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282 rustomersIwhoImisbehaveiIxdentifyingIrestaurantIguestsIâ��actingIoutâ��IviaIasymmetricIcaseImodelsWI
JournaliofiRetailingiandiConsumeriServicesUI2022UIeeUIZYaghf 8.5 0

281 pchievingIradicalIprocessIinnovationsIbyIapplyingItechnologyVmindsetItransformationsIviaI
secondVorderIsystemVdynamicsIengineeringWIJournaliofiBusinessiResearchUI2022UIZcfUIbfVcg 8.7 1

280
ronfigurationalItheoryIandIpracticesIofIfirmsIemployingImultipleIpricingIpoliciesiIassessingI
effectiveIandIineffectiveIpricingIrecipesIinImultipleIfirmIcontextsWIJournaliofiRevenueiandiPricingi
ManagementUI2021UIaYUIcaYVcbd

0.9

279 uuzzyVsetI–ualitativeIromparativeIpnalysisIQfs–rpRiIvuidelinesIforIresearchIpracticeIinIxnformationI
ïystemsIandImarketingWIInternationaliJournaliofiInformationiManagementUI2021UIdgUIZYabZY 16.4 110

278 ï“ïImarketingIactivitiesIasIaIsustainableIcompetitiveIadvantageIandItraditionalImarketIequityWI
JournaliofiBusinessiResearchUI2021UIZbYUIbfgVbgb 8.7 15

277 preIlodgingIrevenueIcyclesIleadingIindicatorsIforIshiftsIinIfinancialIwellVbeingnWIJournaliofiBusinessi
ResearchUI2021UIZahUIcedVcfb 8.7 1

276
wowIshoppersPIconfigurationsIofIdemographicsUIsustainabilityIassessmentsUIandI
placeVattractivenessIassessmentsIimpactIwhoIshopsIinIculturallyItraditionalImegaVmarketsWIJournali
ofiBusinessiResearchUI2021UIZaaUIecYVede

8.7 1

275
xnterventionsIasIexperimentsiIronnectingItheIdotsIinIforecastingIandIovercomingIpandemicsUI
globalIwarmingUIcorruptionUIcivilIrightsIviolationsUImisogynyUIincomeIinequalityUIandIgunsWIJournaliofi
BusinessiResearchUI2020UIZZfUIaZaVaZg

8.7 19

274 “urturingItouristsâ��IethicalIfoodIconsumptioniITestingItheIpersuasiveIstrengthsIofIalternativeI
messagesIinIaInaturalIhotelIsettingWIJournaliofiBusinessiResearchUI2020UIZZfUIaegVafh 8.7 14

273 rapturingIheterogeneitiesIinIorchestratingIresourcesIforIaccuratelyIforecastingIhighIQseparatelyI
lowRIprojectImanagementIperformanceWIInternationaliJournaliofiProductioniEconomicsUI2020UIaacUIZYfdde9.3 3

272 WhatItypeIofIrïRIengagementIsuitsImyIfirmIbestnItvidenceIfromIanIabductivelyVderivedItypologyWI
JournaliofiBusinessiResearchUI2020UIZYgUIZfcVZgf 8.7 13

271 tmotionsIinITourismiITheoreticalIsesignsUI’easurementsUIpnalyticsUIandIxnterpretationsWIJournaliofi
TraveliResearchUI2020UIYYcfagfdaYhbfYf 6.3 19

270 ïerviceIbreakdownIpreventionWIInternationaliJournaliofiContemporaryiHospitalityiManagementUI
2020UIbaUIgghVhZa 7.5 5

269 ronsequencesIofInationalIculturesIandImotivationsIonIentrepreneurshipUIinnovationUIethicalI
behaviorUIandIqualityVofVlifeWIJournaliofiBusinessiandiIndustrialiMarketingUI2020UIbdUIcYVeY 3 7

268 UltimateIqroadeningIofItheIronceptIofI’arketingiIqVtoV”VtoVrITrainingIïerviceI•rofessionalsI“otI
toIxnadvertentlyIzillITheirIrlientsWIJournaliofiBusinessytoyBusinessiMarketingUI2020UIafUIagbVahZ 2.3

267 rlicksIandIpurchaseIeffectsIofIanIembeddedUIsocialVmediaUIplatformIendorsementIinIinternetI
advertisingWIJournaliofiGlobaliScholarsiofiMarketingiScienceUI2019UIahUIbcbVbdf 2.3 11

266
ppplyingIcomplexityItheoryIforImodelingIhumanIresourceIoutcomesiIpntecedentIconfigurationsI
indicatingIperceivedIlocationIautonomyIandIworkIenvironmentIchoiceWIJournaliofiBusinessiResearchUI
2019UIZYaUIZYhVZZh

8.7 6
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265 ïustainableIfashionIthemesIinIluxuryIbrandIstorytellingiITheIsustainabilityIfashionIresearchIgridWI
JournaliofiGlobaliFashioniMarketingUI2019UIZYUIZZZVZag 3.7 25

264 viftsIasIconduitsIinIchoiceIoverloadIenvironmentsWIPsychologyiandiMarketingUI2019UIbeUIfZeVfah 3.9 3

263 pccurateIcaseVoutcomeImodelingIinIeconomicsUIpsychologyUIandImarketingWIPsychologyiandi
MarketingUI2019UIbeUIZYceVZYeZ 3.9 18

262 rustomersâ��IpssessmentsIofIRetailITraditionalILocalI’arketsiIïtrategyI”utcomeI•erformanceI
ïcreeningI2019UIZZdVZgb

261 rulturesâ��I”utcomesIonItntrepreneurshipUIxnnovationUIandI“ationalI–ualityIofILifeI2019UIZgdVace

260 ’atchingIraseIxdentificationIwypothesesIandIraseVLevelIsataIpnalysisI2019UIZVac

259 pccurateI”utcomeI•erformanceIïcreeningIinIïtrategicI’anagementI2019UIdfVhc

258 ronstructingIplgorithmsIforIuorecastingIwighIQLowRI•rojectI’anagementI•erformanceI2019UIadVdd

257 wowIpdvertisingItVptmosphericsIxmpactIronsumerIqehaviouriItvidenceIfromITrueIuieldI
txperimentsIinIwospitalityIandITourismWIAdvancesiiniCulturewiTourismiandiHospitalityiResearchUI2019UIbZhVbba0.1

256 WindowItoI“ewIResearchIppproachesiIwowIUsingIïimonâ��sIïcissorsIrutsI•erplexityIinIïtrategyI
TheoryUIResearchUIandI•racticeWIAdvancesiiniBusinessiMarketingiandiPurchasingUI2019UIZaZVZdf 0.1

255 ronsumerI’etaphoriaiIUncoveringItheIputomaticityIofIpnimalUI•roductXqrandUIandIrountryI
’eaningsWIAustralasianiMarketingiJournalUI2019UIafUIZZbVZad 5

254 WhoIppprovesIuraudulencenIronfigurationalIrausesIofIronsumersâ��IUnethicalIyudgmentsWIJournali
ofiBusinessiEthicsUI2019UIZdgUIfZbVfae 4.3 12

253 romputingIwithIWordsIinI’odelingIuirmsâ��I•aradoxicalI•erformancesWIAdvancesiiniBusinessi
MarketingiandiPurchasingUI2018UIZddVabe 0.1

