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EDUCATION

e University of lllinois at Urbana-Champaign, Ph.D. (Marketing), 1988.
e Indian Institute of Management, PGDM, Calcutta, India, 1980.
e Rajastan University, India, Bachelor of Engineering (Metallurgy), 1978.

EXPERIENCE
Academic

e University of Miami, Vice Dean for Executive Education, Miami Business Schoal,
December 2017 to September 2018.

e University of Miami, Vice Dean of Graduate Programs and Executive Education, School
of Business, Fall 2016 to Summer 2017.

e University of Miami, Professor of Marketing, Fall 2000 to present.

e Executive Director, JAE Leadership Institute, Fall 2010 to Fall 2014.

e University of Miami, Chair, Department of Marketing, Fall 2000 to Summer 2004; Fall
2006 to Summer 2009.

e University of Miami, Vice Dean of Strategic Initiatives, School of Business, Spring 2008 to
Summer 2009.

e University of Miami, Associate Professor of Marketing, Fall 1994 to Summer 2000.

e University of Miami, Assistant Professor of Marketing, Fall 1987 to Summer 1994.

e |llinois State University, Department of Marketing, Visiting Lecturer, Fall 1986 to Spring
1987.
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e University of lllinois at Urbana-Champaign, Department of Business Administration,
Teaching Assistant, Fall 1983 to Spring 1986.

Non-Academic

e Indian Communications Network Private Ltd., New Delhi, India, Product Manager, 1981-
83; Area Sales Manager, 1980-81.

ACADEMIC ACCOMPLISHMENTS

PUBLICATIONS

Refereed Journal Articles

Giovannetti, Marta, Arun Sharma, Deva Rangarajan, Silvio Cardinali, Elena Cedrola

(2023), “Understanding the enduring shifts in sales strategy and processes caused by the
COVID-19 pandemic”, Journal of Business & Industrial Marketing, forthcoming,
https://doi.org/10.1108/JBIM-12-2022-0570

Giovannetti, Marta, Arun Sharma, Silvio Cardinali, Elena Cedrola, and Deva Rangarajan
(2022), “Understanding salespeople’s resistance to, and acceptance and leadership of
customer-driven change,” Industrial Marketing Management, 107: 433-449;
https://doi.org/10.1016/j.indmarman.2022.10.021.

Chavi, Fletcher-Chen, Arun Sharma, and Deva Rangarajan (2022), “Examining supplier,
buyer, and customer triads: The critical role of conflict in interaction processes and
product/service innovations,” Industrial Marketing Management, 107 (2022): 337-352;
https://doi.org/10.1016/j.indmarman.2022.10.019.

Vatavwala, Sanket, Bipul Kumar, Arun Sharma, Aditya Billore, and Ashish Sadh (2022),
“Customer Disengagement in Business-to-Business Markets: A Framework for Analysis,”
Industrial Marketing Management, 105: 114-30;
https://doi.org/10.1016/j.indmarman.2022.05.018.

Aroor, Sushanth Rao, Kaiz S. Asif, Jennifer Potter-Vig, Arun Sharma, Bijoy K. Menon, Violiza
Inoa, Cynthia B. Zevallos, Jose G. Romano, Larry B. Goldstein, Santiago Ortega-Gutierrez,
and Dileep R. Yavagal (2022), “Mechanical Thrombectomy Access for All? Challenges in
increasing endovascular treatment for acute ischemic stroke in the United States,” Journal
of Stroke, 24(1):41-48; https://doi.org/10.5853/j0s.2021.03909.

Kumar, Bipul, and Arun Sharma (2022), “Examining the research on social media in
business-to-business marketing with a focus on sales and the selling process,” Industrial
Marketing Management, 102: 122-40; https://doi.org/10.1016/j.indmarman.2022.01.008.
Kumar, Bipul, and Arun Sharma (2021), “Managing the supply chain during disruptions:
Developing a framework for decision-making,” Industrial Marketing Management, 97: 159-
172. https://doi.org/10.1016/j.indmarman.2021.07.007

Raajpoot, Nusser and Arun Sharma (2021), “The Function of Innovation Culture in the
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Success of New Services,” Journal of Global Scholars of Marketing Science, 31:3, 392-414,
DOI: 10.1080/21639159.2021.1924818

Rangarajan, Deva, Arun Sharma, Teidorlang Lyngdoh, and Bert Paesbrugghe (2021),
“Business-to-business selling in the post covid era: Developing an adaptive salesforce,”
Business Horizons, 64, 647-58. https://doi.org/10.1016/j.bushor.2021.02.030

Paesbrugghe, Bert, Deva Rangarajan, Bryan Hochstein and Arun Sharma (2020), “Evaluation
of salespeople by the purchasing function: implications for the evolving role of
salespeople,” Journal of Personal Selling and Sales Management, 40:4, 289-305, DOI:
10.1080/08853134.2020.1813590.

