American Marketing Association

AMA Winter
Educators’ Conference
2005

“Marketing Theory and Applications”

February 11-14, 2005
San Antonio, TX, USA

Editors
Kathleen Seiders
Glenn B. Voss

Volume 16

Printed from e-media with permission by:

Curran Associates, Inc.
57 Morehouse Lane
Red Hook, NY 12571
www.proceedings.com

ISBN: 978-1-60423-487-9

Some format issues inherent in the e-media version may also appear in this print version.



© Copyright 2005, American Marketing Association
Printed in the United States of America

Publications Director: Francesca Van Gorp Cooley
Project Coordinator: Charles Chandler

Cover Design: Jeanne Nemcek

Typesetter: Marie Steinhoff

ISSN: 1054-0806

ISBN: 978-1-60423-487-9

All rights reserved. No part of the material protected by this copyright
notice may be reproduced or utilized in any form or by any means,
including photocopying and recording, or by any information storage
or retrieval system without the written permission of the American
Marketing Association.



TABLE OF CONTENTS

PREFACE AND ACKNOWLEDGMENTS

LIST OF REVIEWERS

TABLE OF CONTENTS

COMPANY-CONSUMER AND CONSUMER-CONSUMER SOCIAL EFFECTS

The Impact of the Type, Frequency, and Quality of Customer Contact on Customer
Satisfaction
Marshall Rice

Mirror, Mirror, on the Wall, Am I What I Consume After All: A Framework for
Ethnicity Based Consumption, a Social Identity Perspective
Tracy R. Harmon

Cultural Influence on Word-of-Mouth Communication
Desmond Lam, Dick Mizerski, Alvin Lee

ORGANIZATIONAL IMPACT ON SERVICE DELIVERY

The Effects of Authenticity Rift on Firm Performance
Zannie Giraud Voss, Glenn B. Voss, Daniel M. Cable

Positioning in Service Firms: Model Development and Some Basic Normative
Guidelines
Charles Blankson, Stavros P. Kalafatis

Antecedents and Consequences of Role Clarity in Explaining Employee-Perceived
Service Quality in Call Centers
Avinandan Mukherjee, Neeru Malhotra

INSTRUCTIONAL INNOVATION IN MARKETING EDUCATION

The Status of Cross-Functional Education in Undergraduate Marketing Curricula
Within Management Education
Victoria L. Crittenden, Elizabeth J. Wilson, Cameron Duffy

On Different Teaching Pedagogies: What Happens to Your Course Evaluations?
Alma Mintu-Wimsatt, Kendra Ingram, Mary Anne Milward, Courtney Russ

An Assessment of a Consumer Behavior Multiple-Choice Question Taxonomy
John R. Dickinson

PRODUCT PLACEMENTS EFFECTS

A Comparison of Consumers’ Responses to Traditional Advertising and Product
Placement Strategies: Implications for Advertisers
Terry Daugherty, Harsha Gangadharbatla

New Brand Worlds: A Comparison of College Student Attitudes Toward Brand
Placements in Four Media
Yongjun Sung, Federico de Gregorio

11

13

15

18

20

22

24

26



Brands in Action: The Role of Brand Placements in Building Consumer-Brand
Identification
Andrew T. Stephen, Leonard V. Coote

PROCESS AND BEHAVIOR

The Marketing Cocompetition Process and Strategic Alliance Instability: A System
Dynamics Model
Anna Shaojie Cui, Roger J. Calantone

Focal Supplier Opportunism in Retailer Category Management
Neil A. Morgan, Anna Kaleka, Richard A. Gooner

AFFECT-RELATED CONSUMER RESEARCH

“No Greater Satisfaction Than to Vindicate Expectation” How Affective Expectations
Shape Consumption Experience
Andrew K.C. Wong

Customer Delight: An Attempt to Comprehend the Dimensions That Compose the
Construct and its Behavioral Consequences
Stefania Ordovas de Almeida, Walter Meucci Nique

