
 
Research interests  
My research focuses on modeling consumers' shopping behavior and their responses to retailer and manufacturer
decisions and characteristics, such as stockouts, shelf layout, price (promotions), branding, and assortment decisions.
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4, p. 967-987

  
What drives brands’ price response metrics? An empirical examination of the Chinese packaged goods industry
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1, p. 288-312 25 p.
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Bies, S., Bronnenberg, B. J. J. A. M. & Gijsbrechts, E., Dec 2021, In: International Journal of Research in Marketing. 38, 4
, p. 877-899

  
Navigating the last mile: The demand effects of click-and-collect order fulfillment
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Online display advertising for CPG brands: (When) does it work?
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The rise of online grocery shopping in China: Which brands will benefit?
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Evaluating the effectiveness of retailer-themed super saver events
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"Hello Jumbo!” The spatio-temporal rollout and traffic to a new grocery chain after acquisition
van Lin, A. & Gijsbrechts, E., May 2019, In: Management Science. 65, 5, p. 2388-2411
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Retailers under siege? Issues and outlook
Gielens, K. & Gijsbrechts, E., 2019, Surviving the Retail Revolution. van Everdingen, Y. M. (ed.). Amsterdam: MOA,
Center for Marketing Intelligence & Research, p. 17-28 

  
On consumer choice patterns and the net impact of feature promotions
Guyt, J. & Gijsbrechts, E., Sept 2018, In: International Journal of Research in Marketing. 35, 3, p. 490-508

  
Handbook of Research on Retailing
Gielens, K. (Editor) & Gijsbrechts, E. (Editor), 31 Aug 2018, Cheltenham: Edward Elgar Publishing. 445 p.

  
Save or (over-)spend? The impact of hard-discounter shopping on consumers' grocery outlay
Gijsbrechts, E., Campo, K. & Vroegrijk, M. J. J., Jun 2018, In: International Journal of Research in Marketing. 35, 2, p.
270-288

  
Battling for the household's category buck: Can economy private labels defend supermakets against the hard-discounter
threat?
Vroegrijk, M. J. J., Gijsbrechts, E. & Campo, K., Sept 2016, In: Journal of Retailing. 92, 3, p. 300-318

  
The battle for health and beauty: What drives supermarket and drugstore category-promotion lifts?
van Lin, A. & Gijsbrechts, E., Sept 2016, In: International Journal of Research in Marketing. 33, 3, p. 557-577

  
Try it, you’ll like it—or will you? The perils of early free-trial promotions for high-tech service adoption
Foubert, B. & Gijsbrechts, E., Sept 2016, In: Marketing Science. 35, 5, p. 810-826

  
Do feature and discount promotions for national brands primarily drive (national) brand choice, store choice, or both? An
exploratory analysis
Guyt, J. & Gijsbrechts, E., Jun 2016, Advances in National Brand and Private Label Marketing. MartinezLopez, F.,
GazquezAbad, J. & Gijsbrecht, E. (eds.). Cham: SPRINGER INT PUBLISHING AG, p. 97-101 5 p. (Springer Proceedings
in Business and Economics).

  
Fanning the flames? How media coverage of a price war impacts retailers, consumers and investors
van Heerde, H. J., Gijsbrechts, E. & Pauwels, K., Oct 2015, In: Journal of Marketing Research. 52, 5, p. 674-693

  
The impact of category prices on store price image formation: An empirical analysis 
Da Silva Lourenço, C. J., Gijsbrechts, E. & Paap, R., 2015, In: Journal of Marketing Research. 52, 2, p. 200-216

  
Trouw, maar aan wie? Keten- versus winkelpuntloyaliteit in de context van winkelovernames
van Lin, A. & Gijsbrechts, E., 2015, MOA jaarboek 2015: Ontwikkelingen in het marktonderzoek. Bronner, A. E. (ed.).
Haarlem: Spaar en Hout, p. 109-124 

  
Take turns or march in sync? Impact of the national brand promotion calendar on manufacturer and retailer performance
Guyt, J. Y. & Gijsbrechts, E., Dec 2014, In: Journal of Marketing Research. 51, 6, p. 753-772

