2009 AMA Winter Marketing Educators’ Conference

Tampa Marriott Waterside
Tampa, FL
FRIDAY, FEBRUARY, 20

3pm – 7pm   

Conference Registration and Exhibits

5pm – 7pm 

Welcome Reception and Exhibits

SATURDAY, FEBRUARY, 21

Continental Breakfast

8:00am – 8:30am
Doctoral Student SIG Mentors Breakfast

7:30am – 8:30am

Concurrent Sessions 1.1-1.8

8:30am – 10:00 am

Session 1.1 (Special Session)

AMA Academic Council: Panel Discussion on Revisions to AMA Statement of Ethics

Chair: Gene Laczniak, Marquette University

Panelists:

Patrick Murphy, University of Notre Dame

Scott Vitell, University of Mississippi
Session 1.2 (Special Session)

Around the World, Around the Waist: A Look at What Marketing May Offer to Improve Worldwide Obesity

Chair: Karen Russo France, West Virginia University
Panelists:

Paula Bone, West Virginia University

Annie Cui, Kent State University
Brennan Davis, University of California Irvine
Debra M. Desrochers, University of Notre Dame

Sonya Grier, American University

Debra J. Holt, Federal Trade Commission

Elizabeth S. Moore, University of Notre Dame

Session 1.3

Brand Loyalty: Determinants and Consequences

Chair: Haeran Jae, Virginia Commonwealth University

Discussant: Michael McCarthy, Miami University

Brand Attitudes and Brand Commitment. Ronald Earl Goldsmith, Florida State University
Leisa R. Flynn, Florida State University

The Impact of Corporate Crises on Customer Loyalty: Does Corporate Reputation Cushion the Fall?
Sabrina Verena Helm, University of Arizona; Julia Spelsiek, Witten/Herdecke University

Determinants of Loyalty toward Reality Television Shows: An Exploratory Study
Rajasree K Rajamma, Fairfield University; Audhesh K Paswan, University of North Texas; Jeffrey Lewin, University of North Texas

Session 1.4

Insights into the Market Driven Organization

Chair: Pilsik Choi, Clark University

Under What Conditions Can Coopetition Develop?: An Investigation into Coopetition Formation
Pilsik Choi, Clark University; Rosanna Garcia, Northeastern University; Colette Friedrich, Massachusetts Institute of Technology

A Critical Review of the Capabilities of Market-Driven Organizations
Jeannette A. Mena, Michigan State University; G. Tomas M. Hult, Michigan State University

Information-based Imitation as an Alternative Link between Market Orientation and Firm Performance
Daiane Scaraboto, York University

Positioning Strategy and Impact on Firm Performance: A Qualitative Approach
Charles Blankson, University of North Texas

Session 1.5 (Special Session)
A Customer-Centric View of Service Encounters (Special Session)
The Bright and Dark Sides of Customer Co-production of Services. 

Martin Mende, Arizona State University; Mary Jo Bitner, Arizona State University; Amy Ostrom, Arizona State University

Rethinking Revenue Generation: When to Upsell Goods and Services in the Context of Customer Service
Nita Umashankar, University of Texas at Austin; Raji Srinivasan, University of Texas at Austin
Designing IT-Based Customer Service Systems: A Call for Research

Kathryn Brohman, Queen's University; A. Parsu Parasuraman, University of Miami
Shame and Guilt in Consumption: Implications for Health Care Service Providers 
Shashi M Matta, The Ohio State University

Session 1.6 
Managing Marketing of Services

Chair: Leslie Vincent, University of Kentucky
Antecedents of Service Development Success: A Culture-Tools-Process Model
Gary R Schirr, Radford University; Albert L Page, University of Illinois at Chicago

B2B-Adoption of Interactive Remote Services. Nancy Viola Wuenderlich
Technical University of Munich; Florian Wangenheim, Technische Universitaet Muenchen
Consumers' Adoption of High-Tech Service Bundles
Oliver Schilke, Stanford University; Bernd W Wirtz, German University of Administrative Sciences Speyer

Integrating Marketing and Information Services Functions for Higher Organizational Capabilities
Cheryl Nakata, University of Illinois-Chicago; Zhen Zhu, Suffolk University; Elif Izberk-Bilgin, University of Michigan-Dearborn

Session 1.7 (Special Session) 
Agency Challenges in Marketing Partnerships: Design, Relationship, and Selection Solutions (Special Session)
Chair: Jacqueline van Beuningen, Maastricht University

Agency and Trust Mechanisms in Sales Management

JJagdip Singh, Case Western Reserve University Sanjukta Kusari, Vanderbilt University; Detelina Marinova, University of Missouri - Columbia; Daniel Cohen, Cornell University
Why Salespeople Do Not Follow-up on Leads: An Agency Theory Perspective
Gaurav Sabnis, Penn State University; Sharmila Chatterjee, Massachusetts Institute of Technology; Rajdeep Grewal, Penn State University; Gary Lilien, Penn State University

Managing Sales Force Product Perceptions and Control Systems in the Success of New Product Introductions
Michael Ahearne, University of Houston; Douglas Hughes, Michigan State University; Rupinder Jindal, University of Houston; Adam Rapp, Kent State University

The Training-Agency Dilemma: When Do Knowledge Investments in Partners Pay Off

Jacqueline van Beuningen, Maastricht University; Christine Moorman, Duke University; Ko de Ruyter, University of Maastricht; Martin Wetzels, Maastricht University; David Cox, University of Technology Sydney

Session 1.8

Nations, Culture, and Cross-Culture Comparisons

Chair: Desmond Lam, University of South Australia

Discussant: Richard C. Hanna, Northeastern University

A Cross-Cultural Comparison of Consumer Materialism and Compulsive Consumption: A Life-Course Perspective and Test of Measurement Equivalence
Scott B. Friend, Georgia State University; George P. Moschis, Georgia State University; Kara Chan, Hong Kong Baptist University; Andrew M. Baker, Georgia State University
A Cross-Cultural Examination of Third-Person Effect and Online Social Networking: Implications for Viral Marketing, Word-Of-Mouth Brand Communications, and Consumer Behavior in User-Generated Contexts
Jie Zhang, University of Texas at Austin; Terry Daugherty, University of Texas at Austin
Country-Of-Origin Effects: An Examination of the Bicultural Consumer
Mohammadali Zolfagharian, University of Texas - Pan American; Qin Sun, University of North Texas

Refreshment Break


10:00am – 10:30am

Concurrent Sessions 2.1-2.8

10:30am –12:00pm

Session 2.1

Meet the Editors of AMA Journals

Panelists:

David Griffith, Michigan State University

Ronald P. Hill, Villanova University

Joel Huber, Duke University

Ajay K. Kohli, Georgia Institute of Technology

Session 2.2

Marketing and Society: Issues and Perspectives

Chair: Merlyn A Griffiths, University of North Carolina, Greensboro

Discussant: Ronald F. Bush, University of West Florida
Deception in Covert Marketing: From the Perspectives of Law and Consumer Behavior

Szu-Chi Huang, University of Texas at Austin

I Don't Smoke, So I Ain't Have to Listen? A Cross-Cultural Exploration of the Effects of Antismoking Messages on Non-smokers' Elaboration
Gianfranco Walsh, University of Koblenz-Landau; Louise May Hassan, University of St Andrews; Edward Man Kee Shiu, University of Strathclyde

Is Surprise Prior to the Activation of Negative Emotions? The Processing of a Shocking Ad on Drinking and Driving
Imene Becheur, Wesford; Pierre Valette-Florence, University Pierre Mendes France, IAE and CERAG Grenoble, France; Hayan Dib, Higher Institute of Business Administration - Syria

Session 2.3

Brand Associations and Personality

Chair: Sabrina Verena Helm, University of Arizona

Discussant: Traci H. Freling, University of Texas-Arlington

Eagle--Bird, Nokia--Phone: Understanding Brands as Words
T. Bettina Cornwell, University of Michigan; Michael Humphreys, University of Queensland; Anna Rachel McAlister, University of Queensland; Emerald Quinn, University of Queensland; Lynn Richard Kahle, University of Oregon; Doug Nelson, University of South Florida

Using Music to Create and Enhance Brand Personality
Johannes Flecker, University of Graz; Thomas Foscht, California State University, East Bay; Cesar Maloles, California State University, East Bay; Bernhard Swoboda, Trier University

