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Dear Colleague,

| am pleased to present the research accomplishments of faculty members in the Department of Marketing for the
academic year 2010-2011. As you will read in the following pages, my colleagues are committed to addressing exciting
research questions that expand the frontiers of knowledge in managerially relevant domains. They incorporate knowledge
areas from several other disciplines and the impact of their research also crosses disciplinary boundaries. We seek out
areas of common interest and potential collaboration with colleagues from other departments at Lehigh and beyond.

We look forward to hearing from you.

With best regards,

7

K. Sivakumar
Arthur Tauck Chair, Professor of Marketing, and Chairperson
Department of Marketing
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PUBLISHED OR ACCEPTED ARTICLES (PLEASE SEE ABSTRACTS LATER IN THE REPORT)

Deepa Chandrasekaran (Co-author: Gerard J. Tellis) (2011), “Getting a Grip on the Saddle: Cycles or Chasms?”
Journal of Marketing.

Deepa Chandrasekaran (Co-author: Gerard J. Tellis) (2010), “Extent and Impact of Response Biases in Cross-National
Survey Research,” International Journal of Research in Marketing, 27 (4), 329-341.

Ravindra Chitturi (Co-authors: Pallavi Chitturi and Raghavrao Damaraju) (2010), “Design for Synergy with Brand or
Price Information.” Psychology & Marketing, 27 (7), 679-697.

Beibei Dong (Co-authors: Rhetta L. Standifer and Kenneth R. Evans) (2010), “The Influence of Spirituality on Buyer
Perception within Business-to-Business Marketing Relationships: A Cross-Cultural Exploration and
Comparison,” Journal of Relationship Marketing, 9 (3), 132-160.

Nevena T. Koukova (Co-authors: P.K. Kannan and Amna Kirmani) (Forthcoming) (2012), "Multi-Format Digital
Products: How Design Attributes Interact with Usage Situations to Determine Choice," Journal of Marketing
Research.

Nevena T. Koukova (Co-authors: Rodney Thomas and Brian Fugate) (2011), “An Empirical Examination of The
Influence of Time Pressure Coping Mechanisms on Knowledge Sharing in Buyer-Supplier Relationships,”
Journal of Supply Chain Management, 47 (3), 22-42.

K. Sivakumar (Co-authors: Shavin Malhotra and PengCheng Zhu) (Forthcoming), “Curvilinear Relationship between
Cultural Distance and Equity Participation: An Empirical Analysis of Cross-Border Acquisitions,” Journal of
International Management.

K. Sivakumar (Co-authors: Kiran Karande and Altaf Merchant) (Forthcoming), “Relationships among Time Orientation,
Consumer Innovativeness, and Innovative Behavior: The Moderating Role of Product Characteristics,” AMS
Review.

K. Sivakumar (Co-authors: Subroto Roy, JianJun Zhu, and Sangphet Hanvanich) (Forthcoming), “Global Innovation
Generation and Financial Performance in Business-to-Business Relationships: The Case of Cross-Border
Alliances in the Pharmaceutical Industry," Journal of the Academy of Marketing Science.

K. Sivakumar (Co-authors: Shavin Malhotra and PengCheng Zhu) (2011), “A Comparative Analysis of the Role of
National Culture on Foreign Market Acquisitions by U.S. Firms and by firms From Emerging Countries,”
Journal of Business Research, 64 (July), 714-722.

K. Sivakumar (2011), “Examining Loss Aversion for Quality versus Loss Aversion for Price,” Journal of Marketing
Theory & Practice, 19 (summer), 319-326.

K. Sivakumar (Co-author: Subroto Roy) (2011), “Managing Intellectual Property in Global Outsourcing for Innovation
Generation,” Journal of Product Innovation Management, 28 (1), 48-62.

BOOK CHAPTERS, REPORTS, AND MAGAZINE ARTICLES

Deepa Chandrasekaran (Co-author: Gerard J. Tellis) (2011), “Diffusion and Strategy,” Marketing Strategy
Handbook, eds. Venkatesh Shankar and Gregory Carpenter, Edward Elgar Publishing, forthcoming.
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James M. Maskulka “Outdoor: An Effective Brand Communication Medium” published as a “Practical Tip” in
Advertising: Principles and Practice, Moriarity, Mitchell, and Wells, Pearson/Prentice Hall (2012), adapted
from “Outdoor Advertising: The Brand Communication Medium,” an Outdoor Advertising Association of
America (OAAA) special report, November 1999.

