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	Education
	Ph.D. in Business, Kelley School of Business, Indiana University, December 1996. Major: Marketing; Minors: Strategic Management, Methods and Analysis.

Dissertation Title & Synopsis: Organizational Responsiveness: The Role Of Marketing And Other Determinants

Shortened product life cycles and increased global competition have added pressure for today's organizations to be flexible and responsive to environmental changes. In order to simply survive, firms must adjust to a myriad of changes over time - changing customers’ needs, new regulations, new competitors, changing technology, etc. Yet some firms are not as responsive as others. This cross-functional research explores the determinants of organizational responsiveness. It provides an organizational context for the market-oriented activities of generating and disseminating market intelligence.

MBA, Kelley School of Business, Indiana University, October 1996.

BS in Management Science, MIT Sloan School of Business, December 1984. Major: Behavioral Studies; Minor: Marketing. 



	Publications 
	DeSarbo, Wayne, Duncan Fong, John Liechty and M. Kim Saxton (2004), “A Hierarchical Bayesian Procedure for Two-Mode Cluster Analysis,” Psychometrika; 69:4 (Dec); 547-572.
DeSarbo, Wayne, Alexandru Degeratu, Michael Ahearne and M. Kim Saxton (2002), “Disaggregate Market Share Response Models”, International Journal of Research in Marketing, 19:3, 253.

DeSarbo, Wayne, Alexandru Degeratu, Michel Wedel, and M. Kim Saxton (2001), “The Spatial Representation of Market Information”, Marketing Science, 20:4 (Fall), 426-441.

Fradd, Sandra, Ohkee Lee, Francis Sutman and M. Kim Saxton (2001), “Materials Development Promoting Science Inquiry with English Language Learners” Journal of Research in Science Teaching.
Ahearne, Mike, Tom Gruen, and M. Kim Saxton (2000), "When the Product is Complex, Does the Advertisement's Conclusion Matter?" Journal of Business Research, 48:1, 55-62.

Saxton, M. Kim (1998), "Where Do Corporate Reputations Come From?” Corporate Reputation Review, 1:4, 393-399.

Saxton, M. Kim (1998), "Corporate Reputations: A New Weapon for Corporate Arsenals, " Reputation Management, May/June, 76-78.



	Proceedings
	Saxton, Kim (1999), “Exploring the relationship between brand equity and corporate reputation,” 1999 American Marketing Association Winter Educators’ Conference.
Saxton, M. Kim and John O. Summers (1998), "Organizational Responsiveness: The Role of Marketing and Other Determinants," 1998 American Marketing Association Summer Educators' Conference, Boston, MA.

Saxton, M. Kim and John O. Summers (1996), "Building Customer Orientation from the Customers' Perspective," 1996 American Marketing Association Winter Educators' Conference, Hilton Head, SC.

Schwebach, Gary D., M. Kim Saxton and Todd Saxton (1995), "Creating Knowledge from Competitive Intelligence: Difficulties in Global Research," 1995 American Marketing Association Summer Educators' Conference, Washington, DC.

Saxton, M. Kim and John O. Summers (1994), "Organizational Adaptability and the Role of Marketing: Antecedents and Moderators," Marketing Theory and Applications, 1994 AMA Winter Educators' Conference, St. Petersburg, Florida. Winner of "Best Paper" award.

Saxton, Todd and M. Kim Saxton (1993), "The Environment: Elements, Levels, and Reality as Reflected in Letters to Shareholders," Midwest Division Academy of Management, Conference, Indianapolis, Indiana.



	Working Papers
	Saxton, M. Kim (2007), “Brand Consistency: Managing Brand Image Across Interacting Customer Groups.” Submitted to Journal of Marketing June 2007, rejected August 2007 after full review. Being revised for submission to Journal of Consumer Research, with new co-author Michelle Roehm, Wake Forest. Initial research supported by a $10,000 grant from Eli Lilly & Company in 2005. Proposal for follow-up experimental research under revise and resubmit from Marketing Science Institute for a grant of $7,500. 

