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VITA	February 2024


	MORRIS B. HOLBROOK


ADDRESSES

Current Contact:	Emeritus:
Apartment 5H	Graduate School of Business
140 Riverside Drive	Columbia University
New York, NY 10024	New York, NY 10027

212-873-7324 (preferred)	212-854-3401
212-799-2389 (back-up)	
mbh3@columbia.edu


PERSONAL

Birth Date:		November 7, 1943
Birth Place:		Milwaukee, Wisconsin
Height and Weight:	5’8.5”; 140 lb.
Family:		Married (Sarah M. Holbrook), August 14, 1965
			One Son (Christopher M. Holbrook), born March 16, 1969


EDUCATION

Ph.D. in Marketing, Columbia University, 1975
M.B.A. in Marketing, Columbia University, 1967
B.A. in English, Harvard College, 1965


DISSERTATION

“A Study of Communication in Advertising,” Columbia University, January, 1975.  Copies available from University Microfilms, Ann Arbor, Michigan.  Sponsor:  John A. Howard.


HONORS, AWARDS, AND DISTINCTIONS

Phi Beta Kappa (Harvard College)
Magna Cum Laude (Harvard College)
Detur Award (Harvard College, Freshman Class)
Honorary Scholarships (Harvard College)

Beta Gamma Sigma (Columbia University, Graduate School of Business, M.B.A. Program)
The Beta Gamma Sigma Award (Columbia University, Graduate School of Business, for highest academic rank in graduating MBA class)

Beta Gamma Sigma (Columbia University, Graduate School of Business, Ph.D. Program)
Ford Fellowship (Columbia University, Graduate School of Business, Ph.D. Program)
Fellow, American Marketing Association Doctoral Consortium (1973)

NAFA Grant (National Association of Fleet Administrators, with Michael J. Ryan, 1976-1977)
W. R. Grace Research Fellowship (with Michael J. Ryan, 1977-1978)
Colgate-Palmolive Research Fellowship (1978-1979)

Visiting Scholar (University of Illinois, School of Communication, November 1987)
Visiting Scholar (University of British Columbia, July 1989)
Visiting Scholar (Edith Cowan University, March 1996)

Most-frequently-published author in Journal of Consumer Research for 1974-1988 (R. Yalch, ACR Newsletter, September 1988)
Most-frequently-published author in Journal of Consumer Research during the 1980s (R. Yalch, ACR Newsletter, March 1990)
One of ten most active reviewers in marketing from 1985-1988 (M. T. Curren and K. R. Harich, ACR Newsletter, December 1990)
Most-frequently-cited author published in JMR, JM, and JCR from 1980-1988 (Joseph A. Cote, S. M. Leong, and Jane Cote)
Listed by Shannon Shipp (Texas Christian University) as the most-frequently-published marketing scholar in the field from 1982 through 1991 (25 publications in JCR, JM, JMR, and MS versus 17 for the next highest)
Three papers listed in High Impact Papers in Economics (100 most-cited papers of each year from 1981 through 1994)
Listed as most-frequently-published author in JCR, JM, and JMR, 1977-1996 (34 publications versus 27 for the next highest)
Listed by Deborah F. Spake and Susan K. Harmon (University of Alabama) as tied with two others for the most-frequently-published marketing scholar in the field from 1987 through 1996 (14 publications in JCR, JM, JMR, and MS)
Listed by Monika Kukar, Srini Sridharan, and Yeosun Yoon (Indiana University) as the second-most-frequently-cited person in JMR, JM, JCR, and MS from 1992 through 1996 (163 citations versus 191 for the leader)
Ranked at the 100% percentile among 1,611 authors in a count by Haipeng (Allan) Chen (2000) of publications in JCR, JM, and JMR over the fifteen years from 1985 through 1999
Listed by ISI among the 245 most-frequently-cited researchers in Economics/Business – June 2003 (for further details, please see isihighlycited.com)
Listed by West, Ford, Magnini, LaTour, and Polonsky (2008) as the most-frequently-published author in four top marketing journals combined (Journal of Marketing, Journal of Marketing Research, Journal of Consumer Research, Journal of the Academy of Marketing Science) over the 25-year period 1977-2002 with 35 publications (compared with 31 for the second-highest author) and with 23 publications in the Journal of Consumer Research alone (compared with 15 for the second-highest author)