K. Sivakumar (June/July 2011), “Reaching for New Ideas: Outsourcing Innovation,” Inside Supply Management, 40-43.

AWARDS AND HONORS

Deepa Chandrasekaran (Co-author: Gerard J. Tellis), American Marketing Association Global Marketing SIG's 2010
Excellence in Global Marketing Research Award awarded for the 2008 Marketing Science article, "The Global
Takeoff of New Products: Culture, Wealth or Vanishing Differences.”

K. Sivakumar, William R. Darden Best Marketing Research Paper Award, Academy of Marketing Science Annual
Conference - 2011.

K. Sivakumar, Best Paper Award, Research Methods & Analytics Track, American Marketing Association Summer
Educators’ Conference - 2010.

CONFERENCE PRESENTATIONS (PLEASE SEE ABSTRACTS LATER IN THE REPORT)

Nevena T. Koukova (Co-authors: Joydeep Srivastava and Martina Steul) (October 2010), “The Effect of Shipping
Fee Structure on Consumer Evaluations of Online Offers,” Association for Consumer Research Conference,
Jacksonville, FL.

Nevena T. Koukova (Co-authors: Joydeep Srivastava and Martina Steul) (August 2010), “The Effect of Shipping Fee
Structure on Consumer Evaluations of Online Offers,” 12th Annual Pricing Conference, Babson College,
Babson Park, MA.

Nevena T. Koukova (Co-authors: Joydeep Srivastava and Martina Steul) (July 2010), “The Effect of Flat Shipping
Fee and Free Shipping Threshold on Consumer Evaluations,” European Association for Consumer
Research Conference, Royal Holloway, University of London.

K. Sivakumar (May 2011), ‘Modeling the Influence of Changes in Consumer Reservation Price Structure on Inter-
Tier Retail Competition.” Academy of Marketing Science Annual Conference.

K. Sivakumar (Co-author: Subroto Roy) (August 2010), “An Rx for the Health of Pharmaceutical Alliances:

Mathematical Model and Empirical Analysis to Maximize Financial Performance,” American Marketing
Association Summer Educators’ Conference.

INVITED PRESENTATIONS

K. Sivakumar (December 2010), “The Locus and Nature of Innovations in Knowledge-Based Global Setting,”
Academy of Indian Marketing International Conference, New Delhi.

K. Sivakumar (August 2010), “Factors Moderating Asymmetric Inter-Tier Competition,” Pricing Conference, Babson
College.
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K. Sivakumar (July 2010), “Moving from Idea to Implementation in Innovation: Using Effective Marketing for
Success,” Keynote speech to the executives and managers in Wuhan, International Conference on Product
Innovation Management, Wuhan, China.

K. Sivakumar (July 2010), “Perspectives on Rigor and Relevance in Global Innovation Research,” Keynote speech
at the 5t International Conference on Product Innovation Management, Wuhan, China.

CONFERENCE/SESSION ORGANIZATION

Beibei Dong (August 2010), Organizer and Chair, “Internationalization and Foreign Market Entry,” Global Marketing
Track, American Marketing Association’s Summer Educator’s Conference, Boston, MA.

K. Sivakumar (May 2011), Organizer, Chair, and Moderator of the special session on “Future of the Marketing
Academia: Opportunities, Challenges, and Strategies,” Academy of Marketing Science Annual Conference.

K. Sivakumar (December 2010), Organizer, Chair, and Moderator of the special session on “Exploring the Marketing-
Innovation Link in the Global Context,” Academy of Indian Marketing International Conference on “Emerging
Markets in the New World Order: The Paradigm Shift.”

ABSTRACTS OF PUBLISHED/ACCEPTED PAPERS

Deepa Chandrasekaran (Co-author: Gerard J. Tellis) (2011), “Getting a Grip on the Saddle: Cycles or Chasms?”
Journal of Marketing.