Saxton, M. Kim and Todd Saxton (2007), “The Complementary Roles of Sales and Marketing in Physician Prescribing Behavior” Initial manuscript developed and in review by several external reviewers prior to journal submission. Anticipate submission to Strategic Management Journal early 2008. 
Saxton, M. Kim, Todd Saxton, John Steen and Martie-Louise Verreynne (2007), “Failure To Launch: Why And When Some Ventures Lose Their Way On The Path To Success,” Accepted for presentation at Fifth AGSE International Entrepreneurship Research Exchange February 5-8 2008 Melbourne Australia. Also being developed into a $200,000 Australian Research Linkage Grant for cross-country comparison between venture creation in Brisbane vs. Indianapolis. 


	Work in Process
	Saxton, M. Kim and Frank Alpert. “Managing Brand Image for Multi-attribute, Multi-segment Products: The Effect of Message Consistency Across Customer Segments on Brand Image and Purchase Intent. Manuscript and experimental research in development with pretests conducted October 2007 and 2 experiments with N=296 and N=140 conducted November 2007. Submission to Journal of Consumer Research anticipated Summer 2008.
Alpert, Frank and M. Kim Saxton. “Is There A Set Of Fundamental Positioning Bases For Firms To Choose From? Current Academic And Managerial Perspectives with a Proposed Taxonomy Of Positioning Bases.” Research plan and manuscript in development. Exploratory interviews to be conducted with Market Managers Fall 2007. Results from exploratory interviews will be used to finalize research plan. 

Saxton, M. Kim, Todd Saxton and Randall Heron, “How Does Changing Ticker Symbols for Strategic Branding Purposes affect Idiosyncratic Stock Returns?” Compiling database of ticker symbol changes made for strategic branding purposes. Manuscript development dependent on initial research findings. Anticipate submission to Journal of Marketing Research or Strategic Management Journal late 2008 or early 2009. 


	Presentations 
	Saxton, M. Kim (2007), “Web Marketing,” IU Kelley School of Business/Indianapolis Chamber of Commerce Main Street Event, Indianapolis, IN.

Saxton, M. Kim (2007), “Brand Consistency: Should Brand Image be Similar Across Customers in Interactive Brand Choice?” UQ Boardroom Briefing, Brisbane, Australia.

Saxton, M. Kim, Melinda Spaulding and Todd Saxton (2006), “The Interplay Between Brand Image And Corporate Reputation In The Pharmaceutical Industry”, 10th International Conference on Reputation, Image, Identity and Competitiveness, New York, NY.
Saxton, M. Kim and Dan Hill (2003), “The Heart of the Matter: Sensory-Emotive Diabetes Brand Research,” Institute for International Research’s Research & Testing for Brand Initiatives, New York, NY.

Saxton, M. Kim (2002), “The Diabetes Challenge”, University of Pennsylvania Ackoff Center for Advancement of Systems Approaches, Philadelphia, PA.

Saxton, M. Kim and John O. Summers (1998), "Organizational Responsiveness: The Role of Marketing and Other Determinants," 1998 AMA Summer Educators' Conference, Boston, MA.

Saxton, M. Kim (1998), "Measuring the Value of Community Relations," American Productivity and Quality Center Community Relations Best Practices Consortium, Houston, TX.

Saxton, M. Kim (1998), "Measuring Corporate Reputation," Walker Information Global Network Training, London, England.

Saxton, M. Kim and Doug Grisaffe (1998), "The Current State of Customer Satisfaction Measurement," 1998 AMA Winter Educators' Conference, Austin, TX.

Saxton, M. Kim (1998), "Developing a Meaningful Corporate Reputation," The Conference Board Corporate Communications Conference, Toronto, Canada.

Saxton, M. Kim and Todd Saxton (1998), "Measuring the Link Between Corporate Reputation and Stakeholder Support," 2nd International Conference on Corporate Reputation, Image, and Competitiveness, Amsterdam, the Netherlands.

