ROBIN HIGIE COULTER

Professor of Marketing and Ackerman Scholar
Department of Marketing, School of Business
The University of Connecticut
2100 Hillside Road
Storrs, CT 06269-1041
robin.coulter@business.uconn.edu
860.486.2889

PROFESSIONAL EXPERIENCE

1987-PresentUniversity of Connecticut

2006 Professor of Marketing
1993 Associate Professor of Marketing
1987 Assistant Professor of Marketing

1983-1987

Courses Taught:
Ph.D.: Consumer Behavior, Research Methods
M.B.A: Marketing Management, Consumer Behavior

Executive M.B.AManagement Project, Marketing Management (tearght,
Global Business Issues

Undergraduate Consumer Behavior, Advertising, Promotional $ggt Integrated
Marketing Communications

Joseph M. Katz Graduate School of Business
University of Pittsburgh

Pittsburgh Research Institute for Studies in Marketing (1986-1987)
Associate Research Director

ResponsibilitiesPlan, develop, execute and manage projects,dmgunew product
concept evaluation studies, a new target markeiystaibehavioral lab-based
simulated shopping study, and a site location Eeletgistudy.

Graduate Assistant (1983-1986)

ResponsibilitiesTechnical planning, design and execution of neteprojects,
including: market characterization and segmentagtadies, new product concept
evaluation studies and interpersonal influenceystud



1981-1982 Group One Research, Inc. Pittsburgh, PA
Research Consultant
ResponsibilitiesDevelop and execute projects, including: consuseevice
consumption portfolio studies, and management/pelcstudies for financial
institutions, and user/non-user discrimination ssdor a health maintenance
organization.
1979-1981 Bankers Marketing Services, Cambridge, MA
Research Coordinator
Responsibilities Develop and implement research projects for Newk City
savings banks. Projects included: bank marketudits, quality control studies,
and new service development studies. Trained apérgised field personnel.
1978-1979 Group One Research, Inc. Pittsburgh, PA
Market Analyst
Responsibilities Coordinate and prepare branch location feagitstudies, site
analyses and formal branch applications for savamgsloan clients. Questionnaire
design and analysis for user/non-user studiesréatitcunion clients.
EDUCATION

University of Pittsburgh, Joseph M. Katz Graduate School of Business

1987 Ph.D. in Business Administration

1983 M.B.A. (concentration in marketing)

Pennsylvania State University

1978 B.S. in Business Administration

RESEARCH INTERESTS

Advertising Effects and Effectiveness, Brandingp€3+Cultural Consumer Behavior, Customer-
Service Provider Relationships, Interpersonal kriice, Product Involvement and Information
Search, Sensory Imaging, and Zaltman Metaphort&fich Technique.



REFERRED JOURNAL PUBLICATIONS

Chelminski, Piotr and Robin A. Coulter (forthcomjngrhe Effect of Cultural Individualism and
Self-Confidence on Propensity to Voice: From TheoriMeasurement to Practicddurnal of
International Marketing

Coulter, Keith S. and Robin A. Coulter (2007), “foigion of Price Discounts: The Right Digit
Effect,” Journal of Consumer Resear@¥ (August), 162-173.

Chelminski, Piotr and Robin A. Coulter (2007), “®tarket Mavens and Consumer Self-
Confidence: A Cross-Cultural Studyysychology & Marketing24 (January), 69-91.

Coulter, Robin A., Linda L. Price, Lawrence F. fkgiand Camelia Micu (2005), “The Evolution of
Consumer Knowledge and Sources of Information: Hapn@ Transition,"Journal of the Academy
of Marketing Scienc&3 (Fall), 604-620.

Coulter, Keith S. and Robin A. Coulter (2005), “Si2oes Matter: The Effects of Magnitude
Representation Congruency on Price Perception®archase Likelihood,Journal of Consumer
Psychology15 (1), 64-76.

Moore, Robert, Claire Allison Stammerjohan and Robi Coulter (2005), “Banner Ad-Web Site
Congruity Context and Color Effects on Attentiordakttitudes,”Journal of Advertising 34
(Summer), 77-90.

