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1. THE REDUNDANCY OF COMPARISON PRICES: WHEN DO THEY 
INFLUENCE EVALUATIONS?  

o Rajesh Chandrashekaran, Fairleigh Dickinson University  
2. APPEALING TO A PERSON'S MOST IMPORTANT VALUE IN ORGAN 

DONATION ADVERTISEMENTS - DOES IT MAKE A DIFFERENCE?  
o Patricia McIntyre, University of Texas at Brownsville  

3. YOUR LOSS MY GAIN: MARKETING WEIGHT LOSS  
o Mark Schaub, Texas A&M University - Texarkana  
o Patricia Humphrey, Texas A&M University - Texarkana.  

4. ADVERTISING TO CHILDREN AND THE ADVERTISER'S QUANDARY: 
RATINGS OR IMPACT?  

o Kevin J. Shanahan, New Mexico State University  
o Charles M. Hermans, New Mexico State University  

5. COMSUMER BUYING BEHAVIOR AND PRODUCT CATEGORIES IN THE 
ARTS AND CRAFT INDUSTRY  

o Elizabeth C. Alexander, Marshall University  
6. RECREATIONAL SHOPPING BEHAVIOR IN DISCOUNT AND HIGH-END 

MALLS  
o Judy Harris, Florida International University  
o J. A. F. Nicholls, Florida International University  
o Carl J. Kranedonk, Florida International University  

7. A VOLUNTARY SIMPLICITY AND TRANSCENDENTALISM: A 
COMPARISON OF TWO RESTRAINED CONSUMPTION MOVEMENTS  

o Timothy C. Johnston, University of Tennessee at Martin  
8. TO SMOKE OR NOT SMOKE: CONSUMER PERCEPTIONS OF THE 

FACTORS AFFECTING UPTAKE AND CESSATION  
o Brian Kidwell, Southwest Texas State University  
o Karen H. Smith, Southwest Texas State University  

9. FATUGUE, SHOPPING AND PROMOTION  
o William C. LaFief, Frostburg State University  

10. MATERIALISM: REPLICATIONS AND REFLECTIONS  
o Peggy 0. Shields, University of Southern Indiana  

11. CHANGING ONLINE BUSINESS AND E-COMMERCE MODELS: A 
REVIEW AND EXTENSION  

o Syed Tariq Anwar, West Texas A&M University  
12. INTERNATIONAL TRADE AND THE INTERNET  

o Elizabeth J. Bailey, Troy State University  
o Ernest A. Capozzoli, Troy State University  
  



13. WEB ADVERTISING: A LOOK AT TYPES AND COSTS  
o Ron G. Cheek, University of Louisiana, Lafayette  
o Michelle B. Kunz, Morehead State University  
o Peggy Osborne, Morehead State University  

14. THE INCLUSION OF WEB SITE ADDRESSES IN ADVERTISING: A 
COMPARISON OF BUSINESS AND CONSUMER MAGAZINES  

o Gordon G. Mosley, Troy State University  
15. SEARCH ENGINES IN THE E-PROMOTIONS MIX: A PRELIMINARY 

EMPIRICAL INVESTIGATION  
o Craig S. Conrad, Western Illinois University  
o Timothy Johnston, The University of Tennessee at Martin  

16. BANNER ADS TAKE THE LOIN'S SHARE  
o Peggy Osborne, Morehead State University  
o Michelle B. Kunz, Morehead State University  
o Ron G. Cheek, University of Louisiana, Lafayette  

17. E-COMMERCE AND THE HOTEL/RESORT INDUSTRY  
o Richard H. Whittier, Troy State University, Japan  
o Ernest A. Capozoili, Troy Stte University, Troy  

18. DATA MINING: A CONCEPT OF CUSTOMER RELATIONSHIP 
MARKETING  

o George W. Wynn, James Madison University  
o John C. Crawford, University of North Texas  

19. MARKET COMPETITIVENESS AMOUNG MAJOR INDUSTRIALIZED 
COUNTRIES IN SAUDI ARABIA: THE COUNTRY-OR-ORIGIN EFFECT ON 
FOREIGN PRODUCT EVALUATION  

o Shahid N. Bhuian, Louisiana Tech University  
20. THE KEY ETHICAL DILEMMAS IN MARKETING INSURANCE: A 

