Winter Marketing Educators’ Conference

February 19 – 22, 2010

Sheraton New Orleans

New Orleans, LA
FRIDAY, FEBRUARY 19
12noon – 7:00pm

Conference Registration





           Napoleon Foyer

5:00pm – 7:00pm

WELCOME RECEPTION AND EXHIBITS 



Napoleon D (3rd Floor)
SATURDAY, FEBRUARY 20

8:00am – 5:00pm

Conference Registration




                          Napoleon Foyer

8:00am – 8:30am


Coffee, Danish and Exhibits




Napoleon D (3rd Floor)
7:30am – 8:30am


Doctoral Student SIG Mentors Breakfast

                          Grand Couteau (5th Floor)
8:30am – 10:00am

Conference Session

001.  How Firms Use Marketing Alliances, Acquisitions, and Mergers: Goals and Rewards
                    Nottoway (4th Floor) 
How New Technologies Become Standards: An Empirical Examination of the Role of Technology Promoting Multi-Firm Alliances
 Sujan Dan, University of Tennessee Knoxville; Alina Sorescu, Texas A&M University; Rajan Varadarajan, Texas A&M University

The Varying Effects of M&A on a Firm's Approach to Current and Future Markets

Matthew Sarkees, Penn State University; John Hulland, University of Pittsburgh

Does Marketing Influence a Company's Worth? Marketing Capabilities and Acquisition Premiums

Sundar Bharadwaj, Emory University; Raji Srinivasan, McCombs School of Business, University of Texas at Austin

Test-Driving the Partnership: When do Marketing Alliances Terminate in Mergers and Acquisitions?
 Matthew Manary, Duke University; Christine Moorman, Duke University

.

002.  Exploring Salesperson Abilities and Conditions





      Napoleon A1&2 (3rd Floor)
Chair:

Mark Johlke, Bradley University

Participants:

Making Salespeople to Lead Themselves: Antecedents and Consequences of Self-Leadership Strategies
Nikolaos Panagopoulos, Athens University of Economics & Business; George Avlonitis, Athens University of Economics and Business,

Sales complexity - Conceptualization and a new measure of complexity in the selling function

Christian Schmitz, University of St.Gallen and Philipp Christoph Rader, University of St.Gallen

Salespersons Listening Ability as an Antecedent to Relationship Selling
Tanya Drollinger, University of Lethbridge; Lucette L Comer, Purdue University

003.  Consumer Aspects of Retailing 






              Napoleon A3 (3rd Floor)
Chair:

Sabrina Verena Helm, The University of Arizona

Participants:

Applying Flow Theory to Consumer Behavior in Retail Stores
 Liz Wang, University of Dallas

Development and Validation of the Transaction Specific Attributions of Discrimination (TSAD) Scale
Thomas L. Baker, Clemson University; Tracy Meyer, University of North Carolina Wilmington

A Research of the Curve Relationship between Gift Promotion Depth and Spillover Effect from Gift Promotion
Chung-Hui Tseng, Assistant Professor, Tamkang University, Taiwan

004.  Satisfaction- Antecedents and Outcomes 






   Maurepas (3rd Floor)
Chair:

Russell Lacy, University of New Orleans
Participants:

Collective Hedonic Services and the Co-Creation of Value - Is Satisfaction the Silver Bullet?
 Jan Drengner, Chemnitz University of Technology; Steffan Jahn, Chemnitz University of Technology; Hansjoerg Gaus, Chemnitz University of Technology

Indebtedness as a Determinant of Satisfaction: An Extension of the Expectancy Disconfirmation Model 

Akinori Ono, Associate Professor, Keio University; Takahiro Chiba, Keio University

The Role of Salesperson-Generated Satisfaction in Retail Store Performance: A Decompositional Approach
David M. Szymanski, Texas A&M University; Lisa C. Troy, Texas A&M University

Comparison-Shopping and Recommending Intentions: Differences in Post-decision Evaluations among Purchasers and Non-Purchasers
 Patrali Chatterjee, Montclair State University; Ying Xie, Washington University, St. Louis

005.  Country Effects in Global Marketing 







         Borgne (3rd Floor)
Chair:

Wesley Alan Pollitte, The University of Southern Mississippi

Participants:

Counterfeit Inferences from Price Levels and Country of Origin: The Moderating Effect of Perceived Risk

Kashef A Majid, PhD Student; Johny K Johansson, McCrane/ Shaker Professor of International Business

Country Resources, Country Image, and Export Performance: A Panel Data Analysis
Qin Sun, University of South Florida-St. Petersburg; Audhesh K. Paswan, University of North Texas; Margie Tieslau, University of North Texas

Examining Country Effects on Average Foreign Affiliate Performance and the Chain Size-Performance Relationship
Carol Finnegan, UCCS; S. Tamer Cavusgil, Georgia State University; Cuneyt Evirgen, Sabanci University

The Effects of Home Country Culture on MNC Performance
Daekwan Kim, Florida State University; Seong-Do Cho, Chonnam National University; Pandapotan Sinaga, Chonnam National University; Kyoungeun Kim, Chonnam National University; Gang Ok Jung, Hannam University

006.  Brand Reputation








              Napoleon C1 (3rd Floor)
Chair:

Kevin E Voss, Oklahoma State University

Participants:

Brands You Can Rely On! How Brand Credibility Affects Core Brand Functions - An Empirical Investigation in Services  Alexander Leischnig, Technische Universität Bergakademie Freiberg; Anja Geigenmüller, Freiberg University of Technology; Margit Enke, Freiberg University of Technology

Ethical Reputation: Fact or Fiction? - A Qualitative Consumer Exploration
Katja H. Brunk, Universite Libre de Bruxelles, Solvay Brussels School of Economics and Management, Centre Emile Bernheim, Brussels, Belgium

Family Business Branding: A Study on Salience and Richness of Familiness in Corporate Websites
Willem Smit, IMD; Joachim Schwass, IMD; Lise Möller, IMD

007.  Firm Innovation:  Board Member Blocs, External Problem Solvers, and Knowledge Creation             Napoleon C2 (3rd Floor)
Chair:

Lauren R Skinner, University of Alabama at Birmingham

Participants:

Do Board Member Power Blocs Make Firms More Innovative? 
 Shannon Cummins, University of Nebraska; Ravipreet S. Sohi, University of Nebraska

Innovation Beyond Firm Boundaries: the Routines and Resources of Successful External Problem Solvers
 Dominik Mahr, University of Antwerp; Aric Rindfleisch, Wisconsin School of Business; Rebecca J. Slotegraaf, Kelley School of Business - Indiana University
Managerial Ties and Corporate Innovativeness: Is Knowledge Creation A Missing Link?
Chengli Shu, University of Illinois at Chicago; Shanxing Gao, Xi'an Jiaotong University; Xu Jiang, Xi'an Jiaotong University; Albert Page, University of Illinois at Chicago

008.  Meet the AMA Journal Editors 






              Napoleon C3 (3rd Floor)
Panelists:

Ajay Kohli, Georgia Institute of Technology

Gerry Tellis, University of Southern California
David Griffith, Michigan State University

Ronald Paul Hill, Villanova School of Business

Chair:

Richard Lutz, University of Florida
10:00am – 10:30am

Refreshment Break in Exhibit Hall 



                Napoleon D (3rd Floor)
10:30am – 12noon

Conference Sessions
009.  Hierarchical Models in Sales Research: Recent Advances and Practical Applications 

    Nottoway (4th Floor)
Chair:

Michael Ahearne, University of Houston

Participants:
Motivating Factors for Competitive Intelligence Gathering within a Sales Force: A Multi-Level Perspective
Raj Agnihotri, Towson University; Adam A Rapp, Clemson University; Kevin J. Trainor, Canisius College

Organizational Identification Diffusion Among Frontline Employees: Relative Strength of Interpersonal Influencers
Florian Kraus, University of Houston; Michael Ahearne, University of Houston; Son K. Lam, University of Georgia; Jan Wieseke, Ruhr-Universität Bochum

Sales Management Control and Salesperson Performance: The Moderating Influences of External and Internal Characteristics of the Sales Unit
Nikolaos Panagopoulos, Athens University of Economics & Business; George Avlonitis, Athens University of Economics and Business,

Discussant:

Jan Wieseke, Ruhr-Universität Bochum
010.  Communication Challenges in Sponsorship of Sports and Events:
 International Perspectives on Memory and Confusion




        Napoleon A 1&2 (3rd Floor)
Chairs:

T. Bettina Cornwell, University of Michigan

George Deitz, University of Memphis

Participants:

Is Event Sponsorship Always Rewarding? An Examination of Risks for Sponsors caused by the Event Environment
 Jan Drengner, Chemnitz University of Technology; Steffan Jahn, Chemnitz University of Technology

Recognition without Recommendation and Recommendation without Recognition: An analysis of explicit and implicit sponsorship memorization effects

 Jean-Luc Herrmann, University of Metz; Björn Walliser, University of Nancy; Mathieu Kacha, University of Metz

