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EDUCATIONAL BACKGROUND:

Doctor of Philosophy in Marketing, The Pennsylvania State University, August 1985.

Masters of Business Administration in Management, The University of Akron, June 1973.

Bachelor of Science in Industrial Management, The University of Akron, June 1969.

ACADEMIC EMPLOYMENT:

Associate Professor of Marketing, Kent State University, September 1990-Present.

Associate Dean, College of Business Administration, Kent State University, August 1996-June 2006.

Chairperson, Department of Marketing, Kent State University, September 1991-July 1996.

Assistant Professor of Marketing, Kent State University, July 1986-August 1990.

Assistant Professor of Marketing at The University of Southern California, January 1983--July 1986.

Part-time Lecturer of Marketing at The Pennsylvania State University, June--August 1981 and June--August 1979.

Graduate teaching Assistant of Marketing at The Pennsylvania State University, September--June 1980 and 1981.

Graduate research assistant at The Pennsylvania State University.  Performed literature research and data analysis for:  Dr. R. Dale Wilson, August 1979 to May 1980 and  Dr. Rebecca Holman, August 1978 to May 1979.

Lecturer of Marketing at The University of Akron, September 1977--August 1978.

Taught courses in Principles of Marketing, Retailing, Marketing Management, Retailing Cases and Problems, and Sales Management.

BUSINESS EXPERIENCE:

Marketing Research and Forecasting, The Tappan Corporation, Mansfield, Ohio, July 1976--July 1977.

Developed monthly and annual sales forecasts by brand and product line.  Analyzed and reported industry sales data.   Responsible for product field test program.  Aided in focus group studies for product development and evaluation.   Conducted shopping surveys of retail outlets.

Sales Representative, Burroughs Corporation, Akron, Ohio,

July 1973--July 1976.

Involved in all aspects of marketing small business computers including prospecting, sales presentations, sales proposals, computer programming, and customer instruction.  Professional training included both sales training and computer programming.

CONSULTING EXPERIENCE:

Diebold Corp, Canton, Ohio, 2000

Performed focus group research on customer satisfaction and new product reactions.

Lockheed Martin Corporation, 2000 and ERICO, 1999
Provided Ethics Management training under the sponsorship of the Center for Executive Education and Development
Norton Chemical Process Products Corporation, Stow, Ohio, 1993, 1994, 1996

Analysis of an Employee Opinion Survey.

Old Trail School, 1993

Performed focus group research to discover areas of dissatisfaction.

Angeles Corporation, 1988

A Study of the Pre-Congregate Housing Market--Bedford Heights, Ohio.

CMN Research Associates, Market Research Analyst, Akron, Ohio, 

1972--1973.

Aided in study design, implementation, management, and reporting for a variety of research projects.

MILITARY SERVICE:

U.S. Army Ordnance Corps, 1st Lieutenant, September 1969--August 1971.

PUBLICATIONS:

Refereed Journals

Mayo, Michael and Lawrence J. Marks (2009), “Supply Chain Vulnerability in Developing Marketing:  A Research Note,” The Journal of Global Business Management,” 5(October), 73-76.
Miller, Darryl W. and Lawrence J. Marks (1997), “The Effects Of Imagery-Evoking Radio Advertising Strategies On Affective Responses” Psychology & Marketing, 14(July), 337-360.

Miller, Darryl W. and Lawrence J. Marks (1992), "Mental Imagery and Sound Effects in Radio Commercials," The Journal of Advertising, 21(December), 83-93.
Mayo, Michael, Lawrence J. Marks, and John K. Ryans (1991), "Perceptions of Ethical Problems in International Marketing," International Marketing Review, 8(3), 61-75.

Kamins, Michael A., Lawrence J. Marks, and Deborah Skinner (1991), "Television Commercial Evaluation in the Context of Program Induced Mood:  Congruency Versus Consistency Effects,"   The Journal of Advertising, 20(June), 1-14.