Towards a Conceptual Framework of E-Confusion
Vincent-Wayne Mitchell, Gianfranco Walsh

UNDERSTANDING CUSTOMER-FIRM EXCHANGE PROCESSES

Differential Impacts of CRM on Consumer Responses: Toward an Integrative
Framework
Frederick Hong-Kit Yim

Exploring the Phenomenon of Buyer-Seller Mismatches in Business-to-Business
Relationships
Christopher P. Blocker

Consumer Trust Norms in Multi-Channel Firms: The Role of Trust in Technology
and Firm Commitment to Privacy Protection in Technology-Based Service Delivery
Devon Johnson

EXPLORATIONS OF CULTURE AND ETHNOCENTRISM DIMENSIONS

Validation and Application of a Bi-Dimensional Long-Term Orientation Scale
William O. Bearden, R. Bruce Money, Jennifer L. Nevins

Consumer Socialization of Third Culture Kids in a Cosmopolitan City
Alfred Y. Sit, Haksin Chan

Consumer Ethnocentrism in the German Market
Heiner Evanschitzky, Florian V. Wangenheim

NEW PRODUCT CONSUMER DECISION PROCESSES
Identifying Information Search Patterns in a Web-Based Environment: Development

of a Search Pattern Index
Morris K. George, Girish N. Punj

28

30

32

34

36

44

46

47

58

59

61

63

65



Perceived Risk and Consumer Innovativeness Hierarchy: An Empirical Study of
Resistance to High Technology Product Adoption
Tanawat Hirunyawipada, Mohammadali Zolfagharian

Perceived Entitativity as a Moderator of Family Brand Evaluations
Joseph W. Chang, Yung-Chien Lou

MARKET-BASED DRIVERS OF FIRM PERFORMANCE

The Performance Implications of Synergistic Knowledge Resource Effects in
Differing Environmental Conditions
David A. Griffith, Stephanie M. Noble, Qimei Chen

The Impact of Market Characteristics on Order-of-Brand Entry Strategy: An Empirical
Study
Danielle A. Chmielewski, Bryan A. Lukas, Robert E. Widing II

Organizational Culture Antecedents of Market-Driven Positional Advantage and
Organizational Performance Consequences
Artur Baldauf, David W. Cravens, Christian Bischof

DEFENSIVE AND PROACTIVE RESPONSES TO SERVICE FAILURE AND
COMPLAINTS

See No Evil, Hear No Evil, Speak No Evil: A Study of Defensive Organizational Behavior

Towards Customer Complaints
Christian Homburg, Andreas Fiirst

The Rest of the Iceberg: An Examination of Noncomplaining Service Customers
Clay M. Voorhees, Michael K. Brady, David M. Horowitz

From Empathy to Forgiveness: A Prosocial Perspective in Service Failure and Recovery
Research
Felix T. Tang

STRATEGIC CONCERNS IN GLOBAL MILIEUS

International Marketing Alliance Dynamics: Empirical Findings from the
Pharmaceutical Industry
Sengun Yeniyurt, Janell D. Townsend, Erin Cavusgil

A Cross-National Study of Consumer-Firm Exchange Relationships Within the
Context of Market Milieus
Patrick Lentz, Deepak Sirdeshmukh, Ed Nijssen, Hartmut H. Holzmiiller,
Jagdip Singh

CONVERGENT COMMUNICATIONS: MOVING BEYOND ADVERTISING

An Examination of IMC at the Tactical Level: Differences Across Time and Product

Type
Stephen J. Grove, Les Carlson, Michael J. Dorsch, Christopher D. Hopkins

Assessing the Effects of In-School Point of Purchase and Sampling on the Choice of
a Healthy Food Option
Dafina Rexha, Katherine Mizerski, Richard Mizerski

73

75

77

79

87

89

91

92

94

96

98

929



Testing Why Adults Purchase Fast Food Cartoon Character Toy Premiums
Claire Lambert, Richard Mizerski

