seventh sub-category of marketing is innovation. 

There are sixteen papers in this category. It is the 

sub-category of marketing in which agent-based 

modeling is used most intensively. We can group these 

papers based on the innovation types. Reference [29], 

[30], [31], [32], [33] is about product innovation. 

Reference [34] is about service innovation. Reference [35] 

is about organizational innovation. Also we can group 

innovations as radical and incremental innovations. 

Reference [36] examined radical innovation their paper 

while Reference [37] examined modularity and 

incremental innovation. Reference [38], [39], and [40] 

modeled innovation diffusion. Reference [41] and [42] 

examined the subjects of “knowledge intensive 

innovation” and “knowledge integration and innovation”. 

Reference [43] proposed a model to investigate the 

relationship between learning and innovation. Finally, 

Reference [44] introduced a model to find optimal 

pricing for the growth of innovation. 

H. Market-Orientation Processes 

The eighth sub-category of marketing is innovation. 

There is one paper in this category. Reference [45] 

compares different research techniques in his paper and 

offers agent-based modeling and simulation as more 

rigorous and fruitful technique than other techniques. 

I. New Market Entries 

 The ninth sub-category of marketing is new market 

entries. There is one paper in this category. Reference [46] 

examined the effects of firms which enter the market on 

effectiveness and efficiency of existing firms. 

J. New Product Development 

The tenth sub-category of marketing is new product 

development which includes four papers in it. Reference 

[47] one of the papers in this category examined network 

externalities and network structure for new product 

development. Reference [48] covers the capability of 

firm for new product development. Reference [49] 

investigated the effects of incentives and organizational 

structure on new product development. Finally, 

Reference [32] examined innovation and new product 

development.  

K. New Technology Adoption 

The eleventh sub-category of marketing is new 

technology adoption which includes three papers in it. 

Reference [50] discusses four cases in order to figure out 

adoption processes of companies to the agent-based 

applications. Reference [51] applies four different 

agent-based simulation packages for electricity market 

and examined the common features of these packages 

and also examined technology adoption characteristics 

with these applications. Reference [52] reviews six 

articles in which technology adoption was issued. One of 

these studies used agent-based modeling as a method.  

L. Pricing 

The twelfth sub-category of marketing is pricing in 

which there are four papers. Reference [53] is about 

pricing proposed an agent-based computational model of 

the B2C electronic auction marketplace. In Reference 

[54], authors examined the influence of local network 

effects, switching costs, pricing, functionality 

enhancement strategies, and user network structures to 

understand de facto standardization through user 

standards adoption. In Reference [55], author covered the 

pricing of financial innovations. In Reference [44], he 

aimed to explore optimal pricing strategies for 

innovations with direct network externalities. 

M. Services 

The thirteenth sub-category is services. In this 

category, there are three papers in this category. 

Reference [34] described the emergence of service 

science, a new interdisciplinary area of study that aims to 

address the challenge of becoming more systematic about 

innovating in service. Reference [56] examined in their 

study, how value co-creation unfolds over time, and 

identified basic dynamics central to the modeling of 
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service systems. Finally, Reference [57] modeled 

healthcare services by using agent-based modeling and 

simulation technique and examined results. 

N. Value Creation 

The last sub-category is value creation. It includes two 

papers. In Reference [34], authors claimed that service 

innovation accelerates the value co-creation. Agent-based 

modeling and simulation was introduced as a good 

technique to reveal this relationship and also service 

system evolution. Reference [58] constructed a model in 

order to investigate C2C interaction affects learning 

performance and they conducted sensitivity analysis to 

investigate the needs of mutual learning between 

customers and provider in value co-creation. 

O. Analysis of Papers According to Publishing Years 

Table III shows the articles’ publishing years, number 

of papers published in each year, their percentages and 

their reference numbers. Over the years the usage of 

agent-based modeling in marketing increases.  

