
American Marketing Association 
 
 
 

AAMMAA  SSuummmmeerr  
EEdduuccaattoorrss’’  CCoonnffeerreennccee  

22000077  
  

“Enhancing Knowledge Development in Marketing”  
  
  
  

AMA Educators Proceedings Volume 18 
 

 
 
 
 
 

August 3-6, 2007 
Washington, DC, USA 

 
 
 
 

 

Printed from e-media with permission by: 

Curran Associates, Inc. 
57 Morehouse Lane 

Red Hook, NY  12571 
www.proceedings.com

 
ISBN: 978-1-60423-849-5 

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

http://www.proceedings.com/


© Copyright 2007, American Marketing Association

Printed in the United States of America

Publications Director: Francesca V. Cooley
Editorial Project Coordinator: Christopher Leporini
Cover Design: Jeanne Nemcek
Typesetter: Marie Steinhoff
ISSN: 0888-1839

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.



xiii

TABLE OF CONTENTS

PREFACE AND ACKNOWLEDGMENTS iii

BEST PAPERS BY TRACK iv

LIST OF REVIEWERS v

TABLE OF CONTENTS xiii

SOCIAL RELATIONSHIPS IN DECISION MAKING AND PURCHASING
BEHAVIORS

The Intentions of Chinese Students Concerning Enrollment in an Offshore Education
Program in P.R. China

Jianyao Li, Dick Mizerski, Fang Liu 1

Making More Foreign or Domestic Friends: The Sales Impact of a Firm’s Alliance
Portfolio Cultural Diversity and Country Experience

Ning Li 3

The Phenomenon of Sachet Marketing: Lessons to Be Learned from the Philippines
Rodolfo P. Ang, Joseph A. Sy-Changco 5

IMPROVING CUSTOMER-EMPLOYEE INTERACTIONS IN SERVICE
CONTEXTS

The Impact of Improvisation Training on Service Employees: A Case Study
Stephen J. Grove, Michael J. Dorsch, Aidan Daly, Raymond P. Fisk 16

Communication Style and Service Employee-Customer (Dis)Similarity: The Impact
on Trust and Customer Satisfaction

Kaushik Mitra, Cynthia Webster, D.S. Sundaram 18

Standardizing the Human Component of Services: The Impact of Service Rules on
Customer-Perceived Service Quality and Trust

Thorsten Hennig-Thurau, Michael Paul 20

NEW DIRECTIONS IN SCALE DEVELOPMENT

Consumer Ethics Research: Are We Using the Right Measures?
Karin Staub 22

A Measure of Consumer Extra-Role Behavior: Scale Development and Validation
Jennifer Wiggins Johnson, Adam Rapp, Claudia Costiuc 23

Expertise, Self-Efficacy, and Coproduction
Michael Giebelhausen 25

Omitted Latent Biasing Factors: Analytical Foundations
Gary K. Hunter 27



xiv

SUPPLY CHAIN MANAGEMENT FOR BETTER PERFORMANCE

A Study of Supply Chain Orientation and Balanced Scorecard Performance
G. Tomas M. Hult, David J. Ketchen  Jr., Jeannette A. Mena 29

Developing Joint Action with Auto-Manufacturers and the Moderating Effect of
Networks

Danny Pimentel Claro, Priscila B.O. Claro 31

Interorganizational RFID Adoption Within Distribution Channels: A Resource-Based
View of Adoption

Jennifer Smith, Daniel Bello 41

CONSUMER RESPONSES TO PUBLIC SERVICE, CAUSE, AND SOCIAL
ANNOUNCEMENTS

Attitude, Comprehension, and Thinking as a Basis for Market Segmentation in Social
Marketing

Gianfranco Walsh, Louise M. Hassan, Edward Shiu, Gerard Hastings 43

Nonprofit Sponsored Print Advertising and the Effect of Differing Message Formats
Kevin J. Shanahan, Christopher D. Hopkins, Les Carlson 54

Different Corporate Associations on Consumer Responses in Cause-Related Marketing
Rong Chen, Li Ma, Ping Zhao 55

