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Education Ph.D.  Consumer Learning and Education with an emphasis in the sociocultural   

               and symbolic dimensions of consumption and the cultural ecology of marketing,  

   University of Georgia, May 2005, Dissertation: “Consumer Activism on the  

   Internet: The Role of Anti-Brand Communities.” 

 

  M.B.A Marketing, Mercer University, May 2001, Graduated with High Distinction and  

   Initiated as a Member of Phi Kappa Phi Honor Society. 

 

M.Ed. College of Public Health, Health Promotion and Behavior, University of 

Georgia, December 1998, Research Assistant for Grady Hospital and Marketing 

Communications Intern with Centers for Disease Control and Prevention. 

 

  B.A. Mass Communications, University of West Georgia, August 1994, Intern  

   with CBS 46 Atlanta (Summer Qrt., 1994), Studies Abroad: University of  

   Almata, Almata, Kazakhstan (Summer Qrt., 1993); and University of Itam,  

   Mexico City, Mexico (Summer Qrt., 1992). 

 

 

 

 

Refereed Hollenbeck, R. Candice, Vanessa M. Patrick (2017), “Alleviating survivor  

Publications  loneliness: The value of expressive gift systems in peer-to-peer online patient survivor 

(Journal)  networks” Review of Marketing Research, (14), 139-160. 

  

Accepted: 15 October 2016 

 

This study shows that technological innovations can aid survivorship when the exchanges 

are meaningful.  Meaningful interactions within gift systems are valued for expressive 

worth and are established upon the notion of selfless gifts where the giver expects 

nothing in return.  For networks to operate via expressiveness, informants must be open 

and vulnerable to others.  Findings show that biographical narratives are useful tools for 

creating an expressive environment and givers become more giving after engaging in 

selfless acts.  The intangibility and immaterial nature of virtual gifts creates a collective 

identity and fosters an aggregate extended self.     
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Hollenbeck, R. Candice, Vanessa M. Patrick (2016), “Mastering survivorship: How  

brands facilitate the transformation to heroic survivor” Journal of Business Research, 69, 

 (1), 73-82. 

  

Accepted: 1 May 2015 

 

This study investigates the identity transformation from mere survivor to heroic survivor 

of cancer. Utilizing a multi-method approach, interviews with seventeen female cancer 

survivors and five blog analyses, this research sheds light on the processes involved in 

the transformation from mere survivor to heroic survivor and the integral role of brands 

in this transformation process. Brands are used to signal heroism to the self (inward 

expression) and to others (outward expression) as well as to combat countervailing forces 

that deter the survivor’s progress towards mastery of a heroic identity. The findings 

provide a rich understanding of the heroic archetype and its centrality to the mastery of 

survivorship. The article concludes with a discussion of the implications for brand 

managers, giving attention to the importance of consumer-brand relationships.  

 

 

 

Song, Ji Hee, and Candice R. Hollenbeck (2015), “The value of social presence in 

mobile communications” The Service Industries Journal, 35, (11-12), 611-632.  

 

Accepted: 7 May 2015 

 

 

This study addresses the use of two-way mobile texting via Facebook to resolve service 

complaints with applications from social presence theory. Research shows that 

marketers’ warm emotions are important in addressing service complaints. Therefore, this 

study uses an experimental design to investigate the value of social presence in mobile 

texting as a means for providing service recovery. In triangulating our data, focus groups 

are used for confirmatory analysis. Findings suggest that social presence cues add human 

warmth to text messages with respect to two-way communication perception, control 

perception, responsiveness perception, satisfaction, attitude, and repurchase intention. We 

conclude this study by discussing the importance of social presence cues in improving 

customers’ experiences and overall satisfaction. 

 

Kwang Yeun Chun, Ji Hee Song, Candice R. Hollenbeck, and Jong-Ho Lee (2014), 

“Are Contextual Advertisements Effective? The Moderating Role of Complexity in 

Banner Advertising” International Journal of Advertising, 33, (2), 351-371.  
 

Accepted: 15 October 2013 

 

The internet environment has changed the format of internet advertising. One emerging 

form of online marketing communication is 'contextual advertising', in which marketers 

strive to develop customised images or texts more relevant to customers based on the 

content of web pages. This study investigates the effectiveness of internet contextual ads. 