TABLE III.  CATEGORIZATIONS OF PAPERS ACCORDING TO 

PUBLISHING YEARS 

Years Frequency Percentage References 

2000 1 2 [25] 

2001 2 4 [10], [49] 

2002 1 2 [16] 

2003 3 6 [6], [28], [43] 

2004 2 4 [12], [46] 

2005 4 8 [7], [27], [30], [32] 

2006 4 8 [19], [21], [50], [53] 

2007 4 8 [22], [31], [48], [51] 

2008 1 2 [34] 

2009 3 6 [14], [17], [40] 

2010 7 13 
[11], [20], [24], [33], [36], [37], 

[38] 

2011 9 17 
[8], [15], [18], [29], [41], [45], 

[52], [54], [56] 

2012 7 13 
[9], [13], [39], [42], [47], [55], 

[57] 

2013 4 8 [23], [35], [44], [58] 

Total 52 %100  

 

 

Figure 1.  Frequency of papers according to publishing years 

In 2008 the only one paper was published so this year 

can be an outlier. The most number of papers were 

published in the years of 2011 and 2012. Therefore, we 

can say that agent-based modeling is getting used in 

marketing issues. On the other hand, in 2013 there are 

only three papers published, however the reason might be 

that further papers are accepted but not published yet.  

V. RECOMMENDATION FOR FUTURE STUDIES 

Most recently, delivery, innovation, pricing, and value 

creation are subjected in the papers. 2011 is the year that 

the most various and the most number of papers were 

published. “Innovation” has been the concept which is 

most subjected in the papers. The latter subjects that 

follow “innovation” are “delivery” and “consumer 

behavior”. The least subjected titles are advertising, 

digital rights management, new market entries, 

market-orientation processes and value creation. These 

subjects can be the future research areas that agent-based 

modeling and simulation might be used as a method.   

TABLE IV.  MARKETING SUB-CATEGORIES AND PUBLISHING YEARS 
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2000    X           

2001  X        X     

2002   X            

2003 X     X X        

2004   X      X      

2005  X   X  X        

2006    X       X X   

2007    X   X   X X    

2008       X      X X 

2009   X    X        

2010   X X  X X        

2011  X X X   X X   X X X  

2012  X X    X   X  X X  

2013    X   X     X  X 

REFERENCES 

[1] P. Kotler and K. Keller, Marketing Management, 14th ed. Prentice 

Hall, 2011, ch. 1, pp. 27-28. 
[2] B. Gale and R. C. Wood, Managing Customer Value: Creating 

Quality and Service that Customers Can See, Simon and Schuster, 

1994, ch. 1, pp. 4-5. 
[3] B. B Schlegelmilch and R. Sinkovics, “Viewpoint: Marketing in 

the information age-can we plan for an unpredictable future?” 

International Marketing Review, vol. 15, no. 3, pp. 162-170, 1998. 
[4] S. F. Railsback and V. Grimm, Agent-Based and Individual-Based 

Modeling: A Practical Introduction, Princeton University Press, 

2011.   
[5] V. Grimm, U. Berger, F. Bastiansen, S. Eliassen, V. Ginot, J. 

Giske, and D. L. DeAngelis, “A standard protocol for describing 

individual-based and agent-based models,” Ecological modelling, 
vol. 198, no. 1, pp. 115-126, September 2006.  

[6] D. Meyer, A. Karatzoglou, F. Leisch, C. Buchta, and K. Hornik, 

“A simulation framework for heterogeneous agents,” 
Computational Economics, vol. 22, no. 2-3, pp. 285-301, Oct 

2003. 

[7] G. Gavetti, D. A. Levinthal, and J. W. Rivkin, “Strategy making 
in novel and complex worlds: The power of analogy,” Strategic 

Management Journal, vol. 26, no. 8, pp. 691-712, June 2005. 

243

Journal of Advanced Management Science Vol. 2, No. 3, September 2014

©2014 Engineering and Technology Publishing



[8] P. Moran, M. Simoni, and G. Vagnani, “Becoming the best: By 
beating or ignoring the best? Toward an expanded view of the role 

of managerial selection in complex and turbulent environments,” 

Journal of Management & Governance, vol. 15, no. 3, pp. 
447-481, Aug 2011. 

[9] K. Ohori and S. Takahashi, “Market design for standardization 

problems with agent-based social simulation,” Journal of 
Evolutionary Economics, vol. 22, no. 1, pp. 49-77, Jan 2012. 

[10] J. W. Rivkin, “Reproducing knowledge: Replication without 

imitation at moderate complexity,” Organization Science, vol. 12, 
no. 3, pp. 274-293, May-June 2001. 

