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staltung unter Berücksichtigung von Konkurrenzreaktionen, in: OR Spek-
trum, 1/2000, 71–95.

49. Hruschka, H., Lukanowicz, M., Buchta, C.: Cross-Category Sales Pro-
motion Effects, in: Journal of Retailing and Consumer Services, 1999,
99–105.

50. Hruschka, H., Natter, M.: Comparing Performance of Feedforward Neural
Nets and K-Means for Cluster-Based Market Segmentation, in: European
Journal of Operational Research, Vol. 114, 1999, 346–353.

51. Natter, M., Hruschka, H.: Evaluation of Aggressive Competitive Pricing
Strategies, in: Marketing Letters, 4/1998, 337–347.

52. Hruschka, H.: Die Auswirkungen interaktiver Informationstechnologien
auf das Herstellermarketing, in: Marketing-ZFP 3/1998, 195-204.

53. Heimel, J.P., Hruschka, H., Natter, M., Taudes, A.: Konnexionistische
Kaufakt- und Markenwahlmodelle, in: Zeitschrift für betriebswirtschaftli-
che Forschung, 7/8/1998, 596–613.

54. Hruschka, H., Stoiber, H., Hamerle, A.: Analyzing Purchase Incidence
and Brand Choice by Hazard Models, in: OR Spektrum 1998, 1/1998,
55–63.

55. Natter, M., Hruschka, H.: Ankerpreise als Erwartungen oder dynamische
latente Variablen in Marktreaktionsmodellen, in: Zeitschrift für betriebs-
wirtschaftliche Forschung, 9/1997, 747–764.

56. Hruschka, H.: Schätzung und normative Analyse ausgewählter Preis-Absatz-
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1. Hruschka, H.: Multicategory Choice Modeling by Recurrent Neural Nets.
Annual Conference of the European Marketing Academy (EMAC),
Bucharest, 2024.

2. Paetz F., Steiner W., Hruschka, H.: Optimal product line designing: A
comparison of different discrete choice-based approaches. Proceedings of
the European Marketing Academy. Annual Conference of the European
Marketing Academy (EMAC), Madrid, 2021.

3. Hruschka, H.: Brand-Level Market Basket Analysis by Conditional Re-
stricted Boltzmann Machines. Applied Stochastic Models and Data Anal-
ysis (ASMDA), Florence, Italy, 2019.

4. Hruschka, H.: Analyzing Retail Market Basket Data by Unsupervised Ma-
chine Learning Methods. European Conference on Data Analysis (ECDA),
Bayreuth, Germany, 2019.

5. Hruschka, H.: Analyzing Retail Market Basket Data by Unsupervised Ma-
chine Learning Methods. European Conference on Operations Research
(EURO), Valencia, Spain 2018.

6. Gahler, D., Hruschka, H.: Resource Allocation Procedures for Unknown
Sales Response Functions. Annual Conference of the European Marketing
Academy (EMAC), Glasgow, UK, 2018.

7. Hruschka, H.: Hidden Variable Models for Market Basket Data. Con-
ference of the Classification and Data Analysis Group (CLADAG) of the
Italian Statistical Society, Milan, Italy, 2017.

8. Hruschka, H.: Hidden Variable Models for Market Basket Data. Applied
Stochastic Models and Data Analysis (ASMDA), London, UK, 2017.
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11. Schröder, N., Hruschka, H.: Dynamic Optimization of Catalogue Mail-
ings Based on Tobit-2 Models with Latent Heterogeneity of Customers
and Endogeneity. Entrenova (Enterprise Research Innovation) Confer-
ence, Rovinj, Croatia 2016.

12. Hruschka, H.: Assessing the Statistical and Managerial Relevance of Inter-
actions between Marketing Variables for Multi-Category Purchases. 23rd
International Conference on Recent Advances in Retailing and Services
Science, Edinburgh, Scotland 2016.



Prof. Dr. Harald Hruschka: Publikationsverzeichnis 10

13. Falke, A., Hruschka, H.: Setting Prices in Mixed Logit Model Designs.
Annual Conference of the European Marketing Academy (EMAC), Oslo,
Norway 2016.
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