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Education

· Doctor of Philosophy in Business Administration (Marketing Concentration), Florida State University

· Master of Public Administration (Higher Education Administration Concentration), University of Kentucky

· Bachelor of Business Administration (Marketing Concentration), University of Kentucky

Academic Appointments

· Professor of Marketing, The University of Alabama, 2018 to present

· Associate Professor of Marketing, The University of Alabama, 2013 to present

· PhD Program Coordinator, 2015-present

· Visiting Research Fellow, Manchester Business School, University of Manchester (UK), 2010-2014
· Visiting Professor, Zagreb School of Economics and Management, 2006 to present

· Associate Professor of Marketing, Clemson University, 2006 to 2013
· Professor of Marketing, University of North Carolina Wilmington, 2005-2006
· Associate Professor of Marketing, University of North Carolina Wilmington, 1998-2005

· Assistant Professor of Marketing, University of North Carolina Wilmington, 1994-1998

· Assistant Professor of Marketing, University of Akron, 1989-1994
Refereed Journal Articles

Alhouti, Sarah, Scott A. Wright, and Thomas L. Baker, “Customers Need to Relate: The Conditional Warm Glow Effect of CSR on Negative Customers Experiences,” forthcoming in the Journal of Business Research.
Lindsey-Hall, Kristina K., Susana Jaramillo, Thomas L. Baker, and Julian M. Arnold, “Authenticity, Rapport, and Interactional Justice in Frontline Service:  The Moderating Role of Need for Uniqueness,” forthcoming in the Journal of Service Research.
Baker, Thomas L., Simos Chari, Ahmad Daryanto, Julija Dzenkovska, Kemefasu Ifie, Bryan A. Lukas, Gianfranco Walsh (2020), “Discount Venture Brands: Self-congruity and Perceived Value-for-Money?,” Journal of Business Research, 116, 412-419.
Abosag, Ibrahim, Zahy B. Ramadan, Thomas L. Baker, and Zhongqui Jin (2020, “Customers’ Need For Uniqueness Theory Versus Brand Congruence Theory:  The Impact on Satisfaction With Social Network Sites,” Journal of Business Research, 117, 862-872.
Rapp, Adam, Tom Baker, Nathaniel N. Hartman, and Michael Ahearne (2020), "The Intersection of Service and Sales:  The Increased Importance of Ambidexterity," Journal of Service Research, 23 (1), 8-12.  Introduction to the special issue on the "Interface of Service and Sales."
Alhouti, Sarah, Scott A. Wright, and Thomas L. Baker (2019), "Responding to Service Failures With Prevention Framed Donations," Journal of Services Marketing, 33 (5), 547-556.
Fehrer, Julia A. Sabine Benoit, Lerzan Aksoy, Thomas L. Baker, Simon J. Bell, and Roderick J. Brodie (2018), "Future Scenarios of the Collaborative Economy:  Centrally Orchestrated, Social Bubbles, or Decentralized Autonomous?," Journal of Service Management 29 (5), 859-882.

Panagopoulos, Nikolaos, Bryan Hochstein, Michael Pimentel, and Thomas L. Baker (2018), “Boosting Sales Force Morale in Highly Dynamic, Complex Markets: The Role of Job Resources,” Industrial Marketing Management, 74 (October), 237-253.
Johnson, Katherine, Ayesha Tariq, and Thomas L. Baker (2018), “From Gucci to Green Bags: Conspicuous Consumption as a Signal for Pro-social Behavior,” Journal of Marketing Theory and Practice, 26 (4), 339-356.
Beitelspacher, Lauren, Thomas L. Baker, Adam Rapp, and Dhruv Grewal, (2018) “Understanding the Long-Term Implications of Retailer Returns in Business-to-Business Relationships,” Journal of the Academy of Marketing Science, 46 (1), 252-272.  

Benoit, Sabine, Thomas L. Baker, Ruth N. Bolton, Thorsten Gruber, and Jay Kandampully (2017), "A Triadic Framework for Collaborative Consumption (CC):  Motives, Activites, and Resources & Capabilities of Actors," Journal of Business Research, 79, 219-227.

Ibrahim Abosag, Thomas L. Baker, Kristina Lindsey Hall, Aliki-Dimitra Voulgari, and Xiaoyuan Zheng (2017), “Antecedents and Consequences of Liking in Service Relationships in China and Greece,” International Marketing Review, 26 (3), 566-578.
Lindsey Hall, Kristina, Thomas L. Baker, Tammy Hunt, Martha Andrews, and Adam Rapp (2016), “The Importance of Product/Service Quality for Frontline Marketing Employee Outcomes: The Moderating Effect of Leader-Member Exchange (LMX),” Journal of Marketing Theory and Practice, 24 (1), 23-41.
Rapp, Adam, Thomas L. Baker, Dan Bachrach, Jessica Ogilvie, and Lauren Skinner Beitelspacher (2015), “Perceived Customer Showrooming Behavior and the Effect on Retail Salesperson Self-Efficacy and Performance,” Journal of Retailing, 91 (2), 358-369.
Rapp, Adam, Raj Agnihotri, Thomas L. Baker, and James ‘Mick” Andzulis (2014), “Competitive Intelligence Collection and Use by Sales and Service Representatives: How Managers' Recognition and Autonomy Moderate Individual Performance,” Journal of the Academy of Marketing Science, 43 (May), 357-374.
Baker, Thomas L., Adam Rapp, Tracy Meyer, and Ryan Mullins (2014), “The Role of Brand Communications on Front Line Service Employee Beliefs, Behaviors, and Performance,” Journal of the Academy of Marketing Science, 42 (November), 642-657.
Meyer, Tracy and Thomas L. Baker (2014), “Explanation Information and Source in Service Recovery Initiatives,” Journal of Services Marketing, 28 (4), 311-318.
Baker, Thomas L., Tracy Meyer, and Jean-Charles Chebat (2013), “Cultural Impacts on Felt and Expressed Emotions and Third Party Complaint Relationships,” Journal of Business Research, 66 (July), 816-822.
Rapp, Adam, Lauren Skinner Beitelspacher, and Thomas L. Baker (2012), “The Differing Effects of Technology on Inside vs. Outside Sales Forces to Facilitate Enhanced Customer Orientation and Interfunctional Coordination,” Journal of Business Research, 65 (August), 929-936.
Thomas L. Baker and Tracy Meyer (2012), “Moderating Effects of Discriminatory Attributions on Repatronage Intentions,” Journal of Retailing and Consumer Services, 19 (March), 211-217.