[11] C. S. Currie and I. T. Rowley, “Consumer behaviour and sales 

forecast accuracy: What's going on and how should revenue 
managers respond&quest,” Journal of Revenue & Pricing 

Management, vol. 9, no. 4, pp. 374-376, July 2010. 

[12] I. Dyner and C. J. Franco, “Consumers' bounded rationality: The 
case of competitive energy markets,” Systems Research and 

Behavioral Science, vol. 21, no. 4, pp. 373-389, Aug 2004. 

[13] F. Furaiji, M. Łatuszyńska, and A. Wawrzyniak, “An empirical 

study of the factors influencing consumer behaviour in the electric 

appliances market,” Contemporary Economics, vol. 6, no. 3, pp. 

76-86, June 2012. 
[14] J. A. M. García and L. M. Caro, “Understanding customer loyalty 

through system dynamics: The case of a public sports service in 

Spain,” Management Decision, vol. 47, no. 1, pp. 151-172, 2009. 
[15] P. O. Siebers, U. Aickelin, H. Celia, and C. W Clegg, “Towards 

the development of a simulator for investigating the impact of 

people management practices on retail performance,” Journal of 
Simulation, vol. 5, no. 4, pp. 247-265, Oct 2011. 

[16] P. Twomey and R. Cadman, “Agent-based modeling of customer 

behaviour in the telecoms and media markets,” Info, vol. 4, no. 1, 
pp. 56-63, 2002. 

[17] L. D. Hoffer, G. Bobashev, and R. J. Morris, “Researching a local 

heroin market as a complex adaptive system,” American Journal 
of Community Psychology, vol. 44, no. 3-4, pp. 273-286, Dec 

2009. 

[18] M. Birkin and A. Heppenstall, “Extending spatial interaction 
models with agents for understanding relationships in a dynamic 

retail market,” Urban Studies Research, Jan 2011. 

[19] A. R. Chaturvedi, S. R. Mehta, D. Dolk, and M. Gupta, 

“Computational experimentations in market and supply-chain 

co-design: A mixed agent approach,” Information Systems and 
e-Business Management, vol. 4, no. 1, pp. 25-48, Jan 2006. 

[20] L. Ferreira and D. Borenstein, “Normative agent-based simulation 

for supply chain planning,” Journal of the Operational Research 
Society, vol. 62, no. 3, pp. 501-514, Oct 2010. 

[21] P. Helo, Y. Xiao, and J. R. Jiao, “A web-based logistics 

management system for agile supply demand network design,” 
Journal of Manufacturing Technology Management, vol. 17, no. 8, 

pp. 1058-1077, July 2006. 

[22] S. D. Pathak, J. M. Day, A. Nair, W. J. Sawaya, and M. M. Kristal, 
“Complexity and adaptivity in supply networks: Building supply 

network theory using a complex adaptive systems perspective*,” 

Decision Sciences, vol. 38, no. 4, pp. 547-580, Dec 2007. 
[23] C. Rota, N. Reynolds, and C. Zanasi, “Sustainable food supply 

chains: The role of collaboration and sustainable relationships,” 

International Journal of Business and Social Science, vol. 4, no. 4, 
pp. 45-53, April 2013. 

[24] Y. Zhang and S. Bhattacharyya, “Analysis of B2B e-marketplaces: 

An operations perspective,” Information Systems and E-Business 
Management, vol. 8, no. 3, pp. 235-256, Jun 2010. 

[25] M. Janssen and H. G. Sol, “Evaluating the role of intermediaries 

in the electronic value chain,” Internet Research, vol. 10, no. 5, pp. 
406-417, 2000. 

[26] S. R. Subramanya and B. K. Yi, "Digital rights management,” 

Potentials, IEEE, vol. 25, no. 2, pp. 31-34, March-April 2006. 
[27] J. Pitt, "The open agent society as a platform for the user-friendly 

information society," AI & SOCIETY, vol. 19, no. 2, pp. 123-158, 

April 2005.  
[28] N. Siggelkow and D. A. Levinthal, “Temporarily divide to 

conquer: Centralized, decentralized, and reintegrated 

organizational approaches to exploration and adaptation,” 
Organization Science, vol. 14, no. 6, pp. 650-669, Nov 2003. 

