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2023. Boston.

KUBLER, R., MANKE, K. et PAUWELS, K. (2024). The effect of banning social media users on
future social media behavior. Dans: 21st Marketing Dynamics Conference 2024. Santorini.
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Springer.
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KUBLER, R. (2025). Affaire Epstein : Donald Trump pris & son propre piége ? La Tribune.
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Role of the Partner Brand’s Social Media Power in Brand Alliances. Journal of Marketing, 82(3). pp.
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KUBLER, R., LANGMAACK, M., ALBERS, S. et HOYER, W. (2020). The impact of value-related

crises on price and product-performance elasticities. Journal of the Academy of Marketing Science,
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DE HAAN, E., PADIGAR, M., EL KIHAL, S., KUBLER, R. et WIERINGA, J. (2024). Unstructured
data research in business: Toward a structured approach. Journal of Business Research, 177(2

pp. 114655.

KUBLER, R. et SEGGIE, S. (2024). The impact of Covid-19 on how core and peripheral service
satisfaction impacts customer satisfaction. Journal of Business Research, 182, pp. 114784.

KUBLER, R. et PAUWELS, K. (2021). Metrics Gone Wrong: What Managers Can Learn from the
2016 US Presidential Election. Nurnberg Institute of Marketing Intelligence , 13(1), pp. 30-35.

KUBLER, R., KAl MANKE, K. et KOEN PAUWELS, K. (2025). | like, | share, | vote: Mapping the
dynamic system of political marketing. Journal of Business Research, 186(10 .115014.

DEWENDER, S. et KUBLER, R. (2025). Maniac Mansion or Wing Commander? The attenuating

influence of video game adoption on stress signals in times of forced isolation. International Journal
of Research in Marketing, In press.

KUBLER, R. et HENNIG-THURAU, T. (2025). Spatial word of mouth: How user reviews in the
metaverse shape the success of virtual reality apps. Journal of Retailing, In press, pp. 1-21.

KUBLER, R., ADLER, S., WELKE, L., SARSTEDT, M. et KOEN PAUWELS, K. (2025). Mining
Consumer Mindset Metrics With User-Generated Content. Schmalenbach Journal of Business
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LIVRES

YILDIRIM, G. et KUBLER, R. (2023). Applied Marketing Analytics with R. 1st ed. London, Thousand
Oaks: SAGE Publications.

YILDIRIM, G. et KUBLER, R. (2025). Applied Marketing Analytics Using Python. 1st ed. London:
SAGE Publications.

ACTES D'UNE CONFERENCE

DEWENDER, S. et KUBLER, R. (2023). Does it Matter to All in the Same Way? How Culture

Moderates the Perception of Corporate Unethical Behavior. Dans: Proceedings of the European
Marketing Academy, 52nd, (114153). European Marketing Academy (EMAC).

ADLER, S., WELKE, L., SARSTEDT, M., KUBLER, R. et PAUWELS, K. (2024). Mimicking
Psychometrics with UGC. Dans: 2024 Conference of the Working Group: Data Analysis and
Classification in Marketing. The Value of User Generated Data for Managerial Decision Making.
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2024 - 2025: Membre du comité de lecture - International Journal of Research in Marketing
2023 - 2024: Membre du comité de lecture - Journal of Business Research

2023 - Présent: Membre du comité de lecture - Journal of the Academy of Marketing Science
2026 - Présent: Editorial board membership - Journal of Retailing

Co-direction d'une revue - Co-rédacteur en chef
2025 - Présent: Associate Editor - Journal of Business Research
2025 - Présent: Associate Editor - International Journal of Research in Marketing
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