David A. Gilliam


David A. Gilliam
Department of Marketing and Advertising


E-mail: dagilliam@ualr.edu
College of Business





Office Phone: (501) 569-8861

2801 S. University Avenue




Marketing Office: (501) 569-3358
University of Arkansas at Little Rock                                    Marketing Department Website:
Little Rock, Arkansas 72204-1099


http://ualr.edu/marketing/contact/dagilliam/
Education


Ph.D.     Oklahoma State University (May, 2011).

               Business Administration, Major: Marketing, Minor: Organizations.  GPA 4.00.

M.B.A.  Wright State University (May, 2007).  Concentration: Economics.  GPA 4.00.

B.A.       Ohio University (May, 1989).  Major: Economics, Summa Cum Laude.
Academic Experience

February 2013 – Present: Assistant Director of the Center for Professional Selling at the University of Arkansas at Little Rock
Summer 2011 – Present: Assistant Professor of Marketing, University of Arkansas at Little Rock 

2007 – 2011: Graduate Research and Teaching Associate, Oklahoma State University
Professional Experience

1990-2007
Founder and President of Gilliam Machinery Corporation. A family business 


providing services and products for Fortune 500 and ‘mom and pop’ commercial 


printers alike. Operating chiefly in Ohio and surrounding states, we also serviced 


clients nationally and overseas. The graphic arts equipment trade is dominated by 




European and Japanese manufacturers so there was a substantial international 


component to conducting the business.

1983-1987
Field Representative for Heidelberg Eastern Incorporated, Division of East 



Asiatic Corporation, Copenhagen, Denmark. This multinational conglomerate 


distributed Heidelberg printing presses, which are the best selling sheet fed offset 


printing presses in the world. Responsible for presale and post sale technical 


issues as well as installation and service of multi-million dollar machinery. 
Honors and Awards

2012 AMA Sales SIG Best Dissertation Award with $1500 research award.
2012 AMA Winter Marketing Educator’s Conference Best Paper in the Sales/CRM Track.

2010 AMA-Sheth Foundation Doctoral Consortium Fellow, Texas Christian University.
Doctoral Fellow, 2010 National Conference in Sales Management with $1000 research award.
Selected by Faculty to Present Paper at the 19th Annual Robert Mittelstaedt Doctoral Symposium at the University of Nebraska, Lincoln, April, 2010.

B. Curtis Hamm Scholarship, $5000, Spears School of Business, Oklahoma State University, 2007-2008.
Phi Kappa Phi Honor Society, Graduate Student, Inducted 2007. 
Publications at Peer Reviewed Journals

Gilliam, David A., Karen E. Flaherty, and Steven Rayburn (2014), “The Dimensions of 

Storytelling by Retail Salespeople,” International Review of Retail, Distribution and Consumer Research, 24(2), 231-241.

Gilliam, David A. and Alex R. Zablah (2013), “Storytelling during Retail Sales Encounters,” 
Journal of Retailing and Consumer Services, 20(5), 488-494.
Gilliam, David A. and Kevin E. Voss (2013), “A Proposed Procedure for Construct Definition 
in Marketing,” European Journal of Marketing, 47(1/2), 5-26.
     Lead article of the volume and issue.
Under Review at Peer Reviewed Journals

Gilliam, David A. and Karen E. Flaherty, “Storytelling by the Sales Force and Its Effect on 

Buyer-Seller Relationships.”  Under third round review at Industrial Marketing 
Management.

Gilliam, David A., “Industrial Trade Show Boothscapes.” Under second round review at the 

Journal of Marketing Management.
Refereed Conference Proceedings
Gilliam, David A. and Steven W. Rayburn (2014), “Propensity for Reciprocity and Cooperation 

among Front Line Employees,” Forthcoming in Society for Marketing Advances 

Conference 2014.

Gilliam, David A. (2012), “Storytelling by the Sales Force,” in 2012 AMA Winter Marketing 
Educators’ Conference Proceedings, Volume 23. Chicago, IL: American Marketing Association. 

     Winner of Best Paper in the Sales/CRM Track.
Gilliam, David A. and Gary L. Frankwick (2011), “Should the Sales Manager Coach or Play? A 
Salesperson’s Perspective,” in Advances in Marketing: Sensory Marketing the Next Frontier, William J. Kehoe and Linda K. Whitten, eds. Mobile, AL: Society for Marketing Advances.
Gilliam, David A. (2010), “Storytelling by the Sales Force and Its Effect on Buyer-Seller 
Relationships,” 2010 National Conference in Sales Management Proceedings. 
Milwaukee, Wisconsin: Pi Sigma Epsilon. 

     Winner of Doctoral Fellowship and $1000 Research Award.
Gilliam, David A. and Kevin E. Voss (2010), “A Proposed Procedure for Construct Definition in 
Marketing,” in Michael K. Brady and Michael D. Hartline (eds.), 2010 AMA Winter 
Marketing Educators’ Conference Proceedings, Volume 21. Chicago, IL: American 

Marketing Association.
Gilliam, David A. and Tom J. Brown (2009), “Will They Stay or Will They Go? Customer 

Intentions to Follow When Service Workers Bolt,” in Kristy Reynolds and J. Chris White (eds.), 2009 AMA Winter Marketing Educators’ Conference Proceedings, Volume 20. Chicago, IL: American Marketing Association.

