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Sunday, May 20
12:30 – 13:00
Registration
13:00 – 14:00
Lunch (Executive Education Lounge)
	
	Track: 
Consumer Behavior 1
(Room: 301)
	Track:
Consumer Behavior 2
(Room: 336)
	Track: Marketing Management and Modelling
(Room: 337)
	Track: 
Beginners
(Room: 338)

	
	Faculty:

Simona Botti (chair)

Gita Johar
Tom Meyvis
	Faculty:

Prashant Malaviya (chair)

Zeynep Gürhan-Canli
Joachim Vosgerau
	Faculty: 

Karen Gedenk (chair)

Tammo Bijmolt 

Harald van Heerde
	Faculty:
Xavier Drèze (chair)

Els Gijsbrechts
Andreas Herrmann

	14:00 – 14:15
	Plenary Welcome (Room: 201)

	14:15 – 14:30 
	Introduction
	Introduction
	Introduction
	Introduction

	14:30 – 16:00 
	Lalos, Marco
	Brock, Christian
	Hagemeister, Frauke
	Abdollahi, Shahpar
Blömeke, Eva


Coffee Break (Executive Education Lounge)
	
	Consumer Behavior 1
	Consumer Behavior 2
	Marketing Management 
and Modelling
	Beginners

	16:15 – 17:45
	Langley, David
	César Machado, Joana
	Hansen, Felix
	Boutsikaki, Kallirroy
Chien, P. Monica

	17:45 – 19:15 
	Laporte, Sandra
	Charry, Karine 
	Mang, Stefan
	Developing a research / dissertation project


20:00  Welcome Dinner: The Tapas Bar, Vesturgata 3b, 101 Reykjavik, Phone: +354 551 2344
Monday, May 21
	
	Track: 
Consumer Behavior 1
(Room: 301)
	Track:
Consumer Behavior 2
(Room: 336)
	Track: Marketing Management and Modelling
(Room: 337)
	Track: 
Beginners
(Room: 338)

	9:00 – 10:30
	Lauper, Patricia
	Dens, Nathalie
	Rietveld, Bob
	Derenthal, Kirstin
Hess, Silke Claudia


Coffee Break (Executive Education Lounge)
	
	Consumer Behavior 1
	Consumer Behavior 2
	Marketing Management 
and Modelling
	Beginners

	11:00 – 12:00
	Plenary session: Publishing your research (Durairaj Maheswaran) (Room: 201)


Lunch (Executive Education Lounge)
	
	Consumer Behavior 1
	Consumer Behavior 2
	Marketing Management 
and Modelling
	Beginners

	13:00 – 14:30
	Melnyk, Vladimir
	Feiereisen, Stephanie
	Rosenzweig, Stav
	Klaus, Phillip
Kumar, Anvita

	14:30 – 16:00
	Schellekens, Gaby
	Goffin, Ilse
	Serdaroglu, Murat
	Questions to the faculty


Coffee Break (Executive Education Lounge)
	
	Consumer Behavior 1
	Consumer Behavior 2
	Marketing Management 
and Modelling
	Beginners

	16:15 – 17:45
	van den Bergh, Bram
	Hoppe, Melanie
	Sotgiu, Francesca
	Mahr, Dominik

Maon, François

	17:45 – 19:15
	Vandecasteele, Bert
	Keefe, Dominique A.
	Stingel, Susanne
	How to write a (review) paper


Tuesday, May 22
	
	Track: 
Consumer Behavior 1
(Room: 301)
	Track:
Consumer Behavior 2
(Room: 336)
	Track: Marketing Management and Modelling
(Room: 337)
	Track: 
Beginners
(Room: 338)

	9:00 – 10:30
	Wentzel, Daniel
	Rasolofoarison, Dina
	Wongworawit, Cherry 
	Nenycz-Thiel, Magdalena
Tan, Jing Daisy


Coffee Break (Executive Education Lounge)
	11:00 – 12:00
	Closing Speaker: Stefan Stremersch, IJRM Editor (Room: 201)

	12:00 – 12:30
	Closing statements by the EMAC president József Berács (Room: 201)


12:30 – 14:00
EMAC Fellows Reception (Executive Education Lounge)
Topics
	Track: Consumer Behavior 1 (Advanced)
	
	Track: Consumer Behavior 2 (Advanced)

	Author
	Title
	
	Author
	Title

	Lalos, Marco
	The Analysis of Intrusiveness as an Antecedent of Overall Satisfaction, Commitment and Trust, Consequences and Implications on Customer-Firm Relationships
	
	Brock, Christian
	The Profit Impact of Noncomplainers – First Findings and Potential Further Research

