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SUMMARY

Recent developments have brought a shift in the
perspectives of customer relationship management. The
old wisdom “Customer is king” has been replaced by the
new paradigm “Customer is cash” (Johnson and Selnes
2005). Therefore, customer prioritization has been pin-
pointed as a crucial strategy for managing customer rela-
tionships (Homburg, Droll, and Totzek 2008). Customer
prioritization reflects the idea that marketing efforts are
specifically focused on important (i.e., high-tier) relation-
ships in order to enhance relationship utility for high-tier
customers (Zeithaml, Rust, and Lemon 2001). However,
it is unclear which facets constitute this utility, how these
facets (benefits) are interrelated and how these benefits
are linked to relationship profitability.

We argue that there are three fundamental benefits
for customers associated with prioritization. First, priori-
tized customers receive non-social utility which refers to
an evaluation of relationship performance by the cus-
tomer without consideration of social comparisons. Here,
the common mantra is that pleasing high-tier customers
by providing additional benefits like good payment con-
ditions or fast delivery (performance benefit) leads to
more satisfied and loyal high-tier customers and a higher
average relationship profitability (Homburg, Droll, and
Totzek 2008). Furthermore, we suggest that social utility
arising from comparisons with other customers plays an
important role. More specifically, providing additional
social benefits like feeling specially treated compared to
others (special treatment benefit) and perceiving a supe-
rior rank in the customer hierarchy (status benefit) is
presumed to lead to positive outcomes for the company
(Dreze and Nunes 2009; Lacey, Suh, and Morgan 2007).

Surprisingly, research on prioritization either ne-
glects social utility (e.g., Homburg, Droll, and Totzek
2008), focuses on only one specific social benefit (e.g.,
Barone and Roy 2010) or commingles preferential treat-
ment and status by considering an aggregated construct
(e.g., Lacey, Suh, and Morgan 2007). While both types of
social benefits can be intertwined, for many contexts this
is not the case. For example, it has been shown that the
length and frequency of sales person visits is strongly
driven by sympathy with and emotional attachment to a
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customer (Homburg and Jensen 2007). However, a “nice”
customer advocated by sales reps is not necessarily most
important from the firm’s point of view. Still, such a
customer receives special treatment benefits without view-
ing himself asan important or high-status customer. Thus,
both special treatment benefit and status benefit have to be
conceptualized as individual constructs in order to fully
understand the mechanisms through which prioritization
programs affect the financial performance of high-tier
relationships, i.e., to detect the sources of enhanced or
reduced profitability.

With respect to the consequences of prioritization
benefits, the introduction of prioritization programs re-
sides with the assumption that triggering special treatment
benefits and status benefits leads to favorable customer
behavior toward the company in terms of higher loyalty
and relatively stronger sales growth compared to cost
enhancements. Consequently, in addition to enhancing
performance benefits for high-tier customers making spe-
cial treatment and enhanced status salient to high-tier
customers through active communication has become an
integral part of most prioritization initiatives like loyalty
card programs. However, recent studies raise the question
whether destructive side-effects occur through providing
social utility (Barone and Roy 2010) and hence whether
prioritization might even be harmful in terms of ultimate,
financial outcomes. Thus, the intriguing question arises if
a company that prioritizes its customers should or should
not emphasize social utility such as special treatment
benefit and status benefit by communication activities.

In summary, we contribute to a better understanding
of the ramifications of prioritization programs by (1)
disentangling prioritization benefits (performance ben-
efit, special treatment benefit, and status benefit), (2)
assessing the differential impact of these benefits on
loyalty, sales and costs, and (3) examining the moderating
role of communication for the link between prioritization
benefits and loyalty, sales and costs.

We test our framework combining survey-based data
and financial data (customer account data on sales and
costs) for 481 interfirm exchanges. The results show that
the performance benefit has a positive effect on loyalty
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and that its influence on sales is stronger than the impact
on costs. Furthermore, also special treatment benefit en-
hances loyalty while its effects on sales are stronger than
on costs. At the same time, the special treatment benefit
triggers the status benefit. Interestingly, our findings
indicate that status benefit is associated with an increase
of loyalty, sales and costs. However, here the boost in
customer-specific marketing and sales costs outweighs
the increase in sales and loyalty. Finally, the results

indicate that communicating a prioritization program to
customers might undermine the financial performance of
prioritized relationships as it disproportionately leverages
the (unfavorable) impact of special treatment benefit and
status benefit on costs while it attenuates the (favorable)
impact on loyalty and sales. Hence, managers must be
aware that explicitly communicating exclusive
prioritization advantages and elevated status might back-
fire in terms of reduced profitability.

