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Nordfält, J. (2007). Marknadsföring i butik om forskning och branschkunskap i 

detaljhandeln . 2: a uppl. Solna: Liber.  

 

Rosengren, S., Lange, F., Hernant, M. & Blom, A. (2018). Catering to the Digital 

Consumer: From Multichannel to Omnichannel Retailing. In Andersson, P., Movin, S., 

Mähring, M., Teigland, R. and Wennberg, K. (eds.). Managing Digital Transformation. 

Stockhom.  

 

Schüler, M., Fee Maier, M. & Liljedal, K.T. (2018) Motives and barriers affecting 

consumers’ co-creation in the physical store. Paper presented at the 6th Nordic Retail 

and Wholesale Conference (NRWC) 2018, Reykjavik, Iceland.  

 

Wakeman, S. W., & Moore, C. (2018). Rewarding Deviants: Unethical Behavior as a 

Signal of One’s Communal Value. Academy of Management Proceedings, 2018(1), 

12209.  

 

Wakeman, S. W. (2018) Unethical gratitude? How gratitude contributes to the rise of 

unethical cultures in organizations. Research paper presented in the symposium. 

“Moral equivalence through benevolence, licensing, and cleansing” at the Academy 

of Management Annual Meeting, Chicago, IL, USA.  

 

Wakeman, S.W. & Ha, J. & Ku, G. (2018) The relevance of who you know: Why name 

dropping can be beneficial and backfire. The Academy of Management Annual 

Meeting, Chicago, IL, USA.  

 

Wakeman, S. W. (2018) Unethical gratitude? How gratitude contributes to the rise of 

unethical cultures in organizations. Interdisciplinary Network for Groups Research 

Annual Conference, Bethesda, MD.  

 

Wakeman, S. W. & Peterson, R. S.  (2018) Icarus who flies: Why communal narcissists 

endure as leaders while agentic narcissists crash.  Interdisciplinary Network for Groups 

Research Annual Conference, Bethesda, MD.   

 

https://doi.org/10.1080/09593969.2019.1598465
https://doi.org/10.1080/09593969.2019.1598465
https://doi.org/10.1108/ejm-01-2017-0059
https://doi.org/10.1108/ejm-01-2017-0059
https://doi.org/10.1108/ejm-01-2017-0059
https://www.adlibris.com/se/bok/marknadsforing-i-butik-om-forskning-och-branschkunskap-i-detaljhandeln-9789147113484
https://www.adlibris.com/se/bok/marknadsforing-i-butik-om-forskning-och-branschkunskap-i-detaljhandeln-9789147113484
http://www.digitalchange.se/wp-content/uploads/2018/02/Kap-4-Catering-to-the-Digital-Consumer_From-Multichannel-to-Omnichannel-Retailing.pdf
http://www.digitalchange.se/wp-content/uploads/2018/02/Kap-4-Catering-to-the-Digital-Consumer_From-Multichannel-to-Omnichannel-Retailing.pdf
http://www.digitalchange.se/wp-content/uploads/2018/02/Kap-4-Catering-to-the-Digital-Consumer_From-Multichannel-to-Omnichannel-Retailing.pdf
http://www.digitalchange.se/wp-content/uploads/2018/02/Kap-4-Catering-to-the-Digital-Consumer_From-Multichannel-to-Omnichannel-Retailing.pdf
https://doi.org/10.5465/ambpp.2018.240
https://doi.org/10.5465/ambpp.2018.240
https://doi.org/10.5465/ambpp.2018.240
https://journals.aom.org/doi/abs/10.5465/AMBPP.2018.12208abstract
https://journals.aom.org/doi/abs/10.5465/AMBPP.2018.12208abstract
https://journals.aom.org/doi/abs/10.5465/AMBPP.2018.12208abstract


   
 

 Stockholm School of Economics . Sveavägen 65 . Box 6501. SE-113 83 Stockholm .  Sweden . Phone +46 8 736 90 00 . www.hhs.se 

  

Wakeman, S. W. (2018) Unethical gratitude? How gratitude contributes to the rise of 

unethical cultures in organizations. European Group of Organizational Studies, Tallinn 

Business School, Tallinn, Estonia.  

 
 
2017 

Baines, P., Fill, C., Rosengren, S. & Antonetti, P. (2017). Fundamentals of Marketing. 

Oxford University Press.  

 

Baines, P., Fill, C., & Rosengren, S. (2017). Marketing. 4th Edition. Oxford: Oxford 

University Press.  

 

Blom, A., Lange, F. & Hess, R.L. (2017). Omnichannel-based promotions’ effects on 

purchase behavior and brand image. Journal of Retailing and Consumer Services, 39 

(November), 286-295.  

 

Colliander, J., Marder, B., Falkman, L.L., Madestam, J., Modig, E. & Sagfossen, S. (2017). 

The Social Media Balancing Act: Testing the Use of a Balanced Self-Presentation 

Strategy for Politicians Using Twitter. Computers in Human Behavior, 74 (September),.  

 

Dahlen, M., Lange, F. & Rosengren, S. (2017). Optimal marknadskommunikation. 3:e 

uppl. Solna: Liber.  

 

Hernant, M. & Rosengren, S. (2017). Now What? Evaluating the Sales Effects of 

Introducing an Online Store. Journal of Retailing and Consumer Services, 39 

(November), 305-313.  