252 uourVrornerI”utcomesIinIïtrategicI’anagementiIïuccessfulIandIUnsuccessfulI•addlingIsownI
versusIUpstreamWIAdvancesiiniBusinessiMarketingiandiPurchasingUI2018UIZhVea 0.1 4

251 tmbracingItheI•aradigmIïhiftIfromIVariableVqasedItoIraseVqasedI’odelingWIAdvancesiiniBusinessi
MarketingiandiPurchasingUI2018UIZVZg 0.1 3

250 quildingIveneralizableIraseVqasedITheoryIinIwumanIResourcesI’anagementWIAdvancesiiniBusinessi
MarketingiandiPurchasingUI2018UIgdVZdc 0.1 1

249 pccuratelyI•redictingI•reciseI”utcomesIinIqusinessVtoVqusinessI’arketingWIAdvancesiiniBusinessi
MarketingiandiPurchasingUI2018UIebVgc 0.1 0

248 pdvertisingIarchetypesâ��IimpactIonIphysicianIengagementIandIbehaviorIinItheIcontextIofIhealthcareI
productsWIPsychologyiandiMarketingUI2018UIbdUIdbbVdcZ 3.9 3

(2018-2019)
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247 waveIyourIcakeIandIeatIitItooiIpchievingIscientificIlegitimacyWIIndustrialiMarketingiManagementUI
2018UIehUIdbVeZ 6.9 6

246 ppplyingIcomplexityItheoryiIpIprimerIforIidentifyingIandImodelingIfirmIanomaliesWIJournaliofi
InnovationipiKnowledgeUI2018UIbUIhVad 7.7 36

245 ”nlineItravelIsurveyIresponseIratesIandIresearcherIethnicityWIInternationaliJournaliofiTourismi
ResearchUI2018UIaYUIffhVfgZ 3.7 2

244 ppplyingIpsymmetricUIraseVqasedUIuorecastingI’odelingIinIïerviceIResearchiIrulturesâ��I
ronsequencesIonIrustomersâ��IïerviceIvratuitiesWIAustralasianiMarketingiJournalUI2018UIaeUIbehVbgZ 5 1

243 ReleasingItheIdeathVgripIofInullIhypothesisIstatisticalItestingIQpIyournalIofIvlobalIïcholarsIofI
’arketingIïcienceUI2017UIafUIZVZd 2.3 37

242 xsIqartIïimpsonIofferingIsageIadvicenIpIcaseVbasedIgeneralItheoryIofImanagersPIcoreI
selfVevaluationsIandIjobIsatisfactionWIJournaliofiBusinessiResearchUI2017UIfcUIZZVbf 8.7 6

241 TheIromplexityITurnItoI’odelingIuirmIweterogeneityIinIrorporateIïocialIandIuinancialI
•erformanceI2017UIZgdVacf 2

240 xllustratingItheI•owerIofIfs–rpIinItxplainingI•aradoxicalIronsumerItnvironmentalI”rientationsWI
PsychologyiandiMarketingUI2017UIbcUIbabVbbc 3.9 28

239 rultureUIreligiosityUIandIeconomicIconfiguralImodelsIexplainingItippingVbehaviorIprevalenceIacrossI
nationsWITourismiManagementUI2017UIeaUIaZgVabb 10.8 24

238 pchievingIrequisiteIvarietyIinImodelingIfirmsPIstrategyIheterogeneitiesiItxplainingIparadoxicalI
firmVmarketIperformancesWIIndustrialiMarketingiManagementUI2017UIedUIZYYVZag 6.9 18

237 ronstructingIusefulImodelsIofIfirmsPIheterogeneitiesIinIimplementedIstrategiesIandIperformanceI
outcomesWIIndustrialiMarketingiManagementUI2017UIeaUIZfVbd 6.9 28

236 LearningIconsumerIbehaviorIusingImarketingIanthropologyImethodsWIJournaliofiBusinessiResearchUI
2017UIfcUIZZYVZZa 8.7 5

235 RedirectionITheoryIandIpntisocialITravelIqehavioriIronfiguralIpntecedentsItoI“ascentIRoadVRoadI
ïignalingWIAdvancesiiniCulturewiTourismiandiHospitalityiResearchUI2017UIZZhVZbh 0.1

234 ïolvingItheIroreITheoreticalIxssuesIinIronsumerIqehaviorIinITourismWIAdvancesiiniCulturewiTourismi
andiHospitalityiResearchUI2017UIZcZVZeg 0.1 8

233 raseVbasedImodelingIofIprolificIliarsIandIconstantItruthVtellersiIWhoIareItheIdishonestyIandI
honestyIselfVreportersnWIJournaliofiBusinessiResearchUI2017UIfZUIZcaVZdb 8.7 7

232 VignettesIinItheItwoVstepIarrivalIofItheIinternetIofIthingsIandIitsIreshapingIofImarketingI
managementâ��sIserviceVdominantIlogicWIJournaliofiMarketingiManagementUI2017UIbbUIhgVZZY 3.2 16

231 TowardIaIgeneralItheoryIofIluxuryiIpdvancingIfromIworkbenchIdefinitionsIandItheoreticalI
transformationsWIJournaliofiBusinessiResearchUI2017UIfYUIZYZVZYf 8.7 111

230 tmbracingItheIromplexityITurnIinI’anagementIResearchIforI’odelingI’ultipleIRealitiesI2017UIZVZh 5
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229 TheIromplexityITurnIinIrulturesâ��IronsequencesIonItntrepreneurshipUIxnnovationUIandI
–ualityVofVLifeI2017UIZbbVZgb 0

228 TheIromplexityITurnIinIqehavioralI•ricingI2017UIZYdVZba

227 TheIromplexityITurnIinIwumanIResourcesITheoryIandIResearchI2017UIefVZYc

226 •erformingITripleIïensemakingIinIuieldItxperimentsI2016UIZchVZgY

225 ’ovingIbeyondI’ultipleIRegressionIpnalysisIandIïymmetricITestsItoIplgorithmsIandIpsymmetricI
TestsI2016UIgbVZZZ

224
rapturingIromplexityIinIhowIronfigurationsIofIuirmIxnternalI”rientationsIxmpactIrorporateIïocialI
•erformanceI”utcomesiIqreakingIfromItheIsominantILogicIofIïymmetricVVariableItoI
psymmetricVraseVqasedITheoryIandITestingWIAustralasianiMarketingiJournalUI2016UIacUIbYYVbYg

5 3

223 xncompetencyIandIrompetencyITrainingI2016UI 1

222 qestIandIWorstI•racticesIinI’anagementI•erformanceIpuditsiIronstructingIandITestingIanI
plgorithmicI’odelWIAdvancesiiniBusinessiMarketingiandiPurchasingUI2016UIZhVdZ 0.1

221 ’akingIsecisionsIWellIandIqadlyiIwowIïtakeholdersâ��IsiscussionsIxnfluenceIxndividualItxecutivesâ��I
secisionIronfidenceIandIrompetenceWIAdvancesiiniBusinessiMarketingiandiPurchasingUI2016UIgfVZZe 0.1 1

220 ’ovingIawayIfromIqadI•racticesIinIResearchItowardIronstructingIUsefulITheoryIandIsoingIUsefulI
ResearchI2016UIZVde 1

219 pbsolutelyqestIhamItoI•ocatelloUIxdahoUIUïpiIprrivalIdelayIinIcustomerâ��sIorderWIJournaliofiGlobali
ScholarsiofiMarketingiScienceUI2016UIaeUIbbfVbcY 2.3

