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Executive Committee:

Marketing & Public Policy Dissertatio

University of New Mexico

ENCOURAGING RESEARCH IN MARKETING

Chair Elect

Marlys Mason . ) & SOCIETY TO YOUNG S CHOLARS

Oklahoma State University After much discussion among MAS
SIG members on how to integrate .

Immediate Past Chair ublic policy into Ph.D. education, The process that was developed for and channel members interpret

Ingrid Martin f he P : >c,i ea .o.f a o Ma the lalss?rtatlon Progosal wa]%ba%e? specific pricing strategies (in terms

California State University . - B volinteers who are weII known'in of faimess) and then respond to
Policyo Disserta tour Pefgi as contrlk?utln to polic their perceived faimess

\c/:ice-Chqir - test emerged. Along with this idea, research. These vqur?teerz thai/t are P .

ommunications : Lo .
" the creation of our Ph.D. and junior .

Judith Anne Garretson Folse faculty student Marketing & P{Jb"C also members of our SIG community o

Louisiana State University : g re asked to review one or two dis- The submissions are sent to three of
Policy workshop was also develope our colleagues who have served as

i 5 sertation proposals. The first two
BiECials = (Research in Risk Workshop). These prop
years, we received approximately

Elections (2006 -07) editors of major journals in the mar-

Paula Fitzgerald Bone ideas were founded on the recogni- twenty dissertation proposals. Based k€ting and society domain. Based on
West Virginia University tion tha.t.at most Ph.D. granting on our reviewersghe 9"3'%%05 the winging pro-y ,
Elections Elect universities students were disCour- ¢ - oo selected. Our first Dis-  POSalis chosen. Along with this
Jennifer Christie Siemens aged from undertaking public policy article, please see a wonderful ex-

sertation Proposal winner wasu
Wang (dissertation chairAradhna
Krishna) from the University of
Michigan. His dissertation was enti-

University of Dayton research at the beginning of their
_ academic careers. To overcome this
Executive Secretary (06 -07)  p(rier the Workshop and Disserta-

Jennifer Smith tion Proposal contest were pro
Georgia State University P P tled o0Two Essays on the Effect of
posed to AMA as two ways our SIG

; _— Fairness Concerning Marketing Prac-
Executive Secretary Elect could make a contributionto Ph.D .= 77" >rning 9
Karen France . tices". It investigated how consumers

West Virginia University education.

ample of the 2007 MAS SIG Disser-
tation Proposal winned Kathryn
Sharpe from Duke University.

é..Story Continu

Special Programming (06 -07)

Wichael wazie ...MOST RECENT WINNE R
Kathryn Sharpe from Duke Uni

ABSTRACT Thus the rise in obesity in the U.S. has been primar-
ily driven by the increase in caloric consumption.

Special Programming Elect
Jeremy Kees
Villanova University

Awards (06 -08)
Josh Weiner
Oklahoma State University

Policy makers, medical practitio-
ners, and firms have shown in-

creased concern with the steep  gconomist estimate the overweight and obesity

rise in obesity rates worldwide. (g|ated healthcare costs in the United States are
Though many factors influence ifegtimated to be well over $100 billion annually
someone is obese, weight gain i§pHHs 2001; Finkelstein, Fiebelkorn, and Wang
Directors (Ex_-Officio): gg?vigzlyednueerég :Qplg]nbda:elznce 2003). Nearly half of this expense is bore by gov-
Doctoral SIG, Maureen Bouras: ) = ernment through Medicaid and Medicare, while the
Queens University through physical activity and caloremainder is primarily absorbed by those paying
ries consumed. Despite the popular belief that exercise paaith insurance premiums (Finkelstein et al. 2003).
and activity levels have declined over the past several dec-

ades, at least in the United States, these levels have re-

mained relatively flat (CDC 2001; CDC 2006; Cutler, €. Story Continue

Glaeser, and Shapiro 2003; Kruger, Ham, and Kohl 2005)hough industry and government have made at-

Conference (06 -08)