 

Messner, M., Moll, J. & Strömsten, T. (2017). Credibility and 11roduct11city of qualitative 

data in accounting research. In Hoque, Z., Parker, L.D., Covaleski, M.A. & Haynes, K. 

(eds.) Handbook on Qualitative Accounting Research Methods. Routledge: London, 

432-444.  

 

Rosengren, S. & Bondesson, N. (2017). How Organizational Identification Among Retail 

Employees is Affected by Advertising. Journal of Retailing and Consumer Services, 38 

(September), 204-209.  

 

Söderlund, M., Colliander, J., Karsberg, J., Liljedal, K.T., Modig, E., Rosengren, S., 

Sagfossen, S., Szugalski, S. & Åkestam, N. (2017). The allure of the bottle as a package: 

An assessment of perceived effort in a packaging context. Journal of Product & Brand 

Managemnet.  

 

Åkestam, N., Rosengren, S. & Dahlen, M. (2017). Think About It – Can Portrayals of 

Homosexuality in Advertising Prime Consumer-Perceived Social Connectedness and 

Empathy? European Journal of Marketing, 51(1), 82-98.   

 

Åkestam, N., Rosengren, S. & Dahlen, M. (2017). Advertising “Like a Girl”,The Role of Ad 

Reactance in Understanding “Femvertising” and Its Effects. Psychology and 

Marketing, 34(8), 795-806.  

 

 

https://global.oup.com/ukhe/product/fundamentals-of-marketing-9780198829256?cc=us&lang=en
https://global.oup.com/ukhe/product/fundamentals-of-marketing-9780198829256?cc=us&lang=en
https://www.amazon.com/Marketing-Paul-Baines/dp/0198748531
https://www.amazon.com/Marketing-Paul-Baines/dp/0198748531
https://iranarze.ir/wp-content/uploads/2017/12/E5203-IranArze.pdf
https://iranarze.ir/wp-content/uploads/2017/12/E5203-IranArze.pdf
https://iranarze.ir/wp-content/uploads/2017/12/E5203-IranArze.pdf
https://www.semanticscholar.org/paper/The-social-media-balancing-act%3A-Testing-the-use-of-Colliander-Marder/7f65e96430747472e3c4a463f9e8c3b026419daf
https://www.semanticscholar.org/paper/The-social-media-balancing-act%3A-Testing-the-use-of-Colliander-Marder/7f65e96430747472e3c4a463f9e8c3b026419daf
https://www.semanticscholar.org/paper/The-social-media-balancing-act%3A-Testing-the-use-of-Colliander-Marder/7f65e96430747472e3c4a463f9e8c3b026419daf
https://www.bokus.com/bok/9789147112036/optimal-marknadskommunikation/
https://www.bokus.com/bok/9789147112036/optimal-marknadskommunikation/
https://www.sciencedirect.com/science/article/abs/pii/S0969698917304642
https://www.sciencedirect.com/science/article/abs/pii/S0969698917304642
https://www.sciencedirect.com/science/article/abs/pii/S0969698917304642
https://www.sciencedirect.com/science/article/pii/S0969698917301340?casa_token=c3ggIpmPp54AAAAA:OZPqN3902pmPtQnWGnkfRLe2dj5yOm0fQiOCH1wuZjqw_yN9VKG5Z_e4mrDYXpAJ3oK7xMe-Sw
https://www.sciencedirect.com/science/article/pii/S0969698917301340?casa_token=c3ggIpmPp54AAAAA:OZPqN3902pmPtQnWGnkfRLe2dj5yOm0fQiOCH1wuZjqw_yN9VKG5Z_e4mrDYXpAJ3oK7xMe-Sw
https://www.sciencedirect.com/science/article/pii/S0969698917301340?casa_token=c3ggIpmPp54AAAAA:OZPqN3902pmPtQnWGnkfRLe2dj5yOm0fQiOCH1wuZjqw_yN9VKG5Z_e4mrDYXpAJ3oK7xMe-Sw
https://www.emerald.com/insight/content/doi/10.1108/JPBM-12-2015-1065/full/html?casa_token=PESzzqcv1-UAAAAA:UjKkJc9ooG_-JASQ0b15iqHONKeM6m6RmIQaZnYP92pruQLJEPSrQRREvW7m2GZCbxZoNKOM1scdmF_fyvh_invk4vEx6CU5Kn73AlLHGdEKDSXTcyQ
https://www.emerald.com/insight/content/doi/10.1108/JPBM-12-2015-1065/full/html?casa_token=PESzzqcv1-UAAAAA:UjKkJc9ooG_-JASQ0b15iqHONKeM6m6RmIQaZnYP92pruQLJEPSrQRREvW7m2GZCbxZoNKOM1scdmF_fyvh_invk4vEx6CU5Kn73AlLHGdEKDSXTcyQ
https://www.emerald.com/insight/content/doi/10.1108/JPBM-12-2015-1065/full/html?casa_token=PESzzqcv1-UAAAAA:UjKkJc9ooG_-JASQ0b15iqHONKeM6m6RmIQaZnYP92pruQLJEPSrQRREvW7m2GZCbxZoNKOM1scdmF_fyvh_invk4vEx6CU5Kn73AlLHGdEKDSXTcyQ
https://www.emerald.com/insight/content/doi/10.1108/EJM-11-2015-0765/full/html?casa_token=zMsi-jW6-JMAAAAA:lrG9aRVmU9gITqVnA7LOYf52X4NSS7HDG2SMQ2US1b0Kn-W6VaNP2R3DwUCIdNiHBbxnPwT6W85t0nWYAcgXex_uyQM7vgmKrKqKwN0jLUKUdYFXIfA
https://www.emerald.com/insight/content/doi/10.1108/EJM-11-2015-0765/full/html?casa_token=zMsi-jW6-JMAAAAA:lrG9aRVmU9gITqVnA7LOYf52X4NSS7HDG2SMQ2US1b0Kn-W6VaNP2R3DwUCIdNiHBbxnPwT6W85t0nWYAcgXex_uyQM7vgmKrKqKwN0jLUKUdYFXIfA
https://www.emerald.com/insight/content/doi/10.1108/EJM-11-2015-0765/full/html?casa_token=zMsi-jW6-JMAAAAA:lrG9aRVmU9gITqVnA7LOYf52X4NSS7HDG2SMQ2US1b0Kn-W6VaNP2R3DwUCIdNiHBbxnPwT6W85t0nWYAcgXex_uyQM7vgmKrKqKwN0jLUKUdYFXIfA
https://onlinelibrary.wiley.com/doi/pdf/10.1002/mar.21023?casa_token=iwO1odJihucAAAAA:uUJ35h99ihb8kpWw52l_A7rK5SHgI0777vXbhhIStFN8SY33q06ukOgkveD1Plv3-216Zb_aLEu_9g
https://onlinelibrary.wiley.com/doi/pdf/10.1002/mar.21023?casa_token=iwO1odJihucAAAAA:uUJ35h99ihb8kpWw52l_A7rK5SHgI0777vXbhhIStFN8SY33q06ukOgkveD1Plv3-216Zb_aLEu_9g
https://onlinelibrary.wiley.com/doi/pdf/10.1002/mar.21023?casa_token=iwO1odJihucAAAAA:uUJ35h99ihb8kpWw52l_A7rK5SHgI0777vXbhhIStFN8SY33q06ukOgkveD1Plv3-216Zb_aLEu_9g