  
Gains and losses of exclusivity in grocery retailing
Gielens, K., Gijsbrechts, E. & Dekimpe, M. G., Sept 2014, In: International Journal of Research in Marketing. 31, 3, p. 239-
252

  
Shopper loyalty to whom? Chain versus outlet loyalty in the context of store acquisitions
van Lin, A. & Gijsbrechts, E., Jun 2014, In: Journal of Marketing Research. 51, 3, p. 352-370

  
Buying in multiple stores: Shopping strategies beyond price promotions and their effects on Store Competition
Gijsbrechts, E., Campo, K. & Nisol, P., 2013, In: GfK Marketing Intelligence Review. 6, 2, p. 34-39



  
Close encounter with the hard-discounter: A multiple-store shopping perspective on the impact of local hard-discounter
entry
Vroegrijk, M. J. J., Gijsbrechts, E. & Campo, K., 2013, In: Journal of Marketing Research. 50, 5, p. 606-626

  
Patterns in consumption-based learning about brand quality for consumer packaged goods
Gijsbrechts, E. & Szymanowski, M. G., 2013, In: International Journal of Research in Marketing. 30, 3, p. 219-235

  
The impact of national brand introductions on hard-discounter image and share-of-wallet
Lourenco, C. J. & Gijsbrechts, E., 2013, In: International Journal of Research in Marketing. 30, 4, p. 368-382

  
Consumption-based cross-brand learning: Are private labels really private?
Gijsbrechts, E. & Szymanowski, M. G., 2012, In: Journal of Marketing Research. 49, 2, p. 231-246

  
To close or not to close? Assessing the impact of outlet closures on retail chains
Haans, A. J. & Gijsbrechts, E., 2012, In: GfK Marketing Intelligence Review. 4, 2, p. 16-23

  
One-deal-fits-all? On category sales promotion effectiveness in smaller versus larger supermarkets
Haans, A. J. & Gijsbrechts, E., 2011, In: Journal of Retailing. 87, 4, p. 420-436

  
Please or squeeze: Brand performance implications of constrained and unconstrained multi-item promotions
Foubert, B. & Gijsbrechts, E., 2010, In: European Journal of Operational Research. 202, 3, p. 880-892

  
Proliferating private label portfolios: How introducing economy and premium private labels influences brand choice
Geyskens, I., Gielens, K. & Gijsbrechts, E., 2010, In: Journal of Marketing Research. 47, 5, p. 791-807

  
Sales drops from closing shops: Assessing the impact of store outlet closures on retail chain revenue
Haans, A. J. & Gijsbrechts, E., 2010, In: Journal of Marketing Research. 47, 6, p. 1025-1040

  
The Connected Customer: The Changing Nature of Consumers and Business Markets
Wuyts, S. H. K. (Editor), Dekimpe, M. G. (Editor), Gijsbrechts, E. (Editor) & Pieters, R. (Editor), 2010, New York:
Routledge Academic. 353 p.

  
De impact van bundelpromoties op de aankoopbeslissingen van klanten in een supermarkt
Foubert, B. & Gijsbrechts, E., 2009, Ontwikkelingen in het Marktonderzoek. Jaarboek 2009 MarktOnderzoekAssociatie.
Bronner, A. E., Dekker, P., de Leeuw, E., Paas, L. J., de Ruyter, K., Smidts, A. & Wierenga, J. E. (eds.). Haarlem: Spaar
en Hout, p. 213-230 

  
Details and big pictures: Consumers' use of actual prices and price images when choosing a store
Lourenco, C. J. & Gijsbrechts, E., 2009, Proceedings of the 2009 INFORMS Marketing Science Conference. Anderson, E.
& Feinberg, F. (eds.). USA: University of Michigan

  
The competitive impact of hard discounter entry: A multiple-store shopping perspective
Vroegrijk, M. J. J., Gijsbrechts, E. & Campo, K., 2009, Proceedings of the 6th Marketing Dynamics Conference. Winer, R.
& Singh, V. (eds.). New York: New York University

  
Beyond promotion-based store switching: Antecedents and patterns of systematic multiple-store shopping
Gijsbrechts, E., Campo, K. & Nisol, P., 2008, In: International Journal of Research in Marketing. 25, 1, p. 5-21