Baker, Thomas L. and Scott A. Jones (2012), “The Inevitable Cue:  Exploring the Impact of Wait Time at Sporting Events,” International Journal of Sport Marketing and Sponsorship, 13 (1), 49-59.
Baker, Thomas L. and Jon Hawes (2011), “The Role of Salespeople in the Efficient Operation of the Marketing Channel,” Journal of Marketing Channels, 18 (3), 165-169.

Rapp, Adam, Raj Agnihotri, and Thomas L. Baker, (2011) “Conceptualizing Salesperson Competitive Intelligence:  An Individual Level Perspective,” Journal of Personal Selling and Sales Management, 31 (2), 141-155.

This paper was awarded the James M. Comer award for Best Contribution to Selling and Sales Management Theory by the Journal of Personal Selling and Sales Management. 

Andrews, Martha C, Thomas L. Baker, and Tammy G. Hunt (2011), “Values and Person-Organization Fit:  Does Moral Intensity Strengthen Outcomes?” Leadership and Organizational Development Journal, 32 (1), 5-19.
Baker, Thomas L. and Tracy Meyer (2011), “White Response to Potentially Discriminatory Actions in a Services Setting,” Psychology and Marketing, 28 (February), 188-204.
Meyer, Tracy and Thomas L. Baker (2010), “The Influence of the Racial Mix of Other Customers on Black Consumer’s Anger Following from a Plausibly Prejudicial Service Failure,” Journal of Marketing Theory and Practice, 18 (4), 361-376.
Baker, Thomas L., J. Joseph Cronin, Jr., and Christopher Hopkins (2009), “The Impact of Involvement on Key Service Relationships,” Journal of Services Marketing, 23 (2), 115-124.  
Baker, Thomas L., Tracy Meyer, and James D. Johnson (2008), “Individual Differences in Perceptions of Service Failure and Recovery:  The Role of Race and Discriminatory Bias,” Journal of the Academy of Marketing Science, 36 (Winter), 552-564.

Andrews, Martha C., Thomas L. Baker, and Tammy G. Hunt (2008), “The Interactive Effects of Centralization on the Relationship Between Justice and Satisfaction,” Journal of Leadership and Organizational Studies, 15 (2), 135-144.
Baker, Thomas L., Tammy G. Hunt, and Martha C. Andrews (2006), “Promoting Ethical Behavior and Organizational Citizenship Behaviors:  The Influence of Corporate Ethical Values,” Journal of Business Research, 59 (July), 849-857.
Hawes, Jon M., Thomas L. Baker, and Michael F. D’amico (2006), “A Purchasing Perspective of the Universal Marketing Functions,” Journal of Marketing Management, 16 (2), 107-115.
Scribner, Lisa L., Thomas L. Baker, and Vince Howe (2003), “Efficacy of Group Projects in Support Skill Acquisition:  Student vs. Alumni Perceptions,” Marketing Education Review, 13 (1), 59-66.

Baker, Thomas L. and Tammy G. Hunt (2003), “An Exploratory Investigation Into the Effects of Team Composition on Moral Orientation,” Journal of Managerial Issues, 15 (Spring), 106-119.

Siguaw, Judy A., Thomas L. Baker, and Penny M. Simpson (2003), “Preliminary Evidence on the Composition of Relational Exchange and Its Outcomes:  The Distributor Perspective,” Journal of Business Research, 56, 311-322.

Baker, Thomas L., James B. Hunt, and Lisa L. Scribner (2002), “The Effect of Introducing a New Brand on Consumer Perceptions of Current Brand Similarity:  The Roles of Product Knowledge and Involvement,” Journal of Marketing Theory and Practice, 10 (Fall), 45-58.
Hightower, Roscoe, Jr., Michael K. Brady, and Thomas L. Baker (2002), “Investigating the Role of the Physical Environment in Hedonic Service Consumption:  An Exploratory Study of Sporting Events,” Journal of Business Research, 55 (September), 697-707.

Simpson, Penny M., Judy A. Siguaw, and Thomas L. Baker (2001), “A Model of Value Creation:  Supplier Behaviors and Their Impact on Reseller-Perceived Value,” Industrial Marketing Management, 30 (February), 119-134.