Competitive Mentions in Sponsorship Communications: Sources of Interference
 T. Bettina Cornwell, University of Michigan; Michael Humphreys, University of Queensland; Emerald Quinn, University of Queensland; Anna McAlister, University of Queensland

Discussant:

Lynn Kahle, University of Oregon
011.  Global Marketing: Emerging Themes and Future Directions



              Napoleon A3 (3rd Floor)
Chair:

David Griffith, Michigan State University

Participants:

Collaboration in Global Marketing Partnerships: The Role of Firm Readiness and Work Flow Complexity
Daniel Bello, Georgia State University; S. Tamer Cavusgil, Georgia State University; Leah Bovell, Georgia State University

COO and Dual Coding Theory: Theoretical Insights and Exploratory Effects
Marc Herz, Research Assistant University of Vienna; Adamantios Diamantopoulos, University of Vienna; Ursula Wastian, University of Vienna

Drivers and Performance Outcomes of Competitive Advantages in Export Ventures
Stavroula Spyropoulou, University of Leeds; Constantine Katsikeas, University of Leeds; Dionysis Skarmeas, University of Leeds

Discussant:

Matthew John Robson, University of Leeds
012.  The Importance of the Scholarship of Teaching 




  
   Maurepas (3rd Floor)
This special session will position the importance of teaching and learning as more than a classroom experience. The publication of educational scholarship is critical to teaching sustainability and continued improvement in our academic settings. It is through efforts such as this that educational scholarship is rigorously substantiated and a broader definition of scholarship developed.
Panelists:

Frederick Crane, Northeastern University

Catharine Curran, University of Massachusetts Dartmouth

Charles Duke, Clemson University

Linda Ferrell, University of New Mexico

Richard Hanna, Northeastern University

Elizabeth J. Wilson, Suffolk University, Sawyer Business School

Chair:

Bodo B. Schlegelmilch, WU Vienna
013.  EMERGING PERSPECTIVES IN SERVICES RESEARCH: Winners of the 'Fisher IMS and 
AMA SERVSIG Dissertation Proposal Competition'






         Borgne (3rd Floor)
This SERVSIG special session recognizes the importance of 'emerging perspectives in services research' and has three distinct objectives.  First, the session aims to showcase the most promising research in services from young scholars. To achieve this objective, the session will feature presentations from the three winners of the 2010 Fisher IMS and AMA SERVSIG Dissertation Proposal Competition.' This is the fourth year of this annual competition, and the winners will be chosen by a SERVSIG panel in the area of services. This competition was launched successfully in the 2006-2007 academic year, and for the last three years, the winners presented their proposals in a SERVSIG Special Session at the 2007, the 2008, and the 2009 AMA Winter Educator's Conferences in San Diego, Austin, and Tampa. This session has become a highlight of SERVSIG's activities at the AMA Winter Educator's Conference. Second, this session aims to stimulate discussion on "current" or "hot" topics in the area of services research. The discussion leader, along with the members of the distinguished experts panel will comment on the three winning proposals and highlight areas of research that are promising in the area of services. Third, this session aims to be a venue for "learning" for the very latest in services research. The interactive nature of the session will facilitate audience participation and learning on the various cross-functional aspects of services research.

Panelists:

Thomas L. Baker, Clemson University

Stephen Brown, Arizona State University

Ko De Ruyter, Maastricht University

Heiner Evanschitzky, University of Strathclyde, Department of Marketing

Valarie Zeithaml, University of North Carolina at Chapel Hill

Chairs:

Neeli Bendapudi, The Ohio State University

Shashi Matta, Ohio State University
014.  Strategic Marketing Emphases and Shareholder Value




              Napoleon C1 (3rd Floor)
Chair:

Rajdeep Grewal, Smeal College of Business, The Pennsylvania State University

Participants:

The Dark Side of Brand Equity: The Role of Brand Equity in Product Recalls
Frank A. Germann, Penn State University; Rajdeep Grewal, Smeal College of Business, The Pennsylvania State University; William Ross, Penn State University; Rajendra Srivastava, Goizueta Business School,  Emory University

Exploring the Link between Corporate Name Changes and Firm Value
Saim Kashmiri, University of Texas at Austin; Vijay Mahajan, University of Texas at Austin

Organization Strategic Orientations and IPO Performance
Alok R Saboo, Smeal College of Business, Pennsylvania State University; Rajdeep Grewal, Smeal College of Business, The Pennsylvania State University

Distribution Strategy and Dispersion in Analysts' Forecasts: Insights from Franchising
Debika Sihi, McCombs School of Business, University of Texas at Austin; Raji Srinivasan, McCombs School of Business, University of Texas at Austin; Michael Clement, McCombs School of Business, University of Texas at Austin

015.  Unintended Consequences of Everyday Consumption Activities



              Napoleon C2 (3rd Floor)
Participants:

Emotions, Marketing and Food Consumption
Elyria Kemp, Texas State University; Myla Bui, Loyola Marymount University; Sonya Grier, American University

Hair Horrors: An Examination Of The Manipulation Of A Special Possession
Carol Motley, Florida A&M University

Too Much of a Good Thing: Shopping, Ego Depletion and Unintended Consequences
J.D. Lee, The George Washington University; Nils Olsen, The George Washington University; Vanessa Perry, The George Washington University

The Green-Self Paradox: An Exploratory Examination of Licensing Effects Related to Green Behavior
Karen Becker, The College of New Jersey; Aronte Bennett, Villanova University; Amitav Chakravarti, New York University
Discussant:

Philippe Duverger, Towson University
016.  Important Issues in Social Responsibility: Environmental Concern, Gratitude, and Materialism        Napoleon C3 (3rd Floor)
Chair:

Debra Desrochers, Tulane University

Participants:

Promoting Sustainable Consumer Behavior: Moderating Effect of Psychological Distance on the Influence of Environmental Concern
 Andrea Heintz Tangari, University of Arkansas; Scot Burton, University of Arkansas

Recognizing Those Who Participated and Encouraging Those Who Didn't: A Social Marketing Perspective on Expressions of Gratitude from Post-Katrina Louisiana
Randle D. Raggio, LSU; Judith Anne Garretson Folse, LSU

Status and Materialism Among College-Aged Students
Ronald PaulHhill, Villanova School of Business

017.  MASB: Bringing Marketing to Wall Street






  Rhythms 3 (2nd Floor)
Panelists:

Margaret Henderson Blair, Marketing Accountability Foundation

Allan R Kuse, Marketing Accountability and Standards Board

Kate Sirkin, MASB

Carl Spaulding, MASB

Dave Stewart, UCR

Chair:

V. Kumar, J. Mack Robinson College of Business, Georgia State University

12noon – 1:30pm

Awards Luncheon 





Napoleon B (3rd Floor)
1:30pm – 3:00pm

Conference Sessions
018.  (Re)Designing Marketing Curriculum & Education for the Changing World 


    Nottoway (4th Floor)
Panelists:

Kusum Ailawadi, Tuck School at Dartmouth

Ruth N Bolton, MSI

Barbara E Kahn, University of Miami School of Business Administration

K Sivakumar, Lehigh University

Rajan Varadarajan, Texas A&M University

Chair:

K Sivakumar, Lehigh University
019.  Innovation Dilemmas, Actions, and Consequences 




        Napoleon A 1&2 (3rd Floor)
Chairs:

Ashish Sood, Emory University

Deepa Chandrasekaran, Lehigh University

Participants:

The Role of Marketing Expertise and Stock Returns to Make Versus Buy Innovations

Abhishek Borah, USC Marshall School of Business; Gerard J Tellis, USC Marshall School of Business

Innovating Through Technology or Through Design? A Cross-Cultural Investigation of Innovation Strategies

Gaia Rubera, Eli Broad College of Business, Michigan State University; David Griffith Eli Broad College of Business, Michigan State University

Sources and Consequences of Marketing Mix Innovations

Deepa Chandrasekaran, Lehigh University; Raji Srinivasan, McCombs School of Business, University of Texas
Deviation Among Technology Reviews: An Informative Enrichment of Technology Evolution Theory for Marketing
Ashish Sood, Goizueta Business School, Emory University; Stefan Stremersch, Erasmus University, Rotterdam
020.  Marketing Information and Firm Performance 





              Napoleon A3 (3rd Floor)
Chairs:

Fredrika Spencer, Duke University

Christine Moorman, Duke University

Participants:

Innovation, Learning, and Cash Flow Effects on Firm Financial Returns

 Fredrika Spencer, Duke University; Christine Moorman, Duke University

Can Product Competitiveness on Main Street Help Beat Analyst Earnings Targets on Wall Street? 
 Xueming Luo, Univ of Texas at Arlington

"Do Marketing Questions Matter? Analysts' Inquiries in Conference Calls and Intra-Day Stock Performance"
Raji Srinivasan, McCombs School of Business, University of Texas at Austin; Yong Yu, University of Texas at Austin

021.  Current Trends Affecting the Sales Force and Its Ability to Create 
Customer Value in the Down Economy







   Maurepas (3rd Floor)
This Special Session will take a look at what is happening today with regard to the sales force. Does what we know still hold in this economy? What opportunities are opened and questions raised for sales academics by our current situation? This interactive panel discussion will start with thought-provoking presentations by two high level practitioners about what they are experiencing as a result of today's situation. Following them, top academics will explore how this impacts what we know and the questions we ask in sales research. A moderated discussion will follow.