   
 

 Stockholm School of Economics . Sveavägen 65 . Box 6501. SE-113 83 Stockholm .  Sweden . Phone +46 8 736 90 00 . www.hhs.se 

  

 
2016 

Ahlbom, C-P., Nordfält, J., Roggeveen, A. & Grewal, D. (2016). Birdsong in Aisle 5? An 

Empirical Study on Department-Specific Sounds in Supermarkets. Research paper 

presented at The 5th Nordic Retail and Wholesale Conference, Aarhus, Denmark.  

 

Ahlbom, C-P., Nordfält, J., Roggeveen, A. & Grewal, D. (2016). With or Without You: 

Playing Music in Grocery Stores. In Developments in Marketing Science: Proceedings 

of the 2016 Academy of Marketing Science Annual Meeting. Lake Buena Vista, FL, 

USA.  

 

Blom, A., Lange, F. & Hess, R. (2016). Omni-channel based promotion-effects on 

purchase behavior and brand image. Research paper presented at The 23rd European 

Institute Of Retailing And Services Studies, Edinburgh, UK.  

 

Bondesson, N. & Rosengren, S. (2016). Understanding Employee Perceptions of 

Advertising Effectiveness. In Verlegh, P., Voorveld, H., and Eisend, M. (eds.). Advances 

in Advertising Research (Vol. VI) – The Digital, the Classic, the Subtle, and the Alternat.  

 

Colliander, J., Söderlund M. & Szugalski, S. (2016). Multi-level loyalty program rewards 

and their effects on top-tier customers and second-tier customers. Journal of 

Consumer Marketing, 33 (3), 162-171.  

 

Dahlen, M. & Rosengren, S. (2016). If Advertising Won’t Die, What Will It be? Towards a 

New Definition of Advertising. Journal of Advertising, 45 (3), 334-345.  

 

Dahlen, M. & Rosengren, S. (2016). Reply to the Comments on: “Dahlen and Rosengren 

2016”. Journal of Advertising, 45 (3), 359-363.  

 

Hernant, M. (2016). Butiken, Sortimentet och Kampanjerna; En bok om ekonomisk 

uppföljning. Lund: Studentlitteratur.  

 

Hernant, M. (2016). Economic effects of automatic replenishment. An empirical study 

into the effects on shrinkage in perishable categories from implementing automatic 

replenishment. Research paper presented at The 5th Nordic Retail and Wholesale 

Conference, Aarhus, Denmark.  

 

Hernant, M. & Rosengren, S. (2016). The Effects on Customer Behavior and Sales from 

Introducing an Online Store. Research paper presented at The 23rd European Institute 

Of Retailing And Services Studies, Edinburgh, UK.  

 

Hernant, M. & Rosengren, S. (2016). Online alongside Offline – Customer acquisition or 

cannibalization? Research paper presented at The 5th Nordic Retail and Wholesale 

Conference, Aarhus, Denmark.  

 

Lange, F., Rosengren, S. & Blom, A. (2016). Store Window Creativity’s Impact on 

Shopper Behavior. Journal of Business Research, 69 (3), 1014-1021.  

 

Liljedal, K. T. (2016). Konsumenter I co-creation: Om ”giveashitability” I 12roduct- och 

tjänsteutveckling. Management of Innovation and Technology, 4, 10-11.  

