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To Members and Friends:

It has been a great pleasure and honor to serve as President of the Society for Marketing Advances for
this past year. During the year, SMA continued to grow in important ways, as a dynamic and
influential contributor to substantive marketing thought, practice, and education. Our members come
from the four corners of the world, teach at many different types of universities, and represent
leadership and expertise in diverse areas of marketing. Yet, we continue to retain strong ties to our
fundamental roots of scholarly encouragement and good old “Southern hospitality.” Through the
outstanding leadership of Jim Boles, Program Chair and President-Elect, and the track and
competition chairs who have worked with him, a truly outstanding conference program has been
developed. The SMA Officers are justifiably proud to present the 2006 edition of our annual
Proceedings, and join with me in thanking William J. Kehoe and Linda K. Whitten for their
wonderful work in coordinating and editing this volume again this year.

The Society is committed to scholarly excellence, as demonstrated by this high quality and useful
publication. Additional indicators of the Society’s commitment to research include our partnerships
with the Journal of Marketing Theory and Practice, Journal of Business Research and Marketing
Education Review and the various ways we recognize scholarship, including the Elsevier
Distinguished Scholars Series, the McGraw-Hill/Irwin Steven J. Shaw Award, all of our Best Paper
Awards, and the annual Doctoral Dissertation Proposal Award.

Through its annual conference, the Society continues its long history of promoting and showcasing
teaching excellence. The Proceedings contain a number of papers that communicate teaching
philosophies, innovative classroom techniques, and research that add value to our members’ teaching
responsibilities and outcomes. Our partnerships with  Sherwin-Williams, Lamb-Hair-
McDaniel/South-Western and Pride-Ferrell/Houghton Mifflin help ensure that Society members are
recognized for their teaching contributions.

The heritage of our organization, our members, and our partners continue to be the driving force
behind the Society’s success. On behalf of the SMA Officers, | would like to extend our sincere
appreciation to all members and friends who made 2006 an exceptional year. We thank you and look
forward to your continued participation. For updates on future conferences and other opportunities to
be involved, please visit our new web site: http://www.marketingadvances.org.

Best Regards,

Brian T. Engelland
President - Society for Marketing Advances
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FOREWORD

Faculty colleagues and managerial practitioners from throughout the world attended the
2006 Society for Marketing Advances Conference at the Gaylord Opryland Resort and
Convention Center in Nashville, Tennessee. The conference theme was, “Marketing: The
Link between Organizations and Customers in the New Economy.” Throughout the
conference, scholarship flourished in interesting paper presentations, collegiality found
celebration, and good feelings abounded in and out of the sessions.

We thank the many contributors to these SMA Proceedings for their intellectually
stimulating papers as well as all who attended and participated in sessions. We thank
James S. Boles, Program Chair, and the 2006 Program Committee for their outstanding
work, attention to detail, commitment to deadlines, and most especially for their passion
in seeking cutting-edge and high quality research in competitive papers. We extend a
special thank you to Thomas L. Baker, SMA Vice President - Research & Publications,
for inviting us to edit the SMA Proceedings once again. We thank particularly SMA
President Brian T. Engelland, as well as all the SMA Officers, for their encouragement
and support. We especially thank Jennifer Hendrickson, Omnipress Project Manager, for
her professionalism and outstanding work and Tom Wagner of Omnipress for his support
this year and in previous years.

We thank and acknowledge the encouragement and support received from Dean Carl P.
Zeithaml, Senior Associate Dean Adelaide Wilcox King, and Area Coordinator John H.
Lindgren, Jr., all of the Mclintire School of Commerce, University of Virginia. We also
acknowledge and thank Dean Margery Meadows of Skyline College for her
encouragement and support.

We leave these Proceedings with a reflection about academic conferences from the novel,
Small World, in which the author David Lodge writes: “the modern conference ... allows
the participants to indulge themselves in all the pleasures and diversions of travel while
appearing to be austerely bent on self-improvement. To be sure, there are certain
penitential exercises to be performed — the presentation of a paper, perhaps, and certainly
listening to papers of others. You journey to new and interesting places, meet new and
interesting people, and form new and interesting relations with them; exchange gossip
and confidences; eat, drink and make merry in their company every evening; and yet, at

the end of it all, return home with an enhanced reputation for seriousness of mind.”
(David Lodge, Small World, New York: Warner Books, Inc., 1984.)

