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Books:
Patrick Barwise and Peter York, The War Against the BBC: How an Unprecedented Combination of Hostile Forces Is Destroying Britain’s Greatest Cultural Institution… and Why You Should Care. Penguin, 2020.

	Thomas Barta and Patrick Barwise, The 12 Powers of a Marketing Leader. McGraw-Hill, 2016. Chinese edition, 2021.

	Patrick Barwise and Seán Meehan, Beyond the Familiar: Long-Term Growth through Customer Focus and Innovation. Jossey-Bass, 2011 

	Patrick Barwise and Seán Meehan, Simply Better: Winning and Keeping Customers by Delivering What Matters Most.  Harvard Business School Press, 2004. Winner, American Marketing Association 2005 Berry-AMA Prize. Seven foreign language editions. 

	Patrick Barwise (ed), Advertising in a Recession, WARC/NTC, 1999. Reissued as a DVD, 2008.

	Patrick Barwise and Kathy Hammond, Predictions: Media, London: Weidenfeld & Nicolson, 1998. Polish edition, 2000.
	
	Vassilis Papadakis and Patrick Barwise (eds), Strategic Decisions, Boston: Kluwer, 1997.	
	
Patrick Barwise and Andrew Ehrenberg, Television and its Audience, Beverly Hills and London: Sage Publications, 1988. Japanese edition, 1991.  Korean edition,1995. 



Reports and Monographs: 	Patrick Barwise and Gillian Brooks, The Consequences of Privatising Channel 4, Channel 4, March 2016. http://www.channel4.com/media/documents/press/news/Desktop/Barwise_final%204May'16.pdf 
	
	Patrick Barwise, Brands & CEOs, The 2015 Brands Lecture, British Brands Group, November 2015. http://www.britishbrandsgroup.org.uk/upload/File/2015%20Brands%20Lecture.pdf 

	Patrick Barwise, Martin Cave, Peter Culham, Tony Lavender, Neil Pratt and Damian Tambini, Incorporating Social Value into Spectrum Allocation Decisions. DCMS, July 2015. https://www.gov.uk/government/publications/incorporating-social-value-into-spectrum-allocation-decisions 

	Patrick Barwise and Robert G Picard, What If There Were No BBC Television?: The Net Impact on UK Viewers, Reuters Institute for the Study of Journalism, Oxford University, February 2014. http://reutersinstitute.politics.ox.ac.uk/publication/what-if-there-were-no-bbc-television 

	Patrick Barwise and Robert G Picard, The Economics of Television in a Digital World, Reuters Institute for the Study of Journalism, Oxford University, September 2012. http://reutersinstitute.politics.ox.ac.uk/publication/economics-television-digital-world 

  	David Buckingham, Patrick Barwise, Hugh Cunningham, Mary Jane     Kehily, Sonia Livingstone, Mary MacLeod, Lydia Martens, Virginia Morrow, Agnes Nairn and Brian Young, The Impact of the Commercial World on Children’s Wellbeing, Department for Children, Schools and Families and Department for Culture, Media and Sport, 2009. http://webarchive.nationalarchives.gov.uk/20130401151715/http://www.education.gov.uk/publications/eOrderingDownload/00669-2009DOM-EN.pdf 

	Patrick Barwise, David MacLeod, Sue Richards, Howard Thomas, and David Tranfield, Take-off or Tail-off?: An Evaluation of the Capability Reviews Programme, Sunningdale Institute, November 2008  http://webarchive.nationalarchives.gov.uk/20080604023946/http:/www.nationalschool.gov.uk/downloads/Capability_Review_Sunningdale_91107.pdf 
	
	Patrick Barwise, The BBC’s Licence Fee Bid: What Does the Public Think?, BBC Board of Governors, April 2006. http://www.bbc.co.uk/bbctrust/our_work/governors_archive/licence_fee.html 

Patrick Barwise, Independent Review of the BBC’s Digital Television Services, Department for Culture, Media and Sport, October 2004.	

