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i Paper IF Citations

112 NavigatingLtheLemergenceLofLbrandLmeaningLinLserviceLecosystemsbLJournalkofkServicekManagementZL
2022ZLaheadaofaprintZLhji 7.4 0

111 TowardLSociallyLResponsibleLvusinessnLuLTypologyLofLValueLPosturesLinLNestedLServiceLycosystemsL
2022ZLgkeagme

110 woronavirusLcrisisLandLhealthLcarenLlearningLfromLaLserviceLecosystemLperspectivebLJournalkofkServicek
TheorykandkPracticeZL2021ZLgeZLffiafhj 3.1 15

109 TrajectoriesLofLinfluentialLconceptualLarticlesLinLserviceLresearchbLJournalkofkServicekManagementZL
2021ZLaheadaofaprintZL 7.4 4

108 efLTheLRoleLofLyngagementLPlatformsLinL“nnovationLycosystemsL2020ZLefmaehd 2

107 HowLtoLgetLgreatLresearchLcitedbLIndustrialkMarketingkManagementZL2020ZLlmZLueauk 6.9 4

106 HowLtoLundertakeLgreatLcrossadisciplinaryLresearchbLIndustrialkMarketingkManagementZL2020ZLmdZLueaui 6.9 7

105 NewLdirectionsLforLserviceLresearchnLrefreshingLtheLprocessLofLtheorizingLtoLincreaseLcontributionbL
JournalkofkServiceskMarketingZL2020ZLghZLheiahfl 4 16

104 yvolutionLofLserviceadominantLlogicnLTowardsLaLparadigmLandLmetatheoryLofLtheLmarketLandLvalueL
cocreationsbLIndustrialkMarketingkManagementZL2019ZLkmZLgaef 6.9 41

103 uctorLyngagementLinLNetworksnLxefiningLtheLwonceptualLxomainbLJournalkofkServicekResearchZL2019ZL
ffZLekgaell 6 107

102 VernetztesLvrandingnLyinL–onzeptLzurLMarkenpolitikLausLderLPerspektiveLderLServiceLxominantL
ȩogicbLSpringerkReferencekWirtschaftZL2019ZLefeaegm 0.2 1

101 wounterfeitingnLconceptualLissuesLandLimplicationsLforLbrandingbLJournalkofkProductkandkBrandk
ManagementZL2019ZLflZLkdkakem 4.3 8

100 MarketsLchangingZLchangingLmarketsnL“nstitutionalLworkLasLmarketLshapingbLMarketingkTheoryZL2019ZL
emZLgdeagfl 2.5 47

99 uctorLengagementLvalencebLJournalkofkServicekManagementZL2018ZLfmZLhmeaiej 7.4 22

98 uLsystemicLlogicLforLplatformLbusinessLmodelsbLJournalkofkServicekManagementZL2018ZLfmZLihjaijl 7.4 45

97 wustomerLengagementnLxevelopingLanLinnovativeLresearchLthatLhasLscholarlyLimpactbLJournalkofk
GlobalkScholarskofkMarketingkScienceZL2018ZLflZLfmeagdg 2.3 5

96 zutureLscenariosLofLtheLcollaborativeLeconomybLJournalkofkServicekManagementZL2018ZLfmZLlimallf 7.4 23
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95 xynamicsLandLdriversLofLcustomerLengagementnLwithinLtheLdyadLandLbeyondbLJournalkofkServicek
ManagementZL2018ZLfmZLhhgahjk 7.4 53

94 ynhancingLtheoryLdevelopmentLinLtheLdomainLofLrelationshipLmarketingnLhowLtoLavoidLtheLdangerL
ofLgettingLstuckLinLtheLmiddlebLJournalkofkServiceskMarketingZL2017ZLgeZLfdafg 4 22

93 vrandingLasLaLdynamicLcapabilitynLStrategicLadvantageLfromLintegratingLmeaningsLwithL
identificationbLMarketingkTheoryZL2017ZLekZLelgaemm 2.5 35

92 vroadeningLbrandLengagementLwithinLtheLserviceacentricLperspectivebLJournalkofkServicekTheorykandk
PracticeZL2017ZLfkZLgekaggi 3.1 5

91 xynamicLmultiaactorLengagementLinLnetworksnLtheLcaseLofLUnitedLvreaksLGuitarsbLJournalkofkServicek
TheorykandkPracticeZL2017ZLfkZLkglakjd 3.1 49

90 yngagementLplatformsLinLtheLsharingLeconomybLJournalkofkServicekTheorykandkPracticeZL2017ZLfkZLkjeakkk3.1 127

