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k Paper IF Citations

110 TheOvalueOrelevanceOofOdigitalOmarketingOcapabilitiesOtoOfirmOperformanceffOJournalsofsthesAcademys
ofsMarketingsSciencedO2022dOiejk 12.4 1

109 SavingOmoneyOorOlosingOfacewOynOinternationalOstudyOonOsocialOstigmatizationOinOdiscountOstoresfO
PsychologysandsMarketingdO2021dOkpdOqhpeqkj 3.9 1

108 –igitalObusinessOcapabilityrOitsOimpactOonOfirmOandOcustomerOperformancefOJournalsofsthesAcademysofs
MarketingsSciencedO2021dOlqdOonjeopq 12.4 8

107 IncentivizingOofOinsideOsalesOunitsOâ��OtheOinterplayOofOincentiveOtypesOandOunitOstructuresfOJournalsofs
PersonalsSellingsandsSalessManagementdO2021dOlidOipieiqq 3.4 2

106 ToleratingOandOManagingOFailurerOynOOrganizationalOPerspectiveOonO’ustomerOReacquisitionO
ManagementfOJournalsofsMarketingdO2020dOpldOiioeikn 11 10

105 MarketingO—xcellencerONaturedOMeasurementdOandOInvestorOValuationsfOJournalsofsMarketingdO2020dO
pldOiejj 11 21

104 PreispolitikO2020dOojiepjl

103 FormulierungdOzewertungOundOyuswahlOvonOMarketingstrategienO2020dOmlkemqi

102 MarketingeOundOVertriebsorganisationO2020dOijkmeijol

101 MarketingeOundOVertriebscontrollingO2020dOijqqeikkm

100 üandelsmarketingO2020dOihqmeiikq

99 ProduktpolitikO2020dOmqoeoiq

98 –asOVerhaltenOderOWettbewerberO2020dOjkqejnm

97 –atenanalyseOundOeinterpretationO2020dOkmkelnk

96 —insatzOdesOMarketingmixOimOKundenbeziehungsmanagementO2020dOihjieihlq

95 –asOVerhaltenOderOKonsumentenO2020dOjmeimj

94 zusinessetoezusinesseMarketingO2020dOiilieiiop
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93 TheORoleOofO–epartmentalOThoughtOWorldsOinOShapingO—scalationOofO’ommitmentOinONewOProductO
–evelopmentOProjectsfOJournalsofsProductsInnovationsManagementdO2020dOkodOlpeok 7.1 7

92 ärundlagenOdesOMarketingmanagementsO2020dO 2

91 —nhancingOinnovationOcommercializationOthroughOsupervisorâ��salesOrepOfitfOJournalsofsthesAcademysofs
MarketingsSciencedO2019dOlodOnpieohi 12.4 6

90 MessungOvonOMarkenzufriedenheitOundOMarkenloyalitˆ⁄tfOSpringersReferencesWirtschaftdO2019dOijpqeikhn 0.2

89 SupportingONewOProductOLaunchesOWithOSocialOMediaO’ommunicationOandOOnlineOydvertisingrOSalesO
VolumeOandOProfitOImplicationsfOJournalsofsProductsInnovationsManagementdO2019dOkndOiojeiqm 7.1 20

88 —ffectiveOcustomerOjourneyOdesignrOconsumersâ��OconceptiondOmeasurementdOandOconsequencesfO
JournalsofsthesAcademysofsMarketingsSciencedO2019dOlodOmmiemnp 12.4 82

87 SteeringOtheOSalesOForceOforONewOProductOSellingrOWhyOIsOitO–ifferentdOandOüowO’anOFirmsOMotivateO
–ifferentOSalesORepswfOJournalsofsProductsInnovationsManagementdO2019dOkndOjpjekhl 7.1 6

86 yddressingOaOproductOmanagementVsOorphanrOüowOtoOexternallyOimplementOproductOeliminationsOinO
aOzjzOsettingfOIndustrialsMarketingsManagementdO2018dOnpdOmneok 6.9 3

85 ’ustomerOexperienceOmanagementrOtowardOimplementingOanOevolvingOmarketingOconceptfOJournals
ofsthesAcademysofsMarketingsSciencedO2017dOlmdOkooelhi 12.4 347

84 TheOcontingentOrolesOofORU–â��salesOversusORU–â��marketingOcooperationOinOneweproductO
developmentOofObusinessetoebusinessOfirmsfOInternationalsJournalsofsResearchsinsMarketingdO2017dOkldOjijejkh5.5 27