  
Winners and losers of a major price war
van Heerde, H. J., Gijsbrechts, E. & Pauwels, K., 2008, In: Journal of Marketing Research. 45, 5, p. 499-518

 



Conditional cross-brand learning: When are private labels really private?
Szymanowski, M. G. & Gijsbrechts, E., 2007, Proceedings of the Marketing Science Dynamics Conference. Unknown
Publisher

  
De invloed van stock-out communicatie op consumentenreacties in online supermarkten
Breugelmans, E., Campo, K. & Gijsbrechts, E., 2007, Ontwikkelingen in het Marktonderzoek. Jaarboek 2007. Harlem:
Marktonderzoek Associatie SpaarenHour BV, p. 71-96 

  
In search of lighthouse categories: Dynamic store price image formation and category pricing
Lourenco, C. J. & Gijsbrechts, E., 2007, Proceedings of the Marketing Science Dynamics Conference. Unknown Publisher

  
Shelf sequence and proximity effects on online grocery choices
Breugelmans, E., Campo, K. & Gijsbrechts, E., 2007, In: Marketing Letters. 18, 1-2, p. 117-133

  
Shopper response to bundle promotions for packaged goods
Foubert, B. & Gijsbrechts, E., 2007, In: Journal of Marketing Research. 44, 4, p. 647-662

  
Beyond Promotion-based Store Switching: Antecedents and Patterns of Systematic Multiple-Store Shopping
Gijsbrechts, E., Campo, K. & Nisol, P., 2006, Leuven: Catholic University of Leuven. 46 p. (KUL Working Paper; no. MO-
0613)

  
Opportunities for active stockout management in online stores: The impact of retailers' stock-out policy on online stockout
reactions
Breugelmans, E., Campo, K. & Gijsbrechts, E., 2006, In: Journal of Retailing. 82, 3, p. 215-228

  
Physicians' decision process for drug prescriptions and the impact of pharmaceutical marketing mix instruments
Campo, K., de Staebel, O., Gijsbrechts, E. & van Waterschoot, W., 2006, In: Health Marketing Quarterly. 22, 4, p. 73-107

  
Shelf sequence and proximity effects on online grocery choices
Breugelmans, E., Campo, K. & Gijsbrechts, E., 2006, Proceedings of the 35th EMAC Conference. Avlonitis, G. J.,
Papavassiliou, N. & Papastathopoulou, P. (eds.). Athens: European Marketing Academy

  
The Effect of Shelf Display on Online Grocery Choices
Breugelmans, E., Campo, K. & Gijsbrechts, E., 2006, Leuven: Catholic University of Leuven. 23 p. (KUL Working Paper;
no. MO-0607)

  
Beyond Promotion-Based Store Switching: Antecedents and Consequences of Systematic Multiple-Store Shopping
Gijsbrechts, E., Campo, K. & Nisol, P., 2005, Tilburg: Marketing, 40 p. (CentER Discussion Paper; vol. 2005-76).

  
Opportunities for active stockout management in online stores: The impact of retailers' stock-out policy on online stockout
reactions
Breugelmans, E., Campo, K. & Gijsbrechts, E., 2005, Proceedings of the 34th EMAC Conference. Milan: EMAC

  
Price war: What is it good for?
van Heerde, H. J., Gijsbrechts, E. & Pauwels, K., 2005, Proceedings of the 34th EMAC Conference. Milan: EMAC

  
Retail assortment, shelf and stockout management: Issues, interplay and future challenges
Campo, K. & Gijsbrechts, E., 2005, In: Applied Stochastic Models in Business and Industry. 21, 4-5, p. 383-392

  
Shelf Sequence and Proximity Effects on Online Grocery Choices
Breugelmans, E., Campo, K. & Gijsbrechts, E., 2005, Maastricht: University of Maastricht. (Research Memoranda; no.
RM/05/053)



  
Dynamics in consumer response to product unavailability: Do stock-out reactions signal response to permanent
assortment reductions?
Campo, K., Gijsbrechts, E. & Nisol, P., 2004, In: Journal of Business Research. 57, 8, p. 834-843 9 p.

