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Session 1: Special Session “Adapting Marketing Strategies to a Changing Business Environment”
Session Organizer: Raji Srinivasan, University of Texas at Austin

Understanding the Changing Role of Marketing in the Corporation
Shanker Ganesan, University of Arizona

Alan J. Malter, University of Arizona

Frederick E. Webster, Jr., Dartmouth College

Preemptive Marketing Strategy During a Recession
Raji Srinivasan, University of Texas at Austin

Do Resource-Based Theories Influence Industry Attractiveness?
Rebecca J. Slotegraaf, Indiana University

David R. King, Indiana University

Michael B. Heeley, Rice University

Heterogeneity in the Effect of Market Orientation on Firm Outcomes: Latent Class Analysis

Rajdeep Grewal, Pennsylvania State University

Murali Chandrashekaran, University of Cincinnati

Jean L. Johnson, Washington State University

Session 2: Competitive Papers “Marketing’s Role in the Organization”

Chair:

Thomas W. Porter, University of North Carolina – Wilmington

Toward a Conceptual Understanding of the Alleged Decline of Marketing’s Influence Within the Firm

Omar Merlo, University of Melbourne

Gregory J. Whitwell, University of Melbourne

Bryan A. Lukas, University of Melbourne

A Marketing Perspective on Mergers and Acquisitions
Christian Homburg, University of Mannheim

Matthias Bucerius, University of Mannheim

Comprehensive Composite Positioning Framework: Generalizations and Propositions
Charles Blankson, Long Island University

Stavros P. Kalafatis, Kingston University

Discussant:
George S. Low, Texas Christian University

Session 3: Special Session “Strategic Alliances and Marketing”

Session Organizer:
Vanitha Swaminathan, University of Pittsburgh

Examining the Performance Implications of Marketing Alliance Networks from a Network Theory Perspective

Vanitha Swaminathan, University of Pittsburgh

Christine Moorman, Duke University

Interfirm Cooperation and Customer Orientation
Aric Rindfleisch, University of Wisconsin – Madison

Christine Moorman, Duke University

Resources Attributes and Joint Venture Performance
R. Azimah Ainuddin, Universiti Kebangsaan Malaysia

Paul Beamish, University of Western Ontario

John Hulland, University of Pittsburgh

The Role of Strategic Alliances in Enhancing Corporate Reputation and Building Brand Equity

Vanitha Swaminathan, University of Pittsburgh

Session 4: Competitive Papers “Market-Based Capabilities and Assets”

Chair:

Rajdeep Grewal, Pennsylvania State University

Expanding the Organization’s Market Sensing Capability
Stern Neill, University of Washington – Tacoma

Problem Sensing and the Implementation of Marketing Tactics
Thomas W. Porter, University of North Carolina – Wilmington

Daniel C. Smith, Indiana University 

Alliance-Based Capabilities, Relational Assets, and Market Performance
Destan Kandemir, Michigan State University

S. Tamer Cavusgil, Michigan State University

Attila Yaprak, Wayne State University

Discussant:
Neil A. Morgan, University of North Carolina

Session 5: Special Session “Organizational Knowledge, Learning, and Marketing”

Session Organizers:
Kyriakos Kyriakopoulos, University of Maastricht




Aric Rindfleisch, University of Wisconsin – Madison

Knowledge Stocks and Information Flows in New Product Development
Kyriakos Kyriakopoulos, University of Maastricht

Ko de Ruyter, University of Maasricht

Does Distance Still Matter? The Role of Geographic Proximity on New Product Development

Shankar Ganesan, University of Arizona

Aric Rindfleisch, University of Wisconsin – Madison

Alan J. Malter, University of Arizona

Learning (or Failing to Learn) from Experience: The Dysfunctional Implications of Counterfactual Thinking in M arketing Managers’ Post-Project Reviews

Cheryl Burke Jarvis, Arizona State University

Discussion Leader:
Tomas Hult, Michigan State University

Session 6: Competitive Papers “Three Forms of Marketing Knowledge”

Chair:

Ajay Kohli, Emory University

Social Networks and Strategic Knowledge: A Study of the Strategic Activities of Frontline Employees

Karen E. Flaherty, Oklahoma State University

James M. Pappas, Oklahoma State University

Amy Sallee, Oklahoma State University

Customer Knowledge, Organizational Risk Propensity, and Customer Response Capability

Kelly Hewett, Winthrop University 

Satish Jayachandran, University of South Carolina

Peter Kaufman, University of South Carolina

Marketing Knowledge in Product Development, Supply Chain, and Customer Relationships: Conceptualization and Measurement

Sangphet Hanvanich, Lehigh University

Cornelia Droge, Michigan State University

Roger Calantone, Michigan State University

Discussant:
Jelena Spanjol, Texas A & M University

Session 7: Competitive Papers “Organizational Learning and Innovation”
Chair:

Douglas Bowman, Emory University

The Effects of Market Orientation and Organizational Learning on Innovation and Business Performance

Pierre Berthon, Bentley College

Robert E. Morgan, University of Wales Aberystwyth

Areti Krepapa, University of Bath

Investigating the Effects on Firm Performance of Product Portfolio Innovativeness and Organizational Learning through Experimentation

Glenn B. Voss, North Carolina State University

Mitzi M. Montoya-Weiss, North Carolina State University

Zannie Giraud Voss, Duke University

High Technology Markets: A Conceptual Framework and Research Propositions to Remain Innovative

Sreedhar Madhavaram, Texas Tech University

Discussant:
Erwin Danneels, WPI

Session 8: Special Session “Linking Marketing to Long Run Financial Performance”
Session Organizers:
Shuba Srinivasan, University of California – Riverside




Koen Pauwels, Dartmouth College

Session Participants:
Dominique Hanssens, UCLA





Jorge Silva-Risso, J.D. Power and Associates





Vincent Nijs, Northwestern University





Shijin Yoo, UCLA

Session 9: Competitive Papers “Brand Entry, Brand Management, and Line Extensions”

Chair:

Douglas W. Vorhies, Illinois State University

Brand Entry Strategy: A Conceptual Framework of Firm- and Market-specific Antecedents and Performance Outcomes

Danielle A. Chmielewski, University of Melbourne

Bryan A. Lukas, University of Melbourne

Robert E. Widing II, University of Melbourne

The Relationship Between Brand Capability and Brand Performance: The Moderating Role of Marketing Mix

Jelena Dodic, University of Melbourne

Bryan A. Lukas, University of Melbourne

Simon J. Bell, University of Melbourne

Towards an Integrated Framework for Determining the Success of Line Extensions
Sweta Chaturvedi, Louisiana State University

Discussant:
Daniel C. Smith, Indiana University

Session 10: Competitive Papers “Marketing Strategy, Culture, and Performance”

Chair:

John Hulland, University of Pittsburgh

The Impact of Market Strategy – Organizational Culture Fit on Customer Satisfaction and Financial Performance

Neil A. Morgan, University of North Carolina

Douglas W. Vorhies, Illinois State University

Larry Yarbrough, Diversified Retail Solutions

Assessing the Influence of National Culture on Market Orientation: Findings from an African Economy

Cristian Chelariu, York University

Kofi Dadzie, Georgia State University

The Relationship Between Marketing and Organizational Performance: Empirical Evidence from Asia-Pacific (Working Paper)

Photis M. Panayides, Hong Kong PolytechnicUniversity
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