Elected Fellow of the Association for Consumer Research in 1993; received Fellows Award in October 1994

Steffey Best-Presentation Award for Holbrook and Gardner (1998), presented by M. P. Gardner at the Riverside Conference on the Role of Affect in Marketing

Faculty Representative, Haring Symposium, Indiana University, April 1997

Keynote Address, “Marketing ... Without ... Borders,” 31st Annual Conference, Academy of Marketing, Manchester, UK, July 1997

Living Legend of Marketing Award (Le Prix Omer-DeSerres Légende Vivante du Marketing), École des HEC de Montreal, April 2000

Shultz and Holbrook (1999) chosen to receive the Kinnear Best-Paper Award for Most Significant Contribution to the Journal of Public Policy & Marketing (among 85 articles published in the three-year period, 1997-1999) (award presented on June 1, 2001, Washington, D.C.)

The 2002 Distinguished Scholar Award from the Society for Marketing Advances – “For Substantive and Sustained Scholarly Contributions to Marketing Thought and Practice” (November 2002)

The Fourth Annual Carol and Bruce Mallen Prize for Published Scholarly Contributions to Motion Picture Industry Studies – recognizing “distinguished … scholarly contribution to the field of motion picture industry studies” in general and “outstanding contributions to the understanding of consumer behavior in motion picture selection” in particular (November 2002)

Honorary Fellow, National Advisory Board, The Carl DeSantis Business and Economics Center For the Study and Development of the Motion Picture and Entertainment Industry (November 2002)

Guest speaker in the Wroe Alderson Distinguished Lecturer Series at the Wharton School, May 2003

Faculty Fellow at Doctoral Consortium, American Marketing Association / Sheth Foundation – 1984, 1987, 1990, 1995, 1998, 2001, 2002, 2003, and 2004

In honor of my co-author Robert Schindler – celebrating one of our joint papers on nostalgia (Holbrook & Schindler 2003) – the Bright Idea Award in Marketing (Stillman School, Seton Hall, October 15, 2004)

Listed by David Mick – outgoing President of the Association for Consumer Research and former Editor of the Journal of Consumer Research – as one of the nine “best writers” in the field (ACR Newsletter, Summer 2005)

Appointed as Senior Fellow at the DeSantis Center for Motion Picture Industry Studies (Director Bruce Mallen, Florida Atlantic University, November 10, 2005)

Chaudhuri and Holbrook (2001) listed by the Website for the Journal of Marketing (1/13/06) as the fourth-most-cited JM article published from 2000 to 2005
Chaudhuri and Holbrook (2001) listed by the Website for the Journal of Marketing (1/14/07 as the fifth-most-cited JM article published from 2000 to 2006

Holbrook and Addis (2008) selected as winner of the 2010 Werner Pommerehne Prize for “best paper to appear in the Journal of Cultural Economics (JCE) over the two years 2008 and 2009”

Ranked third by Wang, Bendle, Mai, & Cotte (as of June 2015) in number of papers published over the history of the Journal of Consumer Research (21 papers versus 29 for the leader, not counting research notes)

With Elizabeth Hirschman, the 2017 ACR-Sheth Long Term Contribution to Consumer Research Award for Holbrook & Hirschman (1982)

Special issue of the International Journal of Arts Management (26, 1, Fall 2023) devoted to commentary on various aspects of consumption experiences in the arts under the title Forty Years of Fantasies, Feelings, and Fun to celebrate “the fortieth anniversary of Morris B. Holbrook and Elizabeth C. Hirschman’s highly impactful article” (JCR 1982)

Ranked #144 (USA) and #307 (World) in Research.Com’s Ranking of Top 1000 Scientists in the Field of Business and Management (which considers only publications in business- and management-related areas)

Ranked #102 (USA) and #196 (World) in Ranking of Best Scientists in the Field of Business and Management (2023) (which considers only publications in the area of Business and Management) 


EMPLOYMENT EXPERIENCE

William T. Dillard Professor Emeritus of Marketing, Graduate School of Business, Columbia University, July 2009 to present.