 

https://www.researchgate.net/profile/Niklas-Bondesson/publication/301244727_Understanding_Employee_Perceptions_of_Advertising_Effectiveness/links/5a1e612c458515a4c3d1e84a/Understanding-Employee-Perceptions-of-Advertising-Effectiveness.pdf
https://www.researchgate.net/profile/Niklas-Bondesson/publication/301244727_Understanding_Employee_Perceptions_of_Advertising_Effectiveness/links/5a1e612c458515a4c3d1e84a/Understanding-Employee-Perceptions-of-Advertising-Effectiveness.pdf
https://www.researchgate.net/profile/Niklas-Bondesson/publication/301244727_Understanding_Employee_Perceptions_of_Advertising_Effectiveness/links/5a1e612c458515a4c3d1e84a/Understanding-Employee-Perceptions-of-Advertising-Effectiveness.pdf
https://www.emerald.com/insight/content/doi/10.1108/JCM-03-2015-1349/full/html?casa_token=7zlJJ1E4qlkAAAAA:Yuy0tZy6m4H7qXVwwCnbiaI2nsNrru3veqSAQLwdpuoEBY6140-Z9tgzkQokp0rsv4zTRDy1FPVE9J44821UKQef6mw_sI6-DZNtbabn0_Nd2DloH54
https://www.emerald.com/insight/content/doi/10.1108/JCM-03-2015-1349/full/html?casa_token=7zlJJ1E4qlkAAAAA:Yuy0tZy6m4H7qXVwwCnbiaI2nsNrru3veqSAQLwdpuoEBY6140-Z9tgzkQokp0rsv4zTRDy1FPVE9J44821UKQef6mw_sI6-DZNtbabn0_Nd2DloH54
https://www.emerald.com/insight/content/doi/10.1108/JCM-03-2015-1349/full/html?casa_token=7zlJJ1E4qlkAAAAA:Yuy0tZy6m4H7qXVwwCnbiaI2nsNrru3veqSAQLwdpuoEBY6140-Z9tgzkQokp0rsv4zTRDy1FPVE9J44821UKQef6mw_sI6-DZNtbabn0_Nd2DloH54
https://www.tandfonline.com/doi/full/10.1080/00913367.2016.1204968?casa_token=SO3ENOb2NWcAAAAA:-W3K4Vt7WHNFq0h8uTdPI6GAl7-_apL2hK2uKZ7pZYDReGnetkbUeZB5aPpwLDLqzMgUGFLuq19V
https://www.tandfonline.com/doi/full/10.1080/00913367.2016.1204968?casa_token=SO3ENOb2NWcAAAAA:-W3K4Vt7WHNFq0h8uTdPI6GAl7-_apL2hK2uKZ7pZYDReGnetkbUeZB5aPpwLDLqzMgUGFLuq19V
https://www.tandfonline.com/doi/full/10.1080/00913367.2016.1204968
https://www.tandfonline.com/doi/full/10.1080/00913367.2016.1204968
https://www.tandfonline.com/doi/full/10.1080/00913367.2016.1204968
https://www.sciencedirect.com/science/article/pii/S0148296315003501?casa_token=IVExJ_nJ-f0AAAAA:ebjS2g1J1psyEUp1XsKQwBk4a1pmXtrJmMAeFsNAenCCDzmtAVfzQLPg7QCWSz_cJXHybdqIeQ
https://www.sciencedirect.com/science/article/pii/S0148296315003501?casa_token=IVExJ_nJ-f0AAAAA:ebjS2g1J1psyEUp1XsKQwBk4a1pmXtrJmMAeFsNAenCCDzmtAVfzQLPg7QCWSz_cJXHybdqIeQ


   
 

 Stockholm School of Economics . Sveavägen 65 . Box 6501. SE-113 83 Stockholm .  Sweden . Phone +46 8 736 90 00 . www.hhs.se 

  

Lindström, A., Berg, H., Nordfält, J., Roggeveen, A. L., & Grewal, D. (2016). Does the 

presence of a mannequin head change shopping behavior? Journal of Business 

Research, 69(2), 517-524.  

 

Mägi, A., Gunnarsson, J. & Rosengren, S. (2016). Consumer Updating of Store Price 

Perceptions. In Developments in Marketing Science: Proceedings of the 2016 

Academy of Marketing Science Annual Meeting. Lake Buena Vista, FL, USA.  

 

Prebensen, N & Rosengren, S. (2016). Experience value as a function of hedonic and 

utilitarian dominant services. International Journal of Contemporary Hospitality 

Management, 28 (1), 113-135.  

 

Ringbo, J. (2016). In Search of the Optimal Grocery Store Layout: Examining the Effect 

of Placement Order for Complementary Product Categories in the Store Environment. 

Licenciate Dissertation., Stockholm School of Economics.   

 

Rosengren, S. (2016). From Advertising Avoidance to Advertising Approach: Rethinking 

Advertising Attention in New Advertising Formats. In De Pelsmacker P (ed.) Advertising 

in New Formats and Media: Current Research and Implications for Marketers. Bradford  

 

Rosengren, S., Lange, F., & Dahlen, M. (2016). Extended effects of pink prices:  

Examining consumer reactions to “the sexist surcharge”. Research paper presented at 

The 5th Nordic Retail and Wholesale Conference, Aarhus, Denmark.   

