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and Markets, How Ethical Organizations and Consumers Shape Markets, 9-30. 

Reimann, O., Wagner, U. and Reisinger, H. (2017): “The Impact of Celebrity Endorsement, Celeb-
rity Co-branding and Perceived Quality – The Role of Celebrity Application Frequency within a 
Brand”, in Martinez-López, F.J., Gázquez-Abad, J.C., Ailawadi, K.L. and Yagüe-Guillén 
(Hrsg.), Advances in National Brand and Private Label Marketing, Springer, 55-63. 

Wagner, U. (2017): “Otto Altenburger – eine Würdigung”, in: Wagner, U. and Schaffhauser-Linzatti M. 
(Hrsg.), Langfristige Perspektiven und Nachhaltigkeit in der Rechnungslegung, Springer, 1-9. 

Wagner, U. and Samarawickrema, S. (2017): “Zahrnutí etické perspektivy v manazerském 
rozhodováni: úvahy“, in: Dytrt, Z. and Autoru kolektiv (Hrsg.), Management v nových 
podmínkách, 8-16. 

Reimann, O. and Wagner, U. (2016): “The Potential of Co-branding as a Branding Strategy for Pre-
mium Private Labels – A Theoretical Assessment”, in Martinez-López, F.J., Gázquez-Abad, J.C. 
and Gijsbrecht, E. (Hrsg.), Advances in National Brand and Private Label Marketing, Springer, 
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Wagner, U., Ebster, C., Eberhardsteiner, L. and Prenner, M. (2016): “The after-effects of fear-induc-
ing public service announcements”, in: David, H., Doerner, K.F., Feichtinger, G., Kort, P.M. and 
Seidl, A. (Hrsg.),    Dynamic Perspectives on Managerial Decision Making – Essays in Honor of 
Richard F. Hartl, Springer International Publishing, 395-411. 

Wagner, U., Lee, H. S., Kleinsasser, S. and Jamsawang, J. (2013): "Luxury goods vs. counterfeits - 
an intercultural study", in: Wiedmann, K.-P. and Hennings, N. (Hrsg.), Luxury Marketing, Ga-
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Crockford, G.,  Ritschel, F. and Schmieder, U. (Hrsg.), Handel in Theorie und Praxis, Springer 
Gabler, 209-224. 
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Wagner, U. and Kleinsasser, S. (2012): "Zahrnutí etické perspektivy v manažerském rozhodováni: 
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mann, K.-P. and Oelsnitz von der, D. (Hrsg.), Das Internet der Zukunft - Bewährte Erfolgstreiber 
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und neue Chancen,  Gabler, VII-XIX. 
Wagner, U. and Baldauf, A. (2007): "Marktabgrenzung und Marktstrukturierung", in: Albers, S. 

and Herrmann, A. (Hrsg.), Handbuch Produktmanagement, 3. Auflage (2. Auflage 2002, 1. Auf-
lage 2000), Gabler, 252-272. 

Wagner, U. and Reisinger, H. (2007): "Einsatzmöglichkeiten für statistische Methoden in der Markt-
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Wagner, U. and Reisinger, H. (2005): "The Option of No-Purchase in the Empirical Description of 
Brand Choice Behavior", in: Baier, D., Decker, R. and Schmidt-Thieme, L. (Hrsg.), Data Analy-
sis and Decision Support, Festschrift für Wolfgang Gaul, Springer, 323-334. 
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Wagner, U., Geyer-Schulz, A. and Taudes, A. (1988): "Exploring the Possibilities of an Improve-
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(Hrsg.), Data, Expert Knowledge and Decisions, 54-66. 



10  

Geyer-Schulz, A., Taudes, A. and Wagner, U. (1987): "Zur Integration von Stochastischen Kaufver-
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Wirtschaftliches Handeln unter dynamischen Umweltbedingungen, 49-67. 
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schaftswissenschaften", in: Dörfler, W., Fischer, R. and Peschek, W. (Hrsg.), Wirtschaftsmathe-
matik in Beruf und Ausbildung, 275-306. 