	Langley, David
	Estimating the Market Demand for a New Product Based on the Likelihood of Imitation
	
	César Machado, Joana
	Corporate Identity – the Management of the Process of Change in the Name/Logo in the Context of Brands’ Merger

	Laporte, Sandra
	Consumer Information Processing of Sweepstakes, Contests and Games: Heuristics and Biases in Evaluating the Probability to Win
	
	Charry, Karine
	The Efficiency of Fear in Ads Promoting Healthy Eating Habits among Children Aged from 8 to 12

	Lauper, Patricia
	On the Effectiveness of Celebrity Endorsed Cause Related Marketing 
	
	Dens, Nathalie
	Responses to Different Advertising and Branding Strategies for New Product Introductions

	Melnyk, Vladimir
	Social Norms as a Driving Force of Attitude and Behaviour: A Meta-Analysis
	
	Feiereisen, Stephanie
	The Effects of Analogies and Mental Simulation Advertising Strategies for Consumer Learning of Really New Products: The Mediating Role of Emotions and Dimensions of Innovations

	Schellekens, Gaby
	Language Abstraction in Word-of-Mouth Communication
	
	Goffin, Ilse
	Interactivity and Viewing Behaviour: The Impact of Interactivity on the Way We Watch Television.

	van den Bergh, Bram
	Sex-Related Cues Instigate the Urge to Splurge. How an Incidental Visceral State Renders Subsequent Behavior, Judgment and Decision-Making More Impulsive
	
	Hoppe, Melanie
	The Functional Chain of Brand Communities

	Vandecasteele, Bert
	Motivated Consumer Innovativeness: Concept and Measurement
	
	Keefe, Dominique A.
	Consumer Misbehaviour during Service Encounters: The Influence of Emotions, Psychological Contract Violations and Service Provider Behaviour

	Wentzel, Daniel
	Stereotyping and Subtyping Processes in Services Branding
	
	Rasolofoarison, Dina
	How Does Tiredness Influence Advertising Viewers’ Responses: Interaction of Tiredness and Ad Complexity Level on Visual Strategies, Persuasion, and Memorability 


	Track: Management and Modelling (Advanced)
	
	Track: Beginners

	Author
	Title
	
	Author
	Title

	Hagemeister, Frauke
	Optimal Pricing in Two-Sided Trade Show Markets
	
	Abdollahi, Shahpar 

	The Effect of Network Content and Tie-Strength on New Product Development Process

	Hansen, Felix
	Towards A Theory of Alertness in Organizational Buying
	
	Blömeke, Eva
	Customer Relationship Management for Subscription Models in the Media Industry

	Mang, Stefan
	Pricing of Flexible Products
	
	Boutsikaki, Kallirroy 
	What Makes Sexual Imagery Effective in Print Advertising

	Rietveld, Bob
	Essays on Innovation in Strategic Marketing
	
	Chien, P. Monica
	Effects of Multiple Sponsorships on Consumer Response Outcomes

	Rosenzweig, Stav
	A (Bumpy) Ride on Innovation Escalator: Market Integration Trends and Changes in Product Innovativeness over Time
	
	Derenthal, Kirstin
	Target Selection in Direct Marketing Based on Multiple Contacts

	Serdaroglu, Murat
	Sales Force Automation Use and Salesperson Performance
	
	Hess, Silke Claudia
	Customers’ Decision Making within the Innovation Adoption Process

	Sotgiu, Francesca
	Price Promotions in Supermarket Environments: Effective Marketing Instrument or Wasted Money?
	
	Klaus, Philipp
	There Must be More than Servqual – Towards a Theory of Predicting Consumer Behaviour Based on the Concept of Experience Quality “EQ”

	Stingel, Susanne
	Tariff Choice in a Business-To-Business-Context – Causes of an Exaggerated Preference for Flat Rates
	
	Kumar, Anvita
	Evaluating the Implicit Effects of Brand Placements on Brand Salience

	Wongworawit, Cherry
	Service Delivery Management in the Context of Service Outsourcing
	
	Mahr, Dominik
	Customer-Co-Creation: Its Nature and Impact during the Innovation Process of High Tech Services

	
	
	
	Maon, François
	Analysis of the Interactions between Companies and their Stakeholders throughout the Integration Process of Corporate Social Responsibility Principles

	
	
	
	Nenycz-Thiel, Magdalena 
	How Do Supermarket Private Label Brands Compete with National Brands in Consumer Memory

	
	
	
	Tan, Jing Daisy
	Business-to-Business E-Commerce Adoption in China: An Empirical Test of PERM Model


