Paul Clark, Ph.D.
Professor of Marketing

Academic Degrees Earned

e Ph.D., University of Memphis, Memphis, TN, Marketing (Cognitive Psychology
minor), 2001

e M.S.M., University of Alabama Huntsville, Huntsville, AL, Management of
Technology, 1998

e B.B.A., Brock University, Ontario, Canada, Marketing, 1996

Academic Experience

e Professor of Marketing, Coastal Carolina University (August, 2015 - Present),
Conway, South Carolina.

e Associate Professor of Marketing, Wall College of Business (August, 2011 - August,
2015), Conway, South Carolina.

e Associate Professor of Marketing (with Tenure), Indiana State University (2008 -
2011), Terre Haute, Indiana.

e Assistant Professor of Marketing, Indiana State University (2002 - 2008), Terre
Haute, Indiana.

e Instructor, University of Memphis (1999 - 2002), Memphis, Tennessee.

| Teaching Interests

e Marketing Strategy, International Marketing, Game Theory

| Research Interests

e Consumer Behavior, Decision Making, Consumer Socialization, and Real Estate
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Selected Service Engagements

e Marketing Consultant

Professional Memberships (Past and Present)

e American Marketing Association (AMA)
e American Society for Business and Behavioral Sciences (ASBBS)
e Society for Marketing Advances (SMA)