Sharma, Arun (2020), “Sustainability Research in Business-to-Business Markets: An Agenda
for Inquiry,” Industrial Marketing Management, 88, 323-29, DOI:
https://doi.org/10.1016/j.indmarman.2020.05.037

Sharma, Arun, Deva Rangarajan and Bert Paesbrugghe (2020), “Increasing Resilience by
Creating an Adaptive Salesforce,” Industrial Marketing Management, 88, 238-46, DOI:
https://doi.org/10.1016/j.indmarman.2020.05.023

Sharma, Arun (2020), “The Organization of Customer Support Services,” European Journal of
Marketing, 54, 4, 1813-14, DOI: https://doi.org/10.1108/ejm-07-2020-974

Kumar, Bipul, Arun Sharma, Sanket Vatavwala and Prashant Kumar (2020), “Digital
Mediation in Business-to-Business Marketing: A Bibliometric Analysis,” Industrial Marketing
Management, 85, 126-40, DOI: https://doi.org/10.1016/j.indmarman.2019.10.002

Grewal, Dhruv, Todd J. Arnold, Scott Motyka, Namwood Kim, Arun Sharma and Rajendra
Srivastava (2019), “Store Manager-Store Performance Relationship: A Research Note,”
Journal of Retailing, 95 (2), 144-155, DOI: https://doi.org/10.1016/j.jretai.2019.03.002
Kumar, Prashant, Arun Sharma and Jari Salo (2019), “A Bibliometric Analysis of Extended
Key Account Management Literature,” Industrial Marketing Management, 82 (October),
276-292, DOI: https://doi.org/10.1016/j.indmarman.2019.01.006

Jha, Subhash, M. S. Balaji, Kumar Rakesh Ranjan and Arun Sharma (2019). “Effect of service-
related resources on employee and customer outcomes in trade shows.” Industrial
Marketing Management, 76, 48-59, DOI: https://doi.org/10.1016/j.indmarman.2018.07.012
Rangarajan, Deva, Arun Sharma, Bert Paesbrugghe and Robert Boute (2018), “Aligning Sales
and Operations Management: An Agenda for Inquiry,” Journal of Personal Selling and Sales
Management, 38 (2), 220-40, DOI: https://doi.org/10.1080/08853134.2018.1450148
Sharma, Arun and Niladri Syam (2018), “Sales and Customer Development: An Agenda for
Inquiry,” Industrial Marketing Management, 69 (February), 133-34, DOI:
https://doi.org/10.1016/j.indmarman.2018.01.032

Syam, Niladri and Arun Sharma (2018), “Waiting for a Sales Renaissance in the Fourth
Industrial Revolution: Machine Learning and Artificial Intelligence in Sales Research and
Practice,” Industrial Marketing Management, 69 (February), 135-46. Runner-up for Best
Paper Award for 2018, 5,242 downloads, DOI:
https://doi.org/10.1016/j.indmarman.2017.12.019

Paesbrugghe, Bert, Arun Sharma, Deva Rangarajan and Niladri Syam (2018), “Personal
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Selling and the Purchasing Function: Where do We Go From Here?” Journal of Personal
Selling and Sales Management, 38 (1), 123-43, DOI:
https://doi.org/10.1080/08853134.2018.1425881

Paesbrugghe, Bert, Deva Rangarajan, Arun Sharma, Niladri Syam and Subhash Jha (2017),
“Purchasing-driven sales: Matching sales strategies to the evolution of the purchasing
function,” Industrial Marketing Management, 62, 171-184,
https://doi.org/10.1016/j.indmarman.2016.09.002

Rapp, Adam A., Daniel G. Bachrach, Karen Flaherty, Douglas E. Hughes, Arun Sharma, and
Clay M. Voorhees (2017), “The Role of the Sales-Service Interface and Ambidexterity in the
Evolving Organization: A Multilevel Research Agenda,” Journal of Service Research, 20, 1,
59-75. DOI: 10.1177/1094670516679274

