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New Course

Effective Term:
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Subject Area - Course Number:
DBA 880 
Cross-listing:
     
(See Note #1 below)

Course Title: (Limited to 65 characters)
Macro Issues in Business
25-Character Abbreviation:  
Macro Bus


Sponsor(s):  
K. Praveen Parboteeah
Department(s):
Management
College(s):
 FORMDROPDOWN 



Consultation took place:
 FORMCHECKBOX 

NA 
 FORMCHECKBOX 

Yes  (list departments and attach consultation sheet)

Departments:       


Programs Affected:
None
Is paperwork complete for those programs? (Use "Form 2" for Catalog & Academic Report updates)

 FORMCHECKBOX 

NA 
 FORMCHECKBOX 

Yes
 FORMCHECKBOX 

will be at future meeting

Prerequisites:
Admitted into DBA Program
Grade Basis:
 FORMCHECKBOX 

Conventional Letter
 FORMCHECKBOX 

S/NC or Pass/Fail
 

Course will be offered:
 FORMCHECKBOX 

Part of Load
 FORMCHECKBOX 

 Above Load 


 FORMCHECKBOX 

On Campus
 FORMCHECKBOX 

Off Campus - Location       

College:
 FORMDROPDOWN 

Dept/Area(s):
DBA
Instructor:
K. Praveen Parboteeah

Note: If the course is dual-listed, instructor must be a member of Grad Faculty.
Check if the Course is to Meet Any of the Following:

 FORMCHECKBOX 
  Technological Literacy Requirement
 FORMCHECKBOX 
  Writing Requirement


 FORMCHECKBOX 
  Diversity 

 FORMCHECKBOX 
  General Education Option:   FORMDROPDOWN 
   

Note:  For the Gen Ed option, the proposal should address how this course relates to specific core courses, meets the goals of General Education in providing breadth, and incorporates scholarship in the appropriate field relating to women and gender.

Credit/Contact Hours: (per semester)

Total lab hours:
0
Total lecture hours: 
64
 

Number of credits:
4
Total contact hours:
64 

Can course be taken more than once for credit?  (Repeatability)  

 FORMCHECKBOX 
 No    FORMCHECKBOX 
 Yes          If "Yes", answer the following questions:

No of times in major:
     
No of credits in major: 
     
 

No of times in degree:
     
No of credits in degree:
      

Proposal Information: (Procedures for form #3)
Course justification:


This course provides an overview of the topics in business research areas from a macro perspective. The focus is on explaining macro-level behaviors across a number of business functions such as strategic management, marketing strategy and macro finance.  The phenomena of interest typically deals with a behavior or performance outcome measured at the collective or macro level.  The macro level often refers to units of analysis such as companies or industries or countries.  Each topic is introduced through a review of seminal theories which are then reinforced with current research that applies and/or tests these theories.

The primary purpose of the course is to expose students to key macro level areas as they apply to business research.  This course should help students understand this perspective and determine whether they want to pursue personal areas of research interests in this domain.
Relationship to program assessment objectives:


Since this course will be one of the core courses of the DBA degree, all students entering the program will be required to take this course. In doing so, it will familiarize all students with micro business issues.
This course will satisfy many of the key objectives of the degree.  First, it will provide students with an understanding of macro issues in business. This is important so that they can demonstrate the necessary expertise in business areas by understanding the organizational contexts of such expertise.  Furthermore, students will also need to understand the scholarly literature across a range of business disciplines. This course addresses these leaning objectives by exposing students to such areas.  The course will address the following student learning outcomes:
· Students are able to demonstrate expertise in the macro areas through scholarly papers.

· Students are able to understand the scholarly literature related to macro issues through literature reviews in projects and other assignments.