83 TowardOaO–ifferentiatedOUnderstandingOofOtheOValuee’reationO’hainfOBritishsJournalsofsManagement
dO2017dOjpdOlllelnk 5.6 4

82 TheOcatbirdOseatOofOtheOsalesOforcerOüowOsalesOforceOintegrationOleadsOtoOnewOproductOsuccessfO
InternationalsJournalsofsResearchsinsMarketingdO2017dOkldOlnjeloq 5.5 11

81 MotivatingOSalesORepsOforOInnovationOSellingOinO–ifferentO’ulturesfOJournalsofsMarketingdO2016dOphdOihieijh11 46

80 TheoretischeOPerspektivenOzurOKundenzufriedenheitO2016dOioemj 3

79 MessungOvonOMarkenzufriedenheitOundOMarkenloyalitˆ⁄tO2016dOieip

78 PatientOempowermentrOyOcrossediseaseOexplorationOofOantecedentsOandOconsequencesfOInternationals
JournalsofsResearchsinsMarketingdO2015dOkjdOkomekpn 5.5 37

77 NewOProductO–esignrO’onceptdOMeasurementdOandO’onsequencesfOJournalsofsMarketingdO2015dOoqdOliemn 11 220

76 TalentedOpeopleOandOstrongObrandsrOTheOcontributionOofOhumanOcapitalOandObrandOequityOtoOfirmO
valuefOStrategicsManagementsJournaldO2015dOkndOjijjejiki 5.2 88

(2015-2020)
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75 TheOlossOofOtheOmarketingOdepartmentâ��sOinfluencerOisOitOreallyOhappeningwOyndOwhyOworrywfOJournalsofs
thesAcademysofsMarketingsSciencedO2015dOlkdOieik 12.4 153

74 üowOpriceOcomplexityOtakesOitsOtollrOTheOneglectedOroleOofOaOsimplicityObiasOandOfairnessOinOpriceO
evaluationsfOJournalsofsBusinesssResearchdO2014dOnodOiiileiijj 8.7 51

73 LookingObeyondOtheOüorizonrOüowOtoOypproachOtheO’ustomersâ��O’ustomersOinOzusinessetoezusinessO
MarketsfOJournalsofsMarketingdO2014dOopdOmpeoo 11 49

72 —xploringOSubsidiaryO–esireOforOyutonomyrOyO’onceptualOFrameworkOandO—mpiricalOFindingsfOJournals
ofsInternationalsMarketingdO2014dOjjdOjielk 3.9 140

71 FirmOValueO’reationOthroughOMajorO’hannelO—xpansionsrO—videnceOfromOanO—ventOStudyOinOtheO
UnitedOStatesdOäermanydOandO’hinafOJournalsofsMarketingdO2014dOopdOkpeni 11 150

70 InternalOandOexternalOpriceOsearchOinOindustrialObuyingrOTheOmoderatingOroleOofOcustomerO
satisfactionfOJournalsofsBusinesssResearchdO2014dOnodOimpieimpp 8.7 18

69 –elusiveOperceptionâ��antecedentsOandOconsequencesOofOsalespeopleâ��sOmisperceptionOofOcustomerO
commitmentfOJournalsofsthesAcademysofsMarketingsSciencedO2014dOljdOikoeimk 12.4 6

68 FirmehostedOonlineObrandOcommunitiesOandOnewOproductOsuccessfOJournalsofsthesAcademysofs
MarketingsSciencedO2014dOljdOjqelp 12.4 105

67 Incumbentsâ��OdefenseOstrategiesrOaOcomparisonOofOdeterrenceOandOshakeoutOstrategyObasedOonO
evolutionaryOgameOtheoryfOJournalsofsthesAcademysofsMarketingsSciencedO2013dOlidOipmejhm 12.4 15

66 ’orporateOSocialOResponsibilityOinOzusinessetoezusinessOMarketsrOüowOOrganizationalO’ustomersO
yccountOforOSupplierO’orporateOSocialOResponsibilityO—ngagementfOJournalsofsMarketingdO2013dOoodOmleoj11 219

65 —nsuringOinternationalOcompetitivenessrOaOconfigurativeOapproachOtoOforeignOmarketingOsubsidiariesfO
JournalsofsthesAcademysofsMarketingsSciencedO2012dOlhdOjqhekij 12.4 11