William Diamond

University of Massachusetts, A
herst

JPP&M Editor, Ron Hill
Villanova University
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These comments were taken
* from various websites by the

oln addition, t hpastWdere$ iaviireg towrs,iamd &
Countryside Region is a place of  cozy inns, the Philadelphia area is
Assistant to the Editor. They incredible beauty, friendly charm  a land of endless possibilities for
were included as ideas to help  and rich history. The birthplaceof t r avel er s. 6
those interested in tourist attrac- our country, it's where we first
tions while attending the next  dared to dream of forming a self WWW.Visitpa.com/visitpa/
s=conference. 0 E v govemningynatian: FromRhie méet ~ regionsDetail.pa?regionid£3r a
delphia plays host to millions of ing rooms of Independence Hall to list of tours, museums, monu-
: business travelers, individuals, the surrounding countryside, early ments, and more.

couples, and families who come Philadelphians set our course for

Please visitittp://

LIBERTY BELL
of history and progress! Please

enjoy our site to find out why,
time after time, Philadelphia has
That

Loves You

For a detailed list of local attrac-
tions, historical attractions, and a
variety of nightlight options
(including dining recommenda-
tions), please visihttp://
www.phila.gov/visitors/

The American Marketing Asso-
ciation Summer Educators
Conference of 2007, identified
fourteen high impact sessions.
Two MASSIG members partici-
% pated in three of these ses-
sions, which were later fea-
tured in the Marketing Power
newsletter. This is an new
initiative by the Academic
Council to help disseminate
content from the conferences.
The sessions are selected by
conference chairs, in coopera-
tion with their track chairs.

to sample our city's unique blend freedom. The memory of their ,
struggles and sacrifices endures &

places like Brandywine Battlefield

and Valley Forge. Today's Philad¢#
earned its reputation as The Placephia honors this heritage while B
BamingktHe éutting edge of culturalf

leadership. From bustling down-
town avenues where people dine
at four-star restaurants, applaud
critically acclaimetheater per-

formances, and visit museums of &

art andhistory to the winding
roads of the countryside that roll

These chairs then
support a group of
doctoral students to
attend and write
summaries of the sessions. The
Academic Councihsked

four talented Ph. D. students to act
as academic journalists at high im-
pact sessions during Summer AMA
2007.

Two participants of the process
are MASSIG members, Linda
Ferrell and Gregory Gundlach.
We would like to congratulate
them on their accomplishments.
These are definitely achievements
that bring our field recognition.

BETSY ROSS HOUSE

Achievements & Contributions

1.1 Competitive Session

A Dialog of Marketing Ethics:
The Emerging Issue of Data

Mining and Integrating Ethics
into the Curriculum

Nancy J. Sirianni

MASSIG Participant:
Linda Ferrell, University of New
Mexico

To view theabstract or for more
information,please visithttp://
www.marketingpower.com/content/
S07_1.1%20Dialog%200f%
20Marketing%20Ethics.pdf

...Story Continued on Page 3
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Achievements & Contributions of Oul

2007 AMA Summer e CONTI NUED

Marketing Educators’ Conference

August 3 - 6 m Washington, D.C. _.

5.5 and 6.5 Competitive Double Ses-

2.1 Special Session
AMAGs New Definition 3% Marketing: | m-
plications for Scholarship in Marketing The Sqence of Forensic Research in
and the Role and Responsibility of Mar- Marketing

keting in Society Kate Loveland

lana Nelson MASSIG Patrticipant:

MASSIG Participant: Session Chair: Gregory T. Gundlach

Session Chair: Gregory T. Gundlach University of North Florida
University of North Florida

To view theabstract or for more information,
To view theabstract or for more information, please visithttp://www.marketingpower.com/

please visithttp://www.marketingpower.com/ 0 ; 0 0 i
content/S07 2.1%20New%20Definition%200f°§gg§2g:r2:] 5(;”5 %20Science%200f%20Forensicy
cUResearcn.p

20Marketing.pdf

\ /
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Pre Conference W :

MAY 27 - 29, 2007

A Public Policy Workshop will be held May 27 to 29 at the
Villanova School of Business. The workshop targets primar-
ily Ph.D. students and new faculty members interested in
pursuing research in the area of Marketing and Public Policy.
Initial co -sponsors include the Marketing & Society Special
Interest Group and the Villanova Center for Marketing and

Public Policy Research.