 

Rosengren, S., Ljungberg, V. & Palmberg, F. (2016). Content or Advertising: What 

Difference Does it Make?, Research paper presented at The 45th European Marketing 

Academy Conference, Oslo, Norway.  

 
 
2015 

Alenius, E., Lind, J. & Strömsten, T. (2015). The role of open book accounting in a supplier 

network: Creating and managing interdependencies across company boundaries. 

Industrial Marketing Management, 45 (February), 195-206.  

 

Berg, H., Söderlund, M. & Lindström, A. (2015). Spreading joy: examining the effects of 

smiling models on consumer joy and attitudes. Journal of Consumer Marketing, 32 (6), 

459-469.  

 

Berg H, Lindström A, Roggeveen A, Grewal D. & Nordfält J. (2015). Consumer response 

to store mannequins with and without heads: The role of fashion expertise and visual 

attention. Research paper presented at The American Marketing 

Association/American Collegiate Retailing Association Conference, Miami, US. 

 

Christner, H. & Strömsten, T. (2015). Scientists, Venture Capitalists and the Stock 

exchange. The mediating role of accounting in product innovation. Management 

Accounting Research, 28 (September), 50-67.   

 

Colliander, J., Dahlén, M. & Modig, E. (2015). Twitter for two: Investigating the effects 

of tweeting with customers. International Journal of Advertising, 34 (2), 181-194.  

 

https://www.sciencedirect.com/science/article/pii/S014829631500209X?casa_token=mXz4Nm0IiKcAAAAA:dW3VngpbrWovxaSO0-MDaqCJvjVZ5-JLgGiXBwQn3x14iF0CgcWAWexoBvVGsx81pMliZ1e48A
https://www.sciencedirect.com/science/article/pii/S014829631500209X?casa_token=mXz4Nm0IiKcAAAAA:dW3VngpbrWovxaSO0-MDaqCJvjVZ5-JLgGiXBwQn3x14iF0CgcWAWexoBvVGsx81pMliZ1e48A
https://www.sciencedirect.com/science/article/pii/S014829631500209X?casa_token=mXz4Nm0IiKcAAAAA:dW3VngpbrWovxaSO0-MDaqCJvjVZ5-JLgGiXBwQn3x14iF0CgcWAWexoBvVGsx81pMliZ1e48A
https://munin.uit.no/bitstream/handle/10037/12058/article.pdf?sequence=4&isAllowed=y
https://munin.uit.no/bitstream/handle/10037/12058/article.pdf?sequence=4&isAllowed=y
https://munin.uit.no/bitstream/handle/10037/12058/article.pdf?sequence=4&isAllowed=y
https://www.emerald.com/insight/content/doi/10.1108/978-1-78560-313-620151019/full/html?utm_source=TrendMD&utm_medium=cpc&utm_campaign=Advertising_in_New_Formats_and_Media_TrendMD_1
https://www.emerald.com/insight/content/doi/10.1108/978-1-78560-313-620151019/full/html?utm_source=TrendMD&utm_medium=cpc&utm_campaign=Advertising_in_New_Formats_and_Media_TrendMD_1
https://www.emerald.com/insight/content/doi/10.1108/978-1-78560-313-620151019/full/html?utm_source=TrendMD&utm_medium=cpc&utm_campaign=Advertising_in_New_Formats_and_Media_TrendMD_1


   
 

 Stockholm School of Economics . Sveavägen 65 . Box 6501. SE-113 83 Stockholm .  Sweden . Phone +46 8 736 90 00 . www.hhs.se 

  

Colliander, J. & Erlandsson, S. (2015). The Blog and the Bountiful: Exploring the Effects 

of Disguised Product Placement on Blogs that are Revealed by a Third Party. Journal 

of Marketing Communications, 21 (2), 110-124.  

 

Gunnarsson, J. (2015). Retailer Price Image - An Introduction and Literature Review. SSE 

Working Paper Series in Business Administration, No 2015:2. 

 

Roggeveen, A., Nordfält J. & Grewal, D. (2015). Do Digital Displays Enhance Sales? 

Role of Retail Format and Message Content. Journal of Retailing, 92 (1), 122-131. 

 

Rosengren, S. (2015). Marknadsföringens bredare betydelse, Organisation & Samhälle, 

Nr 1, 54-56. 

 

Rosengren S., Modig E. & Dahlén, M. (2015). The value of ambient marketing from a 

consumer perspective. Journal of Marketing Communications, 21 (1), 20-32.  

 

Rosengren S. & Dahlén, M. (2015). Exploring Advertising Equity: How a brand’s past 

advertising may affect consumer willingness to approach its future ads. Journal of 

Advertising, 44 (1), 1-13.  

 

Rosengren, S., Modig, E. & Sasser, S. (2015). Exploring the Role of Creativity in Retailing. 

Research paper presented at The American Marketing Association/American 

Collegiate Retailing Association Conference, Miami, US. 

 

Söderlund, M. & Colliander, J. (2015). Loyalty program rewards and their impact on 

perceived justice, customer satisfaction, and repatronize intentions. Journal of 

Retailing and Consumer Services, 25 (July), 47-57. 

 

Söderlund M., Åkestam N., Rosengren S., Karsberg J. & Dahlén M. (2015). The minority 

bonus: Effects of diversity in advertising on social connectedness and empathy. 