The saddle is a sudden, sustained, and deep drop in sales of a new product, after a period of rapid growth
following takeoff, followed by a gradual recovery to the former peak. This paper tests for the generalizability
of the saddle across products and countries and for three rival explanations: chasms in adopter segments,
business cycles, and technological cycles. The authors model both boundary points of the saddle: start of
the sales drop and recovery to the initial peak, using split-population models. Empirical analysis of historical
sales data from 10 products across 19 countries shows that the saddle is fairly pervasive. The onset of the
saddle occurs in 148 product-country combinations. On average, the saddle occurs 9 years post-takeoff, at
a mean penetration of 30%, lasting for 8 years with a 29% drop in sales at its depth. Results support
explanations of chasms and technological cycles for information/entertainment products and business
cycles and technological cycles for kitchen/laundry products. The authors discuss findings, contributions,
and implications.

Deepa Chandrasekaran (Co-author: Gerard J. Tellis) (2010), “Extent and Impact of Response Biases in Cross-
National Survey Research,” International Journal of Research in Marketing, 27 (4), 329-341.

Survey research is fraught with serious response biases. This study examines the extent and impact of
three important response biases in cross-national research: socially desirable responding, yea-saying, and
nay-saying. From a survey of 5,569 respondents across 15 countries, the study finds evidence of substantial
differences in response biases across countries. Socially desirable responding is highest in Singapore and
ltaly, yea-saying is highest in Brazil and India, and nay-saying is highest in the Netherlands and Japan.
These response biases lead to erroneous conclusions about innovativeness based on surveys as compared
to that based on the market penetration of new products. In particular, the biases lead to the over-reporting
or under-reporting of innovative traits and the over-reporting of the adoption of new products. Overall,
negatively valenced items that show the least susceptibility to these response biases can help predict
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both actual penetration at the aggregate level as well as individual probabilities of adoption and should be
included in cross-national surveys.

Ravindra Chitturi (Co-authors: Pallavi Chitturi and Raghavrao Damaraju) (2010), “Design for Synergy with Brand or

Price Information.” Psychology & Marketing, 27 (7), 679-697.

Customers’ preference for hedonic benefits (e.g., aesthetics) and utilitarian benefits (e.g., functionality)
offered by a product varies depending on the context—buying versus selling and choice versus willingness-
to-pay. However, a customer’s preference formation involves brand and price information in addition to the
benefits offered by the product. It is unclear how the consideration of brand and price information influences
customers’ relative preference for hedonic and utilitarian product benefits. Does this information alter
preference in favor of a product that offers greater utilitarian or greater hedonic benefits, and why? Results
from this research show that, 1) consumers assign relatively greater weight to hedonic benefits and lesser
weight to utilitarian benefits in forming product preference when the product is associated with a stronger
brand versus a weaker brand or no brand information; and 2) consumers assign relatively lesser weight to
utilitarian benefits and greater weight to hedonic benefits in forming product preference when they consider
price information versus no price information. The article concludes with a discussion of the theoretical and
managerial implications of the findings for product designers and marketers.

Beibei Dong (Co-authors: Rhetta L. Standifer and Kenneth R. Evans) (2010), “The Influence of Spirituality on Buyer

Nevena

Perception within Business-to-Business Marketing Relationships: A Cross-Cultural Exploration and
Comparison,” Journal of Relationship Marketing, 9 (3), 132-160.

Within business-to-business relationship marketing, boundary spanning representatives play a crucial role in
establishing and maintaining positive relations between their organizations. Spirituality, a workplace
individual-level variable, is proposed to significantly influence buyer representatives’ relationship formation
with their seller counterparts, which subsequently affects the relationship development between
organizations. Here we identify aspects of spirituality within buyer representatives and present a conceptual
framework that delineates the impact of spirituality upon individual perceptions of relational constructs such
as trust and commitment. Structural equation modeling analyses support the inclusion of spirituality as a
relevant construct in relationship marketing research. In addition, because cultural differences are known to
exist regarding the role of spirituality, the impact of spirituality upon perception within relationship marketing
is addressed with data collected from both American and Chinese buying representatives. The results
indicate that spirituality is significantly related to perceptions about communication, commitment, and shared
values for both sets of participants.

T. Koukova (Co-authors: P.K. Kannan and Amna Kirmani) (Forthcoming) (2012), "Multi-Format Digital
Products: How Design Attributes Interact with Usage Situations to Determine Choice," Journal of Marketing
Research.