In particular, we examine the effect of internet contextual ads on brand memory (i.e. 

recall and recognition) and attitudes towards the advertisement and/or brand using the 

theory of priming effect. We find that the complexity of banner ads moderates the 

relationship between a contextual advertisement and its effectiveness, and generates two 

distinct priming effects (i.e. assimilation and contrast effects). The results demonstrate 

javascript:__doLinkPostBack('','ss~~AR%20%22Kwang%20Yeun%20Chun%22%7C%7Csl~~rl','');
javascript:__doLinkPostBack('','ss~~AR%20%22Jong-Ho%20Lee%22%7C%7Csl~~rl','');
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that the internet contextual advertisement enhances brand recognition and induces 

favourable attitudes towards the ad. In addition, consumers have higher recall rates and 

attitudes towards the brand when they are exposed to a less complex contextual 

advertisement or when they are exposed to a complex, non-contextual advertisement.  

 

 

Hollenbeck, Candice R., and Andrew M. Kaikati (2012), “Consumers' use of brands to

 reflect their actual and ideal selves on Facebook,” International Journal of Research in 

  Marketing, 29, (4), 395-405. 

 

Accepted: 7 June 2012 

 

How do consumers represent their identities on online social media platforms? In this 

article, we focus on consumers'' use of brands on their Facebook pages as subtle cues to 

represent their selves. Although recent research suggests that consumers present an 

actual, not an ideal self, our data reveal that veridical presentations of the actual self 

through brands rarely exist. Furthermore, we contribute to an understanding of how 

multiple selves interact to inform brand connections. We offer insights into how and why 

consumers either blend or integrate their actual and ideal selves or choose one of them 

exclusively when these selves conflict. Additional contributions and future directions in 

the areas of self, branding, and social media are discussed. 

 

 

Hollenbeck, Candice R., Charlotte H. Mason, and Ji Hee Song (2011), “Enhancing

 Student Learning in Marketing Courses: An Exploration of Fundamental Principles for

 Website Platforms.” Journal of Marketing Education, 33 (2), 171-182. 

  

 The design of a course has potential to help marketing students achieve their learning 

objectives.  Marketing courses are increasingly turning to technology to facilitate 

teaching and learning, and pedagogical tools such as Blackboard, WebCT, and e-

Learning Commons are essential to the design of a course.  Here, the authors investigate 

the research discussing the sources of satisfaction in web design and apply these concepts 

to website platforms used in traditional classes.  The purpose of the study is to enhance 

student learning by identifying fundamental principles to be used when designing website 

platforms.  The authors discuss the importance of the presence of five pedagogical 

principles and offer useful implications for marketing faculty and suggestions for future 

research. 

 

  Hollenbeck, Candice R., and George M. Zinkhan (2010), “Anti-brand Communities, 

 Negotiation of Brand Meaning, and the Learning Process: The Case of Wal-Mart,” 

 Consumption, Markets & Culture, 13 (3), 325-345.  

 

In this article, we employ a case-study method to investigate the learning processes used 

to negotiate brand meaning within an anti-brand community.  The negotiation of brand 

meaning is a social process where community members engage in brand related 

discourses, interpretations, and sense-making.  Situated within new social movement 

theory, we investigate the anti-Wal-Mart community.  Our study identifies three learning 

processes that are fundamental to social movement formation and mobilization: 1) 

counterfactual thinking, 2) discursive storytelling, and 3) noncompulsory observation.  

We conclude the article with a discussion of our findings and offer suggestions for future 

research. 

javascript:__doLinkPostBack('','ss%7E%7EAR%20%22Kaikati%2C%20Andrew%20M%2E%22%7C%7Csl%7E%7Erl','');
javascript:__doLinkPostBack('','mdb%7E%7Ebth%7C%7Cjdb%7E%7Ebthjnh%7C%7Css%7E%7EJN%20%22International%20Journal%20of%20Research%20in%20Marketing%22%7C%7Csl%7E%7Ejh','');
javascript:__doLinkPostBack('','mdb%7E%7Ebth%7C%7Cjdb%7E%7Ebthjnh%7C%7Css%7E%7EJN%20%22International%20Journal%20of%20Research%20in%20Marketing%22%7C%7Csl%7E%7Ejh','');
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Hollenbeck, Candice R., George M. Zinkhan, Warren French, and Ji Hee Song (2009), 

 “E-Collaborative Networks: A Case Study on the New Role of the Sales Force,” Journal 

of Personal Selling and Sales Management, 29 (2), 127-138. 