COMPARISON OF THE TWO MAIN SEGMENTS OF THE INSURANCE 
INDUSTRY  

o Robert W. Cooper, Drake University  
o Garry L. Frank, Drake University  

21. CUTTING REMARKS: ON ETHICS, CONSUMER BEHAVIOR AND 
COSMETIC PLASTIC SURGERY  

o Carol Ann Dorn, San Diego State University - Imperial Valley  
22. WOMEN AND THE WEB: AN EXTENSION  

o B. J. Dunlap, Western Carolina University  
o Mary Anne Nixon, Western Carolina University  
o James E. Kasprzak, National Defense University  

23. AN EXPLORATORY ASSESSMENT OF HISPANIC ACCULTURATION 
PATTERNS: IMPLICATIONS FOR MANAGERS  

o Suresh Gopalan, Columbus State University  
o Robin L. Snipes, Columbus State University  

24. THE CHALLENGES OF TECHNOLOGY TO GLOBAL FIRMS  
o Robert D. Green. Lynn University  
o Joyce A. Young, Indiana State University  
o Arthur Snyder, Lynn University  



25. INTERNATIONAL GROWTH OF U.S. FRANCHISING: CULTURAL AND 
LEGAL BARRIERS  

o Charles Keith Hawkes, Lamar University  
o Soumava Bandyopadhyay, Lamar University  

26. WHO IS WATCHING THE WEAKENDED EURO: U.S. INTERNATIONAL 
MARKETERS HOPE SOMEONE IN EUROPE WILL ACT  

o Alfred C. Holden, Fordham University  
27. BRANDCOP: A MULTI-ITEM SCALE TO MEASURE BUYER BEHVIOR IN 

THE INTERNATIONAL MARKETPLACE  
o Bobi Ivanov, University of Central Oklahoma  
o Darrell Goudge, University of Central Oklahoma  
o John P. Camey, University of Central Oklahoma  

28. UNDERSTANDING THE RURAL HISPANIC MARKET AND TARGETING 
THEIR TELECOMMUNICATION NEEDS WITH PROMOTIONS  

o Deborah Lester, Kennesaw State University  
o Dolly D. Loyd, University of Southn Mississippi  

29. A COMPARISON OF DOMESTIC AND FOREIGN BANK EFFICIENCY: 
EVIDENCE FROM TAIWAN  

o Xueming Luo, State University of New York  
o Fredonia, Maxwell K. Hsu, Tennessee State University  

30. A CROSS-CULTURAL COMPARISON OF VALUE SYSTEMS AND 
CONSUMER ETHICS  

o Sarath A. Nonis, Arkansas State University  
o Charles W. Ford, Arkansas State University  

31. INFORMATION TECHNOLOGY AND DEVELOPMENT: A NEW WORLD 
ORDER  

o William A. Perry, Richard Banham  
o Sharon B. Thach, Tennessee State University  

32. THE RELATIONSHIP BETWEEN ACCULTURATION AND CONSUMER 
ETHICS  

o Ziad Swaidan, Jackson State University  
o Scott J. Vitell, University of Mississippi  
o Faye Gilbert, University of Mississippi  
o Greg Rose, University of Mississippi  

33. THE DIRECT-TO-CONSUMER PHARMACEUTICAL PROMOTIONAL 
PARADOX: THE EFFECTS OF SIMULTANEOUSLY COMBINGING 
POSITIVE AND NEGATIVE INFORMATION WITH ADVERTISING 
MESSAGES  

o Kenneth V. Henderson, Morehead State University  
o Robert D. Hatfield, Morehead State University  

34. TELEMEDICINE MARKETING - A PROMISNG FUTURE  
o Divya Matai, TeleCare International  
o Ashish Chandra, Marshall University Graduate College  

35. DIRECT REIMBURSEMENT: THE FUTURE IS NOW!  
o David P. Paul, III, Monmouth University  
o C. P. Coyner, Benefits Administration  