Simpson, Penny M., Thomas L. Baker and Judy A. Sigauw (1999), “An Investigation Into Potential Moderation Effects of the Relationship Between Actual and Perceived Market Orientation,” Journal of Marketing Channels, 7 (1/2), 95-120.

Baker, Thomas L., Tammy G. Hunt, and Jon M. Hawes (1999), “Marketing Strategy and Organizational Culture:  A Conceptual and Empirical Integration,” Journal of Marketing Management 9 (Summer/Fall), 32-46.

Baker, Thomas L., Penny M. Simpson, and Judy A. Siguaw (1999), “The Impact of Suppliers’ Perceptions of Reseller Market Orientation on Key Relationship Constructs,” Journal of the Academy of Marketing Science, 27 (Winter), 50-58.

Siguaw, Judy A., Penny M. Simpson, and Thomas L. Baker (1998), “Effects of Supplier Market Orientation on Distributor Market Orientation and the Channel Relationship:  The Distributor Perspective,” Journal of Marketing, 62 (July), 99-111.

Baker, Thomas L. and Steven A. Taylor (1997), “Patient Satisfaction and Service Quality in the Formation of Customers’ Future Purchase Intentions in Competitive Health Care Settings,” Health Marketing Quarterly, 15 (1), 1-16.

Hawes, Jon M., Thomas L. Baker, and Michael F. d'Amico (1995), "Simultaneous Use of Break-Even and Demand Analysis to Make Pricing Decisions:  A Teaching Method," Journal of Education for Business, 70 (May/June), 285-289.
Taylor, Steven A. and Thomas L. Baker (1994), "An Assessment of the Relationship Between Service Quality and Consumer Satisfaction in the Formation of Consumers' Purchase Intentions,” Journal of Retailing, 70 (Summer), 163-179.

Cronin, J. Joseph, Jr., Thomas L. Baker and Jon M. Hawes (1994), "An Assessment of the Role Performance Measurement of Power-Dependency in Marketing Channels," Journal of Business Research, 30 (July), 201-210.

Cronin, J. Joseph, Jr. and Thomas L. Baker (1993), "The Effects of a Distributor's 
Attribution of Manufacturer Influence on the Distributor's Perceptions of Conflict, Performance, and Satisfaction," Journal of Marketing Channels, 3 (2), 83-110.  

Hawes, Jon M., C.P. Rao, and Thomas L. Baker (1993), "Retail Salesperson Attributes and the Role of Dependability in the Selection of Durable Goods," Journal of Personal Selling and Sales Management, 13 (Fall), 1-11.

Baker, Thomas L. and Jon M. Hawes (1993), "The Relationship between Strategy and Structure within Channel Dyads," Journal of Marketing Channels, 2 (4), 83-97.

Hawes, Jon M., Thomas L. Baker, and James T. Strong (1993), "Building Exchange

Relationships:  Perceptions of Sales Representatives' Performance," Psychological Reports, 72 (April), 607-14.

Baker, Thomas L. (1993), "An Analysis of the Impact of Sales and Marketing Principles on the Career of Stanley C. Gault," Journal of Personal Selling and Sales Management, 13 (Spring), 91-94.
Refereed Proceedings Articles/Abstracts and Conference Presentations

Baker, Thomas L., Kristina Lindsey Hall, and Christine Ringler (2017), “Is Service Recovery Different For Collaborative Consumption?  The Impact of Triadic Exchanges,” Frontiers in Services Conference, New York, New York.

Baker, Thomas L., Jens Hogreve, Kristina Lindsey Hall, and Leonard (2017), “Reinventing Compensation Strategies in Service Recovery,” Frontiers in Services Conference, New York, New York.
Arnold, Julian M., Kristina Lindsey Hall, and Thomas L. Baker (2016), “Authenticity & Rapport in Frontline Service: Interactional Justice for Unique Customers,” Society for Marketing Advances Annual Conference, Atlanta, GA.

Lindsey Hall, Kristina and Thomas L. Baker (2016), “The Impact of Majority/Minority Information Contained in Online Reviews on Consumer Regret,” Society for Marketing Advances Annual Conference, Atlanta, GA.

Baker, Thomas L., Kristina Lindsey Hall, Clay Voorhees, and Paul Fombelle (2016), “Understanding Consumer Processing of Online Review Information,” Frontiers in Services Conference, Bergen Norway.

Lindsey Hall, Kristina K. and Thomas L. Baker (2015), “The Impact of Incidental Similarity on Service Expectations and Recovery,” Society for Marketing Advances Annual Conference, San Antonio, Texas.

Reynolds, Kristy, Kristina Lindsey Hall, Thomas L. Baker, and Jessica Ogilvie (2015), “The Influence of Customers’ Use of Self-Service Technologies (SST) on Employee-Related Outcomes,” Society for Marketing Advances 2015 Annual Conference, San Antonio, Texas)

Lindsey Hall, Kristina, and Thomas L. Baker, (2015), “A Preliminary Investigation of the Drivers of Consumer Participation in Collaborative Consumption,” 24th Annual Frontiers in Service Conference, 2015, San Jose, California. 

Rapp, Adam, Thomas L. Baker, Jessica Ogilvie, Kristina K. Lindsey (2015), “The Challenge of Competitive Intelligence: The Importance of Cognitive Mapping to Maximize Intelligence Usefulness,” AMA Winter Marketing Educators’ Conference, San Antonio, Texas. 