89 TheorizingLwithLmanagersLtoLbridgeLtheLtheoryapraxisLgapbLEuropeankJournalkofkMarketingZL2017ZLieZLeekgaeekk4.4 9

88 TheorizingLwithLmanagersnLhowLtoLachieveLbothLacademicLrigorLandLpracticalLrelevancesbLEuropeank
JournalkofkMarketingZL2017ZLieZLeegdaeeif 4.4 45

87 wommentaryLonLâ��WorkingLconsumersnLwoacreationLofLbrandLidentityZLconsumerLidentityZLandLbrandL
communityLidentityâ��bLJournalkofkBusinesskResearchZL2017ZLkdZLhgdahge 8.7 9

86 VernetztesLvrandingnLyinL–onzeptLzurLMarkenpolitikLausLderLPerspektiveLderLServiceLxominantL
ȩogicL2017ZLeaem

85 zorumLforLmarketsLandLmarketingLasLaLcontextLforLcollaborativeLtheorizingbLMarketingkTheoryZL2016ZL
ejZLfikafjd 2.5

84 ynhancingLtheoryLdevelopmentLinLserviceLresearchbLJournalkofkServicekManagementZL2016ZLfkZLfal 7.4 15

83 wountryLofLoriginLbrandingnLanLintegrativeLperspectivebLJournalkofkProductkandkBrandkManagementZL
2016ZLfiZLgffaggj 4.3 29

82 uctorLengagementLasLaLmicrofoundationLforLvalueLcoacreationbLJournalkofkBusinesskResearchZL2016ZL
jmZLgddlagdek 8.7 348

81 wertificationLandLauthenticationLofLbrandLvalueLpropositionsbLJournalkofkBrandkManagementZL2016ZL
fgZLkejakge 3.3 11

80 “mageZLbrandLrelationshipsLandLcustomerLvaluebLJournalkofkServicekTheorykandkPracticeZL2015ZLfiZLieakh 3.1 9

79 NoLOneLMeasureLzitsLullnLTowardsLaLMeaningfulLPortfolioLofLResearchLPerformanceLMeasuresnL
wommentaryLonLtheLSoutarZLWilkinsonZLSLYoungLarticlebLAustralasiankMarketingkJournalZL2015ZLfgZLejiaejj5 1

78 yxploringLdualitiesLofLserviceLinnovationnLimplicationsLforLserviceLresearchbLJournalkofkServicesk
MarketingZL2015ZLfmZLhgjahhe 4 28
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77
TheLRelevanceLofLtheLvusinessatoavusinesscwonsumerLxichotomyLinLwontemporaryLMarketingnLuL
wrossaNationalL“nvestigationbLDevelopmentskinkMarketingkScience:kProceedingskofkthekAcademykofk
MarketingkScienceZL2015ZLfdmafdm

0.1

76 wonsumerLvrandLyngagementLinLSocialLMedianLwonceptualizationZLScaleLxevelopmentLandL
ValidationbLJournalkofkInteractivekMarketingZL2014ZLflZLehmaeji 9.8 1232

75 TheorizingLaboutLresourceLintegrationLthroughLserviceadominantLlogicbLMarketingkTheoryZL2014ZLehZLfhmafjl2.5 82

74 veyondLvirtualitynLfromLengagementLplatformsLtoLengagementLecosystemsbLManagingkServicek
QualityZL2014ZLfhZLimfajee 172

73 TheLpluralityLofLcoaexistingLbusinessLmodelsnL“nvestigatingLtheLcomplexityLofLvalueLdriversbLIndustrialk
MarketingkManagementZL2013ZLhfZLkekakfm 6.9 54

72 wonsumerLengagementLinLaLvirtualLbrandLcommunitynLunLexploratoryLanalysisbLJournalkofkBusinessk
ResearchZL2013ZLjjZLediaeeh 8.7 1537

71 TheLbenefitsLofLmanufacturerLbrandsLtoLretailersbLEuropeankJournalkofkMarketingZL2012ZLhjZLeefkaeehm 4.4 18

70 ResourceLintegrationbLMarketingkTheoryZL2012ZLefZLfdeafdi 2.5 114

69 wustomerLyngagementnLwonceptualLxomainZLzundamentalLPropositionsZLandL“mplicationsLforL
ResearchbLJournalkofkServicekResearchZL2011ZLehZLfifafke 6 1670

68 ResponsenLudvancingLandLwonsolidatingL–nowledgeLuboutLwustomerLyngagementbLJournalkofk
ServicekResearchZL2011ZLehZLflgaflh 6 68