COMPETITIVE INTERACTION AND STRATEGIC DECISIONS

Multimarket Contact and the Moderating Role of Dominant Local Players: A Conceptual

Overview
Sweta Chaturvedi Thota

The Nature of Co-Opetition: Literature Review and Propositions
Pilsik Choi

Technology Versus People: Two Schools of Thought on Pricing Capability Development

Lewis K.S. Lim, Rebecca J. Slotegraaf, Rockney G. Walters

GOVERNANCE

Dimensions and Outcomes of Relational Exchange in a Business-to-Business Context:

A Meta-Analysis
Mohammadali Zolfagharian, Rajasree K. Rajamma

Entry Mode and Level of Equity: A Simultaneous Examination of Foreign Direct
Investment Governance
Sudha Mani, Kersi D. Antia, Aric Rindfleisch

Towards an Understanding of the Governance of Complex Networks of Relationships:
Uncertainty, Governance System Choices, and Performance Outcomes
Andrew T. Stephen, Leonard V. Coote

INNOVATIVENESS AND LEARNING

Market Driving Relationship Marketing for Radical Innovations
Helder J. Sebastiao

An Investigation of Perceptual Factors Influencing Consumer’s Intention to Adopt
Radical Versus Incremental New Products
Audhesh K. Paswan, Lisa C. Troy

It’s All about Learning: What Firms Can Learn from Consumer Pioneers
Yun Ye

SPECIAL SESSION: CULTURE, COMPETITION, AND CONSUMERS’
REACTIONS TO BRANDS

Will Consumers Prefer Global or Local Brands? The Role of Identity Accessibility in
Consumer Preference for Global Versus Local Brands

Yinlong Zhang, Lawrence Feick, Vikas Mittal
CONSUMER JUDGMENTS AND MOTIVATIONS IN SERVICES

Why Do Conference Goers Return? A Model of Intentions to Attend and Recommend
Annie H. Liu, Mark P. Leach, Robert D. Winsor

Influence of Other Customers: A Scale Development
E. Deanne Brocato, Susan B. Kleiser

101

103

105

107

109

111

112

114

117

118

125

126

128



ENCOURAGING YOUNG PEOPLE TO BEHAVE BETTER

Beyond Just Being There: An Examination of the Impact of Attitudes, Materialism, and
Self-Esteem on the Quality of Helping Behavior in Youth Volunteers
Elten Briggs, Tim Landry, Charles Wood, Todd Arnold

A Cross-Cultural Examination of the Relationship Between Materialism and Individual
Values
William Kilbourne, Marko Griinhagen, Janice Foley

M.E.A.L. Time: How Nutritional Disclosure Affects Gender Evaluations of Fast Food
Menu Items
Kenneth W. Bates, Kyle A. Huggins

LEARNING FROM CUSTOMERS AND EDUCATING CUSTOMERS IN THE
NEW DOMINANT LOGIC OF MARKETING

Unlocking Value Through Customer Education
Thorsten Hennig-Thurau, Peter C. Honebein, Benoit Aubert

Organizational Learning and Dynamic Marketing Capabilities: Implications for
Organizational Performance
Linda M. Foley, Douglas W. Vorhies, Victoria D. Bush

INNOVATION ADOPTION

Adopting RFID Technology: Does the Manager’s Attitude Matter?
Gilbert N. Nyaga, Roger J. Calantone, Thomas J. Page

A Synergistic Model for New Product Success
Russell Adams

Income Elasticity of Household’s Demand for Communication and its Products: Global
Measurement and its Marketing Implications
Min Lu, Yanbin Tu

CONTEMPORARY PRICE-RELATED CONSUMER RESEARCH

Computational Estimation of Partioned Prices: Another Heuristic Moves into the
Marketing Neighborhood
William J. Jones, Devon S. DelVecchio, Terry L. Childers

The Effects of Magnitude Representation Encoding Interference and Order of Price
Exposure in Comparative Price Advertising
Keith S. Coulter, Robin A. Coulter