218 tmbraceIromplexityITheoryUI•erformIrontrarianIraseIpnalysisUIandI’odelI’ultipleIRealitiesI2016UIdfVgZ 4

217 romplexityITheoryIandIwumanIResourcesI’anagementiITranscendingIVariableIandIraseVqasedI
•erspectivesIofIïerviceItmployeesPIQUnRwappinessIandIWorkI•erformanceI2016UIacdVaha

216
’akingItoughIdecisionsIcompetentlyiIpssessingItheIvalueIofIproductIportfolioIplanningImethodsUI
devilâ��sIadvocacyUIgroupIdiscussionUIweightingIprioritiesUIandIevidencedVbasedIinformationWIJournali
ofiBusinessiResearchUI2016UIehUIagchVagea

8.7 12

215
TheIgeneralItheoryIofIcultureUIentrepreneurshipUIinnovationUIandIqualityVofVlifeiIromparingI
nurturingIversusIthwartingIenterpriseIstartVupsIinIqRxrUIsenmarkUIvermanyUIandItheIUnitedIïtatesWI
IndustrialiMarketingiManagementUI2016UIdbUIZbeVZdh

6.9 40

214 ’odelingIfirmIheterogeneityIinIcorporateIsocialIperformanceIandIfinancialIperformanceWIJournaliofi
BusinessiResearchUI2016UIehUIbagdVbbZc 8.7 37

213 •redictingIadvertisingIexecutionIeffectivenessiIscaleIdevelopmentIandIvalidationWIEuropeaniJournali
ofiMarketingUI2016UIdYUIbYeVbZZ 4.4 7

212 TheIgoodIpracticesImanifestoiI”vercomingIbadIpracticesIpervasiveIinIcurrentIresearchIinIbusinessWI
JournaliofiBusinessiResearchUI2016UIehUIbedVbgZ 8.7 127

(2016-2017)
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211 pnalyticsIandIuindingsIforI”verallIrompetencyI2016UIZZdVZcY

210 xncompetencyITrainingiITheoryUI•racticeUIandIRemediesI2016UIZhVcf

209 uoundationsIforITheoryIandI•racticeIofIrompetenceIandIxncompetenceITrainingI2016UIZVZf 1

208 UnderstandingIandI’odelingIronfiguralIrausalityI2016UIchVfc

207 LaboratoryItxperimentsIofIronfiguralI’odelingI2016UIfdVZZc

206 raseIïtudyIResearchI2016UI 2

205 raseVqasedI’odellingIofIqusinessâ��qusinessIRelationshipsI2016UIZZbVZcg 0

204 romplexityITheoryUIronfiguralIpnalysisUIandIseepeningItheIïerviceIsominantILogicI2016UIZgZVacb 0

203
rreatingIâ��flippingVtheVclassroomâ��IcasesIinItrainingIinIsensemakingIandIdecisionVmakingIinI
marketingiIpIyournalIofIvlobalIïcholarsIofI’arketingIïcienceIïpecialIxssueWIJournaliofiGlobali
ScholarsiofiMarketingiScienceUI2016UIaeUIbYZVbYb

2.3

202 siffusionIandIpdoptionIofIvoodIïcienceiI”vercomingItheIsominantILogicIofI“wïTIandItheI
ReportingIofIRubbishWIJournaliofiBusinessytoyBusinessiMarketingUI2016UIabUIbafVbbb 2.3 20

201 ppplyingIconfigurationalItheoryItoIbuildIaItypologyIofIethnocentricIconsumersWIInternationali
MarketingiReviewUI2016UIbbUIbdZVbfd 4.4 55

200
xmprintingUIwoneymooningUIorI’aturingiITestingIThreeITheoriesIofIhowIxnterfirmIïocialIqondingI
xmpactsIïuppliersâ��IpllocationsIofIResourcesItoIqusinessIrustomersWIAustralasianiMarketingiJournalUI
2015UIabUIheVZYe

5 6

199
ronstructingIqusinessVtoVqusinessI’arketingI’odelsIthatI”vercomeItheILimitationsIinI
VariableVqasedIandIraseVqasedIResearchI•aradigmsWIJournaliofiBusinessytoyBusinessiMarketingUI
2015UIaaUIhdVZZY

2.3 30

198 TheIgeneralItheoryIofIbehavioralIpricingiIppplyingIcomplexityItheoryItoIexplicateIheterogeneityI
andIachieveIhighVpredictiveIvalidityWIIndustrialiMarketingiManagementUI2015UIcfUIbhVda 6.9 27

197 ppplyingIcomplexityItheoryItoIsolveIhospitalityIcontrarianIcaseIconundrumsWIInternationaliJournali
ofiContemporaryiHospitalityiManagementUI2015UIafUIeYgVecf 7.5 61

196
TigerIWoodsUI“ikeUIandIxIareIQnotRIbestIfriendsiIhowIbrandPsIsportsIsponsorshipIinIsocialVmediaI
impactsIbrandIconsumerPsIcongruityIandIrelationshipIqualityWIInternationaliJournaliofiAdvertisingUI
2015UIbcUIedgVeff

3.6 15

195 pdvancingIparadoxIresolutionItheoryIforIinterpretingInonVprofitUIcommercialUIentrepreneurialI
strategiesWIJournaliofiStrategiciMarketingUI2015UIabUIbVZg 2.7 6

194 Visualizingn’atchingnveneralizingiIraseIxdentificationIwypothesesIandIraseVLevelIsataIpnalysisWI
AustralasianiMarketingiJournalUI2015UIabUIaceVadg 5 32
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193 xconicIstudiesIrelevantIforIresearchIinImarketingIandItheIyournalIofIvlobalIïcholarsIofI’arketingI
ïcienceWIJournaliofiGlobaliScholarsiofiMarketingiScienceUI2015UIadUIadhVafg 2.3 5

192 txplainingIseeminglyIparadoxicalIconsumerIexperiencesiIconjoiningIweeklyIroadIrageIandIchurchI
attendanceWIJournaliofiReligioniandiHealthUI2015UIdcUIhbVZZZ 2.6 2

191
xntroductioniITheItouristIgazeIcWYiIuncoveringInonVconsciousImeaningsIandImotivationsIinItheI
storiesItouristsItellIofItripIandIdestinationIexperiencesWIInternationaliJournaliofiTourismi
AnthropologyUI2015UIcUIZ

0.7 18

190 RevisitingI•roblemIvamblersâ��IwarshIvazeIonIrasinoIïervicesiIppplyingIromplexityITheoryItoI
xdentifyItxceptionalIrustomersWIPsychologyiandiMarketingUI2015UIbaUIedVff 3.9 53

189 ronsumingIploneiIqroadeningI•utnamPsIâ��qowlingIploneâ��IThesisWIPsychologyiandiMarketingUI2015UI
baUIhefVhfe 3.9 10

188 seepeningIUnderstandingIofIrertificationIpdoptionIandI“onVpdoptionIofIxnternationalVïupplierI
tthicalIïtandardsWIJournaliofiBusinessiEthicsUI2015UIZbaUIZYdVZad 4.3 31

187 ronsumerIstorytellingIofIbrandIarchetypalIenactmentsWIInternationaliJournaliofiTourismi
AnthropologyUI2015UIcUIef 0.7 12

186
pdvancingItouristIgazeIresearchIandIauthenticatingItheInativeVvisitoriIintroductionItoIaIspecialI
issueIhonoringIworkIbyIyohnIUrryWIInternationaliJournaliofiCulturewiTourismiandiHospitalityiResearchUI
2015UIhUIbfbVbfg

