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Looking at you: celebrity direct eye gaze influences social media post effectiveness. European Journal
of Marketing, 2020, 54, 3051-3076.
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Political ideology and brand attachment. International Journal of Research in Marketing, 2019, 36,
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consumer judgments. Psychology and Marketing, 2019, 36, 102-112.
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Research in Marketing, 2018, 35, 509-523. :

Spot the difference: examining facial characteristics that enhance spokesperson effectiveness.
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Consumer socialization agency in tourism decisions. Journal of Vacation Marketing, 2018, 24, 234-246. 4.3 8
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How a Smile Can Make a Difference: Enhancing the Persuasive Appeal Of Celebrity Endorsers. Journal

of Advertising Research, 2018, 58, 51-64.

Examining the Effectiveness of Fear Appeals in Prompting Help-Seeking: The Case of At-Risk Gamblers. 8.2 14
Psychology and Marketing, 2017, 34, 648-660. )
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Using sublexical priming to enhance brand name phonetic symbolism effects in young children.
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