Sharma, Arun (2016), “What Personal Selling and Sales Management Recommendations
from Developed Markets Are Relevant in Emerging Markets? Journal of Personal Selling and
Sales Management, 36 (2), 89-104. DOI: 10.1080/08853134.2016.1185951

Sharma, Arun and Subhash Jha (2016), “Innovation from Emerging Market Firms: What
Happens When Market Ambitions Meet Technology Challenges?” Journal of Business and
Industrial Marketing, 31, 4, 507-18. DOI: 10.1108/jbim-12-2014-0265

Sharma, Arun and Heiner Evanschitzky (2016), “Returns on Key Accounts: Do the Results
Justify the Expenditures?” Journal of Business and Industrial Marketing, 31, 2, 174-82. DOI:
10.1108/jbim-11-2014-0234

Gopalkrishnan R. lyer, Sarah Xiao, Arun Sharma and Michael Nicholson (2015), “Behavioral
Issues in Price Setting in Business-to-business Marketing: A Framework for Analysis,”
Industrial Marketing Management, 47, (May), 6-16. DOI: 10.1016/j.indmarman.2015.02.001
Sharma, Arun and Gopalkrishnan R. lyer (2012), “Resource-Constrained Product
Development: Implications for Green Marketing and Green Supply Chains,” Industrial
Marketing Management, 41, 4 (May), 599-608. DOI: 10.1016/j.indmarman.2012.04.007
lyer, Gopalkrishnan R., Jagdish N. Sheth and Arun Sharma (2012), “The Resurgence of India:
Triumph of Institutions Over Infrastructure,” Journal of Macromarketing, 32, 3, 309-318.
DOI: 10.1177/0276146712441003

Evanschitzky, Heiner, Arun Sharma and Catja Prykop (2012), “The Role of the Sales
Employee in Securing Customer Satisfaction,” European Journal of Marketing, 46, 3/4, 489-
508. DOI: 10.1108/03090561211202576

Raajpoot, Nusser, Arun Sharma, and Jean Lefebvre (2012), “Use of counterfactual thinking
for understanding the impact of personal value orientation on blame assignment and
customer complaint behavior,” Atlantic Marketing Journal, 1, 2, 1-22. Available at
digitalcommons.kennesaw.edu

Sharma, Arun and Gopalkrishnan R. lyer (2011), “Are Pricing Policies an Impediment to the
Success of Customer Solutions?” Industrial Marketing Management, 40, 723-29. DOI:
10.1016/j.indmarman.2011.06.002

Gurnani, Haresh, Arun Sharma and Dhruv Grewal (2010), “Optimal Return Policy under
Demand Uncertainty,” Journal of Retailing, 86, 2, 137-47. DOI: 10.1016/j.jretai.2010.02.001
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Sharma, Arun and Jagdish N. Sheth (2010), “A Framework of Technology Mediation in
Consumer Selling: Implications for Firms and Sales Management,” Journal of Personal
Selling and Sales Management, 30, 2 (Spring), 121-29. Marvin Jolson Award for Best
Contribution to Selling and Sales Management Practice, Journal of Personal Selling and Sales
Management, Volume 30 (2010). DOI: 10.2753/pss0885-3134300203

Sharma, Arun, Gopalkrishnan R. lyer, Anuj Mehrotra and R. Krishnan (2010), “Sustainability
and Business-to-Business Marketing: A Framework and Implications,” Industrial Marketing
Management, 39, 2, 330-341. Awarded Best Paper Award for 2010. DOI:
10.1016/j.indmarman.2008.11.005

Arnold, Todd J., Robert W. Palmatier, Dhruv Grewal and Arun Sharma (2009),
“Understanding Retail Managers’ Role in the Sales of Products Versus Services,” Journal of
Retailing, 85, 2, 129-44. 2011 Davidson Honorable Mention Award for the Best Article in
Volume 85 (2009) of the Journal of Retailing. DOI: 10.1016/].jretai.2008.09.006

Grewal, Dhruv, Gopalkrishnan R. lyer, Wagner A. Kamakura, Anuj Mehrotra and Arun
Sharma (2009), “Evaluation of Subsidiary Marketing Performance: Combining Process and
Outcome Performance Metrics,” Journal of the Academy of Marketing Science, 37, 2, 117-
129. DOI: 10.2139/ssrn.2392640

