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VK’s Specific ContribuƟons to Sales/Selling/B2B domain 

SubstanƟve ContribuƟons (32 arƟcles) 
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Through Intermediaries (vs. Brand) Shapes LifeƟme Value: Evidence from the Hotel 
Industry, ProducƟon and OperaƟons Management. 

Kumar, V., P. Kotler, and A. Kumar (2026), “TransformaƟve MarkeƟng Strategies in the era of new-
age technologies: Principles, Plan, Purpose, and PracƟce, Journal of the Academy of MarkeƟng 
Science, Vol. 54(1), pp. 1-27. 

Wang, Zi, R. Yuan, B. Li, V. Kumar, and A. Kumar, (2025), “An empirical study of AI-empowered 
product adopƟon through technology vulnerabiliƟes in the financial context”, Journal of Product 
InnovaƟon Management. 

Aggarwal, A., V Kumar and R.K. Srivastava, (2025), “Value CreaƟon and Value AppropriaƟon using 
Voice AI Technology: IntegraƟng B2B and B2C Marketplace”, European Journal of MarkeƟng. 59 (9, 
pp. 2199–2243. 

Khan, Huda., Shaphali Gupta, V Kumar and Binay Kumar (2024), “Managing Climate Change Risks 
and CreaƟng Stakeholders’ Value via Sustainability-Focused B2B Brand Strategies”, Industrial 
MarkeƟng Management, 115, pp.198-213 
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sustainable development?”, Industrial MarkeƟng Management, 117, pp.253-274 

Qu, Y., Kumar, V., and Zhao, Y. (2023), “A dynamic model of the contract length and early terminaƟon: 
The roles of technology evoluƟon and pricing strategy”, Journal of Business Research, 167(1), pp. 
114-141. 

Kumar, V. and R. Srivastava (2020), “New PerspecƟves on Business Model InnovaƟons in Emerging 
Markets,” Journal of the Academy of MarkeƟng Science, Vol. 48, pp. 815–825. 

Sharma, Amalesh, Kumar, V., and Koray Cosguner (2019). “Modeling Emerging Market Firms’ 
CompeƟƟve Price and Retail DistribuƟon Strategies,” Journal of MarkeƟng Research, Vol. 56 (3), pp. 
439-458 

Kumar, V., Goreczny, Ashley and Todd Maurer (2018). “What Drives a Salesperson’s Goal 
Achievement? An Empirical ExaminaƟon,” Journal of Business and Industrial MarkeƟng, Vol. 33 (1), 
pp. 3-18. 

Sundar, Sarang, Kumar, V., Goreczny, Ashley and Todd Maurer (2017). “How to Predict Turnover on 
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Sundar, Sarang, Kumar, V., Goreczny, Ashley and Todd Maurer (2017). “Why do Salespeople Quit? An 
Empirical ExaminaƟon of Own & Peer Effects on Salesperson Turnover Behavior”, Journal of 
MarkeƟng Research, Vol. 54 (3), pp. 381-397. 
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PerspecƟve,” Industrial MarkeƟng Management, Vol. 43 (1), pp. 6-15. 

Jayachandran, SaƟsh, Kaufman, Peter, Kumar, V., and Kelly HeweƩ (2013). “Brand Licensing: What 
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Kumar, V., Petersen, A. and R. P. Leone (2013). “Defining, Measuring and Managing Business 
Reference Value,” Journal of MarkeƟng, Vol. 77 (1), pp. 68-86. 

Shah, Denish and V. Kumar (2012). “The Dark Side of Cross-Selling,” Harvard Business Review, Vol. 90 
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from Consumer & Business Markets,” Journal of MarkeƟng, Vol. 76 (3), pp. 78-95. 

Kumar, V., Sriram, S., Luo, Anita Man and Pradeep Chintagunta (2011). “Assessing the Effect of 
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30 (4), pp. 595-603 

Kumar, V., Venkatesan, Rajkumar and Werner Reinartz (2008). “Performance ImplicaƟons of AdopƟng 
a Customer-Focused Sales Campaign,” Journal of MarkeƟng, Vol. 72 (5), pp. 50-68. 
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Whom,” Harvard Business Review, Vol. 84 (3), pp. 131-137. 
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Thomas, Jacquelyn, Werner Reinartz and V. Kumar (2004). “Geƫng the Most out of All Your 
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Induced Service Decline RaƟonalizaƟon (CISDR): Reconfiguring OrganizaƟonal Frontlines in Extreme 
Contexts,” Journal of Service Research, hƩps://doi.org/10.1177/10946705261471935  

Pancras, Joseph, Sriram, S. and V. Kumar (2012). “Empirical InvesƟgaƟon of Retail Expansion and 
CannibalizaƟon in a Dynamic Environment,” Management Science, Vol. 58 (11), pp. 2001-2018. 

Mahmoud, B. A., V Kumar, S. Gupta (2026), “Trust deficits in sunset industries: LegiƟmacy Deficits as 
antecedents to cross-sector partnerships”, Industrial MarkeƟng Management, 
hƩps://doi.org/10.1016/j.indmarman.2026.08.001  
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Research Grants 

Awarded $5,000 prize from SEF (Sales EducaƟon FoundaƟon)/Neil Rackham Research Program. 

Awarded $40,000 from ISBM for winning the 2006 ISBM Academic-PracƟƟoner Proposal 
CompeƟƟon. 
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Venkatesan, Rajkumar, V. Kumar, and Werner Reinartz (2022), “Customer RelaƟonship Management 
in Business Markets,” Handbook of Business-to-Business MarkeƟng, second ediƟon, Eds., Gary L. 
Lilien, A Petersen, and S. Wuyts, Edward Elgar Publishing Ltd.: Cheltenham, UK, pp. 335 - 358. 

Kumar, V. (2010), “Customer RelaƟonship Management” in Wiley InternaƟonal Encyclopedia of 
MarkeƟng, John Wiley & Sons. 

 

Teaching 
Courses:               B2B Engagement, Salesperson Engagement, and CRM 

 

 

 