Cotte, June, Robin Coulter, and Melissa Moore (20@nhancing or Disrupting Guilt: The Role
of Ad Credibility and Manipulative IntentJournal of Business Resear&@8 (3), 361-368.

*Best Paper Award 41999 28' International Research Seminar in Marketin{, 3
International Research Seminar on Marketing Comigations and Consumer Behavior
Proceedings90-103.

Coulter, Robin A. and Mark Ligas (2004), “A Typologf Customer-Service Provider
Relationships: The Role of Relational Factors lasSifying CustomersJournal of Services
Marketing 18 (6), 482-493.

Coulter, Robin A., Linda L. Price, and Lawrencd-Eick (2003), “Rethinking the Origins of
Product Involvement and Brand Commitment: Insidgtds Postsocialist Central Europgdg@urnal
of Consumer ResearcBO0 (September), 151-169.

*Lead article

Coulter, Keith S. and Robin A. Coulter (2003), “TH#ects of Industry Knowledge on Trust in
Service Relationships)hternational Journal of Research in Marketjr2p (March), 31-43.



Coulter, Robin, Lawrence Feick, and Linda L. P{2@02), “Changing Faces: Cosmetics Opinion
Leadership Among Women in the New HungaBpniropean Journal of Marketing6 (11/12),
1287-1308.

Chelminski, Piotr and Robin A. Coulter (2002), “Exaing Polish Market Mavens and Their
Attitudes Toward Advertising,Journal of East-West Busine8s(1), 77-89.

Coulter, Keith S. and Robin A. Coulter (2002), “Behinants of Trust in a Service Provider: The
Moderating Role of Length of Relationshid@urnal of Services Markety 16 (1), 35-48

*Best Overall Conference Paper Award and *BesviSes SIG Paper Award Aimerican
Marketing Association Summer Educators’ Confere&2@@) Chicago, IL: American Marketing
Association, abstract, 1-2.

Coulter, Robin A., Gerald Zaltman, and Keith S. {f®u(2001) “Interpreting Consumer
Perceptions of Advertising: An Application of thal#Znan Metaphor Elicitation Technique,”
Journal of Advertising30 (Winter), 1-22.

*Lead article

Coulter, Robin and Mark Ligas (2000), “The Long-@bge: The Dissolution of Customer-Service
Provider RelationshipsPsychology & Marketingl7 (8), 669-695.

Tyson, Ben and Robin Coulter (1999), “Marketingigimiened Self-Interest: A Model of Individual
and Community-Oriented MotivationSocial Marketing Quarterlyy (Winter), 34-49.

Herrmann, Andreas, Frank Huber and Robin Higie @olL997), “Product and Service Bundling
Decisions and Their Effects on Purchase IntentiBni¢ing Strategy & Practice: An International
Journal 5 (3), 99-107.
*1998 Outstanding Paper, Award for Excellence
**also appears iOptimal Bundling: Marketing Strategies for ImprogiEconomic
PerformanceRalph Fuerdere, Andreas Herrmann, and Georg Waieb#s., Berlin:
Springer-Verlag, 253-268.

Coulter, Robin Higie and Mary Beth Pinto (19953 uilt Appeals in Advertising: What Are Their
Effects?”Journal of Applied Psycholog$0 (6), 697-705.

Feick, Lawrence F., Robin Higie Coulter, and Lind&rice (1995), “Consumers in Transition to a
Market Economy: Hungary 1989-1992iternational Marketing Reviewl2 (5), 18-34.

Zaltman, Gerald and Robin Higie Coulter (1995xémg the Voice of the Customer: Metaphor-
Based Advertising Researcll¢urnal of Advertising ResearcB5 (July/ August), 35-51.

Feick, Lawrence and Robin A. Higie (1992), “Thddets of Preference Heterogeneity and Source
Characteristics on Ad Processing and Judgementd &nalorsers,Journal of Advertising21
(June), 9-25.



Higie, Robin A. and Murphy A. Sewall (1991), “UgiiRecall and Brand Preference to Evaluate
Advertising EffectivenessJournal of Advertising ResearcBl1 (April/May), 56-63.

Price, Linda L., Lawrence F. Feick, and Robin Agikl (1989), “Preference Heterogeneity and
Coorientation as Determinants of Perceived Infoiomal Influence,”Journal of Business
Researchl9 (November), 227-242.

