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Abstract

Organizations looking to gain a long-term competitive edge in the fast-paced corporate world of today must
integrate management accounting and marketing strategies. Marketing drives consumer interaction, brand
development, and market positioning, while management accounting offers vital financial information that help
businesses make wise decisions. The convergence of these two disciplines has the potential to greatly improve
organizational performance by bringing financial objectives and market-driven strategies into alignment. In order
to better understand how data-driven financial insights from accounting systems may assist marketing initiatives
including pricing strategies, customer segmentation, and product development, this study examines the synergy
between management accounting and marketing. Companies can prioritize high-return initiatives by aligning
marketing expenditures with financial performance measures through effective integration, which optimizes
resource allocation. Furthermore, marketing departments can gain a better knowledge of the financial effects of
their plans by utilizing management accounting tools like cost-benefit analysis, break-even analysis, and
performance assessment. The article also explores the ways in which accounting methods might be impacted by
marketing feedback. For example, cost accounting can be improved to incorporate more precise expenses
associated with acquiring new customers, or pricing models can be modified in response to consumer behaviour
analytics. This mutually beneficial collaboration promotes a comprehensive strategy, guaranteeing that marketing
and financial goals are aligned to attain long-term profitability and market expansion. Organizations can improve
customer value, boost profitability, and keep a competitive edge by combining management accounting and
marketing strategies. By matching corporate resources with market possibilities and guaranteeing that customer-
centricity and financial sustainability are pursued as complimentary rather than exclusive objectives, this
integrated approach facilitates strategic decision-making. The study's conclusion highlights frameworks and best
practices for successful integration, providing managers and decision-makers with useful information to help them
stay competitive in a market that is changing quickly.

1. INTRODUCTION

An inclusive awareness of financial and market dynamics is fostered by management
accounting and marketing procedures when they are successfully integrated, giving businesses
a competitive edge and empowering them to make strategic decisions that improve profitability
and market placement. The analysis of financial data, including cost structures, revenue
streams, and resource allocation, is the main focus of management accounting. These data are
essential for determining the overall viability and performance of the company [1]. These
insights enable businesses to assess the profitability of various goods and services, maximize
operational effectiveness, and distribute resources where they will yield the greatest return.
Marketing, on the other hand, focuses on discovering client wants, preferences, and market
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trends and utilizing this information to drive product creation, promotional methods, and
customer engagement. Businesses may make more educated decisions about pricing,
budgeting, and investing in marketing activities that generate the strongest returns when
management accounting data and marketing insights are in sync [2]. The ability to create ideal
pricing strategies is one of the main effects of management accounting and marketing
integration on competition. Businesses can ascertain the actual cost of production which
includes overhead, marginal expenses, and fixed and variable costs through management
accounting. Marketing teams can then utilize this information to develop pricing plans that take
into account competitive market conditions, customer expectations, and cost coverage. By
doing this, businesses can avoid under-pricing or overpricing their goods, which can both hurt
their market share and profitability [3]. Moreover, companies can target valuable client
categories with customized offers by integrating cost data and market research, which improves
customer retention and happiness while optimizing revenue. Better decisions on the creation
of new products and innovations are also facilitated by the combination of management
accounting and marketing strategies. Management accounting can assist in determining which
goods and services are functioning well and which are not by examining cost information and
profitability. When paired with market research and customer input from the marketing team,
this financial knowledge helps firms make well-informed decisions regarding new product
introductions, discontinuations, and enhancements [4]. By enabling businesses to launch goods
more quickly, affordably, and with the ideal features, this guarantees that innovation efforts are
in line with both consumer demand and financial viability.