Chair:

Chris Plouffe, Florida State University
Panelists:
Ted Simendinger, President, Sales Talent Development

Brian Williams, Partner and Global Markets and Solutions Leader, Mercer Inc.
Rosann L. Spiro, Indiana University

Eli Jones, Louisiana State University

Andrea Leigh Dixon, Baylor University
022.  Consumer Biases 









         Borgne (3rd Floor)
Chair:

Brad D. Carlson, Saint Louis University

Participants:

When Does Scenario Writing Improve the Quality of Planning Decisions?
Kyeong Sam Min, University of New Orleans; Hal Arkes, Ohio State University

Product Bundling or Mental Simulation: What is more effective in reducing usage barriers?
 Jennifer Ann Fitzgerald, University of Mannheim; Sabine Kuester, University of Mannheim; Silke Claudia Hess, University of Mannheim; Judith Bucerius, University of Mannheim

The Effect of Goals on Status Quo Bias Within a Choice Framework
Sajeev Varki, University of South Florida

The Effects of Mental Simulation in Response to Loss- versus Gain-Framed Health-Related Messages
Yun Lee, University of Iowa

023.  Aspects of Customer Relationships






              Napoleon C1 (3rd Floor)
Chair:

Sterling A Bone, BYU

Participants:

Bases of Brand Relationships: Redundant Constructs or Meaningful Distinctions?
Christy Ashley, East Carolina University; E. Deanne Brocato, Iowa State University

Converting Transaction-Based Services to Relationship-Based Services: A Critical Role of Information
Haisu Zhang, University of Illinois at Chicago; Chengli Shu, University of Illinois at Chicago

Does Personalized Recommendation Service Increase Customer Loyalty?
Anyuan Shen, State University of New York at New Paltz; A. Dwayne Ball, University of Nebraska

Does Consumption Know No Limits? The Moderating Role of Satiation in Determining Customer Repurchase Rates
Glenn Voss, Southern Methodist University; Andrea Godfrey, University of California, Riverside; Kathleen Seiders, Boston College

024.  Building and Maintaining Relationships with Consumers 



              Napoleon C2 (3rd Floor)
Chair:

Ronald E. Goldsmith, Florida State University

Participants:

Performance Implications of Emotional versus Cognitive Brand Relationship Quality: An Empirical Study of Frequent Flyers in the Airline Industry
Bettina Nyffenegger, University of Bern, Switzerland; Lucia Malaer, University of Bern, Switzerland; Harley Krohmer, University of Bern, IMU Marketing

Too Late, or Just Later than Announced? Effects on Brand Trust by Delaying Product Introductions in Competitive Situations  Steffen Herm, Technische Universität Berlin; Jana Möller, Freie Universität Berlin

Consumer Attitudes toward Private Brands and National Brands
Ronald E. Goldsmith, Florida State University; Leisa Reinecke Flynn, University of Southern Mississippi; E. Craig Stacey, American University

025.  In Pursuit of Method Excellence 






              Napoleon C3 (3rd Floor)
Chair:

Naresh Malhotra, Nanyang Business School, NTU

Participants:

A Proposed Procedure for Construct Definition in Marketing
David A. Gilliam, Oklahoma State University; Kevin E Voss, Oklahoma State University

A Review of Meta-Analyses in Marketing
Arne Floh, WU Wien; Jagdish Sheth, Emory University

Discerning Causes and Drivers for Customer Loyalty: A Discussion on the Quantitative Methodology
Xiaomeng Fan, Purdue University; Sandra Liu, Purdue University
026.  Learning, Likelihood, Loyalty, and Leaving:  A Look at the "Ls" of Today's Customers 

  Rhythms 3 (2nd Floor)
Chair:

Janell D. Townsend, Oakland University

Participants:

Customer-Focused Learning in Government Organizations
Elena Kiryanova Bernard, University of Portland

Enhancing Customer Purchase Likelihood through Market Driving Efforts
Goran Vlasic, Bocconi University and University of Zagreb; Ajay Kohli, Georgia Institute of Technology; Gabriele Troilo, Bocconi University

The Impact of Unprofitable Customer Abandonment on Current Customers' Exit, Voice, and Loyalty Intentions: An empirical analysis

 Michael Haenlein, ESCP Europe; Andreas M. Kaplan, ESCP Europe
3:00pm – 3:30pm

Refreshment Break in Exhibit Hall 

                                     Napoleon D (3rd Floor)

3:30pm – 5:00pm

Conference Sessions
027.  Gratitude, Attitudes and Intentions 







    Nottoway (4th Floor)
Chairs:

Randle D. Raggio, LSU

Judith Anne Garretson Folse, LSU

Participants:

Interpreting  the Impact of Media on the Public's Perception of Expressions of Gratitude
Judith Anne Garretson Folse, LSU; Randle D. Raggio, LSU, Rhett Grametbauer, Louisiana State University
Fishing for Compliments and Complaints: The Influence of Solicited Customer Feedback and Company Acknowledgement on Customer Attitudes and Intentions
Sterling A Bone, BYU; Katherine Lemon, Boston College, Kate Liljenquist, Brigham Young University; R. Bruce Money, Brigham Young University; Kristen DeTienne, Brigham Young University 
Understanding the Role of Randomness and Gratitude in Relationship Marketing Effectiveness
Conor Henderson, University of Washington; Joshua Beck, University of Washington; Robert W. Palmatier, University of Washington

Discussant:

Katherine N. Lemon, Boston College
028.  Advances in Research on Monitoring in Business-to-Business Exchange Relationships 
        Napoleon A 1&2 (3rd Floor)
Chairs:

James R. Brown, West Virginia University

Jody L. Crosno, West Virginia University

Participants:

Unilateral and Bilateral Monitoring: Differential Effects on Relationship Performance
Daniel Bello, Georgia State University; David Gilliland, Colorado State University; Gregory T. Gundlach, University of North Florida

A Meta-Analytic Review of Monitoring in Business Exchange Relationships
Jody L. Crosno, West Virginia University; James R. Brown, West Virginia University

Exploring the Role of Governance in Sustainable Franchised Distribution Channels
Robert Dahlstrom, University of Kentucky; Arne Nygaard, BI-Norwegian School of Management

The Role of Customer Monitoring in the Knowledge Sharing between Competing Suppliers
Hillbun (Dixon) Ho, Monash University; Shankar Ganesan, University of Arizona

029.  The Influence of Financial Markets on the Pursuit of Innovation


 
              Napoleon A3 (3rd Floor)
Chairs:

Anindita Chakravarty, Pennsylvania State University

Fredrika Spencer, Duke University

Participants:

Prospecting Rewards: How Stock Markets Encourage Firms to Adjust Innovation Product Portfolios
Fredrika Spencer, Duke University; Christine Moorman, Duke University
"Double Dose of the Stock Market": A Case of Myopic Marketing Management
Anindita Chakravarty, Pennsylvania State University; Rajdeep Grewal, Smeal College of Business, The Pennsylvania State University

How the Marketing Mix of Leaders and Laggards Creates Shareholder Value
Dmitri Markovitch, Rensselaer Polytechnic Institute; Peter Golder, Tuck School of Business

030.  Marketing and Technology I: Consumer Behavior Online 




   Maurepas (3rd Floor)
Chair:

Jason Aaron Gabisch, University of Massachusetts

Participants:

Antecedents of Brand Purchasing Intentions and Behaviors in the 3D Virtual Environment
Jason Aaron Gabisch, University of Massachusetts

Effects of Online Store Atmospheric Qualities on Consumer Behavior: Holistic vs. Experimental Approaches

George J. Avlonitis, Athens University of Economics & Business; Spiros P. Gounaris, Athens University of Economics and Business; Christos D. Koritos, Athens University of Economics and Business

Effects of Word-of-Mouth and e-Word of Mouth on Innovation Use in the Presence of Network Externalities
Tomoko Kawakami, Kansai University; Kazuhiro Kishiya, Kansai University; Mark E. Parry, University of Missouri-Kansas City

How Brand-specific Internet Searches Affect Purchase Behavior - An Empirical Study of Interrelations in Online Advertising
 Malte Brettel, RWTH Aachen; Andreas Engelen, RWTH Aachen; Sebastian Hild, RWTH Aachen

031.  Customer Satisfaction, Loyalty & Commitment 





         Borgne (3rd Floor)
Chair:

Bashar Gammoh, University of Toledo

Participants:

How Customer Satisfaction and Loyalty Programs Influence Customer's Cash Flow Variability: Implications for Market Segmentation
Crina Tarasi, Central Michigan University; Ruth Bolton, Marketing Science Institute; Anders Gustafsson, Karlstad University; Beth Walker, Arizona State University

Investigating Three-Dimensional Model of Customer Commitment in the Cell Phone Service Setting
Yaser Fahmi Alabdi, Manchester Business School