REFERENCES

Barone, Michael J. and Tirthankar Roy (2010), “Does
Exclusivity Always Pay Off? Exclusive Price Pro-
motions and Consumer Response,” Journal of Mar-
keting, 74 (3), 121-32.

Dreze, Xavier and Joseph C. Nunes (2009), “Feeling
Superior: The Impact of Loyalty Program Structure
on Consumers’ Perceptions of Status,” Journal of
Consumer Research, 35 (6), 890-905.

Homburg, Christian and Ove Jensen (2007), “The Thought
Worlds of Marketing and Sales: Which Differences
Make a Difference?” Journal of Marketing, 71 (3),
124-42.

, Mathias Droll, and Dirk Totzek (2008),

“Customer Prioritization: Does It Pay Off, and How
Should It Be Implemented?” Journal of Marketing,
72 (5), 110-30.

Johnson, Michael D. and Fred Selnes (2005), “Diversify-
ing Your Customer Portfolio,” MIT Sloan Manage-
ment Review, 46 (3), 11-14.

Lacey, Russell, Jaebeom Suh, and Robert M. Morgan
(2007), “Differential Effects of Preferential Treat-
ment Levels on Relational Outcomes,” Journal of
Service Research, 9 (3), 241-56.

Zeithaml, Valerie A., Roland T. Rust, and Katherine N.
Lemon (2001), “The Customer Pyramid: Creating
and Serving Profitable Customers,” California Man-
agement Review, 43 (4), 118-42.

For further information contact:
Hauke Wetzel
Department of Marketing |1
University of Mannheim
L51
68131 Mannheim
Germany
Phone: +49.621.181.1565
Fax: +49.621.181.1571
E-Mail: hauke.wetzel@bwl.uni-mannheim.de

204

American Marketing Association / Summer 2010



	PREFACE AND ACKNOWLEDGMENTS
	BEST PAPERS BY TRACK
	LIST OF REVIEWERS
	TABLE OF CONTENTS
	BRAND LOYALTY
	Business Intelligence Reporting for SME Retailers: Toward a Conceptual Framework
	Denominations of Accrual in Fee-Based Frequency Programs
	Leveraging Groups: The Driving Force of Prejudice on Customer Loyalty
	The Deal Knowledge of Supermarket Shoppers Before, During and After Store Visit

	PRICING
	An Empirical Test of the Role of Consumer Perceived Value of an E-Retailer in Both Pure-Play and Multi-Channel E-Retailing Contexts
	Do Shopping Events Promote Retail Brands? An Empirical Examination of Events in Retailing
	So Unfair! A Matter of Trust
	The Role of Comparison Cues and Display Formats in Absolute Versus Relative Assessment of Price Discounts

	ADVERTISING/BRAND CONNECTIONS
	Brand Your E-Mail: Embedding of Brand Elements Enhances Advertising Effectiveness
	Do Referral Reward Programs Enhance Customer Loyalty? Results of a Propensity Score Matching Study
	Get a Load of That! Make a Score with Your E-Mail Audience by Embedding a Video in Your E-Mail Body
	The Impact of Sound Logos on Consumer Brand Evaluation

	BRANDING AND SOCIETAL WELFARE
	Enhancing Nonprofit Viability Through a Brands as Signals Framework
	Enhancing Brand Attitudes and Increasing Societal Welfare: The Role of Cause-Related Marketing
	The Role of Brand Familiarity in Parent Brand Environmental Orientation Consumer Perceptions

	INNOVATION: FIRM AND CONSUMER PERCEPTIVES
	A Bridge or a Link? New Product Development Decisions, Innovation Performance, and the Role of Product Innovativeness
	Business Model Design and Relationship Marketing Efforts in Entrepreneurial Ventures
	The Effect of Parent Brand Experience, Variety Seeking, and Consumer Innovativeness on Line Extension Trial
	Incumbent Inertia: Recommendations for a Demand-Side Perspective

