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ABSTRACT 

Mergers and Acquisitions (M&A) continue to be a popular vehicle for corporate 

profitability and growth. Although a rich stream of theory and research exists on M&A, there is 

considerable diversity in the findings and no consistent evidence validating the role of M&A in 

improving firm performance (e.g., Datta, Narayanan, and Pinches 1992; Haspeslagh and Jemison 

1991; King et al. 2004; Ravenscaft and Scherer 1987). This apparent disconnection leaves open 

the possibility that a broader set of factors, beyond the constructs typically studied, may 

influence the outcome of M&A. Consequently, there is a recognized need for research to identify 

a theoretical framework that can help explain M&A performance.   

M&A, as a vehicle to access and integrate assets and capabilities that exist outside the 

firm’s boundaries, can be a promising field of study in marketing. Surprisingly, it has received 

relatively limited attention from marketing scholars. Likewise, research on M&A has been mute 

on related marketing issues. Against this backdrop, the central thesis of this dissertation is to 

adapt a marketing perspective and explore additional theories to provide insights into a new set 

of determinants to explain M&A performance. Within the purview of resource-based view of the 

firm (Barney 1991; Wernerfelt 1984), I elaborate and empirically assess the link between the 

resource configuration of the merging firms and M&A performance and also delineate the 

contingent factors that enhance or mitigate these effects. Specifically, I investigate how the 

strategic emphases of the merging firms facilitate merger performance. In this research, I define 
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strategic emphasis as the relative emphasis a firm places on building either brand resources or 

R&D resources (Mizik and Jacobson 2003). In this process, I examine whether M&A 

performance is a function of similarity or complementarity in strategic emphasis between 

merging firms.  

There are conceptual and analytical arguments supportive of both resource similarity 

(e.g., Ansoff 1965; Hitt et al. 2001; Montgomery and Hariharan 1991) and complementarity 

(e.g., Harrison et al. 1991, 2001; Hoskisson and Busenitz 2002) as a positive driver of 

performance. The lack of a definitive answer is critical. I advance a contingency perspective 

based on merger motive to systematically explain the competing arguments. Much previous 

research has focused only on the main effect view of merger motives. I use two broad 

classifications: Consolidation- based M&A and Diversification- based M&A, and examine how 

each interacts with similarity and complementarity in the strategic emphases of the merging 

firms. I suggest that when there is similarity in strategic emphasis alignment, value creation is 

enhanced under the consolidation motive. Alternatively, for complementarity in strategic 

emphasis alignment, value is enhanced when the merger motive is one of diversification.    

I use forward-looking financial market-based measures to evaluate M&A performance. 

Using stock market reactions to merger announcements, I examine synergistic gains accruing to 

the merging firms and wealth creation for the acquiring firms. The analysis draws from M&A 

announcements in two different industries that took place over the 22 year period between 1980 

and 2001. Empirical tests considerably support the model’s prediction; the findings point to the 

distinct role of resource configuration of merging firms, as well as to important interactions 

between resource configuration and motives. The findings provide practical insights into how 

firm-specific factors affect M&A performance. I discuss the implications of these results for 
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research on marketing’s role within a firm and set a theoretical and empirical basis for future 

research on firm specific resources and M&A performance.    

  
 

 
 
 
 
 
 
 
 

 

 v



 
TABLE OF CONTENTS 

 
 
PREFACE...................................................................................................................................... ix 
1. CHAPTER ONE: OVERVIEW.............................................................................................. 1 

1.1. Introduction..................................................................................................................... 1 
1.2. Key Contributions........................................................................................................... 2 
1.3. Empirical Context ........................................................................................................... 4 
1.4. Organization.................................................................................................................... 5 

2. CHAPTER TWO: THEORETICAL BACKGROUND ......................................................... 6 
2.1. Overview of RBV ........................................................................................................... 6 
2.2. Firm Resources ............................................................................................................... 9 

2.2.1. Marketing Resources .................................................................................................. 11 
2.2.2 R&D Resources ........................................................................................................... 11 
2.2.3 Linking Marketing and R&D....................................................................................... 12 

3. CHAPTER THREE: CONCEPTUAL FRAMEWORK AND HYPOTHESES................... 15 
3.1. Outcome Variables........................................................................................................ 15 
3.2. Strategic Emphasis Alignment: Similarity versus Complementarity ........................... 17 
3.3. Merger Motive .............................................................................................................. 20 
3.4. Strategic Emphasis and Merger Motive........................................................................ 23 

4. CHAPTER FOUR: RESEARCH METHODOLOGY.......................................................... 25 
4.1. Event Study Methodology ............................................................................................ 25 
4.2. Empirical Setting .......................................................................................................... 28 
4.3. Data and Sample Collection Procedure ........................................................................ 29 
4.4. Measures ....................................................................................................................... 30 

4.4.1 Dependent Variables.................................................................................................... 30 
4.4.2 Independent Variables ................................................................................................. 30 

4.5. Approach to Analysis: Model Specification and Estimation........................................ 31 
5. CHAPTER FIVE: RESULTS............................................................................................... 33 

5.1. Descriptive Statistics..................................................................................................... 33 
5.2. Test of Hypotheses........................................................................................................ 34 

5.2.1 Electronics Industry Results ........................................................................................ 35 
5.2.2 FPC Industry Results ................................................................................................... 36 
5.2.3 Post-Hoc Analysis........................................................................................................ 38 

5.3. Additional Analysis ...................................................................................................... 45 
6. CHAPTER SIX: SUMMARY AND CONCLUSIONS ....................................................... 47 

6.1. General Discussion ....................................................................................................... 47 
6.2. Implications for Theory Development.......................................................................... 50 
6.3. Implications for Practice ............................................................................................... 52 
6.4. Limitations and Future Research .................................................................................. 54 
6.5. Conclusions................................................................................................................... 56 

7. BIBLIOGRAPHY................................................................................................................. 71 
 
 

 vi



 
LIST OF TABLES 

 
 
Table 1 Operationalization and Sources of the Key Constructs ................................................... 57 
Table 2 Descriptive Statistics and Correlation Matrix: Electronics (N = 97)............................... 58 
Table 3 Descriptive Statistics and Correlation Matrix: FPC (N =102)......................................... 58 
Table 4 Multiple Regression Results : Electronics ....................................................................... 59 
Table 5 Multiple Regression Results: FPC................................................................................... 60 
Table 6  Post-hoc Probes of Three-way Interactions .................................................................... 61 
Table 7 The Impact of Strategic Emphasis Alignment on Accounting Costs (n=75) .................. 62 
 
 

 vii



 
LIST OF FIGURES 

 
 
 
Figure 1 The Conceptual Model ................................................................................................... 63 
Figure 2 Acquirers’ Cumulative Abnormal Returns (CAR): Electronics..................................... 64 
Figure 3 Targets’Cumulative Abnormal Returns (CAR): Electronics ......................................... 64 
Figure 4 Synergistic Gains from the Merger: Electronics ............................................................ 64 
Figure 5 Acquirers’ Cumulative Abnormal Returns (CAR): FPC................................................ 65 
Figure 6 Targets’ Cumulative Abnormal Returns (CAR): FPC ................................................... 65 
Figure 7 Synergistic Gains from the Merger: FPC ....................................................................... 65 
Figure 8 Synergistic Gains under Consolidation Motive: Electronics.......................................... 66 
Figure 9 Synergistic Gains under Diversification Motive: Electronics ........................................ 66 
Figure 10 Acquirer Wealth under Consolidation Motive: Electronics ......................................... 67 
Figure 11 Acquirer Wealth under Diversification Motive: Electronics........................................ 67 
Figure 12 Synergistic Gains under Consolidation Motive: FPC .................................................. 68 
Figure 13 Synergistic Gains under Diversification Motive: FPC................................................. 68 
Figure 14 Acquirer Wealth under Consolidation Motive: FPC.................................................... 69 
Figure 15 Acquirer Wealth under Diversification Motive: FPC .................................................. 69 
Figure 16 Cost Efficiency under Consolidation: Electronics ....................................................... 70 
Figure 17 Cost Efficiency under Diversification .......................................................................... 70 
 
 
 
 

 viii



PREFACE 
 

This must be the most pleasant task in writing a dissertation. I take this opportunity to 

express my sincere appreciation to those individuals without whom I would not have reached this 

stage.  

“It was the best of times, it was the worst of times….” This is the perhaps the most 

appropriate way to describe the last four years of my life. For various reasons, this was the most 

significant period of my life. So many people I have met and worked with and they have touched 

my life and changed it for a good measure.     

I feel a tremendous debt of gratitude to my co-chairs: Prof. Vikas Mittal and Prof. 

Vanitha Swaminathan. They not only have been instrumental in guiding me throughout this 

exhilarating process, but also have taken a keen interest in my intellectual development and 

personal welfare. I am greatly appreciative of the constructive inputs and invaluable insights I 

received into my dissertation from the other committee members: Profs. Larry Feick, John 

Hulland, and Rajesh Chandy. I gratefully remember Profs. Rabikar Chatterjee, Jeff Inman, and 

R. Venkatesh for offering thoughtful advice and encouragement throughout my years in the 

program. It is difficult to express how much this program has added to my life. It has truly been a 

privilege to be around this set of wonderful people.     

I have been blessed with incredible senior colleagues and friends. They have taken 

special interest in my work and in my life. I remain grateful to all of them. My thanks go to my 

seniors: Adwait Khare, Rahul Govind, Allen Zhang, and Nitika Garg, They have gone great 

lengths to help me out on multiple fronts. In addition, I am also fortunate to have Gergana 

Yordanova, Mike Walsh, and Ramanathan Subramanium as my cohorts. We have always been 

supportive of each other and have formed a strong bond of camaraderie. It was a cherished 

 ix



experience to work and learn together with them throughout these years. I shall miss them 

dearly. My support system also includes all the staff members at the Katz school. They have 

consistently gone out of their way to help me during the various challenges in the pursuit of my 

degree. Jo Ann Hartz, Margy Jonnet, Patricia Koroly and Carrie Uzyak warrant special mention.   

I am ever grateful to my parents for their unwavering support, encouragement and inspiration. 

They have fully devoted themselves to my educational pursuits. Needless to say, I can never 

express in words how much they have contributed in making this PhD a reality. Finally, I want to 

thank my wife Sabrina for sticking it out with me. I can safely conclude that without her sacrifice 

and understanding I could not have done any of this.  

 

 

 x



 
 
 
 

1. CHAPTER ONE: OVERVIEW  

1.1. Introduction  

Mergers and acquisitions (M&A)1 is a popular strategic option for firms seeking 

to expand (e.g., Porter 1987). It can be a faster and less risky means to access markets, 

products, technologies, resources and management talents compared to in-house 

developments. There has been explosive growth in the number and size of M&A 

transactions completed in recent years and the annual value of M&A now runs routinely 

in the trillions of dollars (Mergerstat 2003)2. Despite their apparent popularity, nearly 60-

80% of all mergers fail to create value (e.g., Christofferson, McNish, and Sias 2004; 

Dyer, Kale, and Singh 2004; Marks and Mirvis 2001).  

While the topic of M&A has been examined broadly – particularly in the fields of 

finance, organizational behavior, and strategy – little consensus exists as to how they 

create value for firms. Some studies show that M&A enhances performance (e.g., 

Bradley, Desai, and Kim 1988; Lubatkin 1988; Malatesta 1983; Seth 1990a), while others 

suggest that M&A fails for a variety of reasons (e.g., Datta, Pinches, and Narayanan 

1992; King et al. 2004; Porter 1987; Ravenscraft and Scherer 1987), including 

overestimation of synergies (Sirower 1997), lack of operational and financial synergies 

between merging entities (Montgomery and Singh 1984) and difficulties caused during 

the post-merger integration (Birkinshaw, Bresman, and Hakanson 2000, Gilson and 

                                                 
1 Consistent with other research in this area, the terms “mergers” and “acquisitions” are used interchangeably to 
represent transactions where two firms combine to form a single entity. 
2 Merger volume in 2004, while lower than 2000’s record volume, is nearly 50% greater than that of 2003. 
Industry watchers believe that 2005 could see another increase of 15% to 20% (BusinessWeek 2005) 



Black 1995; Homburg and Bucerius 2005). These mixed results represent an unsolved 

“puzzle” (Agarwal and Jaffe 2000) and offer inadequate insights into the determinants of 

an M&A’s success and failure (e.g., Bouwman, Fuller, and Nain 2003; Kaplan 2000).   

M&A is one way through which a firm can enter a concentrated product market 

with substantial entry barriers (Yip 1982), thus gaining access to new resources that are 

not otherwise attainable on the open market (Hennart and Park 1993; Dyer and Singh 

1998). The resource-based view (RBV) of the firm emphasizes firm-specific resources as 

a source of competitive advantage (Barney 1991, Penrose 1959; Wernerfelt 1984). 

Recent research in marketing has sought to examine mergers from a resource-based 

perspective (e.g., Capron and Hulland 1999; Homburg and Bucerius 2005).  In the same 

spirit, this study builds on RBV to explore a hitherto unexplored set of determinants to 

explain M&A performance, provide new insights regarding the role of marketing, and 

offer normative criteria for target selection.  

1.2. Key Contributions  

This dissertation seeks to extend the present state of knowledge in three important 

ways.  

First, I introduce the notion of strategic emphasis alignment as a critical construct 

influencing value creation following a merger. Given that a primary objective of many 

mergers is resource access (Dyer, Kale, and Singh 2004), I argue that searching for 

resource synergies between acquirers and their targets is fundamental to ensuring merger 

success. Mizik and Jacobson (2003) have suggested that a firm’s strategic emphasis (i.e., 

the relative emphasis that a firm places on marketing versus R&D) is strongly related to 

its valuation by the stock market. I extend this notion in the context of M&A and suggest 
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that strategic emphasis alignment (i.e. whether the strategic emphases of the target and 

acquirer firms are similar to or distinct from one another) is a key construct that captures 

synergy between merging entities and helps to explain value creation following mergers.  

Strategic emphasis alignment, which captures the fit between acquirer and target 

based on their resource configurations, provides insights as to whether resource 

complementarity or resource similarity is more likely to result in value creation. There 

are mixed research findings regarding the impact of resource similarity and 

complementarity in an M&A context. Some researchers have suggested that resource 

similarity between acquirers and targets contributes to success. However, other research 

has argued that resource complementarity across merging firms is more likely to add 

long-term value (e.g., Harrison et al. 1991, 2001; Hoskisson and Basinets 2002). Based 

on the degree of strategic emphasis alignment between merging entities, I investigate the 

role of complementarity or similarity in a merger context and then extend the debate by 

proposing merger motive (consolidation or diversification) as a key moderator 

influencing the relationship between resource configuration and merger performance. 

 The second contribution pertains to the issue of how marketing resources (relative 

to R&D) influence value creation in the context of M&A. Recognition of the importance 

of marketing resources and their impact on firm performance is growing (e.g., 

Ramaswami, Bhargava, and Srivastava 2004; Slotegraaf, Moorman, and Inman 2003; 

Srivastava, Shervani, and Fahey 1998; Vorhies and Morgan 2005; Wernerfelt 2005). Yet, 

there is still little research on the role of marketing resources in an M&A context (for 

exceptions, see Capron and Hulland 1999; Homburg and Bucerius 2005; Prabhu, Chandy, 

and Ellis 2005).  
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Third, while past merger research in marketing has typically used survey data, I 

utilize stock market reactions to merger announcements as a key dependent measure. 

Thus consistent with recent efforts in strategy research, this study utilizes ‘hard’ 

performance data rather than ‘softer’ measures. In doing so, I avoid concerns about poor 

response rates, common method bias, and memory and self-justification biases (Golden 

1992; Kaplan, Mitchell, and Wruck 2000; Shimizu and Hitt 2005) associated with 

surveys. In addition, I link the firm’s marketing actions to financial performance by 

incorporating investors’ expectations of merger benefits. This adds to the recent stream of 

research on the marketing-finance interface (Srivastava, Shervani, and Fahey 1998; 

Lehmann 2004). 

1.3. Empirical Context 

The empirical setting of the study is based on the M&A completed across 

industries characterized by a high level of technological turbulence (i.e. Electronics) and 

a low level of technological turbulence (i.e. Foods and Personal Care) over a time period 

spanning twenty two years (1980-2001).3 These industries provide an interesting contrast 

to one another. Electronics industry is noted for technological intensity and firms 

primarily leverage their R&D resources in order to attain competitive advantage and 

superior long-term performance. On the other hand, in the FPC industry, firms typically 

rely heavily on brand and other marketing-related resources. This provides a better 

understanding of the role of different types of strategic emphasis and the degree of 

strategic emphasis alignment.  

                                                 
3 Deregulation has been a key driver of M&A activities and these three industries have not undergone 
substantial deregulation (e.g., Andrade, Mitchell, and Stafford 2001).  
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1.4. Organization  

The thesis is organized as follows. The next section serves to summarize the 

general theory of RBV of the firm and how it provides the lens of the subsequent theory 

building. In addition, I review two focal firm resources and their interactions to lay the 

foundation of the study. In the third section, I present the conceptual framework and 

formulate the hypotheses. The research design, methodology used, and the 

operationalization of constructs appear in the fourth section. In the fifth section, I report   

the results of the empirical analysis. Following the discussion of results, I conclude by 

describing the implications of my results for marketing theory and practice, 

acknowledging the limitations of the study, and identifying areas for future research. 
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2. CHAPTER TWO: THEORETICAL BACKGROUND 

 

Resource based view is the central theoretical perspective that I draw on to assess 

the combining potential of the merging firms, and as such, how firm specific resources 

play a potent role affecting M&A performance. RBV uses internal organizational 

resources to explain firm diversity and performance heterogeneity. I contribute to this 

tradition by developing and testing a framework that illustrates how merged firms can 

mobilize and deploy the combined resources toward higher valued uses. I also draw on 

aspects of relatedness theories in a merger context (e.g., Harrison et al. 2001; Singh and 

Montgomery 1987) and theoretical work in an intraorganizational context (e.g., Dutta, 

Narasimhan, and Rajiv 1999) to examine the impact of resource configuration on post-

merger performance.  

2.1. Overview of RBV  

Widely held views of the industrial economics paradigm argue that external 

market forces primarily drive competitive advantage (Porter 1985; Rumelt 1984). In 

contrast, RBV employs an “inside-out” approach and tends to emphasize that the 

principal driver of a firm’s competitive strategy and performance is internal. Thus the 

firm is viewed as primary unit of analysis. This departs from the traditional economic 

theory on two counts: first, the focus is on heterogeneous firms, not homogenous firms, 

and second, the theory is about growth, not equilibrium. Tracing the origins of their work 

to Penrose (1959), resource-based theorists argue that the firm can be best viewed as a 

collection of resources and capabilities, and firms differ in their endowment of these 

resources and capabilities (Barney 1991; Wernerfelt 1984). These resources can be 
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physical, such as unique equipment or innovations protected by patents, or they can be 

intangible endowments, such as brand equity or operating routines. Thus, two firms 

cannot be alike because they will not have the same stock of physical and intangible 

assets and skills. Also, the strategic factor markets for those resources are inherently 

imperfect. Without such imperfections, firms could only hope for normal returns because 

above-normal returns would be competed away in the market. RBV proponents posit that 

the long-run profitability of the firm is closely associated with the growth in the 

productive opportunity of the firm.  