ONLINE CONSUMER BEHAVIOR

Predicting Flow in Online Shopping: A Comparison of Three Theories of Emotions
Songpol Kulviwat, Yong Zhang, Jinyan Fan 57

Mysimon Sez: Reducing Inaction Inertia via Online Shopping Agents
Demetra Andrews 58

Do Consumers' Information Processing Strategies for Word-of-Mouth Differ Across
Online Contexts? Comparing Attribution Theory and Mere-Accessibility

Donald C. Barnes 60

“Are You a Mobile Shopper?” Consumer Ubiquity: A Multidimensional Predictor of
Anywhere, Anytime Consumption

Syagnik (Sy) Banerjee, Ruby Roy Dholakia 62

CONSUMER RESPONSES TO ADVERTISING

Language Effects on Spokesperson’s Credibility Among Bilingual Consumers
Cecilia M. Alvarez 64

Exploring the Moderation and Mediation Processes of Consumer Response to Visual
Metaphor Advertising

Jun Rong Myers 66

Understanding the Behavioral Aspect of Internet Users to Customize Internet Banner Ad
Kelvin Lee, Laura Salciuviene, Kenneth E. Miller 68



xv

APPLICATIONS OF JUSTICE THEORY IN SERVICE CONTEXTS

Examining the Roles of Customer-Staff Proximity in Service Recovery Evaluations:
Emotion Coping and Expectations/Perceptions Moderating

Kimmy Wa Chan, Chi Kin (Bennett) Yim, David K. Tse 70

A Justice Interpretation of Service Decision Making
Clay M. Voorhees, Mehmet Berk Talay, Roger J. Calantone 72

A Theoretical Model of Customers’ Justice Perceptions in Service Recovery
Lin Guo, Sherry L. Lotz 74

VALUE CREATION IN BUSINESS-TO-BUSINESS RELATIONSHIPS

Broadening Value-Based Differentiation in Business Relationships
Thomas Ritter, Achim Walter 76

Value of Outsourcing Sales and Marketing Functions
Naveen Donthu, Atul Parvatiyar, Vijay Kasi, Wesley Johnston, Tom Gruen 78

Customer Share Marketing from the Customer’s Perspective
Andreas Eggert, Wolfgang Ulaga, Sabine Hollmann 80

CONSUMER CHARACTERISTICS AND PRODUCT ADOPTION

The Role of Emotions in Consumers’ Response to New Products
Arjun Chaudhuri, Khaled Aboulnasr 82

Does Consumer Innovativeness Accelerate Replacement Purchases of Durable Goods?
Paul Steffens, Maria Kaya, Soenke Albers 90

Does Time Orientation Influence Consumer Innovativeness?: Going Beyond Nostalgia
Altaf Merchant, Kiran Karande 92

TECHNOLOGY-BASED CONSIDERATIONS OF SERVICE MARKETING

Customer Satisfaction with the Performance of Multivendor, After-Sales Service
Alliances

Chad R. Allred, R. Bruce Money 94

Emotional Responses to Critical Incidents: Anger and Helplessness in Technology-Based
Service Encounters

Katja Gelbrich 96

E-Service Quality in the Context of Service Sites: Development of a Formative Scale
Estela Fernández-Sabiote, Sergio Román-Nicolás, José Luis Munuera-Alemán 98

ENVIRONMENTAL AND SITUATIONAL INFLUENCES ON CONSUMER
BEHAVIOR

The Impact of a National Trauma on Consumer Behavior
David Nickell, Naveen Donthu, Wes Johnston 100

Effects of Superstitious Beliefs on Innovativeness and Adoption of New Products:
Evidence from China

Monica D. Hernandez, Yong J. Wang, Michael S. Minor, Qian Liu 101



xvi

The Effects of Consumer Segments and Situational Factors on Consumer Use of Retail
Shopping Aids

Chiu-chi Angela Chang, Raymond R. Burke 102

NEW CONCEPTUAL DEVELOPMENT ON BUSINESS-TO-BUSINESS
RELATIONSHIPS

Thin Slice Judgment and Relationship Marketing: An Anchoring and Updating
Perspective

