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1. Bücher  
 
 
a) Wissenschaftliche Schriften 
 

Ch. Homburg (2000), Kundennähe von Industriegüterunternehmen: Konzeption - 
Erfolgsauswirkungen - Determinanten, 3. aktualisierte Aufl. (1. Aufl. 1995, 2. Aufl. 
1998),  Gabler-Verlag, Wiesbaden (Habilitationsschrift). 

 
 Ch. Homburg (1989), Exploratorische Ansätze der Kausalanalyse als Instrument der 
 Marketingplanung, Verlag Peter Lang, Frankfurt a. M. (Dissertationsschrift). 
  
 
 
b) Lehrbücher und Nachschlagewerke 
 

 
Ch. Homburg (2020), Grundlagen des Marketingmanagements: Einführung in 
Strategie, Instrumente, Umsetzung und Unternehmensführung, 6. Auflage (1. Auflage 
2006; 2. Auflage 2009; 3. Auflage 2012; 4. Auflage 2014; 5. Auflage 2016), Springer 
Gabler-Verlag, Wiesbaden. 

 
Ch. Homburg (2020), Marketingmanagement: Strategie – Instrumente – Umsetzung – 
Unternehmensführung, 7. Auflage, (1. Auflage 2003; 2. Auflage 2006; 3. Auflage 
2009; 4. Auflage 2012, 5. Auflage 2015; 6. Auflage 2016;), Springer Gabler-Verlag, 
Wiesbaden. 
 
Ch. Homburg (2017), Übungsbuch Marketingmanagement: Aufgaben und Lösungen,  
2. Auflage (1. Auflage 2011), Springer-Gabler-Verlag, Wiesbaden. 
 
Ch. Homburg, S. Kuester, H. Krohmer (2013), Marketing Management: A 
Contemporary Perspective, 2. Auflage (1. Auflage 2008), McGraw-Hill, Maidenhead, 
UK. 

 
M. Bruhn, Ch. Homburg (2004, Hrsg.), Marketing Lexikon, 2. Auflage, (1. Auflage 
2001) Gabler-Verlag, Wiesbaden. 

 
Ch. Homburg (2000), Quantitative Betriebswirtschaftslehre, 3. aktualisierte Auflage, 
(1. Aufl. 1991, Modellgestützte Unternehmensplanung, 2. Aufl. 1998), Gabler-Verlag, 
Wiesbaden. 

 
 Ch. Homburg, S. Sütterlin (1992), Modellgestützte Unternehmensplanung: Aufgaben, 
 Fallstudien, Lösungen, Gabler-Verlag, Wiesbaden. 
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c) Herausgeberbände 
 
 

Ch. Homburg, M. Klarmann, A. Vomberg (2022, Hrsg.) Handbook of Market 
Research, Volume 1, 1. Auflage, Springer Nature Switzerland, Cham. 
 
Ch. Homburg, M. Klarmann, A. Vomberg (2022, Hrsg.) Handbook of Market 
Research, Volume 2, 1. Auflage, Springer Nature Switzerland, Cham. 

 
M. Bruhn, Ch. Homburg (2017, Hrsg.), Handbuch Kundenbindungsmanagement: 
Strategien und Instrumente für ein erfolgreiches CRM, 9. aktualisierte und erweiterte  
Auflage  (1. Aufl. 1998, 2. Aufl. 1999, 3. Aufl. 2000, 4. Aufl. 2003, 5. Aufl. 2005, 6.  
Aufl. 2008, 7. Aufl. 2010, 8. Aufl. 2013), Springer Gabler-Verlag, Wiesbaden. 
 
Ch. Homburg (2016, Hrsg.), Kundenzufriedenheit: Konzepte - Methoden - 
Erfahrungen,  9. aktualisierte und erweiterte Auflage (1. Aufl. 1995, 2. Aufl. 1997,  
3. Auflage 1998, 4. Auflage 2001, 5. Auflage 2003, 6. Auflage 2007, 7. Aufl. 2008, 8. 
Auflage 2011), Gabler-Verlag, Wiesbaden. 
 
Ch. Homburg, J. Wieseke (2011, Hrsg.) Handbuch Vertriebsmanagement: Strategie, 
Führung, Informationsmangement, CRM, 1. Auflage, Gabler-Verlag, Wiesbaden.  