	CO-PRODUCTION AND CUSTOMER PARTICIPATION IN SERVICES MARKETING
	Customer Coproduction Behavior in Technology-Based Self-Service Delivery Process: The Influence of Store Knowledge
	Discretionary Collaborative Behavior: Consumers Help Themselves to Better Service
	Satisfaction in the Context of Customer Co-Production: A Behavioral Involvement Perspective
	Managing Customer Participation Through Customer Education: A Research Agenda

	BRANDING ISSUES
	An Empirical Comparison of the Stereotype Content Model and the Aaker Scale of Brand Personality in Purchasing Processes
	Novel Specifications: How Do Consumers Cope?
	The Impact of Consumer Nostalgias and Self Concept on Brand Evaluations
	This Wine Looks Good: The Effect of Wine Label Design

	RETAIL STRATEGY
	A Combined Experimental and Evolutionary Method for Optimal Store Type Diversification
	A Meta-Analysis of the Drivers of Franchise System Performance
	Managing Multi-Channel Competition in Online Retailing Systems
	The Optimal Complementary Good Strategy for Duopoly Firms

	PROMOTIONS TARGETING SPECIFIC MARKETS
	Can One Size Fit All? Lesbian Responses to Gay-Oriented Advertising from a Social Identity Perspective
	Product Trial Alters the Effect of Regulatory Focus and Product Type on Persuasion: The Case of an Emerging Market
	The Effect of Video Game Placements on Brand Attitude
	To Use or Not to Use? Age Based Sales Promotions and the Older Consumer

	CREATION OF SHAREHOLDER WEALTH THROUGH BRANDING
	Conceptualizing the Selection Paradox During Mergers and Acquisitions: Implications for Consumer-Based Brand Equity
	Shareholder Wealth Effect of Indian Brand Acquisitions
	What Is a Brand Worth in Exporting: Explorations on the OEM Versus OBM Strategies of Chinese Exporting Firms

	INTERNATIONALIZATION AND FOREIGN MARKET ENTRY STRATEGY
	Does it Matter When a Born Global Was Born?
	Preferred Strategy in Entry Mode Choice: An Institutional Perspective
	Success Factors of Internationalization Strategies in Business Research
	Does Online Advertising Crosses Cultural Barriers? A Cross-Cultural Analysis of Advertising Effectiveness

	MANAGING RELATIONSHIPS AND NETWORKS FOR FIRM PERFORMANCE
	The Impact of Board Members on Firm Performance and Management Effectiveness
	Hedging Customers’ Risks: A Portfolio Dynamics Perspective
	Interplay Between Internal Investment Specialization and Relationship Specialization in Value Creation and Value Appropriation
	Customer Relationship Management Processes: Understanding Firm Commitment to Customer Equity

	CUSTOMER SATISFACTION, LOYALTY, AND RETENTION
	The Effect of Standardization and Customization on Service Satisfaction
	A Resource Theory Approach for Understanding Customer Loyalty to a Business
	Time and Sequence Effects in the Relationship Between CRM and Performances (Customer Acquisition, Growth and Retention)
	Customer-Bank Relationship Liking: Chinese and Greek Perspectives

	CONSUMER RESEARCH ON THE WEB
	Factors Influencing the Use of Consumer-generated Product Reviews: an Information Search Perspective
	Looking for Information Versus Looking for Interactivity: A Comparative Analysis of Consumers’ Motives for Using Websites and Weblogs
	What If the Web Content and the Web Ad Are in Two Different Languages? A Code-Switching Effect Test

	EFFECTS OF AD APPEALS
	Color Effects on Implicit Memory in a Print Advertising Context: A Process Dissociation Procedure Approach
	Effects of Institutional Change Toward Modernization on Consumer’s Responses to Sex-Appeal Advertising
	Comparing Health Persuasion among Easterners and Westerners
	The Moderating Role of Consumer Affect on the Effectiveness of Nostalgia Advertising

	INSIDE BRAND PERSONALITY
	Using Brand Names to Create Brand Personality
	Why Is Apple Cool? An Examination of Brand Coolness and its Marketing Consequences
	Comparing Axiological and Personality Approaches to Brand Profiling: An Examination of Mercedes (Sweden)

	ISSUES IN GLOBAL MARKETING STRATEGY
	Concurrent Sourcing Strategy of Foreign Firms in China: Integrating Transaction Cost Economics and Institutional Theory
	Curvilinear Relationship Between Cultural Distance and Equity Participation: An Empirical Analysis of Cross-Border Acquisitions
	The Impact of Integration and Responsiveness on MNC Subsidiary’s Market Orientation
	Marketing, Products, and Agents: How Do Contemporary Firms Achieve Legitimacy in International Markets?