Gilliam, David A. (2009), “I Will Gladly Pay You Tuesday for a Hamburger Today: Personality 

and the Propensity for Reciprocity,” in Kristy Reynolds and J. Chris White (eds.), 2009 AMA Winter Marketing Educators’ Conference Proceedings, Volume 20. Chicago, IL: American Marketing Association.
Gilliam, David A. (2008), “Improving the Propriety of Discounting by the Sales Force through 


Reciprocal Information Exchange,” in James R. Brown and Rajiv P. Dant (eds.), 2008 
AMA Summer Marketing Educators’ Conference Proceedings, Volume 19. Chicago, IL: 
American Marketing Association.

Research in Progress

Gilliam, David A. and Tom J. Brown, “Service Workers, Customer Intentions to Follow, and Word of Mouth.” This empirical paper is in final analysis and write up for submission to a journal in 2014. Target: Journal of Retailing.
Gilliam, David A. and Steven Rayburn, “Propensity for Reciprocity and Cooperation among Front Line Employees.” In final write up phase for submission to a journal in 2014. Target: Retailing journal.

Gilliam, David A. and Kevin E. Voss, “Causes, Control, and Evaluation of Vagueness in Construct Definition.” This conceptual follow up paper is in development.

Gilliam, David A. and Teresa Preston, “Banking Narratives”, data collection continuing.

Gilliam, David A. and Steven Rayburn, “Sales Manager Support versus Participation.” Additional data collection underway. Target: Journal of Personal Selling and Sales Management.
Research Interests

Boundary spanner issues for salespeople and service workers including storytelling by the sales force, how communication affects the boundary spanner-customer relationship, and how customers form relationships with boundary spanners strong enough to cause intentions to follow 
and word of mouth behavior. Social exchange theory, reciprocity, narrative transportation theory, role theory, and agency theory play prominent roles in this research.
I am exploring the elements of philosophy of science at it relates to construct definition.

As a long time entrepreneur, I also have an interest in marketing for entrepreneurs and associated marketing topics such as pricing and presenting a uniform face to customers via integrated marketing communications.

Service to the Academy
Ad hoc reviewer for Industrial Marketing Management, 2013 to present.

Member Journal of Personal Selling and Sales Management abstracts section editorial review board, 2011 to present.

Ad hoc reviewer for the European Journal of Marketing, 2011 to present.
Reviewer 2008-2014 for all Summer and Winter Marketing Educators’ Conferences, 
12 papers in Sales Track, 3 in Services Track, 1 in Retail Track.

Reviewer for 2012 National Conference in Sales Management Doctoral Fellowships.
Reviewer, Sales Track, 2011 SMA Conference, and Retail Track, 2014 SMA Conference.
Session Chair in Sales Track for ‘Sales and Human Resources Working Together’ Session, 2010 AMA Summer Marketing Educators’ Conference, Boston, Massachusetts.
Writing Session Summaries for AMA Publications, 2008 AMA Winter Marketing Educators’ Conference, Austin, Texas.
Service to the University and Community

Committee work at the University and speaking/writing engagements in the community

Professional Development 

2013 AMA Faculty Consortium: New Horizons in Selling & Sales Management at TCU
Black Board Boot Camp, three days January 2012

Sales Educators’ Academy, June 2-5 2011, Orlando Florida, Florida State University and Rollins College
Professional Affiliations
Member of the American Marketing Association since 2006
Courses Taught

At the University of Arkansas at Little Rock:
Fall 2014 to Present, Advanced Professional Selling MKTG 4355

Fall 2013 to Present, Marketing for Profit and Growth MKTG 7311 (MBA core)

Online – Professional Selling MKTG 3353, Business-to-Business Marketing MKTG 4370, and Storytelling in Marketing MKTG 8300 (MBA elective)
Fall 2011 to Present, Marketing Management capstone MKTG 4385, Professional Selling MKTG 3353

Fall 2011 to Spring 2013, Principles of Marketing MKTG 3350.

At Oklahoma State University: 
Managerial Strategy, Retailing Management, Consumer Behavior, Sales Management, and Services Marketing
Teaching Philosophy
My aim as a teacher is to aid in the lifelong pursuit of success by my students. They are individuals with different learning styles, maturity levels, life situations, goals, and needs. I wish 
to engender an ongoing interest in learning and to elicit effortful participation by students in the 
learning process through revealing what a fascinating world we live in and helping them to find their place in it.


Continuous improvement describes what I expect of myself as an instructor. In the pursuit of this goal, I am willing to try new approaches in search of methods that engage students’ interest and imagination. Going forward I expect to alter content, content delivery, and assessment methods regularly to meet the changing needs of students who face a rapidly evolving world. Improving my skills in pedagogy and andragogy represents an invigorating challenge that requires student feedback, advice from colleagues, and utilization of research from 
the Journal of Marketing Education and other sources. The rising trend of my course evaluations by students gives me hope that I am continually raising my game and learning to meet students on mutually gratifying terms.

The students, their families, and the community at large have entrusted me to prepare these learners for productive participation in the global community. This can only be accomplished when students realize the benefits of learning and how exciting participation in learning and work can be. I believe that by showing enthusiasm and concern, thorough preparation, and careful observation I can contribute to preparing my students for success.
Teaching Evaluations
At the University of Arkansas at Little Rock numerical scores typically range around the 75th or higher percentile within the College of Business and written comments are consistently very favorable.
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Page 6 of 6

