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er Satisfaction. Multiple Drivers and Multiple Markets, in: Journal of the Academy of Marketing 
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erung eines immateriellen Werttreibers, in: ZFC Zeitschrift Controlling, Vol 22. (2), pp. 89-95 
 
8. Eberl, M.; Schwaiger, M. (2008): Die Bedeutung der Unternehmensreputation für die Zahlungsbe-

reitschaft von Privatkunden, in: Kredit & Kapital, Vol. 41, No. 3, S. 355-389 
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privater Anleger, in: Kredit und Kapital, Vol. 40, No. 2, pp.189-223 
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11. Scharf, S.; Sarstedt, M., Schwaiger, M.; Raithel, S.; Zimmermann, L.: Do Capital Markets Re-
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12. Raithel, S.; Schwaiger, M.: The Value of Corporate Reputation for Shareholders 
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List of Publications - Manfred Schwaiger  
(last update 2011-12-15) 

 

 

Books 

 

1. Schwaiger, M. (1997): Multivariate Werbewirkungskontrolle - Konzepte zur Auswertung von Wer-
betests, Reihe neue betriebswirtschaftliche Forschung, Band 231, Gabler, Wiesbaden 1997 

2. Schwaiger, M. (1993): Hochrechnungsverfahren im Marketing, Vahlen, München 1993 

 

Edited Volumes 
 

3. Sarstedt, M.; Schwaiger, M.; Taylor, C. R. (2011): Measurement and Research Methods in In-
ternational Marketing, Advances in International Marketing, Vol. 22, Emerald 

4. Schwaiger, M.; Sarstedt, M. (2011): Journal of Brand Management: Corporate Branding in a 
Turbulent Environment, Volume 19, No. 3, Palgrave Macmillan 

5. Schwaiger, M.; Meyer, A. (2009): Theorien und Methoden der Betriebswirtschaft. Handbuch für 
Wissenschaftler und Studierende, Vahlen, München 2009 

6. Maschke, J.; Job, H.; Schwaiger, M. (2007): Jahrbuch für Fremdenverkehr, Organ des Deut-
schen Wirtschaftswissenschaftlichen Instituts für Fremdenverkehr e.V. an der Universität Mün-
chen, 48. Jahrgang 2007 

7. Maschke, J.; Job, H.; Schwaiger, M. (2005): Jahrbuch für Fremdenverkehr, Organ des Deut-
schen Wirtschaftswissenschaftlichen Instituts für Fremdenverkehr e.V. an der Universität Mün-
chen, 47. Jahrgang 2005 

8. Schwaiger, M.; Opitz, O. (2003): Exploratory Data Analysis in Empirical Research, Proceedings 
of the 25th Annual Conference of the ‘Gesellschaft für Klassifikation e.V’, Springer, Berlin, Heidel-
berg, New York et al. 2003 

9. Schwaiger, M.; Harhoff, D. (2003): Empirie und Betriebswirtschaft – Entwicklungen und Perspek-
tiven, Schäffer-Poeschel, Stuttgart  

10. Job, H.; Schwaiger, M. (2003): Jahrbuch für Fremdenverkehr, Organ des Deutschen Wirtschafts-
wissenschaftlichen Instituts für Fremdenverkehr e.V. an der Universität München, 45. Jahrgang 
2003 

11. Job, H.; Schwaiger, M. (2002): Jahrbuch für Fremdenverkehr, Organ des Deutschen Wirtschafts-
wissenschaftlichen Instituts für Fremdenverkehr e.V. an der Universität München, 44. Jahrgang 
2002 

12. Job, H.; Schwaiger, M. (2000): Jahrbuch für Fremdenverkehr, Organ des Deutschen Wirtschafts-
wissenschaftlichen Instituts für Fremdenverkehr e.V. an der Universität München, 43. Jahrgang 
2000 

 

Articles in Refereed Journals (International) 

 

13. Raithel, S.; Sarstedt, M. Scharf, S.; Schwaiger, M. (2012): On the Value Relevance of Custom-
er Satisfaction. Multiple Drivers and Multiple Markets, in: Journal of the Academy of Marketing 
Science (JAMS), forthcoming 

