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Jones, Mike, Kristy E. Reynolds, and Mark J. Arnold (2006), “Hedonic and 
Utilitarian Shopping Value:  Investigating Differential Effects on Retail 
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Kuang, Yunmei, Scott Thompson, and Mark J. Arnold (2019), “Brand 
Transgression and Community Coping,” Proceedings, 2019 AMA Summer 
Marketing Educators’ Conference 
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Rhiney, Eric, Toler, Takisha, and Mark J. Arnold (2013), “The Effects of 
Economic Threat & Product Foreignness on Consumer Ethnocentrism,” 
Proceedings of the 2013 AMA Winter Marketing Educators’ Conference. 
 
Lehnert, Kevin and Mark J. Arnold (2012), "Enhanced Regret:  Ruminative 
Thinking, Mood Regulation and Service Failure," Proceedings, 2012 AMA 
Summer Marketing Educators’ Conference. 
 
Tolmie, Carri, and Mark J. Arnold (2012), “Will You Go Green? Prevention 
versus Promotion Focus and the Effect of Time,” Proceedings, 2012 AMA 
Summer Educators’ Conference. 
 
Harmeling, Colleen and Mark J. Arnold (2012), “The Pursuit of Extraordinary 
Experiences: An exploration of triggers,” Proceedings, 2012 AMA Summer 
Educators’ Conference. 
  
Salley-Toler, Takisha, Eric Rhiney, and Mark J. Arnold (2012), “Globalizations' 
Impact on Consumers Ethnicity: The Formation of the Multiethnic Consumer 
Identity Construct,” Proceedings, 2012 Cross Cultural Research Conference. 
 
Tugut, Meltem, Mark J. Arnold, and Rajani Ganesh Pillai (2011), “Regulatory 
Fit, Attitudes, and Loyalty: The Interactive Effect of Chronic and Situational 
Regulatory Focus," Abstract, 2011 Association for Consumer Research 
Conference. 
 
Tugut, Meltem and Mark J. Arnold (2011), “Regulatory Focus, Chronic 
Reactance, and Consumer Reward Choices in Loyalty Programs,” Proceedings 
of the 2011 Summer AMA Marketing Educators’ Conference. 
 
Tugut, Meltem, Mark J. Arnold, and Brad Carlson (2011), “Consumer Choice 
Between Hedonic And Utilitarian Recovery Options In Service Failures: A Mood 
Regulation Perspective,” Proceedings of the 2011 Academy of Marketing 
Science Conference. 
 
Tugut, Meltem and Mark J. Arnold (2011), “Chronic Reactance, Outcome 
Focus, and the Construction of Reward Preferences in Loyalty Programs,” 
Proceedings of the 2011 Marketing Management Conference. Winner: Award 
for Outstanding Paper in Retailing. 
 
Stanley, Sarah and Mark J. Arnold (2011), “Sacred Brands:  An Investigative 
Look at Brand Meaning Within a Brand Community,” Proceedings of the 
Association of Marketing Theory and Practice 2011 Conference. 
 
Tugut, Meltem and Mark J. Arnold (2011), “Customer Loyalty Programs: A 
Regulatory Fit Perspective of Consumer Reward Choices and Loyalty 
Behavior,” Proceedings of the 2011 Winter AMA Marketing Educators’ 
Conference. 
 
Tugut, Meltem and Mark J. Arnold (2011), “Resisting One's Temptations: The 
Influence of Mood Regulation on Consumers' Recovery Choices in Service 
Failures,” Proceedings of the 2011 Winter AMA Marketing Educators’ 
Conference. 
 



  

 
Page 9 

Tugut, Meltem and Mark J. Arnold (2010), “A Regulatory Focus - Reactance 
Perspective of Consumer Reward Preferences in Loyalty Programs,” 
Proceedings of the 2010 Association for Consumer Research annual 
conference. 
 
Lehnert, Kevin, and Mark J. Arnold, (2010), “Goal Focus and Self-Attention’s 
Influence on Consumer Shopping Intentions,” Proceedings of the 2010 AMA 
Summer Educators’ Conference. 
 