Price, Linda L., Lawrence F. Feick, and Robin Agikl (1987), “Information Sensitive Consumers
and Market Information,Journal of Consumer Affaiy21 (Winter), 328-341.

Higie, Robin A., Lawrence F. Feick, and Linda lice (1987), “Types and Amount of
Word-of-Mouth Communications about Retailerdgurnal of Retailing63 (Fall), 260-278.

INVITED PAPERS AND BOOK CHAPTERS

Coulter, Robin A. (2006), “Consumption Experienas€Escape: An Application of the Zaltman
Metaphor Elicitation Technique,” iIHandbook of Qualitative Research Methods in Manrgted.
Russell W. Belk, Northampton: Edward Elgar.

Coulter, Robin A. and Gerald Zaltman (2000), “Tlever of Metaphor,” inThe Why of
Consumption: Emerging Perspectives on ConsumeniggtiGoals and DesireS, Ratneswhar,
David Glen Mick, and Cynthia Huffman, eds., New Kand London: Routledge, 259-281.

Huber, Frank and Robin Coulter (2000), “Das MetagHaitation-Konzept,” inkundenorientierte
ProduktgestaltungAndreas Herrmann, Gunter Hertel, Wilfried VirtaRk Huber, eds., Munich,
Germany: Verlag Franz Vahlen, 103-120.

Zaltman, Gerald and Robin A. Higie (1993), “Sediing VVoice of the Customer: The Metaphor
Elicitation Technique,” Working Paper 93-114, Maikg Science Institute, Cambridge, MA.

Feick, Lawrence F., Robin A. Higie and Linda L.d@r{1993), “Consumer Search and Decision
Problems in a Transitional Economy: Hungary 1989219Working Paper 93-113, Marketing
Science Institute, Cambridge, MA.

PUBLICATIONS IN REFEREED CONFERENCE PROCEEDINGS

Strizhakova Yuliya, Robin A. Coulter, and LindaRrice (2007), “Buying into the Global Myth: A
Cross-National Investigation of Building Identityhbugh Brands,” in the Symposium Session
Commercial Mythology and the Global OrganizatiorCainsumption, Session Chair, Eric J.
Arnould, Association for Consumer Research Conference



Bardhi, Fleura, Robin A. Coulter, Meera Venkatran2007), “Domesticating Technology to Build
Army Family Identity,” in the Symposium Session BgiFamily: The Temporal and Spatial
Structuring of Family Consumption, Session Chaiinda L. Price Association for Consumer
Research Conference

Haws, Kelly L., Rebecca Walker Naylor, William Oe&den, Robin A. Coulter (2007), “To Have
and To Hold? Implications of Disposition TendendmsConsumer Researchdssociation for
Consumer Research Conference

Micu, Camelia and Robin Coulter (2007), “TransfangpiProduct Experience: The Impact of Pre-
Trial Attribute Type Information and Claim Objeatiyon Post-Trial Product Evaluations,”
competitive paper &007 European Association for Consumer Researcligtamce

Venkatraman, Meera, Robin Coulter, Fleura Bard@d{) “Harnessing the Power of Technology in
the Home: The Case of Military Households in the"W$special session “An Examination of the
Role of the Concept of Home in Consumer Behavi2d07 European Association for Consumer
Research Conference

Strizhakova, Yuliya, Robin A. Coulter, and LindaRrice (2007), “Cross-Cultural Scale
Development and Meanings Assessmeftyerican Marketing Association 2007 Winter
Educators’ Conference Proceedingshicago: American Marketing Association.

Micu, Camelia C. and Robin A. Coulter (2007), “Advging and Product Trial: The Impact of
Product Type and Attribute Information on Consumealuations,”American Marketing
Association 2007 Winter Educators’ Conference Pedoggs Chicago: American Marketing
Association.

Coulter, Robin A., Linda L. Price, and Yuliya Strekova (2006), “The Meaning of Brands, A
Cross-Cultural Assessment,” 13" Recent Advances in Retailing and Services Scieonéerence
Technische Universiteit Eindhoven: EIRASS, 42.