Key Success Factors in the Implementation of an Intended Brand Personality: A Dyadic Perspective
Harley Krohmer, University of Bern; Lucia Andrea Malaer, University of Bern; Wayne Hoyer, University of Texas at Austin; Bettina Nyffenegger, University of Bern

Session 2.4

Customer Response to Firm Strategic Actions

Chair: Ning Li, George Mason University

Alliance Satisfaction and Dissatisfaction Attribution and Alliance Satisfaction Impact on Consumer Behavioral Responses to Partners
Ning Li, George Mason University

Company-Reputation versus Division-Reputation: Which One Strikes Through? - A Customer Segments-based Investigation 
Florian Kraus, University of Houston; Michael Lingenfelder, University of Marburg; Dominic Zimmer, University of Marburg

Emotional Contagion in the Context of Downsizing: How Employee Uncertainty Leads to Customer Uncertainty Christian Homburg, University of Mannheim; Sabine Winkelmann, University of Mannheim; Martin Klarmann, University of Mannheim
Fight or Flight?: Customer Response to CRM Tactics

Andrew M. Baker, Georgia State University; Naveen Donthu, Georgia State University

Session 2.5

Exploring New Frontiers in Trust and Customer Commitment in the Retailing Context

Chair: Mert Tokman, James Madison University

Discussant: Haiyan Hu, Utah State University
Creating and Deploying Commitment - Linking Relationship Marketing Initiatives, Commitment and Customer Value Melchior David Bryant, University of Mannheim; Maik Hammerschmidt, University of Mannheim; Hans H. Bauer, University of Mannheim
Intersection of Distance and Trust Theories at Retail Locations
Ray L. Benedicktus, California State University - Fullerton; Michael K Brady, Florida State University; Peter R. Darke, York University; Michael Hartline, Florida State University

Retailers & Private Label Brands: Research Knowledge Bases and Opportunity Areas
James Mark Mayer, University of Georgia; George M. Zinkhan, University of Georgia

Investigating the Moderating Effects of Managerial Interventions on the Role Stress - Commitment Relationship Anna Ackfeldt, Aston University; Neeru Malhotra, Aston University; Doris Fay, Potsdam University

Session 2.6 (Special Session)

Innovation and Value Creation

Chairs:

Ashish Sood, Emory University

Rajdeep Grewal, Penn State University

Alternate Routes to Commercializing Innovation: Spinoffs versus Management Buyouts
Gaia Rubera, University of Southern California; Gerard Tellis, University of Southern California

Firm Innovation and the Ratchet Effect: How Firms Trade Off Value Creation in Financial and Product Markets
Christine Moorman, Duke University; Fredrika J. Spencer, Duke University

Towards a Predictive Model of Technological Evolution and Disruption
Ashish Sood, Emory University; Gerard Tellis, University of Southern California; Gareth M. James, University of Southern California; Ji Zhu, University of Michigan

Contrary to the S-curve, recent research has shown that technologies evolve along step functions with long periods of 
Session 2.7

Sales Leadership, Control, and the Sales-Marketing Interface

Chair: Artur Baldauf, University of Bern

Discussant: Subroto Roy, University of New Haven

A conceptual integration of sales force control and Sales force leadership concepts: Bridging three chasms
Ove Jensen, WHU - Otto Beisheim School of Management; Sven Mueller, WHU - Otto Beisheim School of Management

Sales Leadership Effectiveness: Meta-Analysis And Assessment of Causal Effects
Alexander Haas, University of Bern; Harley Krohmer, University of Bern; Felix Weispfenning, University of Bern

Marketing Strategy Implementation Failure: An Exploratory Investigation through the Sales-marketing Interface Lens
Avinash Malshe, University of St Thomas; Ravi Sohi, University of Nebraska - Lincoln

Session 2.8

Consumer Innovation and Symbolism

Chair: Hanna Schramm-Klein, Saarland University

I'll Trade Ya! Exploring a Model of Consumer Collecting Behavior
Mark Ligas, Fairfield University

Social Identification, Social Representations and Consumer Innovativeness in an Organic Food Context: A Cross-National Comparison
Jos Bartels, Wageningen University; Machiel Reinders, Agricultural Economics Research Institute

The Impact of Consumer Innovativeness on Shopping Styles: The Case of Young Chinese Consumers
Ji Eun Park, Saint Louis University; Jun Yu, University of Missouri-St. Louis; Xin Zhou, Saint Louis University

When Innovativeness in Form Matters: The Joint Impact of Form Innovativeness and Expected Innovativeness Type on Product Evaluations Over Time
Michael W Kroff, Montana State University

12:00pm – 1:30pm

Awards Luncheon

Concurrent Sessions 3.1-3.8

1:30pm – 3:00pm

Session 3.1 (Special Session)

Meet the Editors of Non AMA Journals

Panelists:

James Boles, Georgia State University

James R. Brown, West Virginia University

Rajiv P Dant, The University of Oklahoma
Robert J. Meyer, University of Pennsylvania
Marla B. Royne, University of Memphis

David Stewart, University of California, Riverside

Session 3.2

Social Marketing and Environmental Issues

Chair: Michael Levin, Otterbein College

Discussant: Stevie Watson, Rutgers University

Examining the Tension between Rigor and Entertainment in the Classroom from a Societal Marketing Perspective Adam Nguyen, Siena College; Joseph Rosetti, Siena College
Is There More Between Compliance and Exit? Response Strategies to Changes in Environmental Rules and Regulations
Frederik Beuk, University of Illinois at Chicago

The Evolution of Environmental Marketing/Management Research: A Bibliographic Analysis of the Period 1969-2008
Constantinos N. Leonidou, University of Leeds; Leonidas C. Leonidou, University of Cyprus

Session 3.3 (Special Session)

Research in Global Marketing: Emerging Themes and Future Directions
Chair: Saeed Samiee, University of Tulsa

Discussant: Matthew Robson, Cardiff University
Panelists:

Dan Bello, Georgia State University

Brian R Chabowski, University of Tulsa

Adamantios Diamantopoulos, University of Vienna

G. Tomas M. Hult, Michigan State University

Constantine Katsikeas, University of Leeds

Saeed Samiee, University of Tulsa

International Marketing Research as an Intellectual Network of Ideas
G. Tomas M. Hult, Michigan State University
Brian R. Chabowski, The University of Tulsa

Does Control Matter in International Marketing Channels?
Daniel C. Bello, Georgia State University
Dionysis Skarmeas, Leeds University
Constantine S. Katsikeas, Leeds University

Country Image, Country Personality, and Country Affect: Differences between Home, Animosity, and Affinity Countries
Adamantios Diamantopoulos, University of Vienna
Katharina Zeugner-Roth, University of Bern

The Performance Impact of currency Orientation in Export Transactions
Saeed Samiee, The University of Tulsa
Patrik Anckar, Teleste Ltd. and Åbo Akademi University


Session 3.4 (Special Session)

Evolution of Marketing Capabilities: Initiation, Accumulation, Learning

Chair: Matthew Sarkees, Penn State Great Valley
The Evolution of Firms' New Product Development Capabilities
Sudha Mani, University of Texas at Arlington; Kersi Antia, University of Wisconsin; Rajesh Chandy, University of Minnesota
Cooperative Development of New Products in the Pharmaceutical Industry
Kimberly Green, Clemson University; Rebecca J Slotegraaf, Indiana University
An Investigation of Investments in Brand Management Capabilities: Implications for Learning and Performance
Matthew Sarkees, Penn State Great Valley; Douglas W. Vorhies, University of Mississippi; John Hulland, University of Pittsburgh
Session 3.5 (Special Session)

Lower Out-of-Stocks, Improved Sales Forecasts, and Enhanced Shopper Satisfaction: How Retailers Can Enhance Perpetual Inventory Accuracy through RFID and Item Movement Data

Chair: Thomas Gruen, University of Colorado at Colorado Springs

Inventory Record Inaccuracy and Retail Shelf Out-of-Stocks: Understanding the Extent, Impact, and Traditional Measurement
Thomas Gruen, University of Colorado at Colorado Springs

Inventory Bias Detection and Correction
Hank Vaccaro, Standard Analytics, LLC
Session 3.6 (Special Session)

Marketing Simulation Games: Effectiveness of Current and Next Generation Simulations

Chair: Alan J. Malter, University of Illinois at Chicago

Marketing Strategy Simulations: Is Experience an Asset or Liability?