2. LITERATURE REVIEW

Organizations must coordinate multiple functional areas in today's quickly changing business
environment in order to achieve a sustainable competitive edge, with management accounting
and marketing playing a critical role. An increasingly popular tactic for improving
organizational performance and establishing a competitive edge is the merging of management
accounting and marketing techniques [5]. With its emphasis on financial planning, budgeting,
and performance evaluation, management accounting offers crucial insights that guide resource
allocation and strategic decision-making. Accurately evaluating financial performance and
projecting future trends are two ways that management accounting gives organizations the
power to make well-informed decisions that support larger corporate objectives [6].
Conversely, marketing is responsible for market positioning, brand creation, and customer
interaction. In order to develop strategies that connect with target audiences and set the
company apart from its rivals, it is essential to comprehend the demands, tastes, and behaviors
of customers. Data-driven and strategically integrated marketing strategies boost return on
investment and improve consumer happiness. Integration of marketing and management
accounting techniques has a synergistic effect that improves the performance and efficiency of
organizations [7]. Through this connection, businesses may better allocate resources, guarantee
the financial viability of their marketing initiatives, and match their financial goals with
market-driven plans. To help businesses select high-return initiatives, management accounting
methods like performance measurement and cost-benefit analysis, for example, can offer
insightful information about the financial effects of marketing efforts [8]. Moreover, the
incorporation of marketing feedback into accounting procedures facilitates the enhancement of
financial strategies by increasing their responsiveness to client behaviors and market
conditions. This mutually beneficial connection promotes a comprehensive strategy that
harmonizes marketing and financial goals, increasing profitability, improving consumer value,
and maintaining competitive advantage [9]. In conclusion, firms looking to successfully
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navigate the intricacies of the contemporary business environment must integrate management
accounting and marketing strategies.

2.1 Management Accounting as a Driver of Financial Insights

The financial information required for organizational decision-making is largely provided by
management accounting. To make sure that a company's resources are used as efficiently as
possible, it provides tools and techniques for tracking, measuring, and reporting financial
performance. Budgeting, forecasting, and variance analysis are the mainstays of traditional
management accounting, which enables businesses to assess their financial performance in
relation to pre-established targets [10]. Performance measuring systems, break-even analysis,
and cost-benefit analyses are examples of tools used in more sophisticated management
accounting procedures. Because of these instruments, management accounting plays a crucial
role in resource optimization by offering in-depth understanding of the financial effects of
corporate choices. Modern corporate environments require management accounting to provide
more than just simple cost control. It supports businesses in making strategic choices that match
bottom line results to overarching corporate goals. Management accounting systems provide
financial data that enables businesses to prioritize investments, assess alternative strategies,
and make sure all divisions, including marketing, contribute to the organization's overall
financial well-being [11]. This guarantees not just the attainment of monetary goals but also a
more profound comprehension of the ways in which diverse operations bolster profitability and
sustained expansion.

2.2 Marketing's Role in Customer Engagement and Market Positioning

Establishing a strong market presence, increasing consumer involvement, and developing
brand equity all depend on marketing. Companies require marketing strategies that align with
customer wants, trends, and behaviors in a marketplace that is becoming more and more
competitive and driven by the needs of the customer [12]. Understanding and meeting
consumer demand is at the canter of all key marketing activities, including product creation,
branding, pricing strategies, and customer segmentation [13]. The ability to modify and
customize marketing campaigns in response to customer feedback is critical in today's
changing marketplaces. Successful marketing campaigns necessitate ongoing observation of
consumer behaviour, market developments, and rivalry, which helps businesses stay current
[14]. Furthermore, the emergence of data analytics and digital marketing has revolutionized
how businesses interact and comprehend their clientele. Real-time feedback from data-driven
marketing techniques enables businesses to improve their tactics.