Technological advances enable companies to offer information products such as books, music and movies
in electronic formats, in addition to the traditional physical formats. Although one format may appear more
useful and be preferred, consumers may be enticed to consider the unique attributes of all formats if they
deliver equally well on salient attributes. The authors investigate the impact of usage situations, relative
attribute quality levels of the formats, and their interactions on the perception of the formats as perfect or
imperfect substitutes or complements, and the purchase likelihood of the bundle of formats. The studies
demonstrates that when formats have equivalent quality on a salient attribute consumers perceive the
formats as more complementary, and are more likely to buy the bundle. This happens because consumers
consider more usage situations for the formats and see the bundle as providing greater flexibility for future
usages.
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Nevena T. Koukova (Co-authors: Rodney Thomas and Brian Fugate) (2011), “An Empirical Examination of The
Influence of Time Pressure Coping Mechanisms on Knowledge Sharing in Buyer-Supplier Relationships,”
Journal of Supply Chain Management, 47 (3), 22-42.

We empirically examine how operations managers deal with time pressure, and its impact on supply chain
relationships and knowledge sharing behaviors. Results indicate that employing time pressure coping
mechanisms decreases knowledge sharing behaviors between buyers and suppliers. Further, relationship
magnitude moderates the effect of time pressure copying mechanisms on collaborative knowledge sharing
behaviors.

K. Sivakumar (Co-authors: Shavin Malhotra and PengCheng Zhu) (Forthcoming), “Curvilinear Relationship between
Cultural Distance and Equity Participation: An Empirical Analysis of Cross-Border Acquisitions,” Journal of
International Management.

We examine the relationship between national cultural distance and equity participation using an analysis of
a sample of more than 100,000 cross-border acquisitions from 1976 to 2008. We find that cultural distance
has a curvilinear (U shaped) relationship to equity participation: Acquiring firms make large equity
acquisitions at both low and high cultural distances and low equity acquisitions at moderate cultural
distances. In addition, we find that industry relatedness of acquisitions positively moderates the relationship
between cultural distance and equity participation: Acquiring firms take a higher equity stake for a given
cultural distance if the acquisitions are in a related industry. Our findings offer important insights into firms’
market entry behavior and provide guidelines for managers about entry strategies.

K. Sivakumar (Co-authors: Kiran Karande and Altaf Merchant) (Forthcoming), “Relationships among Time Orientation,
Consumer Innovativeness, and Innovative Behavior: The Moderating Role of Product Characteristics,” AMS
Review.

Consumer innovativeness is a critical factor that determines the success of new product introductions. An
important but underexplored antecedent of consumer innovativeness is time orientation. In this article, we
propose a conceptual model of the relationships among time orientation, consumer innovativeness, and
consumer innovative behavior. We further examine the moderating role of several important product
characteristics on these relationships. These characteristics include (1) newness of the product, (2) product
complexity, (3) network externalities, and (4) the utilitarian versus expressive nature of the product. We
develop a series of research propositions to explicate the relationships in our conceptual model. We delineate
the substantive and managerial implications by linking the variables through a comprehensive framework and
provide future research directions.

K. Sivakumar (Co-authors: Subroto Roy, JianJun Zhu, and Sangphet Hanvanich) (Forthcoming), “Global Innovation
Generation and Financial Performance in Business-to-Business Relationships: The Case of Cross-Border
Alliances in the Pharmaceutical Industry," Journal of the Academy of Marketing Science.

The past few decades have witnessed a significant increase in the number of cross-border strategic alliances
among firms. We focus on the role of alliance expertise (alliance experience and diversity of partners) and
alliance governance (horizontal vs. vertical alliances and joint venture vs. other alliances) in global innovation
generation. We also examine the effect of these variables on the financial performance of the focal firm. The
conceptual model is tested using an empirical analysis of cross-border alliances formed by U.S.
pharmaceutical companies from 1985 to 2008. We find that while prior alliance experience has a positive
association with global innovation generation, diversity of partners has a negative relationship. In addition,
whether the alliance is horizontal or vertical has no bearing on the innovation generation, but joint ventures are
associated with more global innovation generation than other types of alliances. Finally, as global innovation
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generation increases, financial performance increases up to a point but thereafter exhibits a negative
relationship.

K. Sivakumar (Co-authors: Shavin Malhotra and PengCheng Zhu) (2011), “A Comparative Analysis of the Role of
National Culture on Foreign Market Acquisitions by U.S. Firms and by Firms From Emerging Countries,”
Journal of Business Research, 64 (July), 714-722.