2.2 8

185
ppplyingIcomplexityItheoryItoIdeepenIserviceIdominantIlogiciIronfiguralIanalysisIofIcustomerI
experienceVandVoutcomeIassessmentsIofIprofessionalIservicesIforIpersonalItransformationsWI
JournaliofiBusinessiResearchUI2014UIefUIZecfVZefY

8.7 255

184 tmbraceâ�¢performâ�¢modeliIromplexityItheoryUIcontrarianIcaseIanalysisUIandImultipleIrealitiesWI
JournaliofiBusinessiResearchUI2014UIefUIachdVadYb 8.7 389

183 wowIrontextualIruesIxmpactIResponseIandIronversionIRatesIofI”nlineIïurveysWIJournaliofiTraveli
ResearchUI2014UIdbUIdgVeg 6.3 18

182 •rimerItoITouristsâ��I•erceptionsIandIpssessmentsIxncludingIwowVtoVbuildIuormalUIxmplementableUI
’odelsIofItheITouristIvazeWIAdvancesiiniCulturewiTourismiandiHospitalityiResearchUI2014UIZVaa 0.1

181 pI•rimerItoItheIveneralITheoryIofIqehavioralIïtrategiesIinIqusinessVtoVqusinessI’arketingWI
AdvancesiiniBusinessiMarketingiandiPurchasingUI2014UIZcfVZee 0.1

180 ronfiguralItheoryIofIwhyIpeopleIshopIforIclothesiIpersonalVattributeIexplanationsIofIfourIstalwartI
segmentsWIJournaliofiGlobaliFashioniMarketingUI2014UIdUIZVad 3.7 5

179 ronfiguralI’odelingIofIrountryVrollectorsI’otivesUIqehaviorUIandIpssessmentsIofIïtrengthsIofI
“ationalV•laceIqrandsWIAdvancesiiniCulturewiTourismiandiHospitalityiResearchUI2014UIhfVZbb 0.1 2

178 pI•rimerItoItheIveneralITheoryIofIqehavioralIïtrategiesIinIqusinessVtoVqusinessI’arketingWI
AdvancesiiniBusinessiMarketingiandiPurchasingUI2014UIaZUIZcfVZee 0.1

177 rorporateIbrandVraptureItheoryiIantecedentsUIprocessesUIandIconsequencesWIMarketingiIntelligencei
andiPlanningUI2013UIbZUIcfaVcgg 3.2 6

176 ronfiguralIalgorithmsIofIpatientIsatisfactionUIparticipationIinIdiagnosticsUIandItreatmentIdecisionsIPI
influencesIonIhospitalIloyaltyWIJournaliofiServicesiMarketingUI2013UIafUIhZVZYb 4 65

(2013-2015)
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175
rriticalITestsIofI’ultipleITheoriesIofIrulturesâ��IronsequencesiIromparingItheIUsefulnessIofI’odelsI
byIwofstedeUIxnglehartIandIqakerUIïchwartzUIïteenkampUIasIwellIasIvs•IandIsistanceIforItxplainingI
”verseasITourismIqehaviorWIJournaliofiTraveliResearchUI2013UIdaUIefhVfYc

6.3 71

174 pnimalsUIarchetypesUIandIadvertisingIQpbRiITheItheoryIandItheIpracticeIofIcustomerIbrandI
symbolismWIJournaliofiMarketingiManagementUI2013UIahUIdVad 3.2 32

173
rulturalIsiversityIandI’arketingITransactionsiIpreI’arketIxntegrationUILargeIrommunityIïizeUIandI
WorldIReligionsI“ecessaryIforIuairnessIinItphemeralItxchangesnWIPsychologyiandiMarketingUI2013UI
bYUIaebVafe

3.9 121

172 pchievingIaccuracyUIgeneralizationVtoVcontextsUIandIcomplexityIinItheoriesIofIbusinessVtoVbusinessI
decisionIprocessesWIIndustrialiMarketingiManagementUI2013UIcaUIbgaVbhb 6.9 65

171 •roblemIvamblersâ��IwarshIvazeIonIrasinoIïervicesWIPsychologyiandiMarketingUI2013UIbYUIZZYgVZZab 3.9 25

170 uashionIshoppingIfromIaIV“pIperspectiveiItellingItheIuntoldIstoryWIJournaliofiGlobaliFashioni
MarketingUI2013UIcUIefVfb 3.7 2

169 rreatingIandIxnterpretingIVisualIïtorytellingIprtIinItxtendingIThematicIppperceptionITestsIandI
yungPsI’ethodIofIxnterpretingIsreamsWIAdvancesiiniCulturewiTourismiandiHospitalityiResearchUI2013UIZdVcd0.1 9

168 LaggedIimpactsIofIreformsIofIgovernmentIregulationsIofIbusinessIonInationsâ��IgrossIdomesticI
productWICorporateiBoardUI2013UIhUIcYVdb 0.8 1

167 tconomicI•sychologyIandIuashionI’arketingITheoryIpppraisingIVeblenâ��sITheoryIofIronspicuousI
ronsumptionWIJournaliofiGlobaliFashioniMarketingUI2012UIbUIddVeY 3.7 18

166
•roposingIaInewIlogicIforIdataIanalysisIinImarketingIandIconsumerIbehavioriIcaseIstudyIresearchIofI
largeV“IsurveyIdataIforIestimatingIalgorithmsIthatIaccuratelyIprofileIXIQextremelyIhighVuseRI
consumersWIJournaliofiGlobaliScholarsiofiMarketingiScienceUI2012UIaaUIaffVagh

2.3 51

165 ronfiguralIanalysisIofItheIdrinkingImaniIfuzzyVsetIqualitativeIcomparativeIanalysesWIAddictivei
BehaviorsUI2012UIbfUIdcZVb 4.2 141

164 ronversationsIwithQinRItheIcollectiveIunconsciousIbyIconsumersUIbrandsUIandIrelevantIothersWI
JournaliofiBusinessiResearchUI2012UIedUIdhcVeYa 8.7 24

163 synamicIpricingIinIregulatedIautomobileIinsuranceImarketsIwithIheterogeneousIinsurersiI
ïtrategiesIniceIversusInastyIforIcustomersWIJournaliofiBusinessiResearchUI2012UIedUIhegVhfe 8.7 5

162 xncompetencyItrainingiITheoryUIpracticeUIandIremediesWIJournaliofiBusinessiResearchUI2012UIedUIafhVahb 8.7 29

161 TheIwighIïtakesIofIïweepstakesWIJournaliofiAdvertisingiResearchUI2012UIdaUIZefVZfh 2.1 8

160 tpiphanyITravelIandIpssistedVïubjectiveI•ersonalIxntrospectionWIAdvancesiiniCulturewiTourismiandi
HospitalityiResearchUI2012UIadhVafb 0.1 4

159 ronsumerItvaluationsIofIrompetingIqrandsiI•erceptualIversusI•redictiveIValidityWIPsychologyiandi
MarketingUI2012UIahUIcdgVcee 3.9 12

158 xdentifyingIXVconsumersIusingIcausalIrecipesiIKwhalesKIandIKjumboIshrimpsKIcasinoIgamblersWI
JournaliofiGamblingiStudiesUI2012UIagUIZbVae 3 72
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157 ïtructureIandIprocessImodelingIofIseeminglyIunstructuredIleisureVtravelIdecisionsIandIbehaviorWI
InternationaliJournaliofiContemporaryiHospitalityiManagementUI2012UIacUIgddVgfa 7.5 25