64 IncentivizingO’—OsOtoObuildOcustomereOandOemployeeefirmOrelationsOforOhigherOcustomerOsatisfactionO
andOfirmOvaluefOJournalsofsthesAcademysofsMarketingsSciencedO2012dOlhdOolmeomp 12.4 39

63 üowOtoOOrganizeOPricingwOVerticalO–elegationOandOüorizontalO–ispersionOofOPricingOyuthorityfO
JournalsofsMarketingdO2012dOondOlqenq 11 56

62 MarketingOPerformanceOMeasurementOSystemsrO–oesO’omprehensivenessOReallyOImproveO
PerformancewfOJournalsofsMarketingdO2012dOondOmneoo 11 121

61 WhatO–rivesOKeyOInformantOyccuracywfOJournalsofsMarketingsResearchdO2012dOlqdOmqlenhp 5.2 148

60 TheoretischeOPerspektivenOzurOKundenzufriedenheitO2012dOioemj 8

59 –atenanalyseOundOeinterpretationO2012dOkiqeljh

58 —insatzOdesOMarketingmixOimOKundenbeziehungsmanagementO2012dOqjieqll
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57 MarketingeOundOVertriebscontrollingO2012dOiinoeiiqq

56 ProduktpolitikO2012dOmlkenlo

55 zusinessetoezusinesseMarketingO2012dOihjkeihmn

54 –asOVerhaltenOderOKonsumentenO2012dOjmeikp

53 WhenOShouldOtheO’ustomerOReallyObeOKingwOOnOtheOOptimumOLevelOofOSalespersonO’ustomerO
OrientationOinOSalesO—ncountersfOJournalsofsMarketingdO2011dOomdOmmeol 11 459

52
WhenOdoesOsalespeopleâ��sOcustomerOorientationOleadOtoOcustomerOloyaltywOTheOdifferentialOeffectsOofO
relationalOandOfunctionalOcustomerOorientationfOJournalsofsthesAcademysofsMarketingsSciencedO2011dO
kqdOoqmepij

12.4 137

51 WhenOsalespeopleOdevelopOnegativeOheadquartersOstereotypesrOperformanceOeffectsOandO
managerialOremediesfOJournalsofsthesAcademysofsMarketingsSciencedO2011dOkqdOnnlenpj 12.4 17

50 —rfolgsfaktorenOderOSteuerungOderOMarktbearbeitungO2011dOkejl

49 ProfessionellesOVertriebsmanagementOâ��O–erOStatusOQuoOinOForschungOundOPraxisO2011dOkeki 3

48 ’ustomerOSatisfactiondOynalystOStockORecommendationsdOandOFirmOValuefOJournalsofsMarketings
ResearchdO2010dOlodOihlieihmp 5.2 117

47 SocialOinfluenceOonOsalespeopleâ��sOadoptionOofOsalesOtechnologyrOaOmultilevelOanalysisfOJournalsofsthes
AcademysofsMarketingsSciencedO2010dOkpdOimqeinp 12.4 92

46 OnOtheOimportanceOofOcomplaintOhandlingOdesignrOaOmultielevelOanalysisOofOtheOimpactOinOspecificO
complaintOsituationsfOJournalsofsthesAcademysofsMarketingsSciencedO2010dOkpdOjnmejpo 12.4 42

45 yOcustomerOperspectiveOonOproductOeliminationsrOhowOtheOremovalOofOproductsOaffectsOcustomersO
andObusinessOrelationshipsfOJournalsofsthesAcademysofsMarketingsSciencedO2010dOkpdOmkiemlq 12.4 33

44 üowOpriceOincreasesOaffectOfutureOpurchasesrOTheOroleOofOmentalObudgetingdOincomedOandOframingfO
PsychologysandsMarketingdO2010dOjodOknemk 3.9 30

43 äestaltungOdesOzeschwerdemanagementsOâ��O—ineOintegrativeOzetrachtungO2010dOjqoekjl

42 ImplementingOtheOMarketingO’onceptOatOtheO—mployeee’ustomerOInterfacerOTheORoleOofO’ustomerO
NeedOKnowledgefOJournalsofsMarketingdO2009dOokdOnlepi 11 191

