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53 TheNInterplayNwetweenNOnlineNxonsumerNöeviewsNandNöecommenderNüystemsoNvnNzxperimentalN
vnalysisbNInternationalhJournalhofhElectronichCommerceZN2014ZNenZNefnaekf 5.4 39
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50 vNcomparisonNofNtheNeffectivenessNofNeamailNcouponsNandNmobileNtextNmessageNcouponsNforNdigitalN
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49 yualNeffectabasedNmarketNsegmentationNandNpriceNoptimizationbNJournalhofhBusinesshResearchZN2013ZN
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InterfacesZN2012ZNhfZNgfnaggm 0.7 25

44 ßricingNofNflexibleNproductsbNReviewhofhManagerialhScienceZN2012ZNkZNgkeaglh 3.9 10

43 yigitalisierungNundN“onvergenzNvonNOnlineaNundNOfflineaWeltbNJournalhofhBusinesshEconomicsZN2012ZN
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42 ßayNWhatNYouNWantNasNaN–arketingNütrategyNinN–onopolisticNandNxompetitiveN–arketsbNSSRNh
ElectronichJournalZN2012ZN 1 2
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38 ßredictionN–arketsN2012ZN 2
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36 xollectiveNentrepreneurshipNatNäualcommoNcombiningNcollectiveNandNentrepreneurialNpracticesNtoN
turnNemployeeNideasNintoNactionbNRhandhDhManagementZN2011ZNheZNhhgahik 4.1 27
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35 TheNsocialNembeddednessNofNdecisionNmakingoNopportunitiesNandNchallengesbNElectronichMarketsZN
2011ZNfeZNemiaeni 4.8 18

34 wIüzNâ��NxallNforNßapersNIssueNgcfdegbNBusinesshandhInformationhSystemshEngineeringZN2011ZNgZNgnnahdh 3.8

33 WINâ��NxallNforNßapersN…eftNgcfdegbNBusinesshohInformationhSystemshEngineeringZN2011ZNigZNgngagng

32 OptimalNöeverseaßricingN–echanismsbNMarketinghScienceZN2010ZNfnZNedimaedld 3.6 17

31 “ishoNWhereNxustomersNßayNvsNTheyNWishbNReviewhofhMarketinghScienceZN2010ZNmZN 0.1 22

30 üynergienNzwischenNgestaltungsorientierterNundNverhaltensorientierterNWirtschaftsinformatikbN
SchmalenbachshZeitschrifthFurhBetriebswirtschaftlichehForschungZN2010ZNkfZNkllakln 0.2 2

29 ßricingNinNelectronicNmarketsNandNnetworksbNElectronichMarketsZN2010ZNfdZNmgamh 4.8 3

28 ßayaWhataYouaWantNâ��NßraxisrelevanzNundN“onsumentenverhaltenbNJournalhofhBusinesshEconomicsZN
2010ZNmdZNehlaekn 2.3 10

27 ßredictionN–arketsNasNinstitutionalNforecastingNsupportNsystemsbNDecisionhSupporthSystemsZN2010ZNhnZNhdhahek5.6 24

26 –anagingNinformationNdiffusionNinN—ameaYouraOwnaßriceNauctionsbNDecisionhSupporthSystemsZN2010ZN
hnZNhlhahmi 5.6 18

25 vnNzmpiricalNvnalysisNofNwiddingNFeesNinN—ameayouraownapriceNvuctionsbNJournalhofhInteractiveh
MarketingZN2010ZNfhZNfmgafnk 9.8 6

24 —ewNßroductNyevelopmentNfbdoNßreferenceN–arketsâ��…owNücalableNüecuritiesN–arketsNIdentifyN
WinningNßroductNxonceptsNandNvttributesXbNJournalhofhProducthInnovationhManagementZN2010ZNflZNnglanih7.1 31

23 ßayNwhatNyouNWantoNvN—ewNßarticipativeNßricingN–echanismbNJournalhofhMarketingZN2009ZNlgZNhhaim 11 268

22 ßayNWhatNYouNWantoNvN—ewNßarticipativeNßricingN–echanismbNJournalhofhMarketingZN2009ZNlgZNhhaim 11 118