156 rausalIRecipesIïufficientIforIxdentifyingI’arketIvurusIversusI’avensI2012UIbZaVbbZ 3

155 RespondingItoItheIïevereILimitationsIofIrrossVïectionalIïurveysiIrommentingIonIRongIandI
WilkinsonPsI•erspectivesWIAustralasianiMarketingiJournalUI2011UIZhUIZdbVZde 5 46

154 TourismIPIsIdestinationIdominanceIandImarketingIwebsiteIusefulnessWIInternationaliJournaliofi
ContemporaryiHospitalityiManagementUI2011UIabUIddaVdec 7.5 35

153 veneralItheoryIofIculturesPIconsequencesIonIinternationalItourismIbehaviorWIJournaliofiBusinessi
ResearchUI2011UIecUIfgdVfhh 8.7 134

152 rustomerIexperiencesIwithIbrandsiILiteratureIreviewIandIresearchIdirectionsWITheiMarketingi
ReviewUI2011UIZZUIaYdVaad 1.3 42

151 vestaltImodelingIofIinternationalItourismIbehavioriIppplyingIdimensionalIqualitativeIresearchIinI
constructingIgroundedItheoryWIPsychologyiandiMarketingUI2011UIagUIhhgVZYae 3.9 19

150 UnconsciousIthinkingUIfeelingIandIbehaviorItowardIproductsIandIbrandsiIxntroductionItoIaIyournalI
ofIqrandI’anagementIspecialIissueWIJournaliofiBrandiManagementUI2011UIZgUIcdZVcde 3.3 0

149 zeyIïuccessIandIuailureI•athsIinIuashionI’arketingIïtrategiesWIJournaliofiGlobaliFashioniMarketingUI
2010UIZUIZVg 3.7 8

148 TourismIadvertisingIandImarketingIperformanceImetricsWIAdvancesiiniCulturewiTourismiandi
HospitalityiResearchUI2010UIZVZc 0.1 3

147 qrandVconsumerIstorytellingItheoryIandIresearchiIxntroductionItoIaI•sychologyIOI’arketingIspecialI
issueWIPsychologyiandiMarketingUI2010UIafUIdbZVdcY 3.9 145

146 rreatingIvisualInarrativeIartIforIdecodingIstoriesIthatIconsumersIandIbrandsItellWIPsychologyiandi
MarketingUI2010UIafUIeYbVeaa 3.9 48

145 pdvancingIconsumerIbehaviourItheoryIinItourismIviaIvisualInarrativeIartWIInternationaliJournaliofi
TourismiResearchUI2010UIZaUIcZgVcbZ 3.7 27

144 TheIimpactIofIexternalIforcesIonIcartelInetworkIdynamicsiIsirectIresearchIinItheIdiamondIindustryWI
IndustrialiMarketingiManagementUI2010UIbhUIaYaVaZY 6.9 17

143 qridgingItheIchasmIbetweenIsurveyIandIcaseIstudyIresearchiIResearchImethodsIforIachievingI
generalizationUIaccuracyUIandIcomplexityWIIndustrialiMarketingiManagementUI2010UIbhUIecVfd 6.9 97

142 p“pLYZx“vI•tRu”R’p“rtIpUsxTIRt•”RTïI”uIstïTx“pTx”“I’p“pvt’t“TI”Rvp“xZpTx”“ïPI
prTx”“ïIp“sI”UTr”’tïWIJournaliofiTraveliandiTourismiMarketingUI2009UIaeUIbYbVbag 6.6 17

141 ppplyingIïystemsIThinkingItoIïustainableIvolfITourismWIJournaliofiTraveliResearchUI2009UIcgUIaYdVaZd 6.3 15

140 secisionIsystemIanalysisIofIadvertisingIagencyIdecisionsWIQualitativeiMarketiResearchUI2009UIZaUIZdbVZfY1.6 10

(2009-2012)
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139 rhapterIgItnactedIinternalIbrandingiItheoryUIpracticeUIandIanIexperientialIlearningIcaseIstudyIofIanI
pustrianIqaqIcompanyWIAdvancesiiniBusinessiMarketingiandiPurchasingUI2009UIbghVcag 0.1 7

138 txtremelyIfrequentIbehaviorIinIconsumerIresearchiItheoryIandIempiricalIevidenceIforIchronicI
casinoIgamblingWIJournaliofiGamblingiStudiesUI2009UIadUIahfVbZe 3 11

137
siffusingIknowledgeVbasedIcoreIcompetenciesIforIleveragingIinnovationIstrategiesiI’odellingI
outsourcingItoIknowledgeIprocessIorganizationsIQz•”sRIinIpharmaceuticalInetworksWIIndustriali
MarketingiManagementUI2009UIbgUIaZhVaaf

6.9 53

136 TravelIïtorytellingITheoryIandI•racticeWIAnatoliaUI2009UIaYUIgeVhh 2.2 25

135 rustomerIchoicesIofImanufacturerIversusIretailerIbrandsIinIalternativeIpriceIandIusageIcontextsWI
JournaliofiRetailingiandiConsumeriServicesUI2009UIZeUIZYYVZYg 8.5 13

134 ïtorytellingIresearchIofIconsumersPIselfVreportsIofIurbanItourismIexperiencesIinIrhinaWIJournaliofi
BusinessiResearchUI2009UIeaUIZaabVZadc 8.7 91

133
’easuringILinkageVpdvertisingItffectsIonIrustomerIqehaviourIandI“etIRevenueiIUsingI
–uasiVtxperimentsIofIpdvertisingITreatmentsIwithI“oviceIandItxperiencedI•roductVïerviceIUsersWI
CanadianiJournaliofiAdministrativeiSciencesUI2009UIZcUIaZcVaag

1.3 24

132 xnterpretingIqoundedIRationalityIinIqusinessIandIxndustrialI’arketingIrontextsiItxecutiveITrainingI
raseIïtudiesWIJournaliofiGlobaliAcademyiofiMarketingiScienceUI2009UIZhUIchVeZ 5

131 sochakukaWIJournaliofiGlobaliMarketingUI2008UIaZUIZhVba 2.4 3

130 pnimalIcompanionsUIconsumptionIexperiencesUIandItheImarketingIofIpetsiITranscendingI
boundariesIinItheIanimalâ��humanIdistinctionWIJournaliofiBusinessiResearchUI2008UIeZUIbffVbgZ 8.7 33

129 UsingItheIforcedImetaphorVelicitationItechniqueIQu’tTRItoImeetIanimalIcompanionsIwithinIselfWI
JournaliofiBusinessiResearchUI2008UIeZUIcgYVcgf 8.7 36

128 vR”U“stsITwt”RYI”uIx“TtR“pTx”“pLIT”URxï’IqtwpVx”RWIJournaliofiTraveliandiTourismi
MarketingUI2008UIacUIacdVadg 6.6 31

127 ppplyingItcologicalIïystemsIandI’icroVTippingI•ointITheoryIforIUnderstandingITouristsPILeisureI
sestinationIqehaviorWIJournaliofiTraveliResearchUI2008UIcfUIZcVac 6.3 17