 
Ch. Homburg, D. Totzek (2011, Hrsg.) Preismanagement auf Business-to-Business-
Märkten: Preisstrategie, Preisbestimmung, Preisdurchsetzung, 1. Auflage, Gabler-
Verlag, Wiesbaden. 

 
A. Herrmann, Ch. Homburg, M. Klarmann (2008, Hrsg.), Handbuch Marktforschung: 
Methoden – Anwendungen – Praxisbeispiele, 3. aktualisierte und erweiterte Auflage 
(1. Aufl. 1999, 2. Aufl. 2000), Gabler-Verlag, Wiesbaden. 

 
Ch. Homburg (2004, Hrsg.), Perspektiven der marktorientierten 
Unternehmensführung, Gabler-Verlag, Wiesbaden. 
 

 L. Hildebrandt, Ch. Homburg (1998, Hrsg.), Die Kausalanalyse - Instrument der 
 empirischen betriebswirtschaftlichen Forschung - Schäffer Poeschel Verlag, Stuttgart. 
 
 
d) Praxisorientierte Bücher 

 
Ch. Homburg, H. Schäfer, J. Schneider (2016), Sales Excellence – 
Vertriebsmanagement mit System, 8. aktualisierte  Aufl. (7. Aufl. 2013, 6. Aufl. 2010, 
5. Aufl. 2008, 4. Aufl. 2006, 3. Aufl. 2003, 2. Aufl. 2002,  1. Aufl. 2001), Gabler-
Verlag, Wiesbaden. 
 
Ch. Homburg, H. Schäfer, J. Schneider (2012), Sales Excellence–  Systematic Sales 
Management, 1. Auflage 2012, Springer-Verlag, Berlin Heidelberg. 
 
Ch. Homburg, R. Stock-Homburg  (2012), Der kundenorientierte Mitarbeiter  – 
Bewerten, Begeistern, Bewegen, 2. aktualisierte Auf. (1. Aufl. 2000) Gabler-Verlag, 
Wiesbaden. 
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 Ch. Homburg, H. Werner (1998), Kundenorientierung mit System, Campus Verlag, 
 Frankfurt a. M. 
 
 Ch. Homburg, D. Daum (1997), Marktorientiertes Kostenmanagement -
 Kosteneffizienz und Kundennähe verbinden, Frankfurter Allgemeine Zeitung, 
 Verlagsbereich Wirtschaftsbücher, Frankfurt a. M. 
 
 
2. Artikel in internationalen, referierten Zeitschriften  
 
 

a) Journal of Marketing (VHB-Einstufung A+) 
 

 
N. Harz, S. Hohenberg, Ch. Homburg (2022) Virtual Reality Sales Forecasting: 
Improving Pre-Launch Sales Forecasts of Innovative Durables through Virtual Reality, 
Journal of Marketing, 86, 3, 157-179. 
 
B. Bamberger, Ch. Homburg, D. Wielgos (2021) Wage Inequality: Its Impact on 
Customer Satisfaction and Firm Performance”, Journal of Marketing, 85, 6, 24-43. 
 
A. Vomberg, Ch. Homburg, O. Gwinner (2020) Tolerating and Managing Failure: An 
Organizational Perspective on Customer Reacquisition Management, Journal of 
Marketing, 84, 5, 117-136. 
 
Ch. Homburg, M. Theel, S. Hohenberg (2020) Marketing Excellence: Nature, 
Measurement, and Investor Valuations, Journal of Marketing, 84, 4, 1-22. 
 
Ch. Homburg, S. Hohenberg (2016), Motivating Sales Reps for Innovation Selling in 
Different Cultures, Journal of Marketing, 80, 2, 101-120. 
 
Ch. Homburg, M. Schwemmle, C. Kuehnl (2015), New Product Design: Concept, 
Measurement, and Consequences, Journal of Marketing, 79, 3, 41-56. 
 
Ch. Homburg, J. Vollmayr, A. Hahn (2014), Firm Value Creation Through Major 
Channel Expansions: Evidence from an Event Study in the United States, Germany, 
and China, Journal of Marketing, 78, 3, 38-61. 
 
Ch. Homburg, H. Wilczek, A. Hahn (2014), Looking Beyond the Horizon: How to 
Approach the Customers' Customers in Business-to-Business Markets, Journal of 
Marketing, 78, 5, 58-77. 
 