William T. Dillard Professor of Marketing, Graduate School of Business, Columbia University, July 1990 to July 2009.  Teaching courses in consumer behavior, commercial communication, research methods, and marketing strategy

Professor (see above), July 1986 to July 1990.

Associate Professor (see above), July 1979 to July 1986.

Assistant Professor (see above), January 1975 to July 1979.

Instructor, Graduate School of Business, Columbia University, 1969.  Taught three sections of a course in sales management.

Instructor, School of General Studies, Columbia University, 1968 to 1969.  Taught a class in basic management and a seminar in business policy.

Research Assistant, Graduate School of Business, Columbia University.  Worked on selling-process content analysis (Summer, 1969), analysis of convenience-food panel-study data (Summer, 1967), preparation of case materials (Summer, 1966), and related projects.


EDITORIAL AND REVIEWING ACTIVITIES

Editorial Board and/or Reviewer for:  Journal of Business Research, Journal of Consumer Research, Journal of Marketing Education, Journal of International Business Studies, Journal of the Academy of Marketing Science, Columbia Journal of World Business, Empirical Studies of the Arts, Journal of Jazz Studies, Journal of Retailing, Journal of Current Issues & Research in Advertising, Psychology & Marketing, Journal of Marketing Research, Journal of Marketing, Perceptual and Motor Skills, Psychological Reports, Research in Consumer Behavior, Marketing Science, Research in Advertising, Interfaces, International Journal of Mathematical Social Sciences, International Journal of Forecasting, International Journal of Research in Marketing, Journal of Macromarketing, Journal of Cultural Economics, Marketing Letters, Journal of Applied Social Psychology, Journal of Consumer Psychology, Journal of Applied Psychology, Sage Publications, Omega (The International Journal of Management Science), Blackwell Publishers, Journal of Retailing and Consumer Services, FCAR (a Canadian Institute for Research Funding), Routledge, Academy of Marketing Science, Marketing Science Institute, American Marketing Association, Association for Consumer Research, American Psychological Association - Division 23, JCR - Ferber Award, AMA Doctoral Dissertation Competition, Association of Macromarketing, International Journal of Advertising, Journal of Consumer and Market Research, Academy of Marketing (UK), European Conference – Association for Consumer Research, Journal of Advertising, Journal of Consumer Affairs, Cognition and Emotion, Academy of Marketing Science Review, Consumption, Markets & Culture, Journal of Consumer Behaviour, International Journal of Arts Management, Marketing Theory, Journal of Contemporary Ethnography, Journal of Computer-Mediated Communication, International Journal of Advertising, Journal of Public Policy & Marketing, Review of Marketing Research, Sage (London); American Sociological Review; International Journal of Advanced Media and Communication; American Journal of Psychology; Social Behavior and Personality; European Journal of Marketing; Advanced Marketing Series – Sage Publications; Handbook of Marketing Theory; Journal of Advertising Research; Arts and the Market; International Journal of Service Industry Management

Section Editor for Empirical Studies of the Arts (Applied Aesthetics)

Edited special issue of Journal of Retailing (Spring 1982)

Co-Chairperson for Annual Conference, Association for Consumer Research (1984)

Track Chairman, Public Policy, Summer Educators' Conference, American Marketing Association (1984)

Program Committee, Annual Conference, Association for Consumer Research (1984, 1998, 2000, etc.)

Track Chairman, Consumer Behavior, Winter Conference, American Marketing Association (1987)

New Books Board, Journal of Macromarketing

Co-Editor (with Arch Woodside) (2008), Journal of Business Research, 61 (5, May), Special Issue:  Animal Companions, Consumption Experiences, and the Marketing of Pets 

Co-Editor (with Clifford J. Shultz II and Donald R. Lehmann) (2009), Journal of Macromarketing, 29 (3, September), Special Issue:  Metric and Interpretive Explorations of Macromarketing


SERVICE, COMMITTEE, AND COMMUNITY ACTIVITIES

Faculty Secretary, Graduate School of Business, Columbia University (1977-1979)

Vestry, All Angels Church, 80th Street at West End Avenue (1980-1982)