14. Schwaiger, M.; Sarstedt, M. (2011): Corporate Branding in a Turbulent Environment, in Journal 
of Brand Management, Vol 19, No. 3, pp. 179-181 
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15. Raithel, S.; Scharf, S.; Taylor, C.R.; Schwaiger, M.; Zimemrmann, L. (2011): Marketing Ac-
countability: Applying Data Envelopment Analysis to Assess the Impact of Advertising Efficiency 
on Shareholder Value, in: Advances in International Marketing, Vol. 22, pp. 115-139  

16. Sarstedt, M.; Becker, J.-M.; Ringle, C. M.; Schwaiger, M. (2011):Uncovering and Treating Un-
observed Heterogeneity with FIMIX-PLS: Which Model Selection Criterion Provides an Appropri-
ate Number of Segments?  in: Schmalenbach Business Review, Vol. 63 (1), pp. 34 - 62 

17. Raithel, S.; Scharf, S.; Taylor, C. R.; Schwaiger, M.; Zimmermann, L. (2011). Marketing ac-
countability: Applying data envelopment analysis to assess the impact of advertising efficiency on 
shareholder value, in: Advances in International Marketing, 22, pp. 115-139 

18. Schwaiger, M.; Numberger, S.; Cannon, H.M. (2010): Is Two Better than One? The Impact of 
Cross-Media Print and Internet Advertising in Germany, in: Communicative Business, Vol. 3, No. 
1, pp. 7-26 

19. Raithel, S.; Wilczynski, P.; Schloderer, M.; Schwaiger, M. (2010): The Value-Relevance of 
Corporate Reputation During Financial Crisis, in: Journal of Product and Brand Management, Vol. 
19, No. 6, pp. 389-400 

20. Schwaiger, M.; Sarstedt, M.; Taylor, R. (2010): Art for the Sake of the Corporation. Audi, BMW 
Group, DaimlerChrysler, Montblanc, Siemens, and Volkswagen Help Explore the Effect of Spon-
sorship on Corporate Reputations, in: Journal of Advertising Research, Vol. 50, No. 1, pp. 77-90  

21. Cannon, H.M.; Cannon, J.; Schwaiger, M. (2010): Incorporating Customer Lifetime Value into 
Marketing Simulation Games, in: Simulation & Gaming, Vol. 41, No. 3, pp. 341-359 

22. Zhang, Y. Schwaiger, M. (2009): An Empirical Research of Corporate Reputation in China, in: 
Communicative Business, Vol. 2, No. 1, pp. 80-104 

23. Sarstedt, M.; Schwaiger, M.; Ringle, C. (2009): Do We Fully Understand the Critical Success 
Factors of Customer Satisfaction with Industrial Goods? - Extending Festge and Schwaiger’s 
Model to Account for Unobserved Heterogeneity, in: Journal of Business Market Management, 
Vol. 3 (3), pp. 185-206 

24. Sarstedt, M.; Schwaiger, M. (2008): Sorry, We’re Closed - Nokia’s Communication Crisis in 
Germany, in: The Management Case Study Journal, Vol. 8 (2), pp. 147-160 

25. Schwaiger, M.; Rennhak, C.; Taylor, C.R.; Cannon, H.M. (2007): Can Comparative Advertising 
be Effective in Germany? A Tale of Two Campaigns, in: Journal of Advertising Research, Vol. 47, 
No. 1, pp. 2-13 

26. Festge, F.; Schwaiger, M. (2007): The Drivers of Customer Satisfaction with Industrial Goods, in: 
Advances in International Marketing, Vol. 18, pp. 179-207 

27. Sarstedt, M.; Festge, F.; Schwaiger, M. (2006): Packing the Black Gold: Haver & Boecker and 
the Chinese Bitumen Market, in: Management Case Study Journal, Vol. 6, No. 2, pp. 34-45 

28. Cannon, H.M.; Schwaiger, M. (2005): The Role of Company Reputation in Business Simulations, 
in: Simulation & Gaming, Vol. 36, 2005, pp. 188-202 