Kamins, Michael A. and Lawrence J. Marks (1991), "The Perception of Kosher as a Third Party Certification Claim in Advertising for Familiar and Unfamiliar Brands," The Journal of the Academy of Marketing Science, 19(Summer), 177-185.

Armstrong, Robert W., Bruce W. Stening, John K. Ryans, Larry Marks, and Michael Mayo (1990), "International Marketing Ethics: Problems Encountered by Australian Firms," Asian Pacific International Journal of Marketing, Volume 2(2), 5-18, reprinted in European Journal of Marketing (1990), Volume 24(10), p. 5-18.

Mayo, Michael A. and Lawrence J. Marks (1990), "An Empirical Investigation of A General Theory of Marketing Ethics," Journal of the Academy of Marketing Science, 18(Spring), 163-171. 

Marks, Lawrence J. and Michael A. Kamins (1988), "The Use of Product Sampling and Advertising:  Effects of Sequence of Exposure and Degree of Advertising Claim Exaggeration on Consumers' Belief Strength, Belief Confidence, and Attitudes," Journal of Marketing Research, 25(August), 266-281.

Kamins, Michael A. and Lawrence J. Marks, (1988) "An Examination into the Effectiveness of Two-Sided Comparative Price Appeals," Journal of the Academy of Marketing Science, 16(Summer), 64-71.

Marks, Lawrence J., Susan Higgins, and Michael A. Kamins (1988), "Investigating the Experiential Dimensions of Product Evaluations," in Advances in Consumer Research, Vol. 15, Michael J. Houston (ed.), Ann Arbor, MI: Association for Consumer Research, 114-121.

Kamins, Michael A. and Lawrence J. Marks (1987), "Advertising Puffery:  The Impact of Using Two-Sided Claims on Product Attitude and Purchase Intention," Journal of Advertising, 16(4) 6-15.

Rethans, Arno J., John L. Swasy, and Lawrence J. Marks (1986), "The Effects of Television Commercial Repetition, Receiver Knowledge, and Commercial Length:  A Test of the Two-Factor Model," Journal of Marketing Research, February, 50-61.

Refereed Proceedings

Maher, Jill K., Lawrence J. Marks, and Pamela E. Grimm (1997), “Overload, pressure, and convenience: Testing a conceptual model of factors influencing women's attitudes toward, and use of, shopping channels,” in Advances In Consumer Research, Volume 24, Merrie Brucks and Deborah J. MacInnis (eds.) .), Ann Arbor, MI:  Association for Consumer Research, 490-498.

Miller, Darryl and Lawrence J. Marks (1996), "The Moderating Effects of Enduring Involvement on Imagery-Evoking Advertisements," in 1996 AMA Educators' Conference, Edward A. Blair and Wagner A. Kamakura (eds.), Chicago, Il: American Marketing Association, 121-128.
Dick, Alan, Douglas Hausknecht, Lawrence Marks and Michael Tharp (1995), "Identifying Mentor Influence in Consumer Research," in Sammy G. Amin (ed.), Trends in Modern Business: Proceedings of the National Conference of the Academy of Business Administration: Frostberg, 760-767.

O'Donnell, Kathleen A. and Lawrence J. Marks (1994), "A Model of Self Esteem and Advertising Effects," in 1994 AMA Educators' Conference, S. Ratneshwar and David Mick (eds.), Chicago, Il:  American Marketing Association, 1994 AMA Educators' Conference, 70-75.

Rafidi, Michelle L. and Lawrence J. Marks (1994), "Thrill and Adventure Seeking and Physically Risky Products," in 1994 AMA Educators' Conference, S. Ratneshwar and David Mick (eds.), Chicago, Il:  American Marketing Association, 421-426.

Hadjimarcou, John and Lawrence J. Marks (1994), "An Examination of the Effects of Context-Induced Mood States on the Evaluation of a "Feel-Good" Product:  The Moderating Role of Product Type and the Consistency Effects Model," in Advances in Consumer Research, Volume 21, Chris T. Allen and Deborah Roedder John (eds.), Ann Arbor, MI:  Association for Consumer Research, 509-513.

