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I very much appreciate this opportunity to extend warm greetings to you
from the Organizing Committee of the 2011 KSMS Fall International
Conference, the Conference sponsors such as Ministry of Knowledge
Economy of Republic of Korea, National Research Foundation, Busan
Metropolitan City, Yonsei University, Eco-Design Center of Dong-A
University and Lotte Department Store, and the Conference host, Sogang
Business School.
The 2011 KSMS Fall International Conference includes 19 academic
sessions that include many important advances in research in marketing
of products and services. The Conference’s opening Keynote Speech by
John W. Cadogan (Loughborough Unversity), Editor of the International
Marketing Review (SSCI) is indicative of KSMS’ worldwide leadership in
contributing to marketing knowledge, theory, and practice.
The 2011 KSMS Conference marks the start of an important new
partnership with KSMS and a world renowned publishing company, Taylor
& Francis (http://www.tandfonline.com/rgam). Taylor & Francis will be the
official publisher of the Journal of the Global Scholars of Marketing
Science. This partnership is another indication of KSMS’ global presence
and leadership in the fields of marketing and consumer research.
KSMS leaders will be discussing details of the upcoming 2012 Global
Marketing Conference at the 2011 Fall Conference. Please join with your
KSMS officers in offering your insights and preferences to nurture KSMS’
growing leadership globally in marketing science and education. What an
exciting time to be active in KSMS!
Sincerely,
Jaihak Chung Ph.D
Chair
Organizing Committee of 2011 KSMS Fall International Conference
College of Business Administration
Sogang University,
Seoul, Republic of Korea
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1. KSMS NEWS
From KaMS to kSMS
•

Korean Academy of Marketing Science changed the title of our organization to ‘Korean Scholars of Marketing
Science’ to accelerate our academic excellence for the future in September 2011.

From JGAMS to JGSMS
•

Korean Academy of Marketing Science changed the title of one of our official journals called ‘Journal of Global
Academy of Marketing Science’ to ‘Journal of Global Scholars of Marketing Science’ in September 2011.

2011 KSMS Fall international Conference
•
•
•
•

•

•

•

•

•

•

•

•

•

th

The conference will be held at Sogang University, Seoul, Republic of Korea on the 19 of November, 2011.
Sogang Business School is hosting the 2011 KSMS Fall International Conference.
Prof. Jaihak Chung of Sogang University is the chair of the organizing committee.
Ministry of Knowledge and Economy of Republic of Korea, National Research Foundation, Busan
Metropolitan City, Yonsei University, Eco-Design Center of Dong-A University and Lotte Department
Store sponsor this conference. Conference Theme: ‘Marketing: Asia and the World..
Prof. John Cadogan of Loughborough University who is Editor of International Marketing Review will make
his keynote speech called ‘Problems with Formative Variables’. He will give another presentation called
‘Publishing in academic journals: What are journal editors looking for?’ which is requested by KSMS members.
Prof. Jana Hawley of University of Missouri who is the President of International Textile and Apparel
Association will make her invited presentation called ‘Zero-Waste: Can the Textile and Apparel Industry Reach
Cradle-to-Cradle Status?’ ITAA and KSMS has been cooperated each other since 2006.
Prof. Tomoko Kawakami of Kansai University will give her speech on ‘Globalizing Academic Societies from
Asia to the World’. Prof. Kawakami serves as Chair of International Planning Committee, Japan Society of
Marketing and Distribution. This is a first official speech by an executive member of JSMD in a KSMS
conference.
Prof. Jae H. Min who is Dean of Sogang Business School serves as the Chair of ‘2011 Marketing Pioneer
Award Committee’ for this conference.
2011 Eco-Design Symposium will be held in this conference. Ministry of Knowledge and Economy in Korea,
Busan Metropolitan City and Eco-Design Center of Dong-A University are co-hosting this symposium. ‘EcoDesign Marketing and Sustainable Competitive Advantage’ is the theme of this symposium.
2011 Olympic Marketing Symposium will be held in this conference. KSMS tries to accumulate theoretical and
practical background for marketing Olympic Games since Republic of Korea will host ‘2018 PyengChang Winter
Olympic’. It is the first ever marketing symposium on Olympic Games by an academic organization in the field of
marketing. Prof. Gaetano Aiello and Prof. Raffaele Donvito of University of Florence will give their
presentation called ‘Place marketing and Olympic events: the case of Torino 2006 Winter Olympic Games.’ Prof.
Sunhong Xiao of Beijing Sport University will make her presentation called ‘The Study on Marketing Strategy of
Sponsors: Case of Beijing 2008 Olympic Games’.
2011 Global Customer Equity Symposium will be held in this conference. ‘Application of Customer Equity into
Fast Fashion’ is the theme of this symposium. KSMS is the only academic organization which has organized
symposiums on globalization of customer equity every year since 2009. Prof. Sascha Raithel of LudwigMaximilians University of Munich will present his research findings called ‘On the Value Relevance of Customer
Satisfaction as Key Antecedent of Customer Equity: Understanding the Roles of Multiple Satisfaction Drivers and
Multiple Markets’. Prof. Hao Zhang of North Eastern University in China will give his presentation called
‘Chinese Scholars’ Perspectives on Customer Equity Management’.
Prof. Gaetano Aiello and Prof. Raffaele Donvito of University of Florence will give their presentation called
‘Early Development of a Measurement Scale for Consumer-brand-store Personality Congruence in Luxury
Sector’ in Luxury Brand Management session.
Following sessions will be held in the 2011 KSMS Fall International Conference: Sport Consumer Behavior,
Marketing in the Dynamic World, Marketing Communication: Theory and Practice, Luxury Brand Management,
Innovation and Diffusion of Products, Distribution Channel Management in the Global Environment, Cultural
Marketing and Performing Arts Beauty, Business and Medical Tourism Management, Consumer Psychology and
Marketing, Customer Experiences and Brand Management, Fashion Marketing Research I, Tourism and
Hospitality Marketing, Advances of Service Marketing, Consumer Behavior in Economic Turbulence, Fashion
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Marketing Research II.

2012 EMAC-KSMS joint Symposium in Lisbon
•
•
•
•
•

2012 EMAC-KSMS Joint Symposium in Lisbon will be jointly held by European Marketing Academy of Korean
Scholars of Marketing Science at ISCTE Business School, Lisbon, Portugal May 22-25, 2012.
Theme of this joint symposium is ‘Bridging Asia and Europe in Marketing Competitiveness’.
Co-Chairs of this joint symposium: Prof. Udo Wagner (University of Vienna) and Prof. Seong-Yeon Park (Ewha
Womans University)
st
Submission Deadline: Dec. 1, 2011. It will be held in the 41 EMAC Annual Conference in Lisbon, Portugal.
A special issue of Journal of Global Scholars of Marketing Science on the theme of this joint symposium with
selected papers presented in this joint symposium will be published.

2011 ITAA-KSMS joint special sessions
•
•
•
•

•
•

The 2011 ITAA-KSMS Joint Special Sessions were held at Sheraton Philadelphia Downtown Hotel,
Philadelphia, Pennsylvania, USA November 2-6, 2011.
Theme of 2011 ITAA-KSMS Joint Special Sessions was ‘Global Collaboration: Industry & Academia /
Education & Research’.
Prof. Nora MacDonald (West Virginia University) and Prof. Kyungae Park (Yeungnam University) served as cochairs of these special sessions.
Following friends of KSMS who are authorities in marketing attended and served as panel members of this
special sessions: Prof. Charles R. Taylor (Villanova University) who is Editor of International Journal of
Advertising, Prof. C. Anthony Di Benedetto (Temple University) who is Editor-in-Chief of Journal of Product
Innovation Management, Seigyoung Auh (Thunderbird School of Global Management) who is Associate Editor
of Journal of Global Scholars of Marketing Science.
Prof. Eunju Ko of Yonsei University gave her invited speech to ITAA members during the conference. She
pointed out that true friendship is the key for the success of cooperation between ITAA and KSMS since 2006.
Many scholars from ITAA and KSMS attended ‘Reception: 2011 ITAA-KSMS Joint Special Sessions’ at the
conference hotel.

2011 KAMS Spring international Conference
•
•
•
•

•

th

The conference was held at Yonsei University, Seoul, Republic of Korea on the 28 of May, 2011.
Prof. Carol Megehee (Coastal Carolina University) was the chair of the organizing committee.
Ministry of Knowledge and Economy of Republic of Korea and Lotte Department Store sponsored this
conference. Conference Theme: Marketing and the Global Trends.
Prof. Michel Desbordes (ISC School of Management) who is Editor of International Journal of Sports
Marketing and Sponsorship (SSCI), Prof. Arch G. Woodside of Boston College who is the Editor-in-Chief of
Journal of Business Research (SSCI), Prof. C. Anthony Di Benedetto (Temple University) who is Editor-inChief of Journal of Product Innovation Management (SSCI), Prof. Kathleen Rees (Texas A&M UniversityKingsville) who is the President-Elect of ITAA, Prof. Patrick Poon of Lingnan University, Prof. Jean-Charles
Chebat of HEC-Montreal attended and give their presentations in this conference.
2011 ITAA-KAMS Joint Symposiums was held jointly by KSMS and International Textiles and Apparel
Association at Yonsei University May 26-29, 2011.

2011 ITAA-KAMS joint symposium
•
•
•
•

•

•

The 2011 ITAA-KAMS Joint Symposium was held at Yonsei University, Seoul, Korea May 26-29, 2011.
This joint symposium was organized by International Textiles and Apparel Association and Korean
Academy of Marketing Science. Lotte Department Store is a sponsor of this joint symposium.
Prof. Kim K.P. Johnson (University of Minnesota-Twin Cities Campus) and Prof. Mi Young Lee (Inha
University) were co-chairs of this symposium.
Attendants of industry tour of this joint symposium visited ’Lotte Department Store’ and ‘Youngone
Corporation’ and had opportunities in talking to top management.
Participants in the Cultural Tour visited ‘Gyeongbokgung’, a royal palace and Samchungdong area where
they could find traditional Korean houses and beautiful boutique shops. Farewell Banquet will be held at the
YooGeum Museum with a cooperation of Professor Key-Sook Geum of Hongik University.
Following sessions were held in the 2011 ITAA-KAMS Joint Symposium: Meet the Korean Designers, Roles of
Consumer Behavior and Attitude in Fashion, Fashion Marketing and Consumer Experience, New Media and
Fashion Marketing, Fashion Brand Management.
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2012 Global Marketing Conference at Seoul
•

•
•

•

•
•

•
•

The conference will be jointly held by KSMS, Japan Society of Marketing and Distribution, European
Marketing Academy, International Textile and Apparel Association and Australian & New Zealand
Marketing Academy in Seoul, Republic of Korea, July 19-22, 2012.
‘COEX’ is the conference venue which is the biggest and best conference facility in Korea.
Special Issues or Sections of Sponsoring World class Journals:
1. Journal of Business Research (SSCI): ‘KSMS President’s Choice Awards’, ‘Marketing Service Products
Globally: Tourism, Hospitality, Financial Products, and Festivals’
2. Journal of Product Innovation Management (SSCI): Product Development and Performance in the Global
Environment
3. Global Economic Review (SSCI): Digital Revolution, Marketing, and East Asia Economics
4. Journal of Global Scholars of Marketing Science (SCOPUS in 2012): Globalization and Marketing
Performance
5. Journal of Global Fashion Marketing: Globalization and Fashion Marketing Performance
6. International Journal of Culture, Tourism and Hospitality Research (SCOPUS): Asia Bridging the World
7. International Journal of Advertising (SSCI): Selection from papers presented in ‘Marketing in New Media’
and ‘Advertising and Integrated Marketing Communication (IMC)’ tracks.
8. Psychology & Marketing (SSCI): All papers submitted to the 2012 GMC at Seoul are eligible for publication
consideration.
Conference Co-Chairs: David Bell (Wharton School), Ikuo Takahashi (Keio University), Udo Wagner
(University of Vienna), Leslie Davis Burns (Oregon State University), and Kenneth R. Deans (University of
Otago.)
Prof. Charles R. Taylor (Villanova University) who is the editor of International Journal of Advertising (SSCI)
serves as the chair of academic excellence committee of this conference.
Joint Symposiums: Six joint symposiums are planned.
1. 2012 EMAC-KSMS Joint Symposium in Seoul
2. 2012 JSMD-KSMS Joint Symposium
3. 2012 ITAA-KSMS Joint Symposium
4. 2012 ANZMAC-KSMS Joint Symposium
5. 2012 HIT-KSMS Joint Symposium
6. 2012 IMTC-KSMS Joint Symposium
Invited Fashion Show: ‘Celebration of Life with a Secret of Water..Hanbok’ by Hye Soon Lee (Damyeon)
Number of Tracks: 45

2012 EMAC-KSMS joint Symposium in seoul
•
•
•
•

2012 EMAC-KSMS Joint Symposium in Seoul will be jointly held by European Marketing Academy of Korean
Scholars of Marketing Science at COEX, Seoul, Republic of Korea, July 19-22, 2012.
Theme of this joint symposium is ‘Marketing in Europe and Asia’.
Co-Chairs of this joint symposium: Prof. Gabriele Troilo (Bocconi University) and Prof. Donghoon Kim (Yonsei
University)
Submission Deadline: Jan. 15, 2012. It will be held in the 2012 Global Marketing Conference at Seoul.

Special issues from the 2010 GMC at Tokyo
•

Following special issue of world class journals will be published with best papers presented in the 2010 Global
Marketing Conference at Tokyo.
 Journal of Business Research on
Fashion Marketing of Luxury Brands
Consumer Behavior of International Tourism
Advancing Research Methods in Marketing
Mapping Strategic Thinking in Marketing
Innovation, Diffusion, Adoption of High Technology
Global Consumer Behavior and Marketing Strategy
 Journal of Product Innovation Management on Global Product Innovation Management
 Journal of Strategic Marketing on Strategic Marketing
 Journal of Brand Management on Corporate Branding in a Turbulent Environment
 Journal of Global Academy of Marketing Science on Marketing in a Turbulent Environment
 Journal of Global Fashion Marketing on Global Trends in Clothing and Textiles Marketing
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Special issue of JBR from the 2010 GMC published
•

A special issue of Journal of Business Research on Diffusion, and Adoption of High-Technology Products and
Services is published (Vol. Issue. )
•
It is Edited by Sang-Hoon Kim (Seoul National University) and Kun-Huang Huarng (Feng Chia University)
Title

Author(s)

Summary
The special issue covers critical issues of
innovation and diffusion research. Various
factors affect innovation success at various
stages. Technology diffusion relies upon
country and consumer characteristics. Social
factors play important roles in high-tech
adoption.

Sang-Hoon Kim
1

Winning strategies for Seoul National University
Republic of Korea
innovation and hightechnology products
Kun-Huang Huarng
management
Feng Chia University
Taiwan

2

Asymmetric roles of business ties and political
ties in firm product innovation. Business ties
strengthen organizational competence and
improve the environmental fit. Political ties
increase the environmental fit but ossify
organizational internal routine

Asymmetric roles of
business ties and Jie Wu
University of Macau
political ties in product China
innovation

Ana Lisboa
ESTG/Instituto Politécnico de
Leiria
Portugal

3

Innovative
capabilities: Their
Dionysis Skarmeas
drivers and effects on Athens University of
current and future Economics and Business
Greece
performance
Carmen Lages

ISCTE Business School/IUL
Portugal

We examine antecedents and outcomes of
innovative capabilities. Market-related and
product development innovative capabilities in
exporting context. Firm's customer and
competitor orientations drive innovative
capabilities. Exploitative capabilities enhance
current export performance. Explorative
capabilities
facilitate
future
export
performance.

Nicole Vowles
Metropolitan State College of
Denver
USA

4

Different determinants Peter Thirkell
at different
Victoria University of
times: B2B adoption Wellington
of a radical innovation New Zealand
Ashish Sinha
University of New South Wale
Australia

5

Identifies drivers of a firm's adoption of a
radical innovation. Empirically assesses
differences in early adopting firms and firms
yet to adopt. Considers degree of innovation
from the potential adopter perspective.
Confirms the significant impact of a product
champion on the adoption decision. Shows
that laggard firms lack traits that lead to
information gathering.

We apply quantile regression to examine the
heterogeneous effects of factors on global
ICT adoption. We find that the impacts on the
tail quantiles are different from the impacts on
the conditional means. The QR method
provides an effective understanding of the
situations and developments. The effect of
GDP per capita turns saturated when it goes
beyond the 70th quantile.

Heterogeneous
effects of different Tiffany Hui-Kuang Yu
Feng Chia University
factors on global ICT Taiwan
adoption

6

6

We classify ICT developments of 121
economies by using clustering technique. We
use the number of Internet subscribers and
gross domestic product only. The validation
finds that the proposed approach is more
effective. The classification results help to
explain the global ICT developments.

A comparative study
Kun-Huang Huarng
to classify ICT
Feng Chia University
developments by Taiwan
economies

KT
Beyond the
technology adoption: Republic of Korea
Technology readiness
effects on postadoption behavior Kyesook Han

We investigate how TR affects the continued
use intention through usage patterns. We
identify three types of usage patterns as
amount and object of usage. Each dimension
of TR has a significantly different influence on
usage patterns. Usage, particularly the use of
innovative functions results in higher
satisfaction.