Sheth, Jagdish N., Arun Sharma and Gopalkrishnan R. lyer (2009), “Why Integrating
Purchasing with Marketing is both Inevitable and Beneficial,” Industrial Marketing
Management, 33, 8, 865-71. DOI: 10.1016/j.indmarman.2008.12.021

Sharma, Arun, Gopalkrishnan R. lyer and Nusser A. Raajpoot (2009), “A Framework for
Offshoring Marketing Processes in Business-to-Business Marketing Relationships,” Industrial
Marketing Management, 38 (4), 419-25. DOI: 10.1016/j.indmarman.2009.03.007

Raajpoot, Nusser, Arun Sharma and Jean-Charles Chebat (2009), “What Generates Word-of-
mouth in Retail Contexts,” Esic Market, Vol. 133, pp. 27-58. Available at ssrn.com

Sharma, Arun (2008), “Improving Customer Service and Profitability through Customer
Intervention in Service Relationships,” Journal of Relationship Marketing, 7(4), 327-340.
DOI: 10.1080/15332660802508505

Sheth, Jagdish N. and Arun Sharma (2008), “The Impact of Transitioning from Products to
Services in Business and Industrial Markets on the Evolution of the Sales Organization,”
Industrial Marketing Management, 37, 260-269. DOI: 10.1016/j.indmarman.2007.07.010
Sharma, Arun, Gopalkrishnan R. lyer and Heiner Evanschitzky (2008), “Personal Selling of
High-Technology Products: The Solution-Selling Imperative,” Journal of Relationship
Marketing, 7 (3), 287-308. DOI: 10.1080/15332660802409639

Raajpoot, Nusser, Arun Sharma and Jean-Charles Chebat (2008), “The Role of Gender and
Work Status in Shopping Center Patronage,” Journal of Business Research, 61, 825-833.
DOI: 10.1016/j.jbusres.2007.09.009

Sharma, Arun (2007), “The Shift in Sales Organizations in Business-to-Business Services
Markets,” Journal of Services Marketing, 21, 5, 326-33. DOI: 10.1108/08876040710773633
Sheth, Jagdish N., and Arun Sharma (2007), “E-Services — A Framework for Growth,” Journal
of Value Chain Management, 1, 1/2, 7-12. DOI: 10.1007/978-3-8350-9614-1_2
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Sharma, Arun (2007), “Opportunities of International E-Services: A Conceptual Model,”
Journal of Value Chain Management, 1, 1/2, 63-78. DOI: 10.1007/978-3-8350-9614-1 5
Sharma, Arun (2007), “The Metrics of Relationships: Measuring Satisfaction, Loyalty, and
Profitability of Relational Customers,” Journal of Relationship Marketing, 6, 2, 33-50. DOI:
10.1300/j366v06n02_04

Sharma, Arun, Michael Levy and Heiner Evanschitzky (2007), “The Variance in Sales
Performance Explained by the Knowledge Structures of Salespeople: A Research Note,”
Journal of Personal Selling and Sales Management, 27, 2 (Spring), 169-81. DOI:
10.2753/pss0885-3134270204

Sharma, Arun and Anuj Mehrotra (2007), “Choosing an Optimal Channel Mix in
Multichannel Environments,” Industrial Marketing Management, 36, 1 (January), 21-28.
DOI: 10.1016/j.indmarman.2006.06.012

Sharma, Arun and Gopalkrishnan R. lyer (2006), “Country Effects on CRM Success” Journal
of Relationship Marketing, 5, 4, 63-78. DOI: 10.1300/j366v05n04_05

Sheth, Jagdish N., and Arun Sharma (2006), “Surpluses and Shortages in B2B markets,”
Journal of Business and Industrial Marketing, 21, 7, 422-27. Available at emerald.com
Raajpoot, Nusser A., and Arun Sharma (2006), “Perceptions of Incompatibility in Customer-
to-Customer Interactions: Examining Individual Level Differences,” Journal of Services
Marketing, 20, 5, 324-32. DOI: 10.1108/08876040610679936