Alan J. Malter, University of Illinois at Chicago

Participation in Marketing Games: An Examination of the Student Experience 
Lawrence L. Garber, Jr., Elon University

Active Learning with Web-based Simulation Games: A Technology-based Pedagogical Tool for Teaching International Marketing 
Marc Fetscherin, Rollins College & Harvard University

What Will The Next Generation of Marketing Simulations Look Like?

Ernest R. Cadotte, The University of Tennessee
Session 3.7

Customer Loyalty, Satisfaction, and Complaints

Chair: Adam Rapp, Kent State University

Discussant: Raj Agnihotri, Kent State University

Cultivating Customer Loyalty: Why Businesses Do not Have Complete Control? 
V. Kumar, Georgia State University; Srini Srinivasan, Drexel Universtiy; Rolph E Anderson, Drexel University

Catch Up With the Best: Relative Customer Satisfaction and Market Value of Firm Equity
Armin R. Arnold, Technische Universitaet Muenchen; Florian Wangenheim, Technische Universitaet Muenchen

A Multi-Level Study of Main and Moderating Effects
Christian Homburg, University of Mannheim; Andreas Fuerst, University of Mannheim; Nicole Koschate, Friedrich-Alexander-Universitat

Session 3.8

Online Consumer Behavior

Chair: James Chien-Tao Cho, Golden Gate University

Discussant: Bridget M. Satinover, University of Tennessee

Comparing Trust and Credibility Perceptions of Online Health Information Sources

Brad Love, University of Texas at Austin; Michael Mackert, University of Texas at Austin; D. Harrison McKnight, Michigan State University; Szu-Chi Huang, University of Texas at Austin; Adriana Garcia, University of Texas at Austin

Living Online: Consumer behavior in Second Life
Michael Haenlein, ESCP-EAP European School of Management; Andreas M. Kaplan, ESSEC Business School

The impact of Internet Trust on the Adoption of Internet Banking and the Moderating Role of Personality
Sonja Grabner-Kraeuter, University of Klagenfurt; Rita Faullant, University of Klagenfurt

Reexamining Consumer Purchase Intention Impacted by C2C Online Resale
Hsunchi Chu, MingDao University; Shuling Liao, Yuan Ze University

Refreshment Break

3:00pm – 3:30pm

Concurrent Sessions 4.1-4.8

3:30pm – 5:00pm

Session 4.1 – Sports and Special Events Marketing SIG

Sports Marketing and Sponsorship: Empirical Assessment of Outcomes

Session Organizer:  Lynn Richard Kahle, University of Oregon

The Impact of Ambush Advertising on Consumer Memory for Sponsor Brand
Sarah Kelly, University of Queensland; T. Bettina Cornwell, University of Michigan; Len Coote, University of Queensland

Swooshes, Vectors, and Stripes: How the Design and Visual Fluency of Sport Firms' Logos influence Communication Efficacy
Keven Malkewitz, Oregon State University

What Happens when we Lose our Star? Assessing the Impact of Players with Strong On-field Performance Records and Strong Community Service Records on Fan Loyalty
Karen L. Becker-Olsen, The College of New Jersey

The Avidity Transfer Model: Measuring Sponsorship Effectiveness
Kirk Wakefield, Baylor University

Session 4.2 – Marketing and Society SIG

Digital Footprints in Social Networks: An Assessment of Consumer Privacy Concerns, Knowledge, and Expectations

Rethinking Private and Public Space in the Era of Online Social Networks
Ko de Ruyter, University of Maastricht; Andrew John Rohm, Northeastern University; George Milne, University of Massachusetts, Amherst

But I'm Careful Whom I Friend: Facebook Users' Awareness of Their Profile Usage beyond Its Original Purpose and Their Efforts to Control Its Usage
Mariea Grubbs Hoy, University of Tennesse; George Milne, University of Massachusetts, Amherst

Looking at Consumer Reactions to their Digital Footprints
Mariea Grubbs Hoy, University of Tennesse; Lauren Isabelle Labrecque, University of Massachusetts Amherst; Ereni Markos, University of Massachusetts
Session 4.3

Innovations in Service Research: An Examination of Service Initiatives

Chair: Tillmann Wagner, Texas Tech University

A Profile Deviation Analysis of Top Performing Service Employees in Bank Branches and Call Centers
Neeru Malhotra, Aston University; Felix Mavondo, Monash University; Avinandan Mukherjee, Montclair State University

Deregulation within Service Industries and Its Impact on Buyer Behavior
Douglas Eric Boyd, James Madison University

Service Innovation in the Service-Dominant Logic: In Search of a Framework
Andrea Ordanini, Università Bocconi; A. Parsu Parasuraman, University of Miami

Will They Stay or Will They Go? Customer Intentions to Follow When Service Workers Bolt
David Gilliam, Oklahoma State University; Tom J Brown, Oklahoma State University
Session 4.4 (Special Session)

Marketing Strategy and Value Creation

Chairs:

Raji Srinivasan, University of Texas at Austin

Ashish Sood, Emory University

As Seen in TVs: Technology Frontiers, Outsourcing, and Profits
Prokriti Mukherji, University of Minnesota; Madhu Viswanathan, University of Minnesota; Om Narasimhan, University of Minnesota; Rajesh Chandy, University of Minnesota

A Top Down Approach to Innovation: Effects of Board Composition on Organizational Innovativeness
Raji Srinivasan, University of Texas at Austin; Stefan Wuyts, Tilburg University

How Does Marketing Listen to Stock Markets: Performance Implications of using Stock Market Movements to Guide Strategic Investments
Anindita Chakravarty, Penn State University; Rajdeep Grewal, Penn State University

The Global Location of MNCs' R&D Activities
Gerard Tellis, University of Southern California; Andreas Eisingerich, University of Southern California; Jaideep Prabhu, Imperial College London; Rajesh Chandy, University of Minnesota

Session 4.5 – Retailing and Retail Management SIG

Retailing Research Evolution: Insights from the Past Three Decades

Chairs:

Rajiv P Dant, The University of Oklahoma

James R. Brown, West Virginia University

Dhruv Grewal, Babson College

Panelists:

Avijit Ghosh, University of Illinois

Beth Hirschman, Rutgers

Michael Levy, Babson College
Charles Ingene, University of Mississippi

Pete Bucklin, University of California--Berkeley 

C. Samuel Craig, New York University

Session 4.6 – Teaching and Learning SIG

Critically Assessing the MBA Core Marketing Course: Role, Trends, Pedagogical Options, and Recommended Changes

Chair: Greg W. Marshall, Rollins College
Panelists:
Victoria Crittenden, Boston College
Peggy Cunningham, Queen’s University
Doug Hoffman, Colorado State University
Greg W. Marshall, Rollins College
Paul Solomon, University of South Florida
Session 4.7

Sales Technology and Customer Relationship Management

Chair: Gabriel Gonzalez, Arizona State University

If One Steps out of the Phalanx - Analyzing Leaders' Influence on Sales Force Automation Adoption with a Quadratic Dataset. 
Christian Homburg, University of Mannheim; Jan Wieseke, University of Mannheim; Christina Kuehnl, University of Mannheim

Managing Sales Technology-Related Change Mechanisms: A Commitment and Coping Perspective
Nikolaos G. Panagopoulos, Athens University of Economics & Business; Gary K. Hunter, Case Western Reserve University

CRM Software Use and Customer Service: Antecedents and Outcomes
Regina C McNally, Michigan State University; Abbie Griffin, University of Utah; G. Tomas M. Hult, Michigan State University

Customer Relationship Management Capability: Antecedents and its Impact on CRM Performance
Oliver H. Arndt, University of St.Gallen; Marcus Schoegel, University of St. Gallen

Session 4.8 – Consumer Behavior SIG

The Good, the Bad, and the Ugly: Understanding Consumer Financial Decision Making Behavior

Chairs:

Katherine N Lemon, Boston College

Linda Court Salisbury, Boston College

Discussant: Vern Farnsworth, National Foundation for Debt Management

Subprime and Predatory Lending: Why the Poor Pay More
Ronald P. Hill, Villanova University; John C. Kozup, Villanova