36. MARKETING HOSPICE MORE EFFECTIVELY: GRAND STRATEGY 
VERSUS TRIVIAL TACTICS  

o Willard A. Sullivan, III, Marshall University Graduate College  
o Ashish Chandra, Marshall University Graduate College  

37. DIRECT HEALING: THE IMPACT OF ALTERNATIVE THERAPIES ON 
RURAL PHARMACIES  

o Carolyn Tripp, Western Illinois University  
o LaVonne A. Staub, Western Illinois University  

38. AN EMPIRICAL INVESTIGATION OF THE IMPACT OF SDB ON THE 
RELATIONSHIP BETWEEN OCB AND INDIVIDUAL PERFORMANCE  

o Barbara J. Allison, Louisiana Tech University  
o Richard Steven Voss, University of Alabama  
o C. Richard Huston, Louisiana Tech University  

39. IMPROVING THE GLOBALLY INTERACTIVE GROUP CASE METHOD: 
NEW PERSPECTIVES FROM THE UNITED STATES AND HONG KONG  

o Kelly E. Fish, Rhodes College  
o Maria Lai-Ling Lam, Lingnan University  

40. A GRADUATE READINGS COURSE IN MARKETING STRATEGY  
o Timothy C. Johnston, University of Tennessee at Martin  

41. A STUDY OF OPENMINDNESS OF FINAL YEAR UNIVERSITY 
STUDENTS IN HONG KONG  

o Maria Lai-Ling Lam  
42. GOALS FOR BUSINESS AND MARKETING ETHICS CURRICULA: A 

THEORY DRIVEN APPROACH  
o Gordon G. Mosley, Troy State University  

43. HOW ARE WE DOING? UNDERGRADUATE MARKETING PROGRAMS' 
OUTCOMES ASSESSMENT EFFORTS  

o Carolyn Y. Nicholson, Stetson University  
o Rebecca J. Oliphant, Stetson University  

44. EXPLORATORY STUDY ON SKILL DEVELOPMENT IN PRINCIPLES OF 
MARKETING COURSE: COMPARISON OF NON-DISTANCE LEARNING 
CLASS, SEND SITE, AND REMOTE SITE  

o Melodie Philhours, Arkansas State University  
o Sarath Nonis, Arkansas State University  

45. UNIVERSITY ACADEMIC DISHONESTY POLICY AND STUDENT 
PERCEPTIONS OF CHEATING: AN EXPLORATORY CONTENT 
ALALYSIS ACROSS FOURTEEN UNIVERSITIES  

o Penelope J. Prenshaw, Millsaps College  
o Robert D. Straughan, Washington and Lee University  
o Nancy D. Albers-Miller, University of North Texas  

46. A FRAMEWORK FOR DEVELOPING ENTREPRENEURSHIP 
CURRICULUM THROUGH STAKEHOLDER INVOLVEMENT  

o Stacy M. Vollmers, Morehead State University  
o Janet M. Ratliff, Morehead State University  
o Betty Hoge  



 

47. CLARIFYING THE PROCESS OF QUESTIONNAIRE CONSTRUCTION  
o David M. Ambrose, University of Nebraska at Omaha  
o John R. Anstey, University of Nebraska at Omaha  

48. THE POTENTIAL FOR ADVANCES IN THE GEOGRAPHIC 
INFORMATION SYSTEMS AND REMOTE SENSING SATELLITE 
IMAGERY TECHNOLOGIES IN MARKETING RESEARCH AND DECISION 
MAKING  

o William S. Peper, Alcorn State University  
o Kimball P. Marshall, Jackson State University  

49. THE DISTINGUISHING CHARACTERISTICS OF BRAND RECALL USING 
VIRGIN ADS  

o Andreas W. Stratemeyer, New Mexico State University  
o Kevin J. Shanahan, New Mexico State University  
o Robin T. Peterson, New Mexico State University  
o Vaidotas A. Lukosius, New Mexico State University  

50. CUSTOMER EVALUATION OF SERVICE EMPLOYEE'S CUSTOMER 
ORIENTATION: EXTENSION AND APPLICATION  

o D. Todd Donavan, Kansas State University  

 