Ch. Homburg, M. Stierl, T. Bornemann (2013), Corporate Social Responsibility in 
Business-to-Business Markets — How Organizational Customers Account for 
Supplier CSR Engagement, Journal of Marketing, 77, 11, 54-72. 
 
Ch. Homburg, O. Jensen, A. Hahn (2012), How to Organize Pricing? Vertical 
Delegation and Horizontal Dispersion of Pricing Authority. Journal of Marketing, 
76, 9, 49 –69. 
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Ch. Homburg, M. Artz, J. Wieseke (2012), Marketing Performance Measurement 
Systems: Does Comprehensiveness Really Improve Performance?, Journal of 
Marketing, 76, 3, 56-77. 
 
Ch. Homburg, M. Klarmann, S. Staritz (2012), Downsizing at the Interface with the 
Customer: The Role of Customer Uncertainty and Downsizing Communication, 
Journal of Marketing, 76, 3, 112-130. 
 
Ch. Homburg,  M. Müller, M. Klarmann (2011), When Should the Customer Really 
Be King? On the Optimum Level of Salesperson Customer Orientation in Sales 
Encounters, Journal of Marketing, 75, 2, 55-74. 
 
Ch. Homburg, V. Steiner, D. Totzek (2009), Managing Dynamics in a Customer 
Portfolio, Journal of Marketing, 73, 5, 70-89. 

 
Ch. Homburg, J. Wieseke, T. Bornemann (2009), Implementing the Marketing 
Concept at the Employee-Customer Interface: The Role of Customer Need 
Knowledge, Journal of Marketing, 73, 4, 64-81. 
 
Ch. Homburg, J. Wieseke, W. D. Hoyer (2009), Social Identity and the Service-Profit 
Chain, Journal of Marketing, 73, 2, 38-54. 
 
Ch. Homburg, M. Droll, D. Totzek (2008), Customer Prioritization: Does It Pay Off 
and How Should It Be Implemented?, Journal of Marketing, 72, 5, 110-130. 

 
X. Luo, Ch. Homburg, (2008), Satisfaction, Complaint, and the Stock Value Gap, 
Journal of Marketing, 72, 4, 29-43. 
 
Ch. Homburg, O. Jensen, H. Krohmer (2008), Configurations of Marketing and Sales: 
A Taxonomy, Journal of Marketing, 72, 2, 133-154. 
 
Ch. Homburg, M. Grozdanovic, M. Klarmann (2007), Responsiveness to Customers 
and Competitors: The Role of Affective and Cognitive Organizational Systems, 
Journal of Marketing, 71, 3, 18-38. 

 
Ch. Homburg, O. Jensen (2007), The Thought Worlds of Marketing & Sales: Which 
Differences Make a Difference?, Journal of Marketing,71, 3, 124-142. 
 
X. Luo, Ch. Homburg (2007), Neglected Outcomes of Customer Satisfaction, Journal 
of Marketing, 71, 2, 133-149. 
 
Ch. Homburg, N. Koschate, W. Hoyer (2006), The Role of Cognition and Affect in the 
Formation of Customer Satisfaction – A Dynamic Perspective, Journal of Marketing, 
70, 3, 21-31. 
 
Ch. Homburg, A. Fürst (2005), How Organizational Complaint Handling Drives 
Customer Loyalty: An Analysis of the Mechanistic and the Organic Approach, 
Journal of Marketing, 69, 3, 95-114. 
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Ch. Homburg, N. Koschate, W. D. Hoyer (2005), Do Satisfied Customers Really Pay 
More? A Study of the Relationship Between Customer Satisfaction and Willingness to 
Pay, Journal of Marketing, 69, 2, 84-96. 
 
Ch. Homburg, M. Bucerius (2005), A Marketing Perspective on Mergers and 
Acquisitions: How Marketing Integration Affects Postmerger Performance, Journal 
of Marketing, 69, 1, 95-113. 
 
Ch. Homburg, W. Hoyer, M. Fassnacht (2002), Service Orientation of a Retailer’s 
Business Strategy: Dimensions, Antecedents and Performance Outcomes, Journal of 
Marketing, 66, 4, 86-101. 

 
Ch. Homburg, J. P. Workman, O. Jensen (2002), A Configurational Perspective on 
Key Account Management, Journal of Marketing, 66, 2, 38-61. 
 