Organizers for the Public Policy Workshop are Ronald Paul views and work with attendees to guide the development

Hill, Senior Associate Dean for Intellectual Strategy and the of research. Scholars from the fields of behavioral decision

Richard J. and Barbara Naclerio Chair for the Villanova making, regulatory economics, consumer psychology,

School of Business, Charles R. Taylor, John A. Murphy Pro- marketing as well as several others will be in attendance.
fessor of Marketing and John C. Kozup, Assistant Professor

and Director for the Villanova Center for Marketing and More information will soon be available at: http:/

Public Policy Research. Doctoral students, post -doctoral www.villanova.edu/business/excellence/marketing/

scholars, and assistant professors from both domestic and . .
For further information about the workshop, please con-

international universities are welcome to participate. Re- . . . .
P P tact: MPPC Co -chair Ron Hill (ronald.hill@villanova.edu).

nowned scholars in the field marketing will present their
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0The AMS Out
Marketing Teacher
program was initiated

in 1999 to recognize

and reward excellence

in teaching and to pro-
vide a forum for out-
standing teachers to
share their classroom
success with col-

| eaguesod

Me mb er

Joel B. Cohen, Distinguished Ser-
vice Professor of Marketing and
Adjunct Professor of Anthropology
at the University of Florida , will
become Emeritus Professor as of
January 2008. He will continue in his
position as Director of the Center
for Consumer Research at the Uni-
versity of Florida for three additional
years.

Forthcoming publications include:

o0On t he
F e e | (with §dudrdo B. Andrade).
Journal of Consumer Research, October
2007.

0The Role of Affect in
ment and Deitsi on Maki
Michel Tuan Pham and Eduardo B.

Andrade to appear in Curtis P.

Haugtvedt, Paul Herr, and Frank

Kardes (eds.)

Consumeg

s e |

Handbook of Consumer Psycholodyes Carlson, Professor
Mahwah, NJ: Lawrence Erlbaum. of Marketing at Clem-

son University has been
offered and accepted the

0 A f -Based Evaluation and Reguyathan J. Gold Distin-

lation as Mediators of Behavior:
The Role of Affect in Risk Taking,
Helping and Eating Pat-

|t er (with Eduardo B.
Andrade) to appear in Roy Bau-
meister, Kathleen Vohs, and
George Loewenstein (edd)o
Emotions Help or Hurt Decisio®

Consumpt M%(ngRLbssfe” %%eé:%updpti\n

guished Professorship of
Marketing at the University
of Nebraska. He will begin
his new position in August
of 2008.

Call For Nominations...

OUTSTANDING MARKETIN

Academy of Marketing
Science 2008 Out-
standing Marketing
Teacher Awards

nize and reward excel-
lence in teaching and to
provide a forum for out-

Nominations DueNo-
vember 15, 2007
Complete Award Applica-
tion Materials from Nomi-
nees DueDecember 15,
2007

their classroom success
with colleagues. The
award program is spon-
sored by SouthVestern
Publishing/Lamblair-
McDaniel.

Program Overview
The Academy of Marketin
Science is dedicated to
enhancing the profession- .
alism of its members and . .

not received this award

the discipline of marketingWithin the last ten vears
as a whole. The AMS Out- y '
Members may self

standing Marketing . .
nominate or nominate

.'I'(_er.slcher.program was other AMS members to
initiated in 1999 to recog- . s
vie for this distinguished

Nomination Process

standing teachers to share all nominations no later

thanNovember 15,

tion for the nominee.

he program is open to all Nominees who wish to be
members of the Academy reviewed for consideration

G TEACHER AWARDS

award. To be considered, December 15, 2007:

the Chair of the Selection 1. A statement of teaching

Committee must receive philosophy (limited to one

page).
2007. The nomination 2. A condensed curriculum
should consist of an email Vita (limited to two pages).

to the Chair that includes 3. One or two current

complete contact informa- course syllabi.