8

Investigating the roles
of online buzz for new Jaihak Chung
product diffusion and Sogang University
its cross-country Republic of Korea
dynamics

This study investigates the roles of online
buzz on new product diffusion. This study
considers interaction among online buzz
within and across countries. A diffusion model
is applied to online messages obtained from
five countries. Online buzz accelerates the
speed and scope of product diffusion. Online
buzz interacts with each other within a
country and across countries.

9

Sang-Hoon Kim
Effects of social
Seoul National University
influence on
Republic of Korea
consumers' voluntary
adoption of
innovations prompted Hyun Jung Park
Seoul National University
by others
Republic of Korea

Non-voluntary or prompted adoptions are
prevalent in real life. Social influence plays an
important role in prompted adoptions.
Familiarity and likeability of prompters
accelerates the adoption. Prior knowledge
moderates the effects of social factors.

Minhee Son
7

Yuhan University
Republic of Korea

We model that high-technology attributes
elicit cognitive and affective states, predicting
approach-avoidance behavior. Four attributes
(innovativeness, visual appeal, prototypicality,
and self-expression) have impact on
approach behavior. Attitude and pleasure
influence
approach-avoidance
behavior.
Arousal affects approach-avoidance behavior
indirectly via pleasure.

Seunghyun Lee
Purdue University
United States

10

Consumer responses
to high-technology Sejin Ha
products: Product Purdue University
attributes, cognition United States
and emotion
Richard Widdows
Purdue University
United States

Klaus-Peter Wiedmann
Adoption barriers and
resistance to
sustainable solutions
in the automotive Nadine Hennigs
Barbara Seegebarth Leibniz
sector

Focus on adoption barriers to sustainable
solutions
in
the
automotive
sector.
Investigation of reasons for innovation
resistance. Identification of different groups of
innovation-resistant consumers. Strategies to
address and to reduce risk-related adoption
barriers.

Effective employment Kyung Hoon Kim
brand equity through Changwon National
University
sustainable
Republic of Korea
competitive
advantage, marketing Byung Joo Jeon
Changwon National
strategy, and
University
corporate image Republic of Korea

SCA has a significant influence on marketing
strategy for medical doctors working in
general hospitals in Korea. SCA plays a
positive role in making and implementing
marketing strategy in a hospital. Hospital's
employment brand equity and sustained
competitive advantage have significant

Barbara Seegebarth Leibniz
University of Hannover
Germany

11

University of Hannover
Germany

12

7

influences on doctors' intentions to pursue a
job opportunity there. Marketing strategy does
not significantly influence employment brand
equity. Nor does hospital's image influence
job pursuit intentions significantly.

Hong Seob Jung
Changwon National
University
Republic of Korea

Wei Lu
Shanghai Jiao Tong
University
China

Joseph Jones
North Dakota State University
USA

Hun Choi
This paper is to the post adoption behavior in
Mobile internet. This paper provides the
motivation factors as drivers of post-adoption
behavior. This paper studies two different
groups based on real data usages dataset.
This paper investigates the relationship
between post adopter and service type.
Monetary value is not the determining factor
deciding whether continuing the service.

Catholic University of
Pusan
Republic of Korea

13

Driving factors of post Youngchan Kim
adoption behavior in Yonsei University
mobile data services Republic of Korea
Jinwoo Kim
Yonsei University
Republic of Korea

14

Domingo
Soriano
15

This study aims to analyze the willingness to
engage in technology transfer(TT) between
universities and industries. This study mainly
observes the pairwise relationships between
influencing variables and sub-variables and
willingness to participate in TT in an industry–
university collaboration.

Willingness-toengage in technology Wen-Hsiang Lai
transfer in industry– Feng Chia University
Taiwan
university
collaborations

Subsidizing
technology:
How to succeed

Ribeiro

University of Valencia
Spain

Marta Peris-Ortiz
Universitat Politècnica de
València
Spain

16

Global marketing
strategy modeling of
high tech products

The main theoretical contribution of this work
is to develop a broad conceptualization of
global marketing strategy and performance to
integrate the existing perspectives for the high
tech products context. Second, the research
objective of this paper is to substantiate the
empirical link between marketing strategy and
performance based on resource based view.
Third, research purpose is to lay a theoretical
foundation on which further inquiries can be
based.

Chih-Wen Wu
National Chung Hsing
University
Taiwan

Yi-Min Che

How to brand innovative products from
emerging countries in international B2B
markets. Investigating the effect of country-oforigin on industrial brand equity. Assessing
how international buyers' evaluation of an
industrial brand from Taiwan. Differences in
antecedents of customer-based and industrial
buyer-based brand equity.

National University of
Kaohsiung
Taiwan

Country-of-origin
effects and
Yi-Fan Su
17
National University of
antecedents of
industrial brand equity Kaohsiung
Taiwan

Feng-Jyh Lin
Feng Chia University
Taiwan

18

This paper shows how path dependence
explains enterprise performance. The paper
examines
the
approval/rejection
of
applications for project funding. The paper
also examines the success/failure of funded
projects. The study uses Database from
Valencia Institute for Small and Medium sized
Industries.

Valuing customers for Young-Hyuck Joo
social network
Hansung University
Republic of Korea
services

SNS companies sell many digital products to
be given as gifts. Customer value evaluation
should include his/her social network.
8

Network properties consist of tie strength and
the number of ties. Both tie strength and the
number of ties increase customer value. Tie
strength has more influence on customer
value than the number of ties.

Yunsik Kim
Hansung University
Republic of Korea

Suk-Joon Yang
Sangmyung University
Republic of Korea

19

Analyzing online Yoon C. Cho
customer
KDI School of Public Policy
dissatisfaction toward and Management
perishable goods Republic of Korea

This study explores different customers’
attitudes
toward
non-purchasing
and
purchasing perishable grocery goods online.
Relationships among expectation, perceived
risk
of
dissatisfaction,
regret,
and
reconstructed expectations have examined
for two groups. The study found different
effects of previous experiences of purchasing
sensory goods from online and other direct
channels.

20

Signaling quality with
new product
preannouncements: Heonsoo Jung
Konkuk University
Vaporware and the Republic of Korea
role of reference
quality

A signaling game that captures the essential
dynamics of new product preannouncements
The entrant has private information about the
true quality of a new product

Facts of past Global Marketing Conferences
•

•

’2010 Global Marketing Conference at Tokyo’: Co-Hosts: KAMS and Society for Marketing Advances;
Conference Hotel: Hotel Okura Tokyo; Rejection Rate: 48% (505 accepted/970 submissions from 44 countries);
Sponsoring Journals: Journal of Business Research, Journal of Product Innovation Management, Journal of
Global Academy of Marketing Science, Journal of Global Fashion Marketing, Journal of Strategic Marketing,
Journal of Brand Management; Special Issues: 11 (7 SSCI Journals).
’2008 Global Marketing Conference at Shanghai’: Co-Hosts: KAMS, China Marketing Academy, Marketing
Committee of China Management Society, Shanghai Jiao Tong University and Yonsei University; Conference
Hotel: The Regent Shanghai; Rejection Rate: 35% (362 accepted/550 submissions from 47 countries);
Sponsoring Journals: Psychology & Marketing, International Journal of Advertising, Journal of Interactive
Advertising, Journal of Global Academy of Marketing Science; Special Issues: 4 (2 SSCI Journals).

Taylor & Francis publishes JGSMS from 2012
•
•
•

Journal of Global Scholars of Marketing Science will be published by Taylor & Francis starting from January
2012.
Journal of Global Scholars of Marketing Science will be indexed in SCOPUS and uploaded on EBSCOhost
database starting from 2012. JGSMS will be indexed in SCOPUS from JGAMS Vol.19 published in 2009.
JGSMS is indexed in the Marketing section of the Cabell’s Directories of Publishing Opportunities and became a
member of Committee on Publication Ethics (COPE).

News from Journal of Global Fashion Marketing
•

•
•

Journal of Global Fashion Marketing plans to publish a special issue on “Integrating Design and Fashion
Marketing-Planned and Implemented Strategies” edited by Simone Guercini (University of Florence) and
Heewon Sung (Gyeonsang National University).
JGFM is recently indexed in “Marketing Journal” section of Cabell’s Directories of Publishing Opportunities.
News from Publisher: Visit Taylor & Francis Online (www.tandfonline.com), Taylor & Francis’ new online
platform for journals and reference works. Taylor & Francis Online features information on all our journals
including online sample copies, instructions for authors and subscription information. Read a free online sample
of journals in your area of interest and sign up for individual table of contents alerts for journals including
Journal of Global Scholars of Marketing Science and Journal of Marketing Management at
www.tandfonline.com.

News from KSMS Members
•
•

rd

Professor Art. Weinstein of Nova Southeastern University will publish a book in 2012: 3 edition of Superior
Prof. Arch G. Woodside of Boston College has published following articles recently: ‘Tourism SensemakingGiving Meaning to Tourism Experiences and Strategies’ in Advances in Culture, Tourism and Hospitality Research,
Volume 5; ‘Incompetency Training: Theory, Practice and Remedies’ in the forthcoming issue of Journal of
Business Research.
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•

•

•

•
•
•

•

•

•

Prof. Tanuja Singh who is Dean of Bill Greehey School of Business, St. Mary’s University published her paper
called ‘Cultural Intelligence in Cross-Cultural Selling: Propositions and Directions for Future Research’ in Journal of
Personal Selling and Sales Management, Vol. 31, No. 3.
Prof. David Ackerman of California State University, Northridge has published recently an article called ‘‘We’ or
‘Me’ Consumer Goods: A Cross-National Look at Self-Construal and Gender in Product Choice’ with Christina
Chung of Ramapo College in New Jersey in Journal of Global Scholars of Marketing Science Vol.22, No. 1.
Prof. Eunju Ko of Yonsei University gave her invited speech in ‘International Workshop: Luxury Management
between Global Branding and Country of Origin Roots’ held by University of Florence on Nov. 8, 2011. Her
speech was on ‘Global Luxury Brand Management in Asian Perspectives’. Executives of Salvatore Ferragamo
and Gucci were also invited to give their speeches in this international workshop.
‘Innovation in Pricing: Contemporary Theories and Best Practices’ is edited by Prof. Andreas Hinterhuber, Prof.
Stephan Liozu is scheduled to be published on 1 Oct. 2012 by Routledge (Tayor & Francis Group).
Prof. André Richelieu received the “Marketing Professor of the Year Award” voted by the students at the Gala
FSA, Faculty of Business Administration, Université Laval.
Prof. Seigyoung Auh of Thunderbird School of Global Management was invited to give his invited lecture at
Villanova University on Nov. 4, 2011. Center for Marketing and Public Policy Research of Villanova University
hosted his invited lecture. His invited lecture was on ‘Sales Management’. Prof. Charles R. Taylor made a
significant contribution to make this invited lecture happen.
Prof. Udo Wagner of University of Vienna who has been on the KSMS board of directors since 2006 was voted as
President-Elect of European Marketing Academy. He has been a driving force to forge mutual cooperative
relationship between KSMS and EMAC.
Prof. C. Anthony Di Benedetto of Temple University who is the Editor-in-Chief of Journal of Product Innovation
Management gave his invited speech in the 2011 ITAA-KSMS Joint Special Sessions which was held in
Philadelphia, PA, USA Nov. 2-6, 2011.
Prof. Philippe van Berten of Stevenson University has researched on the topic called ‘Modeling the Electronic
Word-of-Mouth Impact on Customer Loyalty: A Theoretical Framework for Social Networking Contribution to
Customer Loyalty Management’ since 2010.

<Pictures from 2011 KSMS Spring International Conference
And 2011 ITAA-KSMS Joint Symposium>
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2. KSMS
MS CONFERENCES

(1) THE 2011 KSMS FALL INTERNATIONAL CONFERENCE
Theme

Marketing: Asia and the World

Date

Nov. 19, 2011

Hosts

Sogang Business School, Sogang University

Venue

Sogang University, Seoul, Republic of Korea

Organizer

Korean Scholars of Marketing Science
Ministry of Knowledge and Economy, National Research Foundation
Busan Metropolitan City, Yonsei University
Eco-Design
Design Center of Dong-A
Dong University, Lotte Department Store
Jaihak Chung (Sogang University)
University

Sponsor
Conference Chair

PROGRAM
09:00~11:00

2011 KSMS Doctoral Dissertation Competition
2011 KSMS Master Thesis Competition
- Chair of 2011 KSMS Dissertation and Thesis Competition Committee:
Sunmee Choi (Yonsei
Yonsei University)

11:00~11:30

Editorial Board Meeting of Journal of Global Scholars of Marketing Science
Transition Plan of Publication by ‘Taylor & Francis’

11:30~12:00

Editorial Board Meeting of Journal of Global Fashion Marketing

12:00~12:30

Board Meeting

12:00~13:00

Lunch

11:00~14:30

Registration

13:00~14:20

• Opening Ceremony
• Welcoming Speeches:
Eunju Ko (Yonsei University) President of Korean Scholars of Marketing Science
Jae H. Min, Dean of Sogang Business School
Jana M. Hawley (University of Missouri) President of International Textiles and Apparel Association
• Globalizing Academic Societies from Asia to the World
Tomoko Kawakami (Kansai University)
Chair, International Planning Committee
Japan Society of Marketing and Distribution
• Marketing Pioneer Award: Jae H. Min (Dean of Sogang Business School)
Chair of Marketing Pioneer Award Committee
• Keynote Speech: Problems with Formative Variables
John W. Cadogan (Loughborough University)
Editor of International Marketing Review (SSCI)

14:20~14:30

14:30~16:00

16:00~16:10

16:10~17:40

17:40~18:00

Coffee Break
1.1.
1.2.
1.3.
1.4.
1.5.
1.6.
1.7.
1.8.
1.9.

Academic Sessions Part I and Symposium
Eco-Design
Design Marketing Symposium 2011 (307)
Sport Consumer Behavior (309)
Fashion Marketing Research I (315)
Marketing in the Dynamic World (317)
Consumer Behavior in Economic Turbulence (319)
Tourism and Hospitality Marketing (321)
Cultural Marketing and Performing Arts (323)
Innovation and Diffusion of Products (325)
Distribution Channel Management in the Global Environment (327)

Coffee Break
Academic Sessions Part II and Symposiums
2.1. Global Customer Equity and Marketing Symposium 2011 (315)
2.2. Luxury Brand Management (307)
2.3. Olympic Marketing Symposium 2011 (309)
2.4. Fashion Marketing Research II (317)
2.5. Customer Experiences and Brand Management (319)
2.6. Beauty
ty Business and Medical Tourism Management (321)
2.7. Marketing Communication: Theory and Practice (323)
2.8. Consumer Psychology and Marketing (325)
2.9. Advances in Service Marketing (327)
2.10.Multimedia Presentations
Reception
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- Awards Ceremony:
Best Conference Paper Award
2011 KSMS Doctoral Dissertation/Master Thesis Award
2011 KSMS Excellent Service Award

Academic Sessions
Session

Chair

Joint Symposiums and Academic Sessions Part I
Session 1.1

Eco-Design Marketing Symposium 2011

Jana M. Hawley (University of Missouri)

Session 1.2

Sport Consumer Behavior

Kihan Kim (Seoul National University)

Session 1.3

Fashion Marketing Research I

Eun Young Kim (Chungbuk National
University)

Session 1.4

Marketing in the Dynamic World

John W. Cadogan (Loughborough University)

Session 1.5

Consumer Behavior in Economic Turbulence

Seong-Yeon Park (Ewha Womans University)

Session 1.6

Tourism and Hospitality Marketing

Seonok 'Sunny' Ham (Kyungwon University)

Session 1.7

Cultural Marketing and Performing Arts

Hee Jung Suh (Chonbuk National University)
Hwa Suk Lee (Chonbuk National University)

Session 1.8

Innovation and Diffusion of Products

Jaihak Chung (Seogang University)

Session 1.9

Distribution Channel Management in the
Global Environment

Jae Wook Kim (Korea University)
Jiho Choi (Chonnam National University)

Joint Symposiums and Academic Sessions Part II
Sascha Raithel (Ludwig-MaximiliansUniversitaet in Munich)
Eunju Ko (Yonsei University)
Gaetano Aielio (University of Florence)

Session 2.1

Global Customer Equity and Marketing
Symposium 2011

Session 2.2

Luxury Brand Management

Session 2.3

Olympic Marketing Symposium 2011

Jeonpyo Noh (Yonsei University)

Session 2.4

Fashion Marketing Research II

Seung-Hee Lee (Ewha Womans University)

Session 2.5
Session 2.6
Session 2.7

Customer Experiences and Brand
Management
Beauty Business and Medical Tourism
Management
Marketing Communication: Theory and
Practice

Sung Joon Yoon (Kyonggi University)
Ki Nam Jin (Yonsei University)
Yung Kyun Choi (Dongguk University)

Session 2.8

Consumer Psychology and Marketing

Dong Mo Koo (Kyungpook National
University)
Jong-Kuk Shin (Pusan National University)