Central to this perspective are two alternative notions: first, firms within the same 

industry may be heterogeneous with respect to the strategic resources they own and 

control, and second, these resources are not perfectly mobile across firms and thus 

heterogeneity can be long lasting. Broadly speaking, the approach provides some 

important insights into conditions leading to sustainable competitive advantage. For 

example, a firm should consider competing or entering into industries where its resources 

can be the key success factors and thus its competitors would be at a significant 

disadvantage. Consequently, the propensity to become disproportionate in the levels and 

stocks of a firm’s resources and capabilities is the fundamental cause of interfirm 

performance variations.    

Not all resources have the potential to contribute towards above normal returns 

and sustainable competitive advantage. Four specific conditions can exploit product 

market imperfections that create rent-producing potential. First, the resources have to be 

valuable, so that they aid a firm in formulating and implementing strategies to neutralize 

threats and exploit opportunities posed by the external environment. These resources 
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must contribute positively to the final offerings of the firm, and thus make a difference to 

the customers. Also, these resources bestow on a firm the ability to generate profit 

streams. For example, resources acquired at a price below the discounted net present 

value could lead to a long term advantage (Peteraf 1993).  

Second, these resources cannot be possessed by a large number of current or 

potential competitors.  Thus, these resources have to be rare in the sense that they must 

be in short supply relative to demand. This ensures that other firms cannot exploit these 

resources to implement their strategies. Scarcity in terms of resource functionality or 

utility, rather than resource type, is desired (Peteraf and Bergen 2003).  

Third, these resources should be so firm-specific that they cannot be utilized 

outside of the firm and thus are difficult to sell owing to being imperfectly mobile or 

imperfectly imitable (e.g., Dierickx and Cool 1989; Lippman and Rumelt 1982; Peteraf 

1993). This is related to the characteristics of the process by which these resources are 

accumulated. As these processes are created within the firm and embedded in 

organizational activities, these cannot be traded in the market, nor can they be observed 

readily from outside. Causal ambiguity or uncertainty regarding the causes of efficiency 

differences among firms prevents the imitation efforts of competitors and preserves the 

condition of heterogeneity (Dierickx and Cool 1989; Rumelt 1982). Thus a firm that has 

developed an advantageous research position is protected to the extent that its resources 

are bound to the firm for a long time, and are non-tradable and less valuable to other 

users. Furthermore, resources have tacit components and are specific to certain 

applications. In summary, the test of imitability can be sustained under three conditions: 

(1) when the resource is dependent on a unique historical condition (e.g., Ansoff 1965), 
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(2) when the link between resource and competitive advantage is ambiguous (e.g., 

Barney 1986), and (3) when the advantage generated by the resources is socially complex 

(Dierickx and Cool 1989).  

The fourth requirement pertains to the lack of substitutability. To confer 

competitive advantage, there should not be any strategically equivalent resources 

available to competitors. The potential impact of a substitute product can reshape the 

industry. For example, the steel industry lost a major market in beer cans to aluminum 

makers in the 1980s. Resource bundles that are very dissimilar can also serve as strategic 

substitutes.   

RBV of the firm has inspired a rich array of studies, ranging in several domains, 

including marketing strategy (e.g., Capron and Hulland 1999; Dickson 1992, 1996; Hunt 

and Morgan 1995; Ofek and Sarwary 2003). By examining the resource endowments and 

capabilities of merging firms with which they are deployed as sources of positional 

advantage, this study seeks to broaden RBV’s range and strengthen its position as the 

dominant conceptual landscape of explaining firm performance in M&A.      

2.2. Firm Resources 

A wide range of views and definitions of resources has been put forth in previous 

research. Resources can take a variety of forms. For this dissertation, resources are 

defined as stocks of knowledge, skills, financial and physical assets, human capital, 

routines, and other tangible and intangible factors that a business owns and controls 

(Amit and Schoemaker 1993; Grant 1991). These resources enable a firm to perform its 

functional activities efficiently and effectively and to make superior value offerings. 

Consistent with the RBV, firms are seen as repositories of assets and capabilities, 
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accumulated in a firm-specific, path-dependent manner. Heterogeneity among firms in 

owning and controlling valuable, rare, inimitable and imperfectly mobile resources is the 

fundamental driver of performance and furnish the potential for sustaining competitive 

advantage (Barney 1991; Hunt and Morgan 1995; Lippman and Rumelt 1982; Mahoney 

and Pandian 1992; Peteraf 1993; Srivastava, Shervani, and Fahey 1998; Wernerfelt 

1984).  

The idiosyncratic nature of transaction-specific resources often precludes their 

tradability on open markets. Thus, acquisitions provide a key mechanism for businesses 

to acquire, exchange, or redeploy these tacit and organizationally embedded unique 

resources and to enhance learning that would otherwise not be possible. Firms acquire 

other businesses to extract value by putting newly acquired resources into productive use 

and by combining them with underutilized resources that they already own (e.g., Capron, 

Dussuage, and Mitchell 1998; Karim and Mitchell 2000; Vermuelen and Barkema 2001). 

Firms may have an internal incentive to acquire in order to realize benefits from 

exploiting overly abundant resource. Some resources have the potential to be deployed in 

many ways and multiple times. Also, a critical mass of resources can facilitate further 

resource accumulation (Dierickx and Cool 1989).  

The focus of this research is on two specific resources, marketing and R&D and 

their interrelated roles in M&A performance. Both these resources are intangible and 

market specific, difficult to imitate and transfer, and typically do not appear on the 

balance sheet. The key managerial challenge is to deploy these two resources in an 

effective way so a firm can potentially apply these to beyond the industry of origin.     
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2.2.1. Marketing Resources These are the resource endowments the firm has acquired or 

built over a long time horizon and can be deployed to advantage in the market place. 

Marketing resources have been widely acknowledged as “market-based assets” (e.g., 

Srivastava, Shervani, and Fahey 1998) and “higher order resources” (Morgan and Hunt 

1995) capable of generating future cash flows. These form an important subset of the 

resources that contribute to M&A performance (Capron, Dussuage, and Mitchell 1998). 

Marketing resources such as brand names are seen as important firm specific capital 

resource. A strong brand can lock-in loyal customers, who are less vulnerable to 

competition (Anderson and Sullivan 1993) and have high lifetime value (e.g., Rossiter 

and Percy 1997). It can convey information about product quality (Erdem 1998), reduce 

perceived risk and uncertainty (Montgomery and Wernerfelt 1992), increase distribution 

clout in the market place (Kamakura and Russell 1994) and deflect competitive initiatives 

(Srivastava and Shocker 1991). Brands can also serve as a foundation from which new 

products are launched. For example, a brand name with high equity can be extended to 

new product variants (Bergen, Dutta, and Shugan 1996) and new categories (Dacin and 

Smith 1994) without impairing its value. Further, investments in marketing can help a 

firm to appropriate value from innovations (Mizik and Jacobson 2003). 

2.2.2 R&D Resources R&D resources pertain to the innovative and technological 

proficiencies of the firm and are tied closely with new product development skills. These 

are also recognized as higher-order resources that enable a firm to perform certain critical 

value-chain activities better than competitors (e.g., Porter 1985; Prahalad and Hamel 

1990). Firms invest in new product efforts to create superior knowledge and capabilities, 

generate higher profit and enhance their existing competitive positions. Strong R&D 
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resources induce greater leader effort (Ofek and Sarvary 2003) and enable firms to 

become more proactive in exploiting external opportunities (Zahra and Covin 1993). 

Development of new products has been envisioned as a “higher order” or “dynamic” 

capability (Eisenhardt and Martin 2000; Teece, Pisano, and Shuen 1997) and is 

recognized as a primary means of corporate renewal (Danneels 2002). Likewise, Day 

(1994, p. 38) has described new product development as a “key firm capability involving 

complex bundles of skills and accumulated knowledge.” Compared to updated existing 

products, new products command higher financial values (Chaney, Devinney, and Winer 

1991), and a higher level of innovation enhances a firm’s market value and profitability 

(Blundell, Griffith, and Van Reenen 1999; Wuyts, Dutta, and Stremersch 2004). Due to 

its often tacit nature and high asset specificity, a strong product development capability is 

difficult for competitors to imitate (e.g., Wind and Mahajan 1997). Prior research has 

shown that acquiring product development resources can allow firms to gain access to 

new knowledge, and reduce the costs and risks associated with developing new products 

and processes (Millson, Raj, and Wilemon 1996). As such, strong R&D resources of the 

target firm are often the primary motivation for a high technology acquisition (Ranft and 

Lord 2002). In the same vein, Wind and Mahajan (1997, p.7) state that “the increased 

complexity and cost of developing truly innovative products and advances in new 

technologies often require expertise that the firm does not have.”  

2.2.3 Linking Marketing and R&D Prior research suggests that the linking of marketing 

and R&D capabilities can be instrumental in creating competitive advantage (Gort 1962; 

Lemelin 1982; Montgomery and Hariharan 1991) and exerting systematic influence on 

the market value of the firm (Hirschey and Weygandt 1985). R&D activities and 
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advertising efforts are described as “upstream capabilities” and “downstream 

capabilities” respectively (Caves 1996). Cooper (1979) reports a significant positive 

correlation between new product success and the level of a firm’s marketing resources, 

including advertising, distribution and sales force. The success of a firm is contingent on 

how quickly and efficiently it can come up with the new products and the ability needed 

to commercialize these to satisfy the consumer needs and preferences. Moreover, 

shortened product life cycles have forced companies to commercialize the technologies 

much faster than before. For example, in the semi-conductor industry, product lifecycles 

shrank by 25% in the 1980s (Iansiti and West 1997). Strong marketing capabilities will 

help to diffuse the innovation in the market place. Better understanding of the market, 

customers and competitors through marketing capabilities will help firms to come up 

with appropriate product breakthroughs and also to sustain these innovations. A strong 

marketing resource base builds awareness and stimulates the adoption rate of new 

products. In a similar vein, Robertson (1993) contends that reducing penetration time for 

a new product is as important as coming up with the new product in the first place.   

Marketing scholars have dedicated considerable efforts to understand the 

interaction between marketing and R&D resources and how market knowledge is 

transferred to and integrated with technological knowledge (e.g., Dutta, Narasimhan, and 

Rajiv 1999; Gatignon and Xuereb 1997; Griffin and Hauser 1996; Moorman and 

Slotegraaf 1999; Ofek and Sarvary 2003; Olson, Walker, and Reukert 1995; Song and 

Parry 1997; Song et al. 2005; Sorescu, Chandy, and Prabhu 2003). In summary, this 

stream of literature has captured and suggested that linking of marketing and R&D 
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resources can enhance firm performance beyond their individual effects and create 

competitive advantage.  
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3. CHAPTER THREE: CONCEPTUAL FRAMEWORK AND HYPOTHESES 

 
Figure 1 illustrates the conceptual framework that guides this study. The model 

suggests that the link between resource configuration and M&A performance is 

moderated by merger motive. In discussing this framework, I first describe the dependent 

constructs in more detail, and then turn to developing hypotheses and rationales that 

underlie the relationships summarized in the model.   

[Insert Figure 1 here] 

3.1. Outcome Variables  

Consistent with recent developments in finance literature, my outcome variables 

are based on the stock market perceptions of M&A announcements.  Returns to 

stockholders represent the market’s unbiased expectations regarding M&A performance 

and provide an assessment of discounted future cash flows. Efficient capital market 

theory (e.g., Fama 1970) holds that stock prices adjust instantaneously to new 

information and thus reflect long-term investor expectations about the cash-generating 

ability of a business. It is forward-looking and reflects the capital market’s overall 

unbiased assessment of the present value of the future cash flows to shareholders 

(Rappaport 1987).  

Synergistic gains and acquirer wealth serve as my two dependent variables.4 The 

synergistic gains reflect longer-term consequences of M&A for the combined firm and 

are based on the abnormal return accruing to both the target and the acquirer following 

the merger announcement. It captures the investors’ belief regarding the extent to which 

                                                 
4 Synergistic gains and acquirer wealth are highly correlated as the latter is included in the 
conceptualization of synergistic gains. Detail follow in section 4. 
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the target and acquirer firm can be run efficiently such that the value of the merged entity 

exceeds the sum of the values of the two combining firms operating on their own 

(Bradley, Desai, and Kim 1988; Seth 1990a). Thus I posit that value creation in M&A 

depends on the combination of the characteristics of the two merging firms, rather than 

the characteristics of each of the firms considered alone.5 By looking at the total return 

(the return to a value weighted portfolio of the acquirer and target) at the time of merger 

announcement, I address the question of whether the market believes it is value-

enhancing.  

The second dependent variable is the level of acquirer wealth creation following 

the merger announcement. With the growth of options as a form of managerial 

compensation in the 1990s, managerial wealth is tied closely to stock prices. There is 

considerable empirical evidence that M&A is a mixed blessing for the shareholders of 

acquiring firms. In sum, there is no clear value creation in the sense of earning returns 

significantly in excess of the opportunity cost of capital. Some researchers report slightly 

positive or neutral returns to acquirers (Asquith, Bruner, and Mullins 1983; Bradley, 

Desai, and Kim 1988; Leeth and Borg 2000; Mandelker 1974), whereas, other studies 

document significantly negative returns (e.g., Houston, James, and Ryngaert 2001; 

Mitchell and Stafford 2000; Moeller, Schilingeman, and Stulz 2005; Morck, Schleifer, 

and Vishney 1990). Under the light of these ambivalent findings, wealth creation of 

acquiring firms remains conceptually appealing and managerially relevant to study.   

                                                 
5 Acquisition involving positive synergy may also  mean that the loss of value for the acquiring firm is 
more than offset by the gain of the acquired firm (Bradley, Desai, and Kim 1988).   
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3.2. Strategic Emphasis Alignment: Similarity versus Complementarity   

Following Mizik and Jacobson (2003), I define a strategic emphasis as the relative 

resource commitment and management attention a firm places on R&D relative to 

Marketing. As such, strategic emphasis in R&D means that firm’s allocation of resources 

is made primarily to R&D. Focusing on R&D creates superior knowledge and 

technological capabilities leading to improved product quality and performance. 

Innovation becomes a focal point of competition and firms satisfy the changing needs of 

customers by generating highly innovative and superior products. This requires 

substantial investment in developing new product platforms, channels, and market 

segments. In contrast, a strategic emphasis in marketing occurs when a firm chooses to 

allocate its resources primarily to marketing activities. This entails differentiation from 

competitors and creates positional barriers through brand and image building, marketing 

communication, and promoting consumer adoption of its offerings.  

M&A performance depends on whether the firms can creatively combine and 

leverage their pooled resources to achieve novel and rent-generating competitive market 

outcomes (e.g., Capron and Hulland 1999; Homburg and Bucerius 2005). I explore the 

trade-off between two contrasting strategic choices available to firms: creating value 

versus appropriating value. Value creation influences the potential magnitude of the 

advantage or surplus firms create; whereas, value appropriation influences the amount of 

advantage or surplus that the firm is able to capture. This view draws on market-focused 

theories of exploration and exploitation (e.g., March 1991). Exploration strives on 

creating new knowledge and skills; whereas, exploitation primarily involves improving 

skills and procedures associated with current market segment and associated marketing 

mix (Kyriakopoulos and Moorman 2004).  
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Resource similarity or complementarity is often operationalized using proxies 

such as firm size (Baum and Korn 1996) and strategic group membership (e.g., Gimeno 

and Woo 1996). My conceptualization of the construct is based on the strategic emphases 

of the merging firms. Similarity in strategic emphasis exists when the two merging firms 

have same strategic emphasis, i.e., marketing or R&D. Complementarity in strategic 

emphasis, on the other hand, is the context where the merging firms differ in their 

strategic emphasis.      

Previous research has yielded an extensive literature, much of which supports the 

view that relatedness facilitates organizational integration, and thereby helps the firm 

realize potential synergies (Chatterjee 1986; Hitt et al. 2001; Larsson and Finkelstein 

1999). This can enhance M&A performance in three ways. First, mergers involving firms 

with similar strategic emphases are better able to harmonize processes and pool similar 

resources following a merger. Such pooling is likely to result in greater economies of 

scale both in production and distribution, leading to reduced costs and superior post-

merger performance (Chatterjee 1986; Lubatkin 1983). For example, when both firms 

possess strong brands, such unions can form brand alliances (e.g., Shocker, Srivastava, 

and Reukert 1994) or co-branding (Reddy, Holak, and Bhat 1994). Likewise, higher level 

of in-house R&D capabilities and understanding can improve the ability to appropriate 

value from an acquired technology that is complex (Chatterjee and Wernerfelt 1991; 

Deeds 2001; Veugelers 1997; Makadok 2001). Second, mergers involving firms with 

similar strategic emphases facilitate marketing, task, and organizational integration 

(Homburg and Bucerius 2005; Pablo 1994; Shrivastava 1986), and allow firms to 

broaden their relationships with existing customers (Capron and Hulland 1999; 
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Srivastava, Shervani, and Fahey 1998). Consider the recent acquisition of Gillete by 

P&G. Both firms have strong marketing resources, and it is expected to give more power 

to P&G to negotiate advantageous deals with media companies and retailers. Finally, 

mergers involving strategically similar firms are more likely to share similar norms and 

values. Such shared norms and values have been found to contribute extensively to 

merger success (Birkinshaw, Bresman, and Hakanson 2000; Nahavandi and Malekzadeh 

1988; Sales and Mirvis 1984).  

In contrast to the preceding position, some researchers have argued that superior 

performance gains can be attained through the integration of complementary resources 

(e.g., Barney 1988; Capron and Pistre 2002; King, Covin, and Hegarty 2003; Larsson and 

Finkelstein 1999). Complementarities can be valuable as the interaction of the parts 

increases firm efficiency and have been described as “cospecialization” (Teece 1988) and 

“interconnectedness” (Dierickx and Cool 1989). Within the merger context, it can 

influence value creation through several different mechanisms. First, firms seek 

complementary resources to compensate for their own resource deficiencies. This does 

not duplicate existing resources but adds value to a firm’s existing resources (King, 

Covin, and Hegarty 2003). Existing resources are better utilized in conjunction with the 

complementary resources of the target. For instance, firms with strong marketing 

resources may acquire product development resources to gain access to new knowledge, 

and reduce the costs and risks associated with developing new products and processes 

(Millson, Raj, and Wilemon 1996). Second, complementarities can increase firm 

efficiency (Walker and Reukert 1987). For example, Teece (1986) argues that firms in 

high-growth industries seek partners with complementary capabilities to facilitate the 
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timely introduction of new products. Third, the contribution of complementary resources 

can reduce organizational friction during the integration phase of merger implementation, 

minimizing the need to eliminate redundant resources.   