Tilottama G. Chowdhury and Robin A. Coulter (200§etting a ‘Sense’ of Financial Security for
Generation Y,” inrAmerican Marketing Association 2006 Winter Educsit@onference
ProceedingsChicago: American Marketing Association.

Coulter, Robin A. and Tilottama Ghosh (2006), “SegdMetaphor and Meanings: Development of
a Cross-Sensory Heterogeneity Index,Agivances in Consumer Researdbl. 33, Cornelius
Pechmann and Linda L. Price, eds., Provo, UT: Aasioo for Consumer Research.

Chelminski Piotr and Robin Coulter (2006), “On MetrlMavens and Consumer Self-Confidence:
A Cross-Cultural Study,in Advances in Consumer Researdbl. 33, Cornelius Pechmann and
Linda L. Price, eds., Provo, UT: Association fomSomer Research.



Chelminski Piotr and Robin Coulter (2005), “Thedsfts of Cultural Individualism on Consumer
Self-Confidence for Marketplace Interfaces,’Proceedings from 2005 Academy for International
Business Conference

Jiang, Ying, Robin A. Coulter, and S. Ratneshw@08), “Consumption Decisions Involving Goal
Tradeoffs: The Impact of One Choice on AnotherAdvances in Consumer Researdbl. 32,
Geeta Memom and Akshay Rao, eds., Provo, UT: Aagonifor Consumer Research, 206-211.

Coulter, Keith S. and Robin A. Coulter (2004), “Ti#ects of “Small” vs. “Large” Digit
Comparisons on Consumers’ Perceptions of PricedDigs,” abstract iWVinter 2004 Marketing
Educators’ ConferencBroceedings.

Micu, Camelia, Robin A. Coulter, and Linda L. Pr{@®04), “Renegotiating Who | Am:

The Effects of Changing Cultural Ideologies an@ipérsonal Influence on the Self,” abstract in
Proceedings of the Society for Consumer Psychd&0@gy Winter Conferencdmar Cheema,
Scott Hawkins, and Joydeep Srivastava, eds., §doeConsumer Research , 157-158.

Chelminski, Piotr and Robin Coulter (2004), “Cuilindividualism and Consumer Self-
Confidence: Implications for Retailers and SenBeeviders,” abstract ih1" Recent Advances in
Retailing and Service Science Proceedjigchnische Universtiteit Eindhoven: EIRASS, 29.

Coulter, Robin A. and Mark S. Ligas (2003), “To &ator To Relinquish: Exploring the
Disposition Practices of Packrats and Purgersfdmances in Consumer Researdbl. 30, Punam
Anand Keller and Dennis W. Rook, eds., Provo, U$sdciation for Consumer Research, 38-43.

Ligas, Mark and Robin A. Coulter (2001), “Changkaces in Services Relationships: Customers’
Roles During Dissatisfactory Service Encountens Advances in Consumer Researdbl. 28,
Mary Gilly and Joan Meyers-Levy, eds., Provo, UEsAciation for Consumer Research, 71-76.

Coulter, Robin A. and Mark Ligas (2000), “A Typologf Customers’ Relationships with Their
Service Providers,” iMarketing Advances in the New MillenniuBawn R. Deeter-Schmelz and
Timothy P. Hartman, eds., Athens, OH: Society farkéting Advances, 272-276.

Ligas, Mark S. and Robin Coulter (2000), “Undersgliag Signals of Customer Dissatisfaction:
Customer Goals, Emotions and Behaviors in Neg&mmice Encounters,” iAmerican Marketing
Association Winter Educators’ Conference 2096l. 11, John P. Workman, Jr. and William D.
Perrault, Jr., eds.,Chicago, IL: American Markethksgociation, 256-262.

Coulter, Robin HigieJune Cotte, and Melissa Moore (1999), “Believe INot: Persuasion,
Manipulation, and Credibility of Guilt Appeals,” ldvances in Consumer Researdbl. 26, Eric
J. Arnold and Linda M. Scott, eds., Provo, UT: Agsation for Consumer Research, 288-294.