 

Internet-based developments are generating opportunities for enhancing business-to-

business (B2B) operations. One approach involves the adoption of e-collaborative 

networks, which have the potential to strengthen communications between the members 

of a value chain network. An effective communication interface within the value chain is 

central to the client’s productivity, and the sales force plays an important role in 

facilitating this process. Here, we examine an e-collaborative network built and sustained 

by one global, US-based technology firm. Using an extended case-study method, we 

identify software capabilities that influence e-collaboration and, discuss the mediating 

role of the sales team: 1) monitoring communal involvement, 2) identifying prospective 

e-collaborative firms, 3) inspiring a cooperative environment, and 4) fostering a sense of 

trust. We offer performance metrics and suggest implications for the sales force. 

 

 

Drenten, Jenna, Cara Okleshen Peters, Thomas Leigh, and Candice R. Hollenbeck 

(2009), “Not Just a Party in the Parking Lot: An Exploratory Investigation of the Motives 

Underlying the Ritual Commitment of Football Tailgaters,” Sports Marketing Quarterly, 

18, 92-106. 

 

This study examines the underlying motives within the ritual of football tailgating and the 

influence of these motives on ritual commitment. Findings indicate that four basic 

motivations and the dual nature of these motives perpetuate the tailgating ritual: 

involvement (preparation and participation), social interaction (camaraderie and 

competition), inter-temporal sentiment (retrospection and prospection), and identity 

(collectivism and individualism). 

 

 Hollenbeck, Candice R., Cara Peters, and George M. Zinkhan (2008), “Retail Spectacles 

and Brand Meaning: Insights from a Brand Museum Case Study,” Journal of Retailing, 

84 (3), 334-353. 

  

 This article explores the expansion of brand meaning within a spectacular, retail 

environment. Spectacular retailing environments include themed retailing, brandscapes, 

flagship brand stores, themed entertainment brand stores, themed flagship brand stores, 

and brand museums. This research uses an extended case-study method to investigate the 

World of Coca-Cola brand museum located in Atlanta, Georgia. A brand museum is a 

type of themed flagship brand store, but there are some unique aspects. One key feature 

of brand museums is the resemblance to traditional museums, but, in the former, the 

brand is positioned within historical and educational contexts. Within the brand museum 

context, this study explains how brand meaning can be expanded along seven 

dimensions: humanization, socialization, localization, globalization, contextualization, 

theatricization, and characterization. Retailing implications are discussed. 

George M. Zinkhan, Cara Peters, and Candice R. Hollenbeck (2008) “Do empirical 

studies address the objectives of the nutrition labeling and education act: a review and 

synthesis relevant for marketing academicians,” International Review on Public and 

Nonprofit Marketing 2, 89-116. 
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 Academic research presents an important information source that consumers, firms, and 

public policy makers use for decision making. This paper reviews and synthesizes the 

literature in marketing journals to examine whether empirical studies thoroughly 

addresses the Nutrition Labeling and Education Act (NLEA) objectives. Findings 

indicate that a large number of published studies fail to directly address the NLEA 

objectives. Studies are discussed and organized in juxtaposition with the three objectives 

framing the legislation. Our synthesis pinpoints the paucity of generalizable research with 

regard to the objectives of the NLEA while identifying fertile directions for future 

research. 

  

 Peters, Cara, Christie H. Amato, and Candice R. Hollenbeck (2007), “An Exploratory 

 Investigation of Consumers' Perceptions of Wireless Advertising,” Journal of Advertising 

 36 (4), 129-145. 