  
Multiple store patterns in grocery shopping: Antecedents and consequences
Gijsbrechts, E., Campo, K. & Nisol, P., 2004, Proceedings of the 33rd EMAC Conference. Unknown Publisher

  
Should retailers adjust their micromarketing strategies to type of outlet? An application to location-based store space
allocation in limited and full-service grocery stores
Campo, K. & Gijsbrechts, E., 2004, In: Journal of Retailing and Consumer Services. 11, p. 369-383 14 p.

  
Case Study: Abbey Beer
Gijsbrechts, E., Schamps, M. & van Waterschoot, W., 2003, Principles and Practice of Marketing (4th Edition). Jobber, D.
(ed.). New York: McGraw-Hill

  
Knowledge transfer through marketing textbooks
van Waterschoot, W. & Gijsbrechts, E., 2003, The Future of Marketing: Critical 21st Century Perspectives. Kitchen, P. J.
(ed.). Hampshire: Palgrave McMillan Ltd, p. 224 224 p.

  
The impact of retailer stockouts on whether, what and how much to buy
Campo, K., Gijsbrechts, E. & Nisol, P., 2003, In: International Journal of Research in Marketing. 20, 3, p. 273-286 13 p.

  
The impact of store flyers on store sales and store traffic: A geomarketing approach
Gijsbrechts, E., Campo, K. & Goossens, T., 2003, In: Journal of Retailing. 79, 1, p. 1-16 16 p.

  
Case study Frere Jacques: Developing a marketing strategy for a Belgian abbey beer on the French market
Gijsbrechts, E., Schamps, M. & van Waterschoot, W., 2002, Proceedings of the 7th International Conference on Retailing
and Commercial Distribution. Clarke-Hill, C. & Davies, B. (eds.). Unknown Publisher, p. 25-50 

  
On Store Format, Category Space Allocation and Opportunities for Micromarketing
Campo, K. & Gijsbrechts, E., 2002, Antwerp: University of Antwerp. (Research Paper; no. 2002-036)

  
Optimal Prices, Package Sizes and Package Compositions in a Market with Variety Seeking and Loyal Customers
Gijsbrechts, E. & Pauwels, W., 2002, Antwerp: University of Antwerp. (Research Paper; no. 2002-021)

  
Should supers be different from supers and hypers be the same as hypers?
Campo, K. & Gijsbrechts, E., 2002, Proceedings of the 31st EMAC Conference. Farhangmer, M. (ed.). Braga: EMAC, p.
90-90 

  
Therapeutic Drug Prescription Behavior: Decision Process and Marketing Mix Effects
Campo, K., De Staebel, O., Gijsbrechts, E. & van Waterschoot, W., 2002, Antwerp: University of Antwerp. (Research
Paper; no. 2002-037)

  
Dynamics in Consumer Response to Product unavailability: Do stockout reactions signal response to permanent
assortment reductions?: Working Paper
Campo, K., Gijbrechts, E. & Nisol, P., 2001, UFSIA, Vakgroep Marketing.

  
Principles of pricing
Gijsbrechts, E., 2001, The Informed Students Guide to Marketing. Kitchen, P. & Proctor, T. (eds.). Cornwall: Thomson
Learning

 



The impact of assortment cuts and extensions on category sales: Working Paper
de Clerck, S., Steenkamp, J. B., Dekimpe, M. G. & Gijsbrechts, E., 2001, Leuven: KULeuven.

  
The impact of stockouts on whether, what and how much to buy: Working Paper
Campo, K., Gijsbrechts, E. & Nisol, P., 2001, Vakgroep bedrijfseconomie.

  
The impact of store flyers on store sales and traffic: A location-specific perspective: Working Paper
Goossens, T., Gijsbrechts, E. & Campo, K., 2001, UFSIA, Vakgroep Marketing.

  
Dynamics in consumer response to product unavailability: Do stock-out reactions signal response to permanent
assortment reductions?
Campo, K., Gijsbrechts, E. & Nisol, P., 2000, Department of business economics, University of Antwerp - U.F.S.I.A.
(Research Paper; no. 2000-024)

  
Strategic pricing
Gijsbrechts, E. & Campo, K., 2000, The Oxford textbook of marketing. Blois, K. (ed.). Oxford: Oxford University Press, p.
212-244 33 p.