Admissions Policy Committee, Columbia University Graduate School of Business [CUGSB] (1979-1984; 1990-1997)

PELE Committee [Post-Entry Level Education], CUGSB (1983)

Faculty Search Committees (Marketing), CUGSB

Ad Hoc Tenure Committees, CUGSB:  Chairperson (1982), Member (1983), Member (1985), Member (1986), Chairman (1987), Member (1989/90), Member (1990), Chairman (1991), Member (1991), Member (1991), Member (1992), Chairperson (1992), Chairperson (1994), Member (1995), Member (1996), Chairperson (1997), Member (1997), Chairperson (1998), Spokesperson (1998), Spokesperson (1999), Chairperson (2000) 

Promotions and Tenure Committee, CUGSB (1990-2001)

Subcommittee on Research Centers, under Strategic Planning Committee, with B. Yavitz, CUGSB (1990-1991)

University Tenure Committees, Columbia University:  Member (1986), Member (1988), Member (1993); Member (2009)

Consumer-Products Steering Group, Marketing Science Institute (1983 to 2000)

Division Coordinator, Marketing Group, CUGSB (1984-1986)

Member, Task Force on Marketing Thought, American Marketing Association, chaired by Kent Monroe (1984-1988)

Co-Chairman, Doctoral Consortium, American Marketing Association (1987)

Visiting Scholar (University of Illinois, School of Communication, November 1987)

President, Association for Consumer Research (1989); President-Elect (1988); Past-President (1990)

Visiting Scholar, University of British Columbia (July 1989)

Member of Committee on “Information, Communication, and the Media” Concentration (Eli Noam, Chair)

Advisory Board / Administrative Committee, Research Center For Arts and Culture, School of the Arts, Columbia University (1993 - 2011)

Student/Faculty Academic Affairs Committee or SFAAC (1994 - 1997)

Search Committee for Faculty Position in Communication, Entertainment, and the Media (1997-2002)

Curriculum Committee on Corporate Governance and Ethics (chaired by Steve Zeldes) – Fall 2002

Advisor in QMSS Program (Quantitative Methods in the Social Sciences Program)

Evaluation Committee:  Prof. Jonathan Levav (with Eric Johnson, Chair, 2008-2009; with Ran Kivetz, Chair, 2007-2008; with Eric Johnson, Chair, 2005-2006; with Gita Johar, Chair, 2003-2004)

Evaluation Committee:  Prof. Oded Netzer (with Asim Ansari, Chair, 2007-2008, 2006-2007)

Evaluation Committee:  Prof. Leonard Lee (with Michel Pham, Chair, 2008-2009)

Chair of Committee for Promotion Case of Prof. Hitendra Wadhwa (with Rajeev Kohli and Kamel Jedidi) (2006-2007)


ARTICLES

Noel Capon, Morris B. Holbrook, and James Hulbert (1972), “Industrial Purchasing Behavior:  A Reappraisal,” Journal of Business Administration, 4 (Fall), 69-77.

Noel Capon, Morris B. Holbrook, and James Hulbert (1972), “Industrial Purchasing Behavior:  Some Final Comments,” Journal of Business Administration, 4 (Fall), 83.

Morris B. Holbrook (1973), “Note on Validity of a Mechanical Measure of Interletter Similarity,” Perceptual and Motor Skills, 36 (1, February), 298.

Morris B. Holbrook (1973-1975), Record Reviews, Different Drummer, 1 (2) – 1 (15).

Morris B. Holbrook (1975), “A Comparison of Methods for Measuring the Interletter Similarity Between Capital Letters,” Perception & Psychophysics, 17 (6, November), 532-536.

Morris B. Holbrook (1976), “Two Ways to Evaluate an Advertising Campaign,” Journal of Advertising Research, 16 (4, August), 45-48.

Morris B. Holbrook (1977), “Comparing Multiattribute Attitude Models by Optimal Scaling,” Journal of Consumer Research, 4 (3, December), 165-171.

Morris B. Holbrook (1977), “More on Content Analysis in Consumer Research,” Journal of Consumer Research, 4 (3, December), 176-177.

Morris B. Holbrook (1978), “Beyond Attitude Structure:  Toward the Informational Determinants of Attitude,” Journal of Marketing Research, 15 (4, November), 545-556.