Vijaykumar Krishnan, Robert W. Palmatier 103

Conceptualizing the Notion of Jealousy in Marketing Relationships
Michael T. Krush, Ravipreet S. Sohi 105

Using Time as a Tool: The Effects of Duration on the Dynamics of Trust-Building
Processes in Interorganiational Relationships

Mehmet Berk Talay, Melike Billur Akdeniz, Brian R. Chabowski 107

CUSTOMER INVOLVEMENT IN PRODUCT DEVELOPMENT

Who, What, and When: The Role of the Customer in the Development of Radical
Innovations

Joshua Johnson, David M. Dilts 109

What Motivates Creative Consumers to Participate in Virtual New Product Development?
Johann Füller 111

The Community Dynamics of Lead Users: The Case of User Toolkits for Innovation
Yansong Hu, Damien McLoughlin 122

APPLYING KNOWLEDGE SYSTEMS AND EXPERIENCE CURVES IN
GLOBAL MANAGEMENT

An Introduction, Construction, and Validation to the Offsetscale: A Measure of
Offshore Service Ethnocentrism

Shawn T. Thelen, Vincent P. Magnini, Boonghee Yoo, Tanya K. Thelen 124

Enhancing New Product Outcomes Through Knowledge Transfer Within MNC
Networks

Ruby P. Lee, Qimei Chen, Daekwan Kim, Jean L. Johnson 126

Incumbent Firms’ Response Strategies to Foreign Entrants: Non-Price Marketing
Mix Variables

Yu Henry Xie 128

INTERFACING WITH MARKETING: WITHIN AND BETWEEN FIRM
EXPLORATIONS

The Interfaces Between Marketing and Other Functions: Perspective-Taking as the
Mediator of Integrating Mechanisms and Integration Outcomes

Son K. Lam 130

Integrating and Extending Our Understanding of the Marketing-Finance Interface and
Its Performance Implications

Dirk Weissbrich, Harley Krohmer, Klaus Miller 132



xvii

Interfirm Collaboration, Cross-Border Knowledge Transfer, and Firm Performance:
An Empirical Study

Sangphet Hanvanich, K. Sivakumar, Subroto Roy 135

DRIVERS AND BARRIERS TO CUSTOMER INVOLVEMENT IN E-BUSINESS
PROGRAMS

A Process-Based Analysis of E-Procurement Adoption
Amjad Abu ELSamen, Goutam Chakraborty, David Warren                                                                 137

Fix It or Leave It: Customers’ Expectation, Intention, and Reactions in Technology-Based
Self-Service Failure and Recovery

Zhen Zhu, Cheryl Nakata, K. Sivakumar, Dhruv Grewal 139

The Underlying Motivation(s) of Consumers’ Participation in Open Source Oriented
Marketing Projects: Results of an Exploratory Study

Klaus-Peter Wiedmann, Sascha Langner, Nadine Hennigs 141

NEW INSIGHTS INTO CONSUMER PRICE PERCEPTIONS: THE INFLUENCE
OF MOOD, MAGNITUDE, AND MATCHING

Incidental Mood and Consumer Evaluations of Price
Yuliya Komarova, Kelly Haws, William Bearden 144

The Impact of Physical Distance on Price Discount Perceptions
Keith S. Coulter, Patricia Norberg 146

How Does the Presence of a Guarantee Cue Impact Evaluations of a Retailer?:
It Depends on Cue Typicality and the Reputation Cue’s Valence

Anne L. Roggeveen, Dhruv Grewal 148

ACCOUNT MANAGEMENT AND RELATIONSHIP SELLING

The Sociocognitive Determinants of Account Manager Performance
Gabriel R. Gonzalez, Dimitri Kapelianis, Beth A. Walker, Michael D. Hutt 150

A Psychometric Assessment of Jaworski and Kohli’s Esprit De Corps Measure
for Use in a Team Selling Environment

Dawn R. Deeter-Schmelz, Rosemary P. Ramsey 152

The Impact of Brand-Specific Transactional and Transformational Leadership on
Front-Line Employees’ Brand-Building Behavior