Munch, James M., Paul J. Albanese, Michael A. Mayo, and Lawrence J. Marks (1991), "The Role of Personality and Moral Development in Consumers' Ethical Decision Making," 1991 American Marketing Association Educators' Proceedings:  Enhancing Knowledge Development in Marketing, Mary C. Gilly, et al. (eds.), Chicago, Il:  American Marketing Association, 299-308.

Tharp, Michael and Lawrence J. Marks (1991), "The Influence of Consumer Susceptibility to Normative Interpersonal Influence and  Perceptions of Normative Beliefs on Degree of Ethnocentrism," 1991 American Marketing Association Educators' Proceedings:  Enhancing Knowledge Development in Marketing, Mary C. Gilly, et al. (eds.), Chicago, Il:  American Marketing Association, 470-478.

Marks, Lawrence J. and Michael A. Mayo (1991), "An Empirical Test of a Model of Consumer Ethical Dilemmas," Advances in Consumer Research, Volume 18, Rebecca H. Holman and Michael R. Solomon (eds.), Ann Arbor, MI:  Association for Consumer Research, 720-728.

Marks, Lawrence J. and Michael Tharp (1990), "An Assessment of the Relationship Among Consumer Ethnocentrism, Consumer Compliance, and the Components of Subjective Norms," in 1990 AMA Educators' Conference, A. Parasuraman, William Bearden, et al. (eds.), Chicago, Il:  American Marketing Association, 50-55.

Tharp, Michael and Lawrence J. Marks (1990), "An Examination of the Effects of Attribute Order and Product Order Biases in Conjoint Analysis," in 1989 Advances in Consumer Research Conference, Vol. 17, Marvin E. Goldberg, Gerald Gorn, and Richard W. Pollay (eds.), Ann Arbor, MI:  Association for Consumer Research, 563-570.

A. N. M. Waheeduzzaman and Lawrence J. Marks (1989), "Halo Effects, Consumer Ethno-national Affinity, and Behavioral Intentions:  Extension of the Multi-Attribute Model of Country of Origin Effects," in 1989 AMA Educators' Proceedings, Paul Bloom, Bart Weitz, et al. (eds.), Chicago, Il: American Marketing Association, 252-257.

Kamins, Michael A. and Lawrence J. Marks (1987), "The Effect of Framing and Advertising Sequencing on Attitude Consistency and Behavioral Intentions," in Advances in Consumer Research, Volume 14, Paul Anderson and Melanie Wallendorf (eds.), Ann Arbor, MI:  Association for Consumer Research, 168-172.

Marks, Lawrence J., Michael A. Kamins, and Donna Murphy (1986), "The Effects of Level of Expertise on the Processing of Framed and Unframed Pictorial Print Advertisements," in 1986 AMA Educators' Conference Proceedings, Terence A. Shimp, Subhash Sharma, et al. (eds), Chicago, IL: American Marketing Association, 57-61.

Swasy, John L., Arno J. Rethans, and Lawrence J. Marks (1984),  "Extending Cognitive Response Coding Schemes to Assess Advertising Effects:  The Role of Attitude Toward the Ad,” Proceedings of the American Psychological Association-- Division 23, Toronto, Ontario, 17-18.

 Swasy, John L., Arno J. Rethans, and Lawrence J. Marks (1984), "Receiver Questions:  A Means of Assessing New Product Advertising Effectiveness," in 1984 AMA Educators' Proceedings, Anderson and Ryan (eds.), Chicago, IL: American Marketing Association, 126-130.
Marks, Larry J. and Jerry C. Olson (1981), "Toward a Cognitive Structure Conceptualization of Product Familiarity," in Advances in Consumer Research, Volume 8, Kent B. Monroe (ed.), Ann Arbor, MI: Association for Consumer Research, 145-150.

DISSERTATION:

Marks, Lawrence J. (1985), Measuring the Content and of Consumers’ Product Knowledge, a doctoral thesis in business administration, The Pennsylvania State University.

