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ARTICLES

MARC MAZODIER, M.M., CARRILLAT, F., PLEWA, C. et SHERMAN, C. (2020). Can Donations Be
Too Little or Too Much? European Journal of Marketing, 55(1), pp. 271-296.

MARC MAZODIER, M.M., HENDERSON, C. et SUNDAR, A. (2019). The Color of Support: The

Effect of Sponsor—Team Visual Congruence on Sponsorship Performance. Journal of Marketing,
83(3), pp. 50-71.

MARC MAZODIER, M.M., HENDERSON, C. et BECK, J. (2018). The Long Reach of Sponsorship:

How Fan Isolation and Identification Jointly Shape Sponsorship Performance. Journal of Marketing,
82(6), pp. 28-48.

MARC MAZODIER, M.M., CORSI, A.M. et QUESTER, P.G. (2018). Advertisement Typicality: A

Longitudinal Experiment — Can Sponsors Transfer the Image Of a Sporting Event to Their Brand?
Journal of Advertising Research, 58(3), pp. 268-281.

MARC MAZODIER, M.M., TRENDEL, O. et VOHS, K. (2018). Making Warnings About Misleading

Advertising and Product Recalls More Effective: An Implicit Attitude Perspective. Journal of
Marketing Research, 55(2), pp. 265-276.
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Brand Affect: A Latent Growth Modeling Approach. International Journal of Research in Marketing,
31(1).
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CARRILLAT, F., MAZODIER, M. et ECKERT, C. (2024). Why advertisers should embrace event

typicality and maximize leveraging of major events. Journal of the Academy of Marketing Science,
52, pp. 1585-1607.

ACTES D'UNE CONFERENCE

ARORA, M., DE BRUYN, A., CHAUDHURI, S. et MAZODIER, M. (2024). Riding the Social Media
Wave: How Brand Topic Salience Impacts Engagement with Direct Marketing Communication.

Dans: 53rd European Marketing Academy (EMAC) Conference 2024 Proceedings. Bucharest:
European Marketing Academy (EMAC).

ACTIVITES DE RECHERCHE

Co-direction d'une revue - Co-rédacteur en chef
2022 - 2023: Associate Editor at the Journal of Advertising Research

Membre d'un comité de lecture

2021 - Présent: Editorial Board Member at the European Journal of Marketing

2021 - Présent: Editorial Board Member at the International Journal of Advertising
2025 - Présent: Editorial Board Member
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