Felicitas M. Morhart, Walter Herzog, Torsten Tomczak 161

THE ROLE OF SELF-CONCEPT, SELF-CONTROL, AND BEHAVIORAL
INTENTIONS IN CONSUMER BEHAVIOR

The Effect of Consumers’ Core Self-Evaluations on Customer Satisfaction and
Dissatisfaction

Stanford A. Westjohn, Mark J. Arnold 163

Purchases of Dietary Supplements as Health-Related Consumer Behavior
Milica Milosavljevic 171

Eat, Drink, and Be Merry: Consumers Self-Regulatory Strategies for Eating, Drinking,
and Eating After Drinking

Vanessa Gail Perry, J.D. Lee 173



xviii

IMPLEMENTING MARKETING: ORGANIZATIONAL CULTURE, MEMORY,
AND TECHNOLOGY USE

Implementation and Internalization of Market Orientation: Towards a Typology of
Market Orientation Forms

Ahmet H. Kirca 175

Decomposing the Effects of Organizational Memory on Marketing Implementation
Stern Neill 176

The Determinants and Outcomes of CRM Technology Use: The Mediating Role of
Marketing Capability

Woojung Chang, Jeong Eun Park, Seoil Chaiy 178

TOWARD A BETTER UNDERSTANDING OF CUSTOMER-RETAILER
RELATIONSHIPS: SERVICE QUALITY, SYMBOLISM, AND STRUCTURE

Linking Service Quality to Perceived Quality of Store Brands
Min-Hsin Huang 180

The Influence of Symbolic Retail Brand Attributes on Store Loyalty
Dirk Morschett, Hanna Schramm-Klein, Bernhard Swoboda 188

The Relationship Between Retail Environment and Consumers’ Product Brand Loyalty
in Vertical vs. Conventional Retail Channels

Hanna Schramm-Klein, Bernhard Swoboda, Dirk Morschett 190

BRAND EVALUATIONS: ISSUES OF GENDER, FIT, AND EXTENSIONS

Gender and New Brand Name Response
Richard R. Klink 192

Cause Marketing: Dimensions of Fit and Their Implications on Attitude to the
Sponsorship and the Brand

Srdan Zdravkovic, Peter Magnusson, Sarah Haas 193

Uncertainty Orientation and the Evaluation of Brand Extensions
Michael A. Merz, Dana L. Alden 195

MARKETING DISCLOSURES AND REGULATIONS

Advertising Disclosures Online: How Effective Are They?
Mary Anne Raymond, Christopher D. Hopkins, Anu Mitra 197

The Unlawful Internet Gambling Enforcement Act of 2006: Marketing and Regulatory
Implications

Heiko de B. Wijnholds, Michael W. Little 198

VIRTUAL ADAPTATIONS AND REAL PERCEPTIONS

Web Site Localization for Hispanic Online Consumers: An Exploratory Analysis
Nitish Singh, Daniel Toy, Lauren Wright 207

Cultural Adaptation on the Web: Review and Implications
Sudhir H. Kale, Sangita De, Nicholas Kreider 209



xix

Bend it Like Beckham: Can Celebrity Status “Bend” Consumers’ Image of a Country?
A Four Country Study of the Manchester United Football Club of England

Darin White, Keith Absher 217

CAPABILITIES, LEARNING, AND INNOVATION

Legitimacy and Alliance Formation for Start-Up Firms in High-Technology Industries
Yihui (Elina) Tang 219

Slow and Steady Wins the Race: Learning and the Innovation Process
Chirag Patel, Jaideep Prabhu, Rajesh Chandy 221

Form Follows Function: Reconceptualizing Incremental New Product Development
from a Design Perspective

Ian David Parkman, Peter S. Whalen 223

BELIEF UPDATING AND WORD-OF-MOUTH COMMUNICATION

A Belief Updating Perspective of Combining Sequential Information: “Seizing” and
“Freezing” for the Focal Hypothesis

Dipayan (Dip) Biswas, Anne Roggeveen, Dhruv Grewal                                                                          225