J. Cannon, Ch. Homburg (2001), Buyer-Supplier Relationships and Customer Firm 
Costs, Journal of Marketing, 65, 1, 29-43. 
 
S. Kuester, Ch. Homburg, T. Robertson (1999), Retaliatory Behavior to New Product 
Entry, Journal of Marketing, 63, 4, 90-106. 
 
Ch. Homburg, J. P. Workman, Jr., H. Krohmer (1999), Marketing's Influence Within 
the Firm, Journal of Marketing, 63, 2, 1-17. 
J. Workman, Ch. Homburg, K. Gruner (1998), Marketing Organization: An Integrative 
Framework of Dimensions and Determinants, Journal of Marketing, 62, 3, 21-41. 

 
 

b) Journal of Marketing Research (VHB-Einstufung A+) 
 

 
Ch. Homburg, A. Vomberg, S. Mühlhäuser (2020), Design and Governance of 
Multichannel Sales Systems: Financial Performance Consequences in Business-to-
Business Markets, Journal of Marketing Research, 57, 6, 1113-1134. 
 
Ch. Homburg, L. Ehm, M. Artz (2015), Measuring and Managing Consumer 
Sentiment in an Online Community Environment, Journal of Marketing Research, 
52, 5, 629-641. 
 
Ch. Homburg, A. Hahn, T. Bornemann, P. Sandner (2014), The Role of Chief 
Marketing Officers for Venture Capital Funding: Endowing New Ventures with 
Marketing Legitimacy, Journal of Marketing Research, 51, 5, 625-644. 
 
Ch. Homburg, M. Klarmann,  M. Reimann, O. Schilke (2012), What drives Key 
Informant Accuracy?, Journal of Marketing Research, 49, 8, 594-608. 
 
X. Luo, Ch. Homburg, J. Wieseke (2010), Customer Satisfaction, Analyst Stock 
Recommendations, and Firm Value, Journal of Marketing Research, 47, 6, 1041-
1058. 
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Ch. Homburg, Ch. Pflesser (2000), A Multiple Layer Model of Market-Oriented 
Organizational Culture: Measurement Issues and Performance Outcomes, Journal of 
Marketing Research, 37, 4, 449-462. 
 
Ch. Homburg (1991), Cross-Validation and Information Criteria in Causal Modeling, 
Journal of Marketing Research, 28, 2, 137-144. 
 
 
c) Journal of Consumer Research (VHB-Einstufung A+) 
 
T. Bornemann, Ch. Homburg (2011), Psychological Distance and the Dual Role of 
Price, Journal of Consumer Research, 38, 3, 490-504. 

 
 

d) Strategic Management Journal (VHB-Einstufung A) 
 

A. Vomberg, Ch. Homburg, T. Bornemann (2015), Talented People and Strong 
Brands: The Contribution of Human Capital and Brand Equity to Firm Value, 
Strategic Management Journal, 36, 2122-2131. 

 
Ch. Homburg, M. Bucerius (2006), Is Speed of Integration Really a Success Factor of 
Mergers and Acquisitions? An Analysis of the Role of Internal and External 
Relatedness, Strategic Management Journal, 27, 347-367. 

 
Ch. Homburg, H. Krohmer, J. Workman (1999), Strategic Consensus and 
Performance: The Role of Strategy Type and Market-Related Dynamism, Strategic 
Management Journal, 20, 4, 339-357. 

 
 

e) Journal of the Academy of Marketing Science (VHB-Einstufung A) 
 
Ch. Homburg, T. Schyma, S. Hohenberg, Y. Atefi, R. Ruhnau (2023), “Coopetition” 
in the presence of team and individual incentives: Evidence from the advice network 
of a sales organization, Journal of the Academy of Marketing Science, online 
doi.org/10.1007/s11747-023-00939-1. 
 
Ch. Homburg, M. Tischer (2023), Customer journey management capability in 
business-to-business markets: Its bright and dark sides and overall impact on firm 
performance, Journal of the Academy of Marketing Science, online 
doi.org/10.1007/s11747-023-00923-9. 
 
Ch. Homburg, D. Wielgos (2022), The value relevance of digital marketing 
capabilities to firm performance, Journal of the Academy of Marketing Science, 50, 
666-688. 
 