4. Two letters of support
from academic colleagues
(please solicit these and
send them along with the
other submission items).

Submission Process

in good standing who have for an AMS Outstanding

Marketing Teacher Award
must submit the following
items electronically by
email attachment to the
Chair of the Selection
Committee no later than

Story Continued on Page 10
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SPECIAL
SESSION

GENERAL
CALL

Schol arshi pe

MAS SIG SPECIAL SESSION romarketingypically address the inter- format (see technical guidelines available
PROPOSALS FOR SUMMER play between marketing and society. at t he Journal s We
AMA For example, macromarketing topics agb.east.asu.edu/jmm. Questions concer!
MAS SIG is soliciting special session h.ave incIudgd marketing systems, So- ing the approprigteness of partigular pa-
proposals for the next Summer AMA qoegon.oml.c dgvelopment., ethlps, pers should be directed to Morris Hol-
distributive justice, marketing history, brook (mbh3@columbia.edu), Don Leh-

Educators' Conference (in San Diego). e - . )
globalization, market competition, mann (drl2@columbia.edu), or Cliff Shult:

environmental degradation/renewal/  (atcjs@asu.eduManuscripts must be
) ‘ . ' sustainability, marketing efficiencies in received no later than June 15, 2008 .
in 12 point font including references,  g)i5cating resources, and quality of life.Of necessity, this deadline will be strictly

tables and figuresin order for pro- This special issue will explore new  observed.
posals to get early feedback from the ' \\6thodss metric and interpretivé for

SIG board members (with the possibil- e study of macromarketing in order
ity of revision) proposals should be {5 expand the boundaries of the disci-

These proposals are shdrtno longer
than 5 pages in length, doutdpaced

THE JOURAL OF CONSUMER AF-

emailed to Bill Diamond for dis- pline, our understanding of macromar- FAIRS

tribution to the SIG board about keting issues, scholarly investigations, SPECI AL | SSUE ON: (
January 4th, about 10 days before  ang the societal impact of macromar- Health Literacy of Services, Medica-

the submission deadline. keting research. tions and Insurance

Special sessions can be build around pjost welcome are manuscripts that ~ Special Issue Editors:
panels of scholars from new or estab- reyea| entirely new methods and pa- Kathryn J. Aikin

lished areas related to public policy  pers that apply metrics or interpretive Food & Drug Administration
and marketing.We welcome sessions gpalyses novel to the scholarly exami-

based on groups of authors published pation of macromarketing phenomena. Paula Fitzgerald Bone

in recent special issues. . o i _ West Virginia University
Potential contributions might come in

If you are not sure about a specific idedne forms of:

for a special session, please email a O%Wetaanalysis
-paragraph description to Bill Diamond
(diamond@mktg.umass.edwho will _ o
distribute it to the MAS SIG board for ALiterary criticism

Karen Russo France
West Virginia University

Avideography

Health literacy has been described as

quick feedback to you. AcCutting-edge marketingesearch oT h_e de gree to w hi
methods not yet applied to macromar- capacity to obtain, process, and under-
keting stand basic health information and ser-
JOURNAL OF MACROMARKET- AMethods from the physical sciences, vices needed to make appropriate health
ING: FALL 2009 OR SPRING biological sciences, social sciences, ofq o ¢ i si ons. 6 An est i
2010 humanities applied in imaginative ways

. mers have low health liter in
to macromarketing research sumers have low health literacy, costing

Metric and Interpretive Explora- ) . the US economy over $100 billion annu-
tions of Macromarketing The editors encourage articles that ally.

address the traditional macromarket- _ _ o
Soecial | Editors. ing topics mentioned earlier or any Manuscripts ar_e being solicited for the
pecial [ssue Editors: other issues related to the broad Summer 2009 issue dhe Journal of Con-