Arnold, Mark J., Chad Milewicz, Thomas Baker, Raj Echambadi, Kristy E. 
Reynolds (2010), “The Moderating Role of Goal Orientation on the Satisfaction 
– Willingness to Pay Relationship,” Proceedings of the 2010 AMA Summer 
Educators’ Conference. 
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Hispanics In The U.S.,” Proceedings of the 2006 AMA Summer Educators’ 
Conference. 
 
Evanschitzky, Heiner, Vinita Sangtani, Kristy E. Reynolds, and Mark J. Arnold 
(2006), “Hedonic Shopping Motivations: A Study in Germany and India,” 
Proceedings, European Marketing Academy 2006 Conference, Athens, Greece. 
 
Echambadi, Raj, Mark J. Arnold, and Vishal Bindroo (2006), “Consumer 
Evaluation of Brand Extensions:  Investigating the Nonlinear Relationship 
Between Perceived Difficulty and Brand Extension Attitude,” Conference 
Abstracts, 2006 AMA Summer Educators’ Conference. 
 
Wilson, Rick T. and Mark J. Arnold (2005), “A Regional Approach to the 
Advertising Standardization-Adaptation Debate,” in Proceedings of the Annual 
Meeting of the Society For Marketing Advances, 2-5 November 2005, San 
Antonio, TX, pp. 190-194. 
 
Suh, Taewon, Hongxin Zhou, Seung Kim, Mark Arnold (2005), “The Impact Of 
Experiential Knowledge And Creativity On Performance Of International 
Project,” Proceedings, 2005 AMA Winter Marketing Educators' Conference. 
 
Haas, Sarah and Mark J. Arnold (2004), “Brand-Self Convergence:  An 
Ethnographic Investigation of On-Line Communities,” Proceedings, 2004 AMA 
Summer Marketing Educators’ Conference. 
 
Wilson, Rick T. and Mark J. Arnold (2004), "When Countries Divide: A Cross-
Cultural Analysis of Advertising Appeals," in Enhancing Knowledge 
Development in Marketing Proceedings, Kenneth L. Bernhardt, James S. Boles, 
and Pam Scholder Ellen, eds. Chicago: American Marketing Association, 172-
177. 
 
Arnold, Mark J. and James E. Fisher (2003), “Information, Technology, and 
Social Class:  Investigating the Digital Divide,” Proceedings, Sixth Annual 
Ethics and Technology Conference, Boston College. 
 
Allen, Jeffrey, Reinier van Delden, Christy Foley, and Mark J. Arnold (2003), 
“Assessing Bikers’ Extra-Ordinary Experiences, Sub-Cultural Values, Self-
Monitoring And Self-Presentation At Bike Week: A Preliminary Model” 
Proceedings, American Marketing Association 2003 Winter Educators’ 
Conference, pp. 53-59. 
 
Reynolds, Kristy E. and Mark J. Arnold (2001), “A Note on Starting and Building 
a Research Agenda” Journal for the Advancement of Marketing Education, 1 
(Summer). 
 
Arnold, Mark J., Kristy E. Reynolds, Nicole P. Hoffman, and Jason E. Lueg 
(2001), “Customer Delight In A Retail Context:  Investigating Delightful And 
Terrible Shopping Experiences,” presented at Society for Marketing Advances 
2001 Conference. 
 
Allen, Jeff, Mark J. Arnold, and Ronald Pimentel (2000), “Bike Week 
Transformations: The Malleable or Stable Self?” Proceedings, Society for 
Consumer Psychology, Session 4.22, pp. 70-76. 





  

 
Page 12 

International Association of Management 14th Annual International Conference.  
William A. Hamel, ed.  International Association of Management, 14 (1), pp. 
165-178. 
 
Arnold, Mark J., Shelley R. Tapp, and James E. Fisher (1996), “Innovativeness 
in Direct Marketing Techniques: Effects on Performance in the Arts Industry 
and Managerial Implications,” presented at the 8th Annual Robert B. Clarke 
Educators’ Conference, New Orleans, LA.
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