· Students are also expected to use the exposed material to develop their own original research agendas.
Budgetary impact:


· Staffing:- the course will be staffed by a College of Business and Economics faculty that is Academically Qualified (AQ) and has Grad Faculty status.
· Academic unit library and service & supply budget: - no budgetary impact.
· Campus instructional resource units:- impact is minimal; students will require the use of D2L and that is already available.
· Laboratory/studio facilities:- No budgetary impact
· Classroom space:- A classroom is anticipated to be required in Hyland Hall to teach the class. The class will meet for 2 and half days one weekend per month..
· Evaluation of adequacy of current library holdings, recommendations for acquisitions, and impact of the course on the academic unit library allocation budget: - No impact. The library already has the articles on which this course is based.. 
· Explanation if the course is simply replacing another course, either entirely or in the cycle:- This is a new course for the DBA degree, and does not replace any other courses.
Course description: (50 word limit)


The primary purpose of the course is to expose students to key macro level areas in finance, management and marketing as they apply to business research.  This course should help students understand this perspective and determine whether they want to pursue personal areas of research interests in this domain.
If dual listed, list graduate level requirements for the following:

1. Content (e.g., What are additional presentation/project requirements?) 


N/A

2. Intensity (e.g., How are the processes and standards of evaluation different for graduates and undergraduates? ) 
N/A
3. Self-Directed (e.g., How are research expectations differ for graduates and undergraduates?) 
N/A
Course objectives and tentative course syllabus:

DBA 880 Syllabus

Macro Issues in Business
Instructor: K. Praveen Parboteeah

Office: Hyland 4515

Office Phone: 262-472-3971

Email: parbotek@uww.edu

Office Hours: Monday, Tuesday and Thursday - 2-6pm

Course Description:

This course provides an overview of the topics in business research areas from a macro perspective. The focus is on explaining macro-level behaviors across a number of business functions such as strategic management, marketing strategy and macro finance.  The phenomena of interest typically deals with a behavior or performance outcome measured at the collective or macro level.  The macro level often refers to units of analysis such as companies or industries or countries.  Each topic is introduced through a review of seminal theories which are then reinforced with current research that applies and/or tests these theories.

The primary purpose of the course is to expose students to key macro level areas as they apply to business research.  This course should help students understand this perspective and determine whether they want to pursue personal areas of research interests in this domain.
Course Objectives

· Understand the seminal theories that underlie macro level business research

· Be capable of reading, synthesizing, and critiquing these theories as well as current applied research

· Have an understanding of how the literature applies to their research interest

· Be capable of crafting an acceptable research proposal including an appropriate literature review and a set of testable applied hypotheses

· Be able to develop and improve their research skills
· Write a research proposal paper that includes an introduction, literature review with propositions/hypotheses, a methods section and an expected findings section

Course Assignments

· Similar to other DBA courses, full participation is expected with the assigned readings.  You are responsible to be fully prepared for each class.  This implies that you would have read and properly understood the assigned readings.  Everyone will be expected to participate effectively in each class to comment, question and analyze.  Participation will be 30% of your grade. 

· For each assigned weekend session, students will individually prepare a five-page research proposal which provides a possible research application of a core topic to the student’s research area of interest. The proposal will contain a (1) problem statement (1 page min - introducing the research question the student proposes to investigate along with a brief description of the theory being used, (2) theory and hypotheses  (3 pages min with a scholarly discussion of how the theory leads to the hypotheses, method (1 page min - describing the dependent and independent variables and how they would be measured).
· Students will also develop a research proposal (of about 15-20 pages) based on their person research interests.  The proposal should include including (1) literature review / synthesis, (2) theoretically-grounded hypotheses, (3) a discussion of a proposed sample, research method(s), and hypotheses, including operational definitions of variables. The research proposal is expected to be of a quality and length consistent with the introduction, literature and methods sections of conference papers in their relevant business discipline.  This assignment will be worth 40% of your final grade. 

Grade Breakdown:
Participation


 30%

Paper


40%

Summary of assigned readings
30%
Grade distribution:
A
93-100%

C
71-74.9%


A-
90-92.9%

C-
68-70.9%


B+
87-89.9%

D+
65-67.9%

B
81-86.9%

D
61-64.9%

B-
78-80.9


D-
58-60.9%


C+
75-77.9


F
Below 58
CLASS SESSIONS AND ASSIGNMENTS

Session 1 - Strategic Management, Strategic Marketing and Agency Theory and Corporate Governance 

Introduction to Strategic Management

Hoskisson, R. E., Hitt, M. A., Wan, W. P., & Yiu, D. 1999. Theory and research in strategic management: Swings of a pendulum. Journal of Management, 25(3): 417-456.