Baker, Thomas L., Paul W. Fombelle, and Clay M. Voorhees (2012), “The Use of Eye-Tracking to Aid in the Determination of Consumer Use of Online Review Information,” presented at SERVSIG International Research Conference, Helsinki, Finland.

Baker, Thomas L. and Tracy Meyer (2011), "Explanations as a Service Recovery Initiative: The Amount of Information and by Whom it is Provided," in the Proceedings of the Society for Marketing Advances.

Baker, Thomas L., Paul W. Fombelle, Clay M. Voorhees, and Jannelle E. Yopchick, “Understanding Consumers’ Processing of Online Review Information,” presented at QUIS 12, Ithaca, NY, June 2-5, 2011.
Baker, Thomas L. and Tracy Meyer, “The Use of Information in Service Failures,” presented at QUIS 12, Ithaca, NY, June 2-5, 2011.
Rapp, Adam, Raj Agnihotri, and Thomas L. Baker, “Individual, Organizational, and Relational Factors Influence on Salesperson Competitive Intelligence,” presented at the Academy of Marketing Science Conference, Coral Gables, FL, May 24-27, 2011.

Arnold, Mark J., Chad Milewicz, Thomas L. Baker, and Kristy E. Reynolds (2010), “The Moderating Role of Goal Orienation on the Satisfaction Willingness to Pay Relationship,” in the Proceedings of the American Marketing Association Summer Educator’s Conference.

Abosag, Ibrahim and Thomas L. Baker (2010), “Examining the Role of Liking in the Formation of Future Service Purchases,” in the Proceedings of the American Marketing Association Summer Educator’s Conference.

Abosag, Ibrahim, Thomas L. Baker, Aliki-Dimitra Voulgrari, and Xiaoyuan Zheng (2010), “Examining Customer Liking of their Relationship with Financial Services Providers: A Multi-Countries Study,” in the Proceedings of the SERVSIG International Research Conference.

Baker, Thomas L. and Tracy Meyer (2010), “Development and Validation of the Transaction Specific Attributions of Discrimination (TSAD) Scale,” in the Proceedings of the American Marketing Association Winter Educator’s Conference.

Hopkins, Christopher D., Kevin J. Shanahan, and Thomas L. Baker (2009), “Interactivity and The Moderating Effects of Website Informational Features,” in the Proceedings of the Society for Marketing Advances.

Meyer, Tracy and Thomas L. Baker, (2009), “The Adequacy of an Explanation in a Service Recovery Involving a Process Failure,” in the Proceedings of the Society for Marketing Advances.

Baker, Thomas L. and Tracy Meyer (2008), “The Influence of the Mix of Other Customers on Service Failures,” in the Proceedings of the Society for Marketing Advances.
J. Joseph Cronin, Jr., Brian L. Bourdeau, Daniel Padgett, and Thomas Baker, (2008), “Drivers of Consumer Responses to Market-Creating Service Innovations,” 15th International Conference on Recent Advances in Retailing and Services Science, Zagreb, Croatia. 
Meyer, Tracy and Thomas L. Baker (2007), “The Role of Anger in Discriminatory Perceptions of Service Failure,” in the Proceedings of the Society for Marketing Advances.
Baker, Thomas L. and Tracy Meyer (2007), “Individual Differences in Perceptions of Service Failure and Recovery:  The Role of Race and Discriminatory Bias,” in the Proceedings of the 16th Annual Frontiers in Services Conference.
Baker, Thomas L., J. Joseph Cronin, Jr., and Christopher Hopkins (2007), “Service Contact Employee Customer Orientation, Service Quality, and Satisfaction and the Moderating Role of Involvement,” in the Proceedings of the Marketing Management Association.  

This paper was named as best paper in the Services Marketing Track and was also chosen as the 2007 Distinguished Paper (Overall Best Paper in Marketing).

Meyer, Tracy Meyer, Thomas L. Baker, and James Johnson (2007), “A Contextual Cue that Magnifies Perceptions of Service Failures:  Other Customers Do Make a Difference,” in the Proceedings of the AMA Winter Educator’s Conference.

Baker, Thomas L., Tracy Meyer, and James D. Johnson (2006), “Racially Motivated Attributions of Ambiguous Service Failures,” in the Proceedings of the Society for Marketing Advances Conference.
Cronin, J. Joseph, Jr., Thomas L. Baker, and Christopher D. Hopkins (2005), “The Moderating Role of Involvement and Expertise on the Relationship between the Customer Orientation of Service Providers and Key Service Outcome Constructs,” in the Proceedings of the 14th Annual Frontiers in Services Conference.
Scribner, Lisa L., Thomas L. Baker, and Vince Howe (2003), “Factors Affecting the Effectiveness of Group Projects:  An Exploratory Study,” in Advances in Marketing:  Pedagogy, Philosophy, and Processes, William J. Kehoe and Linda K. Whitten, eds., Society for Marketing Advances, Charlottesville, VA, 141-142.
Baker, Thomas L., Tammy G. Hunt, and Martha C. Andrews, (2003), “Does an Ethical Climate Contribute to OCB?  A Situations Perspective,” in the Proceedings of the 2003 Southern Management Association Conference.  

