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20. Schröder, N., Hruschka, H.: Investigating the Effects of Mailing Variables
and Endogeneity on Mailing Decisions, in: European Journal of Opera-
tional Research, 2016, 579-589.

21. Hruschka, H.: Linking Multi-Category Purchases to Latent Activities of
Shoppers: Analysing Market Baskets by Topic Models, in: Marketing
ZFP - Journal of Research and Management, 2014, 267–243.

22. Werkmeister, M., Hruschka, H.: Profit Implications of Estimation
Methods for the Allocation of Marketing Resources, in: Journal of Busi-
ness Economics (Zeitschrift für Betriebswirtschaft), 2014, 233–249.

23. Hruschka, H.: Analyzing Market Baskets by Restricted Boltzmann Ma-
chines, in: OR Spectrum, 2014, 209–228.

24. Dippold, K., Hruschka, H.: A Model of Heterogeneous Multicategory
Choice for Market Basket Analysis, in: Review of Marketing Science, 2013,
1–31.

25. Dippold, K., Hruschka, H.: A Parsimonious Multivariate Poisson Model
for Market Basket Analysis, in: Review of Managerial Science, 2013, 393–
415.

26. Hruschka, H.: Comparing Small and Large Scale Models of Multicategory
Buying Behavior, in: Journal of Forecasting, 2013, 423-–434.

27. Dippold, K., Hruschka, H.: Variable Selection for Market Basket Analysis,
in: Computational Statistics, 2013, 519–539.
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modellen bei der Erklärung der Markenwahl. Regensburger Diskussions-
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