  
The impact of location-specific factors on the attractiveness and optimal space shares of product categories
Campo, K., Gijsbrechts, E., Goossens, T. & Verhetsel, A., 2000, In: International Journal of Research in Marketing. 17, 4,
p. 255-279 25 p.

  
The impact of stock-outs on whether, how much and what to buy
Campo, K., Gijsbrechts, E. & Nisol, P., 2000, Marketing in the new millennium: Proceedings of the 29th European
Marketing Academy (EMAC) Annual Conference, Rotterdam, 23-26 May, 2000. Wieringa, B., Smidts, A. & Antonides, G.
(eds.). Rotterdam: Rotterdam School of Management; Faculty of Economics of the Erasmus University, p. 115-115 1 p.

  
Towards a theory-based measure of purchase variation
Campo, K., Gijsbrechts, E. & Nisol, P., 2000, In: Academy of Marketing Science Review.

  
Towards understanding consumer response to stock-outs
Campo, K., Gijsbrechts, E. & Nisol, P., 2000, In: Journal of Retailing. 76, 2, p. 219-242

  
A content analysis of the discussions of the howard and sheth typology in marketing textbooks: Working Paper
van Waterschoot, W. & Gijsbrechts, E., 1999, Vakgroep bedrijfseconomie.

  
Case study Leffe. Developing a marketing strategy for the Belgian (and French) market
Gijsbrechts, E., Schamps, M. & van Waterschoot, W., 1999, Vakgroep bedrijfseconomie. (Research Paper; no. 99-029)

  
Computer-simulated shopping experiments for analyzing dynamic purchasing patterns: Validation and guidelines
Campo, K., Gijsbrechts, E. & Guerra, F., 1999, In: Journal of Empirical Generalisations in Marketing Science. 17, 4, p.
255-279 25 p.

  
Pricing
Campo, K. & Gijsbrechts, E., 1999, IEBM Companion Encyclopedia of Marketing, 2nd edition. London: International
Thomson Business Press

  
The impact of location- specific factors on the attractiveness and performance of product categories
Campo, K., Gijsbrechts, E., Goossens, T. & Verhetsel, A., 1999, Vakgroep bedrijfseconomie. (Research Paper; no. 99-
012)

  
Towards a conceptual framework of out of stock behavior: the impact of product-, consumer- and situation characteristics
on out-of-stock reactions
Campo, K., Gijsbrechts, E. & Nisol, P., 1999, Vakgroep bedrijfseconomie. (Research Paper; no. 99-023)



  
Case study Leffe. Developing a marketing strategy for the Belgian (and French) market: Teaching Note
Gijsbrechts, E., Schamps, M. & van Waterschoot, W., 1998, Vakgroep bedrijfseconomie. (Research Paper; no. 99-030)

  
Computer-simulated shopping experiments for analyzing dynamic purchasing patterns: Validation and guidelines
Campo, K., Gijsbrechts, E. & Guerra, F., 1998, DBE, UFSIA. (Working Paper; no. 98-262)

  
The impact of location-specific factors on the attractiveness and performance of store departments
Campo, K., Gijsbrechts, E., Goossens, T. & Verhetsel, A., 1998, Marketing strategy and organization: Proceedings of the
27th European Marketing Academy (EMAC) Annual Conference, Stockholm, Sweden, 20-23 May, 1998. Andersson, P.
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Towards a comprehensive framework of out of stock behavior: The impact of product-, consumer- and situation
characteristics on out-of-stock reactions: Working Paper
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Towards a comprehensive measure of purchase variation
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Computer-simulated shopping experiments for analyzing dynamic purchasing patterns: Validation and guidelines
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Warwick: University of Warwick, Warwick Business School, p. 1532-1541 10 p.

  
Interacties en interdependenties tussen prijs, kwaliteit en communicatie: Een overzicht en kritische evaluatie
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Evaluation of car clinic results using correspondence analysis
Gijsbrechts, E. & Logman, M., 1995, Rapport DBE, UFSIA.



  
Marketing mix response analysis in broadly versus narrowly defined markets: A case study
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