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Abstract

We discuss the current conceptualization of reflective and

formative measurement models in marketing research. We

reformulate the definition of formative models as follows: in

a formative measurement model in which a construct is de-

fined in terms of its measurements, the variable of interest

susceptible to be measured is an algebraic construction that

cannot be measured in a reflective way. We also introduce a

new type of indicator, the phantom-effect indicator, which is

a numerical trick used to correctly identify some types of cau-

sal models. We based our thinking on the definition of a la-

tent variable and the interpretation of the error term, breaking

from the current thinking that formative variables do not exist

independently from their indicators. In addition, we propose

that variables can be classified into three disparate categories

with regard to the form of measurement: cake, love, and

player performance. We use these terms to illustrate our rea-

soning. Finally, we offer guidelines to model formative varia-

bles when they are causes or consequences of other

variables.
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