Drawing on these two divergent streams of thoughts, conflicting predictions 

emerge. The ambivalent results from previous research make it worthwhile to address the 

theoretical tension. The following are the competing hypotheses.  

 

H1a:   Similarity in strategic emphasis between the merging firms, when 
compared to complementarity, will lead to the (a) greater synergistic 
gain and (b) greater acquirer wealth creation following merger 
announcements. 

 
OR 

 
H1b:   Complementarity in strategic emphasis between the merging firms, 

when compared to similarity, will lead to the (a) greater synergistic 
gain and (b) greater acquirer wealth creation following merger 
announcements. 

 
Further theoretical development can be aided by delving into the systematic 

factors that influence the impact of the similarity and complementarity of resources on 

merger performance. Past literature has not provided definitive prescriptions on this issue 

and it is my contention that these apparently contradictory perspectives can, in fact, be 

reconciled with one another by considering the motive underlying the merger. Before 

turning to a discussion of how strategic emphasis alignment and merger motive interact 

to affect performance, I first detail the main effect of motive.   

3.3. Merger Motive 

Mergers can be driven by a complex pattern of motives and each of the transactions 

can be different (e.g., Bower 2001). Following Anand and Singh (1997), I use a broad 
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classification where the motive for pursuing M&A is either consolidation or diversification. 

Firms use consolidation-based mergers to strengthen or expand their positions in existing 

product markets. When firms within the same industry merge, gains in market power may 

result (e.g., Chatterjee 1986; Montgomery 1985; Stigler 1964), enabling the merged firms to 

eliminate less efficient management, achieve economies of scale, charge higher prices, 

achieve higher distribution clout, offer greater product variety, and reduce competitive 

activities. For example, in the acquisition announcement of Sears by Kmart, the combined 

company expects to save $300 million a year through “improved merchandising and non-

merchandising, purchasing scale, as well as improved supply chain, administrative and other 

operational efficiencies” (Dow Jones Newswire 2004).  

Merging firms may also be able to increase their bargaining power over suppliers by 

pooling their purchasing and forcing suppliers to compete on a price basis (Fee and Thomas 

2004). Furthermore, production, marketing, and distribution efficiencies can be achieved 

leading to lower costs and greater operational synergies (Chatterjee 1986). Corporate 

performance is found to be higher for firms that have diversified into technologically related 

industries than those that have diversified into technologically unrelated industries (Robins 

and Wiserama 1995).  

On the other hand, firms can use diversification-based mergers to expand into 

unrelated businesses and leverage the excess resources. Consistent with RBV, resources 

are subject to market failure and managers can apply those resources to new products 

through diversification. Historically, the drive to move into unrelated lines of business 

was motivated in part by strong antitrust enforcement, which was relaxed in the 1980s 

(Shleifer and Vishny 1991). General Electric and Walt Disney are good cases in point. 
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Through a pattern of different acquisitions, General Electric has become a diversified 

conglomerate with operations in insurance, television broadcasting, medical equipment, 

and plastics. Similarly, Disney has entered in feature films, books, records, cable TV, 

retail stores and the National Hockey League franchise.6    

A diversified firm can minimize both its industry-specific and its overall business 

risk (Berger and Ofek 1995; Donaldson and Lorsch 1983) and enjoy efficiency from 

accessing internal capital market (e.g., Stein 1997). It can also gain from economies of 

scope between successive stages of production (Wernerfelt 2005). By entering a new line 

of business, the firm increases market share through geographic extension and new 

products, leading to higher margins and customer loyalty across product categories 

(Anand and Shachar 2004).  

A broad range of commentaries and analyses, based on different time periods, has 

shown that costs of diversification most often outweigh its benefits (e.g., Anand and 

Singh 1997; Denis, Denis, and Sarin 1997; Lamont and Polk 2002; Montgomery 1985; 

Morck, Shleifer, and Vishny 1990; Palich, Cardinal, and Miller 2000; Rumelt 1982)7 and 

many unrelated acquisitions are later divested (e.g., Ravenscraft and Scherer 1987; 

Kaplan and Weisbach 1992). Likewise, market values of diversified firms have typically 

been found to be lower when compared to stand-alone firms (Berger and Ofek 1995; 

Lang and Stulz 1994; Montgomery and Wernerfelt 1988; Rajan and Servaes 2000)8. The 

agency view describes that managers of acquiring firms embark on diversification to 

maximize their own utility at the expense of the shareholders (e.g., Amihud and Lev 

                                                 
6 While this has been a successful strategy for GE, it did not work that well for Disney.  
7 For exceptions see Elgers and Clark 1980; Lubatkin 1987  
8 There has also been an argument that firms diversify because they trade at discount (e.g., Graham, 
Lemmon, and Wolf 2002; Gort, Grabowski, and McGuckin 1985) 
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1981; Jensen 1986). Diversification stretches the acquiring company’s management 

skills, and potential efficiencies and internalizing transactions may not overcome the 

bureaucratic costs. Thus:       

H2:  A consolidation motive, when compared to a diversification motive, 
will lead to (a) greater synergistic gains and (b) greater acquirer 
wealth creation following a merger announcement.  

 

3.4. Strategic Emphasis and Merger Motive  

As argued in the previous section, the merged entity is likely to enjoy increased 

market power and greater economies of scale when pursuing a consolidation-based 

merger. A merger occurring in the same industry will promote specialized learning and 

there will be a reduced need for extensive planning and coordination. Furthermore, when 

the strategic emphases of the acquirer and the target are similar, there is greater potential 

for the acquirer to productively leverage its pre-existing resources, “dominant logic,” and 

critical success factors across multiple markets (e.g., Prahalad and Bettis 1986). Thus, the 

combined firm will find it easier to realize the potential gains of consolidation through 

integration when the strategic emphases of the two firms are aligned than when they are 

distinct. Also, it becomes easier to achieve scale economies and operational synergies 

through combining similar resources and operations. Additionally, the shared norms and 

values make it easier to set strategic priorities following a merger and help to combine 

the cultures of the two organizations. Conversely, the need to integrate firms with 

different strategic emphases is likely to add coordination costs while also increasing the 

likelihood of cultural clashes (Birkinshaw, Bresman, and Hakanson 2000; Sales and 

Mirvis 1984). 
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Considerable cost reduction is also possible when the merger is focused on 

consolidation. I argued earlier that economies of scale accrue to mergers of firms within 

the same industry. Such economies of scale are likely to be accentuated when similar 

resource configurations are pooled following a merger. Specifically, combinations of 

similar (R&D or marketing) resources are likely to result in greater experience curve 

effects and enhance the cost reductions that follow consolidation.   

In contrast, diversification-based mergers typically entail changes in 

administrative structures, systems, and other management processes. As firms move 

further from their core businesses, managers are less likely to have an intimate 

understanding of the new business, competitors’ strategic moves, and other critical 

success factors. New know-how or specialist skills have to be acquired to extract gains 

from these acquisitions. Those are likely to be acquired from outside the firm, and can be 

embedded in contexts that differ from that of the acquiring firm (e.g., Chatterjee and 

Singh 1999; Zahra and George 2002). Under this context, attempts to funnel new 

activities through the existing resource chains will not be effective and may even hamper 

performance. However, under the similarity in strategic emphasis alignment, firms are 

more likely to use existing resource chains while neglecting less obvious sources of 

synergy. Thus, I posit that the successful deployment of firm-specific and imperfectly 

mobile resources across new businesses will be easier when there is complementarity in 

strategic emphasis alignment. For example, Hitt et al. (1993) found that when firms 

combined different products, markets, and know-how, they were able to enhance their 

overall success. This suggests that diversification may create opportunities to leverage 

existing products in new markets, sell new products in existing markets, and enrich 
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existing R&D knowledge, leading to multiple sources of revenue-enhancement. At the 

same time, similarity in strategic emphasis under the same industry may lead to 

overlapping resources and fewer opportunities for knowledge synergies. Summarizing: 

 

H3:     A consolidation-based merger (diversification-based merger)   
under similarity in strategic emphasis alignment (complementarity in 
strategic emphasis alignment) will lead to (a) greater synergistic gains 
and (b) higher acquirer wealth creation following a merger 
announcement. 

 
 
 

4. CHAPTER FOUR: RESEARCH METHODOLOGY 

 
 My market-based measure of merger success is forward looking, reflecting 

investors’ expectations of the net present value of all future cash flows expected to accrue 

to the merging firms. It is an especially appropriate metric for capturing value creation in 

the context of an event (Kalyanaram, Robinson, and Urban 1995). I use an event-study 

methodology that reflects the future financial ramifications of an event. Specifically, it 

measures the magnitude of the effect that the event has on the expected profitability and 

risk of a portfolio of the firms. It is driven by the tenet that the share prices represent the 

present value of expected future cash flows to shareholders. This method is based on 

measuring the abnormal stock return – or the systematic change in the stock price – to 

shareholders in the period surrounding an event (e.g., merger announcement) relative to 

the average stock price level prior to the event, adjusted for general market movement.  

4.1. Event Study Methodology 

Modern theory of finance has developed a methodology to study the behavior of 

security values. The efficient market/rational expectation hypothesis (e.g., Fama et al. 
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1969; Fama 1970) posits that the stock price accurately reflects all public information 

related to the performance of the firm. Although a firm’s profit can be influenced by 

several factors, isolating the contribution of any one of those factors is difficult. This is 

why I measure the abnormal stock return, which is the raw return less a benchmark of 

what investors required that day. Only the occurrence of an unanticipated event will 

cause a change in the firm’s security price. The stock prices quickly adjust to new 

information and incorporate any changes in value that the M&A are expected to bring.  

The magnitude of the change should be an unbiased estimate of the value of changes to 

the firm’s expected future cash flow (Brown and Warner 1985). Over the last few 

decades, the event study approach has been widely used in finance, accounting, and 

strategic management research. It has also been used to assess the ramifications of 

marketing-related events such as new product introductions (Chaney, Devinney, and 

Winer 1991), celebrity endorsement (Agarwal and Kamakura 1995), company name 

change (Horsky and Swyngedouw 1987), brand extensions (Lane and Jacobson 1995), 

and introduction of online channels (Geyskens, Geylens, and Dekimpe 2002). The details 

of the event study methodology are laid out below.  

The methods used conform generally to the received methodology used widely in 

finance. The event study method compares the actual stock return on the event day for 

firm i with the return that would be expected if the event had not taken place [E (Rit)]. 

The stock return is the percentage change in the stock price between time t-1 and t. 
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The expected return E(Rit) to firm i at time t can be described as a linear function of the 

returns from a benchmark portfolio of marketable assets Rmt.  The benchmark portfolio in 

this case is the value-weighted market portfolio reported in CRSP for a given date. 

(2)    E (Rit) = � + � Rmt          

The difference between the actual return and the estimated expected return provides a 

measure of abnormal return eit for the shares of acquirer i at time t. 

(3)         )ˆˆ()( mtiiitititit RRRERe βα +−=−=

Cumulative Abnormal Returns (CAR). The analysis is based on the excess return between 

the opening stock price the day before  the announcement and the closing stock price the 

day after the announcement, that is, an event window of  event day -1 (t1) through event 

day  +1 (t2). Some merger announcements may have occurred after the close of the stock 

market, and that is why the possible effect of the day after is also taken into account. I 

also aggregate the abnormal returns over the event period (t1, t, t2) to obtain the 

cumulative abnormal return (CAR) as shown in equation 4. I compute the CAR for both 

the acquirer and the target separately. 

(4)    CAR= ∑       
+=

−=
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Synergistic Gains and Acquirer Wealth from Mergers. The synergistic gains from the 

mergers are calculated using the cumulative abnormal returns of the target and acquirer 

and calculating the wealth gains based on their respective market values of equity (MVE) 

as follows.  The MVE is the number of shares outstanding multiplied by the share price 

of the firm in the year preceding the merger year. The wealth gains for both target and 

acquirer are then summed: 

(5)        Synergistic Gains = [(CARacquirer * Acquirer MVE) + (CAR target * Target   MVE)]  
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(6) Acquirer Wealth = (CARacquirer * Acquirer MVE) 

4.2. Empirical Setting  

The sample consists of all publicly disclosed M&A in the Electronics industry 

(SIC Code: 36) over the interval January 1991 to December 2000 and the Food and 

Personal care industries (SIC code: 20 and 28 respectively) over the interval January 

1980 to December 2001.9 By modeling these industries, I get the opportunity to compare 

across the industries. This would not have been possible to obtain in a cross-industry 

study. 

The nature of the primary industry within which the acquiring firm operates 

affects the value of its resources, and also affects the type of resources it seeks through 

M&A.  Typically, firms will seek to acquire and control those resources that are most 

valuable for maintaining a competitively superior position (Barney 1991; Hunt and 

Morgan 1995).  Because the Electronics and Food and Personal Care (hereafter FPC) 

industries do contrast significantly, there will be some variations in my study conditions. 

Electronics industry is highly dynamic, and is characterized by both high technological 

and high market turbulence. The scientific know-how plays a focal role and leading firms 

in the Electronics industry (e.g., Sony, Motorola) use their strong R&D resources to 

support continuous innovation. On the other hand, FPC industry is relatively mature, 

changes slowly, and is led by firms with strong marketing resources (e.g., P&G, Sara 

Lee). These aspects of differentiation improve the generalizability of the results.     

                                                 
9 There are 18, 5 and 21 four digit codes respectively for Foods, Personal Care and Electronics industries.  
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4.3. Data and Sample Collection Procedure 

The stocks of both acquirer and target firms are listed and traded on one of the 

four major U.S. exchanges (i.e., NYSE, AMEX, NASDAQ, and OTC). A sample of 

M&A agreements announced during this period was collected from the Securities Data 

Corporation (SDC) Thompson Mergers and Acquisitions database. It provides full 

histories, including announcement dates and other material terms and conditions of the 

deal. In order to verify the announcement dates provided by SDC, I also independently 

consulted various published sources such as wire service reports (PR Newswire/Rueters), 

Wall Street Journal and other magazines for information regarding the merger. In 

approximately 20% of cases, these did not match the SDC date, and I used the verified 

announcement dates as the event dates. To ensure that there is no leakage of information 

regarding the merger, I searched the published sources for any news item pertaining to 

both the target and acquirer firm together. In those cases where there was preliminary 

information concerning a potential merger, the deal was deleted from the sample. 

Approximately 10% of the deals I originally identified were deleted because of leakage 

concerns.10  To identify reliable and meaningful data, several restrictions were placed on 

the sample. First, both the acquiring and the target firms had to be publicly traded. 

Otherwise, it was not possible to get financial market data. Second, data for the acquirer 

and target firms had to be available in both the daily return tape of the Center for 

Research in Security Prices (CRSP) and the COMPUSTAT datasets to allow me to obtain 

the required stock market information and accounting information respectively. Finally, 

when acquirers were involved in multiple acquisition announcements in a year, I only 

                                                 
10 Where the leakage involved actual information concerning the merger (2% of the original cases), I 
retained the merger for further analysis, using the earliest date of merger announcement as my event date. 
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considered the first one in order to avoid confounding the effects of two separate 

mergers. The approach generated a final sample size of 97 for the Electronics industry 

and 102 for the FPC. Table 1 provides an overview of the data, sources and the measures.     

[Insert Table 1 about here] 

4.4. Measures  

4.4.1 Dependent Variables I used financial market data for both dependent variables. 

The daily return file of CRSP provides the stock return data to calculate the cumulative 

abnormal returns, which is subsequently used to calculate the wealth gains accruing to the 

target and acquirer separately (see Appendix A for details). Synergistic gains are 

operationalized as the weighted average of the wealth gains accruing to the acquirer and 

target firm. The equity market value of the firm is calculated by multiplying the total 

share outstanding and the price of the stock, both of which were obtained from CRSP.   

4.4.2 Independent Variables Strategic Emphasis. Following Mizik and Jacobson 

(2003), my view of strategic emphasis examines the relative emphasis that a firm places 

on building brand or R&D resources. I operationalize strategic emphasis by subtracting 

the R&D investment from the advertising spending and dividing it by the total assets of 

the firm in the year preceding the merger. Measures of advertising, R&D and total assets 

were obtained from COMPUSTAT. Similarity in strategic emphasis refers to the context 

where both the firms have same strategic emphasis (both marketing or both R&D). Under 

the complementarity in the strategic emphasis, merging firms have different strategic 

emphasis.  

Consolidation versus Diversification. Traditional measures of diversification rely on SIC 

codes to assess the extent of the firm’s operations in different industries (Pitts and 
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Hopkins 1982). From the COMPUSTAT industrial data file, I obtained revenues for each 

of the different segments within which the firm operates. When the dominating (highest 

revenue) segments of the merging firms have identical four-digit SIC codes, I consider 

the transaction to be consolidation-based; otherwise it is considered as diversification-

based.11  

Control Variables. The R&D resources and the brand resources of the target and 

acquiring firms are also included as control variables. Brand resources are 

operationalized as total expenditures in advertising, and R&D resources are 

operationalized as total expenditures in R&D, both drawn from COMPUSTAT. 

Furthermore, relative size is included as a control because it has been found to impact 

M&A performance (e.g., Haspeslalgh and Jemison 1991). For example, when the 

acquirer firm is much larger than the target firm, necessary critical mass is absent. As a 

result, the integration process is problematic and the combination potential of the merger 

is often unrealized (Kusewitt 1985). The relative size of the firms is calculated as the 

ratio of target sales and acquirer sales (e.g., Capron 1999; Seth 1990b) for the year 

preceding the acquisition.12 Sales data were obtained from COMPUSTAT.  

4.5. Approach to Analysis: Model Specification and Estimation 

 
I use ordinary least squares to test the hypothesized relationships. Prior to 

constructing the interactions, I mean-centered the relevant continuous predictors to 

                                                 
11 CRSP also assigns SIC code to describe a firm’s business. Kahle and Walkling (1996) compare sample 
matched on COMPUSTAT and CRSP SIC codes and conclude that the use of SIC codes assigned by 
COMPUSTAT are more powerful in detecting abnormal performance.  
12 I also considered using ratio of employees (e.g., Rust, Moorman, and Dickson 2002), but found that the 
correlation between the sales and employee-based ratios is very high (> .90). The regression results also do 
not change materially when one measure is used in place of the other. 
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reduce any potential multicollinearity between the main and interaction effect (Aiken and 

West 1991). An examination of variance inflation factors for all coefficients suggested 

that multicollinearity was not a serious problem in any of the models (Gujarati 1995). 

