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CONFERENCE PROCEEDINGS

KIM, Y. et MCFARLAND, R. (2018). Feeling Versus Reasoning. The Significant Interaction Between
Salespeople's Influence Tactics and Customers' Shopping Goals. Dans: 2018 AMA Summer
Academic Conference Proceedings. Big Ideas and New Methods in Marketing. American Marketing
Association (AMA).

PRESENTATIONS AT AN ACADEMIC OR PROFESSIONAL CONFERENCE

MCFARLAND, R. et NELSON, C. (2016). A Model of Trust Recovery in the Buyer-Seller Dyad.
Dans: European Marketing Academy Conference (EMAC) 2016.

MCFARLAND, R. et NELSON, C. (2015). Developing a Model of Trust Repair and Breach of Trust in
the Buver-Seller Dyad. Dans: 5th Biennial Enhancing Sales Force Productivity Conference.

MCFARLAND, R. (2018). Is It Personal or Just Business?: Examining the Use of Personal Appeals

in Professional Buyer-Seller Relationships. Dans: 47th European Marketing Association Conference
(EMAC 2018).

MCFARLAND, R. et SEGGIE, S. (2018). The Logic of Failure vs. Supply Chain Agility. Dans: 2018
Institute for the Study of Business Markets (ISBM) Academic Conference.

MCFARLAND, R. et YENEE, K. (2020). Adapting Rational Sales Influence Tactics Across Expertise

Levels. Dans: Global Sales Science Institute Conference. Montpellier.

YENEE, K. et MCFARLAND, R. (2019). Selling to Experts and Novices: Adapting Rational Sales

Influence Tactics to Customer Expertise Levels. Dans: American Marketing Association Summer
Educators’ Conference. Chicago.

MCFARLAND, R. et YENEE, K. (2019). Adapting Sales Influence Tactics Based on Customer
Expertise Level. Dans: European Marketing Assaociation Conference. Hamburg.

KIM, Y. et MCFARLAND, R. (2018). The Bigger, the Better? The Influence of Store Spaciousness
on the Salience of Product Attributes in Consumer Product Evaluations. Dans: 2018 American
Marketing Association (AMA) Summer Academic Conference.

YENNE, K. et MCFARLAND, R. (2020). The Bigger, the Better? How the Feeling of Confinement
Affects Salience in Product Quality Versus Product Price. Dans: Association of Consumer Research
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