Session 2.9

Advances in Service Marketing

Yong-Ki Lee (Sejong University)

Session 2.10

Multimedia Presentations
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(2) 2011 ITAA-KSMS Joint SPECIAL SESSIONS
Theme
Co-Hosts
Symposium Co-Chairs

Global Fashion Marketing on the Move
International Textile and Apparel Association
Korean Scholars of Marketing Science
Nora M. MacDonald (West Virginia University)
Kyungae Park (Yeungnam University)

Venue

Sheraton Philadelphia City Center Hotel , Philadelphia, USA

Date

November 2-6, 2011

Registration

ITAA Homepage

Program
May 26, 2010

18:00~ 21:00

Venue: 700 Yacht Club, Seoul (http://700yachtclub.com/eng/main.htm)
Global Fashion Marketing Collaboration Workshop
Kathleen Rees (Texas A&M University-Kingsville)
President-Elect of ITAA
“Future of Global Research Cooperation between ITAA and KAMS”
Eunju Ko (Yonsei University), President of KAMS
Kim K.P. Johnson (University of Minnesota-Twin Cities Campus)
MiYoung Lee (Inha University)
Welcome Reception
Sponsor: Sungju Engineering
Registration

May 27, 2010

Venues: Lotte Department Store Main Branch
Youngone Corporation

10:00~ 11:00

Global Customer Equity Symposium

11:00~ 11:30

Lunch: Hosted by Lotte Department Store

16:00~ 18:00

Industry Tour/Welcome Reception:
Youngone Corporation (http://www.youngone.com/)

May 28, 2010

Venue: Samsung Building, Yonsei University

12:00 ~ 13:00

Lunch: Hosted by Yonsei University

13:00 ~ 14:00

Opening Ceremony
Sessions
Meet the Fashion Designers in Korea

14:15~ 15:45

Roles of Consumer Behavior and Attitude in Fashion
Fashion Marketing and Consumer Experience
New Media and Fashion Marketing

16:00~ 17:30

Marketing Management in Fashion Industry
Fashion Brand Management

17:30~ 18:30

Reception: Hosted by KAMS

19:00~ 22:00

Meet the Young Leaders in Fashion Marketing
Casa Della Luce

MAY 29, 2010
13:00~ 17:00

18:00~ 20:00

Venues: Gyeongbokgung/Samchungdong/YooGeum Museum, Seoul
Cultural Tour
Gyeongbokgung (An Old Palace in Seoul)
Samchungdong (Korean Designers’ Shops and Streets in Seoul)
Farewell Banquet:
YooGeum Museum (http://www.yoogeum.org)
Introduction by Key-Sook Geum (Hongik University)
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(3) 2012 Global Marketing Conference at seoul

2012 Global Marketing Conference at Seoul
July 19 – 22, 2012
Submission Deadline: January 15, 2012
http://www.kamsconference.org/
COEX
Seoul, Republic of Korea

Hosted by
Korean Scholars of Marketing Science
Japan Society of Marketing and Distribution
European Marketing Academy
International Textiles and Apparel Association
Australian & New Zealand Marketing Academy
CONFERENCE CO-CHAIRS
David Bell, Xinmei Zhang and Yongge Dai Professor, Wharton School, University of Pennsylvania, 3730 Walnut
Street, Philadelphia, PA 19104, USA, davidb@wharton.upenn.edu, Tel: +1-215-898-8253, Fax: +1-215-898-2534
Ikuo Takahashi, Professor, Faculty of Business and Commerce, Keio University, 2-15-45 Mita, Minato-ku,
Tokyo 108-8345, Japan, takahasi@fbc.keio.ac.jp, Tel: +81-3-3453-4511, Fax: +81-43-462-3652
Udo Wagner, Professor, Faculty of Business, Economics and Statistics, University of Vienna, A-1210 Vienna,
Brunner Strasse 72, Austria, udo.wagner@univie.ac.at, Tel: +43 (1) 4277-380 11, Fax: +43 (1) 4277-380 14

Leslie Davis Burns, Professor, Dept. of Design and Human Environment, Oregon State University, Corvallis,
Oregon 97331 USA, Leslie.Burns@oregonstate.edu, Tel: +1-541-737- 0983, Fax: +1-541-737-0993

Kenneth R. Deans, Associate Professor, Department, of Marketing, University of Otago, PO Box 56, Dunedin
9054, New Zealand, ken.deans@otago.ac.nz, Tel : +64-3-479-8166, Fax : +64-3-479-8172

CONFERENCE OBJECTIVES
Dynamic multiculturism continues to be a vital aspect of global marketing that affects consumers and businesses
around the world. The theme of this year’s conference is, “Globalization and Marketing Performance” This
theme emphasizes the need for educators and business leaders to recognize, appreciate, and understand the
significance of marketing in the dynamic global world including different cultures and cross-cultural business
practices, as they affect both domestic and multinational marketing strategies. The 2012 Global Marketing
Conference at Seoul offers outstanding opportunities for business leaders and academics to share their insights
and learn from the research finding and experiences of others. The program chairs welcome participation from all
cultures and parts of the world. We look forward to a stimulating and interactive conference. Proceedings of this
conference will have an ISSN number (1976-8699).
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Venue
Seoul is the center of the Greater Seoul Area, one of the world's most populous metropolitan areas with 21.4
million people including satellite cities. Seoul is the seat of the Republic of Korea government and Royal Palaces,
th
the home of the Korean economy and culture. Seoul was ranked 9 in global urban competitiveness index and
boasts of 25,000 shops opening 24 hours and 116 performing art centers. Internet penetration ratio is 88.4% and
mobile ownership reached 101% in Seoul. Broadband penetration of Seoul (34.4%) is the highest in the world.
Seoul had a total GRDP of US$ 229 billion in 2009. Seoul has many commercial centers for shopping, eating and
simply wandering around for experiencing the modern Korean urban phenomenon, such as dazzling COEX
Gangnam and youthful Shinsadong. Other tourist attractions are Insa-dong, Myeong-dong,
Apgujeong/Chengdam-dong, Bukchon Hanok Village and Cheonggyecheon. The conference venue is the COEX
(http://coex.co.kr/eng/index.asp) which is the best and biggest conference facility in Korea.
(http://english.seoul.go.kr/)

To submit a paper, special session proposal or to participate otherwise, contact the appropriate
symposium chairs or program track chair listed below:

1. JOINT SYMPOSIUMS & FASHION SHOW
2012 EMAC-KSMS JOINT SYMPOSIUM
European Marketing Academy and Korean Scholars of Marketing Science jointly hold ‘the 2012 EMAC-KSMS
Joint Symposium’ on ‘Marketing in Europe and Asia’ in ‘the 2012 Global Marketing Conference at Seoul’.
Please submit your paper to Symposium Co-Chairs: Prof. Gabriele Troilo, Dept. of Marketing, Bocconi
University, via Rontgen 1, 20136 Milano, Italy, gabriele.troilo@sdabocconi.it , Tel: +39-02-5836-6518 or 3704.
Prof. Donghoon Kim, School of Business, Yonsei University, 50 Yonsei Ro, Seodaemun-gu, Seoul, Republic of
Korea 120-749, dhkim@yonsei.ac.kr, +82 -2-2123-2526, Fax: +82-2-2123-8636.

2012 JSMD-KSMS JOINT SYMPOSIUM
Japan Society of Marketing and Distribution and Korean Scholars of Marketing Science jointly hold ‘the 2012
JSMD-KSMS Joint Symposium’ on ‘Marketing and Value in Global Environment’ in ‘the 2012 Global Marketing
Conference at Seoul’. Please submit your paper to Symposium Co-Chairs: Prof. Chieko Minami, Graduate
School of Business Administration, Kobe University, 2-1 Rokkodai-cho, Nada-ku, Kobe 657-8501, Japan,
cminami@kobe-u.ac.jp, Tel: +81-78-881-1212, Fax: +81-78-803-6969. Prof. Jae Wook Kim, Korea University
Business School, Anamdong, Sungbook, Seoul, Republic of Korea, jaewook@korea.ac.kr, Tel: +82-2-3290-1941,
Fax: +82-2-921-9152.

2012 ITAA-KSMS JOINT SYMPOSIUM
International Textile and Apparel Association and Korean Scholars of Marketing Science jointly hold ‘the 2012
ITAA-KSMS Joint Symposium’ on ‘Globalization and Fashion Marketing’ in ‘the 2012 Global Marketing
Conference at Seoul’. Please submit your paper to Symposium Co-chairs: Prof. Kathleen Rees, Dept. of
Human Sciences, HS128, MSC 168 Texas A&M University-Kingsville, Kingsville, Texas 78363-8202, USA,
kathleen.rees@tamuk.edu, Tel : +1-361-593-2357, Fax : +1-361-593-2230. Prof. Eun Joo Park, Dept. of Fashion
Design, Dong-A University, 840 Hadan-dong, Saha-gu, Busan, Republic of Korea, ejpark@dau.ac.kr, Tel: +82-51200-7332, Fax: +82-51-200-7335.

2012 ANZMAC-KSMS JOINT SYMPOSIUM
Australian and New Zealand Marketing Academy and Korean Scholars of Marketing Science Jointly hold ‘the
2012 ANZMAC-KSMS Joint Symposium’ on ‘Value Co-creation and Co-production in Service Dominant
Logic’ in ‘the 2012 Global Marketing Conference at Seoul’. Please submit your paper to Symposium Co-Chairs:
Prof. Janet McColl-Kennedy, Professor of Marketing, UQ Business School, University of Queensland, Brisbane,
Queensland, 4072, Australia, j.mccoll-kennedy@business.uq.edu.au, Tel:
+61-7-33468178, Fax: +61-733468166. Prof. Jong-Ho Lee, Korea University Business School, #612 LG-POSCO Building, Anam-

Dong, Seongbuk-Gu, Seoul 136-701, Republic of Korea, jongholee@korea.ac.kr, Tel: +82-2-3290-2821,
Fax: +82-2-3290-1307.
2012 HIT-KSMS JOINT SYMPOSIUM
Harbin Institute of Technology and Korean Scholars of Marketing Science jointly hold ‘the 2012 HIT-KSMS
Joint Symposium’ on ‘Marketing Innovation in China: A Perspective of Cultural Change’ in ‘the 2012 Global
Marketing Conference at Seoul’. Please submit your paper to Symposium Chair: Prof. Guofeng Li, Dept. of
Business Administration, School of Management, Harbin Institute of Technology, No. 92, West Da-Zhi Street,
Harbin, Heilongjiang, P.R. China, 600726@sina.com, Tel: +86-451-8641-4042, Fax: +86-451-8641-4024.
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2012 IMTC-KSMS JOINT SYMPOSIUM
International Marketing Trends Conference board and Korean Scholars of Marketing Science Jointly hold ‘the
2012 IMTC-KSMS Joint Symposium’ on ‘Creativity and Passion between Global Branding and Country of
Origin Roots’ in ‘the 2012 Global Marketing Conference at Seoul’. Please submit your paper to Symposium CoChairs: Prof. Gaetano Aiello, Dept. of Management, University of Florence, Via delle Pandette n.9, 50127
Florence, Italy. Gaetano.aiello@unifi.it, Tel: +39-0554374726, Fax: +39-0554374910. Prof. Tiziano Vescovi,

Dept. of Management, University of Venice “Cà Foscari”, Fondamenta San Giobbe – Cannaregio 873,
30121 Venezia, Italy. vescovi@unive.it, Tel: +39-0412348741, Fax: +39-0412348701. Professor Eunju
Ko, Dept. of Clothing and Textiles, College of Human Ecology, Yonsei University, 134 Sinchon-dong,
Seodaemun-gu, Seoul, Republic of Kor ea, ejko@yonsei.ac.kr, Tel : +82-2-2123-3109, Fax : +82-2-312-8554.

2012 INVITED FASHION SHOW: Celebration of Life with a Secret of Water..Hanbok
Hye Soon Lee, Chief Designer, Damyeon, 2-2 Cheongdam-dong, Gangnam-gu, Seoul, Republic of Korea,
MAIL_webmaster@damyeon.com, Tel: +82-2-546-6464, Fax: +82-2-544-3567, (http://www.damyeon.com/ ).

2. SPONSORING JOURNALS
JOURNAL OF BUSINESS RESEARCH
Journal of Business Research (SSCI) will publish special issues on following subjects with top papers presented
in proper tracks of this conference.
1.

KSMS President’s Choice Awards: All of papers submitted to the 2012 GMC at Seoul are eligible for review
toward inclusion in the special issue of JBR. Best of the best papers presented in all of tracks in the 2012
GMC at Seoul will be qualified for this special issue. If you want your paper to be considered for possible
publication in JBR, please inform your intention to Guest Co-Editors: Prof. Yung Kyun Choi, Dept. of
Advertising & P.R., Dongguk University, 26, Pil-dong 3-ga, Jung-gu, Seoul, 100-715, Republic of Korea,
choiyung@dongguk.edu, Tel: +82-2-2260-3817, Fax: +82-2-2260-3766, and Prof. Ralf Schellhase
(University of Applied Sciences Darmstadt), ralf.schellhase@h-da.de.

2.

‘Marketing Service Products Globally: Tourism, Hospitality, Financial Products, and Festivals’ with
best papers presented in ’Marketing Service Products Globally: Destination brands, Hospitality, Financial
Products, and Festivals’ track of this conference. Guest Co-Editors: Prof. Drew Martin (University of Hawaii
at Hilo), drmartin@hawaii.edu, Prof. Sunny Ham (Kyungwon University), sham@kyungwon.ac.kr, and Prof.
Mark S. Rosenbaum (Northern Illinois University), mrosenbaum@niu.edu.

JOURNAL OF PRODUCT INNOVATION MANAGEMENT
Journal of Product Innovation Management (SSCI) will publish a special issue on ‘Product Development and
Performance in the Global Environment’ with best papers presented in proper tracks in this conference. If you
want your paper to be considered for possible publication in this special issue of JPIM, please inform your
intention to Guest Editor: Professor Eunju Ko, Dept. of Clothing and Textiles, College of Human Ecology,
Yonsei University, 134 Sinchon-dong, Seodaemun-gu, Seoul, Republic of Kor ea, ejko@yonsei.ac.kr, Tel : +82-22123-3109, Fax : +82-2-312-8554.

GLOBAL ECONOMIC REVIEW
Global Economic Review (SSCI) will publish a special issue on ‘Digital Revolution, Marketing, and East Asia
Economies’ with best papers presented in proper tracks of this conference. If you want your paper to be
considered for possible publication in GER, then please inform your intention to Guest Co-Editors: Prof. Udo
Wagner, Faculty of Business, Economics and Statistics, University of Vienna, A-1210 Vienna, Brunner Strasse 72,
Austria, udo.wagner@univie.ac.at, Tel: +43 (1) 4277-380 11, Fax: +43 (1) 4277-380 14, Prof. Junyean Moon,
Dept. of Business Administration, Hanyang University, ERICA Campus , 1271 Sa-Dong, Sangnok-Gu, Ansan,
Gyeonggi-Do, 426-791, Republic of Korea, jmoon@hanyang.ac.kr, Tel: +82 31-400-5653, Fax: +82 31-400-5591.

INTERNATIONAL JOURNAL OF ADVERTISING
International Journal of Advertising (SSCI) will consider papers selected as the best papers in following tracks of
the 2012 GMC at Seoul: ‘Marketing in New Media’ and ‘Advertising and Integrated Marketing
Communication (IMC)’ for publication. If you want your paper to be considered for possible publication in IJA,
please inform your intention to chair of proper track.

JOURNAL OF GLOBAL SCHOLARS OF MARKETING SCIENCE
All papers presented in this conference are eligible for review toward inclusion in the special issue of JGSMS on
‘Globalization and Marketing Performance’ (SCOPUS in 2012). If you want your paper to be considered for
possible publication in JGSMS, then please inform your intention to Guest Editor: Prof. Seong-Yeon Park,
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Ewha School of Business, Ewha Womans University, 11-1 Daehyun-dong, Seodaemun-gu, Seoul, Republic of
Korea, sypark@ewha.ac.kr, Tel: +82-2-3277-2798, Fax: +82-2-3277-2835.

JOURNAL OF GLOBAL FASHION MARKETING
Journal of Global Fashion Marketing will publish a special issue with best papers presented in the field of
‘Globalization and Fashion Marketing Performance’ related tracks in this conference. If you want your paper to
be considered for possible publication in JGFM, then please inform your intention to Guest Co-Editors (Prof.
Kathleen Rees, Texas A&M University-Kingsville, kathleen.rees@tamuk.edu, Prof. Eun Joo Park, Dong-A
University, ejpark@dau.ac.kr).

INTERNATIONAL JOURNAL OF CULTURE, TOURISM AND HOSPITALITY RESEARCH
International Journal of Culture, Tourism and Hospitality Research (SCOPUS) will publish a special issue on
‘Asia Bridging the World’ with best papers presented in proper tracks in this conference. If you want your paper
to be considered for possible publication in this special issue of IJCTHR, please inform your intention to Guest
Editors: Professor Tony Garrett, Dept. of Marketing, Korea University Business School, Anam-dong,
Seongbuk-gu, Seoul 136-701, Republic of Korea, tgarrett@korea.ac.kr, Tel : +82-2-3290-2833, Fax: +82-2-9227220. Professor Ning Dehuang, Faculty of Management and Economics, Kunming University of Science and
Technology, 68# Wenchang Road, 121 Street, Kunming 650093, P.R. China, ningdh@163.com, Tel: +8613888870224, Fax: +86-08715198887.