Also, I examine the standardized coefficients to facilitate interpretation of the results. As 

I previously mentioned, firm performance is assessed through synergistic gains and 

acquirer wealth. Each of these is being used, in turn, as the dependent variable in the 

estimated equations. The models take the following form.  

Model 1  
Y = β0 + β1(Acquirer Brand Resources) + β2(Acquirer R&D Resources) + β3(Relative 
size) + β4(Acquirer Strategic Emphasis) + β5(Target Strategic Emphasis) + ε 

 
Model 2  
Y = β0 + β1(Acquirer  Brand  Resources )+ β2(Acquirer R&D Resources )+ β3(Relative 
size ) + β4(Acquirer Strategic Emphasis) + β5(Target Strategic Emphasis) + β6(Acquirer 
Strategic Emphasis x Target Strategic Emphasis) + ε 
 
Model 3 
Y = β0 + β1(Acquirer  Brand  Resources )+ β2(Acquirer R&D Resources ) + β3(Relative 
size ) + β4(Acquirer Strategic Emphasis) + β5(Target Strategic Emphasis) + β6(Acquirer 
Strategic Emphasis x Target Strategic Emphasis) + β7 (Motive) + ε 

 
Model 4 
Y = β0 + β1(Acquirer  Brand  Resources )+ β2(Acquirer R&D Resources )+ β3(Relative 
size ) + β4 (Acquirer Strategic Emphasis) + β5(Target Strategic Emphasis) + β6 (Acquirer 
Strategic Emphasis x Target Strategic Emphasis) + β7 (Motive) + β8(Acquirer Strategic 
Emphasis  x Motive) + β9 (Target Strategic Emphasis x Motive) + β10 (Acquirer Strategic 
Emphasis x Target Strategic Emphasis x Motive) + ε 
 

Model 1 represents a baseline model that tests the effect of the control variables. 

It includes two acquirer resources and the main effects of the acquiring and target firms’ 

strategic emphases. The hypotheses testing portion of the analysis is initiated through 

Model 2. It adds to Model 1 an interaction term between acquirer strategic emphasis and 

target strategic emphasis. Model 3 adds merger motive13 to Model 2.  Finally, Model 4 

                                                 
13 Motive is a dummy variable, where consolidation=1, and diversification =0. 
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introduces the three way interactions among acquirer strategic emphasis, target strategic 

emphasis and motive. Irwin and McClelland (2001) recommend that all lower order 

interactions be included in a model in order to properly interpret higher order interaction 

effects. Accordingly, I add all two and three-way interactions between the strategic 

emphasis and motive variables to Model 3. A comparison of Model 2 to Model 1 tests H1, 

Model 3 versus Model 2 tests H2, and Model 4 versus Model 3 tests H3 

 
 

5. CHAPTER FIVE: RESULTS  

5.1. Descriptive Statistics 

The means, standard deviations, and correlations for the research variables are 

shown in Table 2 and Table 3. The descriptive statistics reveals some variability in the 

measures of the major constructs across two industries. Average strategic emphasis 

values of the constituents firms are negative in Electronics and positive in FPC. It 

indicates that R&D is the dominant strategic emphasis in Electronics, while in FPC, 

marketing strategic emphasis assumes more importance. Also, brand resources of the 

acquirer are negatively correlated with synergistic gains in Electronics, while the same 

relationship is positive in FPC.  

[Insert Table 2 and 3 here] 

 Figure 2 -7 illustrate the cumulative abnormal returns accruing separately to the 

target and acquirer firms for both industries. It can be seen that cumulative abnormal 

returns to target firms are primarily positive (Electronics: M =.15, SD =.27; FPC: M =.17, 

SD =.23), whereas the cumulative abnormal returns to acquirer firms are on average zero 

(Electronics: M =.00, SD =.09; FPC: M =.00, SD =.07). The overall synergistic gains are 

positive for both industries (Electronics: M = 52.03, SD = 491.82; FPC: M = 76.60, SD = 
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620.28). The asymmetric distribution between acquirer and target is in accordance with 

past research in finance and strategy (e.g., Bruner 2002; Datta, Pinches, and Narayanan 

1992; Jensen and Ruback 1983). These descriptive statistics also indicate that my sample 

drawn from different industries shares a similar profile with larger, multi-industry 

samples and thus provide some support for the external validity of the results.  

5.2. Test of Hypotheses 

The estimation results of the multiple regressions are shown in Tables 4 and 5. 

The results are presented separately for the Electronics industry (see Table 4) and FPC 

(see Table 5) which I discuss subsequently. For both the dependent variables, I ran Model 

1-4 as described previously. Model 1 includes only the control variables. As is evident in 

Table 4, the overall Model 1 is significant in the Electronics industry across both 

dependent variables (synergistic gains: F(5,91) = 3.43, p < .01; acquirer wealth: F(5,91) = 

4.26, p < .01). Model 1, however, is not significant for FPC for any of the dependent 

variables (synergistic gains: F(5,96) = 1.87, ns; acquirer wealth: F(5,96) = 1.83, ns).  Model 4 

– the most comprehensive model I test – explains roughly a third and a fourth of the 

overall variance in the two dependent variables for  Electronics and FPC respectively.  

Table 4 and 5 also report F-test values for comparisons between models. In each case, the 

F-test assesses whether or not the more complex model represents a statistically 

significant improvement over the simpler model to its immediate left in the table.  The 

change-in-F associated with the inclusion of variables along with the significance level of 

the variable provides a test of my hypotheses. The general pattern of results for both 

synergistic gains and acquirer wealth is the same. Further, I submit these results to an 

additional test to examine the three-way interaction in more depth utilizing the 
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procedures recommended by Aiken and West (1991), Irwin and McClelland (2001) and 

Jaccard, Turrisi, and Wan (1990).   

[Insert Table 4 and 5 here] 

5.2.1 Electronics Industry Results My first hypothesis investigates whether similarity or 

complementarity in strategic emphasis yield positive market response. In testing this 

hypothesis, I include acquirer strategic emphasis, target strategic emphasis and the 

interaction of these two in Model 2 and compare it with Model 1. As can be seen, the 

overall Model 2 is significant for both the dependent variables. (synergistic gains: Model 

F (6, 90) = 4.55, p < .01; acquirer wealth: Model F (6, 90) = 5.07, p < .01).  Further, the 

inclusion of the acquirer and target strategic emphasis and their interaction results in a 

significant improvement in model fit over comparable Model 1 without these variables 

(synergistic gains: change-in-F(1,90) =  8.69, p < .01; acquirer wealth: change-in-F(1,91) =  

7.28, p < .01; ). Looking at the Model 2, the interaction between the acquirer and the 

target strategic emphasis is positive and significant for both dependent measures 

(synergistic gains: b = .27, p < .01; acquirer wealth: b = .25, p < .01). The positive sign 

on the interaction coefficient suggests that similarity (not complementarity) is positively 

associated with both my dependent variables. Thus, I find support for hypothesis H1a.  

H2 has to do with the role of merger motive. For synergistic gains, the addition of 

the motive leads to a significant improvement in model fit in the case of Model 3 relative 

to Model 2 (change-in-F (1, 89)= 4.68, p < .01) The overall Model 3 is also significant 

(Model F (7,89) = 4.73, p < .01). Looking at the results in Model 3, the main effect yields a 

positive and significant coefficient for this variable (b = .20, p < .01), suggesting that the 

consolidation motive produces higher gains in a merger than a diversification motive. 
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This result is in line with what I predicted about synergistic gains in hypothesis H2. 

However, I do not find evidence to support the hypothesis for acquirer wealth. As can be 

seen, Model 3 does not add significantly to Model 2 (change-in-F (1, 89) = 1.23, ns) and the 

coefficient for motive is not significantly different from zero (b= .14; ns). Thus H2 is not 

supported for acquirer wealth creation.  

H3 suggests that under consolidation merger motive, similarity in strategic 

emphasis would be more conducive to synergistic gains. To model this, I included the 

interactions of merger motive and the target and acquirer strategic emphasis in Model 4. 

For both the dependent variables, the change-in-F are significant relative to Model 3 

which did not include these variables (synergistic gains: change-in F(3,87) = 2.96, p < .01; 

acquirer wealth: change-in F(3,87) = 3.07, p < .01).  The overall Model 4 is also significant 

across both the dependent variables (synergistic gains: Model F(3, 86) = 2.93, p < .05; 

acquirer wealth: F(3, 86) = 4.40, p < .01). Looking at Model 4, it appears that the three-way 

interaction of motive and acquirer and target strategic emphasis is positive and significant 

for both synergistic gains (b = .36, p < .05) and acquirer wealth (b = .33, p < .05). The 

results indicate that the positive impact of consolidation motive is strengthened in the 

presence of similarity in strategic emphasis alignment between the target and the 

acquirer.  This is in line with what I predicted in hypothesis H3.   

5.2.2 FPC Industry Results14.  Similar to the Electronics industry, I test the hypotheses 

via a series of models.  As can be seen, for both synergistic gains (Model F (6, 96) = 2.33, p 

< .05) and acquirer wealth (F (6, 96) = 2.98, p < .05), the overall Model 2 is significant. 

Further, for both the dependent variables, the inclusion of the acquirer and target strategic 

                                                 
14 As I have data for a 21 year period, I controlled for the period. None of the year dummies was significant 
and to conserve the degrees of freedom, I did not include those in the final model.   
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emphasis and their interaction results in a significant improvement in model fit over a 

comparable Model 1 without these variables (synergistic gains: change-in-F (1,95)  = 4.41; 

p < .01 and acquirer wealth: change-in-F (1,95)  = 6.77; p < .05). Model 2 also indicates 

that interaction between the acquirer and the target strategic emphasis is positive and 

significant for both the dependent variables (b = .21, p < .05; b = .29, p < .01). This result 

is consistent with the notion that similarity in strategic emphasis rather than 

complementarity is associated with value creation. Thus, I have consistent support for H1a 

across two contexts.   

H2 pertains to the role of merger motive and I predicted a positive relationship 

between consolidation motive and value creation. For synergistic gains, the addition of 

the motive leads to a significant improvement in model fit in the case of Model 3 relative 

to Model 2 (change-in-F (1, 94) = 3.39, p < .01). The overall Model 3 is also significant 

(Model F (7, 94) = 2.55, p < .05).  As evidenced in Model 3, the main effect of merger 

motive is marginally significant and positive predictor of synergistic gains (b = .18, p < 

.10), in support of H2. Therefore, similar to the Electronics, hypothesis H2 is also 

supported for synergistic gains. This result, however, is different for acquirer wealth. It 

can be seen that adding motive does not lead to any improvement in the Model 3 relative 

to Model 2 (change-in-F (1, 94) = 1.13, ns) and the main effect of motive is also not 

significant (b = .09, ns). Therefore, H2 is not supported for acquirer wealth.     

In order to test the hypothesis H3, the interactions of merger motive and the target 

and acquirer strategic emphasis are added in Model 4. The change-in-F is significant 

relative to Model 3 which did not include these variables (synergistic gains: change-in F 

(3, 91) = 3.68, p < .01 and acquirer wealth change-in F (3, 91) = 5.62, p < .01). Overall Model 
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4 is significant for both the dependent variables (synergistic gains: Model F (10, 91) = 2.85, 

p < .01, R2= .24 and acquirer wealth Model F (10, 91) = 3.00; p < .01, R2 =.25). The three-

way interaction of motive and acquirer and target strategic emphasis is marginally 

significant (at p < .10) for both the dependent variables. However, the estimated effect is 

in negative direction (synergistic gains: b = -.24, acquirer wealth: b = -.22). Therefore, 

contrary to the Electronics industry case, this implies that the positive impact of 

consolidation motive is weakened in the presence of high strategic emphasis alignment 

between the target and the acquirer.  This result contradicts H3.  

To further explore these three way interactions, I next present the post-hoc 

probing.   

5.2.3 Post-Hoc Analysis To get a better feel for the phenomenon, I further illustrate the 

impact of the interaction between motive and strategic emphasis alignment. To do so, I 

examine the specific types of strategic emphasis for acquirers and targets and their impact 

on two dependent variables using the post-hoc probing procedures (Aiken and West 

1991; Irwin and McClelland 2001; Jaccard, Turrisi, and Wan 1990). As Irwin and 

McClelland (2001) note, such post-hoc probing provides a deeper understanding of the 

interrelationships between different levels and combinations of the independent variables 

on the dependent variable. Accordingly, I use the original continuous measures of 

strategic emphasis to best understand the richness of this interaction.    

Because I have measures for both acquirer and target strategic emphasis, I 

repeated this post-hoc analysis using the acquirer and target strategic emphases in turn as 

a starting point. To simplify the explication here, I describe in detail only the effects on 

synergistic gains that result for changing levels of target strategic emphasis. This is 
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presented in Table 6. The intuition is similar when acquirer strategic emphasis is used as 

the starting point.  

[Insert Table 6 here] 

The probing involves multiple steps (Aiken and West 1991, pp. 56-58). First, I 

created a high level of target strategic emphasis, set at one standard deviation above the 

mean-centered main effect. Using this high level of target strategic emphasis, I re-

estimated the model and examined the significance of the interactions. Results indicate 

whether the interaction between target strategic emphasis and motive is significant for a 

high level of acquirer strategic emphasis. This resulting parameter is significant and 

positive for the Electronics (β = .85, p < .01), but significant and negative for the FPC 

industry (β = -.54, p <.05). 

Next, I examine the effect of changing levels of the motive.  Given that the target 

strategic emphasis is high, I created a high level of motive one standard deviation above 

the mean-centered main effect and re-estimated the model.  This approach allowed me to 

examine, for a consolidation motive, whether the acquirer’s strategic emphasis improves 

performance, when the target strategic emphasis is already high.  Therefore, I focus here 

on target strategic emphasis.  The results indicate that acquirer strategic emphasis is 

positive and significant for the Electronics industry (β = .88, p < .01). The parameter for 

FPC industry is insignificant (β =.10, ns).  This means that for a firm with a consolidation 

motive, the acquirer’s marketing strategic emphasis has a positive effect on performance 

when target also has a marketing strategic emphasis in the Electronics industry.   

I completed my post-hoc probing by examining the effect of the acquirer’s 

strategic emphasis when the target has a marketing strategic emphasis and the merger 
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motive is diversification. This allows me to examine whether, for a diversification 

merger, increasing levels of the target’s marketing emphasis hurts synergistic gains when 

acquirer also has a marketing emphasis.  To examine this, I constructed a diversification 

motive, by deducting one standard deviation from the mean-centered main effect) and re-

estimated the model. Results (as seen in Table 6) indicate that the acquirer’s strategic 

emphasis is now negative and significant for the Electronics (β =-.41, p < .01) but 

remains positive and significant for FPC (β =.59, p < .01). It indicates that in Electronics 

industry, when a firm has a diversification motive, and the acquirer has a marketing 

strategic emphasis, increasing the target’s marketing strategic emphasis also exerts a 

negative impact on synergistic gains. However, this is not true for the FPC. 

[Insert Figures 8-15 here] 

These results are further illustrated in Figure 8 through Figure 15 for both 

industries. In Figure 8, the synergistic gains under the consolidation motive for various 

combinations of acquirer and target strategic emphasis are depicted for the Electronics.  

As can be seen, when the acquirer and target both have marketing strategic emphases the 

synergistic gains are positive (Macquirer marketing and target marketing=1485) and when both the 

acquirer and target have an R&D strategic emphasis, the synergistic gains are also 

positive (Macquirer R&D and target R&D=1589).  However, when the acquirer and target have 

varying strategic emphases, the synergistic gains are negative (Macquirer marketing and target 

R&D=-313; Macquirer R&D and target marketing=-257). Figure 10 demonstrates the identical pattern 

for acquirer wealth.  

Next, I examine the results pertaining to FPC industry under consolidation 

motive. The results are different from Electronics for both synergistic gains and acquirer 
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wealth as indicated in Figure 12 and 14 respectively. When both the firms have strategic 

emphasis in marketing under consolidation motive, both synergistic gains (Macquirer marketing 

and target marketing=-670) and acquirer wealth (Macquirer marketing and target marketing=-781) are 

negative. However, I find expected results for the other similarity condition, as both 

synergistic gains  (Macquirer R&D and target R&D=880) and acquirer wealth are positive (Macquirer 

R&D and target R&D=581) when both firms have strategic emphasis in R&D. Synergistic gains 

are also different under two different complementarity conditions. As expected, 

synergistic gains and acquirer wealth are negative when acquirer has R&D emphasis and 

target has marketing emphasis (synergistic gains: Macquirer R&D and target marketing=-241, 

acquirer wealth Macquirer R&D and target marketing=-379). However, the other complementarity 

condition yields positive effect on both synergistic gains (Macquirer marketing and target 

marketing=1496) and acquirer wealth Macquirer marketing and target marketing=1128).  

For the diversification motive, the results are exactly opposite for Electronics. As 

can be seen in Figure 9, when the acquirer and target have differing strategic emphases, 

the synergistic gains are positive and significant (e.g., Macquirer marketing and target R&D=227; 

Macquirer R&D and target marketing=18).  In contrast, when the acquirer and target have similar 

strategic emphases, the synergistic gains are both negative (Macquirer marketing and target 

marketing=-1738; Macquirer R&D and target R&D=-1791). Figure 11 indicates identical pattern for 

acquirer wealth. This is in accordance with my prediction.  

 Figure 13 and 15 shows the synergistic gains and acquirer wealth under the 

diversification motive for various combinations of acquirer and target in FPC. As can be 

seen, synergistic gains and acquirer wealth are positive and significant for one 

complementarity condition and negative for the other. Specifically, when acquirer has 
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marketing strategic emphasis and target has R&D strategic emphasis, the synergistic 

gains are positive (Macquirer marketing and target R&D=774). From Figure15, acquirer wealth is 

also positive under the same condition (Macquirer marketing and target R&D=209). However, both 

synergistic gains and acquirer wealth are negative when acquirer strategic emphasis is 

R&D and target strategic emphasis is marketing (synergistic gains: Macquirer R&D and target 

marketing=-227; acquirer wealth: Macquirer R&D and target marketing=-174). Next, I turn to the 

similarity condition. As expected, synergistic gains and acquirer wealth are negative 

when both the firm have strategic emphasis in R&D (synergistic gains: Macquirer R&D and 

target R&D =-47, acquirer wealth: Macquirer R&D and target R&D =-575). However, the result is 

different under the other similarity condition. As can be seen, synergistic gains are 

positive when both the firms have strategic emphasis in marketing (Macquirer marketing and target 

marketing=495). The same combination also yields positive acquirer wealth (Macquirer marketing 

and target marketing=383).15  

Two types of similarity can exist as both firms in a merger have either marketing 

emphasis or R&D emphasis. There can also be two forms of complementarity: acquirer 

has strategic emphasis in marketing and target has strategic emphasis in R&D and vice 

versa. The nature of the primary industry within which the acquiring firm operates affects 
                                                 
15The analyses thus far assume that when the target and acquirer firm have the same 4-digit SIC codes, the 
merger is consolidation-based.  All other mergers are viewed as diversification-based.  An alternative 
approach to operationalizing merger motive is to use the degree of similarity between the acquirer and 
target firms’ industries.  I re-operationalized the motive variable to capture the degree of similarity between 
the firms using the 4-digit SIC codes.  When the target and acquirer had the same 4-digit SIC code, the 
motive variable was given a value of 4. When only the first 3-digits of the 4-digit SIC code overlapped, the 
motive variable was given a value of 3. Similarly, when the first two digits overlapped, the motive variable 
was set at a value of 2. Finally, when only the first digit overlapped, the motive variable had a value of 1. 
When no overlap existed, the motive variable had a value of zero. I re-ran all of my analyses using this 
finer-grained measure of motive. Interestingly, these latter results were essentially identical to my earlier 
findings. Due to the relative ease of interpretation associated with using a dummy variable, and because 
this represents a more conservative way of measuring the consolidation motive, I describe only the original 
results in detail here.  
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the value of its resources, and also affects the type of resources it seeks through merger.  