Nag, R., Hambrick, D.C., and Chen, M.J. 2007. What is strategic management, really? Inductive derivation of a consensus definition of the field. Strategic Management Journal 28(9): 935-955.

Prahalad, C.K. and Hamel, G. 1994. Strategy as a field of study: Why search for a new paradigm. Strategic Management Journal, 15 (special issue): 5-16.

Strategy and Performance

Brush, Thomas H., Philip Bromiley, and Margaretha Hendrickx. 1999. The relative influence of industry and corporation on business segment performance: An alternative estimate, Strategic Management Journal 20, 519–547.

McGahan A.M., Porter M.E. 1997. How much does industry matter, really? Strategic Management Journal 18(Summer Special Issue): 15-30.

Hawawini, G., V. Subramanian, et al. (2003). "Is performance driven by industry- or firm-specific factors? A new look at the evidence." Strategic Management Journal 24(1): 1-16.

Rumelt, R.P. 1991. How much does industry matter? Strategic Management Journal 12(3): 167-185. 
Strategic Marketing

Varadarajan, Rajan. (2010). Strategic marketing and marketing strategy: domain, definition, fundamental issues and foundational premises. JAMS. Vol. 38 No. 2, 119-140.

Thorpe, Eleri R and Robert E. Morgan. (2007). In pursuit of the "ideal approach" to successful marketing strategy implementation. European Journal of Marketing. 41 (5/6), 659 -- 677. 

Lusch, Robert F., Vargo, Stephen L., and Alan J. Malter (2006). Marketing as Service-Exchange: Taking a Leadership Role in Global Marketing Management. Organizational Dynamics, 35(3), 264-278.  

Levitt, Theodore. (2004). Marketing Myopia. Harvard Business Review, 82(7/8), 138-149. Originally published in July/August1960.  For excerpts from several seminal HBR articles.  Levitt, Theodore. (2006), “What Business Are You In?  Classic Advice from Theodore Levitt,” HBR, Oct, 84(10), 127-138.   

Hunt, Shelby D. and C. Jay Lambe. (2000). Marketing’s contribution to business strategy: market orientation, relationship marketing and resource-advantage theory.  International Journal of Management Reviews. 2 (1), 17-43. 

Varadarajan, P. Rajan and Satish Jayachandran (1999), "Marketing Strategy: An Assessment of the State of the Field and Outlook," JAMS, 27(2), 120-143.

Agency Theory and Corporate Governance

Aggarwal, R., Erel, I., Williamson, R., Stulz, R. M. (2009) Differences in Governance Practices between U.S. and Foreign Firms: Measurement, Causes, and Consequences. Reviews of Financial Studies 22, 3171-3209.

Jensen, M. (1986) Agency Costs of Free Cash Flow, Corporate Finance, and Takeovers. American Economic Review 76, 323-329.

Stulz, R. (1990) Managerial discretion and optimal financing policies. Journal of Financial Economics 26, 3-27.

Diamond, Douglas W. (1991) Monitoring and Reputation: The Choice between Bank Loans and Directly Placed Debt. Journal of Political Economy 99, 689-721.

Townsend, R. (1979) Optimal Contracts and Competitive Markets With Costly State Verification, Journal of Economic Theory 22, 265-293.
Grossman, S. and O. Hart (1983) An Analysis of The Principal-Agent Relationship. Econometrica 51, 7-45.

Hermalin. B. and M. Weisbach (1998) Endogenously Chosen Boards of Directors and Their Monitoring of The CEO. American Economic Review 88, 96-118.

Jensen, M. and K. Murphy (1990) Performance Pay and Top-Management Incentives. Journal of Political Economy 98, 225-264.

Morck, R., A. Shleifer and R. Vishny (1988) Management Ownership and Market Valuation. Journal of Financial Economics 20, 293-315.

