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30 Consumer Metaphoria: Uncovering the Automaticity of Animal, Product/Brand, and Country Meanings.
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68
Creating â€œflipping-the-classroomâ€• cases in training in sensemaking and decision-making in marketing:
AJournal of Global Scholars of Marketing ScienceSpecial Issue. Journal of Global Scholars of
Marketing Science, 2016, 26, 301-303.

2.0 0
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114 Animals, archetypes, and advertising (A<sup>3</sup>): The theory and the practice of customer brand
symbolism. Journal of Marketing Management, 2013, 29, 5-25. 2.3 37

115
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decision processes. Industrial Marketing Management, 2013, 42, 382-393. 6.7 75

117 Problem Gamblersâ€™ Harsh Gaze on Casino Services. Psychology and Marketing, 2013, 30, 1108-1123. 8.2 31
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2.0 61
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136 Customer experiences with brands: Literature review and research directions. The Marketing Review,
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138 Unconscious thinking, feeling and behavior toward products and brands: Introduction to a Journal
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Marketing, 2010, 27, 603-622. 8.2 59
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149 Chapter 8 Enacted internal branding: theory, practice, and an experiential learning case study of an
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152 Travel Storytelling Theory and Practice. Anatolia, 2009, 20, 86-99. 2.4 30
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Journal of Retailing and Consumer Services, 2009, 16, 100-108. 9.4 16
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Business Research, 2009, 62, 1223-1254. 10.2 112
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Case Studies. Journal of Global Academy of Marketing Science, 2009, 19, 49-61. 0.8 5
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Psychology and Marketing, 2008, 25, 97-145. 8.2 424

157 Dochakuka. Journal of Global Marketing, 2008, 21, 19-32. 3.4 4

158 Animal companions, consumption experiences, and the marketing of pets: Transcending boundaries in
the animalâ€“human distinction. Journal of Business Research, 2008, 61, 377-381. 10.2 41

159 Using the forced metaphor-elicitation technique (FMET) to meet animal companions within self.
Journal of Business Research, 2008, 61, 480-487. 10.2 47
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2008, 24, 245-258. 7.0 44

161 Applying Ecological Systems and Micro-Tipping Point Theory for Understanding Tourists' Leisure
Destination Behavior. Journal of Travel Research, 2008, 47, 14-24. 9.0 22
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Business-to-Business Marketing, 2008, 15, 218-233.
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163 Capturing and (re)interpreting complexity in multiâ€•firm disruptive product innovations. Journal of
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165 Building strong brands in retailing. Journal of Business Research, 2007, 60, 1-10. 10.2 64

166 Building Skills in Thinking: Toward a Pedagogy in Metathinking. Journal of Education for Business,
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167 Advancing Theory for Understanding Travelers' Own Explanations of Discretionary Travel Behavior.
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168 Stories visitors tell about Italian cities as destination icons. Tourism Management, 2007, 28, 162-174. 9.8 129

169 Mapping strategic decision-making in cross-functional contexts. Journal of Business Research, 2006,
59, 360-364. 10.2 17

170 Consumer decision-making styles and mall shopping behavior: Building theory using exploratory data
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the Special Issues of Papers of the Fourth Symposium on the Consumer Psychology of Tourism,
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172 Making sense of implemented strategies in new venture hospitality management. An
Americanâ€“Austrianâ€“Hungarian Case Research Study. Tourism Management, 2006, 27, 342-349. 9.8 10

173
Overcoming the illusion of will and self-fabrication: Going beyond naÃ¯ve subjective personal
introspection to an unconscious/conscious theory of behavior explanation. Psychology and
Marketing, 2006, 23, 257-272.
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174 Advancing systems thinking and building microworlds in business and industrial marketing. Journal
of Business and Industrial Marketing, 2006, 21, 24-29. 3.0 24

175 Advancing Organisational Buying Behaviour Theory and Research: 1956-2056. Journal of Customer
Behavior, 2006, 5, 121-140. 0.0 4

176
Advancing Theory of New B-to-B Relationships: Examining Network Participants' Interpretations of
E-Intermediary Innovation, Diffusion, and Adoption Processes. Journal of Business-to-Business
Marketing, 2006, 13, 1-27.

1.5 49

177 Advancing Ecological Systems Theory in Lifestyle, Leisure, and Travel Research. Journal of Travel
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178 Consumer Responses to Interactive Advertising Campaigns Coupling Short-Message-Service Direct
Marketing and TV Commercials. Journal of Advertising Research, 2005, 45, 382. 2.1 64

179 How Behavioral Primacy Interacts with Short-Term Marketing Tactics to Influence Subsequent
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181
Firm orientations, innovativeness, and business performance: Advancing a system dynamics view
following a comment on Hult, Hurley, and Knight's 2004 study. Industrial Marketing Management,
2005, 34, 275-279.
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182 Mapping network champion behavior in B2B electronic venturing. Industrial Marketing Management,
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