Saxton, M. Kim and Kim Graham Lee (1998), "Measuring the Value of Corporate Citizenship," 2nd International Conference on Corporate Reputation, Image, and Competitiveness, Amsterdam, the Netherlands. 

Grisaffe, Doug, M. Kim Saxton and Todd Jones (1997), "Linking Customer satisfaction to Repurchase Loyalty," Frontiers in Services Marketing, Nashville, TN.

Saxton, M. Kim, Amy Davidoff, Doug Grisaffe and Simin Baygani (1997), "Adapting Stakeholder Measures Across Cultures," Strategic Management Society Meetings, Barcelona, Spain.

Saxton, M. Kim and John O. Summers (1996), "Building Customer Orientation from the Customers' Perspective," 1996 American Marketing Association Winter Educators' Conference, Hilton Head, SC.

Schwebach, Gary D., M. Kim Saxton and Todd Saxton (1995), "Creating Knowledge from Competitive Intelligence: Difficulties in Global Research," 1995 American Marketing Association Summer Educators' Conference, Washington, DC.

Saxton, Todd, M. Kim Saxton and Marc Dollinger (1994), "Determinants of Strategic Alliance Activity: An Empirical Examination of the Role Executive Characteristics and Firm Reputation in Interorganizational Activities," Academy of Management Annual Meeting, Dallas, Texas.

Saxton, M. Kim and John O. Summers (1994), "Organizational Adaptability and the Role of Marketing: Antecedents and Moderators," Marketing Theory and Applications, 1994 AMA Winter Educators' Conference, St. Petersburg, Florida.

Saxton, M. Kim (1993), "Do Organizational Outcomes Reflect Top Managers' Characteristics? Upper Echelons Theory Revisited," The Institute for Behavioral and Applied Management, 1993 National Annual Conference, Denver, Colorado.

Saxton, Todd and M. Kim Saxton (1993), "The Environment: Elements, Levels, and Reality as Reflected in Letters to Shareholders," Midwest Division Academy of Management, Conference, Indianapolis, Indiana.


	Teaching Experience
	2005  to present, IU KELLEY SCHOOL OF BUSINESS, Indianapolis, IN

Assistant Professor of Marketing. Courses taught include: MBA Core – Strategic Marketing Management; MBA Electives - Effective Brand Championing and Internet Marketing; Online MBA – Strategic Marketing Management; Undergrad - Marketing Strategy; and Certificate Course – Strategic Marketing and Management. Presenter: Main Street Event with Indianapolis Chamber of Commerce, Web Marketing, August 2007. Received letter of commendation from General Motors for Kelley Direct courses Spring ’05 and Spring ’06.
2007, UNIVERSITY OF QUEENSLAND, Brisbane, Australia

Visiting Professor, Semester I January to June, 2007. Taught Marketing Strategy course.

2004 to 2005, IU KELLEY SCHOOL OF BUSINESS, Indianapolis, IN

Visiting Clinical Assistant Professor of Marketing. Courses taught include: MBA Electives - Effective Brand Championing and Internet Marketing; Online MBA – Strategic Marketing Management; and Undergrad - Marketing Strategy.

1999 to 2003, LILLY MARKETING INSTITUTE,  Indianapolis, IN

Served as Subject Matter Expert in development of 4 courses: Market Research Core, Message Management for Marketing: Developing & Transferring the Message, Message Management for Marketing: Evaluating Message Effectiveness, Key Player Segmentation. Certified Facilitator for Market Research Core and Segmentation Principles for Product Teams.

1995 to 1997, UNIVERSITY OF WISCONSIN, Graduate School of Business, Madison, WI

Lecturer, Department of Management and Human Resources. Courses taught include: Introduction to Strategic Management, and Creating Innovation. 

1992 to 1995, IU KELLEY SCHOOL OF BUSINESS, Bloomington, IN 

Associate Instructor, Marketing Department. Courses taught include: Advertising and Promotion, Management, Marketing Management, Introduction to Marketing. Certified facilitator for 3-day MBA Strategy course simulation, FOODCORP. 