2.3 Synergies Between Management Accounting and Marketing

The amalgamation of marketing strategies and management accounting techniques presents
noteworthy mutual benefits that enhance the general functioning of the firm. The marketing
department delivers revenue-generating customer-focused methods, while management
accounting supplies the financial structure [15]. Businesses are better able to comprehend the
financial effects of their marketing decisions when these functions are in sync. By integrating
accounting financial data, for instance, marketing expenditures may be managed more skilfully
and resources can be directed toward high-yield endeavours [16]. When analysing marketing
tactics like price, client segmentation, and promotional campaigns, this synergy is very crucial.
Marketing professionals can gain a better knowledge of the financial sustainability of their
projects by utilizing management accounting methods like performance assessment and cost-
benefit analysis [17]. However, marketers ensure that financial goals are in line with customer
expectations and market realities by incorporating customer insights into the decision-making
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process. Businesses can strike a balance between short-term profitability, long-term market
positioning, and customer happiness with this integrated approach [18].

2.4 Optimizing Resource Allocation Through Integration

Resource allocation optimization is a key advantage of combining management accounting
with marketing. Budgets for marketing departments are frequently large, and matching these
budgets to financial performance measures guarantees that money is spent on projects that yield
the best returns [19]. Businesses can create more precise estimates of their marketing costs and
anticipated returns by utilizing management accounting methods like financial modelling,
forecasting, and budgeting. Making more strategic judgments about where and how to invest
in marketing initiatives is made possible by the integration of accounting and marketing [20].
Companies can concentrate their resources on marketing campaigns that maximize return on
investment, for instance, if cost-benefit analysis from accounting is in line with marketing
initiatives like advertising or customer loyalty programs [21]. Additionally, if some campaigns
are failing, real-time financial data from accounting systems can assist marketers in swiftly
modifying their plans, cutting down on waste and boosting productivity.

2.5 Reciprocal Influence: Marketing Feedback on Accounting Practices

Accounting and marketing have a reciprocal relationship. Accounting procedures are
influenced by marketing input just as much as marketing tactics are by financial data. The
improvement of cost accounting systems is one important area of effect. Financial planning is
impacted by marketing's insightful data on client lifetime value, acquisition expenses, and other
variables. Accounting, for instance, can modify pricing models in response to analytics of
customer behavior to maintain profitability while maintaining competitive rates [22].
Marketing data can also help management accountants make decisions about how to allocate
costs. Businesses can improve their cost structures and pricing strategies by identifying the
client segments and items that have the greatest impact on profitability [23]. In order to
accomplish the organization's financial and market goals, both functions collaborate in a
comprehensive manner thanks to this feedback loop. Additionally, it bridges the gap between
meeting customer wants and reaching financial objectives by guaranteeing the financial
sustainability of customer centric strategies [24]. As a result, the company is more flexible and
able to change with the market while still having a solid financial base.

2.6 Achieving Competitive Advantage Through Integration

The ultimate goal of integrating marketing and management accounting is to gain a sustained
competitive advantage. Businesses are able to maintain profitability while offering customers
greater value when they link their financial goals with customer-centric initiatives [25]. The
integration enables firms to make more strategic decisions and respond quickly to market
opportunities and challenges. Companies that effectively integrate these two duties tend to
outperform their competitors in terms of sales and profitability. This combination approach
also promotes innovation in accounting and marketing [26]. Businesses that include financial
insights into their marketing strategies are more likely to produce creative pricing structures,
advertising campaigns, and product offerings. Furthermore, marketing feedback ensures that
accounting practices stay flexible and responsive to changes.

2.7 Best Practices and Frameworks for Successful Integration

Businesses must implement best practices that encourage cooperation between management
accounting and marketing in order to successfully integrate these two departments. The
alignment of key performance indicators between the two departments is one important
foundation [27]. Accounting should include customer-centric indicators that show the success
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of marketing campaigns, while marketing should have financial KPIs that directly link to the
organization's larger financial objectives. A further recommended approach is to employ cross-
functional teams. Accounting and marketing experts can guarantee that financial and market
goals are in line when they work together on performance evaluations, financial forecasting,
and budget planning [28]. Technology is also essential in making integration possible. Real-
time insights are provided by sophisticated data analytics systems that integrate marketing and
financial data, enabling better decision-making [29]. In conclusion, firms looking to gain a
competitive edge and long-term profitability must integrate management accounting and
marketing strategies [30]. Businesses can increase their financial sustainability and market
relevance by implementing best practices and encouraging cooperation amongst various
departments.