It has been good year for us as Editors of the 2006 SMA Proceedings.

Cheers!

William J. Kehoe Linda K. Whitten
University of Virginia Skyline College
Charlottesville, VA San Bruno, CA
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SMA Distinguished Teacher Comment
He Cared Enough To Hurt My Feelings

Daniel D. Butler, Auburn University

Introduction

Dr. Bill McCartney called me into his office. |1 was his
student assistant. He asked: “What is that ugly stuff on your lip?
I’ve noticed it for two weeks.” | don’t know about you, but I get
my feelings hurt when somebody points out my ugly features. |
thought | had a wart. 1 was using a medicinal cream for two
weeks to remove it. It wasn’t working. Bill had just seen a report
that explained that skin cancer looked like a wart and that most
people didn’t recognize it. My work assignment for Dr.
McCartney that Wednesday was to go to the university physician.
After examining me, | was sent to a dermatologist Thursday.
Friday morning at 7:30 AM the dermatologist called me at home
personally. | was told to be in his office in one hour. | had deadly
skin cancer that was growing rapidly. The cancer was removed
and my lip was rebuilt. Ten days later, while the dermatologist
was removing my stitches, he noted | was a fortunate young man.
At the quickest three months, at the slowest six months, the
cancer would have traveled to my lymph nodes. During that
epoch, once in my lymph nodes, | would have been dead in one
year. That was 26 years ago. | literally owe my life to a professor
who cared enough to hurt my feelings inquiring about an
unsightly “wart.”

Dr. McCartney cared enough to make sure | knew about
issues that affected me beyond the classroom. Although | walked
by ten other professors in that office everyday, not one mentioned
the “ugly stuff” on my lip. Either they didn’t notice or they didn’t
care. Dr. McCartney went the extra mile, taking the knowledge
he had and sharing it with others. He took a chance on making
me feel uncomfortable. However he made sure | had the facts.
He did the little bit extra that made a direct difference in my life.

In the classic movie, It’s A Wonderful Life, Clarence the
Angel gave George Bailey a tremendous gift. He showed George
what the world would have been like had George never been
born. With Clarence’s guidance, George was allowed to discover
for himself the gifts George had to offer the world. George saw
how even small gestures impacted the lives and welfare of others.

What does each of the above stories have to do with an
instructional philosophy? In each case, the impact of small
actions had life changing consequences. From this perspective, |
believe it is important to remember that every interaction we have
with people inside and outside the university provides us an
opportunity to make a positive difference in the lives of those we
touch. We all have our reasons why we chose this profession.

However, by choosing this profession, we have each been
given a gift, and responsibility, to help people at many levels to
find, and appreciate, their contribution to the global environment
in which we live. | share this philosophy in every class | teach.

An Acronym to Live By

M - Make a difference everyday by taking a chance on hurting
someone’s feelings in order to help those we come in contact
with.

A - Allow students to discover interrelationships between course
content, other courses, and their everyday lives. In marketing, it
is necessary to link the theoretical foundations to the practical
world we live in. Parents, students, colleagues, and employers
expect it.

R - Responsibility - to provide a positive atmosphere conducive
to learning and growing.

K - Knowledge - to provide the necessary course content to
enable students to be self sufficient in that content.

E - Ethics and Empathy — to provide a forum to discuss the
ethical practice of our craft. It is important to remember what it
is like not to know or understand what is being presented. Not all
students share the same talents and abilities. Empathy goes a long
way in helping students to learn on their own.

T - Toughness — hold to your standards of accountability and
deliverables. You will reinforce the importance of deadlines, the
importance of giving your word to others, and standing up for
what is right.

| - Inspiration — to provide avenues to be inspiring as well as
being inspired by your students and those you come in contact
with.

N - Negotiation — help people negotiate their way through life
inside and outside the classroom environment.

G - Give back through research, outreach to the business
community, and service to the profession Sharpen your saw by
learning from others and then share that knowledge in a way to
make the world a better place; one person at time. Overall, treat
people in the manner you would like to be treated.