	PRODUCT AND PRICING STRATEGIES
	Leaving the Tier: Asymmetric Pricing Patterns in Online High Tech Shops
	Pricing Strategy: Disclosure of Factors Driving the Choice of Pricing Strategy for New Products or Services
	Product Recalls and Market Share: A Longitudinal Analysis
	An Event History Analysis of Product Modifications in the U.S. Automotive Industry

	INFORMATION SEARCH AND PRODUCT PREFERENCES
	Consumer Knowledge and External Pre-Purchase Information Search: A Meta-Analysis of the Evidence
	Do Oscar Award and Nomination Signal Movie Success? An Empirical Examination
	Evaluating Ratio Data and the Role of Consumer Processing Mode: Can Analytical Processing Bias Judgments?
	Stabilizing Customer Preferences for Really New Products Through Internal and External Learning: The Role of Different Information Combinations

	JUDGEMENT AND DECISION MAKING
	Eliciting Creativity: The Interactive Nature of External Primes, Cognitive Load and Performance Feedback
	Premiums and Opportunism in Pay-What-You-Want Pricing
	The Mediating Role of Choice Processing Strategy in the Moderating Effect of Self-Regulation on the Phenomenon of Attraction Effect
	Use of the Affect Heuristic in Evaluations of Product Innovations

	INNOVATION: LOOKING AHEAD
	Projective Customer Competence: Understanding Difficult-to-Articulate Customer Needs That Drive Innovation and Financial Performance
	Apples and Apples or Apples and Oranges? A Comparative Analysis of Success Drivers in New Product and New Service Development
	Mapping Configural Thinking Relating to New Product Development
	The Innovation Radar: An Innovation Typology

	CUSTOMER MANAGEMENT IN BUSINESS MARKETS
	Is Communicating Customer Prioritization a Double-Edged Sword? Exploring the Effects of Prioritization Benefits on Customer Loyalty and Profitability
	Service Failure and Customer Recovery: Differences Between B2B- and B2C-Industries
	What Buying Companies Expect from Suppliers in the Case of a Complaint
	Trust in Interfirm Relationships: Expanding Insights into Relational Capabilities and Customer Preferences

	MANAGING BRANDS: DESIGN, PARTNERSHIPS, AND EXTENSION
	Consumer Value of Product Design and its Measure
	Consumer Evaluation of Brand Stretch: The Effects of Brand Identification and Brand Alliance
	From Fiction to Fact: Exploring the Defictionalization of Brands in Media
	The Authenticity of Brand Extensions: A Complementary Construct to Fit

	BEHAVIORAL CONSIDERATIONS FOR MARKETING STRATEGY
	Developing Strategy for New, Innovative Products Using Consumer’s Mindfulness and Knowledge
	Institutional Pressures, Managerial Cognition and Organizational Behavior: In the Context of Multicultural Marketing
	The Impact of Unprofitable Customer Abandonment on Current Customers’ Emotions: Negative Other-Focused vs. Positive Ego-Focused
	Behavioral Post-Consumption Intentions from a Higher-Order Multidimensional Value Perspective

	CONSUMPTION, CORPORATE BRANDING, AND CULTURE
	A Conceptual Study of Cross-Cultural Comparison Between Developing and Developed Economies for Domestic Consumption: Cognitive, Affective, and Normative Processes
	Affective and Cognitive Assessment of Foreign Countries: Impact on Behavioral Intentions
	Do Consumers Perceive a Standardized Corporate Brand Consistently Across Countries?
	The Effects of Corporate-Brand Credibility, Perceived Corporate-Brand Origin, and Self-Image Congruence in Emerging Economies: Evidence from China’s Auto Industry

	INSIGHTS INTO SERVICE PROVIDERS AND SERVICE PRICING STRATEGY
	The Unattended Effects of Satisfying Professional Services Clients: The Influence of Client Satisfaction and Attitudinal Congruence on Employee Retention
	Service Quality and Enterprise Agility: Employee Perceptions of Retailer Flexibility
	Revisiting the Extrinsic-intrinsic Conundrum: Which Reward Helps to Improve Frontline Employee Performance?
	Pricing of Services: Offer Characteristics’ Impact on Success of Strategic Pricing Decisions of Innovative SMES