Sheth, Jagdish N., and Arun Sharma (2006), “India as a Global Supplier of Products and
Services: Expectations and Emerging Challenges,” Journal of Asia Pacific Business, 7, 3, 5-22.
DOI: 10.1300/j098v07n03_02

lyer, Gopalkrishnan R., Arun Sharma and Heiner Evanschitzky (2006), “Global Marketing of
Industrial Products: Are Interpersonal Relationships Always Critical?” Industrial Marketing
Management, 35, 5 (July), 611-20. DOI: 10.1016/j.indmarman.2005.07.006

Sharma, Arun (2006), “Success Factors in Key Accounts,” Journal of Business and Industrial
Marketing, 221, 3, 141-50. DOI: 10.1108/08858620610662796

lyer, Gopalkrishnan, Arun Sharma and David Bejou (2006), “Developing Relationship Equity
in International Markets,” Journal of Relationship Marketing, 5, 1, 3-23. DOI:
10.4324/9781315866291-7

Sharma, Arun (2006), “Strategies for Maximizing Customer Equity of Low Lifetime Value
Customers,” Journal of Relationship Marketing, 5, 1, 59-83. DOI: 10.4324/9781315866291-
10

Sheth, Jagdish N., and Arun Sharma (2005), “International E-Marketing: Opportunities and
Issues,” International Marketing Review, 22, 6, 611-22. DOI: 10.1108/02651330510630249
Sharma, Arun and Peter LaPlaca (2005), “Marketing in the Emerging Era of Build-to-Order
Manufacturing,” Industrial Marketing Management, 34, 5, 476-486. DOI:
10.1016/j.indmarman.2004.11.001

lyer, Gopalkrishnan, Arun Sharma and David Bejou (2005), “Une Analyse du Processus
Relationnel Sur Les Marchés Internationaux,” Revue Francgaise du Marketing, 202, 2/5
(May), 99-116. DOI: 10.1300/J366v05n01_02
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Sharma, Arun, Gregory A. Rich, and Rajan Varadarajan (2004), “Diversification and Market
Context,” Journal of the Academy of Marketing Science, 32, 4, 350-65. DOI:
10.1177/0092070304267104

Sharma, Arun (2004), “Looking Inside the Black Box of Customer Value,” Journal of
Relationship Marketing, 3 (1), 9-19. DOI: 10.1300/J366v03n02_02

Sharma, Arun, (2004), “Business Marketing Meets High Tech: Exploring the Emerging
Opportunities at the Intersection of Business Marketing and High Technology,” Industrial
Marketing Management, 33 (7), 627-632. DOI: 10.1016/j.indmarman.2003.10.013

Sharma, Arun, Gregory Rich and Scott Liewehr (2003), “Antecedents of Channel Integration
in Business Markets: An Examination of Moderating Influences,” Journal of Marketing
Channels, 10 (3/4), 3-22. DOI: 10.1300/J049v10n03_02

Sharma, Arun and John Shook (2002), “Examining The Dimensionality Of The Electronic
Commerce Competitive Advantage Framework,” Journal of Business Research, 55, 2, 159-
68. DOI: 10.1016/S0148-2963(00)00144-9

Sharma, Arun (2002), “Trends in Internet-Based Business-to-Business Marketing,” Industrial
Marketing Management, 31 (2), 77-84. DOI: 10.1016/50019-8501(01)00179-8

Sharma, Arun (2002), “Trends in Internet-Based Business-to-Business Marketing,” Industrial
Marketing Management, 31, 2, 77-84. DOI: 10.1016/50019-8501(01)00179-8

Sharma, Arun (2002), “The Shift from Localization to Globalization in the Forest Products
Industry: A Conceptual Model,” Forest Policy and Economics, 4, 341-353. DOI:
10.1016/51389-9341(02)00059-9

Sharma, Arun, Martin R. Young and Jay M. Wilkinson (2002), “The Commitment of
Distribution Channel Members: Toward a Constructive Synthesis,” Journal of Marketing
Channels, 10 (2), 77-99. DOI: 10.1300/J049v10n02_05

Sharma, Arun, Greg Niemeyer and Martin R. Young (2003), “The Role of Supply
Management Capabilities in Green Supply,” Production and Operations Management, 12, 2,
243-260. DOI: 10.1111/j.1937-5956.2003.tb00504.x

Sharma, Arun, Christian Homburg, and Rajan Varadarajan (2004), “Business Unit Strategy
and Performance: The Moderating Role of the Environment,” Journal of Management, 30
(2), 189-208. DOI: 10.1016/j.jm.2003.01.005