The Referral Likelihood Referral of Reward Programs: The Moderating Effect of Communication Media and Product Involvement
 Yimin Zhu, Sun Yat-sen University

032.  Branding and the Consumer 







              Napoleon C1 (3rd Floor)
Chair:

Leslie H. Vincent, University of Kentucky

Participants:

Asymmetry of Consumer Uncertainty and Its Impact on Brand Vulnerability
Adina Barbulescu, University of Tennessee; Ajay Kohli, Georgia Institute of Technology

Why we Love Brands or Not: An Empirical Test of Self-Expansion Motivation and Inclusion of Brands in Self

Martin Reimann, University of Southern California; Florian Becker, Ludwig-Maximilians-University Munich; Raquel Castaño, Tecnológico de Monterrey, EGADE Business School, Campus Monterrey; Maria Eugenia Pérez, Tecnológico de Monterrey, EGADE Business School, Campus Monterrey; Arthur Aron, State University of New York at Stony Brook

033.  The Role of Service Employees 






              Napoleon C2 (3rd Floor)
Chair:

Gergana Nenkov, Boston College

Participants:

Labor Productivity in Retailing: A Modern Assessment
Charles Ingene, The Hong Kong Polytechnic University; Jianfeng Jiang, Northeastern Illinois University; Rahul Govind, University of Mississippi

Team Stewardship in Customer Service Teams: Antecedents and Consequences
Jeroen Schepers, Eindhoven University of Technology; Ad De Jong, Eindhoven University of Technology; Ko De Ruyter, Maastricht University
The Effects of Customer Orientation and Identification  On The Service Employee: Commitment and Job Burnout
D. Todd Donavan (Colorado State University), Brad D. Carlson (Saint Louis University), Thomas DeWitt (University of Hawaii at Hilo)
034.  Innovation:  Exploring the Role of Product Program Innovativeness, 
Open Innovation, and Innovation Orientation





              Napoleon C3 (3rd Floor)
Chair:

Julie Anna Guidry, Louisiana State University

Participants:

Companies' Innovation Orientation and Product Program Innovativeness: The Moderating Role of Inter-functional Consensus  Ruth Stock-Homburg, Technische Universität Darmstadt; Bjoern Six, Darmstadt University of Technology

When Does Open Innovation Improve Firm Performance? An Investigation of Relational Capability and Flexibility
Sanjay Ram Sisodiya, University of Idaho; Jean L. Johnson, Washington State University; Yany Gregoire, Washington State University

Which Information Sources Help Companies to Gain Superior Product Program Innovativeness?
Ruth Stock-Homburg, Technische Universität Darmstadt; Lars Herrmann, Technical University of Darmstadt

035.  Legends in Marketing: Views on a Changing Economy 





Rhythms 3 (2nd Floor)
Panelists:

Shelby Hunt, Texas Tech University

V. Kumar, J. Mack Robinson College of Business, Georgia State University

Naresh Malhotra, Nanyang Business School, NTU

Kent Monroe, University of Richmond

Jagdish Sheth, Emory University

Jerry Wind, University of Pennsylvania

Chair:

Balaji C Krishnan, Massey University, New Zealand
SIG Receptions – 5:00pm – 6:00pm

Grand Couteau (5th floor)

Global Marketing and Innovation, Technology and Interactive Marketing SIG Joint Member Reception  
6:00pm - 8:00pm     Special Activity: Night out at the Aquarium (open to all attendees)

[image: image1.png](




Join friends at the Audubon Aquarium of the Americas for a night out under the sea.

Located across down the street from the hotel: Canal Street at the River

Special Entertainment: Capital Gains

Complimentary drink ticket, appetizers and entrance to the Aquariums Phase 2 Exhibit
SUNDAY, FEBRUARY, 21

8:00am – 5:00pm

Conference Registration





           Napoleon Foyer

8:00am – 8:30am


Coffee, Beignets and Exhiibits



              Napoleon D (3rd Floor) 
8:30am – 10:00am

Conference Sessions
036.  Assessing the Value of Social Capital: Three Views from the Marketing Perspective
       Napoleon A 1&2 (3rd Floor)
Participants:
Transforming Social Capital into Financial Value in IPOs: The Moderating Role of Absorptive Capacity in Young Technology Firms' B2B Relationships
Sundar Bharadwaj, Emory University

Eye for an Eye: Examining the Implications and Motives of Reciprocating Distributive Justice Behaviors in Buyer-Supplier Relationships
Jessica Hoppner, Michigan State University; David Griffith, Michigan State University

The Marketing - Sales Interface: A Social Capital Perspective
 Dominique Rouziès, HEC-School of Management; John Hulland, University of Pittsburgh

Discussant:

William Ross, Penn State University

037.  Marketing Synchronicity: The Convergence of Technology, Marketing and CB 
                              Napoleon A3 (3rd Floor)
The growth of new technologies such as 4G networks and ubiquitous computing, the proliferation of mobile internet-ready cell phones and accompanying applications, and the increased willingness of the consumer to extend their vibrant social networking behaviors to the purchase of products and services together offer excellent blue ocean opportunities for Marketers. The Technology SIG and Marketing Communications SIG will conduct a roundtable discussion in which academic and non-academic panelists will discuss the research issues and agenda associated with this synchronous convergence of new media, new technologies and new consumers.

Panelists:

Parimal Bhagat, Indiana University of Pennsylvania
Scott Poole, Cox Communications, Inc.

Malcolm Schwarzenbach, Trumpet Group Advertising
Alladi Venkatesh, University of California Irvine

Manjit Yadav, Texas A&M

Chairs:

Geraldine Rosa Henderson, University of Texas at Austin

Charles F. Hofacker, Florida State University
038.  Consumer Evaluative Processing 






              Napoleon C1 (3rd Floor)
Chair:

Brian Murtha, University of Kentucky

Participants:

He Who Dies with the Most Alternative Fuel Wins: An Alternative use of Terror Management Theory
Christine Page, Skidmore College; Krystina Smith, Skidmore College

Customer Confusion and Product Line Size: Implications for Product Line Management
Sabine Kuester, University of Mannheim; Sebastian Buys, University of Mannheim

How Do Consumers React To Service Mergers?
Melinda Andrews, The University of Southern Mississippi; Ronald E. Goldsmith, Florida State University

Sleeping with the Enemy? Attributions Triggered by an "Open Architecture" Sales Model

Winfried Daun, University of St. Gallen, Switzerland; Daniel Wentzel, University of St. Gallen, Switzerland; Torsten Tomczak, University of St. Gallen, Switzerland

039.  Integrating Sustainability into Marketing Theory and Practice 



              Napoleon C2 (3rd Floor)
Chair:

Melissa Markley, DePaul University

Participants:

A Sustainability Typology for Nonprofit Organizations: Inherent Challenges and Normative Strategies
 Robert Edward McDonald, Texas Tech University; Jay Weerawardena, University of Queensland; Sreedhar Madhavaram, Cleveland State University; Gillian Sullivan Mort, La Trobe University
Sustainability and Insurance - an Approach on Sustainability Segmentation
 Mareike Bodderas, Insitute for Insurance Economics - University of St. Gallen

An Empirical Analysis on the Adoption of Alternative Fuels: Consumers' Perceived Risks Associated With Natural Gas Vehicles
 Klaus-Peter Wiedmann, Leibniz University of Hannover; Martin Kassubek, Leibniz University Hannover / Institute for Marketing and Management; Nadine Hennigs, Leibniz University of Hannover; Lars Pankalla, Leibniz University Hannover / Institute for Marketing and Management

040.  Service Performance Outcomes 






              Napoleon C3 (3rd Floor)
Chair:

Detelina Marinova, University of Missouri

Participants:

Determinants of Cross-Buying: A Re-Examination
Markus Blut, TU Dortmund University; David Moritz Woisetschläger, TU Dortmund University

Humanics Interaction in Patient Experience as a Value Proposition
Jie Chen, Purdue University; Sandra S Liu, Purdue University; En-Chung Chang, Purdue University

Pre- and Post-Market Liberalization Customer Service Quality Perceptions of an Incumbent Monopoly: The Case of the Saudi Telecom Industry
 Alhassan Gariba Abdul-Muhmin, King Fahd University of Petroleum & Minerals

Roads to Customer Performance: Investing Wisely in the Service-Profit Chain
Barbara Caemmerer, University of Strathclyde; Heiner Evanschitzky, University of Strathclyde, Department of Marketing

041.  Culture and Global Marketing 






             Napoleon B1 (3rd Floor)
Chair:

Naresh Malhotra, Nanyang Business School, NTU

Participants:

An Assessment of the Long-Term Orientation Scale: A replication and extension based on findings across 10 European Countries
 Louise May Hassan, Heriot-Watt University; Edward Man Kee Shiu, University of Strathclyde; Gianfranco Walsh, University of Koblenz-Landau

Cross-cultural Examination of Antecedents of Sales Manager Effectiveness: A Study of Salespeople in Six Countries
Ning Li, George Mason University; William H. Murphy, University of Saskatchewan