D. Wielgos, Ch. Homburg, C. Kühnl (2021), Digital business capability: its impact on 
firm and customer performance, Journal of the Academy of Marketing Science, 49, 
762-789. 
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C. Kühnl, D. Jozic, Ch. Homburg (2019), Effective customer journey design: 
consumers’ conception, measurement, and consequences. Journal of the Academy of 
Marketing Science, 47, 2, 187-191. 

 
Ch. Homburg, S. Hohenberg (2019), Enhancing Innovation Commercialization 
through Supervisor-Sales Rep Fit, Journal of the Academy of Marketing Science, 
47, 681-701. 
 
Ch. Homburg, D. Jozic, C. Kühnl (2017), Customer Experience Management: Toward 
Implementing an Evolving Marketing Concept, Journal of the Academy of 
Marketing Science, 45, 3, 377-401. 

 
Ch. Homburg, A.Vomberg, M. Enke, P. H. Grimm (2015), The Loss of the Marketing 
Department’s Influence Within the Firm: Is It Really Happening? And why Worry?, 
Journal of the Academy of Marketing Science, 43, 1, 1-13. 
 
R. Gruner, Ch. Homburg, B. Lukas (2014), Firm-hosted Online Brand Communities 
and New Product Success,  Journal of the Academy of Marketing Science, 42, 1, 
29-48. 
 
Ch. Homburg, T. Bornemann, M. Kretzer (2014), Delusive Perception - Antecedents 
and Consequences of Salespeople's Misperception of Customer Commitment, Journal 
of the Academy of Marketing Science, 42, 2, 137-153. 
 
Ch. Homburg, A. Fürst, T. Ehrmann, E. Scheinker (2013), Incumbents‘ Defense 
Strategies: A Comparison of Deterrence and Shakeout Strategy Based on Evolutionary 
Game Theory, Journal of the Academy of Marketing Science, 41, 2, 185-205. 
 
X. Luo, J. Wieseke, Ch. Homburg (2012), Incentivizing CEOs to Build Customer- and 
Employee-Firm Relations for Higher Customer Satisfaction and Firm Value, Journal 
of the Academy of Marketing Science, 40, 6, 745-758. 

 
Ch. Homburg, A. Fürst, C. Kühnl (2012), Ensuring International Competitiveness: A 
Configurative Approach to Foreign Marketing Subsidiaries, Journal of the Academy 
of Marketing Science, 40, 2, 290-312. 

 
Ch. Homburg, M. Müller, M. Klarmann (2011), When does Salespeople’s Customer 
Orientation lead to Customer Loyalty? The Differential Effects of Relational and 
Functional Customer Orientation, Journal of the Academy of Marketing Science, 
39, 795-812. 
 
Ch. Homburg, J. Wieseke, B. Lukas, S. Mikolon (2011), When Salespeople Develop 
Negative Headquaters Stereoptypes: Performance Effects and Managerial Remedies, 
Journal of the Academy of Marketing Science, 39, 5, 664-682. 

 
Ch. Homburg, A. Fürst, J. Prigge (2010), A Customer Perspective on Product 
Eliminations: How the Removal of Products Affects Customers and Business 
Relationships, Journal of the Academy of Marketing Science, 38, 5, 531-549. 
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Ch. Homburg, A. Fürst, N. Koschate (2010), On the Importance of Complaint 
Handling Design: A Multi-Level Analysis of the Impact in Specific Complaint 
Situations, Journal of the Academy of Marketing Science, 38, 3, 265-287. 

 
Ch. Homburg, J. Wieseke, C. Kühnl (2010), Social Influence on Salespeople’s 
Adoption of Sales Technology: A Multilevel Analysis, Journal of the Academy of 
Marketing Science, 38, 2, 159-168. 
 
Ch. Homburg, T. Bornemann, D. Totzek (2009), Preannouncing Pioneering versus 
Follower Products: What Should the Message be? Journal of the Academy of 
Marketing Science, 37, 3, 310-327. 
 
J. Wieseke, Ch. Homburg, N. Lee (2008), Understanding the adoption of new brands 
through salespeople: a multilevel framework, Journal of the Academy of Marketing 
Science, 36, 2, 278-291. 
 
