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• It`s Got the Look: The Effect of Friendly and Aggressive Facial Expressions on 

Product Liking and Sales, in: Journal of Marketing, 2011, 132-146 (with J. Landwehr 
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• Choice Goal Attainment and Decision and Consumption Satisfaction, in: Journal of  

 Marketing Research, 2007, 234-250 (with H. Heitmann & D. Lehmann). 
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3 

 

IN A-JOURNALS ... 

• Whose Disruptions are Winning the Autonomous Driving Race?, in: California 
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Communities, in: Journal of Marketing Behavior, 2019, 1-27 (with J. Zimmermann, 
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deBellis, H. Bierhoff, E. Rohmann & D. Sprott). 



 

 

5 

 

• Revealing Painful Truths: The Impact of Friends of Self-Reports of Health-Related 

Behavior: Advances in Consumer Research, 2013 (with R. Hofstetter, C. Hildebrand 

& J. Huber). 

• Option Framing and Product Feature Recommendations: Product Configuration and 
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Research, 2012, 79-101 (with J. Sirgy, E. Gurel-Atay, D. Webb, M. Cicic, M. Husic, 

A. Ekici, I. Hegazy, D. Lee & J. Johar). 

• Getting better or getting worse? Consumer Responses to decreasing, constant, and 
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Face-Schema Activation, in: Advances in Consumer Research, 2009 (with L. Miesler, 

A. McGill & J. Landwehr). 
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and Ambient Olfactory Stimuli, in: Advances in Consumer Research, 2009 (with F. 
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• Consumer Decision Making under Variety: The Effect of Attribute Alignability, in: 
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• Getting a Feel for Price Affect: A Conceptual Framework and Empirical Investigation 
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• Determinants of Radical Product Innovations, in: European Journal of Innovation 
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• When Buyers also sell – Implications of Pricing Policies for Customer Satisfaction, in: 
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 Journal of Consumer Marketing, 2001, 41-53 (with F. Huber). 

• Supermatrix-Analysis as a Method of Measuring interdependent relative Importance 

  Weights in Customer Satsifaction, in: Advances in Consumer Research, 2000 (with F. 
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• Market-driven quality management: Bridging the Gap between Customer Needs, 

 Quality Management and Customer Satisfaction, in: International Journal of 
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• Political Marketing: an information-economoic Approach, in: European Journal of 
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• Market Demarcation: Theoretical Framework and Results of an Empirical 
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• Pricing in Electronic Markets and Networks, in: Electronic Markets – The Inter-

 national Journal of Electonic Commerce & Business Media, 2010, 83-84 (with D. 

 Sprott & M. Spann). 
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 of Behavioural Branding, in: Journal of Product & Brand Management, 2007,  
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• Building Brand Equity via Product Quality, in: Total Quality Management & 
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• The Influence of Price Fairness on Customer Satisfaction: an empirical Test in the 

 Context of automobile Purchases, in: Journal of Product & Brand Management, 
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• An Approach to Profit-Maximizing Product Design on the Basis of the Platform 

 Concept, in: International Journal of Quality & Reliability Management, 2006,  
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• An empirical Study of Quality Function Deployment on Company Performance, in: 
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 Theoretical Approach and Findings of a Causal Analytical Study in the Sector of 
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 Electonic Commerce & Business Media, 2003, 294-308  (with R. Algesheimer, F. 

 Huber & S. Magin). 

• Achieving Brand and Dealer Loyalty: the case of the Automotive Industry, in: 

 International Review of Retail, Distribution and Consumer Research, 2001, 97-

 122 (with F. Huber). 

• Customer Satisfaction as an Antecedent of Price Acceptance – Results of an Empirical 

 Study, in: Journal of Product & Brand Management, 2001, 160-169 (with F. 

  Huber & M. Wricke). 

• Value-oriented Product Positioning, in: International Review of Retail, Distribution 

 and Consumer Research, 2000, 95-112 (with F. Huber). 

• The Conjoint Analysis as an Instrument for Marketing-Controlling Taking a Public 

 Theatre as an Example, in: International Journal of Arts Management, 1999, 59-

 69 (with F. Huber, R. Schellhase, B. Franken, & M. Ohlwein). 

• Evaluating Multidimensional Prices, in: Journal of Product & Brand Management, 
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• Utility-oriented Product Distribution, in: International Review of Retail, Distribution 
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• Product and Service Bundling Decisions and their Effects on Purchase Intention, in: 
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Company as an Example, in: Journal of International Marketing and Marketing  
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• A Method of Achieving maximum-profit Product Design on the Basis of Conjoint 

 Measurement, in: Pricing Strategy & Practice, 1996, 28-33 (with H. Bauer & A. 
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• A within and across Attributes Variety Seeking Model, Working Paper University of 
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Marketing Research, 1995, 15-30 (with T. Bayón).  

• Situational Variation in Brand Choice Behavior: Results of an Empirical Study, in: 
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