	CORPORATE SOCIAL RESPONSIBILITY AND CITIZENSHIP
	Beyond the Marketing Mix: Competing Through Corporate Social Initiatives
	General and Carbon Related Environmental Knowledge, Attitudes and Behavior: A Structural Equation Modeling Approach
	Resource Allocation for Corporate Social Responsibility in Business-to-Business Markets
	Excessive Buying: the Construct and Scale Development

	PERSUASION AND ADVERTISING
	Affect, Framing, and Warranty Choice: the Medietional Role of Perceived Purchase Risk
	Consumer World-Mindedness and Attitudes to Product Positioning in Advertising: An Examination of Global vs. Foreign vs. Local Positioning
	Cultural Perspectives on Resistance to Persuasion: Some Hofstedian Propositions
	Self-Construal, Shopping Motive and Ad-Message Framing

	INNOVATION: OPERATIONAL ADVANCES
	Creative Team Efficacy, Team Psychological Factors, and Product Concept Novelty
	Factors Influencing Firm Success with Open Innovation: An Investigation of Relational Proclivity and Supplier Relationships
	Radical Innovation and Performance: The Mediating Role of Manufacturer-Retailer Relationship Characteristics

	PEOPLE AND CELEBRITY BRANDS
	Celebrity Brands: The Moderating Role of Celebrity Worship on Attitudes and Intentions
	People as Virtual Products: Analyzing Human Exchanges on Craigslist and Gumtree.com
	Marketing Professionals’ Perceptions of Personally Branded Websites

	BEYOND MARKET ORIENTATION
	Exploring Organizational Ambidexterity in Market Information Processing and Research and Development
	From Organizations’ Strategic Orientations Through Innovativeness to Performances
	Managing the Periphery: An Emerging Capability of the Marketing Organization
	The Impact of Market Driving Strategies on Firm Performance

	CROSS-CULTURAL DETERMINANTS OF PURCHASE INTENTIONS
	Country Image and Product Image: Decomposing the Country-of-Origin Effect
	Do They Make or Sell Bad Products? The Influence of Thinking Style on Consumer Blame Attributions and Purchase Intention
	Looking Beyond Impulse Buying: A Cross-Cultural and Multi-Domain Investigation of Consumer Impulsiveness
	Do Foreign Brand Preferences Lead to Counterfeiting? Cross-Country Insights

	ETHICAL MARKETING PRACTICE
	Values and Ethical Perceptions Between Entrepreneurs and Managers
	An Ethical Assessment of Neuroscience in Marketing
	An Empirical Study of the Effectiveness of Charity Advertising Appeals in the Context of Volunteerism
	The Influence of Parental Style on Response to Advertising: An Experiment

	REGULATORY ISSUES
	Eager Vigilance in Consumer Response to Negative Information: The Role of Regulatory Focus and Information Ambiguity
	Goal Focus and Self-Attention’s Influence on Consumer Shopping Intentions
	What to Acquire and What to Forfeit: The Effect of Decision Task, Need for Touch, and Product Type on Consumers’ Choice Between Promotion and Prevention Appeals
	The Moderating Role of Goal Orientation on the Satisfaction – Willingness to Pay Relationship

	SERVICE FAILURE AND RECOVERY EXPECTATIONS
	An Exploratory Study of Failed Relationship Transitions in Nonprofit Service Patrons
	Service Provider’s Babyfaces and Customer Satisfaction in Service Failure Situations
	Understanding the Influence of National Culture on Service Recovery Expectations
	Consumer Forgiveness of Service Failure in Financial Services Industry

	UNDERSTANDING ATTACHMENTS TO BRANDS
	Will They Stay or Will They Go? The Role of Affective Commitment in Consumer Responses to Negative Brand Information
	The Relationship Between Brand Loyalty and Brand Love and Their Effects on Purchase Behavior and Word-of-Mouth
	Brand Community and Value Creation

	DOING THE RIGHT THING OR DOING THE THING RIGHT
	Doing the Right Things Right or Just Doing Things: The Importance of Firms’ Implementation Capabilities for Brand Strategy Performance
	How Individual-Level Social Capital Leads to Superior Organizational Capabilities
	Marketing Strategy for SCA and Persistence of a Firm’s Performance in the Pharmaceutical Industry
	Leveraging Resources to Enhance Retail Success: A Framework