Typically, firms will seek to acquire and control those resources that are most valuable 

for maintaining a competitively superior position (Barney 1991; Hunt and Morgan 1995).  

In Electronics industry, high rate of technological turbulence is likely to favor 

firms that have strong focus in R&D. The leading firms are most likely to have strategic 

emphasis in R&D so that they have a deeper understanding of new technologies and 

innovations. Also, firms operating in this industry will seek target for accessing diverse 

knowledge bases and integrating different technologies. In this industry characterized by 

rapid technological changes, greater technological diversity will allow firms to explore 

new technologies and keep abreast of the latest technological advancements. In the FPC 

industry, the relatively slow pace of change and high degree of market predictability 

leads firms to look for resources that can be of help in reducing cost of production, 

marketing, and delivery. Leading firms are most likely to have a strong marketing 

strategic emphasis and they are the most likely to be able to integrate resources acquired 

from the target firm into their existing resource chains to improve overall performance. In 

contrast, firms with a strong R&D emphasis are likely to have weaker competitive 

positions that they cannot easily overcome through acquisition, given the stable nature of 

the industry. This suggests that the type of strategic emphasis and the degree of alignment 

both should be considered in examining value creation in stable and turbulent industry 

contexts. 

In the Electronics industry, given the technology intensive nature of market, 

acquirers are likely to seek target firms that provide them with unique knowledge bases 

and superior strategic options for the future. This leads both marketing- and R&D-
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focused firms to prefer targets that have strategic emphasis in R&D. Taken together, 

these predictions suggest that post-merger success will be highest when two R&D 

strategic emphasis firms combine in an Electronics industry context.  

The expected effects are different in the FPC industry.  Although similarity or 

complementarity in strategic emphasis will have an identical impact like Electronics, the 

RBV makes different predictions for the FPC than Electronics industry. If similarity 

holds, then post-merger performance will be highest when two firms with a marketing 

emphasis are brought together, whereas below average performance will result when an 

R&D focused firm acquires a marketing-focused firm. Under the complementary logic, 

the best performance will be under the condition when marketing emphasis of acquirer 

and R&D emphasis of target merge.    

 How do these effects vary based on motive?  I hypothesized that in a 

consolidation setting, similar strategic alignments will be capable of generating greater 

value (compare to diversification setting). I find strong support for this in the context of 

Electronics industry (See Figure 8). But there is only partial support in the FPC context.  

There is a positive impact on value creation when both the firms have strategic emphasis 

in R&D. However, this relationship is reverse with the other form of similarity, i.e., when 

both firms have marketing strategic emphasis. Another notable finding is the strong 

positive impact of a particular complementarity condition. The result indicates (Figure 

10) that there will be a positive value creation when acquirers with marketing strategic 

emphasis merge with firms strong in R&D.  

Under diversification motive, I expected complementarity of strategic emphasis 

between the firms to play a positive role in value creation. Once again, it was supported 
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in the context of Electronics industry. Further, as expected, the combination of acquirer 

marketing and target R&D strategic emphasis proved to be better than the acquirer R&D 

and target R&D combinations. The result is different in FPC. I find strong support for the 

combination of acquirer marketing and target R&D; however, the other combination of 

complementarity is negatively related with value creation. Therefore, the expected 

superiority of complementary strategic emphasis combinations is supportive only in the 

context of Electronics industry.   

5.3. Additional Analysis 

 In order to investigate these results further, I examined accounting-based cost 

measures collected two years after the completion of the mergers within my sample, and 

compared them to pre-merger values. I expect that similarity in strategic emphasis 

between the firms to lead to greater ease of integration, reduced friction and greater 

economies of scale, all of which could be expected to result in post-merger cost-savings.  

The assessment of acquiring firm’s operating performance using accounting data has 

produced mixed results. Much of the previous work has shown that acquiring firm’s 

accounting rate of returns and profitability after the acquisitions either deteriorate or 

show little improvement (e.g., Fowler and Schmidt 1988; Ravenscraft and Scherer 1987). 

Other studies, however, report improved operating performance (Healy, Palepu, and 

Ruback 1992; Cornett and Tehranian 1992). Healy, Palepu, and Ruback (1997), however, 

report in a subsequent study that the return will depend on whether the premium paid to 

target is taken into account or not.   

 Consistent with past research (Fee and Thomas 2004), I focus on the change in 

selling and general administrative expenses (SGA) to sales ratio as a measure of cost 
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efficiency. To determine the cost savings achieved through merger, I first calculate this 

ratio separately for the two merging firms one year prior to the merger completion date. I 

then weight these ratios according to the individual firms’ sales in that year. Second, I 

calculate the same ratios for one year following the completion of the merger. I then 

subtract the post-merger weighted ratio from the pre-merger weighted ratio. If the merger 

successfully produced cost efficiencies, the change in cost (selling, general and 

administrative expenses to sales) ratio should be negative. On average, the mergers in my 

sample achieved a modest improvement in cost-efficiency for Electronics (M=-.044, 

SD=.22; p < .05). The effect was insignificant for FPC (M=-.008 SD=.07; ns).  

For the Electronics, I further examine how these savings can vary based on the 

strategic emphases of the target and acquirer, their interaction and the merger motive. In 

order to do this, I separately regressed the savings ratio against the predictor variables 

described for Model 4. The regression results are presented in Table 7.16 Examining the 

impact of acquirer and target strategic emphasis on cost efficiencies, the three way 

interaction between motive, acquirer strategic emphasis, and target strategic emphasis is 

significant and negative (β=-.55;  p < .01), a finding that is consistent with my earlier 

analysis and with hypothesis H3. To better understand these results, I again used the post-

hoc probing methods recommended by Aiken and West (1991).     

                                                 
16 Of the 97 transactions in the original Electronics sample, only 73 were available for the analysis of 
accounting data. I tried unsuccessfully to obtain the accounting data for the missing observations from 
other sources including Factiva and Mergents Online. The 24 missing observations represent firms that 
were delisted from stock exchanges (17), firms which subsequently formed part of another merger (3), and 
firms which underwent a name change/liquidation (4). I also compared the firm sizes for the 24 lost 
observations and the 73 retained values. In addition, I compared the synergistic gains of the retained sample 
with those of the missing observations. T-tests indicate that the retained sample is comparable to the 
missing observations in terms of the synergistic gains following the merger announcement (Mdropped= 71; 
SD = 373; Mretained=49;SD = 523; t-value =.22; ns). Therefore, I am confident that the lost observations do 
not in any way result bias the results of the current analysis.   
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[Insert Figure 16 and 17 here] 

 Figure 16 and 17 present the cost efficiencies for the various conditions. The 

pattern of cost efficiencies across the various conditions is remarkably consistent with the 

synergistic gains results reported previously. Cost efficiencies are significant under the 

consolidation motive when both acquirer and target have similar strategic emphases 

(Macquirer marketing and target marketing=-.34; Macquirer R&D and target  R&D=-.64). However, when the 

target and acquirer strategic emphases are different, the costs post-merger actually 

increase (Macquirer marketing and target  R&D=.17; Macquirer R&D and target  marketing=.01). This pattern is 

reversed when I examine the cost efficiencies under diversification motive. In this case, 

when the target and acquirer have differing strategic emphases, the post-merger costs 

decline (Macquirer marketing and target R&D=-.15; Macquirer R&D and target  marketing=-.26). In contrast, 

when the target and acquirer have similar strategic emphases and the merger is 

diversification-based, costs increase significantly (Macquirer marketing and target marketing=.19; 

Macquirer R&D and target  R&D=.22). Thus, overall the results of the accounting data substantiate 

and extend what was observed in the stock market analysis. A high degree of strategic 

emphasis alignment in a consolidation-based merger context produces greater cost 

savings following merger completion. 

6. CHAPTER SIX: SUMMARY AND CONCLUSIONS 

 

6.1. General Discussion 

An accumulating body of research could not shed light on the determinants of 

M&A successes and failures. In a recent article providing an assessment of M&A 

performance spanning a 74-year period of scholarship, King et al. (2004, p. 197) point 

out that “researchers may not be looking at the right set of variables as predictors of post 
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acquisition performance.”  In an attempt to gain richer insights into this phenomenon, I 

present a new focus of inquiry and explain variance in M&A performance through the 

resource configuration of merging firms. My findings represent a step forward in 

explaining the previously puzzling observation about M&A performance. Collectively, 

these results demonstrate interesting patterns of significant relationships among strategic 

emphasis alignment, merger motives, and M&A performance.       

Although past research has examined the relative impact of marketing versus 

R&D resources (Mizik and Jacobson 2003), this study is the first to demonstrate that the 

nature of strategic emphasis alignment between a target and an acquirer plays a crucial 

role in value creation from a merger. The choice of strategic emphasis (marketing versus 

R&D) involves tradeoffs and defines the manner in which a firm chooses to compete 

(Porter 1996). Across firms, the relative emphasis on value creation through innovation 

(R&D competencies) versus value appropriation (marketing competencies) typically 

varies, even within a single industry. The relative role of marketing or R&D within a firm 

at any given point in time defines its strategic emphasis, and as such provides information 

to the stock market regarding the firm’s strategic priorities. I demonstrate that the relative 

emphasis on marketing resources provides a strong signal to the stock market under 

certain types of mergers. In doing so, I respond to the call for more research linking 

marketing actions and resources with financial performance (Marketing Science Institute, 

2004-2006 Research Priorities).   

This research also contributes to the theories of resource relatedness and helps 

resolve the debate in the literature concerning the value of resource similarity and 

resource complementarity (Harrison et al. 1991, 2001; Hoskisson and Busnit 2002). I find 
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considerable support that similarity, rather than complementarity, in the strategic 

emphasis alignment between the merging firms leads to positive M&A performance. This 

finding is robust across the two industries that I studied. These two industries are 

different from each other in significant ways and this establishes the convergent validity 

of the results. As firms with similar strategic emphases share similar priorities, they are 

more likely to minimize culture clashes that have been shown to undermine the success 

of mergers. For instance, Epstein (2004) suggests that one key element of post-merger 

success in the case of the JPMorganChase merger was articulating and defining a post-

merger business model that was acceptable to various stakeholders. A high degree of 

strategic emphasis alignment enhances the ability of the combined entity to set priorities, 

and facilitates post-merger integration between the firms. This is in line with prior 

research that suggests that similarity between the acquirer and target will help the 

acquirer gain and absorb knowledge from the target.    

Larsson and Finkelstein (1999) demonstrated that both resource complementarity 

and resource similarity can lead to synergy realization in a merger context, but did not 

provide a framework that shows when each is likely to be more valuable. The results 

demonstrate that merger motive plays a critical role in determining whether resource 

similarity (in the case of consolidation) or resource complementarity (diversification) will 

enhance firm value in the long run. Specifically, when the strategic emphasis alignment 

between a target and acquirer in a merger is high, superior post-merger gains will result, 

particularly when the merger is consolidation-based.  

Other benefit of high strategic emphasis alignment is the potential to gain cost 

efficiencies arising from economies of scale. Particularly when the merger is 
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consolidation-based, economies of scale (i.e. operational synergies) arising from pooling 

marketing or R&D resources are likely to generate significant cost savings. While prior 

research has generally focused on the role of consolidation-based (or related mergers) 

versus diversification-based mergers, findings have generally been mixed (e.g., Anand 

and Singh 1997; Chatterjee 1986; Lubatkin 1983; Seth 1990a; Singh and Montgomery 

1987). My research suggests that consolidation-based mergers are valued more highly by 

the market, but this effect is moderated by the resource configurations of the target and 

acquirer firms.  

6.2. Implications for Theory Development 

Research suggests that M&A can be a way for firms to manage their resource 

profiles (Ahuja and Katila 2001; Capron and Pistre 2002) and to overcome problems in 

the exchange of resources (e.g., Anand and Delios 2002). My primary contribution 

illustrating the value of understanding the underlying, complex relationship between an 

acquiring firm’s resources and those of the target firm offers important insights for future 

theoretical development.   

First, this research contributes a model of resource configuration that builds on 

our understanding of M&A performance. M&A has been an important strategic choice 

for firms to leverage resources and this phenomenon is germane to marketing strategy 

research and practice. Marketing scholars have called for more research on these issues 

(Capon and Glazer 1987; Wind and Mahajan 1997). And yet, a few empirical studies 

withstanding (Capron and Hulland 1999; Homburg and Bucerious 2005; Prabhu, Chandy, 

and Ellis 2005; Rao, Mahajan, and Varaiya 1991), the issue has received only limited 

attention from marketing scholars. Using RBV as a frame of reference, this research 
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adopts a marketing perspective and empirically substantiates the role of firm-specific 

resources on M&A performance.  

Second, I respond to multiple calls that marketing needs to extend its focus from 

tactical to strategic considerations, and aggressively address corporate-level research 

issues (e.g., Day and Montgomery 1999; Kerin 1992; Varadarajan and Clark 1994). For 

example, Day and Montgomery (1999, p.11) caution that the marketing domain will be 

marginalized should marketers not address and contribute in management of these inter-

functional issues. This study significantly enhances the understanding of marketing 

phenomena in the strategic decisions traditionally considered outside the marketing 

domain. M&A are important events and the study provides an appropriate “big picture” 

context to assess marketing productivity and highlight marketing’s functional prominence 

in the strategic dialogue of the firm.  Such broadened perspectives significantly enhance 

the understanding of marketing phenomena in M&A context.   

 Third, I advance the field’s understanding about the issue of related versus 

unrelated acquisitions. I suggest that it is contingent on the resource configurations of the 

acquirer and target firms. Prior research has highlighted strategic fit between merging 

firms as an important contributor to merger performance (Chatterjee 1986; Lubatkin 

1983, 1987; Salter and Weinhold 1979; Shelton 1988; Singh and Montgomery 1987).  

Much prior work examines strategic fit from the perspective of the degree of similarity 

between the industries of the target and acquirer firm.  The results have been rather 

mixed. For instance, Lubatkin (1983) suggests that related acquisitions should outperform 

unrelated acquisitions.  However, Chatterjee (1986) finds that unrelated acquisitions are 

actually more value-creating than related acquisitions. When the target and acquirer are 

 51



unrelated to each other based on industry membership, a complementary strategic 

emphasis enhances performance.  In contrast, when target and acquirer belong to related 

industries, similarity in strategic emphasis enhances performance. Why?  I speculate that 

when acquirer and target belong to related industries, the ability to integrate will be easier 

if they share similar norms and organizational culture. When both firms are strongly 

marketing-driven, they are able to combine their strengths more effectively and with less 

friction and generate greater economies of scale.  Likewise, when both firms are strongly 

R&D-driven, again, their ability to generate economies of scale in related industries is 

greater.  However, when the combining firms belong to unrelated industries, the motive is 

one of diversification of risk.  Therefore, the combining firms are not looking to integrate 

product lines or to generate greater economies of scale.  In unrelated industries, it is 

likely that the basis for competing is different from the firms’ core strengths.  Therefore, 

having a complementary strategic emphasis is likely to enable the merging firm to 

compete better in an unrelated context.  Furthermore, by acquiring a firm with a 

complementary strategic emphasis, the firm increases its strategic options by forming 

new strengths or core competencies. Such new competencies are likely to be more critical 

when firms are entering into diverse and unrelated industries.  

6.3. Implications for Practice   

A surge of M&A activities is reshaping the business word by realigning the 

competitions and creating new product market opportunities. Yet most of these 

transactions do not live up to prior expectations. This study illustrates that strategic fit 

between acquirer and target can have an important bearing on explaining some of the 

inconsistent findings concerning the potential synergy achievable in M&A. While my 
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research findings are exploratory and need to be confirmed by further research effort, 

some practical implications can be proposed. 

A major finding of potential interest to managers is the dominant role of similarity 

in strategic emphasis between the merging firms in creating value for both acquirer and 

the combined transactions. I find that firms with strong marketing or R&D resources tend 

to integrate better with firms of similar strengths. Overall, the framework illuminates the 

conditions under which M&A will work and offers managers a normative guideline for 

target selection. In demonstrating that the diversification motive may work well under 

complementary strategic emphasis, I provide evidence that diversification can also be an 

effective mode of growth. Research previously undertaken has mainly focused on the 

main effect of the merger motive. At the same time, the finding also provides an 

important boundary condition regarding mergers taking place in the same industry.  

Specifically, I find some support that diversification will work under complementarity in 

strategic emphasis between the merging firms. At the same time, I also provide an 

important boundary condition for consolidation merger motives. As such, merging firms 

that have similar strategic emphases and operate with in the same industry have a greater 

probability of being successful.  

Second, this finding serves to highlight some support that one particular 

combination of complementarity may be value enhancing. As my findings show, in the 

FPC industry, the combination of an acquirer with marketing emphasis and target with 

R&D emphasis is likely to enhance M&A performance. This suggests that acquirers with 

strong marketing resources deploy the innovation potential of targets more effectively. 

For example, if a firm with strong marketing resources can acquire a firm with good 
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scientists, then the good product ideas of the acquirer can be better translated into 

meaningful products and thereby commercialized.  

The final managerial prescription from this study is the strong negative impact of 

one particular complementarity combination. Specifically, my results indicate that a 

merger between an acquirer with R&D focus and the target with marketing focus may not 

be beneficial in the FPC industry. It reflects investors’ skepticism about the likelihood 

that the merger with such strategic fit will be well integrated. This finding is robust 

irrespective of merger motive.    

