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Consumer Research. Paris.

TALEBI, A., PROKOPEC, S. et ONCULER, A. (2023). The Unresolved Uncertainty Effect: Do
Brands Gain or Lose Stars When Consumers Have to Wait For Resolution of Brand-led
Uncertainty? Dans: European Association of Consumer Research (EACR) Conference 2023.
Amsterdam.

CHAPITRES

PROKOPEC, S. et KURDY, M. (2011). An International Marketing Strategy Perspective on Islamic
Marketing. Dans: Handbook of Islamic Marketing. 1st ed. Edward Elgar Publishing Ltd, pp. 208-225.

ARTICLES

GOEL, L., PROKOPEC, S. et JUNGLAS, I. (2013). Coram Populo — In the Presence of People: The

Effect of Others in Virtual Worlds. Journal of Computer-Mediated Communication, 18(3), pp.
265-282.

GOEL, L. et PROKOPEC, S. (2009). If you build it will they come? An Empirical Investigation of
Consumer Perceptions and Strateqy in Virtual Worlds. Electronic Commerce Research, 9(1-2 )
115-134.

KRISHNAMURTHY, P. et PROKOPEC, S. (2010). Resisting That Triple-chocolate Cake: Mental
Budgets and Self-control. Journal of Consumer Research, 37(1), pp. 68-79.

DE BRUYN, A. et PROKOPEC, S. (2013). Opening a Donor’s Wallet: The Influence of Appeal
Scales on Likelihood and Magnitude of Donation. Journal of Consumer Psychology, 23(4), pp.
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WILCOX, K. et PROKOPEC, S. (2019). Restraint that Blinds: Attention Narrowing and Consumers'’
Response to Numerosity in Self-Control Decisions. Journal of Consumer Research, 2(46), pp.
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