 

The ubiquitous nature of cell phones makes them an ideal advertising vehicle.  While the 

popular press touts the benefits of wireless advertising messages (WAM), few marketing 

researchers have addressed this advertising innovation.  Media uses and gratifications 

theory is used to study consumers' perceptions of WAM.  Data from in-depth interviews 

indicate that usage is motivated by process, socialization, and content needs.  Informants 

perceived WAM as a way to stay “in the know,” build relationships with companies, and 

feel part of an “in-group.”  However, few would pay for WAM and most would 

discontinue usage if companies sent unsolicited messages.  We theorize about two 

potential barriers to adoption: social costs and monetary costs.  Our interpretations of 

these behaviors are enfolded with theoretical and managerial implications. 

 

 Hollenbeck, Candice R., Cara Peters, and George M. Zinkhan (2006), “Gift Giving: A 

 Community Paradigm,” Psychology & Marketing, 23 (7), 573-595.  

  

To date, the marketing literature on gift giving has focused on two approaches or 

paradigms -- economic and relational exchange.  This study adopts a different 

perspective, proposing a community paradigm to provide a holistic view of gift giving.  

Our data (based on twenty in-depth interviews and two group interviews) suggest that, on 

the Internet, social networks of relationships cohere into gift-giving communities that 

influence the purchasing of gifts.  Findings about online gift giving are presented 

according to the three community themes: (a) shared rituals and traditions, (b) shared 

values, and (c) shared responsibilities.  Theoretical and managerial implications are 

discussed.   

 

Hollenbeck, Candice R., George M. Zinkhan, and Jens Keller (2006), “Generating 

Intrinsic Customer Value: Examples from Wal-Mart,” Thexis, 3, 16-20. 

 

For a variety of reasons, Wal-Mart is a transnational brand which has, at the same time, 

many fans and many detractors. Despite considerable criticism and opposition, the firm is 

accelerating in growth and retains a strong customer base. One reason for this growth and 

loyalty is that Wal-Mart generates intrinsic value through its brand name and brand 

community. Here, we highlight the latter method Wal-Mart uses to manage its brand and 

create value propositions by building loyalty among local community members. We 

provide a practical example of a special branding strategy that can be used by firms 

seeking innovative ways to create customer (and stakeholder) value. 

 

Hollenbeck, Candice R., George M. Zinkhan, and Warren French (2005), “Distance 
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Learning Trends and Benchmarks: Lessons from and Online MBA Program,” Marketing   

 Education Review, 15 (2), 39-52. 

 

For a variety of reasons, distance learning (DL) is an attractive option in higher 

education.  Drawing upon six years of experience with a customized M.B.A. program, we 

identify trends, factors for success, and potential advantages and disadvantages associated 

with distance learning.  We develop a three-step process for implementing and evaluating 

a customized DL program, with an emphasis on teaching Marketing courses.  Then, we 

make some predictions regarding distance learning in higher education and suggest 

appeals to be used when marketing such a program. 

 

  Peters, C. and Candice R. Hollenbeck (2005), “A Behavioral Model of Brand   

  Community Member Involvement: A Conceptual Framework and Empirical Results,”  

  Journal of Customer Behaviour, 4, 385-424. 

 

The purpose of this research is to identify the underlying behavioral structure of brand 

communities.  Existing research on brand communities identifies community attributes 

and benefits for customers’ as well as firms’.  Here, we offer a conceptual framework 

explaining how these community components are interrelated.  Structural equation 

modeling is used as the analysis methodology.  The results indicate that all the identified 

community components are important determinants of behavioral outcomes including 

intention to repurchase, positive referral behavior and willingness to pay more for the 

brand.  Specifically, community sentiments serve as important components bridging the 

gap between brand relationships and community microstructure and participation.  The 

study findings have important implications for designing brand community strategies.  

 

 

Book  Hollenbeck, Candice R. (2013), “Perspectives that promise development in consumer 

Reviews  behavior” PsycCRITIQUES, Vol 58(29). 

  *Reviews the book, "Handbook of Developments in Consumer Behaviour" by Victoria 

Wells and Gordon Foxall (see record 2012-14418-000).  

 

  Hollenbeck, Candice R. (2013), “Innovative research insights: Exploring new ways to 

connect with consumers” PsycCRITIQUES, Vol 58(29). 

  *Reviews the book, "Breakthrough Food Product Innovation through Emotions 

Research" by David Lundahl (see record 2012-24634-000).  