126
rommentaryIonIâ��TheItssenceIofIqusinessI’arketingITheoryUIResearchIandITacticsiIrontributionsI
byItheIyournalIofIqusinessVtoVqusinessI’arketingUâ��IbyILichtenthalUI’ummalaneniUIandIWilsonWI
JournaliofiBusinessytoyBusinessiMarketingUI2008UIZdUIaZgVabb

2.3 4

125 rapturingIandIQreRinterpretingIcomplexityIinImultiVfirmIdisruptiveIproductIinnovationsWIJournaliofi
BusinessiandiIndustrialiMarketingUI2008UIacUIeZVfe 3 9

124 pntiVsocialIbehaviouriIprofilingItheIlivesIbehindIroadIrageWIMarketingiIntelligenceiandiPlanningUI2008
UIaeUIcdhVcgY 3.2 13

123 WhenIconsumersIandIbrandsItalkiIïtorytellingItheoryIandIresearchIinIpsychologyIandImarketingWI
PsychologyiandiMarketingUI2008UIadUIhfVZcd 3.9 324

122 ïtoriesIvisitorsItellIaboutIxtalianIcitiesIasIdestinationIiconsWITourismiManagementUI2007UIagUIZeaVZfc 10.8 105
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121 quildingIstrongIbrandsIinIretailingWIJournaliofiBusinessiResearchUI2007UIeYUIZVZY 8.7 45

120 quildingIïkillsIinIThinkingiITowardIaI•edagogyIinI’etathinkingWIJournaliofiEducationiforiBusinessUI
2007UIgbUIbfVcc 1.1 6

119 pdvancingITheoryIforIUnderstandingITravelersPI”wnItxplanationsIofIsiscretionaryITravelIqehaviorWI
JournaliofiTraveliandiTourismiMarketingUI2007UIaaUIZdVbd 6.6 34

118
”vercomingItheIillusionIofIwillIandIselfVfabricationiIvoingIbeyondInaˆflveIsubjectiveIpersonalI
introspectionItoIanIunconsciousXconsciousItheoryIofIbehaviorIexplanationWIPsychologyiandi
MarketingUI2006UIabUIadfVafa

3.9 69

117 pdvancingIsystemsIthinkingIandIbuildingImicroworldsIinIbusinessIandIindustrialImarketingWIJournali
ofiBusinessiandiIndustrialiMarketingUI2006UIaZUIacVah 3 22

116 pdvancingI”rganisationalIquyingIqehaviourITheoryIandIResearchiIZhdeVaYdeWIJournaliofiCustomeri
BehaviorUI2006UIdUIZaZVZcY 2.4 3

115
pdvancingITheoryIofI“ewIqVtoVqIRelationshipsiItxaminingI“etworkI•articipantsPIxnterpretationsIofI
tVxntermediaryIxnnovationUIsiffusionUIandIpdoptionI•rocessesWIJournaliofiBusinessytoyBusinessi
MarketingUI2006UIZbUIZVaf

2.3 44

114 pdvancingItcologicalIïystemsITheoryIinILifestyleUILeisureUIandITravelIResearchWIJournaliofiTraveli
ResearchUI2006UIccUIadhVafa 6.3 37

113 ’appingIstrategicIdecisionVmakingIinIcrossVfunctionalIcontextsWIJournaliofiBusinessiResearchUI2006UI
dhUIbeYVbec 8.7 12

112 ronsumerIdecisionVmakingIstylesIandImallIshoppingIbehavioriIquildingItheoryIusingIexploratoryI
dataIanalysisIandItheIcomparativeImethodWIJournaliofiBusinessiResearchUI2006UIdhUIdbdVdcg 8.7 107

111 ’akingIsenseIofIimplementedIstrategiesIinInewIventureIhospitalityImanagementWIpnI
pmericanâ��pustrianâ��wungarianIraseIResearchIïtudyWITourismiManagementUI2006UIafUIbcaVbch 10.8 9

110 ronsumerIResponsesItoIxnteractiveIpdvertisingIrampaignsIrouplingIïhortV’essageVïerviceIsirectI
’arketingIandITVIrommercialsWIJournaliofiAdvertisingiResearchUI2005UIcdUIbga 2.1 54

109 wowIqehavioralI•rimacyIxnteractsIwithIïhortVTermI’arketingITacticsItoIxnfluenceIïubsequentI
LongVTermIqrandIrhoiceWIJournaliofiAdvertisingiResearchUI2005UIcdUIaah 2.1 9

108 pdvancingIhermeneuticIresearchIforIinterpretingIinterfirmInewIproductIdevelopmentWIJournaliofi
BusinessiandiIndustrialiMarketingUI2005UIaYUIbecVbfh 3 31

107
uirmIorientationsUIinnovativenessUIandIbusinessIperformanceiIpdvancingIaIsystemIdynamicsIviewI
followingIaIcommentIonIwultUIwurleyUIandIznightPsIaYYcIstudyWIIndustrialiMarketingiManagementUI
2005UIbcUIafdVafh

6.9 51

106 ’appingInetworkIchampionIbehaviorIinIqaqIelectronicIventuringWIIndustrialiMarketingiManagement
UI2005UIbcUIchdVdYb 6.9 9

105 TestingItheoryIofIplannedIversusIrealizedItourismIbehaviorWIAnnalsiofiTourismiResearchUI2005UIbaUIhYdVhac7.7 110

104 quildingIandItestingItheoriesIofIdecisionImakingIbyItravellersWITourismiManagementUI2005UIaeUIgZdVgba 10.8 511

(2005-2007)
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103 ’odelingIinnovationUImanufacturingUIdiffusionIandIadoptionXrejectionIprocessesWIJournaliofi
BusinessiandiIndustrialiMarketingUI2005UIaYUIbgYVbhb 3 66

102 vroundedITheoryIofILeisureITravelWIJournaliofiTraveliandiTourismiMarketingUI2004UIZfUIfVbh 6.6 57

101 pdvancingImeansâ��endIchainsIbyIincorporatingIweiderPsIbalanceItheoryIandIuournierPsI
consumerâ��brandIrelationshipItypologyWIPsychologyiandiMarketingUI2004UIaZUIafhVahc 3.9 46

100 pdvancingIfromIsubjectiveItoIconfirmatoryIpersonalIintrospectionIinIconsumerIresearchWI
PsychologyiandiMarketingUI2004UIaZUIhgfVZYZY 3.9 76

99 qroadeningItheIïtudyIofITourismWIJournaliofiTraveliandiTourismiMarketingUI2004UIZfUIZVe 6.6 27

98 ’iddleVrangeItheoryIconstructionIofItheIdynamicsIofIorganizationalImarketingVbuyingIbehaviorWI
JournaliofiBusinessiandiIndustrialiMarketingUI2003UIZgUIbYhVbbd 3 28

97 s”’tïTxrILtxïURtITRpVtLtRI•URrwpïtIp“sIr”“ïU’•Tx”“IïYïTt’ïWITourismiAnalysisUI2003UI
gUIZchVZda 1.6 1

96 xncreasingI–ualityIinI’easuringIpdvertisingItffectivenessWIJournaliofiAdvertisingiResearchUI2003UIcbUIfgVgd2.1 22

95 TestingIconsumersPImotivationIandIlinguisticIabilityIasImoderatorsIofIadvertisingIreadabilityWI
PsychologyiandiMarketingUI2003UIaYUIdhhVeac 3.9 40

94 pIveneralITheoryIofITourismIronsumptionIïystemsiIpIronceptualIurameworkIandIanItmpiricalI
txplorationWIJournaliofiTraveliResearchUI2002UIcZUIZaYVZba 6.3 161