Ch. Homburg, A. Fürst (2007), See No Evil, Hear No Evil, Speak No Evil:  A Study 
of Defensive Organizational Behavior towards Customer Complaints, Journal of the 
Academy of Marketing Science, 35, 4, 523-536. 
 
Ch. Homburg, W. Hoyer, R. Stock-Homburg (2007), How to Get Lost Customers 
Back? A Study of Antecedents of Relationship Revival, Journal of the Academy of 
Marketing Science, 35, 4, 461-474. 
 
Ch. Homburg, W. Hoyer, N. Koschate (2005), Customers’ Reactions to Price 
Increases: Do Customer Satisfaction and Perceived Motive Fairness Matter?, Journal 
of the Academy of  Marketing Science, 33, 1, 36-49. 
 
Ch. Homburg, R. Stock (2004), The Link Between Salespeople’s Job Satisfaction and 
Customer Satisfaction in a Business-to-Business Context: A Dyadic Analysis, Journal 
of the Academy of Marketing Science, 32, 2, 144-158. 
 
J. Workman, Ch. Homburg, O. Jensen (2003), Intraorganizational Determinants of 
Key Account Management Effectiveness, Journal of the Academy of Marketing 
Science, 31, 1, 3-21. 

 
Ch. Homburg (2003), Publishing Processes in the Academic Marketing Discipline in 
the United States: A German Perspective, Journal of the Academy of Marketing 
Science, 31, 3, 348-350. 

 
Ch. Homburg, J. Workman, O. Jensen (2000), Fundamental Changes in Marketing 
Organization: The Movement Toward a Customer-Focused Organizational Structure, 
Journal of the Academy of Marketing Science, 28, 4, 459-478. 
 
 
f) International Journal of Research in Marketing (VHB-Einstufung A) 

 
 

Ch. Homburg, S. Böhler, S. Hohenberg (2020), Organizing for Cross-Selling: Do it right, or 
not at all, International Journal of Research in Marketing, 37, 1, 56-73. 
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Ch. Homburg, K. Lauer, A. Vomberg (2019), The Multichannel Pricing Dilemma: Do 
Customers Accept Higher Offline than Online Prices?, International Journal of Research in 
Marketing, 36, 597-612. 
 
S. Kuester, Ch. Homburg, A. Hildesheim (2017), The Catbird Seat of the Sales Force: 
How sales force integration leads to new product success, International Journal of 
Research in Marketing, 34, 462-479. 
 
Ch. Homburg, S. Alavi, T. Rajab, J. Wieseke (2017), The Contingent Roles of R&D-
Sales versus R&D-Marketing Cooperation in New-Product Development of Business-
to-Business Firms, International Journal of Research in Marketing, 34, 212-230. 
 
J. Prigge, B. Dietz, Ch. Homburg, J. L. Burton, W. Hoyer (2015), Patient 
Empowerment: A Cross-Disease Exploration of Antecedents and Consequences , 
International Journal of Research in Marketing, 32, 375-386. 
 
Ch. Homburg, M. Klarmann, J. Schmitt (2010), Brand Awareness in Business 
Markets: When is it Related toFirm Performance?, International Journal of 
Research in Marketing, 27, 3, 201-212. 
 
H. Baumgartner, Ch. Homburg (1996), Applications of Structural Equation Modeling 
in Marketing and Consumer Research: A Review, International Journal of Research 
in Marketing, 13, 2, 139-161. 

 
 

g) Journal of Product Innovation Management(VHB-Einstufung A) 
 

A. Weeth, J. Prigge, Ch. Homburg (2020), The Role of Departmental Thought Worlds 
in Shaping Escalation of Commitment in New Product Development Projects, 
Journal of Product Innovation Management, 37, 1, 48-73. 
 

R. Gruner, A. Vomberg, Ch. Homburg, B. Lukas (2018), Supporting New Product 
Launches with Social Media Communication and Online Advertising: Sales Volume 
and Profit Implications, Journal of Product Innovation Management, 36, 2, 172-
195. 

 
Ch. Homburg, S. Hohenberg, A. Hahn (2019), Steering the Sales Force for New Product 
Selling: Why Is It Different, and How Can Firms Motivate Different Sales Reps?, Journal of 
Product Innovation Management, 36, 3, 282-304.  
 

T. Bornemann, L. Schöler, Ch. Homburg (2014), In the Eye of the Beholder? The 
Effect of Product Appearance on Shareholder Value, Journal of Product Innovation 
Management, 32, 5, 704-715. 