Scribner, Lisa L., Thomas L. Baker, and Vince Howe (2002),  “Efficacy of group Projects in Support Skill Acquisition:  Students’ vs. Alumni Perceptions,” in Marketing Advances in Pedagogy, Process, and Philosophy, Beverly T. Venable, ed., Greenville, NC:  Society for Marketing Advances, 190-191. 

Baker, Thomas L., James B. Hunt and Lisa L. Scribner (2002), “The Effect of Introducing a New Brand on Consumer Perceptions of Current Brand Similarity:  The Role of Involvement and Product Knowledge,” in Marketing Theory and Applications, Volume 13, Kenneth R. Evans and Lisa K. Scheer, eds., Chicago:  American Marketing Association, 377-378.

Baker, Thomas L.  (2001), “An Investigation Into the Moderating Effects of Customer Involvement on the Relationships Between Contact Employee Customer Orientation and Service Quality, Satisfaction, and Employee Service Quality,” in Marketing Advances in Pedagogy, Process, and Philosophy, Tracy A. Suter, ed., Stillwater, OK:  Society for Marketing Advances, 247-248.

Baker, Thomas L. and Tammy G. Hunt (2000), “The Impact of Gender on the Moral Orientation of Team Decision Making,” in Marketing Advances in the New Millennium, Dawn R. Deeter-Schmelz and Timothy P. Hartmean, eds., Athens, GA:  Society for Marketing Advances, 193-194.   
Hightower, Roscoe, Jr., Michael P. Brady and Thomas L. Baker (1999), “The Servicescape’s Role in the Hedonic Services Sector,” in Advances in Marketing:  Theory, Practice, and Education, Joyce A. Young, Robert D. Green, and Faye W. Gilbert, eds., Terre Haute, IN:  Society for Marketing Advances, 254-255.

This paper won the award for best paper in the Sports Marketing Track and also was awarded the Steven J. Shaw Award for the Best Paper at the 1999 Society of Marketing Advances Conference.

Baker, Thomas L. (1999), “The Effects of Waiting Time in Sports Venues,” in Jazzing Into the New Millennium, 1999 SERVSIG Services Research Conference, Ray Fisk and Liam Glynn, eds., Chicago:  American Marketing Association, 182-183.

Baker, Thomas L., Judy A. Siguaw, and Penny M. Simpson (1998), “The Relationship Between Actual and Perceived Market Orientation:  Moderating Effects,” in Marketing Theory and Applications, Volume 9, Dhruv Grewal and Connie Pechmann, eds., Chicago:  American Marketing Association, 118-119.

Baker, Thomas L., Penny A. Simpson, and Judy A. Siguaw, (1997) “The Effects of Market Orientation within a Relationship Marketing Context:  Preliminary Evidence on the Resource-Advantage Theory of Competition,” in Enhancing Knowledge Development in Marketing, Volume 8, William M. Pride and G. Tomas M. Hult, eds., Chicago:  American Marketing Association, 288-289.

Siguaw, Judy A., Penny A. Simpson, and Thomas L. Baker, (1997) “Modeling the Effects of Market Orientation on Channel Relationships:  A Conceptual Framework,” in Developments in Marketing Science, Volume 20, Elizabeth J. Wilson and Joseph F. Hair, Jr., eds., Coral Gables, FL:  Academy of Marketing Science, 93.

Siguaw, Judy A., Penny A. Simpson, and Thomas L. Baker, (1996) “Conceptualizing The Influence of Market Orientation On Channel Relationships,” in Enhancing Knowledge Development in Marketing, Volume 7, Cornelia Droge and Roger Calantone, eds., Chicago:  American Marketing Association, 306-307.

Baker, Thomas L. and Steven A. Taylor, (1996) "Patient Satisfaction, Service Quality, and Value in Exploring the Formation of Customers' Future Purchase Intentions in Competitive Health Service Settings," in Developments in Marketing Science, Volume 19, Elizabeth J. Wilson and Joseph F. Hair, Jr., eds., Coral Gables, FL:  Academy of Marketing Science, 162.

Baker, Thomas L. and Jon M. Hawes (1995), "An Empirical Investigation Into the Impact of Organizational Culture and Marketing Strategy on Firm Performance," in Marketing:  Foundations for a Changing World, Brian T. Engelland and Denise T. Smart, eds., Evansville, IN:  Southern Marketing Association, 5-8.
Howard, Donald G., Thomas L. Baker, and Paulette Polley (1993), "Export Management Companies:  What  They Need to Help U.S. Manufacturers Reach Global Markets," in Proceedings of the 1993 National Conference of the Academy of Business Administration, Sammy  Amin, ed., Frostburg, MD:  Academy of Business Administration, 717-724.

Baker, Thomas L., David C. Bojanic, and Larry P. Pleshko (1992), "An Investigation of the External Orientation of Miles and Snow's Strategic Types," in Marketing:  Perspectives for the 1990's, Robert L. King, ed., Richmond, VA:  Southern Marketing Association, 449-453.

Baker, Thomas L. and Jon M. Hawes (1992), "Type of Exchange and Environmental Uncertainty Within A Marketing Channel," in Enhancing Knowledge Development in Marketing, Volume 3, Robert P. Leone and V. Kumar, ed. Chicago:  American Marketing Association, 496-501.