PSYCHOLOGY & MARKETING
All of papers submitted to the 2012 Global Marketing Conference at Seoul are eligible for publication
consideration in Psychology & Marketing (SSCI). Suitable papers may be invited for further review toward
possible publication in regular issues of P&M. If you want your paper to be considered for possible publication in
P&M, then please inform your intention to your track chair.

3. ACADEMIC EXCELLENCE COMMITTEE
Chair: Prof. Charles R. Taylor (Villanova University), John A. Murphy Professor, Dept. of Marketing,
Villanova University, Villanova, PA 19085-1678 USA, raymond.taylor@villanova.edu, Tel: +1-610-519-4386 Fax:
+1-610-519-5364. Editor of International Journal of Advertising. Academic Excellence Committee is in charge of
the total quality control over the conference management process.

4. PROGRAM TRACKS & TRACK CHAIRS
Marketing Strategy and Management: Prof. Robert E. Morgan, Cardiff Business School, Cardiff
University, Colum Drive, Cardiff, UK, morganre@cardiff.ac.uk, Tel: +44-29-2087-0001, Fax: +44-29-2087-4419.
Dr. Yiannis Kouropalatis, Cardiff Business School, Cardiff University, Colum Drive, Cardiff, UK,
kouropalatisy@cardiff.ac.uk, Tel: +44-29-2087-6845, Fax: +44-29-2087-4419.

Interactive Marketing: Prof. Shintaro Okazaki, Department of Finance & Marketing Research, College of
Economics & Business Administration, Universidad Autónoma de Madrid, Cantoblanco, 28049, Madrid, Spain,
shintaro.okazaki@uam.es Tel. +34-91-497-2872 Fax. +34-91-497-8725.

Consumer Psychology: Prof. Dong-Mo Koo, School of Business, Kyungpook National University, 1370
Sankyuk-Dong, Buk-Gu, Daegu 702-701, Republic of Korea, unlimited@knu.ac.kr, Tel: +82-53-950-7412, Fax:
+82-53-950-6247.

Personal Selling and Sales Management: Prof. Bulent Menguc, Brock University, Department of
Marketing, 500 Glenridge Avenue, L2S3A1, Ontario, Canada, bmenguc@brocku.ca, Tel:+1- 905-688-5550 (ext
5074), Fax: +1-905-378- 5716.

Corporate Communication in Social Media: Prof. Manfred Schwaiger / Prof. Marko Sarstedt,
Institute for Market-based Management, Munich School of Management, Ludwig-Maximilians-University of
Munich, Kaulbachstr. 45, D-80539 München, Germany, schwaiger@lmu.de, sarstedt@bwl.lmu.de, Tel.+49-(0)892180-5640, Fax:+49-(0)89-2180-5651.

Consumer Behavior and Experiment: Prof. Pekka Mattila, Department of Marketing, School of
Economics, Aalto University, P.O.Box 21230 (Lapuankatu 6), FI-00076 AALTO, Finland, pekka.mattila@aalto.fi,
Tel: +358-40-353- 8418, Fax: +358-10- 837-3710.
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Channel of Distribution Management: Prof. Sang-Lin Han, School of Business, Hanyang University,
Seoul 133-791, Republic of Korea, slhan@hanyang.ac.kr, Tel: 82-2-2220-1071, Fax: 82-2-2220-1169.

Luxury Marketing and Value Management: Prof. Klaus-Peter Wiedmann, Chair and Director of the
Institute of Marketing and Management, Leibniz University Hannover. Dr. Nadine Hennigs, Assistant Professor
at the same Institute Königsworther Platz 1, D-30167 Hannover, Germany, wiedmann@m2.uni-hannover.de,
nhennigs@m2.uni-hannover.de Tel.: +49-511-762-4862, Fax: +49-511-762-3142.

Asian Consumer Insight: Prof. Bernd Schmitt, Robert D. Calkins Professor, Dept. of Marketing,
Columbia University, 3022 Broadway, New York, 10027 NY, USA, bhs1@columbia.edu, Tel: +1-212-854-3468,
Fax: +1-212-854-7647.

Retail Management: Prof. Seigyoung Auh, Thunderbird School of Global Management, 1 Global Place,
Glendale, AZ 85306, USA, seigyoung.auh@thunderbird.edu, Tel: +1-602-978-7296, Fax: +1-602-843-6143.

Global Fashion Marketing: Prof. Leslie Davis Burns, Professor of Design and Human Environment, 224
Milam Hall, Oregon State University, Corvallis, OR 97331 USA, Leslie.Burns@oregonstate.edu, Tel: +1-541-7370983, Fax: +1-541-737-0993.
Product Development and Industrial Design: Prof. C. Anthony Di Benedetto, Marketing and Senior
Washburn Research Fellow, Fox School of Business and Management, Temple University 523, Alter Hall (00609), 1801, Liacouras Walk, Philadelphia, PA 19122 USA, anthony.dibenedetto@temple.edu, Tel: +1-215-2048147, Fax: +1-215-204-6237.

Marketing, Innovation and Entrepreneurship: Prof. Kwaku Atuahene-Gima, CEIBS, China.
kwaku@ceibs.edu Prof. Luigi Mario De Luca, Marketing and Strategy Section, Cardiff Business School, Cardiff
University, Aberconway Building, Colum Drive, Cardiff, CF10 3EU, UK, delucal@cardiff.ac.uk, Tel: +44-(0)292087- 6886, Fax: +44- (0)29-2087-4419.

International Advertising: Prof. Sandra Diehl, Dept. of Media and Communication Studies, Alpen-Adria
University of Klagenfurt, Universitätsstraße 65-67, 9020 Klagenfurt, Austria, Sandra.diehl@uni-klu.ac.at, Tel: +43(0)463-2700-1822, Fax: +43-(0)463-2700-991822.

Marketing in New Media: Prof. Ralf Terlutter, Dept. of Marketing and International Management,
University of Klagenfurt, Universitätsstraße 65-67, 9020 Klagenfurt, Austria, Ralf.Terlutter@uni-klu.ac.at, Tel: +43(0)463-2700-4004, Fax: +43-(0)463-2700-4094.

Marketing Service Products Globally: Tourism, Hospitality, Financial Products, and Festivals:
Prof. Drew Martin, College of Business and Economics, University of Hawaii at Hilo, 200 West Kawili Street,
Hilo, Hawaii 96720-4091, USA, drmartin@hawaii.edu, Tel: +1-808-974-7553, Fax: +1-808-974-7685. Prof.
Sunny Ham, San 65 Bokjung-dong Soojung-gu Seongnam-si Kyeonggi-do (461-701), Republic of Korea,
sham@kyungwon.ac.kr, Tel: +82-31-750-8669, Fax: +82-31-750-8669. Prof. Mark S. Rosenbaum, Dept. of
Marketing, College of Business, Northern Illinois University, DeKalb, IL 60115-2897, USA, mrosenbaum@niu.edu,
Tel: +1-815-753-7931, Fax: +1-815-753-6014.

Global/International/Cross-Cultural Marketing: Prof. Haizhong Wang, Dept. of Marketing and Chinese
Brand Research Center, School of Business, Sun Yat-Sen University, 135 Xinggang Road, Guangzhou, China,
510275, wanghzh.05@alum.sem.tsinghua.edu, Tel: +86-20-84112603, Fax: +86-20-84036924.

Sport Marketing and Media: Prof. Kihan Kim, Dept. of Kinesilogy, Seoul National University, 71-410, 599
Gwanak-ro, Gwanak-gu, Seoul, 151-742, republic of Korea, kihan@snu.ac.kr, Tel: +82-2-880-7792, Fax: +82-2872-2867.
Marketing in Asia: Prof. Kim-Shyan Fam, School of Marketing, Victoria University of Wellington, 11/F
Rutherford, Wellington, New Zealand, kim.fam@vuw.ac.nz, Tel:+ 64-4-463-6459; Fax +64-4-463-5231.

Product Innovation and Performance in the Global Environment: Prof. Eunju Ko, Dept. of Clothing
and Textiles, College of Human Ecology, Yonsei University, 134 Sinchon-dong, Seodaemun-gu, Seoul, Korea,
ejko@yonsei.ac.kr, Tel : +82-2-2123-3109, Fax : +82-2-312-8554.
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Branding and Marketing: Prof. Jikyeong Kang, Director of DBA Programme, Manchester Business School,
The University of Manchester, Booth Street West, Manchester, M15 6PB, UK, jkang@mbs.ac.uk, Tel: +44-(0)161275-6561, Fax: +44-(0)161-275-6464.

Social Network & Mobile Application Marketing: Prof. Jaihak Chung, Business School, Sogang
University, Matheo Hall 503, Shin Soo Dong, Mapo Gu, Republic of Korea, jaihak@sogang.ac.kr, Tel: +82-2-7058859, Fax: +82-2- 705-8519.

Japanese Perspectives on Value Creation in Marketing and Consumer Behavior - Special
Session by Japan Society of Marketing and Distribution: Prof. Akira Shimizu, Faculty of Business
and Commerce, Keio University, ashimizu@fbc.keio.ac.jp, Tel: +81-3-5427-1168, Fax: +81-3-5722-4644. Prof.
Tomoko Kawakami, Kansai University, Osaka, Japan, ktomoko@kansai-u.ac.jp, Tel: +81-6-6368-0145, Fax:
+81-6-6339-7704.

Consumer Behavior in the Service Industry: Prof. Sunmee Choi, School of Business, Yonsei University,
134 Sinchondong, Seodaemun-Gu, Seoul, Republic of Korea 120-749, sc128@yonsei.ac.kr, Tel: +82-2-21235479, Fax: +82-2- 364-7828.

Intercultural Communications: Prof. Wolfgang Fritz, Institute of Marketing, University of Braunschweig,
Abt-Jerusalem-Str. 4, 38106 Braunschweig, Germany, w.fritz@tu-bs.de, Tel: +49-(0)531-391-3202, Fax: +49(0)531-391-8202.

Customer Equity Management: Prof. Eric Chuan-Fong Shih, Graduate School of Business,
Sungkyunkwan University, 53, Myeonyung-dong 3-ga, Jongno-gu, Seoul 110-745, Republic of Korea,
e_shih@yahoo.com, Tel: +82-2-740-1505, Fax: +82-2-740-1503.
Ethnic and Minority Marketing: Prof. John Stanton, School of Marketing, University of Western Sydney,
Locked Bag 1797 Penrith NSW 2751, Australia, j.stanton@uws.edu.au, Tel: +61-2-96859294, Fax: +61-296859612.
Technological Innovation and Future Firms: Prof. Jina Kang Technology Management Economics and
Policy Program (TEMEP) & Department of Industrial Engineering, Seoul National University, 599 Gwanangno,
Gwanak-gu, Seoul 151-742, Republic of Korea, profkang@snu.ac.kr, Tel: +82-2-880-5109, Fax: +82-2-872-8359.
Public Policy and Marketing: Prof. Michael L. Capella, Dept. of Marketing, Villanova School of Business,
Villanova University, 800 East Lancaster Ave., Villanova, PA 19085-1678 USA, michael.l.capella@villanova.edu,
Tel: +1-610-519-6624, Fax: +1-610-519-5364.

Advertising and Integrated Marketing Communication (IMC): Prof. Hyokjin Kwak, Dept. of
Marketing, LeBow College of Business, Drexel University, Matheson Hall 502B, 32nd and Market Street,
Philadelphia, PA 19104, USA, hkwak@drexel.edu, Tel: +1-215-895-6006, Fax: +1-215-895-6975.
Marketing Education: Prof. Ralf Schellhase, Faculty of Economics and Business Administration, University
of Applied Sciences Darmstadt, Haardtring 100, 64295 Darmstadt, Germany, ralf.schellhase@h-da.de, Tel: +496201-876474, Fax: +49-6201-876475.
Social Media and Luxury Marketing: Prof. Michel Phan, EMLYON Business School-Asian Campus,
Shanghai, China, michelphan@hotmail.com , Tel: +86-21-6260-8160, Fax: +86-21-6260-8171.
Global Marketing and Web 2.0: Prof. Stan Paliwoda, Department of Marketing, University of Strathclyde,
Stenhouse Building, 173 Cathedral Street, Glasgow, G4 0RQ, UK, stan.paliwoda@strath.ac.uk, Tel: +44-141548-5843, Fax: +44-141-552-2802.
Olympic Marketing: Prof. Jeonpyo Noh, Department of Business Administration, College of Government
and Business, Yonsei University-Wonju Campus, 234 Maeji-ri, Heungup-myun, Wonju-si, Gangwon-do, Republic
of Korea, nohj@yonsei.ac.kr, Tel: +82-33-760-2337.

Consumer Neuroscience and Perspectives for Marketing: Prof. Rafal Ohme, Human Mind & Brain
Applied Research Center, Al. Jerozolimskie 101/7, 02-011 Warsaw, Poland, ohme@testdifferent.com, Tel: +48601-163-993.
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Global Business in Greater China: Prof. Patrick Poon, Department of Marketing and International
Business,
Faculty of Business, Lingnan University, Hong Kong, patpoon@LN.edu.hk, Tel: +852-2616-8235 Fax: +852-24673049.
Brand Management: Prof. George Panigyrakis, Athens University of Economics and Business, 47,
Evelpidon Str. (& 33, Lefkados Str), 1362 Athens, Greece, pgg@aueb.gr, Tel: +30-2108203641, Fax: +302108203616.
Consumer Apparel Needs and Fashion Marketing: Prof. Nancy J. Miller, Dept. of Design and
Merchandising, 154 Aylesworth Hall, SE, 1574 Campus Delivery, Colorado State University, Fort Collins,
CO80523-1574, USA, nmiller1@colostate.edu , Tel: +1-970-491-5811, Fax: +1-970-491-4855.

Easternization of the West, Westernization of the East in Marketing: Prof. Maria Kniazeva,
Associate Professor of Marketing, School of Business Administration, University of San Diego, 5998 Alcala Park,
San Diego, CA 92110-2492, USA, kniazeva@sandiego.edu, Tel: +1-619-260-7837, Fax: +1-619-260-4891.

Beauty Business and Medical Tourism: Prof. Ki Nam Jin, Dept. of Health Administration, College of
Health Sciences, Yonsei University, 234 Maeji-ri, Heungup-myun, Wounju-si, Gangwon-do 220-710, Republic of
Korea, jinkn@yonsei.ac.kr, Tel: +82-33-760-2439.

Identities, Desires and Global Marketing: Dr. Wing-Sun Liu, ITC The Hong Kong Polytechnic University,
Hung Hom, Kowloon, Hong Kong, tcliuws@inet.polyu.edu.hk, Tel: +852-27666444, Fax: +852-27731432

Design Management and Cultural Marketing: Prof. Erin Cho, Design & Management, School of
Design Strategies, 66 5th avenue room 825, Parsons, The New School for Design, New York,
NY10011, USA choje@newschool.edu, Tel: +1-212-229-5391, Fax: +1-212-229-5114
Agile Marketing: Michael Hoffman, Marketing Trading Inc.(Go Agile Go Lean), 1244 Holm Grove Drive, San
Marcos, CA 92078,USA, mlhoffman26@att.net, Tel: +1-619-523-3227, Fax: +1-858-480-3727

Consumers’ Country Dispositions: Prof. Alexander Josiassen, Department of Marketing, Copenhagen
Business School, Solbjerg Plads, Copenhagen, Denmark, aj.marktg@cbs.dk, Tel: +45-3815-2159, Fax: +453815-2101.

Marketing in General: Prof. Jong-Kuk Shin, Division of Business Administration, Pusan National University,
30 Jangjeon-Dong, Geumjeong-Gu, Busan 609-735, Republic of Korea, shinjk@pusan.ac.kr, Tel: +82-51-5102576, Fax: +82-51-581-3144.

5. FOR MORE INFORMATION
GENERAL SECRETARY
Prof. Kyung Hoon Kim, Executive Secretary, Korean Scholars of Marketing Science, and Professor,
Changwon National University, 9 Sarimdong Changwon, Gyeongnam, Republic of Korea, stride@changwon.ac.kr,
Tel: +82-55-213-3346, Fax: +82-55-263-9096.

EDITOR OF PROCEEDINGS
Prof. Seung-Hee Lee, Dept. of Clothing and Textiles, Ewha Womans University, 52 Ewhayeodae-gil,
Seodaemun-gu, Seoul 120-750 Korea, ewha792@gmail.com, Tel: +82-2-3277-3080, Fax: +82-2-3277-3079.