[29] H. Dawid and M. Reimann, “Diversification: A road to 

inefficiency in product innovations?” Journal of Evolutionary 
Economics, vol. 21, no. 2, pp. 191-229, 2011. 

[30] H. Dawid and M. Reimann, “Evaluating market attractiveness: 
Individual incentives versus industry profitability,” 

Computational Economics, vol. 24, no. 4, pp. 321-355, Jun 2005. 

[31] S. A. Delre, W. Jager, and M. A. Janssen, “Diffusion dynamics in 
small-world networks with heterogeneous consumers,” 

Computational and Mathematical Organization Theory, vol. 13, 

no. 2, pp. 185-202, Jun 2007. 

[32] R. Garcia, “Uses of agent‐based modeling in innovation/new 

product development research*,” Journal of Product Innovation 
Management, vol. 22, no. 5, pp. 380-398, Aug 2005.  

[33] M. Günther, C. Stummer, L. M. Wakolbinger, and M. Wildpaner, 

“An agent-based simulation approach for the new product 
diffusion of a novel biomass fuel,” Journal of the Operational 

Research Society, vol. 62, no. 1, pp. 12-20, Jan 2010 

[34] J. Spohrer and P. P. Maglio, “The emergence of service science: 

Toward systematic service innovations to accelerate co‐creation 

of value,” Production and Operations Management, vol. 17, no. 3, 

pp. 238-246, Feb 2008. 
[35] B. Wang and Y. B. Moon, “Hybrid modeling and simulation for 

innovation deployment strategies,” Industrial Management & 

Data Systems, vol. 113, no. 1, pp. 136-154, Jun 2013 
[36] M. Pironti, M. Remondino, and P. Pisano, “Enterprise clusters 

triggered by radical innovation: A modelistic approach,” EuroMed 

Journal of Business, vol. 5, no. 2, pp. 232-251, 2010. 
[37] G. Zhang and R. Gao, “Modularity and incremental innovation: 

The roles of design rules and organizational communication,” 

Computational and Mathematical Organization Theory, vol. 16, 
no. 2, pp. 171-200, Jun 2010 

[38] J. D. Bohlmann, R. J. Calantone, and M. Zhao, “The effects of 
market network heterogeneity on innovation diffusion: An agent

‐based modeling approach,” Journal of Product Innovation 

Management, vol. 27, no. 5, pp. 741-760, July 2010. 
[39] E. Kiesling, M. Günther, C. Stummer, and L. M. Wakolbinger, 

“Agent-based simulation of innovation diffusion: A review,” 

Central European Journal of Operations Research, vol. 20, no. 2, 
pp. 183-230, Jun 2012 

[40] Y. Kumar, R. Sarkar, and S. Swami, “Cluster-based diffusion: 

Aggregate and disaggregate level modeling,” Journal of Advances 
in Management Research, vol. 6, no. 1, pp. 8-26, 2009. 

[41] P. Ahrweiler, N. Gilbert, and A. Pyka, “Agency and structure: A 

social simulation of knowledge-intensive industries,” 
Computational and Mathematical Organization Theory, vol. 17, 

no. 1, pp. 59-76, Mar 2011. 

[42] P. Morone and R. Taylor, “Proximity, knowledge integration and 
innovation: An agenda for agent-based studies,” Journal of 

Evolutionary Economics, vol. 22, no. 1, pp. 19-47, Jan 2012 

[43] S. Harkema, “A complex adaptive perspective on learning within 
innovation projects,” The Learning Organization, vol. 10, no. 6, 

pp. 340-346, 2003. 
[44] M. G. Nejad, “Optimal pricing for the growth of innovations with 

direct network externalities: An agent-based approach,” Journal 

of Product & Brand Management, vol. 22, no. 2, pp. 180-190, 
2013 

[45] L. Young, “Market orientation processes–looking forward,” 

Australasian Marketing Journal, vol. 19, no. 3, pp. 157-160, May 
2011. 

[46] F. P. Martí, “Promoting the entry of new firms,” Small Business 

Economics, vol. 22, no. 3-4, pp. 209-221, Apr-May 2004. 

