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(NOMINATED BY THEIR SCHOOLS)

Laurence DeGaris > University of Indianapolis
AREA OF EXPERTISE: Sports marketing
TEACHING SUCCESS: Does class projects that tie into marketing and sales

projects with the Indiana Pacers basketball team.
WHY NOMINATED: He has the ability to link theory and practice and a back-

ground in the business world as a former vice president of research for
Ogilvy Public Relations Worldwide, and director of the university’s sports
marketing program.

George T. Haley > University of New Haven, West Haven, Conn.
AREA OF EXPERTISE: Industrial and emerging markets; B-to-B marketing;

Asian business; and intellectual property in emerging markets
TEACHING SUCCESS: Primarily in executive programs; students include

middle and senior managers from companies such as Pﬁzer Inc., Pitney
Bowes Inc. and Marriott International Inc.
WHY NOMINATED: His research has inﬂuenced government policy and, as
the author of more than 100 articles, books, reports and presentations,
his work is widely quoted.

Marjorie Kalter > New York University
AREA OF EXPERTISE: Integrated marketing
TEACHING SUCCESS: Runs NYU’s School of Continuing and Professional
Studies’ graduate program in integrated marketing. The school provides
ongoing education to roughly 2,700 graduate students annually.
WHY NOMINATED: She is a frequent speaker at marketing conferences on
the convergence of digital and direct marketing and brand advertising.
She won the Direct Marketing Educational Foundation’s Outstanding
Educator award in 2004.

Harvey Markovitz > Pace University, New York
AREA OF EXPERTISE: Interactive and direct marketing
TEACHING SUCCESS: Since 2002, 98 of his students have won awards for

excellence in collegiate interactive direct marketing competitions.
WHY NOMINATED: He created the Interactive Direct Marketing Lab on two

Pace campuses, and has had students working on projects for companies such as Day-Timer USA, Scholastic Corp. and Marcal Paper Mills.

“It’s not cool to say ‘I’m a marketing major because I don’t like
numbers,’ ” he jokes.
His work in relationship marketing looks at factors such as the role of loyalty in
the relationship between a customer and a company’s salesperson. On the innovation management front, he’s looked at success drivers for new products in movies.
Houston, 47, runs 5Ks in addition to his motorcycle and dirt-biking adventures. The father of four, ages 5 to 15, also recently got serious about his health,
losing 30 pounds and growing a beard as part of his slimmed-down look.
Beard or no beard, it’s a sure bet Houston will continue to be recognized in
marketing academia for his ongoing contributions to marketing research and
marketing teaching. Says Low: ‘He’s a marketing Renaissance man.”

Robert W. Palmatier:
Proving he’s not crazy
When Robert Palmatier decided to pursue a doctorate
in his late 30s and began visiting colleges, “most schools
looked at me and said ‘you’re crazy,’ ” he recalls.
But Palmatier, now 49, was undeterred. After all, he
had already mastered two daunting work lives: as a
nuclear submarine officer with the U.S. Navy and then
as a successful high-tech entrepreneur. He went on to
earn his Ph.D. in marketing from the University of
Missouri in Columbia in 2004 and now teaches at the
University of Washington in Seattle where he is an
associate professor and holds the John C. Narver
Endowed Chair in business administration.
While relatively new to academia, he’s already
made his mark. He was invited by the Cambridge,
Mass.-based Marketing Science Institute to put
together a 2008 book in its Relevant Knowledge Series titled Relationship Marketing, his specialty as it is Houston’s.
“Rob is just an amazing guy,” Houston says, who first met Palmatier when he
was considering studying at Missouri. “He’s just an amazing combination of
creativity and discipline.” Houston, who has written papers with Palmatier, puts
Palmatier in the top five marketing academics published in major marketing
journals over the past four years.
His background in business steered him to the relationship space, Palmatier
says. He builds discussion of relationship marketing into all the marketing courses
he now teaches at Washington. His next area of research will focus on higher
levels of relationships: for example, how groups network together and the impact
of new technologies on these relationships, he says.
Marketing isn’t just Palmatier’s work life, it creeps into his private time as well.
He’s doing marketing for a soccer club his 9-year-old daughter plays in and he
routinely helps friends interested in starting their own businesses develop their
marketing plans. He even talks marketing with his daughter.
“When my daughter was 8, she could go through the four Ps of marketing. I’ve
made her the skeptical consumer for sure,” he jokes. On a more serious note, he
adds, “As you get older, you want to give more back to the community.” There’s no
doubt Palmatier is giving a great deal to the marketing community. m
You can read Robert Palmatier’s latest co-authored article, “The Role of Customer
Gratitude in Relationship Marketing” in the September 2009 issue of the American
Marketing Association’s Journal of Marketing or on MarketingPower.com.