Patrick Barwise and Alan Styler, Marketing Expenditure Trends, London Business School and Paris: Havas, December 2002.
	(Second edition, December 2003).

		Tim Ambler, Patrick Barwise and Chris Higson, Market Metrics: What Should We Tell the Shareholders?, London: Centre for Business Performance, 2001.

		Patrick Barwise, Children, Advertising, and Nutrition, London: Advertising Association, 1994.

	Patrick Barwise, Chris Higson, Andrew Likierman, and Paul Marsh, Accounting for Brands, London: Institute of Chartered Accountants in England and Wales, 1989.  
	
	Paul Marsh, Patrick Barwise, Kathryn Thomas, and Robin Wensley, Managing Strategic Investment Decisions, Centre for Business Strategy, LBS, 1988. 

	Patrick Barwise, Online Searching: The Impact on User Charges of the Extended Use of Online Information Services, Paris: International Council of Scientific Unions Abstracting Board (ICSU-AB), 1979.



Special Issue:	Patrick Barwise (ed), Special Issue on Brand Equity, International J. Research in Marketing, 9,1, (March 1993).


Papers/articles:	Patrick Barwise, “BBC Funding: Much Ado about the Cost of a Coffee a Week”, Political Quarterly, Spring 2024, in press.

			Patrick Barwise and Peter York, “Is the BBC left-wing? Not according to 80% of the British public”, Press Gazette, 13 June, 2023.

			Patrick Barwise, ‘”Reflections on ‘Good Empirical Generalizations’”, Foundations and Trends in Marketing, 16, 1, special issue on Reflections of Eminent Marketing Scholars (Dawn Iacobucci, ed.), March 2022, 20-25.

			Patrick Barwise, “Who shall save a benighted BBC?”, British Journalism Review, 33, 1 (March 2022), 39-42.

			Patrick Barwise, “The Challenges Facing Public Service Broadcasters”, InterMedia, 49, 4 (January 2022), 20-25.

			Patrick Barwise, “Privatising Channel 4: A Bad Idea Whose Time May Have Come”, InterMedia 49, 3 (September 2021), 34-36.

			Patrick Barwise, Steven Bellman and Virginia Beal, “Why Do People Watch So Much Television and Video? Implications for the Future of Viewing and Advertising”, J. Advertising Research, 60, 2 (June 2020), 121-134. 

			Patrick Barwise and Leo Watkins, “The evolution of digital dominance: How and why we got to GAFA”, in Martin Moore and Damian Tambini (eds), Digital Dominance: The Power of Google, Amazon, Facebook, and Apple, New York: OUP, 2018, 21-49, https://lbsresearch.london.edu/914/; summarised in Patrick Barwise, “Why tech markets are winner-take-all”, Media@LSE blog post 14 June 2018 http://blogs.lse.ac.uk/mediapolicyproject/2018/06/14/why-tech-markets-are-winner-take-all/  

			Thomas Barta and Patrick Barwise, “Why Effective Leaders Must Manage Up, Down, and Sideways”, McKinsey Quarterly, April 2017.

			Julian Birkinshaw, Ramon Lecuona and Patrick Barwise, "The Relevance Gap in Business School research: Which Academic Papers are Cited in Managerial Bridge Journals?", Academy of Management Learning and Education, 15 (December 2016), 4686-4702.

			Duane Varan, Annie Lang, Patrick Barwise, Rene Weber and Steven Bellman, “How Reliable Are Neuromarketers’ Measures of Advertising Effectiveness?”, J. Advertising Research, 55, 2 (June 2015), 176-191. Voted best academic paper for 2015 in JAR.

			Patrick Barwise and Seán Meehan, “Innovating Beyond the Familiar”, European Business Review, May-June 2012, 38-42.

				Patrick Barwise and Seán Meehan, “Customer Insights that Matter”, J. Advertising Research, 51,2 (June 2011), 343-344

			Shintaro Okazaki and Patrick Barwise, “Has the Time Finally Come for the Medium of the Future?”, J. Advertising Research, 51,1, (March 2011 Supplement), 59-71.