41 SocialOIdentityOandOtheOServiceeProfitO’hainfOJournalsofsMarketingdO2009dOokdOkpeml 11 441

40 ImplementingOtheOMarketingO’onceptOatOtheO—mployeeâ��’ustomerOInterfacerOTheORoleOofO’ustomerO
NeedOKnowledgefOJournalsofsMarketingdO2009dOokdOnlepi 11 186

(2009-2012)
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39 PreannouncingOpioneeringOversusOfollowerOproductsrOwhatOshouldOtheOmessageObewfOJournalsofsthes
AcademysofsMarketingsSciencedO2009dOkodOkihekjo 12.4 37

38 –erO—influssOvonONeuproduktvorankˆ…ndigungenOaufOdenOShareholderOValuerO—ineOempirischeO
UntersuchungfOJournalsofsBusinesssEconomicsdO2009dOoqdOomieooq 2.3 2

37 ’onfigurationsOofOMarketingOandOSalesrOyOTaxonomyfOJournalsofsMarketingdO2008dOojdOikkeiml 11 156

36 SatisfactiondO’omplaintdOandOtheOStockOValueOäapfOJournalsofsMarketingdO2008dOojdOjqelk 11 49

35 äestaltungOundO—rfolgsauswirkungenOderOybsatzplanungrO—ineObranchenˆ…bergreifendeOempirischeO
ynalysefOSchmalenbachssZeitschriftsFursBetriebswirtschaftlichesForschungdO2008dOnhdOnklenoh 0.2 13

34 SatisfactiondO’omplaintdOandOtheOStockOValueOäapfOJournalsofsMarketingdO2008dOojdOjqelk 11 66

33 UnderstandingOtheOadoptionOofOnewObrandsOthroughOsalespeoplerOaOmultilevelOframeworkfOJournals
ofsthesAcademysofsMarketingsSciencedO2008dOkndOjopejqi 12.4 56

32 ResponsivenessOtoO’ustomersOandO’ompetitorsrOTheORoleOofOyffectiveOandO’ognitiveOOrganizationalO
SystemsfOJournalsofsMarketingdO2007dOoidOipekp 11 131

31 SeeOnoOevildOhearOnoOevildOspeakOnoOevilrOaOstudyOofOdefensiveOorganizationalObehaviorOtowardsO
customerOcomplaintsfOJournalsofsthesAcademysofsMarketingsSciencedO2007dOkmdOmjkemkn 12.4 86

30 üowOtoOgetOlostOcustomersObackwfOJournalsofsthesAcademysofsMarketingsSciencedO2007dOkmdOlnielol 12.4 72

29 TheOThoughtOWorldsOofOMarketingOandOSalesrOWhichO–ifferencesOMakeOaO–ifferencewfOJournalsofs
MarketingdO2007dOoidOijleilj 11 248

28 NeglectedOOutcomesOofO’ustomerOSatisfactionfOJournalsofsMarketingdO2007dOoidOikkeilq 11 282

27 zetriebswirtschaftslehreOalsO—mpirischeOWissenschaftOâ��OzestandsaufnahmeOundO—mpfehlungenfO
SchmalenbachssZeitschriftsFursBetriebswirtschaftlichesForschungdO2007dOmqdOjoenh 0.2 24

26 ’ustomersâ��OreactionsOtoOpriceOincreasesrO–oOcustomerOsatisfactionOandOperceivedOmotiveOfairnessO
matterwfOJournalsofsthesAcademysofsMarketingsSciencedO2005dOkkdOknelq 12.4 160

25 üowOOrganizationalO’omplaintOüandlingO–rivesO’ustomerOLoyaltyrOynOynalysisOofOtheOMechanisticO
andOtheOOrganicOypproachfOJournalsofsMarketingdO2005dOnqdOqmeiil 11 308

24 –oOSatisfiedO’ustomersOReallyOPayOMorewOyOStudyOofOtheORelationshipObetweenO’ustomerO
SatisfactionOandOWillingnessOtoOPayfOJournalsofsMarketingdO2005dOnqdOpleqn 11 980

23 yOMarketingOPerspectiveOonOMergersOandOycquisitionsrOüowOMarketingOIntegrationOyffectsO
PostmergerOPerformancefOJournalsofsMarketingdO2005dOnqdOqmeiik 11 476