Rafael La Porta, Florencio Lopez-de-Silanes, Andrei Shleifer and Robert Vishny (2000) Investor Protection and Corporate Governance. Journal of Financial Economics 58, 3-27

Market Orientation and Marketing Knowledge

Kohli, Ajay K. and Bernard J. Jaworski (1990), “Market Orientation: The Construct, Research, Propositions, and Managerial Implications,” Journal of Marketing, 54 (April), 1-18.

Narver, John C. and Stanley F. Slater (1990), “The Effect of Market Orientation on Business Profitability,” Journal of Marketing, 54 (October), 20-35.

Jaworski, Bernard J. and Ajay K. Kohli (1993), “Market Orientation: Antecedents and Consequences,” Journal of Marketing, 57 (July), 53-70.

Jaworski, Bernard J. and Ajay K. Kohli (1996), “Market Orientation: Review, Refinement, and Roadmap,” Journal of Market Focused Management, 1 (2), 119-135.

Day, George S. (1999), “Misconceptions about Market Orientation,” Journal of Market Focused Management, 4 (June), 5-16.

Day, George S. (1994), “The Capabilities of Market-Driven Organizations,” Journal of Marketing, 58 (October), 37-52.

Menon, Anil and P. Rajan Varadarajan (1992), “A Model of Marketing Knowledge Use Within Firms,”Journal of Marketing, 56 (October), 53-71.

Moorman, Christine and Anne S. Miner (1997), “The Impact of Organizational Memory on New Product Performance and Creativity,” Journal of Marketing Research, 34, 91-106.

Moorman, Christine (1995), “Organizational Market Information Processes: Cultural Antecedents and New Product Outcomes,” Journal of Marketing Research, 32 , 318-335.

Maltz, Elliot and Ajay K. Kohli (1996), “Market Intelligence Dissemination Across Functional Boundaries,” Journal of Marketing Research, 33 (February), 47-61.

Session 2 - Resource-Based View, Asymmetric Information and Global Competitive Strategy

Resource Based View

Barney, J. B. (2001). “Is the resource-based "view" a useful perspective for strategic management research? Yes,” Academy of Management Review, 26: 41-56.

Miller, D. & Shamsie, J. 1996. The resource-based view of the firm in two environments: The Hollywood film studios from 1936 to 1965. Academy of Management Journal, 39: 519-543.

Newbert, S.L. 2007. Empirical research on the resource-based view of the firm: An assessment and suggestions for future research. Strategic Management Journal 28(2): 121-146.

Priem, R.L. & Butler, J. (2001). Is the resource-based "view" a useful perspective for strategic management research? Academy of Management Review, 26: 22-40.

Wernerfelt, B. 1984. A resource-based view of the firm. Strategic Management Journal, 5: 171-180.

Asymmetric Information

Leland, H. and D. Pyle (1977) Informational Asymmetries, Financial Structure and Financial Intermediation. Journal of Finance 32, 371-387.

Myers, S. and N. Majluf (1984) Corporate Financing and Investment Decisions When Firms Have Information That Investors Do Not Have. Journal of Financial Economics 13, 187-221.

Ross, S. (1977) The Determination of Financial Structure: The Incentive-Signaling Approach. Bell Journal of Economics 8, 23-40.

Alexon, Ulf. (2007) Security Design with Investor Private Information. Journal of Finance, 2587-2632.

Elder, John, Pankaj K. Jain, and Jang-Chul Kim. (2005) An Analysis of Liquidity and Adverse Selection. Journal of Financial Research 28, 2, 197-213. 

Global Competitive Strategy 

Yip, G.S. (1989), “Global Strategy: In a World of Nations,” Sloan Management Review, 31 (Fall), 29-41.

Cavusgil, S. Tamer and Shaoming Zou (1994), “Marketing Strategy-Performance Relationships: An Investigation of the Empirical Link in Export Market Ventures,” Journal of Marketing, 58 (January), 1-21.