29. Cannon, H.M.; Schwaiger, M. (2005): An Algorithm for Incorporating Company Reputation into 
Business Simulations: Variations on the Gold Standard, in: Simulation & Gaming Vol. 36, 2005, 
pp. 219-237 

30. Eberl, M.; Schwaiger, M. (2005): Corporate Reputation: Disentangling the Effects on Financial 
Performance, in: European Journal of Marketing, Vol. 39, Nr. 7/8, pp. 838-854 
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Articles in Refereed Proceedings (International) 

 

31. Schloderer, M.; Schwaiger, M. (2011): Why Reputation? Return on Corporate Reputation in the 
Recruitment Market, in: Proceedings of the ANZAM 2011 conference, Wellington, New Zealand 

32. Scharf, S.; Sarstedt, M., Schwaiger, M.; Raithel, S.; Zimmermann, L. (2011): Do Capital Mar-
kets Reward Marketing Communication Efficiency?, in: Proceedings of the ANZMAC 2011 confer-
ence, Perth, WA (ISBN 978-0-646-56330-5) 

33. Raithel, S.; Sarstedt, M.; Scharf, S.; Schwaiger, M. (2011): On the Value Relevance of Cus-
tomer Satisfaction as Key Antecedent of Customer Equity: Understanding the Roles of Multiple 
Drivers and Multiple Markets, Proceedings of the 2011 Korean Scholars of Marketing Science Fall 
International Conference, Seoul (South Korea). 

34. Raithel, S; Zimmermann, L.; Schwaiger, M. (2011): Predicting Stock Market Performance: Ex-
ploring the Differential Role of Stakeholder Groups' Perceptions of Corporate Reputation; Pro-
ceedings of the 15th Reputation Institute Conference in New Orleans  

35. Hieke, S.; Wilczynski, P.; Schwaiger, M. (2011): Color me in - An Empirical Study on the Traffic 
Light Signposting System, in: Proceedings of the 30th Association for Marketing & Health Care 
Research (AMHCR) Conference, pp. 2-11 

36. Sarstedt, M.; Schloderer, M.; Schwaiger, M.: (2010): Reputation Effects in the Nonprofit Sector: 
Investigating the Moderating Effect of Potential Donors' Characteristics, in: Proceedings of the 
2010 Global Marketing Conference of the KAMS, Tokyio, Japan 

37. Raithel, S.; Scharf, S.; Schwaiger, M. (2010): Do Investors Reward Car Manufacturers Driving 
Customer Satisfaction? Paper submitted for the 2010 Annual Conference of the Academy of Mar-
keting Science, Portland, USA 

38. Raithel, S.; Scharf, S.; Schwaiger, M. (2009): Value-relevance of Customer Satisfaction: Empiri-
cal Evidence for Global Automobile Industry, paper presented at EIASM’s 5th Workshop on Visual-
ising, Measuring and Managing Intangibles and Intellectual Capital, Dresden (honoured with the 
conference’s best paper award) 

39. Sarstedt, M.; Schwaiger, M.; Ringle, C.M.; Gudergan, S. (2009): Impact-Performance Implica-
tions for Satisfaction Judgements: An Exploratory Study, Proceedings of the ANZMAC 2009 con-
ference (http://www.duplication.net.au/ANZMAC09/papers/ANZMAC2009-577.pdf)  

40. Schwaiger, M.; Zhang, Y. (2009): What Drives Corporate Reputation in Consumers’ Minds? A 
Comparative Study between China and Western Countries, in: Proceedings of the ANZMAC 2009 
conference (http://www.duplication.net.au/ANZMAC09/papers/ANZMAC2009-390.pdf)  

41. Zhang, Y.; Schwaiger, M. (2009): An Empirical Research of Corporate Reputation in China, in: 
Li, H.; Huang, S.; Jin, D. [Eds.]: Proceedings of the 2009 American Academy of Advertising Asia-
Pacific Conference, Beijing, pp. 84-101 

42. Sarstedt, M.; Ringle, C.; Schwaiger, M. (2009): Extending Festge and Schwaiger's Model of 
Customer Satisfaction with Industrial Goods to Account for Unobserved Heterogeneity, In: Rey-
nolds, K; White, C.J. [Eds.]: Marketing Theory and Applications. Proceedings of the 2009 AMA 
Winter Marketing Educators’ Conference, Tampa, USA, pp. 241-244. 