Influences on What Consumers Know and What They Think They Know Regarding
the Persuasive Aspects of Pricing-Related Selling Tactics

Jay P. Carlson, William O. Bearden, David M. Hardesty
MEASURE ADVERTISING SUCCESS

Creativity in Advertising: Purchase Intent and Brand Attitude Effects
Brian D. Till, Daniel W. Baack

130

132

134

136

138

140

147

148

154

155

157

159



Where’s the Affect? An Investigation of the Effect of Three Advertising Scales on
Attitude to the Ad
Arjun Chaudhuri

Marketing Communication and Company Brand Attitude
Marc Weinberger, Dale Taoping Tzeng, Paul Bottomley, Harlan Spotts

RELATIONSHIP STRATEGIES: INTRA-FIRM, INTER-FIRM, AND SOCIETAL

Organizational Antecedents to and Outcomes of Marketing Strategy Development Styles:
A Contingency Model
J. Chris White, Jeffrey S. Conant, Raj Echambadi

Coordinating Marketing and Sales: Exploration of a Neglected Interface
Christian Homburg, Ove Jensen

THE ROLES OF CROSS FUNCTIONAL TEAMS AND PRODUCT QUALITY
IN INNOVATION

The Effect of Interactional Justice on the Performance of Cross-Functional Product
Development Teams
Tianjiao Qiu, Deborah Rupp, William Qualls

Cross-Functional Integration and New Product Performance: A Meta-Analysis
Tanawat Hirunyawipada, Archna Vahie

The Contingent Effect of Product Quality on New Product Performance: A Conceptual
Model
Kwaku Atuahene-Gima, Gloria Barczak

CONSUMPTION OF SERVICES

Consumer Experience of Social Power During Service Consumption: An Exploratory
Study
Kalyani Menon, Harvir Bansal

What Drives Customer Success? Consumer Perceptions of Enabling and Restraining
Forces Associated with Performing Consumption Tasks
Pete C. Honebein

The Effect of Event Valence on Wait Management Strategies
Elizabeth G. Miller, Barbara E. Kahn, Mary Frances Luce

MARKETING RESEARCH: NEW PERSPECTIVES ON DATA ANALYSIS
Seemingly Unrelated Regression: An Alternative to Traditional Bridging in Conjoint
Analysis

Niels J. Blunch

Within-Informant Bias in Marketing Research
James R. Brown, Anjala S. Krishen, Pushkin Kachroo, Chekitan S. Dev

Building Formative Construct Measures: The Example of Corporate Reputation
Sabrina Helm

161

168

177

179

181

183

185

187

194

196

198

200

202



STRATEGIC ISSUES IN ELECTRONIC MARKETING

Effects of Online Store Attributes on Customer Satisfaction and Loyalty
Miao Zhao, Ruby Roy Dholakia

Organizational Factors Related to Effective Customer Information Systems Practices
Debra Zahay

PUBLIC POLICY MEETS CONSUMER RESEARCH

Marketing Considerations in Weight Control: Preliminary Findings
Angela Hausman

Product Involvement and Place Attachment: Insights from the Environmental
Psychology Literature
Merlyn A. Griffiths

Emergency Contraception: Expectations of Product Need and Use
Andrew M. Parker, Melanie A. Gold

CUSTOMER SATISFACTION AND LOYALTY DYNAMICS

Investigating Drivers of Customer Defection: A Relative Weight Approach
Thomas Hollmann, Cheryl Burke Jarvis

Investigating the Moderators of the Customer Satisfaction-Loyalty Link: Evidence
from Retailing
Heiner Evanschitzky, Gianfranco Walsh

The Interplay of Cognition and Affect in the Formation of Customer Satisfaction:
A Dynamic Perspective
Christian Homburg, Nicole Koschate, Wayne D. Hoyer

BUYER AND ORGANIZATIONAL DYNAMICS IN THE GLOBAL SETTING

Marketing Six Sigma: Zero Defects in Intercultural Service Quality
Martin C. Reimann, Ulrich F. Luenemann