67 “mpactLofLServiceLzailurenLTheLProtectiveLȩayerLofLwustomerLRelationshipsbLJournalkofkServicek
ResearchZL2010ZLegZLfejaffm 6 73

66 wonsumptionLdecisionsLmadeLinLrestaurantsnLTheLcaseLofLwineLselectionbLFoodkQualitykandk
PreferenceZL2010ZLfeZLhgmahhf 5.8 27

65 ucademicL“nterfaceLwithLMarketingLPracticenLȩeadingLandLfollowingLandLNotLȩosingLtheLWaysbL
AustralasiankMarketingkJournalZL2010ZLelZLekkaekl 5 1

64 WineLserviceLmarketingZLvalueLcoacreationLandLinvolvementnLresearchLissuesbLInternationalkJournalkofk
WinekBusinesskResearchZL2009ZLfeZLggmagig 1.6 39

63 WineLpurchaseLdecisionsLandLconsumptionLbehavioursnL“nsightsLfromLaLprobabilityLsampleLdrawnLinL
uucklandZLNewLZealandbLFoodkQualitykandkPreferenceZL2009ZLfdZLgefagem 5.8 44

62 “nvestigatingLtheLserviceLbrandnLuLcustomerLvalueLperspectivebLJournalkofkBusinesskResearchZL2009ZL
jfZLghiagii 8.7 265

61 wontemporaryLMarketingLPracticesLresearchLprogramnLaLreviewLofLtheLfirstLdecadebLJournalkofk
BusinesskandkIndustrialkMarketingZL2008ZLfgZLlhamh 3 38

60 “sLeamarketingLcomingLofLagesLunLexaminationLofLtheLpenetrationLofLeamarketingLandLfirmL
performancebLJournalkofkInteractivekMarketingZL2007ZLfeZLfafe 9.8 81
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59 TheLinfluenceLofLbrandLimageLandLcompanyLreputationLwhereLmanufacturersLmarketLtoLsmallLfirmsnL
uLcustomerLvalueLperspectivebLIndustrialkMarketingkManagementZL2007ZLgjZLfgdafhd 6.9 447

58 SourcesLofLbrandLbenefitsLinLmanufactureraresellerLvfvLrelationshipsbLJournalkofkBusinesskandk
IndustrialkMarketingZL2007ZLffZLhddahdm 3 44

57 TheLinfluenceLofLinvolvementLonLpurchaseLintentionLforLnewLworldLwinebLFoodkQualitykandk
PreferenceZL2007ZLelZLedggaedhm 5.8 157

56 ResearchingLtheLServiceLxominantLȩogicLâ��LNormativeLPerspectiveLversusLPracticebLAustralasiank
MarketingkJournalZL2007ZLeiZLkjalg 5 11

55 TheLserviceLbrandLandLtheLserviceadominantLlogicnLmissingLfundamentalLpremiseLorLtheLneedLforL
strongerLtheorysbLMarketingkTheoryZL2006ZLjZLgjgagkm 2.5 140

54 udvancingLunderstandingnLtheLcontributionLofLmultiamethodLactionLresearchabasedLapproachesLtoL
knowledgeLcreationbLInternationalkJournalkofkLearningkandkChangeZL2006ZLeZLfek 0.2 4

53 vuyeraSellerLRelationshipsnLuustralasianLResearchLandLReflectionsbLJournalkofkCustomerkBehaviorZL
2005ZLhZLefkaehj 2.4 10

52
venchmarkingLbusinessatoabusinessLmarketingLpracticesLinLemergingLandLdevelopedLeconomiesnL
urgentinaLcomparedLtoLtheLUSuLandLNewLZealandbLJournalkofkBusinesskandkIndustrialkMarketingZL
2004ZLemZLgljagmj

3 24

51 ProfilingLMarketingLPracticeLinLanLymergingLyconomybLJournalkofkGlobalkMarketingZL2004ZLekZLjkame 2.4 21

50 yquityLinLcorporateLcoabrandingbLEuropeankJournalkofkMarketingZL2003ZLgkZLedldaedmh 4.4 98

49 ussessingLtheLRoleLofLeaMarketingLinLwontemporaryLMarketingLPracticebLJournalkofkMarketingk
ManagementZL2003ZLemZLlikalle 3.2 23

48 ussessingLtheLRoleLofLeaMarketingLinLwontemporaryLMarketingLPracticebLJournalkofkMarketingk
ManagementZL2003ZLemZLlikalle 3.2 7

47 TheLwhallengeLtoLincludeLRelationalLwonceptsbLMarketingkTheoryZL2002ZLfZLggmaghg 2.5 3

46 HowLzirmsLRelateLtoLTheirLMarketsnLunLympiricalLyxaminationLofLwontemporaryLMarketingL
PracticesbLJournalkofkMarketingZL2002ZLjjZLggahj 11 326