Morris B. Holbrook (1978), “Effect of Subjective Interletter Similarity, Perceived Work Similarity, and Contextual Variables on the Recognition of Letter Substitutions in a Proofreading Task,” Perceptual and Motor Skills, 47 (1, August), 251-258.

Morris B. Holbrook (1978), “Effect of Subjective Verbal Uncertainty on Perception of Typographical Errors in a Proofreading Task,” Perceptual and Motor Skills, 47 (1, August), 243-250.

Morris B. Holbrook and Neville C. Hughes (1978), “Product Images:  How Structured Rating Scales Facilitate Using a Projective Technique in Hypothesis Testing,” Journal of Psychology, 100 (2), 323-328.

Morris B. Holbrook and Rebecca S. Williams (1978), “A Test of the Correspondence Between Perceptual Spaces Based on Pairwise Similarity Judgments Collected With and Without the Inclusion of Explicit Ideal Objects,” Journal of Applied Psychology, 63 (3, June), 373-376.

Morris B. Holbrook (1979), “The Role of Subjective Probability in Mediating the Relationship Between Word Frequency and Error Recognition,” Perceptual and Motor Skills, 48 (2, April), 617-618.

Morris B. Holbrook and Joel Huber (1979), “Separating Perceptual Dimensions from Affective Overtones,” Journal of Consumer Research, 5 (4, March), 272-283.

Morris B. Holbrook and Joel Huber (1979), “The Spatial Representation of Responses Toward Jazz:  Applications of Consumer Esthetics to Mapping the Market for Music,” Journal of Jazz Studies, 5 (Spring/Summer), 3-22.

Joel Huber and Morris B. Holbrook (1979), “Using Attribute Ratings for Product Positioning:  Some Distinctions Among Compositional Approaches,” Journal of Marketing Research, 16 (4, November), 507-516.

Morris B. Holbrook (1980), “Representing Patterns of Association Among Leisure Activities:  A Comparison of Two Techniques,” Journal of Leisure Research, 12 (3, Summer), 242-256.

Morris B. Holbrook and Donald R. Lehmann (1980), “Form Versus Content in Predicting Starch Scores,” Journal of Advertising Research, 20 (4, August), 53-62.

Morris B. Holbrook (1981), “Integrating Compositional and Decompositional Analyses to Represent the Intervening Role of Perceptions in Evaluative Judgments,” Journal of Marketing Research, 18 (1, February), 13-28.

Morris B. Holbrook and Stephen A. Bertges (1981), “Perceptual Veridicality in Esthetic Communication:  A Model, General Procedure, and Illustration,” Communication Research, 8 (4, October), 387-424.

Morris B. Holbrook and Donald R. Lehmann (1981), “Allocation of Discretionary Time:  Assessing Complementarity Among Activities,” Journal of Consumer Research, 7 (4, March), 395-406.

Morris B. Holbrook and William L. Moore (1981), “Feature Interactions in Consumer Judgments of Verbal Versus Pictorial Presentations,” Journal of Consumer Research, 8 (1, June), 103-113.

Elizabeth C. Hirschman and Morris B. Holbrook (1982), “Hedonic Consumption:  Emerging Concepts, Methods, and Propositions,” Journal of Marketing, 46 (3, Summer), 92-101.

Morris B. Holbrook (1982), “From the Editor” (Guest Editorial), Journal of Retailing, 58 (1, Spring), 3-4.

Morris B. Holbrook (1982), “Mapping the Market for Esthetic Products:  The Case of Jazz Records,” Journal of Retailing, 58 (1, Spring), 114-129.

Morris B. Holbrook and Elizabeth C. Hirschman (1982), “The Experiential Aspects of Consumption:  Consumer Fantasies, Feelings, and Fun,” Journal of Consumer Research, 9 (2, September), 132-140.

Morris B. Holbrook and William L. Moore (1982), “Using Canonical Correlation to Construct Product Spaces for Objects with Known Feature Structures,” Journal of Marketing Research, 19 (1, February), 87-98.