21 üportsNforecastingoNaNcomparisonNofNtheNforecastNaccuracyNofNpredictionNmarketsZNbettingNoddsNandN
tipstersbNJournalhofhForecastingZN2009ZNfmZNiialf 2.1 106

20 IdentificationNofN”eadNUsersNforNxonsumerNßroductsNviaNVirtualNütockN–arketsXbNJournalhofhProducth
InnovationhManagementZN2009ZNfkZNgffaggi 7.1 65

19 TheNImpactNofNInformationNyiffusionNonNwiddingNwehaviorNinNüecretNöeserveNßriceNvuctionsbN
InformationhSystemshResearchZN2008ZNenZNgieagkm 3.8 77

18 TheNeffectsNofNreferenceNpricesNonNbiddingNbehaviorNinNinteractiveNpricingNmechanismsbNJournalhofh
InteractivehMarketingZN2008ZNffZNfaem 9.8 111
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17 Informationsmˆ⁄rktebNBusinesshohInformationhSystemshEngineeringZN2006ZNhmZNkeakh 3

16 yoesNtheNInternetNßromoteNwetterNxonsumerNyecisionstNTheNxaseNofN—ameaYouraOwnaßriceN
vuctionsbNJournalhofhMarketingZN2006ZNldZNkialm 11 73

15 yoesNtheNInternetNßromoteNwetterNxonsumerNyecisionstNTheNxaseNofN—ameaYouraOwnaßriceN
vuctionsbNJournalhofhMarketingZN2006ZNldZNkialm 11 63

14 öeverseaßricingaVerfahrenNundNderenN–ˆ¶glichkeitenNzurN–essungNvonNindividuellenNüuchkostenNundN
ZahlungsbereitschaftenbNSchmalenbachshZeitschrifthFurhBetriebswirtschaftlichehForschungZN2005ZNilZNedlaefm0.2 4

13 zrlˆ¶squellenNundNßreismodelleNfˆ…rNdenNwusinessatoaxonsumerawereichNimNInternetbNBusinesshoh
InformationhSystemshEngineeringZN2005ZNhlZNfmiafng 31

12 InteraktiveNßreismaˆ�nahmenNbeiN”owaxostaFluglinienN2005ZNigalm 0

11 –easuringNindividualNfrictionalNcostsNandNwillingnessatoapayNviaNnameayouraownapriceNmechanismsbN
JournalhofhInteractivehMarketingZN2004ZNemZNffagk 9.8 80

10 –ˆ¶glichkeitenNderN”eadaUseraIdentifikationNinNOnlinea–edienN2004ZNefeaehd 9

9 InternetawasedNVirtualNütockN–arketsNforNwusinessNForecastingbNManagementhScienceZN2003ZNhnZNegedaegfk3.9 169

8 VirtuelleNwˆ¶rsenNalsNInstrumentNzurN–arktforschungN2002ZN 8

7 FlexibleNßreisgestaltungNimNzlectronicNwusinessN2002ZNkmnaldl 7

6 WerbeerfolgskontrolleNimNInternetbNControllingZN2000ZNefZNhelahfh 1.6 2

5 FlexibleNßreisgestaltungNimNzlectronicNwusinessN2000ZNignaiil 9

4 TheNabilityNtoNcompensateNforNsuboptimalNcapacityNdecisionsNbyNoptimalNpricingNdecisionsbNEuropeanh
JournalhofhOperationalhResearchZN1999ZNeemZNhidahkg 5.6 5

3 ßreferenceN–arketsoNOrganizingNüecuritiesN–arketsNforNOpinionNüurveysNwithNInfiniteNücalabilitybN
SSRNhElectronichJournalZ 1 4

2 vnNzxperimentalNvnalysisNofNOverconfidenceNinNTariffNxhoicebNSSRNhElectronichJournalZ 1 1

1 TheNImpactNofNütrategicNxoreaxomponentNöeuseNonNßroductN”ifeNxyclesbNBusinesshandhInformationh
SystemshEngineeringZe 3.8 1
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