 

  Hollenbeck, Candice R. (2013), “Gender and its Fluid Relationship with Consumer 

  Behavior” PsycCRITIQUES, Vol 58(8). 

  *Reviews the book, "Gender, Culture, and Consumer Behavior" edited by Cele C. Otnes 

and Linda Tuncay Zayer (see record 2012-12971-000). 

 

Hollenbeck, Candice R. (2012), “Stimulating perspectives in conducting consumer 

research” PsycCRITIQUES, Vol 57(32). 

*Reviews the book, "Transformative Consumer Research for Personal and Collective 

Well-Being" edited by David Glen Mick, Simone Pettigrew, Cornelia Pechmann, and 

Julie L. Ozanne (see record 2011-14892-000). 

 

Zinkhan, George M., and Candice R. Hollenbeck (2009), “Consumer psychology comes 

of age” PsycCRITIQUES, Vol 54 (4). 

javascript:__doLinkPostBack('','ss%7E%7EAR%20%22Zinkhan%2C%20George%20M%2E%22%7C%7Csl%7E%7Erl','');
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*Reviews the book, "Handbook of consumer psychology" by Curtis P. Haugtvedt, Paul 

M. Herr, and Frank R. Kardes (see record 2007-16424-000). 

 

Hollenbeck, Candice R. and George M. Zinkhan (2008), "A Consumers’ Search 

 for the Good Life" PsycCRITIQUES, Vol 53 (24). 

*Reviews the book, "Consumer culture, identity and well-being: The search for the "good 

life" and the "body perfect'" by Helga Dittmar, with contributions from Emma Halliwell, 

Robin Banerjee, Ragna Garoarsdottir, and Judita Jankovic (see record 2007-02412-000). 

 

Hollenbeck, Candice R. and George M. Zinkhan (2007), “Marketing Food and 

Beverages to Children and Youth: Who Should be Held Accountable?”  

PsycCRITIQUES, Vol 52 (25). 

*Reviews the book, "Food marketing to children and youth: Threat or opportunity?" by 

the Institute of Medicine with J. Michael McGinnis, Jennifer Gootman, and Vivica I. 

Kraak (see record 2006-10617-000). 

 

Hollenbeck, Candice R. and George M. Zinkhan (2007), "The Psychology Behind 

Trademark Infringement and Counterfeiting," PsycCRITIQUES, Vol 52 (33). 

*Reviews the book, "The Psychology Behind Trademark Infringement and 

Counterfeiting" by J. L. Zaichkowsky (see record 2006-08556-000). 

  

Hollenbeck, Candice R. and George M. Zinkhan (2006), "Reflective Democracy: A 

Pathway Toward Renewing American Culture," PsycCRITIQUES, Vol 51 (38). 

*Reviews the book, "American Mythos: Why Our Best Efforts to Be a Better Nation Fall 

Short" by Robert Wuthnow (see record 2006-04135-000).  

 

Zinkhan, George M. and Candice R. Hollenbeck (2006), "An Historical Account of the 

College Admissions Process at Three Elite Universities: Secret Formulae 

Revealed," PsycCRITIQUES, Vol 51 (35). 

*Reviews the book, "The Chosen: The Hidden History of Admission and Exclusion at 

Harvard, Yale, and Princeton" by Jerome Karabel (see record 2005-14592-000). 

 

Book  Hollenbeck, Candice R. and George M. Zinkhan (2008), “Wal-Mart: A Heritage  

Chapter Brand,” in Heritage Brands, Madhavi Garkaparthi and A V Bala Krishna, Eds.: The Icfai 

University Press, 73-84. 

 

 

Publications Hollenbeck, Candice R. and George M. Zinkhan (2006), “Wal-Mart: A Heritage 

(Magazine) Brand,” Advertising Express, 23-30. 

 

For a variety of reasons, there is growing resistance to transnational brands.  Wal-Mart is 

one of many global brands receiving widespread criticism.  Despite some disapproval, the 

firm is accelerating in growth.  One reason that the company continues to grow is because 

Wal-Mart recognizes the value of its brand.  In this article, we highlight one method Wal-

Mart uses to preserve its brand heritage by building loyalty among local community 

members.  Based on observations of a store-opening ceremony, we provide examples of 

innovative branding strategies for the 21st century.   
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Hollenbeck, Candice R. and George M. Zinkhan (2006), “Online Anti-brand 

Communities: An Emerging Form of Consumer Activism,” Advertising Express, 12-18. 