CONFERENCE WEBSITES
www.kamsconference.org
www.kams.org

6. SUBMISSION GUIDELINES
The 2012 Global Marketing Conference is pleased to have electronic submission for submitting manuscripts.
Electronic submission should be sent to the appropriate track chair in the preferred track. A word document
containing the manuscript should be sent as an attachment to an e-mail communication. Please be sure to
include complete contact information for the contact person. An e-mail response will be sent to the contact author
once the manuscript has been received in a readable format by the track chair. All communications will then occur
electronically. For those who do not have access to e-mail, you may send four hard copies of the manuscript to
one of the appropriate track chairs.
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Manuscripts must follow Manuscript Submission Guidelines: 2012 Global Marketing Conference at Seoul
and Reference Style of KSMS Journals and Proceedings (www.jgams.net). Manuscripts should not exceed
5 pages (single spaced) for abstracts or 20 pages (double spaced) for full papers in double space. Onepage special session and panel proposals should be sent directly to the appropriate track chair. Submissions will
be double-blind reviewed. Please do not identify any authors in the text of the manuscript.
Submission of a manuscript for review indicates that it or a similar version has not been previously published or is
not under simultaneous review elsewhere. At least one author must be a member in good standing of the Korean
Scholars of Marketing Science or be willing to join the Academy if the manuscript is accepted. Additionally, a
manuscript should be submitted to ONLY one track.
The conference will accept papers and allow authors to decide whether to publish the complete paper in the
Proceedings or to publish an abstract only. Upon acceptance, the author(s) agree to the following: (a) to release
the copyright to the Korean Scholars of Marketing Science unless choosing to publish an abstract only, (b) to
return the manuscript (abstract) in correct format (via e-mail or diskette) to the Proceedings Editor, and (c) at least
one author will present the manuscript at the conference and will pre-register as a condition for acceptance and
publication. Proceedings guidelines, limitations, and restrictions will be sent to authors of accepted papers.

7. TRAVEL TO KOREA
Any foreign visitor who wishes to enter Republic of Korea must have a passport, which will remain valid during the
period of stay. Nationals of many countries are eligible to enter Republic of Korea without a visa unless the
purpose of the visit is to reside in Korea, to obtain employment or to otherwise engage in remunerative activities.
Please check with the Ministry of Foreign Affairs of Korea (http://www.mofat.go.kr/english/visa/apply/index.jsp).
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(4) 2012 EMAC-KSMS Joint Symposium in Lisbon

EMAC-KSMS Joint Symposium 2012

Bridging Asia and Europe in Marketing Competitiveness
May 22-25, 2012
ISCTE Business School, Lisbon, Portugal

European Marketing Academy and Korean Scholars of Marketing Science, formerly Korean Academy of Marketing
Science, will hold 'EMAC-KSMS Joint Symposium: Bridging Asia and Europe in Marketing Competitiveness' in the
st
41 European Marketing Academy Annual Conference which will be held at Lisbon, Portugal, May 22-25, 2012.
Accepted papers will be published in the 2012 EMAC Annual Conference Proceedings after double blind review process.
All of accepted papers - striving to do so - will be considered as candidates for a special issue of Journal of Global
Scholars of Marketing Science on ‘Bridging Asia and Europe in Marketing Competitiveness’.
You are cordially invited to join ‘EMAC-KSMS Joint Symposium 2012: Bridging Asia and Europe in Marketing
Competitiveness’.
st

Submission Deadline: 1 of December, 2011

Co-Hosts

European Marketing Academy
Korean Scholars of Marketing Science

Theme

Bridging Asia and Europe in Marketing Competitiveness

Co-Chairs

Udo Wagner (University of Vienna), udo.wagner@univie.ac.at
Seong-Yeon Park (Ewha Womans University), sypark@ewha.ac.kr

Date

May 22-25, 2012

Venue

ISCTE Business School, Lisbon, Portugal

Submission Deadline

December 1, 2012

Submit to

- Authors from European Countries:
Professor Udo Wagner (University of Vienna)
udo.wagner@univie.ac.at
- Authors from countries except Europe:
Professor Seong-Yeon Park (Ewha Womans University)
sypark@ewha.ac.kr

Submission Guidelines
/
Registration

EMAC Homepage (http://www.emac2012.org/r/default.asp?iId=FEFGHG)

Special Issue

All of the accepted submissions will be considered as candidates for a special issue of the
Journal of Global Scholars of Marketing Science, formerly Journal of Global Academy of
Marketing Science, on Bridging Asia and Europe in Marketing Competitiveness
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(5) 2012 ITAA-KSMS Joint Symposium
Co-hosts: International Textile and Apparel Association
Korean Scholars of Marketing Science
Place: COEX, Conference Center, Seoul, Republic of Korea
Dates: July 19-22, 2012
Symposium Theme: Globalization and Fashion Marketing Performance
Sponsoring Journal: Journal of Global Fashion Marketing
Symposium Co-Chairs: Prof. Kathleen Rees (Texas A&M University-Kingsville)
Prof. Eun Joo Park (Dong-A University)
It is our pleasure to announce that ITAA and KSMS will hold ‘The 2012 ITAA-KSMS Joint Symposium’ in the
‘2012 Global Marketing Conference at Seoul’ at COEX, Conference Center, Seoul, Republic of Korea. You are
cordially invited to participate in this symposium. All of the accepted submissions will be considered as candidates
for a special issue of the Journal of Global Fashion Marketing. Professor Kathleen Rees of Texas A&M UniversityKingsville and Professor Eun Joo Park of Dong-A University are the guest editors of this special issue of JGFM.
Abstract Submission Guidelines: 1) Prepare a cover page with title of paper and name and contact information
(address, phone number, email) for all authors. 2) Prepare an abstract in English for review (2 pages, single spaced,
in Word.doc format; one inch margins). Include the title (single spaced, maximum 30 words) but no identifying
information about author(s) or professional affiliation(s). Tables and other graphics should be incorporated within
the body of the abstract in the appropriate place(s).
Abstract Submission Deadline (Received by): January 15, 2012
Submit abstract via regular mail, fax, or email to:
Authors from USA
Kathleen Rees
Professor, Fashion and Interiors Merchandising
Department of Human Sciences
MSC 168, 700 University Blvd.
Texas A&M University-Kingsville
Kingsville, TX 78363
Tel: +1-361-593-2357
Fax: +1-361-593-2230
kathleen.rees@tamuk.edu

Authors from other regions except USA
Eun Joo Park
Professor of Fashion Design
Department of Fashion Design
Dong-A University
840 Hadan-dong,
Saha-gu, Busan, Republic of Korea
Tel : +82-51-200-7332
Fax : +82-51-200-7335
ejpark@dau.ac.kr

Acceptance Notification: Authors will be provided acceptance notification of their papers for presentation at this
symposium by approximately February 15, 2012. Authors of accepted abstracts will be asked to submit their final
full papers by April 15, 2012. These papers will be considered for publication in a special issue of the Journal of
Global Fashion Marketing; therefore they need to follow the author guidelines for that journal. Please see
(www.kams.org) for author guidelines. These papers also will be considered for Best Conference Paper Award.
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3. JOURNAL OF GLOBAL ScholaRS
OF MARKETING SCIENCE
(1) JGSMS, Vol. 21 No.2 (JUNE 2011)

Title

Authors

1

Ethnic Identity’s Relationship to Materialism and Consumer Ethnocentrism:
Contrasting Consumers in Developed and Emerging Economies

Mark Cleveland, Michel Laroche, Nicolas
Papadopoulos

2

Young Chinese Consumers’ Perceptions toward an U.S. Apparel Brand

Chae Mi Lim, Youn-Kyung Kim, Ning Yu

Latent Factors of Executional Elements Influencing Commercial Likeability: An
Exploratory Study of Super Bowl Commercials
The Effects of Decision Control and the Number of Alternatives in Purchase
Decision Processes

Kihan Kim, Yunjae Cheong

3
4
5

A New Shopper Typology: Utilitarian and Hedonic Perspectives

Hyun Joung Lee, Peter Boyle, Jong-Ho Lee
Yun-Hee Kim, Min-Young Lee, Youn-Kyung
Kim

(2) JGSMS, Vol. 21 No.3 (September 2011)

Title

Authors

1

The Effects of Service Quality and Relationship Benefits on Relationship
Commitment and Customer Loyalty in Membership Fitness Club

Sang Hyun Oh, Hwa Suk Lee, Su Jin Kim

2

Our Brand or Their Brand? Consumers’ Responses to Negative ConsumerGenerated Product Reviews Regarding Domestic versus Foreign Brands

Mikyoung Kim

3

Comparison of e-Commerce Systems in Different-sized Hotels

Hong-bumm Kim, Sunny Ham, Hye Young
Moon

4

The Effects of Consumer Preferences for Wireless Internet Services on the
Demand for Mobile Devices

Daeyoung Koh, Hyunseung Cho, Yoon-Ah Jo

5

Product Attributes’ Effects on Perceived Values and Repurchase Intention in
Korea, USA, and France

Eunju Ko, Mi-Ah Lee, Min Young Lee, Michel
Phan, Kyung Hoon Kim, Yoo Kyung
Hwang,Leslie Davis Burns
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4. Journal of global FASHION marketing
(1) JGFM Vol. 2 No. 2 (May 2011)

Title

Authors

1

Fashion Store Personality: Scale Development and Relation to Self-Congruity
Theory

Kim Willems, Gilbert Swinnen, Wim Janssens,
Malaika Brengman

2

Apparel Product Quality: Its Nature and Measurement

Dale Rayman, David J. Burns, Cherilyn N. Nelson

The Effect of Social Comparison of Appearance on Compensatory Buying and
Symbolic Consumption: The Mediating Role of Body Esteem
Consumer Responses to Online Atmosphere: The Moderating Role of
Atmospheric Responsiveness

Seong-Yeon Park, Yumi Ko

5

Luxury Perceptions: A Comparison of Korean and American Consumers

Nancy Stanforth, Seung-Hee Lee

6

<Case> A Study on the Legal Protection of Fashion Design: Comparison
between Korea and the United States

Christine Kim, Eunju Ko

3
4

Young Ha, Sharron J. Lennon

(2) JGFM Vol. 2 No. 3 (August 2011)

Title

Authors

1

Global Fashion Marketing on the Move

Kim K. P. Johnson, MiYoung Lee

2

Putting Assumed Emotion in Fashion Brand Literacy: Understanding BrandIdentity Relationship in the Interdependent Asian Context

Man-lok Lam, Wing-sun Liu, Chester Kin-Man To

3

Personal Luxury Values Associated with Fashion Brand Consumption: An
Exploratory Analysis of Demographic Variations in the United States

Hye-Young Kim, Jeong-Ju Yoo, Dooyoung Choi,
Jieun Kim, Kim K. P. Johnson

4

Consumer Attitudes and Shopping Intentions toward Pop-up Fashion Stores

Jay Sang Ryu

Which Dress Do You Like? Exploring Brides’ Online Communities

Jane Boyd Thomas, Cara O. Peters

6

Consumers’ Value, Environmental Consciousness, and Willingness to Pay
more toward Green-Apparel Products

Seahee Lee

7

Role of Brand Management of the Luxury Fashion Brand in the Global
Economic Crisis: A Case Study of Aeffe Group

Elisabetta Savelli

5
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5. Call for papers
1)

Journal of SCHOLARS of Marketing Science

Special Issue: “Sport Marketing & Media”
Journal of Global Scholars of Marketing Science
The sport industry has become a complex and diverse industry. Marketing and the media are closely intertwined with the
sport industry. The importance of these subjects is widely recognized by academic scholars and practitioners. Manuscripts
are being solicited for a special issue on sport marketing and media which will be published in the Journal of Global
Scholars of Marketing Science. The goal of this special issue is to extend our practical and theoretical knowledge on sport
marketing and media. Also, we would like to celebrate the launching of this new division in the journal by inviting authors to
submit empirical studies or theoretical papers related to sport marketing and media. Papers with theoretical backgrounds
and that contain managerial implications are encouraged and welcomed.
Topics may include but are not limited to:










The use of social media in sport marketing
Emerging media and technology in sport marketing
Minority issues in sport marketing and media
Media and sport consumer behavior
Global sport marketing and media
Sport broadcasting and the emerging media landscape
Legal and regulatory issues related to sport marketing and media
Current metrics and alternative measures of sport marketing effectiveness
Sport and health communication issues

Journal Indexing Information
The Journal of Global Scholars of Marketing Science will be published by "Taylor & Francis" in UK, and is scheduled be
indexed in SCOPUS starting in 2012.

Submission information
All manuscripts must be submitted in Microsoft Word or in PDF format and in the proper format for the Journal of Global
Scholars of Marketing Science. Manuscripts must be sent electronically to kihan@snu.ac.kr. Do not send manuscripts via
postal mail or to the publisher. The deadline for submission is December 10, 2011. Enquiries should be directed to the
special issue editors. Accepted papers will be published in 2012.

Kihan Kim, Ph.D
Department of Kinesiology
Seoul National University
71-410, 599 Gwanak-ro, Gwanak-gu,
Seoul, Korea 151-742
kihan@snu.ac.kr

Jeffrey James, Ph.D.
Department of Sport Management
Florida State University
1002 Tully
Tallahassee, Florida 32306-4280
jdjames@fsu.edu
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Special Issue on Managerial Pricing
Journal of Global Scholars of Marketing Science

Submission deadline: March 1, 2012
The Journal of the Global Scholars of Marketing Science invites authors to submit papers for the Special Issue on
Managerial Pricing. Guest Editors for this special issue: Gerald E. Smith, Boston College and George J. Avlonitis, Athens
University of Economics & Business

Background
Managerial pricing refers to the domain of pricing decisions and actions managers take to manage the market price for
their product or service in the marketplace. Managerial pricing problems are found in various types of pricing-related
activities, ranging from pricing strategy or strategies, pricing policy, pricing methods, managing in price competition, or
pricing implementation. Thus, managerial pricing is distinct from behavioral pricing, which focuses predominantly on
consumer decision processes relating to pricing, including areas such as price perceptions, consumer information
processing of price, or reference price.
Behavioral pricing has become the focus of considerable research in different journals and conferences, but managerial
pricing has received less attention. Within the field of managerial pricing there is considerable opportunity and need for
new research. Researchers have explored pricing strategy and various strategic pricing models; some have proposed
useful typologies; others have quantitatively described how these models are used in practice. Other researchers have
studied who in the organization is involved in making pricing decisions, or the types of objective that drive price decision
making. These are important areas, but there are many opportunities that remain unexplored. There are issues relating to
centralized versus decentralized price decision-making, flexible versus rigid pricing policies, price negotiations within the
organization, or price negotiations with customers or external influencers (e.g., governmental influence in pharmaceutical
pricing).
Recent research has conceptualized pricing as an organizational capability, similar to an R&D function, or a procurement
function that organizations invest in, or build skills in. There is a need to describe the pricing capability, to explore how
firms invest in, build, and manage this function. This includes pricing-related assets, price-management skills, and pricemanagement decision processes, procedures, and routines.
The aim of the special issue is to solicit and publish papers that provide new insights, new empirical findings, and new
thinking about managerial pricing. We therefore encourage submissions in the following areas:
•
•
•
•
•
•
•
•
•
•
•
•

Auction pricing, including internet-based auctions
Costing and Pricing (e.g., Activity-Based-Costing,
etc.)
Transfer pricing
Pricing objectives
Pricing strategies
Bundling strategies
International pricing
Internet pricing
Negotiated pricing
Price competition
Price guarantees and refund/return policies
Pricing in distribution channels

•
•
•
•
•
•
•
•
•
•
•
•

Product line pricing/category management
Promotional pricing
Public policy and price controls
Yield management pricing
Revenue management
Price menus and menu management
Price Positioning
Pricing in the Field Sales Force
Segmentation pricing
Managing price sensitivity
Pricing implementation
Pricing in the organization

Instructions to the authors
Articles should be submitted electronically. Please use PDF format. Submissions should be double spaced and typeset in
11 pt font format, and include all author contact information on the first page. We limit the length of the articles submitted to
this special issue to 40 pages, including figures and tables. See the author instructions at http://jgams.net/main.html for
more details.
To submit a paper send an email to stride@changwon.ac.kr, indicating in the subject headers that the submission is
intended for the Special Issue on Managerial Pricing.
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Anticipated Schedule
Submission deadline: March 1, 2012
Notification of acceptance: June 15, 2012
The schedule may be subject to revisions. Prospective authors are invited to make themselves known to the editors ahead
of time to facilitate the harmonization of the issue and ensure that the authors will be informed of any changes.