43. Fuchs, S.; Schwaiger, M. (2008): Acceptance of Scaling Techniques in Online Surveys - Increas-
ing Response Rates of Online Surveys by asking Respondents’ preferred questions, in: Proceed-
ings of the 37th Annual Conference of the European Marketing Academy (EMAC), Brighton, Eng-
land (CD-Rom Proceedings). 

44. Sarstedt, M; Ringle, C.; Schloderer, M.; Schwaiger, M. (2008): Accounting for Unobserved 
Heterogeneity in the Analysis of Antecedents and Consequences of Corporate Reputation: An 
Application of FIMIX-PLS, in: Proceedings of the 37th Annual Conference of the European Mar-
keting Academy (EMAC), Brighton, England (CD-Rom Proceedings). 
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45. Sarstedt, M.; Schwaiger, M.; Ringle, C.M. (2009): Determining The Number of Segments in 
FIMIX-PLS, in: In: Robinson, L. [Ed.]: Proceedings of the 2009 Annual Conference of the Acad-
emy of Marketing Science, Baltimore, USA, p. 8.  

46. Schwaiger, M.; Sarstedt, M.; Taylor, R. (2008): Long-term Effects of Culture Sponsoring on 
Corporate Reputation: An Experimental Study, Proceedings of the 2008 Global Marketing Confer-
ence of the KAMS, Shanghai, China (Best Paper Award winner in the Integrated Marketing Com-
munication track at the 2008 Global Marketing Conference, Shanghai) 

47. Sarstedt, M.; Schwaiger, M. (2008): Model Selection in Mixture Regression Models – A Monte 
Carlo Study, in: Preisach, C.; Burkhardt, H.; Schmidt-Thieme, L.; Decker, R. [eds.]: Data Analysis, 
Machine Learning and Applications. Proceedings of the 31st Annual Conference of the German 
Classification Society, Heidelberg, Berlin, pp. 61-68 

48. Sarstedt, M.; Schwaiger, M. (2007). “Sample- and Segment-size Specific Model Selection in 
Mixture Regression Analysis. A Monte Carlo Simulation Study,” Proceedings of the 36th Annual 
Conference of the European Marketing Academy (EMAC), Reykjavic, Iceland. 

49. Fuchs, S.; Schwaiger, M. (2007): Disproportionate Samples in Hierarchical Bayes CBC Analysis, 
in: Decker, R.; Lenz, H.-J. [eds.]: Advances in Data Analysis, Proceedings of the 30th Annual Con-
ference of the GfKl, Free University Berlin, Berlin et al. 2007, pp. 441-448  

50. Rinkenburger, R.; Sarstedt, M.; Schwaiger, M. (2007): Demand Estimation in Emerging Mar-
kets. Problems and Solutions, in: Proceedings of the 2007 Costa Rica Global Conference on 
Business and Finance, San Jose, Costa Rica, pp. 145-148 

51. Cannon, H.M.; Cannon, J.; Schwaiger, M. (2006): Incorporating Strategic Product-Mix Decisions 
into Simulation Games: Modeling The “Profitable-Product Death Spiral”, paper accepted for the 
2006 Annual Conference of the Association for Business Simulation and Experiential Learning 

52. Cannon, H.M.; Cannon, J.; Schwaiger, M. (2005): Simulating Customer lifetime value: Implica-
tions for Game Design and Student Performance, in: Developments in Business Simulation and 
Experiential Learning, vol. 32 (March 2005), pp. 54-64 