Coulter, Robin HigieJune Cotte, and Melissa Moore (1997), “Guilt AppaalAdvertising: Are
You Feeling Guilty?” inl997 American Marketing Association Winter Educatorshn@yence



ProceedingsDebbie Thorne LeClair and Michael Hartline, e@hjcago: American Marketing
Association, 109-115.
* Best Paper Award

Coulter, Keith S. and Robin Higie Coulter (1997 )g3®nd Neilsen Number: The Influence of
Program Content on Ad Reactions”1ii97 American Marketing Association Winter Educators’
Conference ProceedingBebbie Thorne LeClair and Michael Hartline, e@hjcago: American
Marketing Association, 291-296.

Coulter, Robin Higie and Gerald Zaltman (1994), iftgsthe Zaltman Metaphor Elicitation
Technique to Understand Brand Images,Advances in Consumer Researdbl. 21, Chris T.
Allen and Deborah Roedder John, eds., Associatibp@bnsumer Research, Provo: UT, 501-507.

Coulter, Robin Higie and Murphy A. Sewall (19944, Test of Prescriptive Advice from the
Rossiter-Percy Advertising Planning Grid Using Ra@ommercials,” ilAdvances in Consumer
ResearchVol. 21, Chris T. Allen and Deborah Roedder Jadus., Association for Consumer
Research, Provo: UT, 276-281.

Higie, Robin A., Linda L. Price, and Julie Fitzmimer (1993), “Leaving It All Behind: Service
Loyalties in Transition,” irAdvances in Consumer Researdbl. 20, Leigh McAlister and Michael
L. Rothschild, eds., Provo, UT: Association fomSomer Research, 656-661.

Higie, Robin A., Lawrence F. Feick, and Linda Lider(1991) “The Importance of Peripheral Cues
in Attitude Formation for Enduring and Task Invalviedividuals,” inAdvances in Consumer
ResearchVol. 18, Rebecca Holman and Michael Solomon,,&dsn Arbor, MI: Association for
Consumer Research, 187-193.

Higie, Robin A. and Lawrence F. Feick (1989), “Endg Involvement: Conceptual and
Measurement Issues,” Advances in Consumer Researdbl. 16, Thomas S. Srull, ed., Ann
Arbor, MI: Association for Consumer Research, 696-

Higie, Robin A. and Susan Spiggle (1989), “ProtdRekponses to Advertisements: A Coding
Scheme,” inLl989 Winter Marketing Educators’ Conference, Anmaaridarketing Association
ProceedingsChicago, IL: American Marketing Association,

Feick, Lawrence F., Linda L. Price, and Robin Agidi(1986), “People Who Use People: The

Other Side of Opinion Leadership,” Advances in Consumer Researebl.13, Richard J. Lutz,
ed., Ann Arbor, MI: Association for Consumer Resba301-305.

WORK UNDER REVIEW



Strizhakova Yuliya, Robin A. Coulter, and LindaRrice, “The Meanings of Branded Products: A
Cross-National Scale Development and Meaning Ass&sts” under second review at
International Journal of Research in Marketing

Haws, Kelly L., Rebecca Walker Naylor, William Oe&den, Robin A. Coulter, “To Have and To
Hold? Implications of Disposition Tendencies formrSamer Research,” revise and resubmit from
Journal of Consumer Research

Coulter, Robin A., Linda L. Price, and Camelia Kicu. “Oh Pretty Woman: The Effects of
Idealized Images and Product Trial on Ad and PrbBuwaluations and Self-Judgments,” revise and
resubmit fromJournal of Advertising.

CURRENT WORKING PAPERS AND WORKS IN PROGRESS

Chowdhury, Tilottama G. and Robin A. Coulter, “Gegta Broader Sense of Brand Associations,”
in preparation for submission dournal of the Academy of Marketing Scigreogpected submission
Fall 2007.

“Global Myth: Building Identity through Branded Rtacts,” with Linda L. Price and Yuliya
Strizhakova, in preparation for submissiordtmurnal of Consumer Resear@xpected Fall 2007.

“Married to the Military: Army Wives and their Id&ty Projects,” with Fleura Bardhi and Meera
Venkatraman, in preparation for submissiodaarnal of Consumer Researaxpected Spring
2008.