	Professional

Experience
	2003 to 2004, XANODYNE PHARMACEUTICALS, Florence, KY
Executive Director, Marketing 


	
	1998 to 2003, ELI LILLY & COMPANY, Indianapolis, IN

Marketing Strategy, Exenatide Product Team

Manager, Global Market Research Endocrine

Consultant, US affiliate Market Research



	
	1997 to 1998, WALKER INFORMATION, Indianapolis, IN

Vice President, Research Sciences & Product Manager, Corporate Reputation   



	
	1991 to 1997, THE BARNEGAT GROUP, Madison, WI

Partner



	
	1990 to 1992, STRATEGIC ANALYSIS, INC., Reading, PA

Consultant 



	
	1989 to 1990, READING STATION ASSOCIATES, L.P., Reading, PA

Assistant to the Partnership



	
	1988 to 1989, REALTY INFORMATION GROUP, INC., Bethesda, MD

Manager, Product Marketing 



	
	1987 to 1988, REGARDIE'S THE HOUSING DATA REPORTS, Washington, DC

Research Analyst 



	
	1985 to 1987, MARKOWITZ & MCNAUGHTON, INC., Reston, VA

Project Manager 



	Consulting Experience
	Have worked with executives from many Fortune 500 and other large companies providing strategic planning and market research services. Market research services include corporate reputation measurement, brand equity assessment, customer satisfaction, employee satisfaction, communications effectiveness, market position analysis, competitive analysis, new product feasibility assessment, customer opinion assessment, and acquisition due diligence. A sample of key clients include:

Pfizer                                          Eli Lilly & Company

NIKE, Inc.                                   The Coca-Cola Company 

Edison International                    LensCrafters

Oxford Health Plans                    American Honda

General Motors                           Hallmark Cards

Binney & Smith (Crayola)            Kraft General Foods

CUNA Mutual Group                   General Foods

BellSouth                                     Exxon Chemical


	Awards, Honors And Grants
	2006 –Schuyler F. Otteson Undergraduate Teaching Excellence Award for Full-Time Faculty

Nominated for Favorite Professor by Student Athletes

2002 – Eli Lilly & Company, Quality Advocate Award

2000 – Eli Lilly & Company, President’s Council

1996 - American Marketing Association Doctoral Consortium representative from Indiana University.

1995 - Ralph Day Award. Indiana University Marketing Department Award based on doctoral students' research productivity, performance in coursework, progress in satisfying program requirements and potential quality of the dissertation. Included $2,000 dissertation research grant.

1994 - American Marketing Association Winter Educators' Conference "Best Paper" Award.

1994 - 24th Annual Albert Haring Symposium Discussant. Selected from among 15 other doctoral students to represent the Indiana University Marketing Department at this symposium.

1994 - Indiana University School of Business Research Grant ($600). Funding for a dyadic empirical study of customer orientation in the nonwovens fabric industry. 


	Service to Profession
	2005 to Present – Reviewer AMA Educator’s Conference, AMS Annual Conference 

1998 to 2002 – Editorial Board for Corporate Reputation Review.

1997 - Reviewer for Business Policy and Strategy track for the Academy of Management.

1996 - Reviewer for Business Policy and Strategy track for the Academy of Management and the Midwest Academy of Management Meetings.

1996 - Ad hoc reviewer for Journal of Organizational Change Management.

1995 - Reviewer for the Midwest Academy of Management Meetings. Ad hoc reviewer for the Journal of Organizational Change Management.



	Service to Kelley School
	2005 to Present – Member, KSBI Academic Fairness Committee

1994 - 24th Annual Albert Haring Symposium Committee. Doctoral student representative to committee that plans and organizes the IU School of Business' annual Albert Haring Symposium. The 24th Symposium included representatives from 16 schools who participated in this three-day event.



	Professional Societies
	At various times, have been a member of the following organizations:

American Marketing Association
Academy of Management

Academy of Marketing Sciences

Association for Consumer Research

Strategic Management Society
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