3. RESEARCH METHODOLOGY

Design of Research The study will use a cross-sectional, survey-based approach to examine
how management accounting and marketing strategies are integrated within businesses and
evaluate how much of a difference they make in terms of competitive advantage. The study
will concentrate on collecting quantitative data from management accountants, marketing
managers, and business executives in a variety of industries using structured questionnaires.
The data analysis will be based on a sample size of 228 respondents. According to the given
research framework, it covers the demographic profile, descriptive statistics, factor/ANOVA,
correlation/regression, and hypothesis testing.

Table 1: Demographic Profile of Respondents

Category Sub-Category Percentage
Industry Manufacturing 35%
Services 30%
Technology 20%
Retail 15%
Role Retail 15%
Management Accountants 40%
Marketing Managers 35%
Business Executives 25%
Experience | >10 Years 50%
<10 Years 50%
Gender Male 60%
Female 40%
Company | Large (>500 employees) 45%
Size Medium(100-500 employees) 35%
Small (<100 employees) 20%

The respondents’ demographic profile shows a noteworthy dispersion of industries, with
manufacturing (35%) and services (30%) having a higher representation than other industries.
This suggests that there is probably a greater emphasis on integrating management accounting
and marketing methods in comparison to technology (20%) and retail (15%). Management
accountants (40%) and marketing managers (35%) make up the majority of responders,
highlighting their crucial responsibilities in influencing the integration of financial and
marketing strategies. Furthermore, the evenly divided experience levels—of whom 50% have
more than ten years of experience—offer a well-rounded perspective that integrates the
knowledge of more seasoned experts as well as the novel perspectives of more recent arrivals.
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Table: 2 Descriptive Statistics: Management Accounting and Marketing Practices

Category Specific Practice Percentage of
Usage
Management Budget Forecasting 85%
Accounting Practices | Performance Measurement System 78%
Cost-Benefit Analysis 62%
Marketing Practices Customer Segmentation 70%
Data-Driven Pricing Strategies 68%

A noteworthy 85% of participants emphasized budget forecasting as an essential management
accounting technique, highlighting its pervasive influence on financial planning and decision-
making. Cost-benefit analysis (62%) and performance measurement systems (78%) are also
widely used, indicating an emphasis on resource optimization and utilizing data-driven
financial solutions. Customer segmentation (70%) and data-driven pricing methods (68%) are
widely used in marketing, showing a good fit between marketing initiatives and both
financially prudent and customer-centric techniques.

Table 3: Integration Levels of Management Accounting and Marketing Practices

Level of Integration Percentage of Organizations
High 25%
Moderate 55%
Minimal 20%

Companies differ in the degree to which management accounting and marketing strategies are
integrated. 25% of respondents claim a high degree of integration, indicating a strong
commitment to a collaborative approach between both disciplines, whilst 55% report a
moderate level of integration, highlighting an emerging tendency towards mixing financial and
marketing knowledge. In contrast, 20% of businesses show only a minimal level of integration,
which may indicate persistent difficulties or a reluctance to completely combine marketing
strategies with management accounting.

Table 4: Correlation and Regression Analysis

Relationship Correlation (r) Regression (B) p-value
Integration Level «> Competitive Advantage 0.63 --—- <0.01
Integration Level « Profitability --- 0.45 <0.05

Companies with more successful integration of these departments typically have stronger
market positioning and a greater competitive edge, as evidenced by the positive connection (r
= 0.63) between the degrees of accounting and marketing integration and competitive
advantage. Furthermore, the results of regression analysis (B = 0.45, p < 0.05) highlight the
financial benefits of aligning accounting and marketing methods, since a higher level of
integration directly increases profitability.