93 RespondentIxnaccuracyWIJournaliofiAdvertisingiResearchUI2002UIcaUIfVZg 2.1 27

92 UpdatingIweiderPsIbalanceItheoryIinIconsumerIbehavioriIpIyewishIcoupleIbuysIaIvermanIcarIandI
additionalIbuyingâ��consumingItransformationIstoriesWIPsychologyiandiMarketingUI2001UIZgUIcfdVchd 3.9 66

91 wowIbuyersIframeIproblemsiIRevisitedWIPsychologyiandiMarketingUI2001UIZgUIeZfVedd 3.9 28

90 ’etaVtvaluationsIofI•erformanceIpuditsIofIvovernmentITourismV’arketingI•rogramsWIJournaliofi
TraveliResearchUI2001UIbhUIbehVbfh 6.3 19

89 “ewIdevelopmentsIinImarketingIcommunicationsIandIconsumerIbehaviorWIJournaliofiBusinessi
ResearchUI2001UIdbUIdhVeZ 8.7 13

88 LearningIwhyIsomeIcustomersIshopIatIlessIconvenientIstoresWIJournaliofiBusinessiResearchUI2001UI
dcUIZdZVZdh 8.7 17

87 •urchaseIexperimentsIofIextraVordinaryIandIregularIinfluenceIstrategiesIusingIartificialIandIrealI
brandsWIJournaliofiBusinessiResearchUI2001UIdbUIZdVbd 8.7 11

86 pnIUpdatedI’odelIofITravelIandITourismI•urchaseVronsumptionIïystemsWIJournaliofiTraveliandi
TourismiMarketingUI2001UIZYUIbVaf 6.6 93
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85 ronstructingIthickIdescriptionsIofImarketersâ��IandIbuyersâ��IdecisionIprocessesIinI
businessVtoVbusinessIrelationshipsWIJournaliofiBusinessiandiIndustrialiMarketingUI2000UIZdUIbdcVbeh 3 36

84 segreesVofVureedomIpnalysisIofIraseIsataIinIqusinessI’arketingIResearchWIIndustrialiMarketingi
ManagementUI1999UIagUIaZdVaah 6.9 34

83 pdvertisingIandIronsumptionIofIplcoholicIqeveragesWIJournaliofiConsumeriPsychologyUI1999UIgUIZefVZge 3.1 5

82 pssessingIRelationshipsIamongIïtrategicITypesUIsistinctiveI’arketingIrompetenciesUIandI
”rganizationalI•erformanceWIJournaliofiBusinessiResearchUI1999UIcdUIZbdVZce 8.7 73

81
rausalImodellingIinnovationUImanufacturingUIdiffusionIandIadoptionXrejectionIQx’spRRIprocessesI
forInewUIsuperiorImedicalItechnologiesWIInternationaliJournaliofiHealthcareiTechnologyiandi
ManagementUI1999UIZUIaYY

0.3 3

80 TestingIcareVgiverIacceptanceIofInewIsyringeItechnologiesWIInternationaliJournaliofiTechnologyi
ManagementUI1998UIZdUIcce 1.2 5

79 rontributionsIofIqusinessVtoVqusinessI’arketingIyournalsiIxntroductionItoItheIspecialIissueWIJournali
ofiBusinessiResearchUI1997UIbgUIZff 8.7 7

78 WhatIevokesItheIbrandIorIstorenIronsumerIresearchIonIaccessibilityItheoryIappliedItoImodelingI
primaryIchoiceWIInternationaliJournaliofiResearchiiniMarketingUI1997UIZcUIZadVZcd 5.5 54

77 TestingImanufacturersPIacceptanceIofIcompetingIsubcontractorIpriceVqualityVserviceIdesignsWI
IndustrialiMarketingiManagementUI1997UIaeUIbZdVbah 6.9 6

76 rustomerIportfolioIanalysisIamongIcompetingIretailIstoresWIJournaliofiBusinessiResearchUI1996UIbdUIZghVaYY8.7 17

75 TheoryIofIrejectingIsuperiorUInewItechnologiesWIJournaliofiBusinessiandiIndustrialiMarketingUI1996UI
ZZUIadVcb 3 33

74 ïequenceV”rientedI•roblemIxdentificationIWithinIïerviceItncountersWIJournaliofiEuromarketingUI
1996UIdUIZhVda 24

73 ppplyingItheIlongIinterviewIinIdirectImarketingIresearchWIJournaliofiDirectiMarketingUI1995UIhUIbfVdd 14

72 •ricingIanIindustrialItechnologicalIinnovationiIpIcaseIstudyWIIndustrialiMarketingiManagementUI1995UI
acUIZcdVZdY 6.9 7

71 TheIRelativeIxmportanceIofIrhoiceIrriteriaIinI”rganizationalIquyingiWIJournaliofiBusinessytoyBusinessi
MarketingUI1994UIaUIbbVdg 2.3 21

70 ïocialIinteractionIeffectsIinItheIframingIofIbuyingIdecisionsWIPsychologyiandiMarketingUI1994UIZZUIafVbc 3.9 17

69 r•pIserviceIprovidersiIpIprofileIofIclientItypesIandItheirIassessmentIofIperformanceWIJournaliofi
BusinessiResearchUI1994UIbZUIaadVabb 8.7 9

68 siagnosingIcustomerIcomparisonsIofIcompetitorsPImarketingImixIstrategiesWIJournaliofiBusinessi
ResearchUI1994UIbZUIZbbVZcc 8.7 8

(1994-2000)
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67 sesigningIandIxmplementingIxnternationalIyointI’arketingIVenturesWIJournaliofiEuromarketingUI
1994UIbUIcbVdh 2

66 ResearchIonItheIdynamicsIofIstoreIchoiceiIpnIintroductionItoI’arttiILaaksonenPsImonographWI
JournaliofiBusinessiResearchUI1993UIagUIZVa 8.7 3

65 ronsumerI’emoryIandI’entalIrategoriztationIinIxnternationalITravelIsestinationIsecisionI’akingWI
JournaliofiInternationaliConsumeriMarketingUI1993UIdUIghVZYc 2.1 3

64 rontingencyI’odellingIandIxnVïtoreITestingIofIrustomerIpcceptanceIofI“ewI•roductVLineI
txtensionsWIJournaliofiInternationaliFoodiandiAgribusinessiMarketingUI1993UIdUIebVhZ 1.5

63 pImetaVanalysisIofIeffectIsizesIbasedIonIdirectImarketingIcampaignsWIJournaliofiDirectiMarketingUI
1993UIfUIZhVbb 6

62 ’arketingInewIproductsIwithIdistributorsWIIndustrialiMarketingiManagementUI1992UIaZUIZdVaZ 6.9 10

61 quyingIandImarketingIr•pIservicesWIIndustrialiMarketingiManagementUI1992UIaZUIaedVafa 6.9 40

60 secisionV•rocessesIinIïtrategicIplliancesWIJournaliofiEuromarketingUI1991UIZUIZdZVZgf 3

59 pIcommentIonIpatternsIofIstoreIchoiceIandIcustomerIgainXlossIanalysisWIJournaliofitheiAcademyiofi
MarketingiScienceUI1991UIZhUIbffVbga 12.4 7

58 rustomerIportfolioIanalysisIforIstrategyIdevelopmentIinIdirectImarketingWIJournaliofiDirecti
MarketingUI1991UIdUIeVZh 7