Information Technology and Cultural Distance as Moderators of Key Account Management in Global Customer-Supplier Relationships

Ruey-Jer Bryan Jean, Manchester Business School; Rudolf R Sinkovics, Manchester Business School; Daekwan Kim, Florida State University

Cross- Cultural Differences in Online Brand Communities: An Exploratory Study of Indian and American Online Brand Communities
Vivek Madupu, Missouri Western State University; Dr. Delonia O Minor-Cooley, Texas Southern University

042.  Managerial Issues in Business-to-Business Marketing 




              Napoleon B2 (3rd Floor)
Chair:

Sujan Dan, University of Tennessee Knoxville

Participants:

Why Do Managers Give Price Concessions? The Role of Organizational Price Perceptions
Christian Homburg, University of Mannheim; Dirk Totzek, University of Mannheim

The Influence of a Salesperson's Dialect: Is Regional Dialect a Driver or an Obstacle in Personal Selling?
 Robert Mai, Technische Universität Dresden; Stefan Hoffmann, Technische Universität Dresden

Franchising: A Review of Literature from Marketing Perspective
Selcuk Ertekin, University of North Texas

043.  Market Orientation: Subunit Power, Leadership, and the Marketing Organization 

              Napoleon B3 (3rd Floor)
Chair:

Niklas Myhr, Chapman University

Participants:

Linking Marketing Subunit Power to Firm Performance: A Contingency Approach
 Omar Merlo, University of Cambridge; Seigyoung Auh, Thunderbird School of Global Management; Simon Bell, University of Melbourne

Market Oriented Leadership: The Importance of Focusing Employees' Attention on Prevalent Market Oriented Norms
Edwin Nijssen, Eindhoven Univerisity of Technology; David Dekker, Erasmus University Rotterdam

The Role of Marketing Organization in the Market Orientation-Performance Relationship
Lancy Mac, University of Macau
044.  MSI-Sponsored Special Session on Marketing and the Boardroom I 



  Rhythms 3 (2nd Floor)
Panelists:

Ruth Bolton, Marketing Science Institute

Dominique Hanssens, UCLA

Ajay Kohli, Georgia Institute of Technology

Don Lehmann, Columbia University

Leigh McAlister, University of Texas

Christine Moorman, Duke University

gerard j tellis, USC Marshall School of Business

Rajendra Srivastava, Goizueta Business School,  Emory University

Peter Verhoef, University of Groningen

Chair:

Raji Srinivasan, McCombs School of Business, University of Texas at Austin

10:00am – 10:30am

Refreshment Break in Exhibit Hall
 


            Napoleon D (3rd Floor)
10:30am – 12noon

Conference Sessions
045.  When the Selling Gets Tough... 






      Napoleon A 1&2 (3rd Floor)
Chair:

Jon M Hawes, Indiana State University

Participants:

Suspicion of Ulterior Motives in Sales Interactions: Examining the Case of Value Co-Creation
Nicole Kirpalani, Hofstra University

Salesperson's Karma Orientation: A Conceptual Framework and Research Propositions
Ramendra Singh, IIM Ahmedabad; Rakesh Singh, Times of India, XLRI Jamshedpur

When Customer-Oriented Sales Efforts Lose Ground: An Experimental Study on the "Dilution Effect"
 Peter Mathias Fischer, University of St. Gallen; Walter Herzog, WHU - Otto Beisheim School of Management; Sven Reinecke, University of St. Gallen

046.  Perceiving Price Information 







              Napoleon A3 (3rd Floor)
Chair:

Rob Richerson, University of Kentucky

Participants:

From a Distance We All Have Enough - Temporal Perspective and the Dual Role of Price
Christian Homburg, University of Mannheim; Torsten Bornemann, University of Mannheim

Price Context, Prior Knowledge, and Working Memory Capacity
Shan Feng, Drexel University; Rajneesh Suri, Drexel University

The Impact of Favoring New Customers over Loyal Customers on Loyal Customers´ Perceptions of Price Fairness
Martin Fassnacht, WHU - Otto Beisheim School of Management; Jochen Mahadevan, WHU - Otto Beisheim School of Management

047.  Consumer Behavior and Sustainability: Attitudes, Processing, and Self-Control

              Napoleon C1 (3rd Floor)
Chair:

William D Diamond, University of Massachusetts Amherst

Participants:

Against the Green: Attitudes & Perceptions of Non-Green Consumers
 Joe Cronin, Florida State University; Mark R. Gleim, Florida State University; Stephanie J. Lawson, Florida State University

Does Green Really Help Being Green? The Role of Color in Processing Fluency
Joon Yong Seo, University of Utah; Debra L Scammon, University of Utah

The Psychological Impact of Nutrition Information: The role of guideline daily amounts
Louise May Hassan, Heriot-Watt University; Edward Man Kee Shiu, University of Strathclyde; Nina Michaelidou, University of Birmingham

048.  Service Failure and Recovery Issues






             Napoleon C2 (3rd Floor)
Chair:

Lauren R Skinner, University of Alabama at Birmingham

Participants:

Customer Cognitive Appraisal Processes in Service Failure Situations
Jiraporn Surachartkumtonkun, University of New South Wales; Paul Patterson, University of New South Wales; Janet McColl-Kennedy, University of Queensland

Service Recovery Paradox: Myth Or Reality?
Christian Brock, University of Strathclyde; Heiner Evanschitzky, University of Strathclyde, Department of Marketing; Markus Blut, TU Dortmund University; Clay Voorhees, Michigan State University, Department of Marketing

Settling in Versus Expecting More: Moderating effects of relationship length and brand equity on consumer justice perceptions
 Jeremy Scott Wolter, Flordia State University

049.  The Role of Trust and Bonds in Interorganizational Relationships 


              Napoleon C3 (3rd Floor)
Chair:

Daniel John Flint, University of Tennessee

Participants:

Concept Providing in the Wholesaling Industry: Do Structural Customer Bonds help or do they harm Competitive Advantage and Relationship Quality?
Sandra Pocsay, Saarland University; Hanna Schramm-Klein, University of Siegen; Joachim Zentes, Saarland University; Nikolaus A. D. Hohl, University of Siegen; Julia Naskrent, University of Siegen

Production of Trust in Buyer-Seller Relationships: The contingent roles of product qualities and life-cycle stage
Oliver Schilke, University of California, Los Angeles / RWTH Aachen University; Malte Brettel, RWTH Aachen; Gunnar Wiedenfels, McKinsey & Company, Inc.

Effects of Supplier's Market Orientation on Channel Relationship: A Cross-Cultural Study
Trang Phuc Tran, University of North Texas

050.  Effective Brand Communication






              Napoleon B1 (3rd Floor)
Chair:

Robert Edward McDonald, Texas Tech University

Participants:

How Humor in Advertising Works: A Test of Alternative Models
Martin Eisend, European University Viadrina

Se Habla Español: Exploring Latinos' Emotional Reactions Toward Political Language-Tailored Ads
 Sindy Chapa, Texas State University; Stephen Halbrook, Texas State University; Enrique Becerra, Texas State University

The Consumer's Perception of the Emotional Authenticity of an Advertising Spokesperson-Theoretical Discussion and Qualitative Study
Katja Leschnikowski, University of Bern, IMU Marketing; Harley Krohmer, University of Bern, IMU Marketing

051.  New Methods of Delivering Marketing Topics 





              Napoleon B2 (3rd Floor)
Chair:

Naresh Malhotra, Nanyang Business School, NTU

Participants:

Teaching Marketing Research Backwards
Alvin Burns, Louisiana State University; Peter Daniel Weathers, Louisiana State University; Ann Veeck, Western Michigan University; Ronald Bush, University of West Florida

Selecting a Free Vendor-Hosted Online Survey Tool for Student Use
Matt Elbeck, Troy University

Marketing Students' Attitudes Towards and Beliefs About Commercial Signage
James J. Kellaris, University of Cincinnati

052.  MSI-Sponsored Special Session on Marketing and the Boardroom II


              Napoleon B3 (3rd Floor)
Panelists:

Ruth Bolton, Marketing Science Institute

Dominique Hanssens, UCLA

Ajay Kohli, Georgia Institute of Technology

Don Lehmann, Columbia University

Leigh McAlister, University of Texas

Christine Moorman, Duke University

Rajendra Srivastava, Goizueta Business School,  Emory University

Gerard J Tellis, USC Marshall School of Business

Peter Verhoef, University of Groningen

Chair:

Raji Srinivasan, McCombs School of Business, University of Texas at Austin

053.  Meet the Non-AMA Journal Editors







  Rhythms 3 (2nd Floor)
Panelists:

Katherine N. Lemon, Journal of Service Research

James R. Brown, Journal of Retailing

Rajiv P. Dant, Journal of Retailing

Daniel Bello, Area Editor, Journal of International Business Studies

Charles F. Hofacker, Journal of Interactive Marketing

G. Tomas M. Hult, Journal of the Academy of Marketing Science

Kusum Ailawadi, Associate Editor, International Journal of Research in Marketing
Chair:

Jennifer Dawn Martinez, University of Memphis
12noon – 1:30pm

Lunch On Own
SIG Leadership Lunch (Invite Only)






                                         Borgne (3rd Floor) 
1:30pm – 3:00pm

Conference Sessions
054.  Teaching Marketing Analytics: Alternative Approaches to Curriculum, Software, Assessment     Napoleon A1&2 (3rd Floor)
Chair:

Alan J. Malter, University of Illinois at Chicago

Participants:

Marketing Analytics: Assessment of Undergraduate and MBA Student Learning
Alan J. Malter, University of Illinois at Chicago

Marketing Analytics: The Hot New Course in the Undergraduate Curriculum
Sushila Umashankar, University of Arizona

Pedagogical Benefits of Spreadsheet Approaches to Teaching Marketing Metrics
Kimball P. Marshall, Alcorn State University

Avinandan Mukherjee, Montclair State University

Using Web-based Tutorials to Teach Basic Marketing Analytics and Metrics
Paul W. Farris, University of Virginia

055.  Evolving Interplay: New Examinations of the Interaction between Customers
 and Service Employees 








              Napoleon A3 (3rd Floor)
Chairs:

Shashi Matta, Ohio State University

Raji Srinivasan, McCombs School of Business, University of Texas at Austin

Participants:

Diagnosing Consumer Relationships with Service Brands and Service Employees: An Attachment Perspective
 Martin Mende, Gatton College of Business and Economics, University of Kentucky; Ruth Bolton, Marketing Science Institute; Mary Jo Bitner, Arizona State University; Amy Ostrom, Arizona State University

Is it Smart to be Nice? Customer Perceptions of the Competence and Warmth of Service Providers across Three Service Industries
Shashi Matta, Ohio State University; Clay Voorhees, Michigan State University, Department of Marketing; Mike Brady, Florida State University

A Cross-National Assessment of Customer Service: To What Degree do Firms Really Need to Adapt?
 Nita Umashankar, University of Texas at Austin; Raji Srinivasan, McCombs School of Business, University of Texas at Austin

Thanks, But No Thanks: The Impact of Provider Responses to Customer Advice on Customer Advocacy
Paul W Fombelle, Arizona State University; Sterling A Bone, BYU; Katherine N. Lemon, Boston College; James Ward, Arizona State University

056.  How Can Marketing Scholars and the Institution of the Business School Drive ahead 
with Market Meltdowns in the Rear-View Mirror? 





             Napoleon C1 (3rd Floor)
Panelists:

Bob Lusch, University of Arizona

Mark Peterson, University of Wyoming

Don Rahtz, William & Mary

Cliff Schultz, Loyola University - Chicago

William L. Wilkie, University of Notre Dame

Terry Witkowski, Cal State University - Long Beach

Chair:

Mark Peterson, University of Wyoming

057.  Marketing and Technology II: Managing Innovation 




              Napoleon C2 (3rd Floor)
Chair:

Olivia F Lee, St. Cloud State University

Participants:

Brand and Technical Integration for Radical Innovation: Do Firms That Integrate Do Better Than Firms That Do Not?
 Raul Rivadeneyra, Formerly of The Judge Business School; Jaideep C Prabhu, Judge Business School; Rajesh Chandy, London Business School; Alina Sorescu, Texas A&M University; Chirag C Patel, Grenoble Ecole de Management

Managing Satisfying Seller-Buyer Interactions during New Product Development in Technology-Based, Industrial Markets  Jason Q Zhang, Loyola University Maryland; Gerard A Athaide, Loyola University Maryland

The Adoption of Technology Orientation In Healthcare Industry
Olivia F Lee, St. Cloud State University; Matthew L. Meuter, California State University, Chico; Wenzhi Wang, Nankai University Binhai College

The Role of Marketing Resources in Radical Innovation
Kyriakos Kyriakopoulos, ALBA Graduate Business School; Mathew Hughes, University of Nottingham; Paul Hughes, Loughborough University

058.  The Impact of Framing on Information Processing 




              Napoleon C3 (3rd Floor)
Participants:
COMMA N' CENTS IN PRICING: The Effects of Auditory Representation Encoding on Price Recall and Magnitude Perceptions  Keith S. Coulter, Clark University; Pilsik Choi, Clark University

The Influence of Assortment Size on Consumers' Information-processing Strategy: Rational and design of an empirical approach
 Svenja Schmidt, University of St. Gallen, Switzerland; Yale University, USA

Purely Incidental Numeric Priming on Product Judgments: The Effects of Using High versus Low Model Numbers
Yun Lee, University of Iowa

Discussant:

Adam Farmer, University of Kentucky
059.  Understanding Global Consumers 






              Napoleon B1 (3rd Floor)
Chair:

Niklas Myhr, Chapman University

Participants:

Conceptualizing Consumer Animosity. A Validation Study in Germany and Russia
Stefan Hoffmann, Technische Universität Dresden; Robert Mai, Technische Universität Dresden; Maria Smirnova, St. Petersburg State University, Graduate School of Management

Global Youth and their Relationships with Global and Local Brands in Emerging Markets
Yuliya Strizhakova, Rutgers University; Robin Coulter, University of Connecticut; Linda Price, University of Arizona

Why Consumers Buy Counterfeit Software: A Seven Country Study
Elfriede Penz, Vienna University of Economcs and Business; Barbara Stoettinger, Vienna University of Economcs and Business

Consumer Culture Plots in Television Advertising from Nigeria and South Africa
Adesegun Oyedele, Saint Cloud State University

060.  Visual Branding Tactics







              Napoleon B2 (3rd Floor)
Chair:

Xiang Fang, Oklahoma State University

Participants:

Exciting Red and Competent Blue: Linking Color to Brand Personality
Lauren I. Labrecque, University of Massachusetts, Amherst; George R. Milne, University of Massachusetts, Amherst

The Impact of Color Traits on Corporate Branding
Wei-Lun Allen Chang, Department of Business Administration, Tamkang University; Xie-Liang Lin, Department of Business Administration, Tamkang University

When Less is More: The Effects of Product Quantity on Consumer Behavior
Stacey Gossett Robinson, Florida State University

061.  Educating Marketing Leaders for the Future 





              Napoleon B3 (3rd Floor)
Chair:

Rachel Sherrard, University of Ulster

Participants:

The Next Generation of Business Leaders: Influences on Unethical Standards across Multiple Cultures
Victoria Crittenden, Boston College; Richard Hanna, Northeastern University; Robert A Peterson, The University of Texas at Austin; William F Crittenden, Northeastern University

Extraordinary Insights from Executives in Residence
Daniel M. Ladik, Suffolk University

How Does Online Word-of-Mouth Influence Students' Course Selections and Their Attitudes toward Professors?
Cong Li, University of Miami; Xiuli Wang, Peking University

062.  The Sustainability of Green Marketing Practices 





  Rhythms 3 (2nd Floor)
Chair:

Joe Cronin, Florida State University

Participants:

Exploring Sustainability as a Component of Environmental Advertising Claims
Shannon Cummins, University of Nebraska; Tim Reilly, University of Nebraska-Lincoln; Les Carlson, University of Nebraska; Stephen J. Grove, Clemson University; Michael J Dorsch, Clemson University

The Natural Step in Sustainable Strategy
Robert Dahlstrom, University of Kentucky

Searching for Competitive Advantage Through Sustainability: Using Sustainability in the Supply Chain for Differential Advantage in the Wine Industry
Daniel John Flint, University of Tennessee

Demographics and Environmental Concern: Implications for Public Policy and Public Health
Marla Royne Stafford, University of Memphis; Jennifer Dawn Martinez, University of Memphis
3:00pm – 3:30am

Refreshment Break in Exhibit Hall
 


            Napoleon D (3rd Floor)
3:30pm – 5:00pm

Conference Sessions
063.  Strategies and Solutions for the Tumultuous Job Market 



        Napoleon A 1&2 (3rd Floor)
The purpose of this session is to provide doctoral candidates with useful information to facilitate their job search, to better enable them to enter job market and also, more generally, to help students feel more comfortable with, rather than intimidated by, the process. Specifically, tying into the theme of the conference, this special session will focus on providing strategies for students to use when pursuing a faculty position that are particularly critical in the tumultuous economy.

Panelists:

Kelly Martin, Colorado State University

Elizabeth Moore, University of Notre Dame

Rajani Pillai, North Dakota State University

Aric Rindfleisch, Wisconsin School of Business

Chairs:

Todd Weaver, Georgia State University

Mitch Price, University of Mississippi
064.  Services Marketing Programs, Courses, Textbooks, and Tools 



              Napoleon A3 (3rd Floor)
The service marketing and management discipline has grown substantially in the past fifteen years as scholars have attempted to mirror the trend that has been present in advanced economies for decades.  To illustrate, over 80% of the U.S. labor force is employed in service industries, so an overwhelming majority of the jobs available to college graduates are in service industries.  Yet, it is not clear to what extent universities, particularly business schools, have designed and developed programs and courses to give students a competitive advantage in the job market.  That is, to what extent do business schools provide students with the knowledge, tools, and experience to help them understand the distinct needs and problems of service firms?  A primary goal of this session is to systematically investigate the extent to which business schools are providing courses and programs specially geared to service businesses.  We will also provide an overview of leading service textbooks available to those teaching service courses (i.e., services marketing, service operations, service management) as well as review computer simulations available for such courses.