 

The Internet has the potential to change the scope and dynamics of consumer activism.  

In the 21st Century, consumers around the world are able to join together in an online 

forum to voice their opposition to corporate domination.  Online anti-brand communities 

are receiving increasing recognition for their widespread popularity.  Based on website 

observations and consumer activist interviews, we provide an understanding of why 

online anti-brand communities form and how the Internet shapes the educative character 

of recent social movements. 

   

 

 

Refereed Song, Ji Hee, Candice R. Hollenbeck, and George M. Zinkhan (2008), "The Value of 

Publications      Human Warmth: Social Presence Cues and Computer-Mediated Communications," 

(Conference      Advances in Consumer Research, (35), 793-794. 

Proceedings) 

Song, Ji Hee, Candice R. Hollenbeck, and George M. Zinkhan (2007), “Managing 

 Interactive Communications with Customers:  The Effects of Social Presence Cues, 

 Personalization, the Speed of Feedback and Situation,” Developments in Marketing 

 Science, XXX, (H. Spotts, ed.), Coral Gables, FL:  Academy of Marketing Science. 
 

Hollenbeck, Candice R. and George M. Zinkhan (2006), “Consumer Activism on the  

  Internet: The Role of Anti-Brand Communities,” XXX111 Advances in Consumer  

  Research, (Cornelia Pechmann and Linda Price eds.) Ann Arbor: Association  

  for Consumer Research, 479-485. 

   

Hollenbeck, Candice R. (2006), “Online Anti-brand Communities as a New Form of 

Social Action in Adult Education,” The 46th Annual Qualitative Research Conference, 

(Robert J. Hill and Richard Kiely eds.) Athens, Georgia: Adult Education Research, 205-

210. 

 

Hollenbeck, Candice R. and George M. Zinkhan (2004), Benchmarks for Building 

Community in Online Business Courses and Programs,” Enhancing Knowledge 

Development in Marketing, 15 ((K. L. Bernhardt, J.S. Boles, and P. S. Ellen eds.), 

Chicago: American Marketing Association, 277-283. 

 

Hollenbeck, Candice R., Warren French, and George M. Zinkhan (2004), 

“Implementing and Assessing Distance Education: A Five-year Case Study”, Marketing 

Educators Association Annual Conference, (unpublished paper presented at conference) 

Ellensburg, WA:  Western Marketing Educators' Association. 

 

Kadlec, C., Stephen Brown, Candice Hollenbeck, and Warren French (2003), “Distance 

Learning: A Case Study,” Advances in Marketing, (William J. Kehoe and Linda K. 

Whitten), Houston, Texas: Association of Collegiate Marketing Educators, 153-157. 

 

 

Research Qualitative Marketing Research   Community 

Interests Ethnographies      Web-based communities 

  Case studies      Brand communities 

  Phenomenological analysis    Anti-brand communities  
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  Grounded theory     Gift-giving communities 

         Cancer-survivor communities 

 

  Consumer Behavior on the Internet   Social Media 

  Consumer-to-consumer interactivity   Digital marketing 

  Anti-brand behaviors     Social networking 

    

 

 

Academic  08/2014 – present 

Work  Lecturer, Terry College of Business, University of Georgia             

Experience  

- Courses Taught: (Graduate level) Consumer Behavior and Qualitative Marketing 

Research; (Undergraduate level) Consumer Behavior, Marketing Research, and 

Integrated Brand and Marketing Communications; (Online Courses) Consumer 

Behavior 

 

Service to the University of Georgia 

Study Abroad & Foreign Exchange Committee, 2017 - present 

 

Qualitative Research Certificate, Committee Member and Faculty Advisor, 2011-present 

 

Liaison for the new Area of Emphasis in Digital Marketing, 2013-present 

 

Undergraduate Program Committee, 2014-2016 

 

Online Learning Fellow, 2013-2014 

 

Marketing Program Committee Member, 2013-present 

 

Student Mentorship 

Advisory Committee Chair, Sport Management & Policy Doctoral Program 

  Brandon Mastromartino, 2017-present 

 

Advisory Committee Chair for doctoral student Ginger Killian, 2012-13 

 

Program Mentor, UGA Young Dawgs, 2011-2012, 2013-2014 

 

Faculty Advisor, Master in Marketing Research Program, 2010-13. 

