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Background 

The continuous change in the environment, which is a hallmark of the operations 
management (OM) and marketing disciplines, is informed by academic research pursuits and real-
world business developments. The future of marketing and OM thought and practice is expected 
to be shaped by three constituents – academic research, marketplace actions, and societal 
developments1. In fact, the interaction between the constituents mentioned above is significantly 
adding up to an overall state of transformation in the field of marketing and OM, wherein 
consumers and firms constantly see changes in how they interact with each other through the 
various exchanges and how such changes are governing the operational issues and creating 
complexities in responding to the spillover of the changes2.  

As such, it is crucial to explore (a) how transformative forces including operations are 
impacting marketing, and (b) how the impact of marketing as a transformative force3 to operations 
is realized, in responding to theoretical, practical, and societal issues. This transformative 
marketing has been experienced across domains and sub-domains such as services operations, 
supplier management, customer experience, cutting edge technologies to name a few, and across 
tools and techniques such as AI, IoT, blockchain, etc. such that “for anyone who is not at the 
cutting edge of technology and lacks a crystal ball, it is hard to know how best to respond to this 
change—for academics for whom the vast array of new analytic tools is the most critical to learn, 
for managers how to adapt their firms to the changing landscape.”4   

Thus, one can see that OM and Marketing are going to be evolving constantly and such a 
constant change will also affect other interrelated disciplines and domains. For example, consider 
the human assistant, Alexa: “If Alexa is accepted as the member of the family who knows the most 
about the weather, why not trust her suggestions for where to buy a car?  In the future such apps 
and devices may thus be the ultimate market gatekeepers: the most successful firms may not be 
the ones who can develop the best products and services, but rather those who are most successful 
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in persuading WeChat or Alexa to recommend them.”5  According to Jeffrey Immelt, former CEO 
and chairman of GE, “Every time we drove a big change, I treated it as if it were life and death. If 
you can instill that psychology in your management group, you can get transformation”6.  

Alibaba’s revenue increase was attributed to attracting more shoppers as well as its ability 
to deliver more relevant content to them. The company was able to accomplish this through mining 
the data on customer behavior. Ability to correctly mine customer behavior also changed 
merchants’ operational and pricing strategies as they were willing to pay higher prices if they know 
the ads are likely to draw in sales7. As a result, Alibaba is able to draw more dollars for the ads 
without increasing the cost. This mining of the customer data generates three market-based 
resources of major importance are a firm’s customer information assets, customer information 
analysis capabilities, and customer knowledge8. 

From a marketing perspective, convenience and personalization is expected to determine 
the success of any business. It is becoming very clear that technology and operations are driving 
this change. For example, Tesla’s direct-to-consumer sales model to make the car-buying more 
convenient9, Spotify’s personalized playlist recommendations10, and Lego’s use of sugarcane as 
a sustainable alternative to plastic11, are considered as the respective companies’ efforts to 
address evolving consumer needs. 

In the process of transformative marketing’s role in OM, new age technologies (NATs) 
such as artificial intelligence (AI), robots, machine learning (ML), drones, Internet of Things (IoT), 
and blockchain are just the beginnings of an infrastructure whereby marketing is both experiential 
and instantaneous, a constant loop that marketers will be able to tap into to shift perceptions, 
provide goods and services and utilize consumers as yet another tool in their expanding repertoire. 
Moreover, consistent with the changes, firms are reworking on their practices such that they can 
rationalize the changes and update the processes and systems. More importantly, transformative 
marketing and OM will also change the organizational infrastructure in operations, resource 
management, and the way a firm looks at the future.  Intelligent agent technologies (IATs), virtual 
reality, facial recognition, and geofencing are increasingly reshaping how companies interact with 
their customers and their stakeholders12. How did we get here? Amazon, for instance, uses a 
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confluence of AI, robots, ML, drones, IoT, and blockchain to offer, deliver, and develop solutions 
that are already changing the business landscape. This is one example to note, how each technology 
in their own right – AI, robots, ML, drones, IoT and blockchain – will continue to foster firm 
capabilities to address the ever-growing information pool; and, how changes in the traditional 
marketing and operational practices will allow a firm to accept and adhere to the changes brought 
by the transformation.  

What is the potential for new age technologies in marketing and operations? What 
strategies, capabilities and resources can we explore to prepare? How should a firm change their 
practices regarding customer operations, service operations, manufacturing and control, quality 
management and relationship enforcement such that the endogenous shock of transformative 
marketing can be accepted and taken forward? Further, by combining data across different social 
media platforms, extended physical and online network of relationships, firms can create value for 
their customers and stakeholders, and generate benefits for all the key stakeholders through the 
growth in business transactions. While firms have been applying new-age technologies to 
operations and marketing activities and business tasks in isolation, they have only recently begun 
to examine the integrated application of these technologies to marketing strategies and how delving 
deeper to the management of traditional practices to an acute level can affect firm performance.    

Thus, this special issue stresses the need for exploring solutions (a) from an OM and 
marketing perspective for the issues in the interrelated domains as well as to help marketing and 
operations activities at a much-needed time for businesses to succeed, and (b) for the academic 
pursuit of knowledge to grow with rigor and relevance, such that transformative marketing and 
operations can yield theoretical, empirical and societal impacts.  

Topics include, but are not limited to, the following: 
 
1. Applications of New Age technologies for implementing Transformative Marketing and 
Operations  
2. How can the analysis of structured and unstructured data enhance marketing and operations 
functions in the digital era? 
3. How technological innovations shape or influence customer engagement? 
4. How customer experience at various touch points of the customer journey are influenced by 
service operations due to implementing new age technologies? 
5. What factors drive the success of the reconfiguration of operations and marketing services due 
to the use of new age technologies?  
6. How do changes in traditional operations and marketing practices (i.e., managing service 
failure, customer complaints) can provide firms economic and societal benefits? 
7. How does transformative marketing influence a firm’s capacity planning, production and 
delivery planning, and understanding of value of relationships with supply partners and 
intermediaries? 
8.  How do changes in services operations influence customer retention and firm profitability? 
9. How to use augmented reality in product delivery and operation fulfillments? 
10. How to link transformative marketing to operational sustainability?  
11. How can Operations and Marketing strategies be effective with machine-human 
reconciliation? 



12. How should small and medium enterprises prepare themselves in the era of transformative 
marketing and OM? 
13. Linking transformative marketing to rapid innovation in the field of healthcare operations, 
supply chain design and network management.  
 

We welcome submissions that examine research in the interface of marketing and 
operations. All submissions must have clear managerial contributions, must be built on rigorous 
research methods that serve as an appropriate framework to analyze decisions with robust data: 
analysis of data, mathematical analysis, analytical models, behavioral theories, etc. We expect 
the study to address a new (and potentially game-changing) phenomenon, with a sufficient level 
of rigor and relevance that is consistent with the high standard of the journal. 

Please follow the detailed submission guidelines provided at 
http://www.poms.org/journal/author_instructions/. 

 

The full-paper submission deadline is August 31, 2021. Now Extended till October 31, 2021. 
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