Contact Author: Danny Butler, dbutler@business.auburn.edu



SMA Distinguished Teacher Comment
A Lifetime of Learning from Master Teachers

Stephen B. Castleberry, University of Minnesota Duluth

Introduction

Please allow me to share what | consider to be successful
teaching traits I’ve learned from master teachers over many years.
While space doesn’t permit me to include all master teachers from
whom | have learned, | will honor a few by listing their names in
parentheses, and wish to thank them here for being great role
models for many students and fellow teachers.

Be Real-World and Up-to-Date

(Dr. Morris Mayer and Dr. Rick Ridnour) We need to be as
real-world and up-to-date as possible. We should stay in constant
contact with former students, entry-level employees, managers,
executives,  entrepreneurs,  managers in  not-for-profit
organizations, and strategic thinkers, asking them what is cutting
edge, what we should be teaching our students, what is coming
down the road, how they are training and being trained, and so
forth. We also need to relate the many experiences, challenges,
successes, and frustrations we have personally faced in jobs we
have held, and bring in guest speakers (and take field trips) to do
the same. We need to relate the findings of our research and,
together with our students, seek new ideas to test. Sometimes it
takes new resources to provide up-to-date material so we need to
apply for grants, etc. to make sure our library and department have
the latest.

Be Involving, Passionate, and Fun

(Dr. Ramon DeShazo, Dr. Rajiv Vaidyanathan) Learning
should be fun and interesting. That doesn’t mean we have to be an
entertainer or comedian. Rather, it means we must project a
sincere passion for learning, and create an atmosphere that makes
learning fun and interesting.  Having students engage in
meaningful projects and experiential activities is certainly one way
to achieve this.  But it also means investing a great deal of
emotional energy and enthusiasm in every class session you teach,
even if you’ve taught that same material two dozen times before.
Find ways to get yourself charged up and your students will often
get charged up as well. A good way to get ideas is to walk the
halls and observe what’s taking place in others’ classrooms.
Listen to the comments students make as they exit those
classrooms. You’ll probably be surprised at what you can learn.

Make it Challenging

(Dr. Billy Balch and Scoutmaster Gillette) It is important to
challenge students to achieve their personal best. Students should
have to work hard to achieve high marks, and, in order to prepare
them for the world, they should be expected to take more personal
responsibility for their learning. Of course, our job is to always be
available, always help, always encourage them to do their best.
As professors, we should challenge ourselves also. For example,

choose to teach the courses that traditionally get lower teacher
evaluations (like marketing research) and occasionally choose the
unpopular teaching hours (8:00 am) for the personal challenge.

Engage in Continuous Improvement

(Dr. Fred Stephenson, Dr. Praveen Aggarwal) We should
believe in and teach life-long learning and continuous
improvement. We should try to instill those values in our
students, by word and by example. One way to do this is to video
tape yourself teaching at least one session in every course you
teach, critiquing your presentation skills (I admit that is painful,
and always do it behind closed doors!) to learn how to better
explain concepts and interact with students. Another way is to
conduct a 3" week teacher and course evaluation and then actually
make adjustments as necessary. We should conduct research on
the learning effectiveness of our exercises, projects, and in-class
activities, and use the results to guide how we design learning
opportunities for the next semester of students. We should read
teaching magazines and teaching articles, and attend skill
development workshops, incorporating those ideas that make
sense into our classes. | also strongly believe we can learn from
each other (I learn from my students, students learn from other
students) and should develop ways for this to occur more often.

Above All Things: Have Integrity

(Mr. Gerald Bailey, Dr. Linda Rochford) Great teachers are
honest. They say what has to be said. They don’t bow to pressures
from students and make changes which are not in the best long-
term interests of those students. They don’t incorporate new
teaching methods just because they are new, but only because they
will truly accomplish the learning objectives. They give students
what they have paid for and what they need (even if sometimes
students act like they don’t really want it!) and that is to start class
on time, stay the entire time allotted, and assign projects and
assignments that are truly helpful for the students. Great teachers
invest the time and energy to offer plenty of constructive
feedback, even though they know they could get the same salary
for simply handing back papers with just a grade at the top.
Grades assigned reflect the course standards set and aren’t biased
in any way.

We should honor teachers who have taught us so much. How
about taking fifteen minutes, writing them a thank you right now?

Contact Information: scastleb@d.umn.edu



