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Abstract

Since the advent of the internet, ee.commerce has disrupted consumer shopping habits globally.
Synchronously, leaps in marketing technology multiplied the range of marketing tools available to e-tailers.
However, the comparative effectiveness of e-commerce marketing activities unfortunately remains elusive —
despite awealth of research on the matter. In response to this void, we meta-analytically investigate the
effect of 62 marketing tools, clustered in 10 e-commerce mix dimensions, on online patronage. Our meta-
analytical review synthesizes 644 distinct datasets from 591 data sources, yielding 1780 individual bivariate
effect sizes based on 11493298 observations. Our results offer substantial insights for e-commerce marketing
practice with regards to the effectiveness of marketing tools and marketing budget allocation decision-
making. With regards to the research community, we provide a comprehensive review of the current status-
guo of online patronage research, a quantitative synthesis of the cumulative evidence, and point toward
potentially fruitful avenues for further research.
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