22 TheOlinkObetweenOsalespeopleâ��sOjobOsatisfactionOandOcustomerOsatisfactionOinOaObusinessetoebusinessO
contextrOyOdyadicOanalysisfOJournalsofsthesAcademysofsMarketingsSciencedO2004dOkjdOilleimp 12.4 270
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21 TheORoleOofOSoftOFactorsOinOImplementingOaOServiceeOrientedOStrategyOinOIndustrialOMarketingO
’ompaniesfOJournalsofsBusiness-to-BusinesssMarketingdO2003dOihdOjkemi 2.3 168

20 OppositesOyttractdObutOSimilarityOWorksrOyOStudyOofOInterorganizationalOSimilarityOinOMarketingO
’hannelsfOJournalsofsBusiness-to-BusinesssMarketingdO2002dOihdOkieml 2.3 20

19 yO’onfigurationalOPerspectiveOonOKeyOyccountOManagementfOJournalsofsMarketingdO2002dOnndOkpenh 11 278

18 ServiceOOrientationOofOaORetailerVsOzusinessOStrategyrO–imensionsdOyntecedentsdOandOPerformanceO
OutcomesfOJournalsofsMarketingdO2002dOnndOpneihi 11 316

17 ShouldOmarketingObeOcrossefunctionalwO’onceptualOdevelopmentOandOinternationalOempiricalO
evidencefOJournalsofsBusinesssResearchdO2002dOmmdOlmielnm 8.7 126

16 PersonalOcharacteristicsOasOmoderatorsOofOtheOrelationshipObetweenOcustomerOsatisfactionOandO
loyaltyâ��anOempiricalOanalysisfOPsychologysandsMarketingdO2001dOipdOlkenn 3.9 653

15 TowardsOanOImprovedOUnderstandingOofOIndustrialOzuyingOzehaviorrO–eterminantsOofOtheONumberOofO
SuppliersfOJournalsofsBusiness-to-BusinesssMarketingdO2001dOpdOmekk 2.3 27

14 zuyerâ��SupplierORelationshipsOandO’ustomerOFirmO’ostsfOJournalsofsMarketingdO2001dOnmdOjqelk 11 539

13 ’ustomerOsatisfactionOinOindustrialOmarketsrOdimensionalOandOmultipleOroleOissuesfOJournalsofs
BusinesssResearchdO2001dOmjdOimekk 8.7 171

12 yOMultipleeLayerOModelOofOMarketeOrientedOOrganizationalO’ulturerOMeasurementOIssuesOandO
PerformanceOOutcomesfOJournalsofsMarketingsResearchdO2000dOkodOllqelnj 5.2 784

11 –oesO’ustomerOInteractionO—nhanceONewOProductOSuccesswfOJournalsofsBusinesssResearchdO2000dOlqdOieil 8.7 460

10 RetaliatoryOzehaviorOtoONewOProductO—ntryfOJournalsofsMarketingdO1999dOnkdOqheihn 11 76

9 RetaliatoryOzehaviorOtoONewOProductO—ntryfOJournalsofsMarketingdO1999dOnkdOqh 11 65

8 MarketingVsOInfluenceOwithinOtheOFirmfOJournalsofsMarketingdO1999dOnkdOi 11 192

7 TowardsOanOImprovedOUnderstandingOofOIndustrialOServicesrOQualityO–imensionsOandOTheirOImpactOonO
zuyereSellerORelationshipsfOJournalsofsBusiness-to-BusinesssMarketingdO1999dOndOkqeoi 2.3 76

6 MarketeOrientedOManagementrOyOSystemsezasedOPerspectivefOJournalsofsMarket-Focuseds
ManagementdO1999dOldOioeli 68

5 üierarchicalOmultieobjectiveOdecisionOmakingfOEuropeansJournalsofsOperationalsResearchdO1998dOihmdOimmeini5.6 14

4 ypplicationsOofOstructuralOequationOmodelingOinOmarketingOandOconsumerOresearchrOyOreviewfO
InternationalsJournalsofsResearchsinsMarketingdO1996dOikdOikqeini 5.5 1206

(1996-2003)
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3 ’rosseValidationOandOInformationO’riteriaOinO’ausalOModelingfOJournalsofsMarketingsResearchdO1991dO
jpdOiko 5.2 25

2 ’rosseValidationOandOInformationO’riteriaOinO’ausalOModelingfOJournalsofsMarketingsResearchdO1991dO
jpdOikoeill 5.2 22

1 WageOInequalityrOItsOImpactOonO’ustomerOSatisfactionOandOFirmOPerformancefOJournalsofsMarketingdhhjjjljqjiihjnn11 3
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