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Marken sind in vielen Unternehmen mittlerweile zu wichtigen Vermogenswerten
geworden, die zukiinftig immer hiufi ger auch in der Bilanz erfasst werden konnen.
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professionellen Fiihrung von Marken eine sehr hohe Bedeutung fiir den Unter-
nehmenserfolg zu. Dabei miissen zukiinftig innovative Wege beschritten werden.
Die Schriftenreihe will durch die Verdffentlichung neuester Forschungserkenntnisse
AnstoBe fiir eine solche Neuausrichtung der Markenfiihrung liefern.
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Foreword

Brand choice and loyalty have been a central concern in marketing for a long
time. Understanding the determinants of consumers’ decisions is crucial for
success. Most studies focus either on purchase behavior and center around
consumer goods or center the modeling aspect of brand loyalty and use
datasets that contain only a small number of individuals or purchases.
The study of Beat Meier is set in this niche, the long-term observation of
durable goods. By using a large set of car registration data he can track
purchase decisions of people over a larger number of purchase incidents and
isolates various influences on brand loyalty.

Furthermore, he looks into the effects of external shocks on purchase de-
cisions. Thereby, the author can show that neither a negative reputation
shock nor higher fixed costs affect consumer behavior in the short run.
Upcoming changes in the automotive industry and mobility in general high-
light the importance of understanding consumer behavior. This empirical
study contributes to a better comprehension of this complex matter.

This doctoral thesis is Volume 70 of the edited book series “Innovative Brand
Management” that is published by Springer Gabler. This series documents
research projects conducted by Germany’s first and only Chair of innovative
Brand Management (Lehrstuhl fiir innovatives Markenmanagement, LiM®)
at the University of Bremen as well as brand-related dissertations from the
SVI-Endowed Chair of Marketing at HHL VI Leipzig Graduate School of



VI

Management. Although not a project conducted at the aforementioned
chairs, this dissertation is published in the series “Innovative Brand Man-
agement” due to its outstanding quality and thematic fit. In the past, about
five doctoral theses have been published in this book series per year. In
short time intervals, this has allowed contributing new ideas, which cater
to the growing interest in innovative brand management. This interest
also becomes manifest in the translation of the book “Identity-based Brand
Management”, which is currently in its second edition and forms the basis
of all 60 dissertations, into Chinese, English, and French.

In conclusion, I wish the thesis of Dr. Beat Meier a very broad dissemination

in theory and practice.

Zurich, July 2019 Prof. Dr. Hans Peter Wehrli
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