53. Schwaiger, M.; Rix, R. (2005): An Exchange Algorithm for Two-Mode Cluster Analysis, in: Baier, 
D.; Wernecke, K.-D. [eds.]: Innovations in Classification, Data Science, and Information Systems. 
Proceedings of the 27th Annual GfKl Conference, Brandenburg University of Technology, Cottbus, 
March 12 - 14, 2003, Springer-Verlag, Heidelberg-Berlin, 2005, pp. 62-68  

54. Schwaiger, M.; Cannon, H.M. (2004): Exploring Company Brand Equity, in: Rose, P. (ed.): Pro-
ceedings of the 2004 Conference of the American Academy of Advertising, Florida International 
University, North Miami, 2004, pp. 67-73 

55. Cannon, H.M.; Schwaiger, M. (2004): Accounting for Company Reputation: Variations on the 
Gold Standard, in: Developments in Business Simulation and Experiential Learning, Vol. 31 
(March 2004), p. 300-309. Available in the Bernie Keys Library, 5th edition, published by the Asso-
ciation for Business Simulation and Experiential Learning (electronic archive), ausgezeichnet mit 
dem ABSEL - Best Paper Award 

56. Cannon, H.M.; Schwaiger, M. (2003): Incorporating ‘Company Reputation’ into Total Enterprise 
Simulations, in: Developments in Business Simulation and Experiential Learning, Vol. 30 (March 
2003), S. 288-297. Available in the Bernie Keys Library, 4th edition, published by the Association 
for Business Simulation and Experiential Learning (electronic archive). 

57. Schwaiger, M.; Unterreitmeier, A. (2002): Goodness of Fit Measures for Two-Mode Cluster Ana-
lyses, in: Gaul, W.; Ritter, G. [Eds.]: Classification, Automation, and New Media, Proceedings of 
the 24th Annual Conference of the ‘Gesellschaft für Klassifikation e.V’, Springer, Berlin, Heidel-
berg, New York, 2002, pp. 401-408 

58. Schwaiger, M. (1997): Two-Mode Classification in Advertising Research, in: Klar, F; Opitz, O. 
[Hrsg.]: Classification and Knowledge Organisation, Proceedings of the 20th Annual Conference 
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of the ‘Gesellschaft für Klassifikation e.V’, Springer, Berlin, Heidelberg, New York 1997, pp. 596-
603  

59. Bausch, Th.; Schwaiger, M. (1992): Parameter Extrapolation in Marketing Research, in: 
Schader, M. (Ed.): Analyzing and Modeling Data and Knowledge, Proceedings of the 15th Annual 
Conference of the ‘Gesellschaft für Klassifikation e.V’, Springer, Berlin, Heidelberg, New York et 
al. 1992, pp. 3-10 

 

Articles in Refereed Journals and Proceedings (national) 

 

 
60. Sarstedt, M.; Ringle, C.M., Schwaiger, M. (2011): Uncovering and Treating Unobserved Hetero-

geneity with FIMIX-PLS: Which Model Selection Criterion Provides an Appropriate Number of 
Segments?, in: Schmalenbach Business Review (sbr), Vol. 63 of zfbf, Januar 2011, pp. 34-62 

61. Raithel, S.; Littich, M.; Schwaiger, M. (2011): The Differential Impact of Media Coverage Di-
mensions, Buzz, and Advertising on Stock Returns, in: Proceedings of the 73rd "Jahrestagung 
des Verbands der Hochschullehrer für Betriebswirtschaft", Kaiserslautern 

62. Schwaiger, M.; Raithel, S.;Scharf, S.; Rinkenburger, R. (2010): Erfolgsfaktor Reputation: Steu-
erung eines immateriellen Werttreibers, in: ZFC Zeitschrift Controlling, Vol 22. (2), pp. 89-95 

63. Eberl, M.; Schwaiger, M. (2008): Die Bedeutung der Unternehmensreputation für die Zahlungs-
bereitschaft von Privatkunden, in: Kredit & Kapital, Vol. 41, No. 3, pp. 355-389 

64. Raithel, S.; Scharf, S.; Schwaiger, M. (2008): Marketingerfolg richtig messen: Optimale Kenn-
zahlensysteme, in: Marketing Review St. Gallen, Heft 2, S. 8-13 