Szymanski, David, Sundar Bharadwaj, and P. Rajan Varadarajan (1993), "Standardization Versus Adaptation in International Marketing Strategy: An Empirical Investigation," Journal of Marketing, 57(October), 1-17

Ghoshal, Sumantra (1987), “Global Strategy: An Organizing Framework,” Strategic Management Journal, 8 September-October), 425-440

Nakata, Cheryl and K. Sivakumar (1996), "National Culture and New Product Development: An Integrative Review," Journal of Marketing, 60(January), 61-72.

Weitz, Barton A. (1985), “Introduction to Special Issue on Competition in Marketing,” Journal of Marketing Research, 22 (August), 229-36.

Armstrong, J. Scott, and Fred Collopy (1996), “Competitor Orientation: Effects of Objectives and Information on Managerial Decisions and Profitability,” Journal of Marketing Research, 33  (May), 188-99. 

Day, George S. and Prakash Nedungadi (1994), “Managerial Representations of Competitive Advantage,” Journal of Marketing, 58 (April), 31-44.

Prabhu, Jaideep and David Stewart (2001), “Signaling Strategies in Competitive Interaction: Building Reputations and Hiding the Truth,” Journal of Marketing Research, 38 (February). 62-72.

Hauser, John and Steven Gaskin (1984), “Application of the “Defender” Consumer Model,” Marketing Science, 3 (Autumn), 327-51.

Session 3 - National Culture, Raising Equity and Channel Management

National Culture

Kirkman, B.L., Lowe, K. and Gibson, C. 2006. A quarter century of culture's consequences: A review of empirical research incorporating Hofstede's cultural value framework.  Journal of International Business Studies, 37, 3, 285-320.

McSweeney, B. 2002. Hoftsde's model of national cultural differences and their consequences: A triumph of faith-a failure of analysis. Human Relations, 55, 1, 89-118/

Hofstede, G. 2002. Dimensions do not exist: A reply to Brendan McSweeney. Human Relations, 55, 1, 1355-1361.

Parboteeah, K.P., and Cullen, J.B. 2003. Social Institutions and Work Centrality: Explorations Beyond National Culture. Organization Science, 14: 137-148.  

Cullen, J.B., Parboteeah, K.P., and Hoegl, M. 2004. Cross-national differences in managers' willingness to justify ethically suspect behaviors: A test of institutional anomie theory. Academy of Management Journal, 47, 3: 411-421.

Parboteeah, K.P., Hoegl, M. and Cullen, J.B. 2008. Managers' gender role attitudes: A country institutional profile approach. Journal of International Business Studies, 39, 795-813.

Parboteeah, K.P., Hoegl, M. and Cullen, J.B. 2009. Religion and work attitudes: A cross-national model. Human Relations, 62, 1, 119-148.


Srite, M. and Karahanna, E. 2006. The role of espoused national cultural values in technology acceptance. MIS Quarterly, 30, 3, 679-704.

Han, S., Kang, T., Salter, S. and Yoo, Y. 2010. A cross-country study on the effects of national culture on earnings management. Journal of International Business Studies, 41, 1, 123-141.

Tsui, A., Nifadkar, S.S. and Ou, A.Y. 2007. Cross-national, cross-cultural organizational behavior research: Advances, gaps and recommendations. Journal of Management, 33, 3, 426-478.
Raising Equity

Allen, F. and G. Faulhaber (1989) Signalling by Underpricing in the IPO Market. Journal of Financial Economics 23, 303-323.

Benveniste, L. and P. Spindt (1989) How Investment Bankers Determine the Offer Price And Allocation Of New Issues. Journal of Financial Economics 24, 343-361.
Rock, K. (1986) Why New Issues Are Underpriced. Journal of Financial Economics 15, 187-212.

Loughran T., Ritter, J. R. (2002) Why Don’t Issuers Get Upset About Leaving Money on the Table in IPOs? Review of Financial Studies 15, 413-444.

Ljungqvist, A. P., Jenkinson, T., and William J. Wilhelm, Jr. (2003) Global Integration in Primary Equity Markets: The Role of U.S. Banks and U.S. Investors. Review of Financial Studies 16, 63-99.