Rangarajan, Deva, Arun Sharma, Bert Paesbrugghe and Robert Boute (2018), “Aligning Sales
and Operations Management: An Agenda for Inquiry,” Journal of Personal Selling and Sales
Management, 38 (2), 220-40. DOI: 10.1080/08853134.2018.1450148

Sharma, Arun and Niladri Syam (2018), “Sales and Customer Development: An Agenda for
Inquiry,” Industrial Marketing Management, 69 (February), 133-34. DOI:
10.1016/j.indmarman.2018.01.032

Syam, Niladri and Arun Sharma (2018), “Waiting for a Sales Renaissance in the Fourth
Industrial Revolution: Machine Learning and Artificial Intelligence in Sales Research and
Practice,” Industrial Marketing Management, 69 (February), 135-46. Runner-up for Best
Paper Award for 2018, 5,242 downloads. DOI: 10.1016/j.indmarman.2017.12.019
Paesbrugghe, Bert, Arun Sharma, Deva Rangarajan and Niladri Syam (2018), “Personal
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Selling and the Purchasing Function: Where do We Go From Here?” Journal of Personal
Selling and Sales Management, 38 (1), 123-43. DOI: 10.1080/08853134.2018.1425881
Paesbrugghe, Bert, Deva Rangarajan, Arun Sharma, Niladri Syam and Subhash Jha (2017),
“Purchasing-driven sales: Matching sales strategies to the evolution of the purchasing
function,” Industrial Marketing Management, 62, 171-184. DOI:
10.1016/j.indmarman.2016.09.002

Rapp, Adam A., Daniel G. Bachrach, Karen Flaherty, Douglas E. Hughes, Arun Sharma, and
Clay M. Voorhees (2017), “The Role of the Sales-Service Interface and Ambidexterity in the
Evolving Organization: A Multilevel Research Agenda,” Journal of Service Research, 20, 1,
59-75. DOI: 10.1177/1094670516679274

Sharma, Arun (2016), “What Personal Selling and Sales Management Recommendations
from Developed Markets Are Relevant in Emerging Markets? Journal of Personal Selling and
Sales Management, 36 (2), 89-104. DOI: 10.1080/08853134.2016.1185951

Sharma, Arun and Subhash Jha (2016), “Innovation from Emerging Market Firms: What
Happens When Market Ambitions Meet Technology Challenges?” Journal of Business and
Industrial Marketing, 31, 4, 507-18. DOI: 10.1108/jbim-12-2014-0265

Sharma, Arun and Heiner Evanschitzky (2016), “Returns on Key Accounts: Do the Results
Justify the Expenditures?” Journal of Business and Industrial Marketing, 31, 2, 174-82. DOI:
10.1108/jbim-11-2014-0234

Gopalkrishnan R. lyer, Sarah Xiao, Arun Sharma and Michael Nicholson (2015), “Behavioral
Issues in Price Setting in Business-to-business Marketing: A Framework for Analysis,”
Industrial Marketing Management, 47, (May), 6-16. DOI: 10.1016/j.indmarman.2015.02.001
Sharma, Arun and Gopalkrishnan R. lyer (2012), “Resource-Constrained Product
Development: Implications for Green Marketing and Green Supply Chains,” Industrial
Marketing Management, 41, 4 (May), 599-608. DOI: 10.1016/j.indmarman.2012.04.007
lyer, Gopalkrishnan R., Jagdish N. Sheth and Arun Sharma (2012), “The Resurgence of India:
Triumph of Institutions Over Infrastructure,” Journal of Macromarketing, 32, 3, 309-318.
DOI: 10.1177/0276146712441003

Evanschitzky, Heiner, Arun Sharma and Catja Prykop (2012), “The Role of the Sales
Employee in Securing Customer Satisfaction,” European Journal of Marketing, 46, 3/4, 489-
508. DOI: 10.1108/03090561211202576

Raajpoot, Nusser, Arun Sharma, and Jean Lefebvre (2012), “Use of counterfactual thinking
for understanding the impact of personal value orientation on blame assignment and
customer complaint behavior,” Atlantic Marketing Journal, 1, 2, 1-22. Link

Sharma, Arun and Gopalkrishnan R. lyer (2011), “Are Pricing Policies an Impediment to the
Success of Customer Solutions?” Industrial Marketing Management, 40, 723-29. DOI:
10.1016/j.indmarman.2011.06.002