Bojanic, David C. and Thomas L. Baker (1991), "Consumer Vacation Behavior Across Stages of the Family Life Cycle," in Proceedings of the First Annual Conference of the Association of Marketing Theory and Practice, Roberta J. Good, ed., Statesboro, GA:  Association of Marketing Theory and Practice, 25-31.

Strong, James T., Peter B. Turk, and Thomas L. Baker (1991), "Fear and Sex in Advertising," in Marketing:  Toward the Twenty-First Century, Robert L. King, ed. Richmond, VA:  Southern Marketing Association, 321-4.

Baker, Thomas L. and Jon M. Hawes (1990), "The Marketing Function:  Conduit and Gatekeeper of Organizational Information," in Progress in Marketing Thought, L.M. Copella, H.W. Nash, Jr., J.M. Starling, and R.D. Taylor, eds. Mississippi State, MS:  Southern Marketing Association, 159-62.
Hawes, Jon M. and Thomas L. Baker (1990), "Appropriate Faculty Roles in Career Planning and Placement of Marketing Majors," in Enhancing Knowledge Development in Marketing, A. Parasuraman, et. al., editors, Chicago:  American Marketing Association, 184-9.

Baker, Thomas L. and J. Joseph Cronin, Jr. (1989), "Organizational Life Cycle Theory:   An Introduction as an Aid to Strategic Planning," in Developments in Marketing Science, Vol. 12, Jon M. Hawes, ed. Akron, Ohio:  Academy of Marketing Science, 345-9.

Baker, Thomas L. and Charles F. Hofacker (1989), "Marketing When Payment is Voluntary:  The Case of Shareware," in Developments in Marketing Science, Vol. 12, Jon M. Hawes, ed. Akron, Ohio:  Academy of Marketing Science, 298-302.

Anthony, William P., Jane C. Wager, and Thomas L. Baker, (1988), "Using Link Pins to Increase Productivity and Strategic Planning Capabilities in Governmental Bureaucracies," in Winning Strategies for the 1990's, Proceedings of the International Conference of the Strategic Management Association. 

Baker, Thomas L. and J. Joseph Cronin, Jr. (1988), "Increasing the Interfunctional Role of Marketing in Strategic Planning:  An Application of the Link Pin Concept," in Developments in Marketing Science, Vol. 11, Kenneth D. Bahn, ed. Blacksburg, Virginia:  Academy of Marketing Science, 237-41.

Baker, Thomas L. (1987), "Rational Voting Decisions:  Can They Be Made Using Political Advertisements," in Marketing:  Meeting the Challenges of the 1990's, J. Joseph Cronin, Jr. and Melvin T. Stith, eds. Tallahassee, FL.:  Southern Marketing Association, 263-6.
Book Chapters

Siguaw, Judy A., Penny M. Simpson, and Thomas L. Baker (1999), “The Influence of Market Orientation on Channel Relationships:  A Dyadic Examination,” in Developing A Market Orientation, Rohit Deshpandé, editor, Sage Publications, Thousand Oaks, CA.

Other Publications


Rapp, Adam and Thomas L. Baker (2017), “Introduction to the Special Issue on the Intersection of Professional Selling and Service,” Journal of Personal Selling & Sales Management, 37 (1), 4-10.

Siguaw, Judy A., Penny M. Simpson, and Thomas L. Baker (1999), “The Influence of Market Orientation on Channel Relationships:  A Dyadic Examination,” Working Paper Report No. 97-103, Marketing Science Institute.

Papers In Progress


Sirianni, Nancy J. and Thomas L. Baker, “Achieving Seamless Sales and Service Across the B2B Customer Experience.”

Forkmann Sebastian, Ryan Mullins, Stephan C. Henneberg, and Thomas L. Baker, “Do Changes in CRM Activities Matter?  The Effect of Account Visit Changes for Sales Performance Over Time.”  

Forkmann, Sebastian, Paolo Antonetti, and Thomas L. Baker, “The Grateful Customer: Managing the Benefits and Risks of Frontline Employee Effort Attributions.”
Baker, Thomas L., Kristina Lindsey Hall, and Daniel Bachrach, “The Influence of Incidental Similarities on Service Encounter Expectations and Outcomes.” 
Jaramillo-Echeverri, Maria-Susana and Thomas L. Baker, “The Role of Social Anxiety in Service Encounters.”
Hall, Kristina Lindsey, Thomas L. Baker, and Christine Ringler, “Understanding Service Failure and Recovery in Triadic Service Encounters.”
Invited Presentations, Honors, Awards, Other Activities 


· Invited to participate in the Digital Service Transformation 2020 Summit hosted by the University of Queensland Service Industry Alliance, July 2020.
· Recipient of Leverhulme Grant (along with Pippa Hunter-Jones) from the Leverhulme Trust, 2020. 
· Recipient of Semester Sabbatical at the University of Alabama, Spring 2020

· Invited to participate in 2nd Customer Management Leadership Group Academic-Practitioner Workshop, Manchester, UK, June 2018.
· Invited to participate in “Theorizing Beyond the Horizon: Service Research in 2050” Conference to be held in Brisbane, Australia in November, 2017.
· Invited to be a part of the Faculty at the 2017 AMA SERVSIG Services Consortium held in New York City in June, 2017.

· Invited to lead “Paper Journey Workshop” seminar at Kingston University London (UK) in January, 2017.

· Taught in University of Alabama Executive Education MBA program, December 2016-March 2017.