6.4. Limitations and Future Research  

The results of this study should be viewed with certain limitations in mind. Also, 

there are many issues beyond the scope of this study, some of which also point to 

additional avenues for future investigation. As a first limitation, I note that my sample 

includes only public firms. Moreover, the study was confined to M&A taking place in 

Electronics, Food, and Personal Care industries. Additional studies in more industries 

will be needed to explore the generalizability of my conclusions and reveal further 

insights. In addition, a larger sample size may allow for alternative modeling approaches 

and more refined assessment of the impact of strategic emphasis alignment. Second, this 

study did not address some potentially important influences, like employee reactions 

(e.g., Schweiger and Walsh 1990) or customer reactions to M&A. That would be a 

departure from traditional studies that have focused primarily on internal organizational 

aspects as success factors of post-merger integration. A fruitful avenue for further 

research would be to consider customer perceptions following M&A, which would 

require customer-based data. Third, I have not looked into the nuances of managerial 
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decision-making involved with the implementation of M&A acquisitions. It has been 

observed that executives have not always been rational decision-makers and sometimes 

the decisions are artifacts of managerial overcommitment (Haunschild, David-Blake, and 

Fichman 1994) and shareholders’ wealth (Salter and Weinhold 1979). Further research 

could examine such links. Fourth, I have not considered the time aspect of the 

integration. Previous studies have focused on both the positive and negative 

consequences of speed in the integration process (e.g., Buono and Bowditch 1989; 

Schweiger and Walsh 1990). The escalating momentum and the desire to complete a 

transaction quickly often lead to a premature solution (Jemison and Sitkin 1986). 

Research on change management has also viewed speed as a key construct affecting 

success in organizational change (e.g., Pettigrew, Woodman, and Cameron 2001). I 

encourage future researchers to explore whether a quick or slow approach could account 

for any significant difference in post-merger performance. And finally, I could not 

control the form of payment (i.e., stock versus cash). This can be an important driver of 

post-merger performance and there is empirical evidence suggesting that the form of 

payment affects post-merger return (Agarwal, Jaffe, and Mandelker 1992; Andrade, 

Mitchell, and Stafford 2001). According to “Hubris hypothesis” of takeover (Roll 1986), 

and “Winner’s curse hypothesis” of takeover (Varaiya 1989), managers might pay a 

premium for a firm that the market has already correctly valued. For the majority of 

transactions; the price information is not publicly available. A survey method could be 

employed to obtain feedback from managers about the price paid.  
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6.5. Conclusions  

This research highlights marketing perspectives to improve current knowledge of 

M&A activities and factors contributing to its success. I use finance based metrics to state 

marketing’s contribution in the familiar language of cash flows (e.g., Day and Fahey 

1988). The results provide theoretical confirmation that resource configuration of the 

merging firms affects M&A performance. M&A has been a dominant strategic choice for 

firms to leverage or obtain resources. Mitchell and Mulherin (1996, p.125) claim that “the 

takeover route is the fastest and least-cost method to alter industry structure.” Annual 

value of M&A activities routinely exceed $1 trillion (Sidel 2003). Firms use M&A to 

acquire critical marketing resources such as brands, distribution channels, and sales 

expertise. However, as often as not these attempts at resource acquisition subtract rather 

than add value. Is it possible to suggest a condition that drives M&A success? My effort 

underlies these issues. The key assertion demonstrated here is that the acquirers should be 

looking for firms with which they are strategically aligned (i.e., they provide similar 

resources), when consolidation is the primary motive, but should seek low strategic 

alignment (i.e., complementary resources) when diversification is the aim. Thus I provide 

a firm-specific explanation of performance difference, where most previous work has 

examined deal-specific variables to do the same.   
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Table 1 Operationalization and Sources of the Key Constructs 
 

Construct Measure Data Source 

Merger Information  SDC and Dow Jones Interactive 
Independent Variable  

Brand Resources Total firm advertising expenditures COMPUSTAT Annual Industrial 
R&D Resources Total firm R&D expenditures  COMPUSTAT Annual Industrial 
Strategic Emphasis1  (Advertising expenditures- R&D 

expenditures)/ Total assets  
COMPUSTAT Annual Industrial

Dependent Variable: 
 
Synergistic Gains (Market value of acquirer x Cumulative 

abnormal return + Market value of target 
x Cumulative abnormal return)  

CRSP Daily Stock Return file 

Acquirer Wealth  Market value of acquirer x Cumulative 
abnormal return  

CRSP Daily Stock Return file 

Moderator: 
 

  

Merger Motives 
 

Matching of dominant SIC code 
Consolidation: Same                                    
Diversification: Different                              

COMPUSTAT Business 
Segment  
 

Control Variables: 
 
Relative Size  Total sales of target/Total sales of 

acquirer 
COMPUSTAT Annual Industrial 

1Positive and negative value will indicate marketing and R&D strategic emphasis respectively  

  



Table 2 Descriptive Statistics and Correlation Matrix: Electronics (N = 97) 
 

Variable           Mean S.D. 1 2 3 4 5 6 7 8
1.  Synergistic Gains   52.03  491.82         
2.  Acquirer Wealth  -12.39 437.55    .91**        

      
      
      

    

3.  Acquirer Brand Resources   48.89  244.55  -.33** -.40** 

4.  Target Brand Resources     6.53    26.98   -.04 -.03  .04 

5.  Acquirer R&D Resources 213.53 631.44  -.23* -.28  .58** .03
6.  Target R&D Resources    45.25 197.55   .19 -.05  .13 .06  .10    
7.  Acquirer Strategic Emphasis      -.04       .15  -.08 -.07  .02 .13 -.09  .04   
8.  Target Strategic Emphasis     -.07       .18  -.15 -.11 -.07 .15 -.13 -.03  .10
9.  Relative Size        .41       .70   .11    .01 -.09   .42**  .16   .01    -.09  .10 

*p < .05; **p < .01; N represents the number of transactions  
 Notes: S.D. = standard deviation 
 

Table 3 Descriptive Statistics and Correlation Matrix: FPC (N =102) 

 
Variable           Mean S.D. 1 2 3 4 5 6 7 8

1.  Synergistic Gains   76.60  620.28  
2.  Acquirer Wealth -26.61 537.86     .84**  
3.  Acquirer Brand Resources   282.26 611.87    .20* .19*  
4.  Target Brand Resources     74.25  190.09  -.13   -.12   .06  
5.  Acquirer R&D Resources 100.74 254.38    .02       .01 .73**   .09 
6.  Target R&D Resources    25.64 119.29    .01    -.02  -.04 .52** -.01
7.  Acquirer Strategic Emphasis      .03       .05   .19     .16     .45**   .05       .07 -.01 
8.  Target Strategic Emphasis     .05       .12   -.06    -.05   .17    .20*       .12 -.06 .16
9.  Relative Size  .23 .30    .06      .03  -.05 .22** -.04    .24* -.19 -.10

*p < .05; **p < .01; N represents the number of transactions  
Notes: S.D. = standard deviation 
 
 
 
 



Table 4 Multiple Regression Results: Electronics 
 Synergistic Gains Acquirer Wealth  

 Model 1  Model 3 
 

Model 2 
 

Model 4 Model 1 
 

Model 2 Model 3 
 

Model 4 
 

A. Acquirer Brand Resources -.27** 

-2.33b 
-.26** 

-2.27 
-.24** 

-2.17 
-.24** 

-2.19 
-.35** 

2.97 
-.33** 

-2.94 
-.32** 

-2.85 
-.30** 

-2.73 
B.  Acquirer R&D Resources -.09 

-.81 
-.10 
-.88 

-.11 
-1.03 

-.10 
-.90 

-.10 
-.86 

-.11 
-.93 

-.11 
-1.02 

-.13 
-1.13 

C.  Relative Size .09 
.98 

.11 
1.19 

.09 

.94 
.09 
.95 

.01 

.02 
.02 
.20 

.01 

.06 
.01 
.09 

D.  Acquirer Strategic Emphasis  -.08 
-.87 

-.11 
-1.23 

-.10 
-1.04 

-.02 
-.25 

-.06 
-.61 

-.09 
-.94 

-.07 
-.81 

.01 

.12 
E.  Target Strategic Emphasis  -.18 

-1.87 
-.18* 

-2.02 
-.18* 

-1.96 
-.08 
-.76 

-.15 
-1.52 

-.15 
-1.65 

-.14 
-.59 

-.05 
-.54 

F.  Acquirer  Strategic Emphasis x Target   
      Strategic Emphasis 

 .27*** 

2.95 
.22** 

2.40 
-.01 
-.07 

 .25** 

2.75 
.21** 

2.33 
-.01 
-.06 

G.  Motive      .20** 
2.16 

.12 
1.23 

.14 
1.52 

.05 

.59 
H.  Acquirer Strategic  Emphasis x Motive       -.01 

-.16 
-.11 
-.93 

I. Target Strategic Emphasis x  Motive        -.05 
-.44 

.01 

.02 
J. Motive x F       .36*** 

2.75 
.33** 

2.56 
F-value 
Degrees of Freedom 

3.43*** 

(5, 91) 
4.55*** 

(6, 90) 
4.73*** 

(7, 89) 
 

4.40*** 

(10, 86) 
 

4.26*** 

(5, 91) 
5.07*** 

(6, 96) 
4.74*** 

(7, 89) 
4.41*** 

(10, 86) 
 

Change in F 
Degrees of Freedom                                                

  8.69*** 

(1, 90) 
4.68** 
(1, 89) 

 

2.93** 

(3, 86) 
 

7.28*** 

(1, 90) 
1.23 

(1, 89) 
3.07*** 

(3, 86) 

R2 

Adjusted R2 
.16 
.11 

 

.23 

.18 
.27 
.21 

 
 

.34 

.21 
 
 

.19 

.14 
.25 
.20 

.26 

.21 
.34 
.26 

 

aStandardized coefficients b t-statistics are in boldface; all tests of significance are two-tailed 
*p < .10; **p < .05; ***p < .01 
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 Synergistic Gains Acquirer Wealth  
 Model 1 Model 2 Model 3 Model 4 Model 1 Model 2 Model 3 Model 4 

 
A. Acquirer Brand Resources .37** 

2.07 
.37** 

2.14 
.41** 

2.35 
.25 

1.41 
.42** 

2.38 
.43** 

2.51 
.45** 

2.58 
.28 

1.61 
B.  Acquirer R&D Resources -.23 

-1.45 
-.29* 

-1.80 
-.29* 

-1.85 
-.28* 

-1.85 
-.29 

-1.84 
-.37** 

-2.36 
-.37** 

-2.37 
-.36** 

-2.35 
C.  Relative Size .05 

.49 
.05 
.54 

.02 

.21 
.01 
.02 

.01 

.11 
.02 
.18 

.02 

.01 
.02 
-.16 

D.  Acquirer Strategic Emphasis  .06 
.50 

.08 

.68 
.05 
.45 

.39** 

2.28 
.01 
.08 

.04 

.33 
.02 
.21 

.38** 

2.28 
E.  Target Strategic Emphasis  -.11 

-1.08 
-.05 
-.51 

-.05 
-.45 

.07 

.65 
-.09 
-.95 

-.02 
-.20 

-.02 
-.17 

.09 

.71 
F.  Acquirer  Strategic Emphasis x Target   
     Strategic Emphasis 

  .21** 

2.07 
.20** 

1.99 
.42*** 

2.98 
.29*** 

2.84 
.28*** 

2.78 
.48*** 

3.46 
G.  Motive       .18* 

1.88 
.21** 

2.15 
.09
.90 

.11 
1.16 

H.  Acquirer Strategic  Emphasis x Motive       -.36** 

-2.50 
-.39*** 

-2.77 
I. Target Strategic Emphasis x Motive          -.1.03

-.11 
.08 

.75 
J. Motive x F       -.24** 

-1.81 
-.22** 

-1.71 
F-Value 
Degrees of Freedom 
 

1.87 
(5, 96) 

2.33** 

(6, 95) 
2.55** 

(7, 94) 
2.85*** 

(10, 91) 
1.83 

(5, 96) 
2.98** 

(6, 95) 
2.67** 

(7, 95) 
3.00*** 

(10, 91) 

Change in F 
Degrees of Freedom                                               

  4.41** 

(1, 95) 
3.39** 
(1, 94) 

 

3.68** 
(3, 91) 

 

6.77*** 

(1, 95) 
1.13 

(1, 94) 
5.62*** 

(3, 91) 
 

R2 

Adjusted R2  
.09 
.04 

.13 

.07 
.16 
.09 

.24 

.16 
.09 
.04 

.16 

.10 
.17 
.10 

.25 

.16 
 

Table 5 Multiple Regression Results: FPC 

aStandardized coefficients b t-statistics are in boldface; all tests of significance are two-tailed 
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*p < .10; **p < .05; ***p < .01 



Table 6  Post-hoc Probes of Three-way Interactions17 

         
 

Condition 
 

Focal Parameter 
 

Electronicsa 

 
 

 
FPCa 

 

 
 
Step 1: Target Strategic 
Emphasis High (Marketing-
Oriented) 

 
Acquirer Strategic 
Emphasis * Motive 
 

 
.85*** 

 

. 

 
-.54** 

 
 

 
Step 2:  Target Strategic 
Emphasis is High (Marketing-
Oriented) and Motive is 
Consolidation 
 

 
Acquirer Strategic 
Emphasis 

 
.88*** 

 

 

 
.10 

 

. 

 
Step 3:  Target Strategic 
Emphasis is High (Marketing-
Oriented) and Motive is 
Diversification 
 

 
Acquirer Strategic 
Emphasis  

 
-.41*** 

 

 

 
.59*** 

 
 

aStandard beta  
*p < .10; **p < .05; ***p < .01 
Notes: SG = Synergistic Gains, AW= Acquirer Wealth 

                                                 
17 The Synergistic Gains for Mergers when Target has a Marketing Strategic Emphasis 
 
 



 

Table 7 The Impact of Strategic Emphasis Alignment on Accounting Costs (n=75) 

 
 Change in 

SGA/Sales 
Ratio 

A. Acquirer Brand Resources 0.00 
1.23 

 
B.  Acquirer R&D Resources -0.16 

-0.70 
 

C.  Relative Size -0.18* 

-1.86 
 

D.  Acquirer Strategic Emphasis  -0.02 

.08 
 

E.  Target Strategic Emphasis  -0.12 
-0.77 

 
F. Acquirer  Strategic Emphasis* Target 

Strategic Emphasis 
 

0.13 

.47 
 

G.  Motive  0.20* 
1.84 

 
H.  Acquirer Strategic  Emphasis * Motive 0.29* 

1.93 
 

I. Target Strategic Emphasis *  Motive  0.07 
0.63 

 
J. Motive * F -0.55*** 

-3.44 
 

F-VALUE  
DEGREES OF FREEDOM 

4.50** 
(10, 62)) 

R2 .24 
 

    aStandardized coefficients  
    b t-statistics are in boldface; all tests of significance are two-tailed 
   *p < .10; **p < .05; ***p < .01 
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Figure 1 The Conceptual Model 
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Figure 2 Acquirers’ Cumulative Abnormal Returns (CAR): Electronics 
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Figure 3 Targets’Cumulative Abnormal Returns (CAR): Electronics 
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Figure 4 Synergistic Gains from the Merger: Electronics 
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Figure 5 Acquirers’ Cumulative Abnormal Returns (CAR): FPC 
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Figure 6 Targets’ Cumulative Abnormal Returns (CAR): FPC 
   

  

-0.5

0

0.5

1

1.5

1 9 17 25 33 41 49 57 65 73 81 89 97

Target Firms

C
A

R

Target Return
 

 

Figure 7 Synergistic Gains from the Merger: FPC 
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Figure 8 Synergistic Gains under Consolidation Motive: Electronics 
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Figure 9 Synergistic Gains under Diversification Motive: Electronics 
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Figure 10 Acquirer Wealth under Consolidation Motive: Electronics 
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Figure 11 Acquirer Wealth under Diversification Motive: Electronics 
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Figure 12 Synergistic Gains under Consolidation Motive: FPC 
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Figure 13 Synergistic Gains under Diversification Motive: FPC 
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Figure 14 Acquirer Wealth under Consolidation Motive: FPC 
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Figure 15 Acquirer Wealth under Diversification Motive: FPC 
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Figure 16 Cost Efficiency under Consolidation: Electronics 
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Figure 17 Cost Efficiency under Diversification 

 

0.4

-0.24-0.28

0.7

-0.4

-0.2

0

0.2

0.4

0.6

0.8

Target Marketing Target R&D

C
ha

ng
es

 in
 S

G
A

/S
al

es
 R

at
io

Acquirer Marketing Acquirer R&D

 
 
 

  
 

 70



 

 
 
 

7. BIBLIOGRAPHY 

 
Agarwal, Anup and Jeffrey F. Jaffe (2000), “The Post-Merger Performance Puzzle,” In C. 

Cooper and A. Gregory (Eds.) Advances in Mergers and Acquisitions, 7-42. New York: 
Elsevier Science.  

 
____, ____, and Gershon N. Mandelker (1992), “The Post-Merger Performance of Acquiring 

Firms: A Re-examination of an Anomaly, Journal of Finance, 47 (September), 1605-21. 
 
Agarwal, Jagdish and Wagner Kamakura (1995), “The Economic Worth of Celebrity  

Endorsers: An Event Study Analysis,” Journal of Marketing, 59 (July), 56-62.   
 
Ahuja, Gautam and Riitta Katila (2001), “Technological Acquisitions and the Innovation  

Performance of Acquiring Firms: A Longitudinal Study,” Strategic Management Journal, 
22 (March), 197-220. 

 
Aiken, Leona S. and Stephen G. West (1991), Multiple Regression: Testing and  

Interpreting Interactions. Newbury Park, CA: Sage Publications. 
 
Amihud, Yakov and Baruch Lev (1981), “Risk Reduction as a Managerial Motive for  

Conglomerate Mergers,” Bell Journal of Economics 12 (Autumn), 605-17. 
 
Amit, Raphael and Paul J. H. Schoemaker (1993), “Strategic Assets and Organizational  

Rents,” Strategic Management Journal, 14 (January), 33-46. 
 
Anand, Bharat N. and Ron Shachar (2004), “Brands as Beacons: A New Source of  

Loyalty to Multiproduct Firms,” Journal of Marketing Research, 42 (May), 135-50.  
 

Anand, Jaideep and Andrew Delios (2002), “Absolute and Relative Resources as Determinants 
of International Acquisitions,” Strategic Management Journal, 23 (February), 119-34. 

 
____ and Harbir Singh (1997), “Asset Redeployment, Acquisitions and Corporate Strategy in 

Declining Industries,” Strategic Management Journal, 18 (Summer Special Issue), 99–
118. 

 
Anderson, Eugene W. and Mary W. Sullivan (1993), “The Antecedents and  

Consequences of Customer Satisfactions for Firms,” Marketing Science, 12 (Spring), 
125-43.  

 
Andrade, Gregor, Mark Mitchell, and Erik Stafford (2001), “New Evidence and  

Perspectives on Mergers,” Journal of Economic Perspectives, 15 (Spring), 103-20.  
 