Differentiating the Psychological Impact of Threats to Hope and Hopefulness on Retirement Savings
Gergana Yordanova Nenkov, Boston College; Deborah MacInnis, University of Southern California; Maureen Morrin, Rutgers University

Avoiding the Debt Spiral: Is More Information Disclosure Always Better for Consumers?
Linda Court Salisbury, Boston College; Katherine N Lemon, Boston College
SIG Activities – 5:30pm – 7:00pm
· Retailing SIG Member Reception

· Global Marketing SIG, Services Marketing SIG and Sports and Events Marketing SIG Member Reception

· Marketing Strategy SIG Member Reception

· Consumer Behavior and Doctoral Student SIG Member Reception

· Selling and Sales Management SIG Member Reception

· Marketing and Entrepreneurship and Marketing and Society SIG Member Reception

· Marketing and Communications SIG Roundtable Discussion and Reception 

Convergence of Offline and Online Marketing Communications

Session Co-Chairs and Panel presenters: Parimal Bhagat, Indiana University Pennsylvania and Geraldine Rosa Henderson, University of Texas at Austin
In today’s world, there is a continued increase in convergence among offline and online media and messages. Further, offline advertising is now available in an interactive form online. The blurring of these two communities provides rich context for research. Thus, the Marketing Communications Special Interest Group will conduct a roundtable discussion in which practitioner and academic panelists will present and discuss the research issues and agenda associated with this convergence. 

SUNDAY, FEBRUARY, 22

Continental Breakfast

8:00am – 8:30am

Concurrent Sessions 5.1-5.8

8:30am – 10:00am

Session 5.1

"New" Approaches to "Old" Problems in Interorganizational Research

Chair: Niklas Myhr, Chapman University

Appraising, Predicting, and Preventing Business Customer Dissatisfaction and Disloyalty: Highlights and Impacts of a Marketing and Accounting Initiative
Joël Le Bon, ESSEC Business School

Organizational Buyers' Value Perception in Uncertain Purchasing Situations: An Empirical Study
Tao Gao, Northeastern University; M. Joseph Sirgy, Virginia Tech

Knowledge Orientation: The Key Role between Market Orientation and Innovation in the Supply Chain
Haisu Zhang, University of Illinois at Chicago; Esi Elliot, University of Illinois at Chicago

The Effects of Pioneering Advantages in Business-to-Business Contexts: An Alternative Approach Using Pioneer Perception
Sungwoo Jung, Columbus State University

Session 5.2

Perspectives on Measurement Issues in Marketing Research

Chair: Martin Eisend, European University Viadrina

Discussant: Pranjal Gupta, University of Tampa

Triangulation of Survey Data in Marketing and Management Research: Concepts, Findings, and Guidelines
Christian Homburg, University of Mannheim; Oliver Schilke, Stanford University; Martin Reimann, Stanford University; Martin Klarmann, University of Mannheim

Comparing Reflective and Formative Measurement Models on the Same Indicators
George R. Franke, University of Alabama; Nick Lee, Aston Business School

Is Peer Review Reliable? - It Depends on What We Measure
Martin Eisend, European University Viadrina

Session 5.3

Branding Potpourri: Marketing Mix, Brand Alliances, and Word of Mouth

Chair: Subhash Sharma, University of South Carolina

Discussant: Babu L John Mariadoss, Washington State University
The Impact of Marketing Mix Efforts on Brand Equity: A Multilevel Analysis
Heiner Evanschitzky, University of Strathclyde; David Moritz Woisetschläger, University of Dortmund

Effects of Brand Alliances on Consumer Attitudes: Does the Number of Allies Matter?
Hongwei He, University of East Anglia; Guido Berens, RSM-Erasmus University

Word of Mouth: Development of a Multiple Item Scale
Jillian C. Sweeney, University of Western Australia; Geoffrey N. Soutar, University of Western Australia; Tim Mazzarol, University of Western Australia

Toward A Brand Values Scale: Concept and First Empirical Steps
Hansjoerg Gaus, Chemnitz University of Technology; Jan Drengner, Chemnitz University of Technology; Steffen Jahn, Chemnitz University of Technology; Tina Kiessling, Chemnitz University of Technology

Session 5.4

Measuring and Understanding the Strategic Impact of Brand and Customer Equity

Chair: Alexander Krasnikov, Northwestern University

Linking Brand and Customer Equity Metrics to Financial Outcomes
Sundar Bharadwaj, Emory University; Arne Floh, Vienna University of Economics and Business Administration

Can Analyst Forecasts Affect the Long-term Abnormal Returns to Intangible Assets?
Xueming Luo, University of Texas at Arlington; Pieter J. de Jong, University of Texas at Arlington

Evaluating the Financial Impact of Brand Equity through Trademarks: A Framework and Empirical Evidence
Alexander Krasnikov, Northwestern University; Saurabh Mishra, McGill University

Session 5.5

Customers and Employees Behaving Badly: An Examination of Service Failures and Customer Complaints

Chair: Thomas Gruen, University of Colorado at Colorado Springs

Discussant: Lauren Skinner, University of Alabama Birmingham
Consumer Racial Profiling in Retail Environments: A Longitudinal Analysis of the Impact on Brand Image
Jeremy J. Sierra, Texas State University - San Marcos; Robert Heiser, University of Southern Maine; Harry A. Taute, Utah Valley University

Effects of Firms' Pre-complaint Handling Actions on Consumers' Complaint Responses Utilizing a Goal-Driven Model Chuanyi Tang, University of Arizona; Sherry Lotz, The University of Arizona

Service Failures And Customer Forgiveness In The Healthcare Sector
Yelena Tsarenko, Monash; Yulia Strizhakova, Michigan Technological University

Session 5.6

Strategic Innovation and New Product Development

Chair: Poonam Kumar, Saginaw Valley State University

How Many and What Kind? The Role of Strategic Orientation in New Product Ideation
Jelena Spanjol, University of Illinois at Chicago; William J Qualls, University of Illinois at Urbana-Champaign; Jose Antonio Rosa, University of Wyoming

The Oracle of Technology in Marketing Practices: Literature Profiling on Technology Research
Olivia F. Lee, St. Cloud State University; Virginie Pioche Khare, The University of Tampa

The Polydextrous Effects of Peripheral Vision Capability, Proactive and Responsive Market Orientation on New Product Program and Financial Performance
Yiannis Kouropalatis, Cardiff University; Robert E. Morgan, Cardiff University

What Drives Firms to Excellence in Innovation Management
Malte Brettel, RWTH Aachen University; Markus Sattler, Aachen University (RWTH)

Session 5.7

B2B Sales & Marketing: Social Capital Theory, Brand Strength, and Customer Orientation

Chair: Jon M Hawes, University of Akron

Discussant: Dimitri Kapelianis, Emory University

Increasing Salesperson Performance With Social Capital: the Impact of Centrality, Tie-Strength and Network Diversity
Danny Pimentel Claro, IBMEC; Gabriel Gonzalez, Arizona State University

Component Supplier Brand Strength as a Driver of the Supplier's Market Performance
Stefan Worm, Emory University; Rajendra Srivastava, Singapore Management University & Emory University

Revisiting Salespersons' Customer Orientation: What It Actually Means And When It Is Important
Abraham Koshy, IIM Ahmedabad; Ramendra Singh, IIM Ahmedabad

Session 5.8

Individual Differences in Consumer Behavior-1

Chair: Merlyn A Griffiths, University of North Carolina, Greensboro

Discussant: Dibakar Pal, Civil Servant in India & Independent Scholar

An Investigation of External Locus of Control and Online Privacy Concern
Desmond Lam, University of South Australia

Individual Social Responsibility versus Relational Norms in Consumer Responses to Requests for Help
Jennifer Wiggins Johnson, Kent State University; Joann Peck, University of Wisconsin-Madison; Veronica Thomas, Kent State University

Need for Cognition and Humor Revisited: Why "It's Funny" Doesn't Always Mean "I Like It" 
James Mark Mayer, University of Georgia; Plamen Peev, University of Georgia; Piyush Kumar, University of Georgia