Gurnani, Haresh, Arun Sharma and Dhruv Grewal (2010), “Optimal Return Policy under

Demand Uncertainty,” Journal of Retailing, 86, 2, 137-47. DOI: 10.1016/j.jretai.2010.02.001
Sharma, Arun and Jagdish N. Sheth (2010), “A Framework of Technology Mediation in
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Consumer Selling: Implications for Firms and Sales Management,” Journal of Personal
Selling and Sales Management, 30, 2 (Spring), 121-29. Marvin Jolson Award for Best
Contribution to Selling and Sales Management Practice, Journal of Personal Selling and Sales
Management, Volume 30 (2010). DOI: 10.2753/pss0885-3134300203

Sharma, Arun, Gopalkrishnan R. lyer, Anuj Mehrotra and R. Krishnan (2010), “Sustainability
and Business-to-Business Marketing: A Framework and Implications,” Industrial Marketing
Management, 39, 2, 330-341. Awarded Best Paper Award for 2010. DOI:
10.1016/j.indmarman.2008.11.005

Arnold, Todd J., Robert W. Palmatier, Dhruv Grewal and Arun Sharma (2009),
“Understanding Retail Managers’ Role in the Sales of Products Versus Services,” Journal of
Retailing, 85, 2, 129-44. 2011 Davidson Honorable Mention Award for the Best Article in
Volume 85 (2009) of the Journal of Retailing. DOI: 10.1016/].jretai.2008.09.006

Grewal, Dhruv, Gopalkrishnan R. lyer, Wagner A. Kamakura, Anuj Mehrotra and Arun
Sharma (2009), “Evaluation of Subsidiary Marketing Performance: Combining Process and
Outcome Performance Metrics,” Journal of the Academy of Marketing Science, 37, 2, 117-
129. DOI: 10.2139/ssrn.2392640

Sheth, Jagdish N., Arun Sharma and Gopalkrishnan R. lyer (2009), “Why Integrating
Purchasing with Marketing is both Inevitable and Beneficial,” Industrial Marketing
Management, 33, 8, 865-71. DOI: 10.1016/j.indmarman.2008.12.021

Sharma, Arun, Gopalkrishnan R. lyer and Nusser A. Raajpoot (2009), “A Framework for
Offshoring Marketing Processes in Business-to-Business Marketing Relationships,” Industrial
Marketing Management, 38 (4), 419-25. DOI: 10.1016/j.indmarman.2009.03.007

Raajpoot, Nusser, Arun Sharma and Jean-Charles Chebat (2009), “What Generates Word-of-
mouth in Retail Contexts,” Esic Market, Vol. 133, pp. 27-58. Available here

Sharma, Arun (2008), “Improving Customer Service and Profitability through Customer
Intervention in Service Relationships,” Journal of Relationship Marketing, 7(4), 327-340.
DOI: 10.1080/15332660802508505

Sheth, Jagdish N. and Arun Sharma (2008), “The Impact of Transitioning from Products to
Services in Business and Industrial Markets on the Evolution of the Sales Organization,”
Industrial Marketing Management, 37, 260-269. DOI: 10.1016/j.indmarman.2007.07.010
Sharma, Arun, Gopalkrishnan R. lyer and Heiner Evanschitzky (2008). “Personal Selling of
High-Technology Products: The Solution-Selling Imperative,” Journal of Relationship
Marketing, 7 (3), 287-308. DOI: 10.1080/15332660802409639

Raajpoot, Nusser, Arun Sharma and Jean-Charles Chebat (2008). “The Role of Gender and
Work Status in Shopping Center Patronage,” Journal of Business Research, 61, 825-833.
DOI: 10.1016/j.jbusres.2007.09.009

Sharma, Arun (2007). “The Shift in Sales Organizations in Business-to-Business Services
Markets,” Journal of Services Marketing, 21, 5, 326-33. DOI: 10.1108/08876040710773633
Sheth, Jagdish N., and Arun Sharma (2007). “E-Services — A Framework for Growth,” Journal
of Value Chain Management, 1, 1/2, 7-12. DOI: 10.1007/978-3-8350-9614-1_2

Sharma, Arun (2007). “Opportunities of International E-Services: A Conceptual Model,”
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Journal of Value Chain Management, 1, 1/2, 63-78. DOI: 10.1007/978-3-8350-9614-1 5
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