Morris B. Holbrook themes and interests of macromarket- Sumer Affairdevoted to the effects of

William T. D_illard 'Profgssor of Market- ing. For more information on JMM and health literacy on consumers. The goal 0

ing, Columbia University macromarketing foci, prospective au- this special issue is to extend our theo-
thors are encouraged to visit the Jour- retical and practical knowledge of how

Donald R. Lehmann nal 6s website: ht CHSUNGSPRGN, Rogass, and ulilge e
George E. Warren Professor of Busi- jmm. health information. We seek contribu-
ness, Columbia University tions from multiple disciplines including

Please send completed manuscripts Incommunications, consumer education,

Clifford J. Shultz, 1l a Word attachment (labeled for the economics, finance, law, public policy,

Professor and Marley Foundation 0Special Issue on pg\)of%&org)) afid n%&eqing.lAﬂtF‘no?s mBy"

Chair, Arizona State University tive kE _X F_)_I 0 rbat o 3 S %l)bmitte%pirféaqétuhié)sror’congeBtHar n
Macromarketing: jmm.abg@asu.edu. work. Papers that are theoretically

Manuscripts should adhere to JIMM

Articles published in thdournal of Mac- ....Story Continued on Page 11
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Dissertation Proposal Contest

...HOW IT EMERGED & THE PROCESS winning

Thg Marketing & Society special deregulation, privacy, and the legal o proposal will
interest group of AMA and regulatory environments. conceptual underpinning (theory/
(MASSIG) was established to literature), methodology, projecte(
meet four objectives: time table, and expected contribu RlEt iR
research (1) to foster scholarly research The competition is sponsored by tion to the marketing and society
SIERERATIG on societal (i.e., law, macro, the AMA Marketing and Society =~ domain. The synopsis should not
ethics, public policy, etc.) issuesS!G, O.C. and.inda Ferrell ,and  be more .than f.ive pages (douple .

especially among doctoral stu- the Oklahoma State University spaced, including figures, not including
MASSIG is dents and faculty who have Department of Marketing Center  references). The anticipated date of

) for Social and Services Marketing, completion should be prior to Septem-

ber 2008.

receive a
0606To sti

these objectives,

recently earned doctorates; (2
to facilitate dissemination of

scholarly research flndlngs.; ®) The winning proposal will receive a

proposal _to prompte teachlng of societal rant of $2000.00. The AMA Mar- (3) The proposal should be submitted
|§sues mmarkgtmg coyrses; anaeting and Society SIG will select electronically to:

(4) to faciiitate interaction the grant recipient. The grant can 3551 \Wiener

aboqt socptal ISSUes among e ysed to cover expenditures )
academic, business and governmer&tirectIy associated with the disser- Department of Marketing

sectors.

sponsoring a

dissertation

competit

tation research. Oklahoma State University

wiener@okstate.edu
To stimulate research consistent

with these objectives, MASSIG is ) .
sponsoring a dissertation proposal (1) Proposals are due by January 1%) Grant winners should be notified

in by March 1, 2008

The process:

competition. We encourage sub-
mission of dissertation proposals (2) Each proposal should consist of(5) Grant winners will be recognized
addressing on how marketing prac-(1) A cover sheet that includes all and given the opportunity to present
tice shapes and is shaped by imporeontact information for the student their work at the 2008 Marketing and
tant societal factors including (but and t he st udent GRubliaRblcy Goofergnce( 2) a
not limited to) ecology, safety, synopsis of the proposal which Contributed by Josh Weiner

health, consumer vulnerability, includes a statement of purpose,

Teaching, Marketing, & Society Issues...