Table 5: Factor Analysis

Key Factor Variance Explained
Resource Optimization 38%
Customer-Centric Financial Planning | 28%
Cost-Driven Marketing Strategies 20%

Successful integration is fuelled by three main factors: customer-centric financial planning,
which aligns marketing strategies with financial planning to improve decision-making and
customer value; cost-driven marketing strategies, which incorporate cost management and
financial analysis into marketing efforts to improve financial discipline and strategic clarity;
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and efficient resource optimization, which leads to improved outcomes when organizations
allocate resources effectively based on both financial and marketing insights.

Table 6: ANOVA Analysis: Integration Levels Across Industries

Industry Mean Integration Score Standard Deviation Sample Size
Manufacturing 4.7 0.85 80
Services 4.0 0.95 68
Technology 4.8 0.75 45
Retail 3.9 1.1 35

A statistically significant difference in the integration levels between marketing practices and
management accounting is found across industries according to the ANOVA analysis (F = 5.28,
p = 0.004). The manufacturing and technology sectors have greater proficiency in integrating
these operations, as seen by their average integration scores of 4.7 and 4.8, respectively, when
juxtaposed with services and retail, which have scores of 4.0 and 3.9, respectively. This can be
as a result of their extensive use of data, efficient use of resources, and requirement for exact
financial and marketing choices. On the other hand, the retail and services industries can
encounter difficulties or are still establishing their integration strategies. The significance of
the industry type in affecting integration success is shown by the p-value of 0.004, which
validates that these differences are statistically significant at the 95% confidence level. A
technology company that has a higher level of integration is likely to benefit from more
effective decision-making, where financial data improves marketing strategies. Retail and
service companies, on the other hand, might find it challenging to achieve a similar alignment,
which could have an impact on their competitiveness.

Table 7: Regression Analysis: Impact of Integration Level on Profitability

Independent Variable | Dependent Variable | Coefficient () Standard Error | t-value p-value
Integration Level (X) Profitability (YY) 0.45 0.12 3.75 0.002
Constant (intercept) 25 0.30 8.33 <0.001

With an R-squared of 0.40 and a p-value of 0.002, the regression equation Profitability (Y) =
0.45 * Integration Level (X) + 2.5 shows that the integration level has a substantial impact on
profitability. Profitability rises by 0.45 units for every unit increase in integration level, as
indicated by the positive coefficient (B = 0.45). The statistical importance of this link is shown
by the p-value of 0.002. Although the degree of integration can account for 40% of the variation
in profitability, other factors also have a role in profitability, as indicated by the moderate R-
squared value of 0.40.

4. CONCLUSION

Organizations hoping to gain a long-term competitive edge in the fast-paced corporate world
of today must integrate management accounting and marketing strategies. While marketing is
responsible for driving consumer interaction and strategic positioning, management accounting
offers the financial data required for well-informed decision making. Organizations can
improve performance by developing customer-centric initiatives, increasing profitability, and
optimizing resource allocation when these two functions are integrated. Financial goals and
marketing strategies are in sync because of the mutual interaction between management
accounting and marketing. A comprehensive approach to decision-making is created when
marketing input improves accounting procedures and accounting insights assist in designing
marketing campaigns. Businesses that incorporate these techniques not only get a better grasp
of the monetary effects of their marketing endeavours but also develop more flexible,
responsive plans that can adjust to shifting market conditions. In the end, this integration
promotes long-term growth by ensuring that resources are sought concurrently with chances
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for high returns, encouraging innovation, and guaranteeing financial sustainability and
consumer value. Businesses that implement best practices for integration—Ilike using data
analytics and cross-functional cooperation—are better positioned to sustain profitability,
improve their market position, and remain competitive in a changing business environment.