Passionate Devotees or Knowledgeable Brand Experts - Who drives Evagelism?
Kurt Matzler, University of Innsbruck; Elisabeth A Pichler, University of Innsbruck; Andrea Hemetsberger, University of Innsbruck

Refreshment Break

10:00am – 10:30am
Concurrent Sessions 6.1-6.8

10:30am – 12:00pm

Session 6.1 (Special Session)

Channel Management I: Experimental Studies

Chair: Manish Kacker, Tulane University

An Investigation of the Relationships between Issue-Specific and Overall Channel Conflict and Cooperation
Rajiv P Dant, The University of Oklahoma; Kent B Monroe, University of Richmond

The Foundations of Fairness in Business-To-Business Relationships:A Multinational Experiment and Survey (Part 1)
Lisa Scheer, University of Missouri; Asmat-Nizam Abdul-Talib, University Utara Malaysia; Andras Bauer, Corvinus University of Budapest; Melinda Reikli, Corvinus University of Budapest; Marcin Chlodnicki, Poznan University of Economics; Ronan de Kervenoael, Sabanci University; Ulf Nilsson, Sabanci University; Uta Juettner, Cranfield University; Virginija Kliukinskaite, University of Agder; Jorge Wise, Tecnológico de Monterrey

The Foundations of Fairness in Business-To-Business Relationships: A Multinational Experiment and Survey (Part 2)
Donald J. Lund, University of Missouri; JosÃ© Carlos Pinho, Universidade do Minho; Isabel Maria Macedo, Universidade do Minho; Joaquim Silva, Universidade do Minho; ClÃ¡udia SimÃµes, Universidade do Minho; Christine Mathies, University of New South Wales; Eszter Megyeri, University of Szeged; Ã�urea Helena Puga Ribeiro, Fundação Dom Cabral; Jase Ramsey, Fundação Dom Cabral; Christian Schmitz, University of St.Gallen

The Foundations of Fairness in Business-To-Business Relationships:A Multinational Experiment and Survey (Part 3)
Simona Stan, University of Montana; Olga Tretyak, Moscow State University; Nikita Popov, Moscow State University; Zoltan Veres, University of Szeged

Paying the Price of Sustaining Cooperation: The Role of Social Identity and Punishment
Neil Thomas Bendle, University of Minnesota; Ji Kyung Park, University of Minnesota; George John, University of Minnesota

An Experimental Investigation of Causal Influences On Specific Investments in Exchange Relationships
Prabakar Kothandaraman, Harvard Business School-India Research Center; Manish Kacker, Tulane University

Session 6.2

Contemporary Issues in Marketing Research

Chair: Russell Lacey, University of New Orleans

Discussant: Chad Milewicz, University of South Florida

Extending Festge and Schwaiger's Model of Customer Satisfaction with Industrial Goods to Account for Unobserved Heterogeneity
Marko Sarstedt, University of Munich; Christian Marc Ringle, University of Hamburg; Manfred Schwaiger, University of Munich

Customer Targeting in Direct Marketing: An Accurate Prediction of Customer Response
Subom Rhee, Stonehill College

Determining the Attributes Affecting Consumers' Perceptions of the SUV Product Class of the DaimlerChrysler Jeep Cherokee Using the Repertory Grid and the O-A-R Classification Methods
Angela Poulakidas, City University of New York

Ethnographic Research in the Aftermath of a Natural Disaster: Lessons Learned
Russell Lacey, University of New Orleans
Pamela Kennett-Hensel, University of New Orleans

Julie Sneath, University of South Alabama
Session 6.3

Global Marketing Research in China
Chair: Ahmet Kirca, Michigan State University
An Empirical Investigation of the Market Orientation-Performance Relationship in Emerging Markets
Ahmet H. Kirca, Michigan State University

How Foreign Firms Achieve Competitive Advantage in Emerging Economies: Managerial Ties and Market Orientation
 Julie Juan Li, City University of Hong Kong; Kevin Zhou, The University of Hong Kong

Measuring the Effect of Country of Origins on Consumer's Brand Perception: An Explorative Study of Chinese and Brazilian Beer
Daniel Galvez, Rollins College; Marc Fetscherin, Rollins College & Harvard University

Session 6.4

Price Decisions

Chair: J. Chris White, Texas Christian University
An Organizational Price Processing Typology
Gerald E Smith, Boston College; J. Chris White, Texas Christian University

Regular Price Decreases and Shareholder Value
Christian Homburg, University of Mannheim; Martin Artz, University of Mannheim; Tobias Stein, Merrill Lynch International

Antecedents of the Strategic Price Metric Decision: An Exploratory Study
Natasha Zaza, Thunderbird, School of Global Management; Stefan Michel, Thunderbird, School of Global Management

Session 6.5

Pricing Strategies in Services and Retailing

Chair: Pilsik Choi, Clark University

Discussant: Dibakar Pal, Civil Servant in India & Independent Scholar

Antecedents of Overall Store Price Image in Retailing
Felix Weispfenning, University of Bern; Dirk Weissbrich, University of Bern; Harley Krohmer, University of Bern

Payment Mode Choice, Usage and Satisfaction: Who Uses What and Why--Evidence from Austria
Thomas Foscht, University of Gaz; Cesar Maloles, California State University, East Bay; Bernhard Swoboda, Trier University, Swee-Lim Chia, La Salle University
Pricing of Experience Product with Individual Heterogeneity: A Hierarchical Bayes Model
Atanu Adhikari, ICFAI University

Session 6.6

Understanding Innovation Adoption

Chair: Ritu Lohtia, Georgia State University

Behavioral Differences of Customers Acquired by Word-of-Mouth or Marketing: An Empirical Assessment
David Moritz Woisetschläger, University of Dortmund; Alke Katharina Toellner, University of Dortmund; Gerald Schönbucher, WHU Koblenz

How Do Innovators Adopt Radical Innovations from New Technology Ventures?
Joost Pieter Wouters, Technical University Eindhoven; Edwin Nijssen, Eindhoven University of Technology

Managing Customers' Adoption Barriers
Sabine Kuester, University of Mannheim; Silke Claudia Hess, University of Mannheim

Perceived Risk Upon Consumer Discovery of A Radical Innovation: The Role of Arousal and Emotion
Khaled Aboulnasr, Florida Gulf Coast University; Arjun Chaudhuri, Fairfield Univeristy; Mark Ligas, Fairfield University

Session 6.7

Modeling Factors Affecting Salesperson Performance and Employee Exiting

Chair: Mark B. Houston, Texas Christian University

Discussant: Nikolaos G. Panagopoulos, Athens University of Economics & Business

Salesperson Goal Orientation and Adaptation to Workplace Intervention
Michael Ahearne, University of Houston; John Mathieu, University of Connecticut; Willy Bolander, University of Houston; Son Kim Lam, University of Houston

A Sequence of Salespersons Responses to Salesperson-Employer Issues?
Robert Ping, Wright State University

Examining Curvilinear Relationships of Salesperson Self-Efficacy and Organizational Citizenship Behaviors with Call Activity and Percentage-of-Quota.
Adam Rapp, Kent State University; Raj Agnihotri, Kent State University; Kevin J. Trainor, Kent State University; Michael Ahearne, University of Houston

Session 6.8

Individual Differences in Consumer Behavior-2
Chair: Chung-Chi Shen, National Dong Hwa University

Discussant: Stevie Watson, Rutgers University

Investigating Consumer Vanity: Framework Development and Identification of Vanity-Related Consumer Segments
Klaus-Peter Wiedmann, University of Hannover; Nadine Hennigs, University of Hannover; Astrid Siebels, University of Hannover; Frank Bachmann, University of Hannover

Personality and Performance on the Stock Market: The Mediating Role of Consumers' Financial Risk Taking
Martin Reimann, Stanford University; Richard L. Peterson, Market Psych LLC; Brian Knutson, Stanford University

Uniqueness Motivation in Consumer Behavior
Ronald Earl Goldsmith, Florida State University; Ronald A. Clark, East Carolina University

The Role of Interpersonal Orientation, Cognitive Endeavor, and Advertising in Consumer Ethnocentrism: A Conceptual Model
Marina Puzakova, Drexel University; Hyokjin Kwak, Drexel University; Trina Larsen Andras, Drexel University; George M. Zinkhan, University of Georgia

12:00pm – 1:30pm

Lunch on Own

Concurrent Sessions 7.1-7.8

1:30pm – 3:00pm

Session 7.1 (Special Session)