Panelists:

David Reid, Bowling Green State University

Felicia Morgan, University of West Florida

Kevin Gwinner, Kansas State University

Chair:

Dwayne D. Gremler, Bowling Green State University

065.  Retailing Research: Journal of Retailing William R. Davidson Best Paper Award Presentations          Napoleon C1 (3rd Floor)
Chairs: Rajiv Dant (University of Oklahoma) and Jim Brown (West Virginia University) 

2010 William R. Davidson Journal of Retailing Best Paper Awards 

Co-Winners

· Grewal, Dhruv, Anne L. Roggeveen and Michael Tsiros, “The Effect of Compensation on Repurchase Intentions in Service Recovery.” 

· Kumar, V., Morris George and Joseph Pancras, “Cross-Buying in Retailing: Drivers and Consequences.” 

Honorable Mention Winner

· Gauri, Dinesh Kumar, Minakshi Trivedi and Dhruv Grewal, “Understanding the Determinants of Retail Strategy: An Empirical Analysis.” 

066.  New Approaches to Developing Smoking Cessation Messages 



              Napoleon C2 (3rd Floor)
Chair:

Aditi Grover, Plymouth State University

Participants:

Identifying At-Risk Youth Segments And Reactions To Anti-Tobacco Campaigns
Marlys Mason, Oklahoma State University; Josh Weiner, Oklahoma State University

The Varying Influence of Anti-Smoking Messages On Behavior and Risk Perceptions Of Avowed Smokers
Ingrid Maria Martin, CSULB; Michael Kamins, Stonybrook University; Aditi Grover, Plymouth State University

Opting In: Requests For Antismoking Information By College Student Smokers
William D Diamond, University of Massachusetts Amherst

Discussant:

Karen Becker, The College of New Jersey

067.  Reference Customer Management 






              Napoleon C3 (3rd Floor)
Chair:

J. Andrew Petersen, Kenan-Flagler Business School, University of North Carolina at Chapel Hill

Participants:

The Life Time Value of Referral Clients.
Nazrul I. Shaikh, The Wharton School, University of Pennsylvania; Kartik Hosanagar, The Wharton School, University of Pennsylvania; Christophe Van den Bulte, The Wharton School, University of Pennsylvania

Assessing Supplier Benefits of Self-Initiated Referrals
Mahima Hada, The Pennsylvania State University; Rajdeep Grewal, Smeal College of Business, The Pennsylvania State University; Gary L Lilien, The Pennsylvania State University

Quantifying the Value of Business References
V. Kumar, J. Mack Robinson College of Business, Georgia State University; J. Andrew Petersen, Kenan-Flagler Business School, University of North Carolina at Chapel Hill; Robert P. Leone, Neeley School of Business, Texas Christian University

068.  Examining Issues at the Intersection of Technology and Global Marketing: 
A Joint SIG Special Topic Discussion






              Napoleon B1 (3rd Floor)
Participants:
Using Virtual Worlds for Global Innovation, Training, and Conferences
Camille Schuster, University of California at San Marcos

The Cross-Border Transferability of Sustainability as a Strategic Position
Frank Franzak, Virginia Commonwealth University

Developing Products for a Global Supply Chain
David Berkowitz, University of Alabama in Huntsville

070.  Global Marketing Strategies 







              Napoleon B3 (3rd Floor)
Participants:

How Do Institutional Pillars Moderate the Effectiveness Of Firms' Customer-based Marketing Capability Across Countries?  

Fernando Angulo, Autonomous University of Barcelona; Daniel Bello, Georgia State University; Diego Prior, Autonomous University of Barcelona; Josep Rialp, Autonomous University of Barcelona

Implementation of Subsidiary Marketing Strategies: An Empirical Investigation of the Actors, Modalities, Drivers, Parameters and Performance Outcomes
Esra Genturck, Ozyegin University; Destan Kandemir, Bilkent

Perceived Barriers for Internationalization of Small Firms: Perceived Lack of Resources
Yu Henry Xie, College of Charleston; Taewon Suh, Texas State University - San Marcos

The Moderating Effect of Organizational Characteristics on the Standardization-Performance Relationship
Oliver Schilke, University of California, Los Angeles / RWTH Aachen University; Martin Reimann, University of Southern California; Jacquelyn Thomas, SMU - Cox School of Business
071.  Issues in Retail Channels








  Rhythms 3 (2nd Floor)
Chair:

Betsy Bugg Holloway, Brock School of Business, Samford University

Participants:

An Empirical Test of the Drivers of Consumer Trust in an E-Retailer and Its Outcomes Directed Toward Customer Retention  Cuiping Chen, University of Ontario Institute of Technology; Chuanyi Tang, The University of Arizona; Matthew O'Brien, Bradley University

Concentration of Marketing Channels and Brand-level Retailer Margins
Kenji Matsui, Kobe University

Effects of the Extant Environment on Influence Strategy Usage in the Franchise System Relationship
Kyle A. Huggins, James Madison University; Darin W. White, Samford University
SIG Receptions

5:15pm – 6:45pm

Lagniappe (2nd Floor)
Marketing and Society SIG, Sports and Special Events SIG, Diversity in Marketing, Marketing Communications

SIG and PhD Project Joint Member Reception

Napoleon A3 (3rd Floor)

Services Marketing SIG Member Reception

Napoleon B2 (3rd Floor)

Selling and Sales Management SIG Member Reception

Grand Chenier (5th Floor)

Marketing Strategy SIG Member Reception

Napoleon C1 (3rd Floor)

Consumer Behavior and Retailing SIG Joint Member Reception

Bayside C (4th Floor)

Teaching and Learning SIG Member Reception
MONDAY, FEBRUARY, 22

8:00am – 5:00pm

Conference Registration




                          Napoleon Foyer

8:00am – 8:30am


Coffee and Danish  



                        Napoleon Foyer (3rd Floor)
8:30am – 10:00am

Conference Sessions
072.  Exploring the Dimensions of Corporate Relationships and Social Responsibility 
                         Napoleon A1&2 (3rd Floor)
Chair:

Jacob Brower, University of Texas at Austin

Participants:

Calling or Blatant Commerce? Clients' Views on Efforts of a For-Profit Organization to Engage in a Societal Issue

Johan Van Rekom, Rotterdam School of Management, Erasmus University; Go Frank, Rotterdam School of Management, Erasmus University; Dayenne Calter, Rotterdam School of Management, Erasmus University

To Give and Get Back: Do Cause Portfolio Characteristics Influence the Return on Corporate Social Responsibility?
 A. Meike Eilert, University of South Carolina; Stefanie Rosen, University of South Carolina

The Odd Couple: Managing 'Ideological Distance' in the Corporate-Nonprofit Relationship

Kathryn Elizabeth Lefroy, Monash University; Dayna Simpson, Oregon State University; Yelena Tsarenko, Monash University

073.  Marketing and Technology III: Trust and Confidence Online 



              Napoleon A3 (3rd Floor)
Chair:

Klaus-Peter Wiedmann, Leibniz University of Hannover

Participants:

Consumer's Perceived Trust in IT-Ecosystems: Conceptualizing System-Centric and User-Centric Determinants of Trust in Digital Environments
Klaus-Peter Wiedmann, Leibniz University of Hannover; Dieter Varelmann, Leibniz University of Hannover; Marc-Oliver Reeh, Leibniz University of Hannover; Nadine Hennigs, Leibniz University of Hannover

Prospective Confidence in the Knowledge of the Web
Kishore Gopalakrishna Pillai, University of Leeds; Constantine Katsikeas, University of Leeds

Towards a Better Understanding of Trust in Web 2.0 Social Networks
Sonja Grabner-Kraeuter, Klagenfurt University

074.  WOM: Referrals and Recommendations




                              Napoleon C1 (3rd Floor)
Chair:

Tillmann Wagner, Texas Tech University

Participants:

Does Rewarding Referrals Affect Perceived Sender Credibility?
 Sabrina Verena Helm, The University of Arizona; Anne Willach, RWTH Aachen

Exploring the Effects of Referral Reward Programs on Satisfied and Dissatisfied Customers
 Ina Garnefeld, University of Paderborn; Eva Muenkhoff, University of Paderborn; Jens Hogreve, University of Paderborn; Andreas Eggert, University of Paderborn

075.  It's a Virtual World 








              Napoleon C2 (3rd Floor)
Chair:

Adina Barbulescu, University of Tennessee

Participants:

What is the ideal customization approach? The Moderating Effect of Cultural Meaning System Activation on Customization  Cong Li, University of Miami

Alternative Hedonism, Digital Virtual Consumption and Structures of the Imagination
Rebecca Jane Jenkins, Postgraduate Researcher; Mike Molesworth, Senior Lecturer in Marketing Communications, Bournemouth University; Sue Eccles, Associate Dean, Bournemouth University