PRESENTED PAPERS:

Marks, Lawrence J. and Michael A. Mayo (1990), "An Empirical Investigation of General Theory of Marketing Ethics," 1990 AMA Educators' Conference, Washington, D.C., (abstract printed in 1990 AMA Educators' Conference, A. Parasuraman, William Bearden, et al. (eds.), Chicago, Il:  American Marketing Association, 121.

Marks, Lawrence J., Michael A. Mayo, and John K. Ryans (1989), "U.S. Views on Current Ethical Problems:  A Four-Region Developing Country Comparison," 1989 Academy of International Business Annual Meeting Program, Singapore.

Mayo, Michael A. and Lawrence J. Marks (1989), "An Empirical Investigation of A General Theory of Marketing Ethics," at the 1989 AMA Educators' Conference, Chicago, Ill, (abstract printed in the 1989 AMA Educators' Proceedings, Paul Bloom, et al. (eds.), Chicago, IL: American Marketing Association, 95).

PUBLISHED BOOK REVIEWS
Cognitive and Affective Responses to Advertising, edited by Patricia Cafferata and Alice Tybout (1989), Lexington, Mass.: Lexington Books, in Journal of the Academy of Marketing Science (1989), 17(Fall), 354-356.

Why People Buy, by John O'Shaughnessy (1987), New York, NY: Oxford University Press, in Journal of Retailing (1988), 64(Winter), 475-477.

UNPUBLISHED WORKING SERIES
Rethans, Arno J., John L. Swasy, and Lawrence J. Marks (1984), "The Effects of Television Commercial Repetition, Receiver Knowledge, and Commercial Length:  A Test of the Two-Factor Model," Working Series in Marketing Research, College of Business Administration, The Pennsylvania State University. 

RESEARCH IN PROGRESS

Marks, Lawrence J. and Paul Albanese, “Investigating Affect, Guilt, Fear and Anxiety as Factors in Consumers' Resolution of Ethical Dilemmas”

Marks, Lawrence J. and Michael A. Mayo, “The Bright Side of Consumer Behavior :  An Examination of Righteous Consumption”
Comment:  The above two papers were submitted to the 2007ACR conference, but not accepted.  Currently we are planning to redo the paper, working the two studies into a single paper for submission to the ​Journal of Business Ethics.
Consumer Generated Advertising Pre-test:  In November and December 2007 I ran a pre-test to evaluate whether consumers (students) would react differently to print ads or television ads which they were told were created by other consumers or by commercial marketers.  The results indicated that the treatment was not very effective.  Additional research is being considered.

REVIEW ACTIVITIES:   
Academy of Marketing Science Dissertation Award Review, 1988

Association of Consumer Research Conference, 1991, 1990
Consumer Behavior Track of the AMA Summer Educators' Conference, 1991, 1990, 1989
Journal of Advertising, 2006, 2007, 2008
Journal of the Academy of Marketing Science, 2006, 2007
Marketing Science, 2007 (Fall and Spring)

Southwestern Marketing Association Conference, 1991.

AMA Winter Educators' Conference -- Exchange Theory Track1989 ; Consumer Behavior Track, 2007, 2008.
GRANT ACTIVITY:

1989 Summer Research and Creative Activity Appointment, KSU.

DISSERTATION COMMITTEE SERVICE
Dissertation Committee Chairperson:  Deborah Owens (11/1997), Darryl Miller (Ph.D. 8/1994), Deborah Skinner (Ph.D. 8/1994), Michael Tharp (Ph.D. 12/1994).

Dissertation Committee Member:  Geoffrey Munro (Psychology 6/2/1997); Geoffrey, P. Goldsmith (Accounting 5/1996), William Howell (Marketing 5/1996); David F. Lopez (Psychology; Ph.D. 8/93), Georgette Zifko (Marketing; 8/92).

Dissertation Graduate Faculty Representative:  Clifford Brumett (Accounting) 8/2/93.