PRESENTATIONS

“Shopping with Consumers in Subsistence Marketgiasdth Benet DeBerry-Spence, and Cele C.
Otnes,Product and Market Development for Subsistence Btptéces: Consumption and
Entrepreneurship Beyond Literary and Resource BasriUniversity of lllinois - Chicago, August
4, 2006.

“Meaning of a Connected Home” with Meera Venkatraposton University Institute for Leading
in a Dynamic Economy Conferendgril 6, 2006

“Brand Meanings: A Cross-Cultural Assessmebliiiversity of Connecticut School of Business
Research Seminabecember 2, 2005.

“Understanding and Managing Customer Experienqgagsentation t&Jniversity of Connecticut
Marketing RoundTableluly 27, 2005.



“Applying the Zaltman Metaphor Elicitation Techngto Marketing Problems,” presentation at
Roger Williams UniversityApril 11, 2005.

“On Market Mavens and Consumer Self-Confidence:r8sS-Cultural StudyWith Piotr
Chelminski ,Academy of International Business 2005 Conferemc@uebec City, Canada. July 9-
12, 2005

“A Multi-Method Examination of Young Romanian WonigmReactions to Beautiful Models in
Ads: Exploring the Joint Effects of Advertising aRdbduct Trial” in Special Session, “Marketing
Communications and Young Consumers: Perspectiv€osumer Socialization and Social
Comparison,” with Camelia Micu and Linda L. Privéinter 2004 Marketing Educators’
ConferencgFebruary 6-9, 2004.

“Saving for Whom?, for What?, and How?: Explorihg Mindset of Packrats,” in Special
Session, “Good To The Last Drop’: Perspectived tnft and Frugality”’(with Mark S. Ligas,
2003 European Association for Consumer Researchie@aemce Dublin, Ireland June 6, 2003.

“Central European Women'’s ldeologies of Appearafmsmetics Involvement, and Consumption
Intentions,” in special session Globalizing Hopd &ispair: Cosmetics Consumptionscapes, with
Linda L. Price Association for Consumer Research ConfereAtanta, October 18, 2002.

“Product Knowledge and Choice Confidence: Hungavilomen in the 1990s,” with Linda L.
Price, Lawrence Feick, and Camelia Micu, MSI/IJRMIEal Marketing Conference, Noordwijk,
The Netherlands, June 2003.

“Making Up Time in Hungary: A Decade of ResearchMdamen and Cosmetics3chool of
Business Seminar, University of Connectiddérch 2001.

“Rethinking Marketing Researchiniversity of Nebraska Seminakpril 2000.

“The Influence of Market Mavenism on Attitudes Tawa\dvertising in Poland,” with Piotr
Chelminski,The Transformation of Communication Culture in Best-Socialist States in Europe
Conference 20Q@udapest, Hungary, March 2000.

“Rethinking Marketing ResearchiJniversity of Pittsburgh Research Semimittsburgh, PA,
November 1999.

“Changes in Hungarian Women'’s Information Seeking @osmetics Product Choices: 1992-
1998,” with Lawrence Feick and Linda Prigégjropean Marketing Academy ConferenBerlin,
Germany, May 1999.

“Three Faces of Advertising: The Good, The Bad &@hd Ugly,” with Gerald Zaltman, June Cotte,

and Melissa Lunt Moorédmerican Marketing Association’s 1998 Summer EdusaConference
— Advertising Special Interest Grouposton, MA, August 1998.

10



“Understanding the Antecedents of Trust and Intgdxcross Services,” with Karen File and Keith
S. Coulter American Marketing Association’s Summer Educat@ahferenceAugust 1997.

“Feeling Guilty??"The University of Connecticut, Department of Mariggand Department of
Communication Sciences Seminar Sergsil 1996.

“Driving Forces Affecting the Future of ConsumerdBgon Making,”University of Mannheim
SeminarMannheim, Germany, August 1995.

“Seeing the Value of Marketing,” with Gerald Zaltm&larvard Business School SeminBgston,
MA, May 1995.

“Seeing the Value of Marketing,” with Gerald Zaltm&niversity of Connecticut Semin&torrs,
CT, April 1995.

“Seeing the Value of Marketing,” with Gerald Zaltm&/alue of Marketing Conferenc8tanford
University, Palo Alto, CA, August 1994.