Channel Management II: Experimental Studies and Beyond

Chair: Qiong Wang, Penn State University

Innovation in Business-to-Business Co-Creation: The Multifaceted Role of Relational Ties
Corine S. Noordhoff, VU University; Kyriakos Kyriakopoulos, ALBA; Pieter Pauwels, Maastricht University; Benedict Dellaert, Erasmus University Rotterdam; Christine Moorman, Duke University

Managing Channel Outcomes in Foreign Markets: The Case of Multinational Corporations
Mahima Hada, Penn State University; Rajdeep Grewal, Penn State University; Murali Chandrashekaran, Australian Graduate School of Management

Session 7.2 (Special Session)

The AMA's Redefinition of Marketing: Why the Redefinition and What It Means for the Future

Chairs:

Mark Peterson, University of Wyoming

William L. Wilkie, University of Notre Dame

Panelists:

Greg Gundlach, University of North Florida

Shelby Hunt, Texas Tech University

Donald Lehmann, Columbia University

Robert Lusch, University of Arizona

Debra Ringold, Willamette University

Session 7.3

Marketing Strategy and Global Research

Chair: Xueming Luo, University of Texas at Arlington


Country-of-Origin: A Construct Past its Sell-by Date?
Adamantios Diamantopouls, University of Vienna; Bodo B Schlegelmilch, Wirtschaftsuniversitaet Wien; Dayananda Palihawadana, University of Leeds

Dealing with Market Dynamism: The Role of Reconfiguration in Global Account Management
Linda Hui Shi, University of Victoria; Fang Wu, University of Texas at Dallas

Getting a Grip on the Saddle: Cycles, Chasm or Cascade? 
Deepa Chandrasekaran, Lehigh University; Gerard Tellis, University of Southern California

Within-Country Retail Format Diversification: Does Country Context Matter?
Carol Finnegan, University of Colorado at Colorado Springs; Linda Good, Michigan State University

Session 7.4 (Special Session)

Technology Evolution and Value Creation

Chairs:

Raji Srinivasan, University of Texas at Austin

Ashish Sood, Emory University

Innovation Metrics: Beacons and Blindspots
Venkatesh Shankar, Texas A&M University; George Day, University of Pennsylvania; David Reibstein, University of Pennsylvania

Exploring Sales Patterns for Fast-Decay Product Categories
Ashish Sood, Emory University; Doug Bowman, Emory University

Alphas and Betas of NPD: A Hidden Markov Model of Product Development
Girish Mallapragada, University of North Carolina; Barry Bayus, University of North Carolina

Session 7.5 Retailing and Retail Management SIG

Journal of Retailing Best Paper Awards 
The award-winning papers - the best paper and first and second honorable mention papers — will be presented by their respective authors. In addition, the winner of the Levy and Weitz Doctoral Dissertation Proposal Award will be announced.

Chairs:

Rajiv P Dant, The University of Oklahoma

James R. Brown, West Virginia University

Session 7.6 (Special Session)

Marketing Simulation Games: New Tools and How to Add Digital Technology

New Tools for Experiential Learning and Outcome Assessment

Chair: Marc Fetscherin, Rollins College & Harvard University

Development of Business Simulation Assessment Tools
Ernest R. Cadotte, University of Tennessee

Spreadsheet Pricing Models for Student Experiential Learning Projects 
Kimball P. Marshall, Alcorn State University

Is there an Alternative to PowerPoint Presentations in Marketing Education?

Stefan Michel, IMD

Merits of Using Web-Based Classroom Exercises in Teaching International Marketing 
S. Tamer Cavusgil, Georgia State University

Session 7.7 (Special Session)

The Role and Functioning of the 21st Century Salesforce: Strategic Customer Management

Chair: Nikala Lane, Warwick University

Discussant: Ken Le Meunier-FitzHugh, Cranfield School of Management

Executing a Customer-Driven Culture
Greg W Marshall, Rollins College

Top Management's View of the Salesforce
William W Cron, Texas Christian University; Thomas W Leigh, University of Georgia; Artur Baldauf, University of Bern; Sam Grossenbacher, University of Bern

Strategic Customer Management: The Role of Sales and Marketing
Ove Jensen, WHU - Otto Beisheim School of Management

Leading the Multi-Generational Sales Organization
Thomas N Ingram, Colorado State University; Raymond Buddy LaForge, University of Louisville; Charles Schwepker, University of Central Missouri

Session 7.8

Desirability, Emotions, and Moods

Chair and Discussant: Yu Hu, Salem State College

Gender Differences in Food Preferences: The Role of Emotional Intensity, Self-Regulation, and Appetitive Craving
David J. Moore, University of Michigan; Jerome D Williams, University of Texas, Austin

How the Order of Sampled Experiential Goods Affects Choice
Dipayan (Dip) Biswas, Bentley College; Dhruv Grewal, Babson College; Anne L. Roggeveen, Babson College

When Positive Is Painful: Aversion to Mood Transitioning as an Explanation for the Avoidance of Positive Hedonic Stimuli
Nancy Upton, Northeastern University; Dhruv Grewal, Babson College

Refreshment Break

3:00pm – 3:30pm

Concurrent Sessions 8.1-8.8

3:30pm – 5:00pm

Session 8.1 – Doctoral Student SIG

Research and the Job Market

Chair & Session Organizer: Lindsay McShane, Queen's University

Panelists:

Carla Yvonne Childers, University of Kentucky

Peter A. Dacin, Queen's University

Miranda Goode, University of Western Ontario

Michael Mokwa, Arizona State University

Session 8.2 – Marketing and Society SIG

Violence and Marketing: Positive Intentions / Negative Externalities

Session Organizer: Patricia Norberg, Quinnipiac University
Panelists:

Karen L. Becker-Olsen, The College of New Jersey

Kevin D. Bradford, University of Notre Dame
Peggy Cunningham, Queen's University

Greg Gundlach, University of North Florida

Tim Darren Jones, Memorial University of Newfoundland

Nora J Rifon, Michigan State University
William L. Wilkie, University of Notre Dame

Session 8.3 – Marketing and Entrepreneurship SIG

Developing Marketing Entrepreneurship Theory Workshop (Marketing and Entrepreneurship SIG Special Session)
Chair: Glenn S. Omura, Michigan State University

Panelists:

Jenny Darroch, Claremont Graduate University

Morgan P Miles, Georgia Southern University

Can Uslay, Chapman University

Discussants:

David Hansen, College of Charleston
Chickery Kasouf, Worcester Polytechnic Institute

Michele O'Dwyer, University of Limerick

When do entrepreneurial intentions lead to entrepreneurial actions?
Maija Renko, University of Illinois at Chicago; Jurgita Baltrusaityte-Axelson, Stockholm School of Economics in Riga


Acquisition v. organic as a growth strategy for young IPO firms? 
Javier Monllor, University of Illinois at Chicago; Shrader Rod, University of Illinois at Chicago

Entrepreneurial Marketing in SME
Claes Hultman, Swedish School of Business, Orebro University; Gerald E Hills, University of Illinois - Chicago

Session 8.4 – Marketing Strategy SIG

Technology Meets Marketing Strategy (Marketing Strategy SIG Special Session)
Chair: Rajdeep Grewal, Penn State University

Attitudes Towards Firm and Competition: How Do They Matter for CRM Activities?
Raj Venkatesan, University of Virginia ; Werner Reinartz, University of Cologne; Nalini Ravishanker, University of Connecticut
Product Exits from Converging Markets

Rajdeep Grewal, Penn State University; Raji Srinivasan, University of Texas at Austin
An Editor’s Perspective

Venkatesh Shankar, editor of the Journal of Interactive Marketing will answer questions from the Special Session Chairperson (Rajdeep Grewal) and audience on key challenges related to conducting and publishing research at the intersection of technology and marketing strategy.
Session 8.5 – Services Marketing SIG

Emerging Perspectives in Services Research: Winners of the 'Fisher IMS and AMA SERVSIG Dissertation Proposal Competition'

Session Organizer: Michael J. Dorsch, Clemson University

Chairs:

Neeli Bendapudi, The Ohio State University

Shashi M Matta, The Ohio State University

Panelists:

Mary Jo Bitner, Arizona State University

Michael K Brady, Florida State University

Raymond Fisk, Texas State University-San Marcos

Katherine N Lemon, Boston College

A. Parsu Parasuraman, University of Miami

Session 8.6 – Sports and Special Events Marketing SIG

Marketing Sports to Children and Adolescents
Session Organizer: Lynn Richard Kahle, University of Oregon
Marketing Physical Activity and Sports to Children and Adolescents: Implications for Public Health Policy
Patricia F. Kennedy, University of Nebraska - Lincoln; Mary G. McGarvey, University of Nebraska-Lincoln; Shannon Cummins, University of Nebraska - Lincoln

Social Facilitation Theory and Youth Participation in Sport and Physical Activity
Lynn Richard Kahle, University of Oregon; Steven John Andrews, University of Oregon

Utilizing the Seven Secrets for Observing Kids to Identify the Effectiveness of Targeted Youth Sports Programs
Brian L. Bourdeau, Auburn University; Mary Katherine Brock, Auburn University; Clay M. Voorhees, Michigan State University

Session 8.7 – Selling and Sales Management SIG

Increasing Cross-Disciplinary Research to Advance the Sales Profession: The Sales-Logistics Interface

Session Organizer: Dawn Deeter-Schmelz, Ohio University

Chair: Christopher R. Moberg, Ohio University

Panelists:

Dawn Deeter-Schmelz, Ohio University

Rosemary P. Ramsey, Wright State University

Session 8.8

Pricing

Chair: Mohd Arif, Shri Ramswaroop Memorial College of Engineering and Management

Discussant: Francois Anthony Carrillat, HEC Montreal

A Test of Alternative Mechanisms for the Psychological Impact of Price Bundling and Implications for When and Why Price Bundling Enhances or Derails Consumer Evaluation
Roger Heeler, York University; Adam Nguyen, Siena College; Cheryl Buff, Siena College

The Influence of Pre-Purchase Goals on Consumers' Perceptions of In-Store Price Promotions
Lan Xia, Bentley College; Kent B Monroe, University of Richmond
The Use of a Concrete-Partitioned Message Frame: A Conceptual Cause-Related Perspective

Anthony H. Kerr, Southeastern Louisiana University; Neel Das, Appalachian State University

MONDAY, FEBRUARY, 23

Continental Breakfast

8:00am – 8:30am

Concurrent Sessions 9.1-9.8

8:30am – 10:00am

Session 9.1

How to Improve Organizational Performance? One Question, Different Answers

Chair: Sreedhar Madhavaram, Cleveland State University

Alliance Structure and Success in the Global Airline Industry: An Empirical Investigation
Ursula Y. Sullivan, University of Illinois at Urbana-Champaign; Anne T. Couglan, Northwestern University

Distribution Channel Choice of New Entrepreneurial Ventures
Oliver Schilke, Stanford University; Malte Brettel, RWTH Aachen University; Florian Heinemann, RWTH Aachen University; Thomas Mueller, RWTH Aachen University

That's Not Fair! A Social Exchange Theory Perspective on Fairness and Power in Buyer-Supplier Relationships
Jessica J Hoppner, Michigan State University

Hybrid Integration: When Third Parties Set the Agenda to Suppliers and Retailers
Fabrizio Zerbini, Università Bocconi; Sandro Castaldo, Università Bocconi; Monica Grosso, Università Bocconi

Session 9.2 (Special Session)

Sequence Analysis in Marketing Research

Exploring Shopping Paths and Attention Behavior at the Point of Sale
Guenter Silberer, University of Goettingen

Clustering Multidimensional Customer Contact Sequences
Sascha Steinmann, University of Goettingen; Guenter Silberer, University of Goettingen

Multidimensional Sequence Aligment for Large Data Sets
Chang-Hyeon Joh, Kyung-Hee University; Harry Timmermans, Eindhoven University of Technology

Using Markov-Models for Analysing and Predicting Multidimensional Sequences in Marketing
Anita Prinzie, Ghent University; Leo J. Paas, Vrije Universiteit Amsterdam; Dirk Van den Poel, Ghent University


Session 9.3

Cancelled

Session 9.4

Innovation, Capabilities, and Organizational Learning

Chair: Jelena Spanjol, University of Illinois at Chicago
Discussant: Michael A. Stanko, NC State University
Does this Fit or Match? Regulatory Focus Effects on New Product Team Decision-Making
Jelena Spanjol, University of Illinois at Chicago; Leona Tam, Old Dominion University; William J Qualls, University of Illinois at Urbana-Champaign; Jonathan Bohlmann, North Carolina State University

Business Strategies of Treacy and Wiersema: The Impact of Marketing Capabilities and Product Life Cycle
Silke Muehlmeier, University of St.Gallen; Antonia Erz, University of St. Gallen; Torsten Tomczak, University of St. Gallen; Wolfgang Peter Jenewein, University of St. Gallen

The Impact of Market-Based Organizational Learning on Firm Performance: A Resource-Based Approach
Jeannette A. Mena, Michigan State University; G. Tomas M. Hult, Michigan State University
A Configurational Perspective on Companies’ Innovation Orientation: A Triadic Analysis

Ruth Maria Stock-Homburg, Darmstadt University of Technology

Nicolas Andy Zacharias, Darmstadt University of Technology 
Session 9.5

The Role of Culture and Environment on Consumer Behavior in Services and Retailing
Chair: Doris Berger, IMC FH Krems, University of Applied Sciences, Austria

Couple-Shopping Behaviors: When and Why do Shopping Partners Positively/Negatively Participate in a Joint-shopping Trip? 
Junsang Lim, Virginia State University; Sharon Beatty, University of Alabama, Tuscaloosa

Cross-Cultural Differences in Customers- Willingness to Co-Produce Professional Services: Insights from an 11 Country-Study
Jan H. Schumann, Technische Universitaet Muenchen; Florian Wangenheim, Technische Universitaet Muenchen; Marcus Steven Zimmer, Technical University Munich, Germany (Research Assistant)

Fitting In: Cognitive Community and Retail Clothing Shop Performance in Bangkok Clothing Clusters
Warin Chotekorakul, Thammasat University; James Nelson, University of Colorado at Boulder

The Moderating Effect of Culture on Inter-Group Attribution in the Service Environment
Gary Daniel Futrell, Florida State University

In developing countries around the world, both the labor and consumer markets are becoming more diverse. Thus, greatly increasing opportunities for inter-cultural service encounters. This research extends our knowledge of service failures through the investigation of the customer attribution process during inter-cultural service encounters. The results suggest that the ultimate attribution error plays a role in the attribution process after a service failure. In a scenario based survey, respondents assuming the role of a restaurant patron perceived the cause of a service failure as internal and stable when the waiter belonged to a different racial group.
Session 9.6

Current Issues in Marketing Education

This session provides empirically-based and review papers dealing with students' learning approaches and also, their evaluation of instructors.
Chair: Charles Blankson, University of North Texas

Discussant: Iryna Pentina, University of Toledo

Shared Responsibility and Student Learning: Ensuring a Favorable Educational Experience
Jeremy J. Sierra, Texas State University - San Marcos

"Psst, Rate that Prof": College Students' Word of Mouth, Instructor Evaluation, and Course Selection
David G Taylor, University of North Texas

Non-Linear Grading: Inventory of Practices and Test of Effects
Birgit Leisen Pollack, University of Wisconsin Oshkosh; Bryan Lilly, University of Wisconsin Oshkosh

Uncertainty Reduction in the MBA Market - What to Learn from the Economics of Information Theory
Mario Rese, ESMT European School of Management and Technology; Annika Wilke, ESMT European School of Management and Technology; Buelent Goegduen, ESMT Customized Solutions

Session 9.7 (Special Session)

Internationalizing Research in Sales and Relationship Marketing

Chair: Ellen Bolman Pullins, University of Toledo

Panelists:

Artur Baldauf, University of Bern

Dawn Deeter-Schmelz, Ohio University

Alexander Haas, University of Bern

Nikala Lane, Warwick University

Nikolaos G. Panagopoulos, Athens University of Economics & Business

Session 9.8

Self Regulation and Regulatory Focus

Chair: Tillmann Wagner, Texas Tech University

Keeping an Eye on the Prize: Ego-Conservation and Restoration in the Grocery Store
Aubrey R. Fowler III, University of Nebraska-Lincoln; Jie Gao, University of Nebraska-Lincoln