	IDENTITY AND CONSUMER CULTURE
	Anglo-American Animosity Toward the Use of the Spanish Language: An Exploratory Study
	Effect of Personality Traits on Global and National Identification and Attitude Toward the Ad
	Exporters’ Foreignness-Induced Cognitive Disorientation
	Generational Analysis of Hispanics in the United States: The Acculturation to a Puffery-Laden World

	SUSTAINABILITY AND CONSUMER EMPOWERMENT
	Fostering Sustainable Consumption Through Consumer Empowerment
	Promoting Consumer Recycling Behavior: Personal Norm, Awareness of Consequences, and the Theory of Planned Behavior
	Rethinking the Concept of Consumer Empowerment
	When Having Is Not Enough: The Mediating Effect of Satisfaction

	THE SERVICE EXPERIENCE: ONLINE, OFFLINE, AND INTERNATIONAL CONTEXTS
	Exploring Factors Affecting Consumers’ Perception of eWOM “Usefulness”: A Study of Services Related Online Reviews
	The Customers’ Experience of Surfing a Website: An Empirical Comparison Between Goods and Services
	The Moderating Effects of Customer Predisposition Characteristics in Service Experience: Imaginary Orientation and Participation Desirability
	Identification and Classification of Quality Attributes in a Gymnasium’s Service Setting: A Study Conducted in the Indian Context

	UNDERSTANDING CONSUMER SEGMENTS
	Are Today’s Millennials about to Splinter into a New Generational Cohort? An Exploratory Analysis of College Upperclassmen
	To Change or to Stand: The Replacement Mechanism Between Conformity and Counter-Conformity Behaviors
	Using Qualitative Diary Research to Analyze Older Consumers’ Packaging Experiences
	Understanding Older Consumers Through Cognitive Age, Health Condition, and Financial Status: Empirical Evidence from Japan

	SPORTS SPONSHORSHIP
	Lovers, Haters and the Rest: Exploring Consumer Perceptions of Brands Sponsoring a Competitor in Sport
	A Global Markets’ Perspective of International Commercial Sponsorship
	Investigating the Effect of Sponsor Level, Length, Prominence and Relatedness on Recall and Residual Recall Rates over Time
	Does Better Event Quality Mean More Fans?: Moderating Effect of Perceived Commitment on the Link Between Event Quality and Sport Consumption Behavior

	NEGLECTED AND EMERGING TOPICS IN INTER-ORGANIZATIONAL MARKETING
	And Sustainability Does Pay off in Highly Competitive Markets
	Environmental Corporate Social Responsibility as a Core Competence of the Firm
	An Empirical Examination of the Dark Side of Relationship Marketing Within a Business to Business Context
	The Role of Market Orientation in Developing Relational Capabilities and Driving Performance Outcomes (Empirical Evidence from Russia)

	ADVANCES IN MEASUREMENT AND SAMPLING
	Characteristics of Single-item Measures in Likert Scale Format
	Computer Based Lie Detection Technique for Scale Validation
	Cost-Sensitive Learning via Priority Sampling to Improve the ROI of Direct Marketing
	Discriminant Validity Testing

	INNOVAION: BROADER, MORE RESPONSIBLE
	Social Yet Powerful: Social Competency and its Roles in New Product Development
	Social Capital and Management Learning in New Product Development and its Interaction with External Uncertainties
	The Takeoff of Environmental Technologies: an Evolutionary Analysis of Relevant Drivers
	Introducing Sustainable New Products: The Drivers of Willingness to Pay

	INSIGHTS TO SOCIAL MEDIA MARKETING
	The Impact of Advertising, Trustworthiness, and Valence on the Effectiveness of Blogs
	The Impact of Consumer Buzz and Search Traffic on Firm Value
	Determinants of Social Media Usage: An Empirical Investigation
	A Longitudinal Study of the Impact of Ranking Product Reviewers: Using Extrinsic Rewards to Motive Intrinsic Behavior

	SALES AND MARKETING WORKING TOGETHER
	Fostering Brand Evangelism in Reseller Salespeople
	Investigating the Marketing-sales Interface: Promising Areas for Future Research
	Dynamic Perspective of Customer Loyalty: The Leveraging Effects of Relationship Duration and Variability of Relationship Investment
	The Impact of Internet Marketing on Firms’ Online Performance: European Evidences