The Comparison of Real versus Virtual Product Purchase: The Effects of Self-Congruency and Product Type
Chih-Ping Wang, National Chengchi University

The Effects of Participation in Online Brand Communities: Findings from XBOX Communities in Brazil
Stefânia Ordovás de Almeida, Universidade de São Paulo/USP - Pontifícia Universidade Católica do RS - PUCRS; Utpal Dholakia, Rice University; José Afonso Mazzon, Universidade de São Paulo - USP; Hugo Fridolino Muller, Universidade de Sãp Paulo - USP/ Universidade Federal do Rio Grande do Sul - UFRGS

076.  Miscellaneous Issues in Branding:  Sponsorships and Branding Capabilities 

              Napoleon C3 (3rd Floor)
Chair:

Jeremy Wolter, Florida State University
Participants:

Effective Brand Strategy Implementation: A Review of the Literature and Framework for Future Research
Alexander Haas, University of Bern; Adele J. Huber, University of Bern

Exploring the Brand Productivity Gap
Maik Hammerschmidt, University of Mannheim; Tomas Falk, University of Mannheim; Frank A. Germann, Penn State University; William Ross, Penn State University; Hans H. Bauer, University of Mannheim

Sponsorship Deal Characteristics, Fan Perceptions, and Sponsorship Fit: An Empirical Examination
David Moritz Woisetschläger, TU Dortmund University; Christof Backhaus, TU Dortmund University; Manuel Michaelis, TU Dortmund University

The Spillover of Brand Equity within a Corporate Sponsorship Portfolio
Joe Cobbs, Northern Kentucky University; Mark Groza, University of Massachusetts

077.  Power of Qualitative Data 







              Napoleon B1 (3rd Floor)
Chair:

Kevin E Voss, Oklahoma State University

Participants:

Exploring the Power of Qualitative Comparative Analysis: Replicating a Study on Accelerating New Product Development Andrea Ordanini, Bocconi University; Edwin Nijssen, Eindhoven Univerisity of Technology; Fred Langerak, Eindhoven University of Technology

Improving the Direct Estimation of Demand by Adjusting for Incorrect Price-Statements
David Blatter, University of Bern; Reto Hofstetter, University of Bern; Klaus Miller, University of Bern

Quantifying Qualitative Data: A Novel Approach to Measure Brand Associations
Kaleel Rahman Rahman, American University in Dubai; Charles S Areni, The University of Sydney

078.  Marketing Initiatives:  Product Design, Product Placement, and Co-Marketing Capabilities
              Napoleon B2 (3rd Floor)
Chair:

Robert Edward McDonald, Texas Tech University

Participants:

A Conceptual Framework of How Product Design Impacts Consumer Perceptions and Market Based Performance
Janell D. Townsend, Oakland University; Mitzi M. Montoya, North Carolina State University

An Alternative Look at Product Placement in the Movies: From Dawn to Dusk
Grigori Erenburg, Chapman University; Ekaterina V. Karniouchina, Chapman University; Can Uslay, Chapman University

Co-Marketing Capability and its Impact on Marketing Alliance Performance
Marcus Schoegel, Institute of Marketing; Dennis Herhausen, Institute of Marketing
10:00am – 10:30am

Refreshment Break 




         Napoleon Foyer (3rd Floor)
10:30am – 12:00noon

Conference Sessions
079.  Sales & Marketing Integration 






        Napoleon A 1&2 (3rd Floor)
Chair:

Pete Whalen, University of Denver

Participants:
Conceptualizing Trust in the Relationship Between Sales and Marketing and the Customer
Kenneth Le Meunier-FitzHugh, University of East Anglia; Jasmin Baumann, University of East Anglia; Leslie Caroline Le Meunier-FitzHugh, West Herts College

Assessing the Impact of Salespeople's Field-Based Competitive Intelligence on Product Competitiveness and Brand Preference  Joel Le Bon, ESSEC Business School - Singapore; Adam A Rapp, Clemson University

Version 2: A Salesperson's Cross-Functional Orientation: Antecedents and Effects on Cross-Selling Success
Oliver Malms, University of St.Gallen; Christian Schmitz, University of St.Gallen

080.  Advertising Effectiveness







              Napoleon A3 (3rd Floor)
Chair:

Tracy R Harmon, University of Dayton

Participants:

Combining Visual and Textual Rhetorical Figures in Advertising
Robert O. Fabrize, University of North Texas

Designing Advertisements for Consumers Older than 50 Years
Stefan Hoffmann, Technische Universität Dresden; Susanne C. Liebermann, Technische Universität Dresden; Uta Schwarz, Technische Universität Dresden

Examining the Effectiveness of Language Choice for Different Ad Appeals in Advertising to Bilingual Consumers
Fernando Rafael Jimenez, The University of Texas at El Paso; Xiang Fang, Oklahoma State University; Darrell Eugene Bartholomew, Oklahoma State University

Predicting the Effectiveness of Celebrity Endorsements Using Balance Theory
Subhadip Roy, ICFAI University; Bashar S Gammoh, University of Toledo; Anthony C Koh, University of Toledo

081.  Consumer Perceptions of Value 






             Napoleon C1 (3rd Floor)
Chair:

Dr. Delonia O Minor-Cooley, Texas Southern University

Participants:

Descriptions of a Radical Innovation Can Impact Consumers' Risk and Value Perceptions
Arjun Chaudhuri, Fairfield University
How Do Consumers Form Perceptions of Economic Value?: An Exploratory Study
Gerald Smith, Boston College; Sajeev Varki, Univ. of South Florida

Shifting Consumer Preference: The Effects of Cognitive Styles and Temporal Perspective
Yun Lee, University of Iowa

082.  Regulatory Issues and Consumption 






             Napoleon C2 (3rd Floor)
Chair:

Julie Anna Guidry, Louisiana State University

Participants:

On-the-Go Consumption: Because Consumers Want to and Not Because They Have To

Sabine Moeller, European Business School (EBS); Tobias Schaefers, European Business School (EBS), International University Schloss Reichartshausen, Germany

Regulatory Focus - Reward Fit as a Determinant of Loyalty Program Success
Meltem Tugut, Saint Louis University; Mark J. Arnold, Saint Louis University

The Role of Self Regulatory Focus on Compliance Behavior
Stephanie Dellande, University of New Orleans

083.  Global Product/Brand Management 






              Napoleon C3 (3rd Floor)
Chair:

Janell D. Townsend, Oakland University

Participants:

Antecedents of New Product Development: A comparison between Germany and China
Malte Brettel, RWTH Aachen; Dominik Austermann, RWTH Aachen; Andreas Engelen, RWTH Aachen

Distribution Channels for Consumer Products in India: Past, Present, and Future Directions
Debi Mishra, State University of New York at Binghamton

Product and Environmental Influences on Marketing-Mix Standardization: A Central Eastern European Perspective
Roxana Codita, Technische Universität München; Frank-Martin Belz, Technische Universität München

The Effects of Sponsorship on Brand Image: A Cross-National Analysis
Christian Lucas, TU Dortmund University; David Moritz Woisetschläger, TU Dortmund University; Alexander Eiting, TU Dortmund University
084.  Firm Capabilities for Relationship Management 




              Napoleon B1 (3rd Floor)
Chair:

Daniel John Flint, University of Tennessee

Participants:

Promoting Buyer-Seller Collaborations: The Role of Cooperative Capacity
Maggie Chuoyan Dong, City University of Hong Kong

Besides the critical resources invested, does a certain capability is needed to achieve superior inter-firm collaborative outcomes? 
Seeking Enhanced Understanding of Multinational Suppliers' Choice of Global Accounts - An Integrative Framework and Empirical Study
Tao (Tony) Gao, Northeastern University; Linda Hui Shi, University of Victoria

Despite the growing popularity of global account management (GAM) practices among multinational companies and the 
 The Contrasting Impact of Relational and Branding Capabilities on Marketing Control Rights within Technology Alliances
 D. Eric Boyd, James Madison University; Brian P. Brown, University of Massachusetts Amherst

085.  Current Issues in Marketing Strategy:  Options, Knowledge Grafting,
 Disagreement, and Strategic Behavior






              Napoleon B2 (3rd Floor)
Chair:

Judith Anne Garretson Folse, LSU

Participants:

Real Options: A Gold Mine, or Fool's Gold?
Abhijit Guha, Wayne State University, Detroit MI (Asst Prof); William Boulding, Duke University (Professor); Richard Staelin, Duke University (Professor)

Strategic Disagreement Paradox in Marketing Strategy Making

Kwaku  Atuahene-Gima, China Europe International Business School; Namwoon Kim, Hong Kong Polytechnic University; Deborah Andrus, University of Calgary

The Implications of Knowledge Grafting for Marketing Strategy
Sreedhar Madhavaram, Cleveland State University; Vishag Badrinarayanan, Texas State University-San Marcos; Robert Edward McDonald, Texas Tech University

What's in a name? An Analysis of the Strategic Behavior of Family Firms

Saim Kashmiri, University of Texas at Austin; Vijay Mahajan, University of Texas at Austin
Program Adjourns