Marketing Communication of Risky Products: The Influence of Regulatory Fit and the Mediating Role of Social Identification
Machiel Reinders, Agricultural Economics Research Institute; Jos Bartels, Wageningen University; Marieke L. Fransen, University of Twente

The Effect of Aging and Time-Horizon Perspective on Consumers' Response to Promotion- Versus Prevention-Focus Appeals
Camelia Codruta Micu, Fairfield Univeristy; Tilottama Chawdhury, Quinnipiac University

The Fit Between Brand Personality and Consumers' Self: The Importance of Actual Versus Ideal Self for Brand Performance
Harley Krohmer, University of Bern; Lucia Andrea Malaer, University of Bern; Wayne Hoyer, University of Texas at Austin; Bettina Nyffenegger, University of Bern

Refreshment Break


10:00am – 10:30am

Concurrent Sessions 10.1-10.8

10:30am – 12:00pm

Session 10.1

Understanding Online Communities

Chair: Sheila L Sasser, Eastern Michigan University and University of
An Elaboration Likelihood Perspective on Online Customer Reviews
Susan M. Mudambi, Temple University; David Schuff, Temple University

Consumers as Resellers in Online Secondary Market: Taxonomy and Motivations
Hsunchi Chu, MingDao University; Shuling Liao, Yuan Ze University

Privacy, E-Commerce, and Virtual Property: Outlining a Lockean Theory of Internet Consumer Rights
Matt Hettche, Virginia Tech

Third-Person Effect and Online Social Networking: Implications for Viral Marketing, Word-Of-Mouth Brand Communications, and Consumer Behavior in User-Generated Context
Jie Zhang, University of Texas at Austin; Terry Daugherty, University of Texas at Austin

Session 10.2

The Effectiveness of Corporate Social Responsibility Initiatives

Inabilty to measure the effectiveness of CSR has been one barrier to growth of these initiatives. Four papers will be presented which address different measures of effectiveness.

Chair: Peggy Cunningham, Queen's University

Does Corporate Social Responsibility Pay for Retailers?
Hanna Schramm-Klein, Saarland University; Joachim Zentes, Saarland University; Dirk Morschett, University of Fribourg; Bernhard Swoboda, Trier University

Identical CSR Strategies, Different Marketing Outcomes
Annette Cerne, Lund University; Adel El-Ansary, University of North Florida

Is Carbon Labeling Effective? The Impact of Carbon Labels on Consumer Perceptions and Purchase Intentions
Amy Stokes, University of Arkansas; Anna Turri, University of Arkansas; Andrea Heintz Tangari, University of Arkansas

Measuring and Maximizing Donor Lifetime Value Using Donor Selection and Resource Allocation Strategies
J. Andrew Petersen, University of North Carolina; V. Kumar, Georgia State University

Session 10.3

New Theories in Global Marketing Research

Chair: Kevin Zhou, The University of Hong Kong


A Case Analysis of Entrepreneurial Development in Cuba
Joseph Leonard Scarpaci, Virginia Tech

Cross-Cultural Differences in the Effect of Word-of-Mouth in Relational Service Exchange: The Moderating Effect of Uncertainty Avoidance
Jan H. Schumann, Technische Universitaet Muenchen; Florian Wangenheim, Technische Universitaet Muenchen; Anne Stringfellow, Thunderbird; Zhilin Yang, City University of Hong Kong; Vera Blazevic, Maastricht University; Sandra Praxmarer, University of Wollongong; G. Shainesh, Indian Institute of Management; Marcin Komor, Akademia Ekonomiczna  Katowicach; Randall Shannon, Mahidol University; Fernando Rafael Jimenez, Oklahoma State University

Culture's Consequences on Foreign Market Entry: Are They the Same for U.S. Firms and Firms from Emerging Countries?
Shavin Malhotra, Jacksonville University; PengCheng Zhu, Carton University; K Sivakumar, Lehigh University

Incorporating Theory in International Marketing Research
Jeannette A. Mena, Michigan State University; G. Tomas M. Hult, Michigan State University

Session 10.4

Antecedents of Firm Performance and Growth

Chair: Zhen Zhu, Suffolk University

Discussant: Jessica J Hoppner, Michigan State University


The Financial Consequences of Service Quality and its Impact on Advertising Effectiveness
Donald J. Lund, University of Missouri; Detelina Marinova, University of Missouri - Columbia

The Effects of Environmental Antecedents and Perceived Market Growth on Entrepreneurial Proclivity and Growth Leadership
Zhen Zhu, Suffolk University; Ken Matsuno, Babson College

The Marketing-Sales-Finance Triangle
Dirk Weissbrich, University of Bern; Harley Krohmer, University of Bern; Ove Jensen, WHU - Otto Beisheim School of Management

Session 10.5

Satisfaction and Retention: Keeping Customers Satisfied and Coming Back

Chair: Sabrina Verena Helm, University of Arizona

Discussant: Dale Fodness, University of Dallas

A Tale of Two Stories: The Impacts of Customer Satisfaction with Online Retailers' Customer Service and Content on Sales Performance
Narongsak Thongpapanl, Brock University; Anteneh Ayanso, Brock University; Kaveepan Lertwachara, California Polytechnic State University

Customer Referral Programs and Customer Retention: Do Rewards Undermine the Retention Effect?
Ina Garnefeld, University of Paderborn; Sabrina Helm, Witten/Herdecke University; Steve Tax, University of Victoria; Andreas Eggert, University of Paderborn

The Impact of Steering Measures on Customer Channel Migration and Customer Satisfaction
Dennis Herhausen, University of St. Gallen; Matthias Schulten, University of St. Gallen; Marcus Schoegel, University of St. Gallen

Bonding Orientation: The Construct and Research Propositions
Ruixue Zhang, Dalian University of Technology; Dahai Dong, Dalian University of Technology; Robert Leone, Texas Christian University

Session 10.6

Technological and Cross-cultural Challenges in Teaching Marketing

Chair: Clinton Amos, Augusta State University

Discussant: David Taylor, University of North Texas

Educating for Technological Change: Curriculum and Resources
Kevin McCrohan, George Mason University; James Harvey, George Mason University

Motivations as Predictors of Value Generated from Marketing-Related Technology Use: Orientations, Moderators, and Outcomes
Michael Levin, Otterbein College; Jared Michael Hansen, University of North Carolina, Charlotte; Debra A. Laverie, Texas Tech University

A Blueprint for Cross-Cultural Marketing Communications Project: Combining Globalization and Sustainability
Iryna Pentina, University of Toledo

Veronique Guilloux, Université Paris 12
Session 10.7
Trust, Superstition, Deviance, and Reciprocity in Sales Relationships

Chair: Gary Lewis Hunter, Illinois State University

The Impact of Relative Power and Information on Trust Development within the Buyer-Seller
Dyad. Scott B. Friend, Georgia State University; Danny N. Bellenger, Georgia State University; James Boles, Georgia State University; Pam Scholder Ellen, Georgia State University

Are Sales People Superstitious? An Exploratory Study of Superstitious Selling Behavior
Michael Mayo, Kent State University; Michael L Mallin, The University of Toledo

Deviance to Regulate Affects: A Motivation Model of Frontline Employees' Workplace Deviance
Chuanyi Tang, University of Arizona; Lin Guo, University of Arizona

I Will Gladly Pay You Tuesday for a Hamburger Today: Personality and Propensity for Reciprocity
David Gilliam, Oklahoma State University

Session 10.8

Advertising and Word of Mouth
Chair: Doris Berger, IMC FH Krems, University of Applied Sciences, Austria

Discussant: Tracy A. Suter, Oklahoma State University
Audience-Tuning Behavior in Consumer WOM Communication and its Effect on the Speaker
Yu Hu, Salem State College

Exploring the Underlying Motivational Drivers of WOM-Referral Behavior: Towards a Typology of Social Influencers
Klaus-Peter Wiedmann, University of Hannover; Nadine Hennigs, University of Hannover; Sascha Hendrik Langner, University of Hannover

Relevance: The Lifeblood of Search Ad? The Consumer's Perspective
Qin Sun, University of North Texas; Nancy Spears, University of North Texas