45 TowardsLaLTheoryLofLMarketplaceLyquitynL“ntegratingLvrandingLandLRelationshipLThinkingLwithL
zinancialLThinkingbLMarketingkTheoryZL2002ZLfZLiafl 2.5 37

44 HypothesesLinLMarketingLSciencenLȩiteratureLReviewLandLPublicationLuuditbLMarketingkLettersZL2001ZL
efZLekeaelk 2.3 83

43 TransformingLaLPublicLServiceLOrganizationLfromLinsideLOutLtoLOutsideLinnLTheLwaseLofLuucklandL
wityZLNewLZealandbLJournalkofkServicekResearchZL2001ZLhZLidaim 6 24

42 wontemporaryLmarketingLpracticesLofLconsumerLandLbusinessatoabusinessLfirmsnLhowLdifferentLareL
theysbLJournalkofkBusinesskandkIndustrialkMarketingZL2001ZLejZLglfahdd 3 85
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41 yconometricLModelsLforLzorecastingLMarketLSharebLProfileskinkOperationskResearchZL2001ZLimkajee 1 3

40 PluralismLinLcontemporaryLmarketingLpracticesbLInternationalkJournalkofkBankkMarketingZL2000ZLelZLfmhagdl4 45

39 “ntegratingLTransactionalLandLRelationalLMarketingLyxchangenLuLPluralisticLPerspectivebLJournalkofk
MarketingkTheorykandkPracticeZL2000ZLlZLeeafd 2.2 30

38 RetailLServiceLvrandingLinLylectronicawommerceLynvironmentsbLJournalkofkServicekResearchZL2000ZLgZLeklaelj6 81

37 vuildingLmodelsLforLmarketingLdecisionsnbLInternationalkJournalkofkResearchkinkMarketingZL2000ZLekZLegiaegm5.5 6

36 “ncreasingLtheLRelevanceLandLProductivityLofLucademicLResearchLinLMarketingLinLuustraliaLandLNewL
ZealandbLAustralasiankMarketingkJournalZL2000ZLlZLleali 5 6

35 unLinvestigationLofLmarketingLpracticeLbyLfirmLsizebLJournalkofkBusinesskVenturingZL2000ZLeiZLifgaihi 8.3 180

34 UnderstandingLtheLwharacteristicsLofLPriceLylasticitiesLforLzrequentlyLPurchasedLPackagedLGoodsbL
JournalkofkMarketingkManagementZL2000ZLejZLmekamgj 3.2 20

33 RelationshipLMarketingLinLylectronicLwommerceLynvironmentsbLJournalkofkInformationkTechnologyZL
1999ZLehZLgemagge 2.7 10

32 RelationshipLmarketingLinLelectronicLcommerceLenvironmentsbLJournalkofkInformationkTechnologyZL
1999ZLehZLgemagge 2.7 36

31 zromLtransactionLtoLrelationshipLmarketingnLanLinvestigationLofLmanagerialLperceptionsLandL
practicesbLJournalkofkStrategickMarketingZL1998ZLjZLekeaelj 2.7 42

30 HowLadvertisingLslogansLcanLprimeLevaluationsLofLbrandLextensionsnLfurtherLempiricalLresultsbL
JournalkofkProductkandkBrandkManagementZL1998ZLkZLhmkaidl 4.3 44

29 TheLimportanceLofLbrandaspecificLassociationsLinLbrandLextensionnLfurtherLempiricalLresultsbLJournalk
ofkProductkandkBrandkManagementZL1998ZLkZLidmaiel 4.3 20

28 UnderstandingLcontemporaryLmarketingnLxevelopmentLofLaLclassificationLschemebLJournalkofk
MarketingkManagementZL1997ZLegZLideaiff 3.2 192

27 TowardsLaLparadigmLshiftLinLmarketingsLunLexaminationLofLcurrentLmarketingLpracticesbLJournalkofk
MarketingkManagementZL1997ZLegZLglgahdj 3.2 214

26 xoLmanagersLov¨'rreactLtoLeachLothersTLpromotionalLactivitysLzurtherLempiricalLevidencebL
InternationalkJournalkofkResearchkinkMarketingZL1996ZLegZLgkmaglk 5.5 25

25 wonditionsLwhenLmarketLshareLmodelsLareLusefulLforLforecastingnLfurtherLempiricalLresultsbL
InternationalkJournalkofkForecastingZL1994ZLedZLfkkafli 5.3 9