5. LIMITATIONS AND FUTURE RESEARCH

The study has a number of shortcomings that may affect its conclusions, despite the fact that it
offers insightful information about the combination of management accounting and marketing
techniques. The sample size, while significant, might not include all of the demographic
diversity required for larger generalization, and the extent of industry representation might not
adequately reflect the subtleties of sectors with unique characteristics. A short-term focus may
obscure the long-term effects of integration techniques, and bias may be introduced by relying
solely on self-reported integration measurements. Furthermore, integration is not fully taken
into account when considering external elements that impact it, such as economic situations
and technological improvements. By concentrating on industry-specific studies, carrying out
longitudinal assessments, and employing objective metrics to evaluate integration, future
research could solve these shortcomings. Studying the effects of new technology and
comparing cultures could improve comprehension even further. To obtain a more
comprehensive understanding of integration methods and gain deeper insights into attaining
lasting competitive advantage, it would be beneficial to investigate additional variables such
as corporate culture and leadership styles.

Reference

1. Rashid, M.M., Hossain, D.M. and Alam, M.S. (2024), "An institutional explanation of management
accounting change in an emerging economy: evidence from Bangladesh”, Journal of Accounting &
Organizational Change, Vol. 20 No. 3, pp. 513-535. https://doi.org/10.1108/JAOC-01-2023-0020

2. Roslender, R., & Hart, S. J. (2002). Integrating management accounting and marketing in the pursuit of
competitive advantage: The case for strategic management accounting. Critical Perspectives on Accounting,
13(2), 255-277. https://doi.org/10.1006/cpac.2001.0477

3. Oboh, C., & Ajibolade, S. (2017). Strategic management accounting and decision making: A survey of the
Nigerian Banks. Future Business Journal, 3(2), 119-137. doi:10.1016/j.fbj.2017.05.004

4. Alamri, A. M. (2019). Association between strategic management accounting facets and organizational
performance. Baltic Journal of Management, 14(2), 212—234. https://doi.org/10.1108/BJM-12-2017-0411

5. P. Nagpal, A. Pawar and S. H. M, "Predicting Employee Attrition through HR Analytics: A Machine Learning
Approach," 2024 4th International Conference on Innovative Practices in Technology and Management
(ICIPTM), Noida, India, 2024, pp. 1-4, doi: 10.1109/ICIPTM59628.2024.10563285.

6. Wade, M., & Hulland, J. (2004). The resource-based view and information systems research: Review,
extension, and suggestions for future research. Management Information Systems Quarterly, 28(1), 107-142.
d0i:10.2307/25148626

7. Bromwich, M, (1990). “The case for strategic management accounting: the role of accounting information for
strategy in competitive markets”, Accounting, Organizations and Society, 15, 27-46

8. P Nagpal, Avinash Pawar, Sanjay. H.M. (2024). Sustainable Entrepreneurship: Balancing Push and Pull
Factors for Customer Loyalty In Organic Product Marketing. African Journal of Biological Sciences (South
Africa) 6 (9), 1134-1144. doi: 10.33472/AFJ)BS.6.9.2024.1134-1144.

9. Carlsson-Wall, M., Kraus, K., & Lind, J. (2015). “Strategic management accounting in close
interorganisational relationships™. Accounting and Business Research, 45, 27-54.

10.Roslender, R. (1995). “Accounting for strategic positioning: Responding to the crisis in management
accounting”. British Journal of Management, 6, 45-57.

www.abpi.uk| 4



https://doi.org/10.1006/cpac.2001.0477

Accountancy Business and the Public Interest Volume: 40
ISSN: 1745-7718 Issue Number:09

11. Simmonds, K. (1982). Strategic management accounting for pricing: A case example. Accounting & Business
Research, 47, 206-214.

12. Nagpal P., Kiran Kumar., A.C. & Ravindra., H. V. (2020). Does Training and Development Impacts —
Employee Engagement? Test Engineering and Management, the Mattingley Publishing Co., Inc. 83. 19407 —
19411. ISSN: 0193-4120.

13. Basset, M. A., Mohamed, M., Sangaiah, A. K., & Jain, V. (2018). An integrated neutrosophic AHP and SWOT
method for strategic planning methodology selection. Benchmarking: An International Journal, 25, 2546—
2564,

14. Nagpal. P (2023). The Transformative Influence of Artificial Intelligence (Al) on Financial Organizations
World Wide. 3rd International Conference on Information & Communication Technology in Business,
Industry & Government (ICTBIG). Symbiosis University of Applied Science, Indore.