 

 71



 

Ansoff, H. Igor (1965), Corporate Strategy: An Analytical Approach to Business Policy  
for Growth and Expansion. New York: McGraw-Hill 

 
Asquith, Paul, Robert F. Bruner, and Davis W. Mullins, Jr., (1983), “The Gains to  

Bidding Firms from Merger,” Journal of Financial Economics, 11 (April), 121- 
139. 

 
Barney, Jay B. (1986), “Organizational Culture: Can it be a Source of Sustained  

Competitive Advantage?” Academy of Management Review, 11 (July), 656-65. 
 
____ (1988), “Returns to Bidding Firms in Mergers and Acquisitions: Reconsidering the  

Relatedness Hypothesis,” Strategic Management Journal, 9 (Special Issue), 71-8. 
 
____ (1991), “Firm Resources and Sustained Competitive Advantage,” Journal of  

Management, 17 (March), 99-120. 
   

Baum, Joel A.C. and Helaine J. Korn (1996), “Competitive Dynamics of Interfirm  
Rivalry,” Academy of Management Journal, 39 (April), 259-91.   

 
Bergen, Patrick, Shantanu Dutta, and Steve M. Shugan (1996), “Branded Variants: A  

Retail Perspective,” Journal of Marketing Research, 33 (February), 9-19. 
 
Berger, Philip G. and Ellie Ofek (1995), “Diversification’s Effect on Firm Value,”  

Journal of Financial Economics, 37 (January), 39-65. 
 
Birkinshaw, Julian, Henrik Bresman, and Lars Hakanson (2000), “Managing the Post-

Acquisition Integration Process: How the Human Integration and Task Integration 
Processes Interact to Foster Value Creation,” Journal of Management Studies, 37 (May), 
395–425. 

 
Blundell, Richard W., Rachel Griffith, and John Van Reenen (1999), “Market Share,  

Market Value and Innovation in a Panel of British Manufacturing Firms,” Review of 
Economic Studies, 66 (July), 529-54.   

 
Bouwman, Christa H. S., Kathleen Fuller, and Amrita S. Nain (2003), “Stock Market  

Valuations and Mergers,” Sloan Management Review, 45 (January), 9-11.  
 
Bower, Joseph L. (2001), “Not All M&As are Alike- and That Matters,” Harvard  

Business Review, 79 (March), 93-101.  
 
Bradley, Michael, Anand Desai, and E. Han Kim (1988), “Synergistic Gains from  

Corporate Acquisitions and Their Division Between the Stockholders and Acquiring 
Firms,” Journal of Financial Economics, 21 (May), 3-40.  

 
Brown, Steven J. and Jerold B. Warner (1985), “Using Daily Stock returns: The Case of  

Event Studies,” Journal of Financial Economics, 14 (March), 3-31.   

 72



 

 
Bruner, Robert F. (2002), “Does M&A Pay? A Survey of Evidence for the Decision- 

Maker,” Journal of Applied Finance, 12 (Spring-Summer), 48-60. 
 
Buono, Anthony F. and James L. Bowditch (1989), The Human Side of Mergers and  

Acquisition. San Francisco: Jossey-Bass Publishers. 
 
Business Week (2005), “Shake, Rattle, and Merge,” (January 10), 32-35. 
 
Capon, Noel and Rashi Glazer (1987), “Marketing and Technology: A Strategic  

Coalignment,” Journal of Marketing, 51 (July), 1-14.  
 
Capron, Laurence (1999), “The Long Term Performance of Horizontal Acquisitions,”  

Strategic Management Journal, 20 (November), 987-1018. 
 

____ and John S. Hulland (1999), “Redeployment of Brands, Sales Forces, and General  
Marketing Management Expertise Following Horizontal Acquisitions: A  
Resource-Based-View,” Journal of Marketing, 63 (April), 41-54.  

 
____ and Natalie Pistre (2002), “When Do Acquirers Earn Abnormal Returns?” Strategic  

Management Journal, 23 (September), 781-94.  
 
____, Pierre Dussuage, and Will Mitchell (1998), “Resources Deployment Following  

Horizontal Acquisitions in Europe and North America, 1988-1992,” Strategic 
Management Journal, 19 (July), 631-66. 

 
Caves, Richard E. (1996), Economic Analysis and the Multinational Corporation.  

Cambridge, UK. Cambridge University Press  
 
Chaney, Paul K., Timothy M Devinney, and Russell S. Winer (1991), “The Impact of  

New Product Introductions on the Market Value of Firms,” Journal of Business, 64 
(October), 573-610.   

 
Chatterjee, Sayan (1986), “Types of Synergy and Economic Value: The Impact of  

Acquisitions on Merging and Rival Firms,” Strategic Management Journal, 7 (February), 
119-39. 

 
____ and Birger Wernerfelt (1991), “The Link Between Resources and Type of  

Diversification: Theory and Evidence, Strategic Management Journal, 12 (January), 33-
48.    

 
____ and Jagdip Singh (1999), “Are Tardeoffs Inherent in Diversification  Moves?” 

Management Science, 45 (January), 25-41. 
 
Christofferson, Scott A., Robert S. McNish, and Diane L. Sias (2004), “Where Mergers Go 

Wrong,” McKinsey Quarterly, 2, 92-99. 

 73



 

 
Cooper, Robert G. (1979), “The Dimensions of Industrial New Product Success and  

Failure” Journal of Marketing, 43 (Summer), 93-103. 
 
Cornett, Marcia Millon, and Hassan Tehranian (1992), “Changes in Corporate  

Performance Associated with Bank Acquisitions,” Journal of Financial Economics, 31 
(April), 211-34 

 
Dacin, Peter A. and Daniel C. Smith (1994), “The Effect of Brand Portfolio  

Characteristics on Consumer Evaluations of Brand Extensions,” Journal of Marketing 
Research, 31 (May), 229-42.  
 

Danneels, Erwin (2002), “The Dynamics of Product Innovation and Firm Competences,”  
Strategic Management Journal, 23 (December), 1095-1121. 

 
Datta, Deepek K., George E. Pinches, and V. K. Narayanan (1992), “Factors Influencing  

Wealth Creation from Mergers and Acquisition,” Strategic Management Journal, 13 
(January), 67-84. 

 
Day, George S. (1994), “The Capabilities of Market-Driven Organizations,” Journal of  

Marketing, 58 (October), 37-52. 

____ and David B. Montgomery (1999), “Charting New Directions for Marketing,” Journal of 
Marketing, 63 (Special Issue), 3-13. 

____ and Liam Fahey (1988), “Valuing Marketing Strategies,” Journal of Marketing, 52 (July), 

45-57.  

Deeds David L. (2001), “The Role of R&D Intensity, Technical Development, and  
Absorbing Capacity in Creating Entrepreneurial Wealth in High Technology Start-ups,” 
Journal of Engineering and Technology Management, 18 (March), 29-47.    

Denis, David. J., Diane K. Denis, and Atulya Sarin (1997), “Agency Problems, Equity 
Ownership, and Corporate Diversification,” Journal of Finance, 52 (March), 135-60.  

Dickson, Peter R. (1992), “Toward a General Theory of Competitive Rationality,” Journal of 
Marketing, 56 (January), 69-83.  

____ (1996), “The Static and Dynamic Mechanics of Competition: A Comment on Hunt and 
Morgan’s Comparative Advantage Theory,” Journal of Marketing, 60 (October), 108-14.   

Dierickx, Ingemar and Karel Cool (1989), “Asset Stock Accumulation and Sustainability of 
Competitive Advantage,” Management Science, 35 (December), 1504-11.  

Donaldson, Gordon and Jay Lorsch (1983), Decision Making at the Top. New York:  
Basic Book.  

 

 74



 

Dow Jones Newswire (2004), “More Retail Deals Seen, But Not Many Blockbusters,”  
November 17, 2004. 

 
Dutta, Shantanu, Om Narasimhan, and Surendra Rajiv (1999), “Success in High  

Technology Markets: Is Marketing Capability Critical?” Marketing Science, 18  
(Fall), 547-68. 

 
Dyer, Jeffrey H. and Harbir Singh (1998), “The Relational View: Corporative Strategy and 

Sources of Interorganizational Competitive Advantage,” Academy of Management 
Review, 23 (December), 660-79.  

 
Dyer, Jeffrey H., Prashant Kale, and Harbir Singh (2004), “When to Ally & When to Acquire,” 

Harvard Business Review, 82 (July/August), 108-115. 
 
Eisenhardt, Kathleen M. and Jeffrey A. Martin (2000), “Dynamic Capabilities: What are  

They?” Strategic Management Journal, 21 (October/November), 1105-21.  
 
Elgers, Pieter T. and John J. Clark (1980), “Merger Types and Shareholder Returns: Additional 

Evidence,” Financial Management, 9 (Summer), 66-72.  
 
Epstein, Marc J. (2004), “The Drivers of Success in Post-Merger Integration,” Organizational 

Dynamics, 33 (May), 174-189. 
 
Erdem, Tulin (1998), “An Empirical Analysis of Umbrella Branding,” Journal of  

Marketing Research, 35 (August), 339-51.  
 
Fama, Eugene F. (1970), “Efficient Capital Markets: A Review of Theory and Empirical  

Work,” Journal of Finance, 25 (May), 383-417.  
 
____, Lawrence Fisher, Michael C. Jensen, and Richard Roll (1969), “The Adjustment of  

Stock Prices to New Information,” International Economics Review, 10 (February), 1-21. 
 
Fee, Edward C. and Shawn Thomas (2004), “Sources of Gains in Horizontal Merger:  

Evidence from Customers, Suppliers and Rival Firms,” Journal of Financial Economics, 
74 (December), 423-60. 

 
Fowler, Karen L. and Dennis R. Schmidt (1988), “Tender Offers, Acquisition, and  

Subsequent Performance in Manufacturing Firms,” Academy of Management Journal, 31 
(December), 962-74. 

 
Gatignon, Hubert and Jean-Marc Xuereb (1997), “Strategic Orientation of the Firm and  

New Product Performance,” Journal of Marketing Research, 34 (February), 77-90. 
 
Geyskens, Inge, Katrijn Gielens, and Marnik G. Dekimpe (2002), “The Market Valuation  

of Internet Channel Additions,” Journal of Marketing, 22 (April), 102-19. 
 

 75



 

Gilson, Ronald J. and Bernard S. Black (1995), The Law and Finance of Corporate  
Acquisitions. New York: Foundation Press. 

 
Gimeno, Javier and Carolyn Y. Woo (1996), “Hypercompetition in a Multimarket  

Environment: The Role of Strategic Similarity and Multi Market Contact on Competitive 
De-escalation,” Organization Science, 7 (May-June), 32-41.  

 
Golden, Brian R. (1992), “The Past Is the Past-Or Is it? The Use of Retrospective  

Accounts as Indicators of Past Strategy,” Academy of Management Journal, 35 
(October), 848-60.  

 
Gort, Michael (1962), Diversification and Integration in American Industry. Princeton  

University Press, Princeton, NJ.  
 
____, Henry Grabowski, and Robert McGuckin (1985), Organization Capital and the  

Choice between Specialization and Diversification, Managerial and Decision Economics 
6 (March), 2-10.  

 
Graham, John R., Michael L. Lemmon, and Jack G. Wolf (2002), “Does Corporate  

Diversification Destroy Value?” Journal of Finance, 57 (April), 695-720.      
 
Grant, Robert M. (1991), “The Resource-Based Theory of Competitive Advantage:              

Implications for Strategy Formulation,” California Management Review, 33 (Spring), 
114-35.  

 
Griffin, Abbie and John R. Hauser (1996), “Integrating R&D and Marketing: A Review  

and Analysis of the Literature,” Journal of Product Innovation Management, 13 (May), 
191-225.   

 
Gujarati, Damodar N. (1995), Basic Econometrics. 3rd Edition. New York; McGraw-Hill. 
 
Gupta, Ashok K., S. P. Raj, and David Wilemon (1985), “The R&D-Marketing Interface  

in High-Tech Firms,” Journal of Product Innovation Management, 2 (March), 12- 
24. 

Harrison, Jeffrey S., Michael A. Hitt, Robert E. Hoskisson, and R. Duane Ireland (1991),  
“Synergies and Post-Acquisition Performance: Differences versus Similarities in 
Resource Allocations,” Journal of Management, 17 (March), 173-90.  

 
____, ____, ____, and ____ (2001), “Resource Complementarity in Business  

Combinations: Extending the Logic to Organizational Alliances,” Journal of 
Management, 27 (June), 679-90. 

 
Haspeslagh, Philippe G. and David B. Jemison (1991), Managing Acquisition: Creating  

Value Through Corporate Renewal. New York: The Free Press. 
 
 

 76



 

Haunschild, Pamela R., Alison David-Blake, and Mark Fichman (1994), “Managerial  
OverCommitment in Corporate Acquisition Processes,” Organization Science, 5 
(November), 528-40.  

 
Healy, Paul M., Krishna M. Palepu, and Richard S. Ruback (1992), “Does Corporate  

Performance Improve after Merger?” Journal of Financial Economics, 31 (April), 135-
75.   

____, ____, and ____ (1997), “Which Takeovers are Profitable? Strategic or Financials?”  
Sloan Management Review 38 (Summer), 45-57,  

 
Hennart, Jean-Francois and Young-Reol Park (1993), “Greenfield vs. Acquisition: The  

Strategy of Japanese Investors in the United States,” Management Science, 39 
(September), 1054-70.  

 
Hitt, Michael. A, Jeffrey S. Harrison, and R. Duane Ireland (2001), Mergers and Acquisitions: A 

Guide to Creating Value for Stakeholders. Oxford, UK: Oxford University Press. 
 
____, ____, ____, and A. Best (1993), “Lifting the Veil of Success in Mergers and 

Acquisitions.” Working paper, Texas A&M University. 
 
Homburg, Christian and Matthias Bucerius (2005), “A Marketing Perspective on Mergers  

and Acquisitions on Innovation: How Marketing Integration Affects Postmerger 
Performance,” Journal of Marketing, 69 (January), 95-113.  

 
Horsky, Dan and Patrick Swyngedouw (1987), “Does It Pay to Change Your  

Company’s Name? A Stock Market Perspective,” Marketing Science 6 (Fall), 320-34.  
 
Hoskisson, Robert E. and Lowell W. Busenitz (2002), “Market Uncertainty and Learning  

Distance in Corporate Entrepreneurship Entry Mode Choice,” In Michael A. Hitt, R. 
Duane Ireland, Micheal Camp and Donald L Sexon (eds.) Strategic Entrepreneurship: 
Creating a New Mindset: 151-172. Oxford, UK: Blackwell.  
 

Houston, Joel F., Christopher G. James, and Michael D. Ryngaert (2001), “Where Do  
Merger Gains Come from? Bank Mergers from the Perspective of Insiders and 
Outsiders,” Journal of Financial Economics, 60 (May/June), 285-331.   

 
Hunt, Shelby D. and Robert M. Morgan (1995), “The Comparative Advantage Theory of  

Competition,” Journal of Marketing, 59 (April), 1-15. 
 
Iansiti, Marco and Jonathan West (1997), “Technology Integration: Turning Great  

Research into Great Products,” Harvard Business Review, 75 (May-June), 69-79.     
 
Irwin, Julie R. and Gary H. McClelland (2001), “Misleading Heuristics and Moderated  

Multiple Regression Models,” Journal of Marketing Research, 38 (February), 100-9.  
 
 

 77



 

Jaccard, James, Robert Turrisi, and Choi K. Wan (1990), Interaction Effects in Multiple  
Regression. Newbuy Park, CA: Sage. 

 
Jemison, David B. and Sim B. Sitkin (1986), “Acquisition: The Process Can be a  

Problem,” Harvard Business Review, 64 (March-April),  
 
Jensen, Michael C. (1986), “Agency Costs of Free Cash Flow, Corporate Finance, and  

Takeovers,” American Economic Review, 76 (March), 323-29. 
 
____ and Richard S. Ruback (1983), “The Market for Corporate Control: A Scientific  

Evidence,” Journal of Financial Economics, 11 (April), 5-50.   
 
Kahle, Kathleen M and Ralph A. Walkling (1996), “The Impact of Industry  

Classification on Financial Research,” Journal of Financial and Quantitative Analysis, 
31(September) 309-35. 
 

Kalyanraman, Gurumurthy, William T. Robinson, and Glen L. Urban (1995), “Order of  
Market Entry: Established Empirical Generalizations, Emerging Empirical  
Generalizations and Future Research,” Marketing Science, 14 (3), G212-21.  

 
Kamakura, Wagner and Gary J. Russel (1994), “Understanding Brand Competition Using  

Micro and Macro Scanner Data,” Journal of Marketing Research, 31 (May), 289-303.   
 
Kaplan, Steven N. (2000), “Introduction,” in Merger and Productivity, Steven N. Kaplan  

ed., Chicago, University of Chicago Press. 
 
____ and Michael S. Weisbach (1992), “The Success of Acquisitions: Evidence From  

Divestitures,” Journal of Finance, 47 (March), 107-38.  
 
____, Mark Mitchell, and Karen H. Wruck (2000), “A Clinical Exploration  

of Value Creation and Destructions in Acquisitions: Organizational Designs, Incentives 
and Internal Capital Markets” in Mergers and Productivity, Steven N. Kaplan (editor), 
Chicago: University of Chicago Press, 179-238. 
    

Karim, Samina and Will Mitchell (2000), “Path-Dependent and Path-Breaking Change:  
Reconfiguring Business Resources Following Acquisitions in the U.S. Medical Sector, 
1978-1995,” Strategic Management Journal, 21 (Special Issue), 1061-81.  
 

Kerin, Roger A. (1992), “Marketing’s Contribution to the Strategy Dialogue Revisited,”  
Journal of the Academy of Marketing Science, 20 (4), 331-334. 

 
King, David R., Jeffrey G. Covin, and Harvey W. Hegarty (2003), “Complementary  

Resources and the Exploitation of Technological Innovations,” Journal of  
Management, 29 (August), 589-606.  

 
 

 78



 

____, Dan R. Dalton, Catherine M. Daily, and Jeffery G. Covin (2004), “Meta- 
Analysis of Post-Acquisition Performance: Indications of Unidentified  
Moderators,” Strategic Management Journal, 25 (February), 187-200.     
 

Kusewitt, John B. (1985), “An Exploratory Study of Strategic Acquisition Factors  
Relating to Performance,” Strategic Management Journal, 6 (April-June), 151-69  

 
Kyriakopoulos, Kyriakos and Christine Moorman (2004), “Tradeoffs in Marketing  

Exploitation and Exploration Strategies: The Overlooked Role of Market  
Orientation.” International Journal of Research in Marketing, (September), 219- 
40. 

 
Lemelin, Andre (1982), “Relatedness in the Patterns of Interindustry Diversification,”  

Review of Economics and Statistics, 64 (November), 646-57. 
 