 2016-2017 Project: Vistakon 

 2015-2016 Project: Coca-Cola 

 2014-2015 Project: Merck 

 2013-2014 Project: Salon 124   

 2012-2013 Project: Intel 

 2011-2012 Project: Ferguson Enterprises 

 2010-2011 Project: PepsiCo 

 2009-2010 Project: Johnson and Johnson 

 

Service to the Profession 

Ad hoc Reviewer:  Journal of the Academy of Marketing Science , Journal of Interactive 

Marketing, Journal of Business Ethics, and Journal of Business Research, American 
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Marketing Association Winter Educators’ Conference, American Marketing Association 

Summer Conference, Society for Marketing Advances Conference 

 

Qualitative Research Conference Presentations 

Advanced School of Marketing Research, 2016, 2017 

American Academy of Advertising (AAA) Annual Conference in New York City, 2018 

 

Recognitions and Awards 

 Teaching Innovation Award, 2017 

 Career Center Contribution Award from Class of 2017 

 Online Learning Fellowship Award, 2014 

 Top Three Most Downloaded Articles in 2013, International Journal of Research 

in Marketing: “Consumers' use of brands to reflect their actual and ideal selves 

on Facebook” 

 Recognized for Scholarly Work by CNET Review in 2013 article titled 

“iSheep, Fandroids, and why we care so damn much about our 

smartphones” 

 Early Completion Award during Fall 2013, Online Learning Fellow 

Training 

 Teacher of the Year Award, Alpha Kappa Psi, 2009 

 Graduated with Great Distinction - Master Degree 

 
  

  04/2004 – 08/2006 

  Editorial Assistant, The Journal of Academy of Marketing Science                     

  -     Assisted the editor in processing manuscripts and managing the journal database. 

- Provided general administrative support to the editor. 

 

04/2002 – 08/2004 

Graduate Teaching Assistant, Human Resource Development Program, University 

of Georgia 

- Taught 2 (Graduate level) online courses: Behavior Change Theory and Theory and 

Practice of Organizational Change.  

- Developed course, facilitated discussions, and graded assignments using WebCT. 

 

Professional  06/1995 – 08/2001 

Experience Account Manager, Johnson and Johnson 

(Business) -    Developed, implemented, and evaluated employee benefit plans within the Human 

Resource Department for six Johnson and Johnson companies in the Southeast 

Region: Ethicon, McNeil, Noramco, Johnson and Johnson Consumer Products, 

Johnson and Johnson Health Care Systems, and Cortis. 

 

- Worked within the Human Resource Department to develop and market site-specific 

employee training and development programs serving over 1600 employees. 

 

- Formulated monthly organizational charts and graphs delineating cost verses benefit 

ratios for annual employee educational programs. 
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- Utilized financial models to manage account budget of over $400,000 and supervised 

2 full-time employees, 3 part-time employees, and 6 annual interns. 

 

- Conducted ongoing focus groups and in-depth interviews in an effort to improve 

employee programs and health benefits. 

 

- Increased corporate visibility in the health industry by representing the company at 

tradeshows, colleges and universities, and non-profit events located in the Southeast 

Region. 

 

Professional Awards 

  Silver Award, (04/11/2001), promoted excellent teamwork and program planning 

  President’s Award, (06/06/2000), partnered with Pfizer Inc. in chairing conference 

  Excellence Award, (05/19/1999), streamlined planning for 2 national conferences 

 

Professional Volunteer Activities 

  March of Dimes Walk-A-Thon, Coordinator and Team Leader (2003 - 2004) 

  Steven Covey’s 7 Habits Team Leader and Presenter (2000 - 2004) 

  Association for Worksite Health Promotion, Chairman and President Elect (1999 - 2001) 

  Guest Reader, Liaison between Local Businesses and Elementary Schools (1995-2001)  

United Way, Johnson and Johnson Fund-Raiser Coordinator (1995 – 2000) 

 

 