Negative Word-of-Mouth: Its Influence on Existing Customers
Young “Sally” Kim, Lan Xia, Gina Daddario 227

IMPROVING THE PLANNING, IMPLEMENTATION, AND ASSESSMENT OF
MARKETING EDUCATION

Curriculum Innovation: Toward Real-World-Based Learning
Richard H. Kolbe, Annie Peng Cui 229

Using Q-Methodology to Study Information Literacy Among Marketing Students
Gregory A. Rich, Linda A. Rich 231

A Note on Interventions Based on Departmental Assessments to Improve a Marketing
Program

Robert A. Ping 239

Online Visibility: A Novel Method to Rank Marketing Journals
Jamie Murphy, Geoff Soutar, Richard Lee, Esther Swilley 248

MARKETING STRATEGY AND FIRM PERFORMANCE: TACTICS,
PRACTICES, AND ORGANIZATION

The Impact of Strategic and Tactical Market Information
Amir Grinstein, Arieh Goldman, Nukhet Harmancioglu 250

Contemporary Marketing Practices and Technology Alignment: Influences on Firm
Performance

Adam Rapp, Kevin Trainor, Niels Schillewaert 253

Ambidextrous Organizations and Stakeholder Value Creation
Matti Tuominen, Henrikki Tikkanen, Kristian Möller, Arto Rajala, Sami Kajalo,
Mika Westerlund 255



xx

SALESPERSON ATTITUDES, BEHAVIORS, AND JOB OUTCOMES

One-to-One Versus One-to-Many Relationship Marketing
Mihai Niculescu, Robert W. Palmatier 257

Emotional Exhaustion Among Salespeople: The Potential Moderating Effect of Coping
Resources

Jeffrey E. Lewin, Jeffrey K. Sager 259

Individual Values and Work Context Factors: Direct and Moderating Effects on
Customer Orientation

Filipe Coelho, Carlos M.P. Sousa 261

The Influence of Service Contact Employees’ Perception of Customer Injustice on Their
Perceived Psychological Contract Violation

Lin Guo 263

THE EFFECTS OF STORE, PRODUCT, AND PRICE INFORMATION ON
CONSUMER DECISION MAKING

The Use of Store Portfolios by Supermarket Customers: An Empirical Study
George Baltas, Paris Argouslidis, Dionysis Skarmeas 264

Some Antecedents of Price Sensitivity
Ronald E. Goldsmith, Daekwan Kim, Leisa R. Flynn 266

Bad News First: The Role of Price Information in New Product Preannouncements
Christian Homburg, Nicole Koschate, Torsten Bornemann 268

HOW DO I INTERFACE WITH THEE? LET ME COUNT THE WAYS

Testing Online Strategies for Responding to a Commercial Rumor
Gwyneth Howell, Dick Mizerski, Katherine Mizerski 270

Why the Bad (Or Good) Attitude? Exploring Banner Advertising Attention and Brand
Attitude

Kendall Goodrich 278

SERVICE RELATIONSHIPS IN B2B AND B2C MARKETS

Relationship Marketing and International Performance an Empirical Analysis in the
Industrial Services Sector

Christina Sichtmann, Maren Klein, Ilka Griese 280

Shifting Priorities: The Consumer/Vendor Relationship in Japan
Kenneth Alan Grossberg, Agustin Ramirez Morales 282

Market Maturation as Revealed by Brand Performance Measures in China
Dag Bennett 284

NEW DIRECTIONS IN BRANDING AND RELATIONSHIPS WITH
BRANDS/OBJECTS

The Broad Embrace of Luxury: Luxury Brand Positioning and Brand Extension
Evaluations

Henrik Hagtvedt, Vanessa M. Patrick 287



xxi

The Diagnosticity of Brand Extension Information on Family Brand Entitativity
Joseph W. Chang 289

Emotional Attachment to Objects: Proposed Antecedents
Fernando R. Jiménez, Kevin E. Voss 290

Customers’ Relational Behavior in a Pseudo-Relationship Context
Richa Agrawal, Sanjaya S. Gaur 292