A note from Stanley J. Shapiro compile a master list of such material and TEACHING RESOURCES

I'd very much appreciate the help of all When I am finished, | would be happy to
MASSIG members in compiling a list of share that list with any and all interested
parties. Please send your multimedia sugge

DVDs. vid fil tcthat JWe invite you to check out the teaching
s, videos,films, etcthat are or

might be used in the teaching of Market- ioNS t0 sshapiro@sfu.ca and training resource section of the
ing and Society. My stdyeasof interest ~ With thanks for your attention to this mat- MASSIG website:
include, but are not limited ter,

www.marketingpower.com/

to, Consumer Protection, Competition
Policy, Marketing Ethics and Macromar-
keting. Resbf-world (including foreign
language) as well as U.S. focused suggesimon Fraser University
tions are welcomed.My intention is to

Stanley J. Shapiro content1124436.php  for helpful tools.

Prof-Emeritus

Vancouver, BC, Canada


mailto:sshapiro@sfu.ca
http://www.marketingpower.com/content1124436.php
http://www.marketingpower.com/content1124436.php
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Dissertation Proposal Contest

AMA agreed to provide our SIG  One of the challenges that we So finally, any help, in any form,
with funds because (at the time) now face is that the other to help improve and grow both
our proposals were one of the SIGs, realizing what a great of these initiatives would be
very few which focused on ad-  contribution this type of award welcome and appreciated.
vancing marketing scholarship.  can have on advancing scholar-
The AMA agreed to provide ship in our field, are beginning
$1000 for the contest. The ques- to imitate us. This means that
tion arose as to whether this was the competitive funds available
a just noticeable difference. Dur- through the AMA SIG funding
ing this discussio®.C. and for our efforts is at risk. One
Linda Ferrell volunteered to of MAS S| Gos m&QentlplgasrohiPlease
donate $500 annually; and the  initiatives is to find alternative  VOIUNteer to review! Each proposal
Center for Social and Services  sources of funding and support 'S limited t0 5 pages of text. The
Marketing at Oklahoma State for the Dissertation Proposal proposals will be sent out in-mid
University agreed to donate an  contest and the Doctoral January. To volunteer send an
addition $500 & manage the proc-Workshop.

ess.

The call for proposals for the
2008 Dissertation Proposal can
be found athttp://
www.marketingpower.com/

0This di

presents a new

approach to the ...MOST RECENT WINNE R
st C Kathryn Sharpe from Duke Univer

consumer decision

making and economic

tempts over the last two dec-  sumption. By specifically ob- vide evidence that this practice

modeling. ades to reverse the obesity serving the practices in the fastinduces people who choose the
trend with improved food industry, the two contex- bundled meal to purchase, on
health education and  tual factors of interest are average, larger quantities of side
nutritional information, portion sizes (Nielsen and items and drinks. On the other

caloric consumption of Popkin 2003) and bundling.  hand, for consumers who do

the population contin-  With the first factor, portfolio  not purchase a discounted bun-

ues to rise (Russo, of portion sizes, | demonstrate dled meal, the presence of a

Staelin, Nolan, Russell, how extremeness aversion ocombo meal 6 makes t
and Metcalf 1986; Bur- (Simonson 1989), the tendencymore price sensitive thus

ton, Creyer, Kees, and for individuals to avoid the choosing smaller quantities of

Huggins 2006). smallest and largest sizes, has food. Using Hierarchical Bayes,
gradually led consumers to this dissertation estimates the
choosing larger and larger magnitude of these effects con-

This dissertation pre-  ,4igns. We know from his-  trolling for any price effect on
Sents a new approach  y,jealy research as well as a  profits, choice and consump-

to the problem based consumption study included in tion. Then with these estimates,
upon consumer decision mak- i gissertation, that choices ~ different policies are evaluated
ing and economic modeling. o jarger portions lead to to determine which leads to
The objecti\{e is to contro.l for greater end consumption. In  decreased consumption with
the economic factor of price o425 to bundling, the com- little if any negative financial

and test contextual factors in - o practice of offering an  impact on firms and consumers.

the consumer ds f£CdySifed, And QR | -
ronment, specifically hypothe- ¢ ¢ 6 n r eferred to as a ocombo

sized to drive greater con- meal 6 or ovalue meal, o6 | pro-
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