Wagner, U. and Taudes, A. (1985): "The Multivariate Polya Process as a Model of Consumer Be-
havior”, in: Beckmann, M. (Hrsg.), Methods of Operations Research, 54, 573-574. 
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Process", in: Henn, R. (Hrsg.), Methods of Operations Research, 55, 331-349. 
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Measurement and Analysis, 502-514. 

Conference Proceedings  (133) 

Heimann, A. and Wagner, U. (2023): “Modeling fashion retail adoption of a virtual dressing room 
and crowd-wisdom technologies”, in: Proceedings of the 14th EMAC CEE Regional Conference. 

Garaus, C., Garaus, M. and Wagner, U. (2023): “Getting users involved in idea crowdsourcing con-
tests: An experimental approach to stimulate intrinsic motivation and participation intention”, in: 
Proceedings of the 14th EMAC CEE Regional Conference. 

Montanari, G., Bell, L., Diamantopoulos, A. and Wagner, U. (2023): “Implicit versus explicit coun-
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Montanari, G., Bell, L., Diamantopoulos, A. and Wagner, U. (2023): “The effect of implicit versus 
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Wagner, U., Sepúlveda Simon, F. and Enke, M. (2023): “Measuring Product Commoditization”, in: 
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Weitzl, W., Hutzinger, C., Wagner, U. and Zimmermann, R. (2023): “The Reactions of Online Ser-
vice Recovery Bystanders to Different Forms of Webcare Framing: The Role of Consumer Empa-
thy”, in: Proceedings of the Academy of Marketing 2023 Conference. 

Weitzl, W., Hutzinger, C., Wagner, U. and Zimmermann, R. (2023): “The Power of Words: Investi-
gating the Effects of Webcare Framing on Online Complaint Bystanders”, in: 5th International 
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Expressions and Customer Impressions – An Experimental Study”, in: Global Marketing Confer-
ence Proceedings 2020.  
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Poscher, Th., Enzelberger, R., Heim, K., Fina, R., Steiner, E. and Wagner, U. (2020): “Overcoming 
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sumption barriers for conscious food products: The role of vivid sensory imagery”, in: Confer-
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Wagner, U. and Pauser, S. (2020): “How accurate are customers’ initial impressions? Using contin-
uous- response measurement to assess thin slices of sales behavior”, in: Paetz, F., Geyer-Schulz, 
A., Steiner, W. (Hrsg.), Report on the First Working Group Meeting of the “AG Marketing”, Ar-
chives of Data Science, Series A, 7, 1, 2510-0564. 
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Akturan, U., Wagner, U. and Pauser, S. (2019): “Deviant Behaviors in Ads: A Cross-Cultural 
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Pauser, S. and Wagner, U. (2019): “Investigating thin slices of sales behaviors using real-time-re-
sponse measurement”, in: Conference Proceedings – 48th EMAC Conference. 

Pauser, S. and Wagner, U. (2019): “Barrier-Free Communication: Assessing the Comprehensibility, 
physical appearance, and acceptance of sign language avatars”, in: Proceedings of the 10th 
EMAC CEE Regional Conference. 

Steiner, E. and Wagner, U. (2019): “Sensorische Information – ein zweischneidiges Schwert? Eine 
Untersuchung unerwünschter Effekte verbaler sensorischer Beschreibungen für Produkte mit  
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Steiner, E., Wagner, U., Steiner, R., Heim, K., Maurer, S. and Fina, R. (2019): “The integration of 
visual and oral somatosensory information: How color intensity impacts temperature and texture 
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Management Conference Proceedings 2019, 770-776. 
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tween color, smell and texture – Investigating sensory attributes of a body lotion”, in: French-
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Wagner, U. and Strobl, S. (2019): “Do consumers’ value systems impact their consumption of sus-
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Wolfsteiner, E., Garaus, M. and Wagner, U. (2019): “Smile Please! Toward an Understanding of 
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degree Price Discrimination”, in: Proceedings of the Global Marketing Conference 2018, 716. 
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ence Proceedings – 47th EMAC Conference. 

Bauer, C., Garaus, M., Strauss, C. and Wagner, U. (2018): “Research Directions for Digital Signage 
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Garaus, M. and Wagner, U. (2018): „The influence of digital signage on waiting experience and 
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Pauser, S. and Wagner, U. (2018): “The communication style matters: Improving sales effectiveness 
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