· Invited to participate as a Faculty Mentor to Doctoral Students for the 2016 “Let’s Talk About Services” Conference to be held in New York City in December, 2016.

· Taught in MBA Executive Education Program at Mediterranean School of Business, October 2016.

· Invited to lead “Paper Journey Workshop” seminar at University of Surrey (UK), June 29 2016

· Invited to participate in the Thought Leaders in Services Strategy Meeting held in Paris, France, May 29-June 1, 2016.

· Invited to Participate in International Network Conference for Service Researchers held at the CTF Center for Service Research at Karlstad University, April 28/29, 2016. 

· Nominated for Outstanding Commitment to Advising award, University of Alabama, 2015-2016 academic year 
· Nominated for FSU College of Business Distinguished PhD Alumni Award, 2016
· Conducted one day Executive Education course on Customer Loyalty in Belgrade, Serbia, 2015.
· Invited to speak at Higher Education Institutions Conference in Dubrovnik, Croatia May 2015

· Invited to speak at Strategic Account Manager Association Meeting in Hollywood, FL, May 2013

· Invited to participate in panel titled “Hot Topics in Service Research IV” at the Manchester Business School, University of Manchester (UK), 2012

· Awarded James M. Comer Award for Best Contribution to Selling and Sales Management Theory for Volume 31 of the Journal of Personal Selling and Sales Management
· Invited to participate in panel titled “Hot Topics in Service Research III” at the Manchester Business School, University of Manchester (UK), 2011

· Taught Corporate Social Responsibility elective at Manchester Business School, University of Manchester (UK), 2010  

· Invited to participate in panel titled “Hot Topics in Service Research II” at the Manchester Business School, University of Manchester (UK), 2010
· Invited to give a presentation on Social Media in Services to faculty/doctoral students at the University of Liverpool, 2010

· Invited to participate in panel titled “Hot Topics in Service Research” at the Manchester Business School, University of Manchester (UK), 2009
· Nominated for Best Teacher Award in the College of Business and Behavioral Sciences, Clemson University, 2009 

· Invited to give a presentation to faculty/master’s students at Royal Holloway University London, 2009

· Conducted one day Executive Education course on Service Marketing Management in Sarajevo, Bosnia, 2009; Zagreb, Croatia, 2011; Belgrade, Serbia, 2012, 2014
· Doctoral Consortium Faculty, Society for Marketing Advances Doctoral Consortium, 2009
· Doctoral Consortium Faculty, AMA SERVSIG Doctoral Consortium, 2008, 2009

· Faculty Leader for student study abroad trip to Brussels, Belgium, 2008

· Taught Executive Education course in Riga, Latvia in association with the University of Michigan’s William Davidson Institute and the Stockholm School of Economics, Riga, 2008

· Invited to give a presentation to faculty/doctoral students at Manchester Business School, 2008

· Taught Conducting Business Research at the Barcelona Management Institute, 2007, 2008

· Taught Services Marketing at the Zagreb School of Economics and Management, 2007-present

· Consultant (in associate with the William Davidson Institute at the University of Michigan) with the International Academy of Business, Almaty, Kazakhstan, 2007

· Best Reviewer Award, Journal of Marketing Theory and Practice, 2007
· Invited to give a presentation to faculty/doctoral students at HEC Montreal, 2007

· Distinguished Paper Award at the 2006 Marketing Management Association Conference

· Best Paper in Services Track at the 2006 Marketing Management Association Conference

· Faculty co-leader for student study abroad trip to Bamberg, Germany, 2006

· Faculty co-leader for student study abroad trip to Manchester, UK, 2004, 2006

· Best Reviewer, Journal of Marketing Theory and Practice, 2002-2005

· Steven Shaw Award for Best Paper at the 1999 Society for Marketing Advances Conference

· Best Paper in Sports Marketing Track at the 1999 Society for Marketing Advances Conference

· Since 1999 (excluding 2001) I have been a Faculty leader (or co-leader) for various International Business Seminar trips to a variety of places in Europe including Paris, London, Brussels, Amsterdam, Geneva, Lausanne, Rome, Florence, Milan, Budapest, and Munich. 
Research Grants and Awards


College of Business and Behavioral Sciences, Clemson University, 2009.

· Amount Awarded:  $5000.00

College of Business and Behavioral Sciences, Clemson University, Summer Mini-Grant, 2008.

· Amount Awarded:  $5000.00

Clemson University Research Investment Initiative Program, 2008.

· Amount Awarded:  $9205.00

College of Business and Behavioral Sciences, Clemson University, Mini-Grant, 2007-2008.

· Amount Awarded:  $4500.00
Cameron School of Business Administration, University of North Carolina at Wilmington, 2002.  

· Amount Awarded:  $4200.00

Cameron School of Business Administration, University of North Carolina at Wilmington (with Tammy G. Hunt), 2001.  
· Amount Awarded:  $4200.00

Cameron School of Business Administration, University of North Carolina at Wilmington, 2000.  
· Amount Awarded:  $4200.00
University of North Carolina at Wilmington, Cahill Grant (with Tammy G. Hunt), 2000.  
· Amount Awarded:  $2500.00  
Cameron School of Business Administration, University of North Carolina at Wilmington (with Tammy G. Hunt), 1999.  
· Amount Awarded:  $3000.00
Marketing Science Institute (with Judy A. Siguaw and Penny M. Simpson), 1995-1996.  
· Amount Awarded:  $11,400.00 

Cameron School of Business Administration, University of North Carolina at Wilmington, 1995.  
· Amount Awarded:  $3000.00

The University of Akron, Research (Faculty Projects) Committee, 1993.  
· Amount Awarded:  $1,341.00
The College of Business Administration, The University of Akron, Stoller Fund, 1991.