Research Paper presented at The European Marketing Academy Conference, May 

26-29, KU Leuven, Belgium. 

 

Åkestam, N., Rosengren, S. & Dahlén, M. (2015). The beauty and the ad: Exploring the 

impact of advertising schemas on perceived attractiveness and social 

connectedness. Research paper presented at The 14th International Conference on 

Research in Advertising 2015, London, UK. 

 

 
2014 

Berg H., Söderlund M. & Lindström A. (2014). Smiling faces in the store: The typicality of 

smiling faces in product packaging design. In Proceedings from the American 

Marketing Assosciation Shopper Marketing & Pricing SIG Conference, Stockholm, 

Sweden. 

 

Berg H., Söderlund M. & Lindström A. (2014). The typicality of smiling faces in product 

packaging design. Research paper presented at the 3rd Nordic Conference on 

Consumer Research, Vaasa, Finland. 

 

Berg H., Söderlund M. & Lindström A. (2014). The smile appeal. Research paper 

presented at the 43rd European Marketing Academy Conference, Valencia, Spain.  



   
 

 Stockholm School of Economics . Sveavägen 65 . Box 6501. SE-113 83 Stockholm .  Sweden . Phone +46 8 736 90 00 . www.hhs.se 

  

 

Berg H, Ringbo J. & Söderlund M. (2014). When the customer has left the store: An 

examination of the potential for satisfaction rub-off effects on other stores. Journal of 

Retailing and Consumer Services, 21 (4), 529-536. 

 

Blom A. (2014). Hedonisk shoppingmotivation och dess påverkan på varför en 

konsument shoppar. I Söderlund, M (red.). Marknadsföring och påverkan på 

konsumenten. Lund: Studentlitteratur, 251-266. 

 

Blom A. & Karsberg J. (2014). Communication of a new retail concept – the effects of 

construal level theory and marketing signal theory on the attitudes and behavior of 

retail customers. Research paper presented at the 4th Nordic Retail and Wholesale 

Conference, Stockholm, Sweden. 

 

Blom A., Lange F. & Rosengren S. (2014). Does it make sense to use creative window 

displays? Research paper presented at the American Marketing Association Shopper 

Marketing & Pricing Conference SIG, Stockholm, Sweden. 

 

Dahlén M., Rosengren S. & Smit, E. (2014). Why the Marketer’s View Matters As Much 

as the Message, Journal of Advertising Research, 54 (3), 304-312. 3 

 

Grewal D., Roggeveen A. & Nordfält J. (2014). Pricing in the Modern World: The Role 

of Price-Related and Non-Price Related Cues. Journal of Product and Brand 

Management, 23 (6), 397-400. 

 

Grewal, D., Roggeveen, A. & Nordfält, J. (2014). Shopper marketing and the role of in-

store marketing. Review of Marketing Research, 11, Bingley: Emerald Group Publishing. 

 

Julander, C-R (2014). De dolda påverkarna. I Söderlund, M (red.). Marknadsföring och 

påverkan på konsumenten. Lund: Studentlitteratur, 33-52. 

 

Lange F. (2014). ”Manic Monday” – om vanor och tankebanor i konsumentbeteende. 

I Söderlund, M (red.). Marknadsföring och påverkan på konsumenten. Lund: 

Studentlitteratur, 193-212. 

 

Lange F., Rosengren S. & Blom A. (2014). Does Creativity Matter For Store Window 

Displays?. Research paper presented at the 43rd European Marketing Academy 

Conference, Valencia, Spain. 

 

Lange F., Blom A., & Hess, R. (2014). Integrating shopping experiences across customer 

touchpoints. Research paper presented at the 4th Nordic Retail and Wholesale 

Conference, Stockholm, Sweden. 

Lange, F., Wallin, J. & Eckerrot, C. (2014). Shopping factors that drive “true” 

multichannel shopping. The 4th Nordic Retail and Wholesale Conference, Stockholm, 

Sweden. 

 

Lindström A. & Berg H. (2014). Visual attention for pictures of people in retail 

environments. Research paper presented at The 4th Nordic Retail and Wholesale 

Conference, Stockholm, Sweden. 

 



   
 

 Stockholm School of Economics . Sveavägen 65 . Box 6501. SE-113 83 Stockholm .  Sweden . Phone +46 8 736 90 00 . www.hhs.se 

  

Modig E. & Rosengren S. (2014). Can advertising creativity affect product perceptions 

and retailer evaluations? Journal of Product & Brand Management, 23 (6), 452-461. 

 

Nordfält J. (2014). Så shoppar vi loss i butiken. I Söderlund, M (red.). Konsument i butik 

– så shoppar vi loss. Konsumentverkets Rapport 2014:3, 15-28. 

 

Ringbo J. (2014). An Examination of In-Store Purchase Sequence and the likelihood for 

Cross-Category Purchases in Grocery Shopping. Research paper presented at the 4th 

Nordic Retail and Wholesale Conference, Stockholm, Sweden. 

 

Rosengren S. (2014). Ett nytt sätt att mäta reklamens värde. Medievärlden Premium, 

20 November. https://premium.medievarlden.se/rapporter/ett-nytt-satt-att-mata-

reklamens-varde 

 

Rosengren S. (2014). Reklamkapital – en förbisedd tillgång. I Söderlund, M (red.). 

Marknadsföring och påverkan på konsumenten. Lund: Studentlitteratur, 93-112. 