Jain, Pankaj K., and Jang-Chul Kim (2006) Investor Recognition, Liquidity, Returns, And Performance After Exchange Listings In The Reformed Markets. Financial Management 35, 2, 21-42. 

Channel Management 

Gaski, John (1984), "The Theory of Power and Conflict in Channels of Distribution," Journal of Marketing, 48(Summer), 9-29.
Thomas, Kenneth, "Conflict and Negotiation Processes in Organizations," in M. Dunnette and L. Hough (eds) Handbook of Industrial and Organizational Psychology, Volume 3, Second Edition, Palo Alto, CA. Consulting Psychologist Press, 1992

Heide, Jan and George John(1988),, "The Role of Dependence Balancing in Safeguarding Transaction-Specific Assets in Conventional Channels," Journal of Marketing, 52, 20-35. 

Brown, James, Chekitan Dev, and Hong-Jin Lee (2000), "Managing Marketing Channel Opportunism: The Efficacy of Alternative Governance Mechanisms, Journal of Marketing, 64, 51-65

Frazier, Gary and Ray Rhody (1991), "The Use of Influence Strategies in Interfirm Relationships in Industrial Product Channels," Journal of Marketing, 55(January), 52-60. 

Dant, Rajiv and Patrick Schul (1992), "Conflict Resolution Processes in Contractual Channels of Distribution," Journal of Marketing, 56(January), 38-54.

McAllister, Leigh, Max Bazerman, and Peter Fader (1990), "Power and Goal Setting in Channel Negotiations," Journal of Marketing Research, 23(August), 228-236

Keith, Janet, Donald Jackson, and Lawrence Crosby (1990), "Effectiveness of Alternative Types of Influence Strategies Under Different Channel Dependence Structure," Journal of Marketing, 54(July), 30-41.

Lal, Rajiv and Miklos Savory (2000), “When and How is the Internet Likely to Decrease Price Competition,” Marketing Science, 18 (4), 485-503

Session 4 - Payout to Equity Holders, Strategy and Performance, Dynamic Capabilities, Marketing Innovation and Strategy 

Payout to Equityholders

Miller, M. and F. Modigliani (1961) Dividend Policy, Growth, and the Valuation of Shares. Journal of Business 34, 411-433.

Bhattacharya, S. (1979) Imperfect Information, Dividend Policy, and 'The Bird In The Hand Fallacy'. Bell Journal of Economics 10, 259-270.

John, K. and J. Williams (1985) Dividends, Dilution, and Taxes: A Signaling Equilibrium. Journal of Finance 40, 1053-1070.

Miller, M. and M. Scholes (1978) Dividends and Taxes. Journal of Financial Economics 6, 333-364.

Miller M. and K. Rock (1985) Dividend Policy Under Asymmetric Information. Journal of Finance 40, 1031-1051.

Litzenberger, R. and K. Ramaswamy (1982) The Effects of Dividends on Common Stock Prices: Tax Effects or Information Effects. Journal of Finance 37, 429-443.

Naranjo, A., M. Nimalendran and M. Ryngaert (1998) Stock Returns, Dividend Yields, and Taxes. Journal of Finance 53, 2029-2057.

Dittmar, A. (2000) Why Do Firms Repurchase Shares? Journal of Business 73, 331-355.

Strategy and Performance

Brush, Thomas H., Philip Bromiley, and Margaretha Hendrickx. 1999. The relative influence of industry and corporation on business segment performance: An alternative estimate, Strategic Management Journal 20, 519–547.

McGahan A.M., Porter M.E. 1997. How much does industry matter, really? Strategic Management Journal 18(Summer Special Issue): 15-30.

Hawawini, G., V. Subramanian, et al. (2003). "Is performance driven by industry- or firm-specific factors? A new look at the evidence." Strategic Management Journal 24(1): 1-16.

Rumelt, R.P. 1991. How much does industry matter? Strategic Management Journal 12(3): 167-185. 
Dynamic Capabilities

Eisenhardt, K.M, & Martin, J.A. 2000. Dynamic capabilities: What are they? Strategic Management Journal, 21: 1105-1121.