· Amount Awarded:  $3,500.00
Professional Activities

Conference Program/Association Involvements:

· Chair, Society for Marketing Advances Board of Governors – 2013-2014

· Society for Marketing Advances Board of Governors – 2010-2014
· Program Committee, SERVSIG International Research Conference, 2010

· Program Committee, Frontiers in Services Conference, 2010

· Chair, SERVSIG (American Marketing Association), 2009-2010
· Co-Chair, SMA Doctoral Consortium, 2009-2010
· President, Society for Marketing Advances, 2007-2008

· Program Chair/President-Elect, Society for Marketing Advances, 2006-2007

· Secretary, Society for Marketing Advances, 2004-2006

· Vice-President Research and Publications, Society for Marketing Advances, 2003

Track Chairperson:

· Academy of Marketing Science Conference, Sports Marketing Track (with Bettina Cornwell), 2010

· Academy of Marketing Science Conference, Customer Delivery Systems:  From Mom and Pop to the WWW Track, 2000

· Academy of Marketing Science Conference, Channel Management Track, 1992.

Conference Reviewing:

· Academy of Business Administration Conference:  1993

· Academy of Marketing Science Conference:  1998, 1997, 1995, 1993, 1992, 1991

· American Marketing Association Summer Educator's Conference:  1992, 1991

· American Marketing Association Winter Educator's Conference:  2010, 2003, 1998,1991

· Southern Marketing Association Conference:  2005, 2003, 2000, 1998, 1997, 1996, 1995, 1994, 1993, 1992, 1991

· Southwestern Marketing Association Conference:  1990

· Association for Marketing Theory and Practice:  1997

Journal Activities:

· Associate-Editor for the Journal of Service Research, 2014 to present.
· This journal has an Impact Factor of 6.85 (ranked 4 of 121 Business Journals)
· Associate-Editor (Marketing) for the International Journal of Management Reviews, 2011-present.
· This journal has an Impact Factor of 5.58 (ranked 8 of 121 Business Journals)
· Co-editor (with Adam Rapp, Nathaniel Hartmann, and Michael Ahearne) of special issue of Journal of Service Research on “The Intersection of Service and Sales”. Issue published in February, 2020.
· Co-editor (with Adam Rapp) of special issue of Journal of Personal Selling and Sales Management on “The Intersection of Professional Selling and Service.”  Issue published in January, 2017.
· Co-editor (with Jon Hawes) of special issue of Journal of Marketing Channels on “Salesforce Interactions with Channel of Distribution Members.”  2011.
· Editorial Review Boars, Journal of the Academy of Marketing Science, 2017 to present
· Editorial Review Board, Journal of Services Marketing:  2014 to present

· Editorial Review Board, Journal of Service Research:  2013 to present

· Editorial Review Board, Journal of Business Research:  2001 to 2016
· Editorial Review Board, Journal of Marketing Theory and Practice:  2003 to present

· Ad-Hoc Reviewer, Journal of the Academy of Marketing Science:  2016, 2015, 2014, 2013, 2012, 2011, 2010, 2009, 2005, 2004

· Ad-Hoc Reviewer, Journal of Service Research: 2009-2014
· Ad-Hoc Reviewer, Journal of Marketing Theory and Practice:  2002-2003
· Ad-Hoc Reviewer, Journal of Personal Selling and Sales Management:  1997, 1996


· Ad-Hoc Reviewer, Journal of Business Research: 2001, 2000, 1999

· Ad-Hoc Reviewer, Journal of Managerial Issues:  2004, 2003, 2002, 2001, 2000, 1999 

· Ad-Hoc Reviewer, Journal of Business Ethics:  2009

· Ad-Hoc Reviewer, Journal of Management and Organization: 2009

Internal Service Activities

University of Alabama

· Member of Graduate Council, 2015-2017
· Coordinator, PhD Marketing Program, 2015-present

· Member, Strategic Planning Committee, Culverhouse College of Commerce
· Member, Faculty Executive Board, Culverhouse College of Commerce, 2015-2016; 2018-2019
· Member, Search Committee for Dean of the Culverhouse College of Commerce, 2015-2016

· Member, Department of Marketing Search Committee, 2015

· Doctoral Dissertation Committees:

· Maria-Susana Jaramillo-Echeverri, in progress

· Michael Pimentel Co-Chair, completed 2019
· Kris Lindsey Hall, Chair, completed 2017
· Ayesha Tariq, Chair, completed 2016
· Jessica Ogilvy, Member, completed 2016

· Katherine Johnson, Member, completed 2015

· James “Mick” Andzulis, Member, completed 2014
Clemson University

· Director, MS Marketing Program, 2008-2013
· Faculty Advisory Committee, 2010-2013
· Doctoral Dissertation Committee

· David Hueber, completed 2012
University of North Carolina Wilmington

· Chair, Ad-Hoc Committee on MBA Restructuring, 2004-2005
· Chair, Cameron School of Business Research Committee, 2002-2006

· Cameron School of Business Research Committee, 1998-2002
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