“Seeing the Voice of the Customer: The Zaltman Meta Elicitation Technique,” with Gerald
Zaltman,New Methods and Applications in Consumer Resed®@93 Marketing Science Institute
ConferenceCambridge, MA, September 1993.

“Seeing the Voice of the Customer,” with Geraldt#an,New Tools and New Roles for Marketing
Research, 1992 Marketing Science Institute Conteyedambridge, MA, June 1992.

“Consumer Information and Product Acquisition Pesbt and Solutions in Hungary: A
Propositional Inventory,” with Lawrence F. Feickddrnda L. Price Association for Consumer
Research Summer Conferendejsterdam, The Netherlands, May 1992.

“Dialogues With Myself: A Theory of Self-Gifts,” wh Linda L. PriceAmerican Marketing
Association Winter Educators’ Conferen€epruary 1991.

“Advertising Content and Viewer Responses: A Seimi@pproach,” with Susan Spiggle,
American Marketing Association Winter Educatorsn@vence February 1988.
RESEARCH GRANTS AND AWARDS

University of Connecticut CIBER Grants (1998, 2001, 2003, 2005)

University of Connecticut Research Foundation Grarg

“Idealized Images of Advertising and Romanian Woim&earch for Identity and Self-
Worth After Socialism” (2002)

11



“Interpersonal Influence in Central Europe” (2001)

“A Typology of Service Relationships” (2000)

“Opinion Leadership and Personal Influence in GariEurope” (1999).
“The Dissolution of Service Provider-Customer Relaghips” (1997).
“Individual Action Orientation: Measurement ance@ictors” (1993).
“Advertiser Induced Guilt: Is It Worth 1t?” (1992).

“Consumer Information and Product Acquisition Pesbt and Solutions in Hungary”
(1991).

“The Before and After of Moving -- A Service Utiation Perspective” (1990).

“Expertise, Coorientation and Preference HeterogeBé#fects on Personal Influence in the
Choice of a Service Provider” (1988).

“A Content Analytic Scheme for Measuring AdvertgiResponse: Cognitive, Evaluative,
Emotional and Other Responses” with Susan Spid§leq).

University of Connecticut School of Business Admistration Research Grants
Marketing Department Summer Research Grant (199220

American Brands Award and Center for Internatidbasiness Studies Grant (1995) for
research at University of Mannheim, Germany (1995)

“Consumer Information and Product Acquisition Pesbt and Solutions in Hungary”
(1992).

“The Influence of Source Experience and Similaintyservice Provider Choices” (1991).

University of Connecticut School of Business Admistration Research Grants

“Expertise, Coorientation and Preference HeterogeBé#fects on Personal Influence in the
Choice of a Service Provider” (1989).

“The Effectiveness of Print Advertisements in Conmigating Their Intended Message to
Consumers With Differing Levels of Enduring Prodlmstolvement” (1988).

12



Marketing Science Institute Research Grants

“Picturing the Voice of the Consumer: The Imageciition, Orientation and Construction
Technique,” with Gerald Zaltman (1991).

“Consumer Information and Product Acquisition Pesbt and Solutions in Hungary” with
Lawrence F. Feick and Linda L. Price (1991).

Boston University Institute for Leading in a Dynamic Economy
“Understanding the Transformation of a House tmar@cted Home” with Meera
Venkatraman (2005) - $36,100

Suffolk University Sawyer School of Management

“The Impact of Infotainment Technologies on the Kieg of the Home for Families in
Transition” with Meera Venkatraman (2005) - -$5,000

HONORS
Ackerman Scholar, School of Busines®004-2006; 2006-2008)
University of Connecticut Faculty of the Year(1995)
Awarded by the Greek Council
Advertising Education Foundation Visiting Professo Program
McCann-Erickson (June 1993)
University of Pittsburgh

1986 American Marketing Association Doctoral Gaisim Fellow

13



PROFESSIONAL ACTIVITIES
Editorial Review Board:  The Journal of Academy of Marketing Science

Reviewer for: Journal of Advertising
Journal of Applied Psychology
Journal of Business Research
Journal of Consumer Affairs
Journal of Consumer Psychology
Journal of Consumer Research
Journal of Economic Psychology
Journal of Leisure Research
Journal of Marketing
Journal of Public Policy and Marketing
Journal of Retailing
American Marketing Association Proceedings
Advances in Consumer Research
Academy of Marketing Science Conference Procged