Tips for a successful paper:
• The abstract should state: thesis, method, results, conclusions.
• The introduction should not paraphrase the abstract but rather introduce the thesis and motivate the research.
• The conclusion should summarize the results, the main advantages and disadvantages of this research, contrast
with other work in this research area, and propose further directions. There should always be a conclusion.
• Avoid redundancy. Favor conciseness and precision.
• Reference Figures or Tables in the text, and place at the end of the manuscript.
• In general be "nice" to the reader: be as clear as possible.
Further information
Please contact the special issue guest editors with any queries; send your submission to both guest editors: Gerald Smith,
Chair, Marketing Department, Caroll Graduate School of Management, Boston College, Chestnut Hill, MA 02467, Tel: +1
617 552 0427; Fax: +1 617 662 6677, gerald.smith@bc.edu; George J. Avlonitis, Professor of Marketing, Chairman of
the Department of Marketing & Communication, Athens University of Economics & Business, 47A Evelpidon & 33 Lefkados
Str. 113 62 Athens, Greece, Tel: +30 210 82 31 931; Fax: +30 210 82 03 607, avlonitis@aueb.gr.
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Call for Papers
Journal of Global Scholars of Marketing Science
- Bridging Asia and the World
The Journal of Global Scholars of Marketing Science (JGSMS), formerly Journal of Global Academy of Marketing Science, is a
quarterly journal that publishes peer-reviewed conceptual or empirical papers of original works which significantly contribute to the
knowledge pool and overall advancement of marketing theory, research, and practice.
JGSMS will be published by Taylor & Francis and indexed on SCOPUS and EBSCOhost starting from 2012. JGSMS is a member
of the Committee on Publication Ethics (COPE) and indexed on Korean Citation Index and Cabell’s Directories of Publishing
Opportunities.
JGSMS welcomes manuscripts that provide fresh, innovative insight into any topic in the field of marketing. Both conceptual and
empirical works are valued, so long as the work addresses substantive issues in marketing.
Topics of interest include (but are not limited to):
Global Marketing, Consumer and Buyer Behavior, Marketing Research Methodology, Marketing Management, Channel
Management, Fashion Marketing, Marketing Strategy, Sales Management, Product Planning, Sales Promotion, Marketing Modeling,
B-to-B or Industrial Marketing, Marketing Theory and Philosophy of Marketing Science, Service Marketing, Marketing Education,
Retail and Wholesaling, Marketing Communication, Ethics and Social Responsibility of Marketing, Legal and Public Issues in
Marketing, Market Segmentation, Pricing, Nonprofit Marketing, Sport Marketing and Media, Hospitality and Tourism Marketing,
Brand Management, Product Innovation Management.
You are encouraged to submit your paper to the Editor-in-Chief of the JGSMS all year around.
Manuscript submission guidelines for Journal of Global Scholars of Marketing Science is posted on http://www.jgams.net

For more information and submission, please contact:
Junyean Moon
Editor-in-Chief, Journal of Global Scholars of Marketing Science
Professor, School of Economics and Business, Hanyang University, Ansan,
Gyeonggi-do 426-791, Republic of Korea
Tel: +82-31-400-5653
Fax: +82-31-400-5591
E-mail: jgams@hanyang.ac.kr or jmoon@hanyang.ac.kr
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2 ) Journal of GLOBAL FASHION MARKETING

Call for Papers: Integrating Design and Fashion Marketing - Planned and Implemented
Strategies Journal of Global Fashion Marketing Special Issue, Deadline: October 25, 2011
The business of fashion design and marketing are related under various perspectives. The team of business purchases of
clothing are often made up of buyers and designers. Merchant offices are working closely with designers of the style offices.
The timing of the activities of design and the role of the style are critical for the strategic groups such as the “planned
fashion”, the “ready to wear fashion”, and “fast” or “quick fashion”.
The framework of competition in the textiles/clothing sector is traditionally described by dividing operators into two different
strategic groups. Firstly, there is a group identifiable as clothing manufacturers characterized by elevated capability of
forecasting and contributing to the molding of fashion trends. Such firms set themselves the task of manufacturing a
product designed and proposed on the market long before the actual time of consumption. Second, there are firms who
compete with one another on the basis of their ability to rapidly adjust to the fashion trends imposed by others, thereby
ensuring speed to market and supplying products already known to be a market success. These firms compensate for the
lack of product planning by virtue of a production management model whose main characteristics are rapidity and flexibility.
Thus the key factors for success in these two different groups are different: in the first group, the ability to influence fashion
trends is often associated with a strong brand image, while in the second, devising effective quick fashion formulas plays a
much more important role.
Fashion is articulated on various industries and pipelines. Textile and clothing is the largest pipeline in the fashion system,
where design processes are traditionally conceived as generated by upstream actors intended to impose the style. The
design work is then divided up the various levels of the textile-apparel pipeline (design of the fibers, trends compiled by the
bureau de style, textile design, clothing design, the set design and retail environments). The design activities are integrated
with those of marketing and purchasing of industrial marketing through the dynamics defined by time patterns (seasons,
collections, flash) established or newly formed but still well known to the operators of the fashion system.
The relationship between design and marketing in the fashion business is comparable to that between R & D and
marketing companies in the high technology sectors. In fashion marketing orientation to production and product lasted
longer than in other sectors. Today is much stronger than in the past a market orientation expressed by consumers and
retailers. The design can thus oppose the marketing in the fashion in the sense that the prevalence of one of the reasons
may be contrary to the reasoning of others. But the design and marketing instead may reinforce each other, when the
design can help create marketing resources, as well as marketing can help give the creative design. Moreover, if the trend
is indicated in advance of a market orientation in the fashion chains, such as to overcome the traditional approach to
production and product (Taplin 1999), this requires a great effort to design, connected to the power represented by
'emergence of a very wide variety of trend (in the past fifty years - Abernathy et al 1992, Richardson 1996), which is
required by marketing it is sustainable only through great effort design.
As well as conceived in terms of R & D as opposed to marketing in fashion, the design concept can be contrasted directly
with that of fashion where the first is an element of taste underlying timeless (aesthetics and functionality as canon), while
the concept of fashion is fed to the definition of change between differentiation and imitation of the elite of the masses
(Simmel 1911).

Paper can be conceptual or empirical and indicative topics include:
1. The relationship between design and marketing in industrial marketing and purchasing in fashion.
2. The role of design and marketing in the conquest of preferences in consumption and the prevalence of the contribution
of both (design and marketing as critical success factors distinct).
3. The marketing of the firm specialized in fashion design.
4. The contribution of design and marketing in the business models of companies in the fashion industry.
5. The contribution of design and production to marketing orientation and market orientation in the business of fashion.
6. The presence of design features in companies that integrate retail.
7. Companies based in the fashion design (bureau de style) and their relationship with the consumer market and the
industrial market.
8. The organization of the activities of design and marketing firms in the fashion and the integration of the two
organizational skills.
9. The contribution of the creative process of design and marketing companies in the fashion industry.
10. The strategies of firms in the field of fashion design.
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Time schedule:
Interested contributor are requested to submit the full paper (between 6,000 and 8,000 words maximum including cover
page, abstract page, text pages and reference page, plus up to 8 tables and figures) by October 25th 2011.

Submission to:
Guest Editors: Simone Guercini (University of Florence)
Heewon Sung (Gyeongsang National University)
For Authors who are from America, Europe and Africa:

For Authors who are from Asia and Oceania:

Simone Guercini, Professor of Marketing, Dept. of
Business Sciences, University of Florence, Via delle
Pandette 9, 50126 Florence,
Tel. 0039 055 4374704, Fax 0039 055 4374910,
E-mail: simone.guercini@unifi.it

Heewon Sung, Professor of Fashion Marketing,
Dept. of Clothing and Textiles, Gyeongsang
National University, 900 Gajwa-Dong Jinju
Gyeongnam 660-701 Republic of Korea,
Tel. 82 55 751 5987, Fax. 82 55 753 9030,
E-mail: hsung@gnu.ac.kr

For Submission Guideline and More Information: http://www.kams.org/
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Call for Papers
Journal of Global Fashion Marketing

Korean Scholars of Marketing Science (KSMS) proudly publishes Journal of Global Fashion Marketing!
You are encouraged to submit your paper to the Journal of Global Fashion Marketing any time. All of submitted papers will
be subject to double blind peer review.
Mission Statement: The Journal of Global Fashion Marketing is a quarterly journal that publishes peer-reviewed
conceptual and empirical papers of original works that make significant contributions to the understanding and
advancement of fashion marketing theory, research, and practice. JGFM is interdisciplinary and global in nature.
Publisher: Korean Scholars of Marketing Science
Publication Experience of KSMS in Fashion Marketing: More Than 30 Fashion Marketing Conferences for last 13 years.
Target Readers: Academics, Researchers, and Practitioners in the Field of Fashion Marketing
Topics of Interest include (but are not limited to):
Fashion Marketing Trends and Industry Analysis
Fashion Marketing Trends and Industry Analysis
Fashion Marketing Theory and Practices
Fashion Marketing Research Methodology
Fashion Marketing Cases
Fashion Consumer Behavior
Fashion Forecasting System
Fashion Market Segmentation
Fashion Product Innovation
Fashion Merchandising
Fashion Brand Management
Fashion Marketing Communications
Global pricing issues

Fashion Retailing and Distribution Channels
Service Management in the Fashion Industry
Cross-cultural issues of fashion marketing
management
Corporate Social Responsibility Issues
Future Directions in the fashion industry
Fashion Industry and Policy Issues
Legal Issues of Fashion Industry
Sportswear Marketing and Sponsorship
Luxury Marketing
Culture Marketing
New and Specific Marketing Issues
Interdisciplinary research issues

Manuscript submission guideline for the Journal of Global Scholars of Marketing Science is posted on the KSMS website
(www.kams.org). Please see more information at www.jgfm.org
For More Information and Submission, Please Contact:
Eunju Ko
Editor-in-Chief of the Journal of Global Fashion Marketing
Professor of Fashion Marketing, Yonsei University
Seoul, Republic of Korea
Tel/Fax: +82 2 2123 3109, e-mail: jgfm@yonsei.ac.kr
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3 ) Journal of International Marketing

Special Issue: Internationalization during Times of Changing Markets
Journal of International Marketing
Internationalization is a process of firm expansion into new markets. Although a great deal of work has been engaged to
enhance our understanding of firm internationalization, the importance of marketing and marketing related topics are often
overlooked, thus leaving international marketing scholars and practitioners with an incomplete understanding of the
marketing side of this important issue. As such, the purpose of this special issue is to focus our attention on the importance
of marketing and marketing related topics associated with internationalization and its process. It is hoped through this
special issue, greater theoretical and methodological understanding can be gained pertaining to the marketing aspects of
internationalization.
Manuscripts may be conceptual or empirical. All manuscripts should work to make a substantive contribution to the
international marketing literature as well as the practice of international marketing
Topics could include, but are not limited to:

























New theoretical foundations for understanding internationalization
A marketing perspective for the measurement of internationalization
Internationalization as a means to address the base-of-the pyramid
Internationalization’s relationship with sustainability
Corporate social responsibility during internationalization
Global market segmentation and internationalization
Forward and backward internationalization: Entering and leaving markets
Internationalization and market opportunity analysis
Managing marketing knowledge during internationalization
Managing cross-market knowledge flows during internationalization
Contingent market factors influencing internationalization effectiveness
Internationalization efforts of emerging market firms
The role of culture during internationalization
Market orientation’s role in internationalization efforts
The role of marketing managers in firm internationalization
The marketing side of the born global vs. internationalization discussion
Social media and internationalization
Behavioral decision theory and market opportunity assessment for internationalization
Organizational theory and internationalization efforts
Institutional theory’s role in explaining internationalization
Cross-disciplinary interfaces with marketing during internationalization
Branding challenges during internationalization
The relationship of product diffusion and internationalization
Internationalization and new product development: Extending existing products or creating new products

Deadline for Submission: February 10, 2012.
Guidelines for the Journal of International Marketing can be found at: http://www.marketingpower.com/jim.
Manuscripts should be submitted at: http://mc.manuscriptcentral.com/ama_jim.
All manuscripts will be entered into the review process beginning February 11, 2012.
David A. Griffith
Editor, Journal of International Marketing
The John W. Byington Endowed Chair in
Global Marketing
Department of Marketing
The Eli Broad College of Business
Michigan State University
N370 North Business Complex
East Lansing, MI 48824-1122, USA
Tel: 517.432.6429
email: Griffith@bus.msu.edu
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4)

Industrial Marketing Management

Special Issue: Business Models – Exploring value drivers and the role of marketing
Industrial Marketing Management
Submission Deadline: January 31, 2012
Guest Editors: Michael Ehret, Jochen Wirtz and Vishal Kashyap
Business Modelling – The rise of a Management Concepts and the need for Research
Business models have captured growing attention in academic research on strategic management and innovation. Driven
by the performance of open business models practiced by companies like Procter & Gamble or IBM, researchers have
started to study conditions, policies and performance of business models. This call for papers seeks research on business
modeling in business to business environments. Business to business case studies of business modeling are quite
welcome.

‐‐

‐‐

Business models have captured growing attention in academic research on strategic management and innovation. Crucial
functions are to articulate a value proposition, identify a target segment and revenue generation mechanism, define the
structure of the value chain, estimate the cost structure and profit potential, describe the position of the firm within the value
chain and formulate competitive strategies (Chesbrough 2010).
While most published research highlights the potential unlocked by open business models, it rarely provides valid concepts
for antecedents or theoretical reasons for the performance of a particular business model in a particular context.
Despite their close relation to genuine marketing topics (value proposition, market segmentation, marketing channels), and
their implications for growing markets for business‐services and rising significance of inter‐organizational marketing
approaches, little research in marketing can be found. The accelerating rate of adoption of business modelling by
managers raises significant implications and opportunities for marketing researchers:
• Systematic Features of Business Model Performance: Pioneering studies of business models focused on the potential
unlocked by opening up of business models. However there is evidence that open business models can and do fail on the
project level (as Qualcomm’s digital cinema, see Chesbrough 2006), the firm level (Chesbrough 2006) or on industry level
(as the Bio‐Pharma collaboration, see Pisano 2006). What are the salient antecedents, policies and practices that drive the
performance of a business model?
• Implications of Business Models for B2B Marketing: How does the adoption of business models by strategic
management affect market opportunities and the design of marketing strategies? What are the implications for the design
of marketing channels, the use of marketing partnerships and the segmentation of customers? How do business models
affect product policy, e.g. via a growing share of services? Do business models open up new options for pricing and what
methods can support pricing decisions? How can business model design help to tap into the potential of social networks for
marketing?
• Open Business Models and the Rise of Inter‐‐organizational Marketing approaches: To the extent that companies
are adopting open business models, inter‐organizational marketing approaches are gaining ground (e.g. Ehret and Wirtz
2010, Chesbrough 2011). What are the antecedents to the performance of inter‐organizational collaboration? How do
governance structure and contract arrangements impact the performance of business models? How does relationship
management affect the performance of a certain business model?
• Open Business Models and the rising significance of services: A significant implication of the opening‐up of business
models is the growing significance of external sourced services as an alternative to internal operations of a firm. How is the
re‐organization of businesses related to access to business services and their performance? What opportunities and
challenges arise for the positioning of service firms?
This Special Issue explores foundations for systematic business model design and its implications for marketing research
and management. Our major interest is on linking empirical findings to an underlying understanding of the rationale of
business modeling that empowers our competencies to design well performing business models.
Business Models and Marketing – Towards a systematic approach
The opening‐up of business models has been driving the evolution of new markets and is affecting the performance of
marketing programs. Open business models call for a growing share of interorganizational marketing approaches and a
stronger emphasis on service‐strategies. This special issue presents empirical data and conceptual contributions and
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integrates them towards a systematic treatment of business models and their impact on marketing practices and their
performance. It provides an account of how business models have been transforming markets and called for emerging
marketing practices. The contributors open‐up an avenue for systematic empirical studies of the antecedents of open
business models, validate theories of systematic forces affecting business model design and analyse the performance of
marketing practices in the context of business model design. Thus this special Issue provides the first systematic attempt
to elucidate the relevance of business modeling for marketing and expose it to a systematic academic study.