			Patrick Barwise and Seán Meehan, “The One Thing You Must Get Right when Building a Brand”, Harvard Business Review (December 2010), 80-84.

			Patrick Barwise and Seán Meehan, “Is Your Company As Customer-Focused As You Think?”, MIT Sloan Management Review 51,3 (Spring 2010), 63-68.	

				Patrick Barwise and Seán Meehan, “So You Think You’re a Good Listener”, Forethought, Harvard Business Review, April 2008, p22.

			John Farley and Patrick Barwise, “How European Marketing Management Measures Up to Take On the Future”, Organizational Dynamics, 34,3 (September 2005), 273-284.

			Patrick Barwise and John Farley, “The State of Interactive Marketing in Seven Countries: Interactive Marketing Comes of Age”, J. Interactive Marketing, 19, 3 (Summer 2005). 67-80.

			Patrick Barwise and Seán Meehan, “Developing a customer-focused mindset”, J. Direct, Data and Digital Marketing Practice, 7, 2, 122-136 (2005).

			Patrick Barwise and Seán Meehan. “Don’t Be Unique, Be Better”, MIT Sloan Management Review, 45, 4 (Summer 2004), 23-26.

			Vassilis Papadakis and Patrick Barwise, “How Much do CEOs and Top Managers Matter in Strategic Decision-Making?”, British J. Management, Vol. 13, 83-95 (2002).

			Patrick Barwise and Colin Strong, “Permission-Based Mobile Advertising”, J. Interactive Marketing, 16, 1 (2002), 14-24.

Arvind Sahay, Jane Gould and Patrick Barwise, “New interactive media: Experts’ perceptions of opportunities and threats to existing businesses”, European J. Marketing, 32, 616-628 (1998).

F Dall’Olmo Riley, ASC Ehrenberg, SB Castleberry, TP Barwise and NR Barnard, “The Variability of Attitudinal Repeat-Rates”, International J. Research in Marketing, 14, 5 (1997), 437-450.

	Patrick Barwise, “Don’t Let a Virus Spoil the Party”, commentary in Perspectives feature on “The Future of Interactive Marketing”, Harvard Business Review, Nov-Dec 1996, 151-166.	

Patrick Barwise, "Good Empirical Generalizations", Marketing Science, 14, 3, Part 2 (1995), G29-G35.

Patrick Barwise, "Brand Equity: Snark or Boojum?", International J. Research in Marketing, 9, 1 (March 1993), 93-104.  
	
	Andrew Ehrenberg, Gerald Goodhardt, and Patrick Barwise, "Double Jeopardy Revisited", J. Marketing, 54, 3 (July 1990), 82-91.
	
	Patrick Barwise, Paul Marsh and Robin Wensley, "Must Finance and Strategy Clash?", Harvard Business Review, 67, 5 (Sep-Oct 1989), 85-90.

	Patrick Barwise, Paul Marsh and Robin Wensley, "Strategic Investment Decisions", Research in Marketing, 9 (1987), 1-57.

	Patrick Barwise and Andrew Ehrenberg, "The Liking and Viewing of Regular TV Series", J. Consumer Research, 14, 1 (June 1987), 63-70.
	
	Patrick Barwise, "Repeat-Viewing of Prime-Time TV Series", J. Advertising Research, 26 (Aug-Sept 1986), 9-14.

	Patrick Barwise and Andrew Ehrenberg, "The Reach of TV Channels", International J. Research in Marketing, 1 (1984), 37-49.

	Patrick Barwise, Andrew Ehrenberg and Gerald Goodhardt, "Glued to the Box?: Patterns of TV Repeat-Viewing", J. Communication, 32, 4 (Autumn 1982), 22-29. 

	Patrick Barwise, "The Cost of Literature Search in 1985", J. Information Science, 1, 4 (1979), 195-201. Reprinted in books edited by W A Katz; D W King, N K Roderer and H A Olsen; and P Bysouth. 
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