The Impact of Experiential Knowledge and Creativity on Performance of International
Project
Taewon Suh, Hongxin Zhao, Seung H. Kim, Mark J. Arnold, Mueun Bae

COPING WITH A CHANGING TECHNOLOGICAL AND ETHICAL CLIMATE

Change and the Marketing Organization
Kelly D. Martin, Jean L. Johnson

Privacy Concerns and Customers’ Willingness to Provide Information: A Review with
Implications for Future Research
Mona Srivastava, Robert Harmon

Shifts in Workplace Ethics: Opportunities for Conflict?
Paul L. Sauer, Paul Chao

204

206

207

209

216

218

220

222

223

234

236

238

240



IMPROVING SALESPERSON PERFORMANCE THROUGH NEW SKILLS AND
TECHNOLOGY

Interaction Between the Salesperson and Customer: A Framework for Improving the
Sales Outcome
Elizabeth Hemphill, Chris Dubelaar, Steven Goodman, Gus Geursen

EXTRINSIC REWARDS AND CONSUMER CHOICE

Coupons: The Inside Scoop
Somjit Barat

What Next? Explaining Repurchase Decisions After Joining a Loyalty Program
Shirley Y. Cheng, Jessica Y. Kwong

Not All Deals Are Created Equal: Two Different Roles of Sales Promotion
Dongwoo Shin, James H. Leigh

ONLINE AUCTIONS, ADVERTISING, AND RESEARCH

The Effects of Reserve Prices on Bidding Behavior in Online Auctions
Marla Royne Stafford, Ashley Kilburn, Barbara B. Stern

Advertising Goes Mobile: Explaining Attitude Toward M-Advertising
Parissa Haghirian

FOSTERING SERVICE RELATIONSHIPS

Regulatory Focus and Relationship Marketing Success
Maria Saiksjéarvi, Johanna Gummerus

Predicting Usage Level and Upgrading Behavior of Service Customers: A Model for
Lifetime Value Estimation at Early Relationship Stages
Florian V. Wangenheim

INTERNATIONAL ADVERTISING AND BRAND POSITIONING ISSUES

The Impact of Perceived Language Status on Product and Service Quality Expectations
Melissa Maier Bishop

Effects of Positioning a Foreign Brand as a Domestic Brand in Countries with
Developed (U.S.) Versus Transitioning (Romania) Market Economies
Lada V. Kurpis, Simona Stan, Carmen Barb

ISSUES IN MANAGING THE BRAND

Can Self-Affirmation Reduce Prejudice Expression Toward Stereotyped Brands?
Huimin Xu

Self and Brand Image Congruence: Driving Consumer Value
Adam Marquardt

The Spillover Effects of Product-Harm Crises in a Brand Portfolio
Jing Lei, Niraj Dawar, Jos Lemmink

242

253

254

256

258

260

262

268

270

272

279

286

288



CREATING SUCCESS WITH SOFT ASSETS

Market Driven Intangibles and Sustainable Performance Advantages
Matti Tuominen, Sheelagh Matear, Sami Kajalo, Saara Hyvonen, Arto Rajala,
Kristian Méller, Gordon E. Greenley, Graham J. Hooley

Understanding Creative Campaign Implementation: An Investigation of its Antecedents
Atlanta L. Stoyle, Leonard V. Coote

RELATIONSHIP STRUCTURE

Value-Based Differentiation in Business Relationships: Gaining and Maintaining Key
Supplier Status
Wolfgang Ulaga, Andreas Eggert

Affect and Conation in Business-to-Business Relationships: An Empirical Analysis of
Loyalty Lifecycle Sequence
Chad Ruel Allred

The Effect of Total and Asymmetric Specific Asset Investment on Supplier-Buyer
Relationship: A Structural Model
Taewon Suh, Henry Yu Xie, Ik-Whan G. Kwon

AUTHOR INDEX

290

292

294

296

298