Paper submission and review process
Papers submitted must not have been published, accepted for publication, or presently be under consideration for
publication elsewhere. Copies should be submitted via email MS Word attachment (in one file including all figures and
tables, please do not submit a Word file with “track changes” active or a PDF file) to the guest editor
(michael.ehret@ntu.ac.uk) as well as the IMM office (plaplaca@journalimm.com). The deadline for submission is January
31, 2012. Please indicate the paper is for the special issue on Business Models – Exploring value drivers and the role of
marketing. The first page must contain the title of the paper and the names and contact details of all authors. For additional
guidelines, see “Notes for Contributors” from a recent issue of Industrial Marketing Management, or visit:
http://www.elsevier.com/wps/find/journaldescription.cws_home/505720/authorinstructions.
Papers not complying with the notes for contributors or poorly written will be desk rejected. Suitable articles will be
subjected to a double-blind review; hence, authors must not identify themselves in the body of their paper.
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Special Issue: Theoretical Developments in Industrial Marketing Management:
Multidisciplinary Perspectives
Industrial Marketing Management
Submission Deadline: December 31, 2011
Industrial Marketing Management announces the call for papers for the journal’s first special issue on theoretical
developments in industrial marketing management. The deadline for submission is December 31, 2011.
Purpose of the special issue
Marketing as a discipline in general, and industrial business-to-business marketing in particular, has drawn upon a number
of different theoretical perspectives from domains as diverse as organisational theory, systems analysis, economics,
psychology, sociology, anthropology (Buvik, 2001; Murgolo-Poore, Pitt and Bertham, 2003). As marketing researchers we
not only draw upon these diverse theoretical perspectives, but we also regularly combine differing theoretical lenses, from
within and outside the management and marketing disciplines, to further our understanding. However, to build these new
theoretical understandings and increase the relevance of marketing research, we need to be aware of the ontological
assumptions and stances that such theoretical lenses use. Knowing how conceptually close or distant differing theoretical
approaches are to the marketing phenomena of interest and how compatible they are in terms of their underlying
properties and characteristics in providing explanations will have a major impact on the contribution researchers may make
in using such theories (Okhuysen and Bonardi, 2010).
Given the importance of ontology in framing research contributions, it is surprising that greater attention is not paid to
exploring different ontological and epistemological approaches in industrial marketing research (Easton, 1998). The
purpose of this special issue is therefore to offer a platform for the exploration, comparison, application, and consideration
of ontological choice and its implications in industrial marketing research.
In this proposal for a special issue of Industrial Marketing Management we would invite contributions that explore, compare
and/or contrast differing general theoretical perspectives, and contributions which focus on the application of general
theoretical perspectives to specific issues in industrial marketing research.
What do we mean by General Theory?
A widely accepted General Theory of marketing has yet to be formulated and adopted by the marketing research
community. Nevertheless, there is a wealth of general theoretical models that marketing researches use, both implicitly and
explicitly, to guide their research. General theories are intentionally both broad and integrative and removed from any
specific social setting (e.g. a particular culture, industry sector, business type such as goods or services, or market context
such as business or consumer markets). This means that they are broad enough to be used to explain a larger number of
phenomena, while at the same time their integrative nature means that their use serves to unify less general theories
(Brodie, Saren and Pels, 2009). The explicit use of general theories provides an invaluable indication as to how and why
theoretical unity may be attained in some situations. In addition, general theories may also explain key problems in
attaining this unity.
An example of how General Theory might support industrial marketing research
One example of a general theory in the area of sociology is Structuration Theory. Structuration theory deals with the
creation and maintenance of ideas and structures as well as with change and continuity processes (Staber and Sydow,
2002). Structuration theory defines a social system as any set of practices, patterns of interaction and social relationships
which are relatively enduring (Parker, 2000). It is not new to the social behavior literature having been used in various
contexts from interfirm networks, innovation processes, global virtual teams, organizational transformations, and dyadic
relations to interactive marketing communication (Bryant and Jary, 2001). These uses have ranged from the reconstituting
of entire research disciplines (such as accounting) or specialisms (such as the sociology of technology) to the
reconstituting of an interdisciplinary field (Bryant and Jary, 2001).
How might the use of structuration theory inform industrial marketing research?
At face value, structuration theory might inform our understanding of the relationship between the micro-level actions of
individuals and the macro-level processes and practices of social systems, in that the relationship between such systems
and the exercise of individual agency is a primary concern in Structuration Theory. Accordingly, stronger theoretical
linkages to structuration theory will help industrial marketing research understand better the relationship between the ability
of network actors to act, and the coercive powers of network structure. This is significant to the practice of marketing
management, as a well-informed articulation of managerial agency allows for a more meaningful calibration of strategic
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action, such as understanding the extent to which we can expect to manage or control focal nets and broader networks
(e.g. Möller & Halinen, 1999; Ritter, Wilkinson and Westley, 2004).
How might industrial marketing research inform our understanding of Structuration Theory?
There is also the opportunity for industrial marketing researchers to contribute to our understanding of structuration theory.
In his critique of British Social Theory, Anthony King points out that a new consensus is developing globally which “b no
longer understands social reality in terms of structure and agency but in terms of networks.” (2010:258). King argues that
we need to move from the closed systems favored by functionalist sociology to open and indeterminate social webs that
transcend national borders. Here, the individual does not confront an already completed network, but is part of the
collective and joint interactions that constitute network creation and maintenance. King states that moving from a dualistic
to a network-centric ontology will be necessary in order to move the discipline of social science forward and to sustain the
discipline globally. Here we see the opportunity for industrial marketing researchers to contribute substantially to this
development.
How is theory commonly used in Industrial Marketing Research?
General theories differ from the common mid-range theories typically used to explain industrial marketing and network
phenomena. Mid-range theories are closer to the social data and seek to provide a theoretical bridge between empirical
findings and general theory (Merton, 1968). For example, the mid-range theory, dissonance theory, is neither a collection
of empirical observations made of a certain culture at a certain time (i.e. empiricist) nor a sort of totalizing theory of
behavior as proposed by Parsons (i.e. general), but is characterized as an intermediate theory that fulfilled a necessary
next step in the progression of sociology to a total system theory (Rappert, 2007). In industrial marketing management we
have the example of social exchange theory (which views social change and stability as a process of negotiated
exchanges between parties: Blau, 1964) as a commonly used mid-range theory. Because mid-range theories seek to
provide a bridge between empirical findings and general theory this makes them more easily applicable to empirical
investigation, whereas empiricism privileges direct experience (particularly sensory perception) in the formulation of our
ideas.
Yet, due to the quest for explanatory simplicity, mid-range theories are often implicitly dependent upon more general
theories. This can provide mid-range theories with the required ontological positioning and a more in-depth grounding. As a
result, mid-range industrial marketing theories are often theoretically indebted to general theories in a way that is difficult to
indicate by referencing alone. This also means that mid-range theoretical conceptualizations cannot afford to lose track of
the overall progress made at the level of general theory, as omitting the general level of theorizing can also lead to midrange theories losing their deeper coherence. Overly simplistic mid-range theories may hence fail to do justice to the
complex ontological and epistemological nature of industrial marketing interactions and the process orientation of much
industrial networks research
.
Why is this special issue of IMM needed?
Problematically, mid-range and empiricist research in industrial marketing has made relatively limited progress in attaining
theoretical unity in our understanding of buyer-seller relationships and industrial networks. For example, it is clear that blind
empiricism cannot guide our knowledge towards a more unified theoretical understanding (e.g. Bierstedt, 1949, Freese,
1980a, 1980b). While empiricist research is driven by clearly articulated propositions, it is not clear how this research
tradition “obtains such propositions in the first place? At what level of abstraction ought these propositions to be aimed? In
addition, it is not clear how might insight into various middle-level constructs eventually meld into a unified theory?” (Raab
and Goodyear, 1984: 257).This is in sharp contrast to general sociological theories, which by definition seek to provide
both a well-theorized direction for empirical investigation and a means to attain higher-levels of theoretical unity (Freese,
1980a, 1980b).
As a response, in this call for papers we seek contributions that help to build stronger theoretical linkages between the
industrial marketing literature and the common issues it identifies in industrial marketing practice, and general theory.
Specific topics may include, but are not limited to the following:
 How might general level theories inform new or novel methodological approaches to industrial marketing issues?
 How might different general level theories inform our understanding of the relationship between the mico-level actions of
individuals and the macro-level processes and practices of social systems?
 How might different general level theories inform an industrial marketing research question in different ways, and what
are the implications for researchers in making such theoretical choices?
 How might common concepts in industrial marketing research, such as interaction, action, actor, agency, practice,
relationships, episodes, and value be conceptualized and explored from different general theoretical perspectives?
 How might the choice and use of mid-range theories better reflect the underlying ontological and epistemological
assumptions of a general theoretical perspective?
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 What are the managerial implications for differing ontological and epistemological choices in industrial marketing
research?
Paper submission and review process
Papers submitted must not have been published, accepted for publication, or presently be under consideration for
publication elsewhere. Submissions should be between 6,000 and no more than 7,000 words in length. Copies should be
submitted via email MS Word attachment (in one file including all figures and tables, please do not submit a Word file with
“track changes” active or a PDF file) to the Linda.Peters@nottingham.ac.uk) as well as the IMM office (corresponding
guest editor (plaplaca@journalimm.com ). Please indicate the paper is for the special issue on theoretical perspectives in
industrial marketing management. The first page must contain the title of the paper and the names and contact details of all
authors. For additional guidelines, see “Notes for Contributors” from a recent issue of Industrial Marketing Management, or
visit: http://www.elsevier.com/wps/find/journaldescription.cws_home/505720/authorinstructions.
Papers not complying with the notes for contributors or poorly written will be desk rejected. Suitable articles will be
subjected to a double-blind review; hence, authors must not identify themselves in the body of their paper.
Guest Editors
Corresponding Editor (please direct all correspondence and submissions to the corresponding editor)
Linda D. Peters, Associate Professor in Marketing, Nottingham University Business School, University of Nottingham,
Jubilee Campus, Wollaton Rd., Nottingham, NG8 1BB, UK Linda.Peters@nottingham.ac.uk
Other Guest Editors:
Andrew D. Pressey, Senior Lecturer, Lancaster University Management School, Lancaster University
Markus Vanharanta, Senior Fellow of the Foundation for Management Education
Wesley J. Johnston, CBIM RoundTable Professor of Marketing, Center for Business and Industrial Marketing, J. Mack
Robinson College of Business, Georgia State University
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Special Issue: Co-opetition, Cooperation and Competition
Industrial Marketing Management
Deadline: March 1, 2012
Guest Editors
Maria Bengtsson, Umeå School of Business and Economics, Sweden
Sören Kock, Hanken School of Economics, Finland
The interest for research focusing on the complex relationships between competitors that cooperate has grown quite fast
as the issues have become a part of every company’s daily agenda. The former industrial logic with sequential and
corporate innovation processes have to a large extent been replaced by an industrial logic based on the ability to through
networking integrate technology and strategic skills in the possession of different firms. This has changed the previously
clear anchorage of various activities within the boundaries of an organization, which make the understanding of the
network context important.
Furthermore, the well-defined roles that firms traditionally have been argued to play in a value chain is no longer evident.
The customer in one project can at the same time be a competitor, supplier or partner in other projects. It is important to
understand the network context to be able to navigate in a business environment were the roles of the different actors are
continuously changing.
This development puts great demands not only on firms, but also on current research. Traditional network theory, which
assumes that the relations between a firm and its customers and suppliers are well defined and clear, are challenged.
Dynamic network models need to be developed that capture the dynamic interplay between actors in networks and
accounts for the continuously changing roles that different actors play. Previous models and theories on temporary projects
also need to be further developed. Traditional theories often presume that projects are organized within the boundaries of
the firm and they are therefore lacking dimensions related to the continuous eroding of organization boundaries. Issues
related to the changing business context will be discussed in this special issue and in the following some examples of
specific issues of interest are given. Issues to deal with are:








Boundaries and boundary crossing in dynamic network contexts
How acquisitions, mergers, and industry shifts create dynamics in the organizations' relationships to one and another
Tension and conflicts as a consequence of simultaneous cooperation and competition
Knowledge sharing and knowledge protection in co-opetition
Learning and trust in co-opetitive relationships
Innovation and co-opetetion
Other issues related mainly to co-opetition

The special issue solicits original contributions that were previously unpublished and are currently not under consideration
by any other journal. Submissions that can provide a unique perspective using diverse methodological approaches are
encouraged.
Submissions should be sent electronically as an e-mail attachment (MSWord files only!) to Maria Bengtsson
(maria.bengtsson@usbe.umu.se) and Sören Kock (soren.kock@hanken.fi) with a copy to the editor Peter LaPlaca
(plaplaca@journalimm.com) Authors with questions about the acceptability of proposed topics are urged to contact the
guest editors.
Authors should check the Guide for authors on the IMM web site for details on formatting all submissions:
http://www.elsevier.com/wps/find/journaldescription.cws_home/505720/authorinstructions
Contact information:
Professor Maria Bengtsson, Umeå School of Business and Economics, University of Umeå, Sweden,
maria.bengtsson@usbe.umu.se
Professor Sören Kock, Hanken School of Economics, Finland, soren.kock@hanken.fi

39

5)

Journal of Marketing Management

Special Issue: ANTHROPOMORPHIC MARKETING
Journal of Marketing Management
Guest Editors:
Professor Stephen Brown & Dr Sharon Ponsonby‐‐McCabe, University of Ulster, Northern Ireland.
Anthropomorphism is ubiquitous in marketing. The imputation of animal characteristics to inanimate objects, or concepts, is
one of the defining features of our field. Marketers animate, personify, reify, totemise and practise the “pathetic fallacy” with
impunity. Products, we maintain, have life cycles; brands are blessed with distinctive personalities; marketing myopia is an
ever present threat; cash cows ruminate in the water meadows of strategic marketing; advertising mascots like Tony the
Tiger, Aleksandr Orlov and the venerable Michelin Man charm children of all ages. Red Bull, meanwhile, gives us wings.
Despite the prevalence of anthropomorphism, its appeal is poorly understood (Brown 2010). According to Guthrie’s (1995)
classic study, Faces in the Clouds, the anthropomorphic instinct is attributable to humankind’s innate need to personify. It’s
a survival mechanism of sorts. He also notes that anthropomorphism surges during times of social, economic and
technological turmoil. Times like the present. Another possibility, explored by Micklethwait and Wooldridge (2005), is that
it’s a relic of the Company Acts, which are predicated on the premise that corporations are living, breathing entities in the
eyes of the law.

‐

Regardless of the reasons for anthropomorphism’s grip on the marketing imagination, the fact remains that our products
and services are surrounded by, wrapped around, and embodied in, companion animals. And domesticated animals. And
wild animals. And supernatural creatures of every imaginable stripe, from elves to aliens. Accordingly, a special issue of
JMM, edited by Stephen Brown and Sharon Ponsonby‐McCabe, will be devoted to this intriguing issue.
Papers are invited on any aspect of anthropomorphic marketing. These include, but are not limited to, the following:
 The appeal of advertising characters, spokescreatures and animal mascots.
 The Descent of Brand: on the evolution and development of beastly brand icons.
 Anthropomorphic concepts in marketing – red herring, golden goose or pig in a poke?
 Personified products and services – can “friendly” biotic yogurt turn nasty?
 Is Relationship Marketing reification incarnate?
 Is the PLC dead and buried?
 Should children be kept away from brand animals?
 Toward a taxonomy of trade characters.
 The lure of Farmville, Club Penguin, Lolcats, et al.
 The call of the cute, the cuddly, the comely, the carnivorous.
 Myths, legends, stories – the making of marketing monsters.
 Beast fables for marketing managers, from Squirrel Inc. to The Penguin’s Progress.
 Totemism and taboo in corporate identity formation, communication, perpetuation, critique.
 National, cultural and sectoral differences in mascotomania – eagles in America, bulldogs in Britain, untamed sports
teams, high‐flying financial services.
All manuscripts submitted should follow the guidelines for the Journal of Marketing Management. These are available at
www.informaworld.com/rjmm The closing date for submissions is 31 January 2012, for publication in February 2013.
Submissions
Manuscripts should be submitted online using the Journal of Marketing Management ScholarOne Manuscripts site
(http://mc.manuscriptcentral.com/rjmm) from 1 February 2011. New users should first create an account. Once a user is
logged onto the site submissions should be made via the Author Centre. Authors should prepare and upload two versions
of their manuscript. One should be a complete text, while in the second all document information identifying the author
should be removed from files to allow them to be sent anonymously to referees. When uploading files authors will then be
able to define the non‐anonymous version as “Complete paper with author details”, and the anonymous version as “Main
document minus author information”. To submit your manuscript to the Special Issue Anthropomorphic Marketing
choose the title of the Special Issue from the Manuscript Type list when you come to submit your paper. Also, when you
come to the ‘Details and Comments’ page, answer ‘yes’ to the question ‘Is this manuscript a candidate for a special issue’
and insert the title in the text field provided. If you have any queries you can direct these to the guest editors:
JMM Special Issue Editorial Team, c/o Professor Stephen Brown and Dr Sharon Ponsonby‐McCabe, Department of
Marketing, Ulster Business School, University of Ulster, Jordanstown, Co. Antrim, BT37 0QB, Northern Ireland. Email:
sfx.brown@ulster.ac.uk
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The Service Industries Journal

Special Issue: Small Business and Services
The Service Industries Journal
Guest Editors:
David B. Audretsch, University of Indiana, USA
Robert Blackburn, Kingston University, UK
Domingo Ribeiro, University of Valencia, Spain
The Special Issue will examine the relationship between small business and service industries. Small and medium-sized
enterprises (SMEs) are the most common type of firm found in today’s global economy. SMEs are increasingly facing
international problems similar to those of larger firms. However, in recent years it has been widely demonstrated that SMEs
can adapt more easily to changes in the environment owing to their more manageable size, and to the fact that they can
compete with large organizations through specialization and networks provided by new technology. The main aim of this
special issue is to analyse the current state of the relationship between small business and services as a result of new
factors that characterise today’s international economy. The Special Issue proposed by the SIJ will examine these aspects.
Small business and services in detail from any viewpoint or theoretical perspective will form the central subject matter for
this special issue. To achieve these goals, we will urge authors to contribute research that makes a significant contribution
to the literature. Such research should include developing and testing core elements of existing theories, resolving
conflicting predictions from multiple theories or integrating different theories from various disciplines. Submitted papers
should not have been previously published or be currently under consideration for publication elsewhere. Possible
contributions should come from, but not necessarily limited to:
















Interfaces between services and small businesses.
Innovation in small services firms.
Knowledge intensive business services in SMEs.
Institutional aid and policy initiatives to promote small businesses in service industries.
Small business and international networks in service industries.
Promoting small businesses in service industries in emerging economies.
Interdisciplinary approaches to the study of service industries in SMEs.
Ethical context of services in small business.
Small franchisor organizations.
Service industries in the small not-for-profit sector.
Implications of management in small businesses in service industries, and public sector.
Comparison of service industries in SMEs in different countries.
Service industries in microenterprises.
New tendencies and research in small business and services.