24 yffectsLofLportfolioLplanningLmethodsLonLdecisionLmakingnLyxperimentalLresultsbLInternationalk
JournalkofkResearchkinkMarketingZL1994ZLeeZLkgalh 5.5 66
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23 PortfolioLplanningLmethodsnLzaultyLapproachLorLfaultyLresearchsbLInternationalkJournalkofkResearchk
inkMarketingZL1994ZLeeZLmeamg 5.5 4

22 wonsumerLevaluationsLofLbrandLextensionsnLzurtherLempiricalLresultsbLInternationalkJournalkofk
ResearchkinkMarketingZL1993ZLedZLhkaig 5.5 109

21 zorecastingLcriminalLsentencingLdecisionsbLInternationalkJournalkofkForecastingZL1993ZLmZLhmajd 5.3 4

20 PredictiveLaccuracyLofLsimpleLversusLcomplexLeconometricLmarketLshareLmodelsbLInternationalk
JournalkofkForecastingZL1992ZLlZLjegajfj 5.3 10

19 SegmentationLandLmarketLstructureLwhenLbothLconsumerLandLsituationalLcharacteristicsLareL
explanatorybLPsychologykandkMarketingZL1992ZLmZLgmiahdl 3.9

18 MarketingLPlanningLandLPerformancenbLJournalkofkGlobalkMarketingZL1991ZLhZLhmajl 2.4

17 TheLforecastingLaccuracyLofLmarketLshareLmodelsLusingLpredictedLvaluesLofLcompetitiveLmarketingL
behaviorbLInternationalkJournalkofkForecastingZL1991ZLkZLeekaeel 5.3

16 zorecastingLcompetitorsTLactionsbLInternationalkJournalkofkForecastingZL1990ZLjZLkiall 5.3 15

15 TheL“nfluenceLofLudvertisingLonLTobaccoLwonsumptionnLaLreplyLtoLvoddewynbLAddictionZL1989ZLlhZLefjgaefji4.6 3

14 TheL“nfluenceLofLudvertisingLonLTobaccoLwonsumptionnLaLreplyLtoL”acksonLSLykelundbLAddictionZL
1989ZLlhZLefieaefih 4.6 9

13 MeasuringLwhannelLSensitivitiesLtoLNewL“ndustrialLServiceLxesignsnLManagerialL“mplicationsbL
EuropeankJournalkofkMarketingZL1989ZLfgZLidaim 4.4 4

12 TestingLacceptanceLofLaLnewLindustrialLservicebLIndustrialkMarketingkManagementZL1988ZLekZLjiake 6.9 8

11 “mpactLofLcigaretteLadvertisingLonLaggregateLdemandLforLcigarettesLinLNewLZealandbLAddictionZL
1988ZLlgZLhdmaeh 4.6 32

10 zorecastingLmethodsLforLmarketingbLInternationalkJournalkofkForecastingZL1987ZLgZLgiiagkj 5.3 45

9 uLcomparisonLofLtheLshortLtermLforecastingLaccuracyLofLeconometricLandLnaiveLextrapolationL
modelsLofLmarketLsharebLInternationalkJournalkofkForecastingZL1987ZLgZLhfgahgk 5.3 45

8 ReplyLtoLtheLcommentarybLInternationalkJournalkofkForecastingZL1987ZLgZLhjeahjf 5.3 4

7 udvertisingaversusamarketingLmixLcarryoverLeffectsnLunLempiricalLevaluationbLJournalkofkBusinessk
ResearchZL1987ZLeiZLfjmaflk 8.7 6

6 uttractionLversusLȩinearLandLMultiplicativeLMarketLShareLModelsnLunLympiricalLyvaluationbLJournalk
ofkMarketingkResearchZL1984ZLfeZLemhafde 5.2 47

(1984-1994)
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5 uttractionLversusLȩinearLandLMultiplicativeLMarketLShareLModelsnLunLympiricalLyvaluationbLJournalk
ofkMarketingkResearchZL1984ZLfeZLemh 5.2 53

4 vrandLyquityLandLtheLValueLofLMarketingLussetsWgkmagmj 2

3 uLNegativeLuctorLyngagementLScaleLforLOnlineL–nowledgeaSharingLPlatformsbLAustralasiank
MarketingkJournalZelgmgghmfeedffd 5 1

2 PracticeLPerspectiveLofLtheLMarketingLOrganisationgjiagkl 2

1 ResearchLperformanceLofLuustralianLandLNewLZealandLmarketingLacademicsnLuchievingLrigorLandL
relevancebLAustralasiankMarketingkJournalZehhegilfffedmhd 5 2
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