Lamont, Owen A. and Christopher Polk (2002), “Does Diversification Destroy Value?  

Evidence from the Industry Shocks,” Journal of Financial Economics, 63 (January), 51-
77.    

 
Lane, Vicki and Robert Jacobson (1995), “Stock Market Reactions to Brand Extension  

Announcements: The Effects of Brand Attitude and Familiarity,” Journal of  
Marketing, 59 (January), 63-77.  

 
Lang, Larry H. P. and Rene M. Stultz (1994), “Tobin’s q, Corporate Diversification and  

Firm Performance,” Journal of Political Economy, 102 (December), 1248-80.   
 
Larsson, Rickard and Sydney Finkelstein (1999), “Integrating Strategic, Organizational  

and Human Resource Perspectives on Mergers and Acquisitions: A Case Survey of 
Synergy Realization,” Organization Science, 10 (January-February) 1-25.  

 
Leeth, John D. and J. Rody Borg (2000), “The Impact of Takeovers on Shareholder  

Wealth During the 1920s Merger Wave,” Journal of Financial and Quantitative  
Analysis, 35 (June), 69-79.   

 
Lehmann, Donald (2004), “Metrics for Making Marketing Matter,” Journal of Marketing,   

68 (October), 73-75. 
 
Lippman, Steven A. and Richard P. Rumelt (1982), “Uncertain Imitability: An Analysis  

of Interfirm Differences in Efficiency Under Competition,” Bell Journal of  
Economics, 13 (Autumn), 418-38. 

 
Lubatkin, Michael (1983), “Mergers and Performance of the Acquiring Firm,” Academy  

of Management Review, 8 (April), 218-25. 
 
____ (1987), “Merger Strategies and Stockholder Value,” Strategic Management Journal  

8 (January-February), 39-53.  

 79



 

 
____ (1988), “Value-Creating Mergers: Fact or Folklore? Academy of Management  

Executive, 2 (November), 295-302  
 
Mahoney, Joseph T. and J. Rajendran Pandian (1992), “The Resource-Based View  

Within the Conversation of Strategic Management,” Strategic Management  
Journal, 13 (June), 363-80. 

 
Makadok, Richard (2001), “Toward a Synthesis of the Resource-based and Dynamic- 

Capability Views of Rent Creation,” Strategic Management Journal, 22 (May),  
387-401. 

 
Malatesta, Paul H. (1983), “The Wealth Effect of Merger Activities and the Objective  

Functions of Merging Firms,” Journal of Financial Economics, 11 (April), 155- 
81.   

 
Mandelker, Gershon N. (1974), “Risk and Return: The Case of Merging Firms,” Journal  

of Financial Economics 1 (December), 303-335. 
 
March, James G. (1991), “Exploration and Exploitation in Organizational Learning,”  

Organization Science, 2 (February), 71-87.  
 
Marks, Mitchell Lee and Philip H. Mirvis (2001), “Making Mergers and Acquisitions  

Work: Strategic and Psychological Preparation,” Academy of Management Executive, 15 
(May), 80 92.  

 
Mergerstat (2003), Mergerstat Review. Los Angeles: Mergerstat. 
 
Millson, Murray R., S. P. Raj, and David Wilemon (1996), “Strategic Partnering for  

Developing New Products,” Research Technology Management, 12 (May-June),  
41-9.    

 
Mitchell, Mark L. and Erik Stafford (2000), “Managerial Decisions and Long-term Stock  

Price Performance,” Journal of Business, 73 (July), 287-312.  
 
____ and J. Harold Mulherin (1996), “The Impact of Industry Shocks on  

Take over and Restructuring Activities,” Journal of Financial Economics, 41 (June), 193-
239.  

 
Mizik, Natalie and Robert Jacobson (2003), “Trading Off Between Value Creation and  

Value Appropriation: The Financial Implications of Shifts in Strategic Emphasis,” 
Journal of Marketing, 67 (January), 63-76. 

 
Moeller, Sara B., Frederik P. Schlingemann, and Rene M. Stultz (2005), “Wealth  

Destruction on a Massive Scale? A Study of Acquiring-Firm Returns in the Recent 
Merger Wave,” Journal of Finance, 15 (April), 757-82     

 80



 

 
Montgomery, Cynthia A. (1985), “Product Market Diversification and Market Power,”  

Academy of Management Journal, 28 (December), 789-98.   
 
____ and Birger Wernerfelt (1988), “Diversification, Ricardian Rents, and Tobin’s q,”  

Rand Journal of Economics, 19 (Winter) 623-32.  
 

____ and ____ (1992), “Risk Reduction and Umbrella Branding,” Journal of   
Business, 65 (January), 31-50. 

 
____ and Harbir Singh (1984), “Diversification Strategy and Systematic Risk,” Strategic  

Management Journal, 5 (April-June), 181-192. 
 
____ and S. Hariharan (1991), “Diversified Expansion in Large Established Firms,”  

Journal of Economic Behavior and Organizations, 15 (January), 71-89. 
 
Moorman, Christine and Rebecca J. Slotegraaf (1999), “The Contingency Value of  

Complementary Capabilities in Product Development,” Journal of Marketing  
Research, 36 (May), 239-57. 

 
Morck, Randall, Andrei Shleifer, and Robert W. Vishny (1990), “Do Managerial  

Objectives Drive Bad Acquisitions?” Journal of Finance, 14 (March), 31-48. 
 
Nahavandi, Afsaneh and Ali R. Malekzadeh (1988), “Acculturation in Mergers and 

Acquisitions,” Academy of Management Review, 13 (Winter-Spring), 79–90. 
 
Ofek, Elie and Miklos Sarvary (2003), “R&D, Marketing, and the Success of Next- 

Generation Products,” Marketing Science, 22 (Summer), 355-70.  
 
Olson, Eric M., Orville C. Walker, Jr., and Robert W. Reukert (1995), “Organizing for  

Effective New Product Development: The Moderating Role of Product Innovativeness,” 
Journal of Marketing, 59 (January), 48-62.  

 
Pablo, Amy L. (1994), “Determinants of Acquisition Integration Level: A Decision- 

Making Perspective,” Academy of Management Journal, 37 (August), 803-36. 
 
Palich, Leslie E, Laura B. Cardinal, and C. Chet Miller (2000), “Curvilinearity in the  

Diversification-Performance Linkage: An Example of Over Three Decades of Research,” 
Strategic Management Journal, 21 (February), 155-74.   

 
Penrose, Edith T. (1959), The Theory of the Growth of the Firm. New York: John Willey  

and Sons. 
 
Peteraf, Margaret. A. (1993), “The Cornerstones of Competitive Advantage: A Resource- 

Based View,” Strategic Management Journal, 14 (March), 179-91. 
 

 81



 

____ and Mark E. Bergen (2003), “Scanning Dynamic Competitive Landscapes: A  
Market-Based and Resource Based Framework, Strategic Management Journal, 24 
(October), 1027-41. 

 
Pettigrew, Andrew M., Richard W. Woodman, and Kim S. Cameron (2001), “Studying  

Organizational Change and Development: Challenges for Future Research,”  
Academy of Management Journal, 33 (August), 697-713.  

 
Pitts, Robert A. and Donald A. Hopkins (1982), “Firm diversity: Conceptualization and  

Measurement,” Academy of Management Review, 7 (October), 620-29.  
 
Porter, Michael E. (1985), Competitive Advantage. New York: The Free Press. 
 
____ (1987), “From Competitive Advantage to Corporate Strategy,”  

Harvard Business Review, 65 (January), 43-59.   
 

____ (1996), “What is Strategy?” Harvard Business Review, 74 (November/December),  
61-78.   

 
Prabhu, Jaideep C., Rajesh K. Chandy, and Mark E. Ellis (2005), “The Impact of Acquisitions on 

Innovation: Poison Pill, Placebo, or Tonic?” Journal of Marketing, 69 (January), 114–30. 
 
Prahalad, Coimbatore K. and Gary Hamel (1990), “The Core Competence of the  

Corporation,” Harvard Business Review 68 (March), 79-92. 
 
____ and Richard A. Bettis (1986), “The Dominant logic: A New Linkage Between  

Diversity and Performance,” Strategic Management Journal, 7 (November-December), 
485-90. 

 
Rajan, Raghuram and Henri Servaes (2000), ‘The Cost of Diversity: The Diversification 

Discount and Inefficient Investment” Journal of Finance, 55 (February), 35-78.  
 
Ramaswami, Sridhar N., Mukesh Bhargava, and Rajendra Srivastava (2004), “Market-based 

Assets and Capabilities, Business Processes, and Financial Performance,” Marketing 
Science Institute, Working Paper No. 04-001. 

 
Ranft, Annette L. and Michael D. Lord (2002), “Acquiring New Technologies and  

Capabilities: A Grounded Model of Acquisition Implementation,” Organization Science, 
13 (July), 420-41. 

 
Rao, Vithala R., Vijay Mahajan, and Nikhil Varaiya (1991), “A Balance Model for  

Evaluating Firms for Acquisition,” Management Science, 37 (March), 331-349. 
 
Rappaport, Alfred (1987), “Stock Market Signals to Managers,” Harvard Business  

Review, 65 (November-December), 57-62.  
 

 82



 

Ravenscraft, David J. and Frederick M. Scherer (1987), Mergers, SellOffs  and  
Economic Efficiency.  Washington, DC: Brooking Institutions. 

 
Reddy, Srinivas K., Susan L. Holak, and Subodh Bhat (1994), “To Extend or Not to  

Extend: Success Determinants of line Extensions,” Journal of Marketing  
Research, 31 (May), 243-62. 

 
Robertson, Thomas S. (1993), “How to Reduce Market Penetration Cycle Times,” Sloan  

Management Review, 35 (Fall), 87-96.   
 
Robins, James A. and Margarethe F. Wiersema (1995), “A Resource-Based Approach to  

the Multi Business Firm: Empirical Analysis of Portfolio Inter-Relationships and 
Corporate Financial Performance,” Strategic Management Journal, 16 (April), 222-90.  

 
Roll, Richard (1986), “The Hubris Hypothesis of Corporate Takeovers,” Journal of  

Business, 59 (April), 197-216. 
 
Rossiter, John R. and Larry Percy (1997), Advertising Communications & Promotion  

Management. 2d edition. New York: McGraw-Hill. 
 
Rumelt, Richard P. (1982), “Diversification Strategy and Profitability,” Strategic  

Management Journal, 3 (October-December), 359-69.  
 
____ (1984), “Towards a Strategic Theory of the Firm,” in B. Lamb (Ed.), Competitive  

Strategic Management, Prentice Hall, Englewood Cliffs, MD, 556-70.  
 
Rust, Roland T., Christine Moorman, and Peter R. Dickson (2002), “Getting Return on  

Quality: Revenue Expansion, Cost Reduction, or Both,” Journal of Marketing, 64  
(October), 7-24. 

 
Sales, Amy L. and Philip H. Mirvis (1984), “When Cultures Collide: Issues is Acquisition,” in J. 

Kimberly and R. Quinn (eds.), The Challenge of Managing Corporate Transition.  Dow 
Jones and Irwin, Homewood, IL, 107 – 133. 

 
Salter, Malcolm S. and Wolf A. Weinhold (1979), Diversification through Acquisition:  

Strategies for Creating Economic Value. New York: Free Press. 
 
Schweiger, David M. and James P. Walsh (1990), “Mergers and Acquisitions: An  

Interdisciplinary View,” Research in Personnel and Human Resources Management, 8 
(May), 41-107.  

 
Seth, Anju (1990a), “Value Creation in Acquisitions: A Re-Examination of Performance  

Issues,” Strategic Management Journal, 11 (February), 99-115. 
 
____, (1990b), “Sources of Value Creations in Acquisitions: An Empirical  

Investigation,” Strategic Management Journal, 11 (June), 431-46.  

 83



 

 
Shelton, Lois M. (1988), “Strategic business Fits and Corporate Acquisition: Empirical  

Evidence,” Strategic Management Journal, 9 (May-June), 279-87.  

Shimizu, Katsuhiko and Michael A. Hitt (2005), “What Constrains or Facilitates Divestitures of 
Formerly Acquired Firms? The Effects of Organizational Inertia,” Journal of 
Management, 31 (February), 50-72. 

Shleifer, Andrei and Robert W. Vishny (1991), “Takeovers in the 60s and the 80s:  
Evidence and Implications,” Strategic Management Journal, 12 (Winter), 51-9. 

 
Shocker, Allan D., Rajendra K. Srivastava, and Robert W. Reukert (1994), “Challenges  

and Opportunities Facing Brand Management: An Introduction to the Special Issue,” 
Journal of Marketing Research, 31 (May), 149-58.   

Shrivastava, Paul (1986), “Postmerger Integration,” Journal of Business Strategy, 7 (Summer), 
65–76. 

Sidel, Robin (2003), “M&A Activity Falls, Despite Last-Minute Deals,” Wall Street  
Journal, (July 1), C14. 

Sirower, Mark L. (1997), The Synergy Trap: How Companies Lose the Acquisition Game. Free 
Press: New York.  

Singh, Harbir and Cynthia A. Montgomery (1987), “Corporate Acquisition Strategies and  
Economic Performance,” Strategic Management Journal, 8 (July-August), 377- 
86.   

 
Slotegraaf, Rebecca J., Christine Moorman, and J. Jeffrey Inman (2003), “The Role of  

Firm Resources in Returns to Market Deployment,” Journal of Marketing Research, 40 
(August) 295-309.            

Song, X. Michael and Mark E. Parry (1997), “The Determinants of Japanese New Product 
Success,” Journal of Marketing Research, 34 (February), 64-76.  

____, Cornelia Droge, Sangphet Hanvanish, and Roger Calantone (2005), “Marketing and 
Technology Resources Complementarity: An Analysis of Their Interaction Effect in Two 
Environmental Contexts,” Strategic Management Journal, 26 (March), 259–76. 

Sorescu Alina B., Rajesh K. Chandy, and Jaideep C. Prabhu (2003), “Sources and Financial 
Consequences of Radical Innovation: Insights from Pharmaceuticals,” Journal of 
Marketing, 67 (October), 82-101. 

Srivastava, Rajendra K. and Allan D. Shocker (1991), Brand Equity: A Perspective on its 
Meaning and Measurement. Report #91-124, Cambridge, MA: Marketing Science 
Institute.   

 84



 

____, Tasadduq A. Shervani, and Liam Fahey (1998), “Market-Based Assets and Shareholder 
Value: A Framework for Analysis,” Journal of Marketing, 62 (January), 2-18.  

Stein, Jeremy (1997), “Internal Capital Markets and Competition for Corporate  
Resources,’ Journal of Finance, 52 (March), 111-33.    

 
Stigler, George. J. (1964), “A Theory of Oligopoly,” Journal of Political Economy, 72  

(February), 44-61.  
 
Teece, David J. (1986), “Profiting from Technological Innovation: Implications for  

Integration, Collaboration, Licensing and Public Policy,” Research Policy, 15 (6), 285-
305 

 
____ (1988), “Capturing Value from Technological Innovation: Integration, Strategic  

Partnering, and Licensing Decisions,” Interfaces, 18 (May-June), 46-61.   
 
____, Gary Pisano, and Amy Shuen (1997), “Dynamic Capabilities and Strategic  

Management,” Strategic Management Journal, 18 (July), 509-33.  
 
Varadarajan, P. Rajan and Terry Clark (1994), “Delineating the Scope of Corporate,  

Business, and Marketing Strategy,” Journal of Business Research 31 
(October/November), 93-105.  

 
Varaiya, Nikhil P. (1988), “Winner’s Curse Hypothesis and Corporate Takeovers,”  

Managerial and Decision Economics 9 (September), 209-219. 
 
Vermeulen, Freek and Harry Barkema (2001), “Learning Through Acquisitions,”  

Academy of Management Journal, 44 (June), 457-76.  
 
Veugelers, Reinhilde (1997), “Internal R&D Expenditures and External Technology Sourcing, 

Research Policy, 26, 303-15. 
 
Vorhies, Douglas W. and Neil A. Morgan (2005), “Benchmarking Marketing Capabilities for 

Sustainable Competitive Advantage,” Journal of Marketing, 69 (January), 80–94. 
 
Walker, Orville C. Jr. and Robert W. Reukert (1987), “Marketing’s Role in the  

Implementation of Business Strategies,” Journal of Marketing, 51 (July), 15-33. 
 
Wernerfelt, Birger (1984), “A Resource-Based View of the Firm,” Strategic Management  

Journal, 5 (April-June), 171-80.    
 
____ (2005), “Product Development Resources and the Scope of the Firm,” Journal of 

Marketing, 69 (April), 15–23. 
 
Wind, Jerry and Vijay Mahajan (1997), “Issues and Opportunities in New Product  

Development: An Introduction to the Special Issue,” Journal of Marketing  
Research, 34 (February), 1-11. 

 85



 

 
Wuyts, Stefan, Shantanu Dutta, and Stefan Stremersch (2004), “Portfolios of Interfirm  

Agreements in Technology-Intensive Markets: Consequences for Innovation and 
Profitability,” Journal of Marketing, 68 (April), 88-100.  

 
Yip, George S. (1982), “Diversification Entry: Internal Development Versus  

Acquisition,’ Strategic Management Journal, 3 (October-December), 331-45.   
 
Zahra, Shaker A. and Gerard George (2002), “Absorptive Capacity: A Review,  

Reconceptualization, and Extension,” Academy of Management Review, 27 (April), 185-
203.  

 
____ and Jeffrey G. Covin (1993), “Business Strategy, Technology Policy and Firm  

Performance,” Strategic Management Journal, 14 (September), 451-78. 
 
 
 

 

 86


	RESOURCE CONFIGURATION AND VALUE CREATION
	FOLLOWING MERGERS AND ACQUISITIONS
	ABSTRACT
	TABLE OF CONTENTS
	LIST OF TABLES
	LIST OF FIGURES
	CHAPTER ONE: OVERVIEW
	Introduction
	Key Contributions
	Empirical Context
	Organization

	CHAPTER TWO: THEORETICAL BACKGROUND
	Overview of RBV
	Firm Resources

	CHAPTER THREE: CONCEPTUAL FRAMEWORK AND HYPOTHESES
	Outcome Variables
	Strategic Emphasis Alignment: Similarity versus Complementar
	Merger Motive
	Strategic Emphasis and Merger Motive

	CHAPTER FOUR: RESEARCH METHODOLOGY
	Event Study Methodology
	Empirical Setting
	Data and Sample Collection Procedure
	Measures
	Approach to Analysis: Model Specification and Estimation

	CHAPTER FIVE: RESULTS
	Descriptive Statistics
	Test of Hypotheses
	Additional Analysis

	CHAPTER SIX: SUMMARY AND CONCLUSIONS
	General Discussion
	Implications for Theory Development
	Implications for Practice
	Limitations and Future Research
	Conclusions

	BIBLIOGRAPHY