57 ”utdoorIadvertisingIasIexperimentsWIJournaliofitheiAcademyiofiMarketingiScienceUI1990UIZgUIaahVabf 12.4 27

56 ’easuringIpdvertisingItffectivenessIxnIsestinationI’arketingIïtrategiesWIJournaliofiTraveli
ResearchUI1990UIahUIbVg 6.3 65

55 sesigningIïerviceI•roductsIqasedIonIrustomerIïensitivitiesiWIJournaliofiInternationaliConsumeri
MarketingUI1989UIZUIZZVag 2.1 1

54 UrbanITourismiIpnIpnalysisI”fIVisitorsIToI“ewI”rleansIpndIrompetingIritiesWIJournaliofiTraveli
ResearchUI1989UIafUIaaVbY 6.3 10

53 pIveneralI’odelI”fITravelerIsestinationIrhoiceWIJournaliofiTraveliResearchUI1989UIafUIgVZc 6.3 620

52 ’easuringIrhannelIïensitivitiesItoI“ewIxndustrialIïerviceIsesignsiI’anagerialIxmplicationsWI
EuropeaniJournaliofiMarketingUI1989UIabUIdYVdh 4.4 4

51 TestingIacceptanceIofIaInewIindustrialIserviceWIIndustrialiMarketingiManagementUI1988UIZfUIedVfZ 6.9 8

50 ’aximarketingWIJournaliofiBusinessiResearchUI1988UIZeUIgdVgf 8.7
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49 ’arketingIforIhealthIcareIorganizationsWIJournaliofiBusinessiResearchUI1988UIZeUIghVhY 8.7 2

48 •rofilingItheIweavyITravelerIïegmentWIJournaliofiTraveliResearchUI1987UIadUIhVZc 6.3 44

47 rompetingIresortIhotelsIWordVofVmouthIcommunicationIandIguestIretentionWITourismiManagement
UI1987UIgUIbabVbag 10.8 11

46 ïegmentingItheITimeshareIResortI’arketWIJournaliofiTraveliResearchUI1986UIacUIeVZa 6.3 6

45 •ersonalIValuesIandITravelIsecisionsWIJournaliofiTraveliResearchUI1986UIadUIaYVad 6.3 109

44 ResearchIinImarketingIinIaIcentrallyIplannedIeconomyiI•olandWIJournaliofiBusinessiResearchUI1986UI
ZcUIagZVagb 8.7

43 ïU••LxtRIrw”xrtIïTRpTtvxtïIx“Ix“sUïTRxpLxïtsI“pTx”“ïWIInternationaliMarketingiReviewUI1985
UIaUIfdVfh 4.4 2

42 ïteIpITwoIinIqenefitIïegmentationiILearningItheIqenefitsIRealizedIbyI’ajorITravelI’arketsWI
JournaliofiTraveliResearchUI1985UIacUIfVZb 6.3 99

41 pnIxnductiveI’odelIofIxndustrialIïupplierIrhoiceI•rocessesWIJournaliofiMarketingUI1984UIcgUIbYVcd 11 248

40 pnIxnductiveI’odelIofIxndustrialIïupplierIrhoiceI•rocessesWIJournaliofiMarketingUI1984UIcgUIbY 11 65

39 qottomIlineIresearchIforIadvertisingImediaIdecisionsWIJournaliofitheiAcademyiofiMarketingiScienceUI
1984UIZaUIZZbVZaa 12.4 1

38 wowIïeriousIxsI“onresponseIqiasIinIpdvertisingIronversionIResearchnWIJournaliofiTraveliResearchUI
1984UIaaUIbcVbf 6.3 25

37 •ersonalIValueIxnfluencesIonIronsumerI•roductIrlassIandIqrandI•ReferencesWIJournaliofiSociali
PsychologyUI1983UIZZhUIbfVdb 2.3 67

36 ïegmentingIVacationI’arketsiITheIraseIofItheIsistantIandI“earVwomeITravelersWIJournaliofiTraveli
ResearchUI1982UIaYUIZYVZc 6.3 51

35 tffectsIonIquyingIqehaviorIofIReferencesItoItxpertIandIReferentI•owerWIJournaliofiSociali
PsychologyUI1982UIZZfUIadVbZ 2.3 11

34 ”bservationsIofIcentralizedIcorporateIprocurementWIIndustrialiMarketingiManagementUI1981UIZYUIZhZVaYd6.9 44

33 ïensitivitiesIofI’arketIïegmentsItoIïeparateIpdvertisingIïtrategiesWIJournaliofiMarketingUI1981UI
cdUIeb 11 14

32 “ewIreplacementIpartIbuyingWIIndustrialiMarketingiManagementUI1980UIhUIZabVZba 6.9 23

(1980-1988)
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31 xmpactIofI•hysicalIandI’entalIwandicapsIonIVacationITravelIqehaviorWIJournaliofiTraveliResearchUI
1980UIZgUIhVZZ 6.3 11

30 VacationItravelIplanningIsegmentsWIAnnalsiofiTourismiResearchUI1980UIfUIbgdVbhc 7.7 43

29 tvaluatingIronsumerI•rofilesIofIveneralIResponseUIsirectIResponseUIandIReaderIïerviceIxnquirersI
fromI’agazineIpdvertisingWIJournaliofiAdvertisingUI1979UIgUIZhVad 4.4 2

28 qeliefsIandIanticipatedIsituationsIinfluencingIintentionsItoIuseIdrugsWIPerceptualiandiMotoriSkillsUI
1979UIcgUIfcbVdZ 2.2 5

27 xnfluenceIofILowVqallingIonIquyersPIromplianceWIJournaliofiPsychology:iInterdisciplinaryiandiAppliedUI
1979UIZYZUIaZhVaaZ 2.7 8

26 ”rganizationsIbuyingIinInewItaskIandIrebuyIsituationsWIIndustrialiMarketingiManagementUI1979UIgUIfVZZ 6.9 64

25 r”“ïU’•Tx”“I”rrpïx”“Ix“uLUt“rtI”“Ir”“ïU’tRIqRp“sIrw”xrtISWIDecisioniSciencesUI1978UI
hUIafbVagc 3.7 10

24 ”rganizationalIbuyingIinIselectedIYugoslavIfirmsWIIndustrialiMarketingiManagementUI1978UIfUIbhZVbhd 6.9 7

23 ïituationalIandIextendedIattitudeImodelsIasIpredictorsIofImarijuanaIintentionsIandIreportedI
behaviorWIJournaliofiSocialiPsychologyUI1978UIZYeUIdfVef 2.3 13

22 TheItffectIofIpttitudesIandI•reviousIqehaviorIonIronsumerIrhoiceWIJournaliofiSocialiPsychologyUI
1977UIZYbUIZahVZbf 2.3 5

21 TravelerItvokedUIxneptUIandIxnertIïetsIofIVacationIsestinationsWIJournaliofiTraveliResearchUI1977UI
ZeUIZcVZg 6.3 104

20 TestingIvariationsIofIuishbeinPsIbehavioralIintentionImodelIwithinIaIconsumerIbehaviorIcontextWWI
JournaliofiAppliediPsychologyUI1977UIeaUIbdaVbdf 7.4 13

19 xmagesIonIservingImarijuanaUIalcoholicIbeveragesUIandIsoftIdrinksWIJournaliofiPsychology:i
InterdisciplinaryiandiAppliedUI1977UIheUIZZVc 2.7 3
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