Conference Activities
Association for Consumer Research Conference
Session Discussant/Chair — 1989, 1997, 2001,.2002
Program Committee — 2005

American Marketing Association Educators’ Conferene
Session Discussant/Chair — August 1991, Augus419

UNIVERSITY SERVICE

Dissertation Committees
Marketing Department, Committee Chair

2006 Camelia C. Micu, “Advertising and ProductalriThe Impact of Product Type and
Attribute Information on Consumer Evaluations”

2003 Piotr Chelminski , “The Effects of Culture @onsumer Complaining Behavior”

2001 Mark S. Ligas, “ Customer Relationship Ormioin in Response to Dissatisfactory
Service Encounters”

14



Marketing Department, Committee Member

2006 Ying Jiang

1999 Melissa Lunt Moore
1998 June Cotte

1997 Byeong Joon Moon
1995 Julie Fitzmaurice
1994 Junyean Moon

Finance Department, Committee Member
2000 Robert Dubil
Communication Sciences, Committee Member

2006 Steven Sohn

2005 Yuliya Strizhakova

2001 Ipshita Ray

1999 Christine de la Paz
Erica Weigel

1997 Mats Georgson

1996 Nancy Menelly
Ben Tyson

1992 Kwangsu Kim

University of Connecticut Administrative Committees

New England Association of Schools and Collegeo8lchf Business Learning Assessment
Liaison (2006)

School of Business Administrative Committees

Assessment Committee (2006, Chair)

Interim Dean Search Committee (2006)

Dean’s Council (2002-2005)

Promotion, Tenure and Review Committee (1988-19893-1995; 1999-2000; 2004-2005)
Marketing Department Ph.D. Program Coordinato®§t2001)
Executive MBA Program Committee (1997-2000, Ci&97-1999)
Executive MBA Admissions Committee (1995-1997)

Duker Award Committee (1988-2001, Chair)

New Building Committee (1996-1997)

CIBER Grant Project Manager (1995-1996)

Undergraduate Programs Committee (1989-1995)

15



Dean’s Dialogue Committee (1994-1995)

Research Advisory Council (1991-1993)

Connecticut Honors Program Seminar (1988-1993)

School of Business’ Faculty Advisor for Apple Cambgr, Inc.’s Advanced Academic
Marketing Program (1991-1993)

Social Committee (1989-1991; Chair, 1991)

Student Misconduct Committee (1987-1990)

University of Connecticut’s Faculty Advisor forMBPS/2 Collegiate

Representative Program (1989-1991)

Department of Marketing Committees

Search Committee (Chair, 1994, 2004, 2006; Mertbé8, 2000)
Marketing Department Ph.D. Task Force (2002-Pig¢sen
Auran Fox Search Committee (Co-Chair, 2003)

Marketing Department Ph.D. Coordinator (1995-2001)
Marketing Department Ph.D. Task Force (1995-1996)

Task Force for Undergraduate Advising and CoungelChair (1994-1995)
Marketing Advisory Council Coordinator (1993)

AMA Collegiate Chapter Faculty Advisor (1992)

Marketing Department Curriculum Committee (198®10
Marketing Seminar Series Co-Coordinator (1988-1990
Marketing Department Task Force (1987-1988)

PROFESSIONAL AFFILIATIONS

Association for Consumer Research
American Academy of Advertising
American Marketing Association
Society for Consumer Psychology
Beta Gamma Sigma

Golden Key National Honor Society
Delta Sigma Pi

CONSULTING ACTIVITIES

Provision of professional consultation includesj@cts designed to understand consumers’
images of brands, products and companies, brantyegoduct concepts and designs,
product usages and purchase experiences, lifeierpes, and attitudes toward business.
Clients include: New York Life Insurance, Johnsod@&hnson, Proctor and Gamble,
McNeil Consumer Products, AT&T Bell Laboratoriexyda Cola, General Motors, Reebok,
Polaroid, Lifetime Television, Pacific Gas & Elactrand DuPont.
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