 

Rosengren S. & Bondesson N. (2014). Consumer Advertising as a Signal of Employer 

Attractiveness. International Journal of Advertising, 33 (2), 253-269. 3 

 

Rosengren, S. and Bondesson, N. (2014). Consumer Advertising and Organizaitonal 

Identification. Research paper presented at the 13th International Conference on 

Research in Advertising, Amsterdam, Netherlands. 

 

Söderlund, M., Berg, H. & Lindström, A. (2014). Den leende människan i 

marknadskommunikationen. I Söderlund, M (red.). Marknadsföring och påverkan på 

konsumenten. Lund: Studentlitteratur, 77-92. 

 

 
2013 

Alenius E., Lind J. & Strömsten T. (2013). Direct and indirect effects of open book 

accounting in a supplier network: A case from the retail sector”. Research paper 

presented at the European Accounting Association Congress, Paris, France. 

 

Karsberg J. & Blom A. (2013). The signal of cognitive effort in advertising and the 

moderating effect of social context. Research paper presented at the 22nd Nordic 

Academy of Management Conference, Reykjavik, Iceland. 

 

Lange F., Blom A. & Ringbo J. (2013). Shopping basket composition in different grocery 

retail formats. Research paper presented at the Pricing and Retailing Conference, 

Babson, US. 

 

Nordfält, J. (2013). Om tekniken i handeln: strategiska förutsättningar och tekniska 

tillämpningar. I Andersson, P., Axelsson, B. & Rosenqvist, C. (red.). Det mogna 

tjänstesamhällets förnyelse – affärsmodeller, organisering och affärsrelationer. Lund: 

Studentlitteratur, 311-334. 

 

Nordfält J. & Lange F. (2013). In-store demonstrations as a promotion tool. Journal of 

Retailing & Consumer Services, 20 (1), 20-25. 

 



   
 

 Stockholm School of Economics . Sveavägen 65 . Box 6501. SE-113 83 Stockholm .  Sweden . Phone +46 8 736 90 00 . www.hhs.se 

  

Nordfält J., Roggeveen A., Grewal D., Lindström A. & Berg H. (2013). Consumer 

Response to Variations in Store Mannequins Is Regulated by Level of Consumer 

Knowledge. Research paper presented at the Pricing and Retailing Conference, 

Babson, US. 

 

Rosengren S., Blom A., Karsberg J. & Åkestam N. (2013). Exploring the Effects of 

Advertising Creativity on a Media Vehicle. In Proceedings from the 42nd European 

Marketing Academy Conference, Istanbul, Turkey. 

 

Strömsten, T. (2013). Total value of ownership: Från teknisk funktionalitet till finansiell 

logik: att representera värde i kundrelationer. I Andersson, P., Axelsson, B.& Rosenqvist. 

C. (red). Det mogna tjänstesamhällets förnyelse – affärsmodeller, organisering och 

affärsrelationer. Lund: Studentlitteratur, 81-98. 

 

Söderlund M. & Julander C-R  (2013). An examination of the effects of message 

content that categorizes the customer. In Rosengren S, Dahlén M & Okazaki S (eds.), 

Advances in Advertising Research (Vol IV) Wiesbaden: Springer Gabler.  

 

Söderlund M. & Julander C-R. (2013). It matters who “they” think you are: Categorizing 

the customer in marketing communications and the effects on the customer. In 

Rosengren S, Dahlen, M. & Okazaki, S. (eds.). Advances in Advertising Research (Vol 

IV). Wiesbaden: Gabler Verlag. 

 

 
2012 

Berg H., Ringbo J. & Söderlund M (2012). When the customer has left the store: An 

examination of the potential for satisfaction rub-off effects on other stores. Research 

paper presented at The 3rd Nordic Retail and Wholesale Conference, Lund, Sweden.  

 

Blom A., Lange F., Häggarth U. & Nordfält J. (2012). Contextual effects on brand beliefs 

and brand evaluation, research paper presented at The 3rd Nordic Retail and 

Wholesale Conference, Lund, Sweden. 

 

Karsberg J. & Blom A. (2013). The signal of cognitive effort in advertising and the 

moderating effect of social context, paper presented at the 22nd Nordic Academy of 

Management Conference, Reykjavik, Iceland. 

Kraus, K. & Strömsten, T. (2012). Going Public: The role of accounting and shareholder 

value in making sense of an IPO. Management Accounting Research, 23 (3), 186-201.  

 

Lange F., Blom A. & Ringbo J. (2013). Shopping basket composition in different grocery 

retail formats. Research paper presented at the Pricing and Retailing Conference, 

Babson, US.  

 

Lange, F., Blom, A. & Windrup, A. (2012). Consumers’ brand and category perceptions 

in different retail formats. Research paper presented at The 3rd Nordic Retail and 

Wholesale Conference, Lund, Sweden. 

 

Nordfält J., Berg H., Lindström A. & Ringbo J. (2012). Face Time: Consumer reactions to 

anthropomorphism in store mannequins. Research paper presented at The 3rd Nordic 

Retail and Wholesale Conference, Lund, Sweden.   

 



   
 

 Stockholm School of Economics . Sveavägen 65 . Box 6501. SE-113 83 Stockholm .  Sweden . Phone +46 8 736 90 00 . www.hhs.se 

  

Ringbo J. (2012). In-Store Location Effects: An Examination of Category Placements 

and Impact on Sales. Research paper presented at The 3rd Nordic Retail and 

Wholesale Conference, Lund, Sweden. 