Lane, P.J., Koka, B.R., and Pathak, S. 2006. The reification of absorptive capacity: A critical review and rejuvenation of the construct. Academy of Management Review 31(4): 833-863.

Lavie, D., Stettner, U., and Tushman, M.L. 2010. Exploration and exploitation within and across organizations. Academy of Management Annals 4(1): 109-155.

Makadok, R. 2001. Toward a synthesis of the resource-based and dynamic capability views of rent creation. Strategic Management Journal. 22: 387-402.

Nelson, R.R. 1991. Why do firms differ, and how does it matter? Strategic Management Journal v12: 61-74.
Teece, D.J., Pisano, G., & Shuen, A. (1997). “Dynamic Capabilities and Strategic Management”, Strategic Management Journal, 18(7), 509-533.

Winter, S.G. (2003). “Understanding Dynamic Capabilities”, Strategic Management Journal, 24: 991-995. 

Zahra, S. & George, G. 2002, "Absorptive Capacity: A Review, Reconceptualization, and Extension", Academy of Management Review, 27(2): 185-203.

Marketing Innovation and Technology Strategy
Shankar, Venkatesh, Gregory S. Carpenter, and Lakshman Krishnamurthi (1998), “Late Mover Advantage: How Innovative Later Entrants Outsell Pioneers,” Journal of Marketing Research, 35 (February), 54-70.

Gatignon, Hubert and Jean-Marc Xuereb (1997), “Strategic Orientation of the Firm and New Product Performance,” Journal of Marketing Research, 34 (February), 77-90.

Chandy, Rajesh K. and Gerard J. Tellis (1998), “Organizing for Radical Product Innovation: The Overlooked Role of Willingness to Cannibalize,” Journal of Marketing Research, 35 (November), 474-487.

Chandy, Rajesh K. and Gerard J. Tellis (2000), “The Incumbent’s Curse? Incumbency, Size, and Radical Product Innovation,”Journal of Marketing, 64(July), 1-17.

Andrews, Jonlee and Daniel Smith (1996), "In Search of Marketing Imagination: Factors Affecting the Creativity of Marketing Programs for Mature Products," Journal of Marketing Research 33(May), 174-187.

Moorman, Christine (1995), “Organizational Market Information Processes: Cultural Antecedents and New Product Outcomes,” Journal of Marketing Research, 32 (August), 318-335.

Tushman, Michael, and Philip Anderson (1986), “Technological Discontinuities and Organizational Environments,” Administrative Science Quarterly, 31, 439-65.

Zucker, Lynne G., Michael R. Darby, and Marilynn B. Brewer (1998), “Intellectual Human Capital and the Birth of U.S. Biotechnology Enterprises,” The American Economic Review, 8,   (March), 290-06.

Bower, Joseph, and Clayton Christensen (1995), “Disruptive Technologies: Catching the Wave,”             Harvard Business Review, January-February, 43-53.

Bierly, Paul, and Alok Chakrabarti (1996), “Generic Knowledge Strategies in the US               Pharmaceutical Industry,” Strategic Management Journal, 17 (Winter), 123-35.

John, George, Allen M. Weiss, and Shantanu Dutta (1999), “Marketing in Technology-Intensive 

Markets: Toward a Conceptual Framework,” Journal of Marketing, 63 (Special Issue), 78-

91.

The University of Wisconsin-Whitewater is dedicated to a safe, supportive and non-discriminatory learning environment.  It is the responsibility of all undergraduate and graduate students to familiarize themselves with University policies regarding Special Accommodations, Academic Misconduct, Religious Beliefs Accommodation, Discrimination and Absence for University Sponsored Events (for details, please refer to the Schedule of Classes, the “Rights and Responsibilities” section of the undergraduate catalog;  the Academic Requirements and Policies and the Facilities and Services sections of the graduate catalog;  and the “Student Academic Disciplinary Procedures (UWS Chapter 14);  and  the “Student Non-academic Disciplinary Procedures” (UWS Chapter 17).
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