[47] H. Choi and B. Lee, “Examining network externalities and 

network structure for new product introduction,” Information 

Technology and Management, vol. 13, no. 3, pp. 183-199, Sep 
2012. 

[48] A. Mild and A. Taudes, “An agent-based investigation into the 

new product development capability,” Computational and 
Mathematical Organization Theory, vol. 13, no. 3, pp. 315-331, 

Oct 2007. 

[49] M. Natter, A. Mild, M. Feurstein, G. Dorffner, and A. Taudes, 
“The effect of incentive schemes and organizational arrangements 

on the new product development process,” Management Science, 

vol. 47, no. 8, pp. 1029-1045, Jun 2001. 
[50] S. Munroe, T. Miller, R. A. Belecheanu, M. Pechoucek, P. 

McBurney, and M. Luck, “Crossing the agent technology chasm: 

Lessons, experiences and challenges in commercial applications 
of agents,” Knowledge Engineering Review, vol. 21, no. 4, pp. 345, 

2006. 

244

Journal of Advanced Management Science Vol. 2, No. 3, September 2014

©2014 Engineering and Technology Publishing



[51] Z. Zhou, W. k. V. Chan, and J. H. Chow, “Agent-based simulation 
of electricity markets: A survey of tools,” Artificial Intelligence 

Review, vol. 28, no. 4, pp. 305-342, Dec 2007. 

[52] R. J. Kauffman and A. A. Techatassanasoontorn, “New theories 
and methods for technology adoption research,” Information 

Technology and Management, vol. 12, no. 4, pp. 289-291, Dec 

2011. 
[53] K. Mehta and S. Bhattacharyya, “Design, development and 

validation of an agent-based model of electronic auctions,” 

Information Technology and Management, vol. 7, no. 3, pp. 
191-212, Sep 2006. 

[54] A. A. Techatassanasoontorn and S. Suo, “Influences on standards 

adoption in de facto standardization,” Information Technology 
and Management, vol. 12, no. 4, pp. 357-385, Dec 2011. 

[55] M. G. Nejad and H. Estelami, “Pricing financial services 

innovations,” Journal of Financial Services Marketing, vol. 17, no. 
2, pp. 120-134, Jul 2012. 

[56] S. U. Stucky, M. Cefkin, Y. Rankin, B. Shaw, and J. Thomas, 

“Dynamics of value co-creation in complex IT service 

engagements,” Information Systems and E-Business Management, 

vol. 9, no. 2, pp. 267-281, Jun 2011. 

[57] P. Cernohorsky and J. Voracek, “Value of information in health 
services market,” Measuring Business Excellence, vol. 16, no. 4, 

pp. 42-53, 2012. 

[58] S. Novani and K. Kijima, “Efficiency and effectiveness of C2C 
interactions and mutual learning for value co-creation: 

Agent-based simulation approach,” International Journal of 

Business and Management, vol. 8, no. 9, pp. 50, Apr 2013. 

 

 

 

 

 

 

 

 

 

 

 

Aysun Bozanta was born in 28th September, 
1987. She is a Research Assistant at 

Management Information Systems Department 

of Bogazici University, Turkey. She is studying 
for a Ph.D. degree from Bogazici University 

(Turkey) Management Information Systems 

Department, M.A. degree from Bogazici 
University (Turkey) Management Information 

Systems Department and a B.Sc. degree from 

Isik University (Turkey) Management 
Information Systems Department and Mathematical Engineering 

Department. She is also working as a teaching assistant at Management 

Information Systems Department and teaches several Information 
Systems courses (such as Statistics, Decision Support Systems, 

Quantitative Analysis for Decision Making, Research Methods) at 

undergraduate level at Bogazici University. Her primary research 
interests include virtual environments, information systems analysis, 

design and development, quantitative methods, data analysis techniques. 

 

Aslihan Nasir is a Professor of Marketing at 

Bogazici University. She earned a Ph.D. 

degree from Bogazici University (2004) and 
MBA degree from Istanbul University (1997). 

Her current research interests include 

Consumer Behavior, Consumer Food 
Consumption, High-Tech products Marketing 

and Mobile Marketing. 

 
 

 

 
 

 

 

 

 

 

 

245

Journal of Advanced Management Science Vol. 2, No. 3, September 2014

©2014 Engineering and Technology Publishing