Dissertation Defense Moderator for Arun Rai (ADMS), 10/31/90; Barbara Powell Reider (Accounting) 3/15/91; Akramul Haque (Geography) 5/1/92; Mark E. Holder (Finance), 11/4/92; Deborah E. Knapp (Administrative Sciences), 8/19/94, Gary L. Hoover (Finance), 6/20/95, Aiwu Zhao (Finance),  11/14/2008.
Graduate Faculty Representative:  Richard Bacha (M&S) 8/8/02; Alan Burns (M&IS) 12/16/03.
Outside Promotion and Tenure Reviews
Jill Maher (Robert Morris University) 4/2005
UNIVERSITY SERVICE:

Akron Public Schools Distinguished Student Day speaker, March 19, 2001

Banner Committee, 1999-2000

Budget Review Committee, Fall 2006 to Spring 2008, Fall 2008 to 2009 as Provost’s committee
Committee for Academic Assessment, 2000-2003; Attended 2001 IUP Assessment Conference
Committee on Administrative Efficiency, Spring 2000, 2000-2001

Joint Appeals Board – Member, 2002, 2003-04

Labor Relations Council, 2000-2001; Fall 2001

Marketing Advisory Taskforce, 1999-2006
Member of the Committee for University Strategic Planning--Environmental Subcommittee, 1993.

Member of the Coordinator, Sport Club/Marketing Search Committee, 1993.

Member of the Honors College Dean Search Committee, 1993.

Member of the Pew Roundtable on the Future of Education, 1993-1996

Parent Orientation Program – Panel Member 2002, 2003

Plus/Minus Grade Committee (EPC Subcommittee) – Member 2002-03

Restructuring Committee – member of general committee; writing committee member; P2 (Research and Sponsor Programs) subcommittee chair 2002-03

Search Committee, Chief University Counsel, Fall 1998

Search Committee, Director of Academic Budgets, Summer 1997

Search Committee—Chair; Associate VP Information Systems, Spring 2001

Summer Funding Committee – Member 2002-04

Summer Funding Review Committee, 2001-2002

Total Cost Methodology Committee – Member, traveled to Columbus for meeting, contributed costing data and analysis for distance learning courses, 2002-03
Web Content and Marketing Committee, 2000-2002;  Academic Page Content Sub-committee – Chair

Week of Welcome – 2005, 2006, 2007, 2008
COLLEGE SERVICE:

Academic Discovery Days, Assist in college presentations, 1992 to present.

AQIP--assisted with college AQIP planning and reporting, 2002

Business College Coordinator, United Way Campaign, 1992, 2003, 2005.

Business College Task Force, 1993-1994.

Chairperson Review Committee Chair for Dr. Richard Kent’s review Fall 2008.

College of Business Colleagues Mentor, 2006, 2008.

College Computer Committee, 1988.

Faculty Advisor to Semper Fidelis, 1989-1990.

Founders Scholars Program Selection Committee Member, 1992, 1993, 2000 to present.

Geographic Recruitment Receptions, 1999 to 2006.

MBA Subcommittee 2007-08, 2008-09.
Member of the College of Business Dean Search Committee, 1994.

Member of the Kent Regional Business Alliance Director Search Committee, 1994.

Member of the Small Business Development Initiative Task Force, 1993. 1994.

North Central Accreditation Self-Study Steering Committee, 1992-1993.

PMBA Revision Committee 2007-08, 2008-09.
President, Beta Gamma Sigma, Iota Chapter, 1993-1994, 1994-1995.

Special Graduate Council Subcommittee of the Graduate Council on the M.B.A. program, 1990.

Special Graduate Council Subcommittee on the Ph.D. Program, 1990, 1991.

Student Credit Hour Task Force, Spring 1992

Undergraduate Action Team Leader, College of Business, 1994.

DEPARTMENTAL SERVICE:

Academic Grievance Committee Ad Hoc member, Summer 2007, Spring 2007.

College Curriculum Committee, 1986-1988, 1990.

Department Chairperson Search Committee, 1986-1987.

Department Comprehensive Examination Committee, 1986-Present.

Department Faculty Advising Committee, 1986-1987.