	NEW EMPIRICAL INSIGHTS AND THEORETICAL PERSPECTIVES ON CHANNEL RELATIONSHIPS
	SMEs Use of Relational Governance in Export Channels
	Manufacturer-Reseller E-Business Arrangements: The Impact of Inequity on Relationship Performance and Moderating Role of Dependence
	Shared Values in Interfirm Relationships
	Slotting Payments and Channel Strategy: an Analysis Based on Financial Restatements Pursuant to FASB EITF 01–9

	CUSTOMER-FOCUSED RESEARCH IN HEALTHCARE: IMPLICATIONS FOR MARKETING STRATEGY DEVELOPMENT
	Famous People Participation in Social Marketing Programs: A Research Focusing on Public Health
	Information Seeking Process for OTC Products: A Finite Mixture Approach Analyzing Consumer Heterogeneity
	Relationship Marketing in the Pharmaceutical Industry
	The Role of Support Mechanisms in the Process of Identity Transition of HIV-Positive People

	BRANDING VIA SPORTS
	Brand Personality and Athlete Identification: Predicting Team-Related Consumption Behavior
	Consumer Patriotism and Response to Patriotic Advertising: A Test for Group Differences on Structural Constraints
	Brand Equity in Higher Education: the Contribution of Intercollegiate Athletics
	Exploring the Relationship Between Team-as-Brand Personality and Geographic Personality: Consumer Perceptions of Sport Teams and Cities

	INNOVATIVE METHODOLOGICAL APPLICATIONS
	An Rx for the Health of Pharmaceutical Alliances: Mathematical Model and Empirica  lAnalysis to Maximize Financial Performance
	Online Environmental Citizenship: A Leximancer Analysis of Green Blogs
	Effects of Age, Dispositional Time Perceptions, and Time View Manipulations on Product Attribute Evaluation
	Toward an Understanding of Consumer Thoughts about Food Ads: A Latent Semantic Analysis

	INNOVATION: FOSTER, WIDER, BETTER
	Follow the Value! Tracking the Value of Design Through the NPD Process
	Effective Downstream Coupling of Innovations: High Performance Antecedents and Implications for Management
	New Product Development Decisions: Making Sense of the Smörgåsbord
	Should You Speed Innovative New Products to Market?

	DIGITAL MARKETING AND THE CUSTOMER EXPERIENCE
	Seeing Is Believing: Video Reviews as a Substitute for Haptic Information
	An Examination of Brand Presence Strategies in the 3D Virtual Environment
	Overcoming Privacy Concern and Enhancing Information Sharing with E-Vendors: The Role of Initial Trust and Incentives
	How Virtual Experience-Driven Community Identification Leads to Trust and Engagement: Evidence from Online Game Community

	MARKETING AND THE LAW: CONTROLLING BRAND IDENTITY FOR BOTH PRODUCTS AND CELEBRITIES
	Evaluating the Evidence Submitted to Prove Secondary Meaning in Trademark Law
	The Role of Consumer Surveys in Trademark Infringment Cases: Evidence from the Federal Courts
	Celebrity Endorsers: Legal Rights and Evolving Issue

	SALES AND HUMAN RESOURCES WORKING TOGETHER
	Person-Organization Fit and Boundary Spanning Behavior: The Role of Intrinsic Motivation and Emotional Exhaustion
	To Sell or Not to Sell: Exploring the Role of Neutralizations in Unethical Sales Behavior
	Expanding the Understanding of Facets of Job Satisfaction: Antecedents, Gender Differences, and the Inside/Outside Sales Role
	The State of Research Methods in the Journal of Personal Selling and Sales Management

	MARKETING EDUCATION AND TEACHING INNOVATION
	Attracting Students to Higher Education: The Role of the Field of Study’s Image
	Digital Marketing: The Time for a New “Academic Major” Has Arrived
	How Students Want to Be Treated in Student-Professor Encounters: An Intra-National Comparison Study
	Motivation, Inequities as Antecedents of Social Loafing in Marketing Research Projects

	INNOVATION IN SPORTS MARKETING
	Engaging Consumers Through Innovation: Measuring Event Innovativeness in Spectator Sports
	Making a Difference: Empowerment as an Outcome of Charity Sport Event Participation
	Application of the Regulatory Focus Theory to Fantasy Sport Consumption Behavior
	The Impact of Marketing on Sport-Related Success

	ADDENDUM
	Determinant of Loyalty Program Success

	AUTHOR INDEX