Morris B. Holbrook, William L. Moore, and Russell S. Winer (1982), “Constructing Joint Spaces from Pick-Any Data:  A New Tool for Consumer Analysis,” Journal of Consumer Research, 9 (1, June), 99-105.

Morris B. Holbrook and Michael J. Ryan (1982), “Modeling Decision-Specific Stress:  Some Methodological Considerations,” Administrative Science Quarterly, 27 (2, June), 243-258.

Joel Huber and Morris B. Holbrook (1982), “Estimating Temporal Trends in Consumer Preferences Measured by Graded Paired Comparisons,” Journal of Business Research, 10 (4, December), 459-473.

Joel Huber, Morris B. Holbrook, and Susan Schiffman (1982), “Situational Psychophysics and the Vending-Machine Problem,” Journal of Retailing, 58 (1, Spring), 82-94.

William L. Moore and Morris B. Holbrook (1982), “On the Predictive Validity of Joint-Space Models in Consumer Evaluations of New Concepts,” Journal of Consumer Research, 9 (2, September), 206-210.

Michael J. Ryan and Morris B. Holbrook (1982), “Decision-Specific Conflict in Organizational Buying Behavior,” Journal of Marketing, 46 (3, Summer), 62-68.

Michael J. Ryan and Morris B. Holbrook (1982), “Importance, Elicitation Order, and Expectancy X Value,” Journal of Business Research, 10 (3, September), 309-317.

Morris B. Holbrook (1983), “On the Importance of Using Real Products in Research on Merchandising Strategy,” Journal of Retailing, 59 (1, Spring), 4-20.

Morris B. Holbrook (1983), “Using a Structural Model of Halo Effect to Assess Perceptual Distortion,” Journal of Consumer Research, 10 (2, September), 247-252.

Morris B. Holbrook and Joel Huber (1983), “Detecting the Differences in Jazz:  A Comparison of Methods for Assessing Perceptual Veridicality in Applied Aesthetics,” Empirical Studies of the Arts, 1 (1), 35-53.

Morris B. Holbrook (1984), “Situation-Specific Ideal Points and Usage of Multiple Dissimilar Brands,” Research in Marketing, 7, 93-131.

Morris B. Holbrook, Robert W. Chestnut, Terence A. Oliva, and Eric A. Greenleaf (1984), “Play as a Consumption Experience:  The Roles of Emotions, Performance, and Personality in the Enjoyment of Games,” Journal of Consumer Research, 11 (2, September), 728-739.

Morris B. Holbrook and Douglas V. Holloway (1984), “Marketing Strategy and the Structure of Aggregate, Segment-Specific, and Differential Preferences,” Journal of Marketing, 48 (1, Winter), 62-67.

Morris B. Holbrook and John O’Shaughnessy (1984), “The Role of Emotion in Advertising,” Psychology & Marketing, 1 (2, Summer), 45-64.

Morris B. Holbrook, William L. Moore, Gary N. Dodgen, and William J. Havlena (1985), “Nonisomorphism, Shadow Features, and Imputed Preferences,” Marketing Science, 4 (3, Summer), 215-233.

Morris B. Holbrook and Robert B. Zirlin (1985), “Artistic Creation, Artworks, and Aesthetic Appreciation:  Some Philosophical Contributions to Nonprofit Marketing,” Advances in Nonprofit Marketing, 1, 1-54.

William J. Havlena and Morris B. Holbrook (1986), “The Varieties of Consumption Experience:  Comparing Two Typologies of Emotion in Consumer Behavior,” Journal of Consumer Research, 13 (3, December), 394-404.

Morris B. Holbrook (1986), “Aims, Concepts, and Methods For the Representation of Individual Differences in Esthetic Responses to Design Features,” Journal of Consumer Research, 13 (3, December), 337-347.

Morris B. Holbrook (1986), “A Note on Sadomasochism in the Review Process:  I Hate When That Happens,” Journal of Marketing, 50 (3, July), 104-108.

Morris B. Holbrook and Mark W. Grayson (1986), “The Semiology of Cinematic Consumption:  Symbolic Consumer Behavior in Out of Africa,” Journal of Consumer Research, 13 (3, December), 374-381.