15.Jorddo, R. V. D., & Novas, J. C. (2017). Knowledge management and intellectual capital in networks of small-
and medium-sized enterprises. Journal of Intellectual Capital, 18, 667—692.

16. Pooja Nagpal & Senthil Kumar. (2017). A study on drivers and outcomes of employee engagement — A review
of literature approach. Asia Pacific Journal of Research.4 (1) 56- 62. ISSN -2320-5504. Online E ISSN — 2347-
4793.

17. Madhusudhan R. Urs & Pooja Nagpal (2019). A study on Determinants and Outcomes of Job Crafting in an
Organization; Journal of Emerging Technologies and Innovative Research, 7, (15). 145-151. ISSN: 2349-5162

18. Kapoor, M., & Aggarwal, V. (2020). Tracing the economics behind dynamic capabilities theory. International
Journal of Innovation Science, 12, 187-201.

19. Nagpal, P., & Kumar, A. C. K. (2019). The effect of perceived high-performance work practices on employee
engagement: An empirical study on IT firms in India. Think India Journal, 22(43), 272-278. ISSN: 0971-1260.

20. Nagpal, P., & RameshKumar, M. (2024). Navigating teachers' adoption of Artificial Intelligence in English
foreign language: Uncovering inhibitors and drivers. SPAST Reports. https://www.spast.org/ojspath

21. Rajagopal, N. K., Anitha, L., Nagpal, P., & Jitendra, G. (2024). Green HR techniques: A sustainable strategy
to boost employee engagement. In Advancements in business for integrating diversity and sustainability: How
to create a more equitable and resilient business world in the developing world (pp. 104-107). Routledge.

22.Nagpal, P., Pawar, A., & Sanjay, H. M. (2024). Sustainable entrepreneurship: Balancing push and pull factors
for customer loyalty in organic product marketing. African Journal of Biological Sciences, 6(9).
https://doi.org/10.33472/AFJBS.6.9.2024.1134-1144

23.Seal, W., & Mattimoe, R. (2014). Controlling strategy through dialectical management. Management
Accounting Research, 25, pp. 230-243.

24.Smith, R. E., & Wright, W. F. (2004). Determinants of customer loyalty and financial performance. Journal
of Management Accounting Research, 16, 183-205.

25. Fayeeza Khanum & P. Nagpal. (2019). A Study on Corporate Entrepreneurship Drivers and its Outcome.
Journal of Emerging Technologies and Innovative Research, 7, (15), 152- 158. ISSN: 2349-5162.

26.McManus, L., & Guilding, C. (2008). Exploring the potential of customer accounting: A synthesis of the
accounting and marketing literatures. Journal of Marketing Management, 24, 771-795.
https://doi.org/10.1016/j.ijhm.2012.07.007

27.Pooja Nagpal (2023). The Impact of High-Performance Work System and Engagement. Business Review. 17
(1), 57-64, ISSN 0973- 9076

28.Pelham, A. M., & Wilson, D. T. (1996). A longitudinal study of the impact of market structure, strategy, and
market orientation on small-firm performance. Journal of the Academy of Marketing Science, 24, 27-44.

29. Nagpal P (2022) Online Business Issues and Strategies to overcome it- Indian Perspective. SJICC Management
Research Review. Vol 12 (1) pp 1-10. June 2022, Print ISSN 2249-4359. DOI:
10.35737/sjccmrr/v12/il/2022/151

30. Vandenberg, R. J., & Lance, C. E. (2000). A review and synthesis of the measurement invariance literature:
Suggestions, practices, and recommendations for organizational research. Organizational Research Methods,
2,4-69.

www.abpi.uk| a7



https://www.spast.org/ojspath
https://doi.org/10.33472/AFJBS.6.9.2024.1134-1144