Do firms from emerging economies differ from U.S. firms in their foreign market acquisition strategies? A
comparison of cross-border acquisitions by firms from the United States and 18 emerging countries shows that
(1) firms from both the United States and emerging countries target countries that are culturally closer to their
home countries, (2) a strong interaction effect occurs between market potential and cultural distance for
emerging country firms as the market potential increases (i.e., at high market potential, firms from emerging
economies are willing to overlook cultural distance), (3) no interaction effect occurs between market potential
and cultural distance for U.S. firms, and (4) different cultural dimensions affect the market entry strategies of
U.S. firms and firms from emerging countries.

K. Sivakumar (2011), “Examining Loss Aversion for Quality versus Loss Aversion for Price,” Journal of Marketing
Theory & Practice, 19 (summer), 319-326.

This article focuses on an important issue in brand choice: Is loss aversion for quality greater than loss
aversion for price, or vice versa? Using existing research findings as a starting point, the study shows that it is
important to use a common metric before reaching conclusions about the role of relative loss aversion for price
and quality on a dependent variable of interest. Based on this procedure, the article reexamines the conclusion
on the relative loss aversion for price and quality from existing research. In addition, using numerical
simulations, the article illustrates some boundary conditions of the relative magnitudes of loss aversion for
price and quality. Managerial and research implications of the findings are delineated.

K. Sivakumar (Co-author: Subroto Roy) (2011), “Managing Intellectual Property in Global Outsourcing for Innovation
Generation,” Journal of Product Innovation Management, 28 (1), 48-62.

The globalization of markets and business operations is a trend that will continue strongly in the coming
decades. One inescapable aspect of globalization has been the trend toward global outsourcing, especially
that of knowledge-based services. Due to firms’ compulsion to reduce costs in the developed world, the issue
is not if a particular firm will outsource or offshore work but when it will outsource it and how effectively it will
leverage outsourcing to achieve superior competitive advantage. An important implication of the outsourcing of
knowledge-based services is the management of intellectual property (IP). Managers and researchers alike
are interested in understanding the effects of global outsourcing of knowledge-based services on the
management of IP.

The challenge of accessing, exploiting, and defending IP in global outsourcing relationships is first examined
in this article. IP can be managed by balancing the trust and control/verification in the outsourcing relationship.
Given that defending IP is a major concern for outsourcing firms, the moderating roles of multi-tier suppliers,
supplier country legal regimes and global supplier communities of practice on defending IP is examined in
detail through moderating effect propositions. Finally, the article examines the effect of accessing, defending,
and exploiting IP in global outsourcing relationships on the generation of incremental and radical innovation for
the outsourcing firm. This research tries to extend current academic research on global outsourcing in three
ways. First, it offers a framework to understand the management of the buyer—seller relationship in the global
outsourcing of knowledge-based services and its relationship to the management of IP and innovation
generation. Second, the framework takes a broader perspective of outsourcing and innovation generation,
including globalization, tiered suppliers, supplier country legal regimes, and global supplier communities of
practice on defending IP. Third the research examines the effect of accessing, exploitation, and defense of IP
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Nevena

on generation of incremental and radical innovation for the outsourcing firm. Managerial implications of this
research and future research directions are also discussed.

ABSTRACTS OF CONFERENCE PRESENTATIONS

T. Koukova (Co-authors: Joydeep Srivastava and Martina Steul) (October 2010), “The Effect of Shipping
Fee Structure on Consumer Evaluations of Online Offers,” Association for Consumer Research Conference,
Jacksonville, FL.

Does shipping structure affect consumer evaluations of online offers? While threshold-based free shipping
increases evaluations of offers above the threshold for free shipping, flat rate shipping improves evaluations
of offers below the threshold. Perceived fairness mediates the observed effects. Providing an alternative
referent or shipping structure justification attenuate consumer evaluations.

Nevena T. Koukova (Co-authors: Joydeep Srivastava and Martina Steul) (August 2010), “The Effect of Shipping Fee

Nevena

Structure on Consumer Evaluations of Online Offers,” 12th Annual Pricing Conference, Babson College,
Babson Park, MA.