We are open to imaginative and interesting ideas that may not fit neatly within any of the above listed areas but that do fit
within the spirit of this Call for Papers.
Deadline for submitting papers is December 1st, 2011. Questions about content and ideas should be directed to one of the
guest editors: Professor David Audretsch, Professor Robert Blackburn, or Professor Domingo Ribeiro, at
domingo.ribeiro@uv.es
Please clearly identify your submission in the email subject line, SIJ – Small Business and Services. All papers will go
through the regular double-blind review process to ensure its relevance and quality, and must follow the SIJ Style
Guidelines. This special issue will be published in volume 32 number 15 (2012).
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Special Issue: New Technologies in Services
The Service Industries Journal
Guest Editors:
Linda Canina, Cornell University, USA
Daniel Palacios Marqués, Technical University Valencia, Spain
The increase of web sites, the information that it is transmitted through them, as well as the conception of the Internet as a
innovative technology, has allowed a dynamic development of the contents as well as a new conception of the Internet.
However, by only introducing new communication and information technologies, its relationship to firm performance has
not been shown.
The economic importance of Information Technologies has led to considerable academic and business interest in
investigating and understanding the role it plays in processes of change, in economic efficiency and in organisational
performance. The spectacular rise of technology has meant that many studies have unquestioningly assumed that IT
contribute to competitive success and improvement in firm results.
Paradoxically however, empirical evidence of economic and organisational effects of IT is extremely contradictory, and
provides no clear conclusions. Organisations apportion large budgets for the acquisition of IT related products under the
implicit premise that these investments will bring about economic benefits. Nonetheless, empirical evidence for the
economic effects of IT in the microeconomic arena has not been at all easy to come by. Perhaps the most surprising
situation is seen when some firms achieve excellent results with their IT efforts, while others, although in the same line of
business, continue to be victims of the paradox of productivity.
This disparity of results has led many of these studies to be reviewed, with divergence in their conclusions being attributed
to theoretical or methodological inadequacies. Both causes complicate the measurement of the real value contributed by IT,
as well as the comparability and replicability of studies. The most serious theoretical deficiency alludes to the lack of
theoretical models that guide positive research efforts, and identify the contingent variables and interaction effects that are
at work in value creation by IT. A further source of uncertainty and discrepancies in empirical findings arises from errors in
measuring the constructs and poor application of analytical methods, thus preventing causal relations from being
established. Papers can be from different theoretical perspectives and use different empirical methods, large scale survey
work and archival databases, but must constitute new work, that genuinely advances existing debates.
Subject Coverage
Examples of topics appropriate to the theme of New Technologies in Services include:
 Creation of firm value through IT
 IT strategies and services
 IT integration and strategy
 Impact of introducing Web 2.0 in the firm
 Enterprise 2.0 tools
 Knowledge management and IT
 Creation of Information Management Capabilities
 New business models for virtual markets
 Business networks and entrepreneurship
 Enabling technology for outsourced facilities management
 IT-based services delivery systems
 IT services outsourcing
Notes for Authors
Submitted papers should not have been previously published nor be currently under consideration for publication
elsewhere.
All papers are refereed through a peer review process. A guide for authors, sample copies and other relevant information
for submitting papers are available on the Author Guidelines page (http://www.tandf.co.uk/journals/journal.asp?issn=02642069&linktype=44).
Important Dates
Draft submission deadline: February 2012
Final paper submission deadline: December 2012
Publication release: Volume 35 Issue 7 2015
Editors and Notes
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You may send one copy in the form of an MS Word file attached to an e-mail (details in Author Guidelines) to:
Linda Canina
448 Statler Hall
Ithaca, NY 14853-6902
Cornell University
USA
Telephone: 607-255-8051
Email: lc29@cornell.edu
and
Daniel Palacios-Marques
Department of Management
Technical University Valencia
Camino Vera s/n
46022 Valencia
Spain
Telephone: +34 638359404
Email: dapamar@doe.upv.es
Please include in your submission the title of the Special Issue, the title of the journal and the name of the Guest Editors.
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Special Issue: Knowledge Intensive Business Services
The Service Industries Journal
Guest Editors: Professor Peter Sharp and Professor Francisco J. Lara
Issue 10, volume 34 will analyze the growing importance of service industries in recent years and how this has attracted
knowledge intensive business services (KIBS) an international scale. In the present climate, there is no doubting the
underlying and substantial social, cultural and economic benefits of the service industry in the economy; a fact that has
made knowledge intensive business services around the world take an increasingly active role in fomenting what is
regarded as a necessary phenomenon in today’s society. Instilling the spirit of the service industry often depends on the
political measures put into place. In this sense, technological and professional KIBS have a marked influence on the
appearance and consolidation of the spirit and culture of the service industry. However, not all nations are dedicating the
same amount of time and effort to promoting service industries. This special issue attempts to reflect the experiences of
the global environment that now surrounds us. The editors of this special issue, Peter Sharp and Francisco J. Lara, would
be pleased to receive articles of a theoretical nature, as well as research-based pieces, on any aspect or factor within a
knowledge intensive business services context whose underlying raison d’être is the promotion of service industries.
In particular, they would be happy to receive articles on the following aspects:











Organizational behaviour at knowledge intensive business services
Organizational learning at knowledge intensive business services
Knowledge management in business service industries
T-KIBS: scientific and technological knowledge
P-KIBS: professional services knowledge
Business Ethics and Knowledge-Intensive Business Services
Client Co-Production in Knowledge-Intensive Business Services
Health/Medical services: knowledge intensive business service
Education services: knowledge intensive business service
Public governance: knowledge intensive business service

The deadline for submitting papers is April 30, 2012. Questions about content and ideas should be directed to the both
guest editors Professor Peter Sharp, at sharpp@regents.ac.uk; and Professor Francisco J. Lara, at javier.lara@ucv.es
Please clearly identify your submission in the email subject line, SIJ – Knowledge Intensive Business Service - Special
Issue. All papers will go through the regular double-blind review process to ensure its relevance and quality, and must
follow the SIJ Style Guidelines (see http://www.tandf.co.uk/journals/authors/fsijauth.asp). This special issue will be
published in 2014.
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Special Issue: Economics and Services
The Service Industries Journal
Guest Editors: Professor Jan Owen Jansson (Linkoping University, Sweden) and Professor M. Dolores Garzon
(Polytechnic University of Valencia, Spain)
Publication date: Volume 35, number 1 (2015)
In economics textbooks and most other mainstream microeconomic works the pair of “goods and services” are treated as
one. There is little recognition of the fact that services are different from material goods in some basic respects for
microeconomic analysis, In view of the size of the service sector, even macroeconomic analysis can be seriously flawed
when the special nature of services is overlooked.
There is really just one characteristic of services that has attracted the attention of economists, and given rise to a
substantial literature: the assumed much lower rate of productivity growth of services compared to goods. In this
connection, however, too little account is taken to the fact that the heterogeneity of the service sector is great; it is
misleading to treat “services”, “the service sector” or the “service industries” as a reasonably homogeneous aggregate for
economic analysis.
In accordance with the supply-side definition applied in the National Accounts, the service sector can be divided up in five
sub-sectors which are very different in some important respects for economic analysis: (1) Distribution of goods; (2)
Housing; (3) Business-to-business services; (4) User-financed consumer services; (5) Tax-financed consumer services.
In so called welfare states (5) is the largest sub-sector, while the other four sub-sectors are of fairly similar size in terms of
value added or employment. Altogether the service sector measured from the supply-side make up 72% of GDP in
Sweden, which also happens to be the average share of the service sector among the member states of EU.
We therefore invite original contributions that could contribute to further our insight into the economics of services made
from a broad range of fields.
Subject Coverage
We welcome both empirical and conceptual articles. Examples of knowledge gaps appropriate to the theme of the special
issue include:
 Reconciliation of supply-side and demand-side measurements of the service sector
An important measurement problem is that the service sector appears substantially less by the demand-side compilation of
GDP, which is also applied in the National Accounts, although less frequently cited. In Sweden the goods and service
proportion comes to 51:49, or 60:40 if housing is counted in among the consumer goods. Both proportions are apparently
widely different from 28:72 obtained by the supply-side approach. This should be explained and the question is what line
should be taken to this difference?
 How could the service sector be disaggregated to enhance the relevance of economic inquiry?
A related, basic question when it comes to applying economics to services is how the total service sector could and should
be disaggregated for different descriptive and/or analytical purposes?
 Productivity and quality of service.
A much discussed fundamental problem, which still is largely unsolved concerns productivity measurements and quality of
service evaluations, in particular for tax-financed services including medical care, education, child- and eldercare.
 Urbanization and service sector growth
A big question for potentially fruitful research is which relation the structural change of the economy bears to the radical
spatial structural change of society brought about by urbanization? In the rich countries of the world the service sector is
dominant and the urban population is 80% or more of the total population, while the poor developing countries are still
mainly agrarian and the urban population is only 10 to 30 per cent of total population. Urbanization is, however,
accelerating, and the question is how the experiences of the developed countries could be used for the development policy
of the poor countries?
 The welfare state dilemma
A big issue for the future of the welfare states is how the present system of tax-financing of a large part of basic welfare
services could cope with ever-increasing demands. When people live longer and longer they demand more and better
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health care and eldercare, and more school years for the young and higher quality of the education are required in the
knowledge society. Is the basic idea of the welfare state counterproductive if the tax rate cannot be raised any more?
The deadline for submitting papers is June 30, 2012. Full papers (and questions about content and ideas) should be
directed to the guest editor Professor Jan Owen Jansson at jan.owen.jansson@liu.se and Professor M.Dolores Garzon at
mgarzon@upvnet.upv.es. Please clearly identify your submission in the email subject line, SIJ – Economics and services Special Issue.
All papers will go through the regular double-blind review process to ensure its relevance and quality, and must follow the
SIJ Style Guidelines (see http://www.tandf.co.uk/journals/authors/fsijauth.asp).
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Special Issue: Nonprofit Services: Challenges and Opportunities
The Service Industries Journal
Guest Editors: Helena Alves, Gary Akehurst and Domingo Ribeiro
The nonprofit sector has had an increasingly more important role in the economy, contributing to the welfare of society in
areas as diverse as healthcare, education, culture, education, counseling, nutrition and protection. Its importance can be
seen by the number of people it employs and also for its contribution to gross domestic product. According to the John
Hopkins Comparative Nonprofit Sector Project the nonprofit sector represents an average of 5 percent of Gross Domestic
Product in the eight countries for which satellite account data are available, and employs more employees than several
industries.
The fact that organizations belonging to this sector are not profit-driven gives them specificities (Andreasen and Kotler,
2003; Dolnicar et al., 2008), which have attracted and continue to gain interest in their study. In fact, the recent research
conducted by Deloitte Consulting (2010) showed that amongst some of the needs nonprofit organizations have are the
need to do partnerships to extend their reach, the need to have detailed strategic planning to document priorities, the need
to have prioritized initiatives to manage resource allocation, the need to provide training to paid staff and volunteers, the
need to leverage modern technology to improve communications and the need to continuously raise funds.
Therefore the editors of this special issue, Helena Alves, Gary Akehurst and Domingo Ribeiro, would be pleased to receive
articles of a theoretical nature, as well as research-based pieces, on any aspect or factor within nonprofit services context.
In particular, they would be happy to receive articles on the following aspects:












Nonprofit organizations governance
Nonprofit organizations financing
Nonprofit organizations fundraising
Partnerships with public sector
Volunteer recruitment and motivation
Marketing in nonprofit organizations
Managing human resources in the nonprofit services organizations.
Efficiency in nonprofit organizations
Nonprofit organizations stakeholders management
Efficacy in nonprofit organizations actions
Nonprofit organizations and new information and communications technologies

The deadline for submitting papers is September 30, 2013. Full papers and questions about content and ideas should be
directed to the guest editor Helena Alves at halves@ubi.pt, Professor Gary Akehurst, at ga@akehurstonline.co.uk, or
Professor Domingo Ribeiro, at domingo.ribeiro@uv.es. Please clearly identify your submission in the email subject line, SIJ
– Nonprofit Services: Challenges and Opportunities – Special Issue.
All papers will go through the regular double-blind review process to ensure its relevance and quality, and must follow
the SIJ Style Guidelines (see http://www.tandf.co.uk/journals/authors/fsijauth.asp). Papers would be published online
around July 2015 and hard copy publication in February 2016, volume 36, issue 1.
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7)

Product development and management association (PDMA)

Special Issue: Call for Papers - 2011 Annual Research Forum
Product Development and Management Association
(Extended Submission deadline: May 8, 2011)
PDMA’s Annual Research Forum is the premier conference for discourse on new product development (NPD) and
innovation research. It is an important forum for intellectual exchange and state-of-the-art research on all aspects of NPDinnovation. For researchers, it is a stimulating international milieu for developing research partnerships and interacting with
other academics or with managers. For managers, the forum provides an opportunity to learn of the latest research in
progress and reflect on their own practice.
This year, the Research Forum will be held on Saturday, October 29, and Sunday, October 30, at the Arizona Biltmore in
Phoenix, Arizona. The Research Forum’s Co-chairs are Professors Gloria Barczak of Northeastern University and Ludwig
Bstieler of the University of New Hampshire.
The Co-chairs invite manuscripts, working paper poster sessions, extended abstracts, special session proposals or
proposals for a panel discussion that explore new theoretical perspectives, empirical findings, or strategies for success in
NPD-innovation management. The Co-chairs welcome papers on all subjects of NPD-innovation, including but not limited
to the design and development of new products, service innovation, collaborative new product development, customer cocreation, user generated content and innovation, leveraging Web 2.0 for NPD and launch, organizing for NPD and
innovation, global launch strategies, network effects, diffusion of innovations, reverse innovation, sustainable new product
development, open innovation.
Studies using new innovative and cross-disciplinary methods besides the traditional methods of survey, experiments, and
historical data are encouraged. The Co-chairs are especially interested in papers from all academic areas related to NPDinnovation, including disciplines of marketing, operations, management, entrepreneurship, engineering, design, finance,
and information systems. Submissions from all corners of the globe are welcome.
To encourage a breadth of research for high-quality discourse on NPD-innovation, the Co-chairs invite authors to select
from four different submission types:
1. Extended Abstract – The extended abstract provides an opportunity to address emerging topics. Submissions should
be about 750 words in length. This abstract should identify the central research question, introduce the most
important references and describe the research implications. Abstracts will be evaluated based on the quality,
originality, and value of the research in contributing to knowledge and managerial practice.
2. Competitive Paper – These papers represent the completed work of their authors. The manuscript for review should
be no more that 20 double-spaced pages and should follow the manuscript guidelines of the Journal of Product
Innovation Management (JPIM) (http://www.wiley.com/bw/submit.asp?ref=0737-6782&site=1). NOTE: Only
competitive paper submissions will be eligible for a Best Paper or Best Student Paper Award.
3. Special Session – This type of submission provides an opportunity to address an emerging or special interest topic in
a special track session or for discourse on a specific NPD-innovation subject of larger interest in a panel discussion.
Special track session submissions should provide a brief abstract that identifies the central research question along
with 3-4 papers and their respective authors; abstracts of each of the papers for the proposed special session should
be included. Total length of submission should be 7 pages. Panel discussion submissions should provide a brief
abstract that identifies the central theme of the proposed discussion and its significance to NPD-innovation along with
the position statements of 4-5 respective speakers. Total length of submission is 6 pages. Special track session and
panel discussion proposals will be evaluated based on the quality, originality, and value of the research in
contributing to knowledge and managerial practice.
4. Working Paper Poster Session – This format allows participants to present preliminary findings from the early stages
of a research program. Authors will distribute their papers, display their findings poster-style, and discuss their
research in an open forum. Submissions should be about 1,000 words in length, and will be evaluated based on
quality of the research and contribution to the field.
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This year, the Research Forum offers the following awards:
• Best Paper Award* — An award for Best Paper, as determined by reviewers and the research forum committee,
will be given. The outstanding paper award includes a monetary award and a complimentary registration to the
2011 PDMA International Conference.
• Best Student Paper Award* – Doctoral students are particularly encouraged to submit papers for this conference.
An outstanding Student Best Paper award will be given.
* Important Note: Only competitive paper submissions will be eligible for a Best Paper or Best Student Paper
Award.
Submission Deadline – The submission deadline is extended to May 8, 2011. Notification of acceptance will be made by
the end of June 2011. Final versions of all accepted papers must be received by August 31, 2011 for inclusion in the
Research Forum Proceedings. For competitive papers, please follow the JPIM guidelines for manuscript submission. If
your extended abstract, competitive paper, or working paper submission is accepted at least one of the authors MUST
register for the conference and plan to attend. If at least one author does not register by September 15th, the submission
will be dropped from the conference program. For special sessions, all authors or speakers are expected to register for
the conference and plan to attend.
Papers must be electronically submitted to the conference Co-chairs by the deadline (May 8, 2011) to ludwigb@unh.edu.
In your email, please indicate 2011 PDMA Research Forum and the type of submission within the subject line.
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