 

Strömsten, T. & Waluszewski A. (2012). Governance and resource interaction in 

networks. The role of Venture capital in a biotech start-up. Journal of Business 

Research, 65 (2), 232-244. 

 

Söderlund M. & Julander C-R. (2012). It matters who “they” think you are: Categorizing 

the customer in marketing communications and the effects on the customer. 

Research paper presented at the International Conference of Research in Advertising, 

Stockholm, Sweden. 

 

 
2011 

Johansson U. & Nordfält J. (2011). Special issue on retailing research from the Nordic 

Countries. Journal of Retailing and Consumer Services, 18 (3), 167-168. 

 

Nordfält J. (2011). Improving the Attention-Capturing Ability of Special Displays with 

the Combination Effect and the Design Effect. Journal of Retailing and Consumer 

Services, 18 (3) 169-173. 

 

Nordfält, J. (2011). In-store atmospherics. In Fundamentals of Retailing and Shopper 

marketing. Hillesland, J. (ed.). Harlow: Pearson Education 

 

Lind, J. & Strömsten, T. (2011). Differentierad utvärdering av leverantörsrelationer. I 

Benson, I., Lind, J., Sjögren, E., Wijkström, F. (red.). Morgondagens industri: Att sätta 

spelregler och flytta gränser. Lund: Studentlitteratur. 

 

Öhman N. (2011). Buying or lying – The role of social pressure and temporal disjunction 

of intention assessment and behaviour on the predictive ability of good intentions, 

Journal of Retailing and Consumer Services, 18 (3), 194-199.  

 

 
2010 

Hernant M. & Boström M. (2010). Lönsamhet i butik. Malmö: Liber. 

 

Hjalmarson H. & Lange F. (2010). Trivial attributes as taste enhancers: The case of strong 

and weak brand berry/licorice pastilles. Research paper presented at International 

Conference of Research in Advertising, Madrid, Spain. 

 

Håkansson, H., Kraus, K., Lind, L. & Strömsten, T. (2010). Accounting in networks. The 

industrial network approach. In Accounting in Networks. Håkansson, H, Kraus, K., Lind 

J. (eds). Oxford: Routledge.  

 

Nordfält J. (2010). Learning and Memory. In Consumer Behaviour. Ekström, C. (ed.). 

Lund: Studentlitteratur. 

 

Öhman N. (2010). Considering intentions. Dissertation, EFI, Stockholm School of 

Economics.  

 



   
 

 Stockholm School of Economics . Sveavägen 65 . Box 6501. SE-113 83 Stockholm .  Sweden . Phone +46 8 736 90 00 . www.hhs.se 

  

 
2009 

Baraldi, E. & Strömsten, T. (2009). Controlling and Combining Resources in Networks - 

From Uppsala to Stanford, and back again: The case of a biotech innovation. Industrial 

Marketing Management. 38 (5), 541-552. 

 

Dahlén M., Lange F. & Smith T. (2009). Marketing Communications: A Brand Narrative 

Approach. Hoboken: Wiley & Sons. 

 

Hernant M. (2009). Profitability Performance of Supermarkets. Dissertation, EFI, 

Stockholm School of Economics.  

 

Söderlund M. & Julander C-R (2009). Physical Attractiveness of the Service Worker in 

the Moment of Truth and Its Effects on Customer Satisfaction. Journal of Retailing and 

Consumer Services, 16 (3), 216-226. 

 

 
2008 

Baraldi, E. & Strömsten, T. (2008). Configurations and control of resource interfaces in 

industrial networks. Advances in Business Marketing and Purchasing, 14, 251-316. 

 

Christner, H., Lind, J., Strömsten, T. & Almgren, A. (2008). Kundstrategier och 

kundlönsamhetsbedömningar – en studie av Holmen Paper. I Jennergren, P., Lind, J., 

Schuster, W., Skogsvik, K. (red). Redovisning i fokus. Lund: Studentlitteratur. 

 

Cäker, M., & Strömsten, T. (2010). Customer accounting when relationships and 

networks matter. In Håkansson, H, Kraus, K., Lind J. (eds). Accounting in Networks. 

London: Routledge, 151-183. 

 

Dahlen M., Rosengren S., Törn F. & Öhman N. (2008). Could Placing Ads Wrong Be 

Right? Journal of Advertising, 37 (3), 55-67.  

 

Julander C-R. & Söderlund M. (2008). The follow-up contact after the service 

encounter and its effects on customer satisfaction: Was the Joe Girard “I-like-you-

approach” right? In Perks K.J. & Shukla P. (eds.). Proceedings from the 37th EMAC 

Conference, Brighton, UK.  

 

Nordfält J. (2008). Unplanned Grocery Purchases: The Influence of the Shopping Trip 

Type Revisited. Journal of Consumer Behaviour, 8 (1), 1-13. 

 

Strömsten, T. (2008). Samspelet mellan vertikala och horisontella styrprocesser i 

industriella nätverk – Fallet Ericsson och Vodafone. I Jennergren, P., Lind, J., Schuster, 

W., Skogsvik, K. (red.). Redovisning i fokus. Lund: Studentlitteratur, 89-110.  

 

 

 

 

 

 