Department Recruitment Committee, 1986-1991.

Faculty Senate Representative, 1985-1986.

Presentation at Graduate Programs Day, 11/89, 11/90

Undergraduate Programs Officer Selection Committee, 7/90

PROFESSIONAL SERVICE AND  CONFERENCES ATTENDED:

AMA Summer Educators’ 2009 Conference -- Societal, Public Policy and Ethical Issues Track co-chair

AACSB Conferences, December 2003, October 2004

AACSB Compensation Conference, November 2000

AACSB Accreditation Seminar, November 2004

AACSB Strategic Management Conference, January 2006

IUIP Assessment Conference, November 2001

PROFESSIONAL AND OTHER AFFILIATIONS:
Golden Key Honor Society Honoree, 1996

Mortar Board "Honoree", 1990, 1991

Beta Gamma Sigma, 1990

Alpha Mu Alpha, 1981 

Alpha Sigma Lambda, 1973

Academy of Marketing Science, 1986 to 1994

American Marketing Association, 1978 to present

Association for Consumer Research, 1978 to present

Other Professional Service:

President of Penn State Association of Business Doctoral Students, 1979-1980.
TEACHING (Previous 5 years):

BAD 67051 EMBA Marketing Management -- January Session 2005, 2006, 2007, 2008, 2009
BAD 60095 International Business Experience -- Spring 2004, Summer 2006, Summer 2007, Summer 2008, Summer 2009
BAD 60036 Individual Investigation -- Spring 2009

Marketing 25010  -- Fall 2008, Spring 2009, Summer 2009
Marketing 35035  -- Undergraduate Consumer Behavior, Summer 2006, 2007; Fall & Spring 2007, 2008, Spring 2009
BAD 65064 -- MBA Consumer Behavior, Summer 2006, 2007, 2008
BAD 85064  -- PhD Consumer Behavior, Spring 2004, 2006, 2007, 2008
Spring 2008 semester—Development of a Hybrid Teaching Method:  During the Spring 2008 semester I worked to “alpha test” a new way of teaching Principles of Marketing (using my Consumer Behavior class).  With assistance from staff at Moulton Hall and University Tele-productions, I devised a method which allowed me to (a) lecture to the class in the usual manner (while continuing to record the lecture for audio presentation on iTunes U), (b) web cast the lecture live with video and audio, and (c) create an on line archive file combining an instructor audio video file with a desktop video file.  

The concept is to allow us to serve three types of students (traditional, those who would be in class if they could but cannot due to work or family obligations, and the millennium generation students who are very comfortable with technology and used to doing things on their schedule).  Additionally, the concept calls for on-line quizzes (taken from any computer) during the semester (for 50% of the grade) and a comprehensive final exam (for 50%) taken in our computer labs with proper identification.  

This concept, based on Bruce Robertson’s work at San Francisco State University, should provide convenience and access to allow the course to grow beyond the 400 student sections.  At SFSU enrollments have grown to 1100 per semester, as students have found this to be a convenient way to get a class that has valuable content, but previously was hard to fit into their schedule.

Fall 2008 semester – Implemented the Hybrid Teaching Method as a “beta test” in the large section of MKTG 25010.  Modified the examination schedule to allow for a “midterm mini-test” examination period during which the first six mini-tests were “re-opened” to allow students who missed tests or who did not perform well on them to improve their scores.  Will teach a “web-based” section of the class in Spring 2009, along with the live, hybrid section.

Spring 2009 semester – Based on the very positive responses from students in the Fall 2008 MKTG 25010 class, implemented the Hybrid Teaching Method in two different classes in Spring 2009.  Enrolled 271 students in the “live” sections and 308 students in the web section of MKTG 25010 and enrolled 89 students in the “live” section of MKTG 35035 and 30 students in the web section.  Mid-semester and end of the semester evaluations indicate that this can be a very successful way to reach our students.

PERSONAL DATA:

Date of Birth: December 9, 1947

Marital Status:  Married

Citizenship:  United States
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