Morris B. Holbrook, Eric A. Greenleaf, and Robert M. Schindler (1986), “A Dynamic Spatial Analysis of Changes in Aesthetic Responses,” Empirical Studies of the Arts, 4 (1), 47-61.

Morris B. Holbrook, Donald R. Lehmann, and John O’Shaughnessy (1986), “Using Versus Choosing:  The Relationship of the Consumption Experience to Reasons for Purchasing,” European Journal of Marketing, 20 (8), 49-62.

Joel Huber, Morris B. Holbrook, and Barbara Kahn (1986), “Effects of Competitive Context and of Additional Information on Price Sensitivity,” Journal of Marketing Research, 23 (3, August), 250-260.

Wayne S. DeSarbo, Donald R. Lehmann, Morris B. Holbrook, William J. Havlena, and Sunil Gupta (1987), “A Stochastic Three-Way Unfolding Model For Asymmetric Binary Data,” Applied Psychological Measurement, 11 (4, December), 397-418.

Morris B. Holbrook (1987), “Mirror, Mirror, On the Wall, What’s Unfair in the Reflections on Advertising?” Journal of Marketing, 51 (3, July), 95-103.

Morris B. Holbrook (1987), “What Is Consumer Research?” Journal of Consumer Research, 14 (1, June), 128-132.

Morris B. Holbrook and Rajeev Batra (1987), “Assessing the Role of Emotions as Mediators of Consumer Responses to Advertising,” Journal of Consumer Research, 14 (3, December), 404-420.

AMA Task Force on the Development of Marketing Thought (1988), “Developing, Disseminating, and Utilizing Marketing Knowledge,” Journal of Marketing, 52 (4, October), 1-25.

Punam Anand, Morris B. Holbrook, and Debra Stephens (1988), “The Formation of Affective Judgments:  The Cognitive-Affective Model Versus the Independence Hypothesis,” Journal of Consumer Research, 15 (3, December), 386-391.

John C. Dodds and Morris B. Holbrook (1988), “What’s An Oscar Worth?  An Empirical Estimation of the Effects of Nominations and Awards on Movie Distribution and Income,” in Current Research in Film:  Audiences, Economics, and Law, Vol. 4, ed. Bruce A. Austin, Norwood, NJ:  Ablex Publishing, 72-88.

Morris B. Holbrook (1988), “Consumption Symbolism and Meaning in Works of Art:  A Paradigmatic Case,” European Journal of Marketing, 22 (7), 19-36.

Morris B. Holbrook (1988), “An Interpretation:  Gremlins as Metaphors for Materialism,” Journal of Macromarketing, 8 (1, Spring), 54-59.

Morris B. Holbrook (1988), “The Psychoanalytic Interpretation of Consumer Behavior:  I Am an Animal,” Research in Consumer Behavior, 3, 149-178.

Morris B. Holbrook and William J. Havlena (1988), “Assessing the Real-to-Artificial Generalizability of Multiattribute Attitude Models in Tests of New Product Designs,” Journal of Marketing Research, 25 (1, February), 25-35.

Morris B. Holbrook and John O’Shaughnessy (1988), “On the Scientific Status of Consumer Research and the Need for an Interpretive Approach to Studying Consumption Behavior,” Journal of Consumer Research, 15 (3, December), 398-402.

John O’Shaughnessy and Morris B. Holbrook (1988), “Understanding Consumer Behavior:  The Linguistic Turn in Marketing Research,” Journal of the Market Research Society, 30 (2, April), 197-223.

Nicholas O'Shaughnessy and Morris B. Holbrook (1988), “What Can U.S. Business Learn From Political Marketing?” Journal of Applied Business Research, 4 (3, Summer), 98-109.

William J. Havlena, Morris B. Holbrook, and Donald R. Lehmann (1989), “Assessing the Validity of Emotional Typologies,” Psychology & Marketing, 6 (2, Summer), 97-112.

Morris B. Holbrook and Robert M. Schindler (1989), “Some Exploratory Findings on the Development of Musical Tastes,” Journal of Consumer Research, 16 (1, June), 119-124.

Robert M. Schindler, Morris B. Holbrook, and Eric A. Greenleaf (1989), “Using Connoisseurs to Predict Mass Tastes,” Marketing Letters, 1 (1, December), 47-54.