UNDERSTANDING THE UNOBSERVED IN CONSUMERS

A Logic Deduction Technique of Consumer Cognition Hierarchy
Wann-Yih Wu, Chen-Su Fu 301

Estimating a Latent Variable Cubic
Robert A. Ping 303

Modeling Customer Growth
Gewei Ye 313

The Role of Qualitative Studies Within a Marketing Management Research Program
John P. Workman Jr., Catharine Curran-Kelly 319

CONSUMER COGNITION AND INFORMATION PROCESSING IN AN
ELECTRONIC ENVIRONMENT

An Analysis of Consumers’ Cognitive Operations by Varying the Level of Information
Contained in a Web Site

Maria Sicilia, Salvador Ruiz 321

An Exploratory Study on the Catalog Shopping Medium: Does Perceived Risk Vary by
Print- and Online-Catalogs?

Joseph M. Jones 323

Electronic Word of Mouth: Effects of Online Recommendations on Search and
Consideration of a Recommended Product

Pranjal Gupta, Judy Harris 324

GOVERNANCE ISSUES IN MARKETING CHANNELS

Fitting Governance Strategies with Distributors’ Relationship Roles in an Emerging
Market

Maggie Chuoyan Dong, David K. Tse 326

Manufacturer’s Strategy and Trust in Marketing Channels
Zhan G. Li, Wen Gong, Rodney L. Stump 328

Formal Control, Trust, and Opportunism: A Role-Theoretic Perspective
Chen Zhou, Lan Xu 329

DRIVERS OF NEW PRODUCT/NEW VENTURE SUCCESS

Does Individualization Pay? Measuring Customer Benefit of Individualized,
Segment-Specific, and Mass Marketing Products in the Newspaper Market

Nikolaus Franke, Christoph J. Steger 331



xxii

Does Foreignness Matter in the Acceptance of New Entertainment Products?:
A Longitudinal Study

M. Billur Akdeniz, Roger J. Calantone, Janell D. Townsend 333

Customer Loyalty and Performance: The Importance of Supportive Customer Behavior
and Moderating Effects of Developmental Stage and Product Innovativeness

Malte Brettel, Daniela Goedecke, Florian Heinemann 335

UNDERSTANDING CUSTOMER LOYALTY IN SERVICE CONTEXTS

Word-of-Mouth as a Source of Customer Loyalty: An Experimental Investigation in the
Service Sector

Sabrina Helm, Andreas Eggert, Ina Garnefeld 337

The Moderating Influence of Hedonic Consumption in an Extended Theory of
Planned Behavior

Richard Lee, Jamie Murphy, Esther Swilley 339

Categorization of Loyalty Program Membership: A Latent Class Analysis Based on
Hotel Customer Involvement

John D. Hansen, George D. Deitz, Rob Evans, Jr. 341

BREAKING THROUGH THE CLUTTER: NEW IDEAS IN ADVERTISING
AND PROMOTIONS RESEARCH

Taboos in Advertising: Conceptualization, Scale Development, and Analysis of Its
Communication Effects

Ouidade Sabri-Zaaraoui 343

The Hedonic and Utilitarian Choices in a Premium Promotions Context
Mariola Palazón-Vidal, Elena Delgado-Ballester 345

Explaining the Joint Effect of Source Credibility and Negativity of Information in
Two-Sided Messages

Martin Eisend 347

NEGATIVE ASPECTS OF CONSUMER SOCIETY AND THE IMPLICATIONS
FOR PUBLIC POLICY

Cosmetic Surgery and Generation Y Consumers: The Role of Self-Discrepancy and
Social Support

Iryna Pentina, Troy A. Voelker, David A. Williamson 349

Brand Placements and Advertising Materials Found Across Top Circulating Australian
Young Children’s Magazines

Deepa Sharma Acharya, Richard Mizerski 351

Can Brands Do Harm? Antecedents to and Consequences of Adolescents’ Perceived
Brand Stress

Hans H. Bauer, Nicola E. Stokburger-Sauer, Carmen-Maria Albrecht 359

AUTHOR INDEX 361