This research experimentally examines how two common shipping fee structures — flat rate shipping and
threshold based free shipping — affect consumer evaluations of online offers and perceptions of the extent to
which online retailers make money on shipping fees. Results from five experiments suggest that when the
order value is below the free shipping threshold, online offer evaluations are less favorable and perceptions
that retailers are making a profit on shipping fees are higher when the shipping fee structure is threshold
based free shipping compared to flat rate shipping fee. However, the reverse is true when the order value is
above the threshold. We argue that relative to flat rate shipping, the possibility of free shipping in a threshold
based free shipping structure is the natural reference point against which the shipping fee is evaluated. In
addition, the effect of shipping fee structure and order value is mediated by the perceived fairness of the
shipping fees. Consistent with our conceptualization, the results also demonstrate that providing an
alternative referent or justification for shipping structure attenuates the effects.

T. Koukova (Co-authors: Joydeep Srivastava and Martina Steul) (July 2010), “The Effect of Flat Shipping
Fee and Free Shipping Threshold on Consumer Evaluations,” European Association for Consumer
Research Conference, Royal Holloway, University of London.

This research examines how consumers respond to different shipping fee structures. Although the focus is
on flat rate and threshold based free shipping, we compare these to free shipping and progressive rate
shipping. We demonstrate that offer evaluations are less (more) favorable with threshold based free
shipping when order value is below (above) the free shipping threshold compared to flat rate shipping.
Further, although perceptions of shipping fees as a profit generator are higher (lower) under threshold
based free shipping relative to flat rate shipping for order values below (above) the free shipping threshold,
providing a positive motive for the shipping fee by linking it to the actual cost of delivery encourages
consumers to view the shipping fee as a cost of doing business rather than as a profit generator, and
improves offer evaluations.

K. Sivakumar (May 2011), ‘Modeling the Influence of Changes in Consumer Reservation Price Structure on Inter-

Tier Retail Competition.” Academy of Marketing Science Annual Conference.

Competition between brands in different tiers (e.g., national brands vs. store-label brands, high-priced vs. low-
priced brands) has been an interesting and important area of scholarly inquiry and managerial attention for
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several years. However, an examination of the nature of inter-tier competition in the context of changes in
consumer reservation price structure has not been investigated. One issue worthy of consideration is: what
changes can we expect to see in the nature of competition between different tiers when the consumer
reservation price structure changes? This article attempts to answer this question. We offer a framework for
studying the nature of inter-tier competition in the context of changes in consumer reservation price structure.

K. Sivakumar (Co-author: Subroto Roy) (August 2010), “An Rx for the Health of Pharmaceutical Alliances:
Mathematical Model and Empirical Analysis to Maximize Financial Performance,” American Marketing
Association Summer Educators’ Conference.

In recent years, a significant amount of research has focused on strategic alliances, their characteristics, and
their effectiveness. However, research findings have been primarily descriptive in that the conclusions were
derived by analyzing prior performance; therefore, no clear insights have been offered to managers on how to
maximize the financial performance of alliances. For example, if a firm is evaluating a series of options and
wants to choose the option that maximizes the anticipated performance, no normative/prescriptive frameworks
are available for use. To fill this important gap in the literature, we develop a mathematical modeling approach
to determine the optimal level of repeated partnering (R) and prior alliance experience (x) to maximize the
financial performance for the focal firm. We develop a mathematical model to optimize financial performance
of alliances, derive comparative statics to study the sensitivity of the optimal solution to various model
parameters, and illustrate the application of the model using data collected from pharmaceutical companies.

TENURE TRACK MARKETING FACULTY

Deepa Chandrasekaran, Assistant Professor of Marketing
New products, Global Marketing Strategy, Consumer Innovativeness, Innovation, Response Biases, and
New Product Development

Ravi Chitturi, Associate Professor of Marketing
Technology and Innovation, Design and Consumer Emotions, Brand Value & Marketing Strategy

Beibei Dong, Assistant Professor of Marketing Customer Co-production/Co-creation and Service Innovation, Service
Failure and Recovery, Global Marketing Strategy and Entry Mode.

Reetika Gupta, Assistant Professor of Marketing
Complexity in Interactive Consumption Environments, Consumer Learning of New Products, Corporate
Social Responsibility

Nevena Koukova, Assistant Professor of Marketing
Pricing, Bundling, Digital Products, Consumer Decision Making

James Maskulka, Associate Professor of Marketing
Marketing Communications, Branding, Media Research

K. Sivakumar (“Siva”), Arthur Tauck Chair, Professor of Marketing, and Chairperson
Global Marketing, Innovation Management, Pricing
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