Punam Anand and Morris B. Holbrook (1990), “The Convergent Validity of Dichotic Listening and Hemispheric Priming as Methods for Studying Lateralized Differences in Affective Responses,” Marketing Letters, 1 (3, November), 199-208.

Punam Anand and Morris B. Holbrook (1990), “Reinterpretation of Mere Exposure or Exposure of Mere Reinterpretation?” Journal of Consumer Research, 17 (2, September), 242-244.

Rajeev Batra and Morris B. Holbrook (1990), “Developing a Typology of Affective Responses to Advertising,” Psychology & Marketing, 7 (1, Spring), 11-25.

Morris B. Holbrook and Punam Anand (1990), “Effects of Tempo and Situational Arousal on the Listener’s Perceptual and Affective Responses to Music,” Psychology of Music, 18 (2, October), 150-162.

Morris B. Holbrook, John O’Shaughnessy, and Stephen Bell (1990), “Actions and Reactions in the Consumption Experience:  The Complementary Roles of Reasons and Emotions in Consumer Behavior,” Research in Consumer Behavior, 4, 131-163.

Morris B. Holbrook, Michael R. Solomon, and Stephen Bell (1990), “A Reexamination of Self-Monitoring and Judgments of Furniture Designs,” Home Economics Research Journal, 19 (1, September), 6-16.

William L. Moore and Morris B. Holbrook (1990), “Conjoint Analysis of Objects with Environmentally Correlated Attributes:  The Questionable Importance of Representative Design,” Journal of Consumer Research, 16 (4, March), 490-497.

Stephen Bell, Morris B. Holbrook, and Michael R. Solomon (1991), “Combining Esthetic and Social Value to Explain Preferences for Product Styles with the Incorporation of Personality and Ensemble Effects,” Journal of Social Behavior and Personality, 6 (6), 243-274.

Morris B. Holbrook (1991), “Romanticism and Sentimentality in Consumer Behavior:  A Literary Approach to the Joys and Sorrows of Consumption,” Research in Consumer Behavior, 5, 105-180.

Thomas J. Olney, Morris B. Holbrook, and Rajeev Batra (1991), “Consumer Responses to Advertising:  The Effects of Ad Content, Emotions, and Attitude toward the Ad on Viewing Time,” Journal of Consumer Research, 17 (4, March), 440-453.

Morris B. Holbrook (1992), “Book Review – Handbook of Consumer Behavior,” Journal of Marketing, 56 (2, April), 128-132.

Morris B. Holbrook (1992), “Product Quality, Attributes, and Brand Name as Determinants of Price:  The Case of Consumer Electronics,” Marketing Letters, 3 (1, January), 71-83.

Morris B. Holbrook and Punam Anand (1992), “The Effects of Situation, Sequence, and Features on Perceptual and Affective Responses to Product Designs:  The Case of Aesthetic Consumption,” Empirical Studies of the Arts, 10 (1), 19-31.

Donna L. Hoffman and Morris B. Holbrook (1993), “The Intellectual Structure of Consumer Research:  A Bibliometric Study of Author Co-Citations in the First 15 Years of the Journal of Consumer Research,” Journal of Consumer Research, 19 (4, March), 505-517.

Morris B. Holbrook (1993), “Book Review – On Marketing and Semiotics:  What’s Cooking in Denmark?” Semiotica, 97 (1/2), 119-146.

Morris B. Holbrook (1993), “Book Review – Postmodernism & Social Theory,” Journal of Macromarketing, 13 (2, October), 69-75.

Morris B. Holbrook (1993), “Gratitudes and Latitudes in M.B.A. Attitudes:  Customer Orientation and the Business Week Poll,” Marketing Letters, 4 (3, July), 267-278.

Morris B. Holbrook (1993), “Nostalgia and Consumption Preferences:  Some Emerging Patterns of Consumer Tastes,” Journal of Consumer Research, 20 (2, September), 245-256.

Morris B. Holbrook (1993), “Rereading the Encyclopedias of Jazz:  Analyses of Data on the Tastes of Readers, Critics, and Musicians from 1955 to 1970,” Popular Music & Society, 17 (4, Winter), 83-104.
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