65. Schütz, T.; Schwaiger, M. (2007): Der Einfluss der Unternehmensreputation auf Entscheidungen 
privater Anleger, in: Kredit und Kapital, Vol. 40, No. 2, S. 189-223 

66. Eberl, M.; Schwaiger, M. (2006): Segmentspezifischer Aufbau von Unternehmensreputation 
durch Übernahme gesellschaftlicher Verantwortung, in: DBW, 66. Jahrgang, Nr. 4, S. 418-440 

67. Bakay, Z.; Schwaiger, M. (2006): Kundenbindung im liberalisierten Strommarkt, in: DBW, 66. 
Jahrgang, Nr. 3, S. 328-346  

68. Schwaiger, M. (2004): Components and Parameters of Corporate Reputation – an Empirical 
Study, in: Schmalenbach Business Review (sbr), Vol. 56 of zfbf, Januar 2004, pp. 46-71  

69. Rennhak, C.; Schwaiger, M. (2004): Die Einsatzmöglichkeiten vergleichender Werbung – eine 
empirische Analyse zur Wirkung des neuen Instruments, in: DBW, 64. Jahrgang, Nr. 5, S. 591 - 
620. 

70. Schwaiger, M.; Meyer, M. (2002): The Estimation of Market Volumes, in: Chamoni, P.; Leisten, 
R.; Martin, A.; Minnemann, J.; Stadtler, H. [Hrsg.]: Operations Research Proceedings 2001, Se-
lected Papers of the International Conference on Operations Research (OR 2001), Berlin et. al, 
pp. 109-116  

71. Schwaiger, M. (1995): Finanzielle Konsequenzen des Einsatzes neuerer Stichprobenverfahren, 
in: Marketing Zeitschrift für Forschung und Praxis, 17. Jahrgang, 1995, Heft 4, S. 259-263 

72. Schwaiger, M. (1995): Informationsgewinnung aus verzerrten Stichproben, in: Marketing Zeit-
schrift für Forschung und Praxis, 17. Jahrgang, 1995, Heft 2, S. 122-129 

73. Schwaiger, M. (1995): Improving Sample Results by Object-Weighting, in: Derigs, U.; Bachem, 
A.; Drexl, A. [Hrsg.]: Operations Research Proceedings 1994, Springer, Berlin, Heidelberg, New 
York et al. 1995, pp. 541-546 
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Articles in Books and Non-Refereed Journals 

 

74. Schwaiger, M.; Raithel, S. (2011): Measuring the Impact of Corporate Reputations on Stake-
holder Behavior, in: Gambetti R.C.; Quigley S. [Eds.]: A Cross-Cultural Approach to Corporate 
Communication Management. Issues and challenges in a postmodern society 

75. Schwaiger, M.; Sarstedt, M. (2011): Reputation als Schutzimpfung für Unternehmen, in: Corpo-
rate Design 2009, Bonn: Varus, forthcoming 

76. Schwaiger, M.; Raithel, S.; Rinkenburger, R.; Schloderer, M. (2011): Measuring the Impact of 
Corporate Reputations on Stakeholder Behavior, in: Burke, R.; Martin, G.; Cooper, C. [Eds.]: Cor-
porate Reputation: Managing Threats and Opportunities, Gower (forthcoming) 

77. Schwaiger, M.; Sarstedt, M. (2009): Treiber der Fußballfanzufriedenheit – Eine kausalanalyti-
sche Untersuchung“, in: Mann, A. (Hrsg.): Ganzheitliche Unternehmensführung in dynamischen 
Märkten, Gabler, Wiesbaden, S. 49-514. 

78. Schwaiger, M.; Raithel, S.; Schloderer, M. (2009): Recognition or Rejection – How a Company’s 
Reputation Influences Stakeholder Behavior, in: Klewes, J.; Wreschniok, R (Hrsg.): Reputation 
Capital - Building and Maintaining Trust in the 21st century, Springer, Berlin, S. 39-56 

79. Schwaiger, M.; Starke, S. (2009): Auf dem Weg zu wissenschaftlichen Leistungen, in: Schwai-
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