S. Kuester, Ch. Homburg, S. Hess (2012), Externally Directed and Internally Directed 
Market Launch Management: The Role of Organizational Factors in Influencing New 
Product Success, Journal of Product Innovation Management, 12, 29, 38-52. 
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h) Accounting, Organizations and Society (VHB-Einstufung A) 

M. Artz, Ch. Homburg, T. Rajab (2012), Performance Measurement System Design 
and Functional Strategic Decision Influence: The Role of Performance Measure 
Properties, Accounting, Organizations and Society, 37, 7, 445-460. 

 
 

i) Journal of Business Research (VHB-Einstufung B) 
 
Ch. Homburg, C. Kühnl (2015), Is the more always better? A Comparative Study of 
Integration Practices in New Product and New Service Development, Journal of 
Business Research, 67, 7, 1360-1367. 
 
Ch. Homburg, J. Allmann, M. Klarmann (2014), Internal and  External Price Search in 
Industrial Buying: The Moderating Role of Customer Satisfaction, Journal of 
Business Research, 67,8, 1581-1588. 
 
Ch. Homburg, D. Totzek, M. Krämer (2014), How Price Complexity takes its Toll:  
The Neglected Role of a Simplicity Bias and Fairness in Price Evaluations, Journal of 
Business Research, 67,7, 1114-1122. 
 
Ch. Homburg, H. Krohmer, J. P. Workman (2004), A Strategy Implementation 
Perspective of Market Orientation, Journal of Business Research, 57, 12, 1331-1340. 

 
H. Krohmer, Ch. Homburg, J. Workman (2002), Should Marketing be Cross-
Functional? Conceptual Development and International Empirical Evidence, Journal 
of Business Research, 55, 6, 451-465. 
 
Ch. Homburg, B. Rudolph (2001), Customer Satisfaction in Industrial Markets: 
Dimensional and Multiple Role Issues, Journal of Business Research, 52, 1, 15-33. 

 
K. Gruner, Ch. Homburg (2000), Does Customer Interaction Enhance New Product 
Performance?, Journal of Business Research, 49, 1, 1-14. 

 
W. Gaul, Ch. Homburg (1988), The Use of Data Analysis Techniques by German 
Market Research Agencies, Journal of Business Research, 17, 1, 67-79. 

 
 

j) Journal of International Marketing (VHB-Einstufung B) 
 
Ch. Homburg, J. Prigge (2014), Exploring Subsidiary Desire for Autonomy – A 
Conceptual Framework and Empirical Findings, Journal of International 
Marketing, 22, 4 21-43. 
 
Ch. Homburg, J. Cannon, H. Krohmer, I. Kiedaisch (2009), Governance of 
International Business Relationships: A Cross-Cultural Study on Alternative 
Governance Modes, Journal of International Marketing, 17, 3, 1-20. 
 
Ch. Homburg, S. Kuester, N. Beutin, A. Menon (2005), Determinants of Customer 
Benefits in Business-to-Business Markets: A Cross-Cultural Comparison, Journal of 
International Marketing, 13, 3, 1-31. 
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Ch. Homburg, H. Krohmer, J. Cannon, I. Kiedaisch (2002), Customer Satisfaction in 
Transnational Buyer-Supplier Relationships, Journal of International Marketing, 
10, 4, 1-29. 

 
 

k) Psychology & Marketing (VHB-Einstufung B) 
 

Ch. Homburg, K. Ukrainets (2021), Saving money or losing face? An international 
study on social stigmatization in discount stores, Psychology & Marketing, 38, 5, 
908-932. 

 
Ch. Homburg, N. Koschate-Fischer, C. Wiegner (2012), Customer Satisfaction and 
Elapsed Time since Purchase as Drivers of Price Knowledge, Psychology & 
Marketing, 29, 2, 76-86. 
 
Ch. Homburg, N. Koschate, D. Totzek (2010), How Price Increases Affect Future 
Purchases: The Role of Mental Budgeting, Income, and Framing, Psychology & 
Marketing, 27, 1, 36-53.  

 
Ch. Homburg, R. Stock (2005), Exploring the Conditions Under Which Salesperson 
Work Satisfaction Can Lead to Customer Satisfaction, Psychology & Marketing, 22, 
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