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Education

Ph D, Texas Tech University, Lubbock, TX, Marketing. (1983).
BA, Texas Tech University, Lubbock, TX, Psychology. (1978).

Academic Experience

Professional Interests

Research interests

Sales, Consumer Behavior, Marketing Education, and Social/Ethical Issues in Marketing

Teaching areas

Professional Selling and Sales Management, Success

Teaching

Undergraduate Courses Taught

Introduction to Marketing
Professional Selling
Time Managemnt for Salespeople
Time Management for Salespeople
Sales Management
Readings in Sales/Marketing
Readings in Sales and Marketing
Buyer Behavior
Cases in Marketing
Contemporary Marketing
Directed Study in Marketing
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Presentations

Muncy, J. A., "A Personal Development Approach to Developin the Personal Intelligences in Marketing Education", Association for Marketing Theory and Practice, Hilton Head, SC. (March 2006). Published in the proceedings.
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Service Activities

University Service Activities 

Presidential Committee on Marketing. (2007 - 2008).
Senator, Faculty Senate. (2005 - 2008).
Committee Chair, Athletic Committee. (2006 - 2007).
Senator, Parliamentarian, Faculty Senate. (2006 - 2007).

Langdale College Service Activities

Committee Chair, Promotion and Tenure Committee. (2007 - 2009).

Regional Service

Speaker, Various Business and Non-Profit Organizations. (2000 - 2008).
I often speak to various business and non-profit organization on success, sales, time management, and people skills.

Professional Service

Editorial Review Board Member, Psychology and Marketing. (1995 - 2008).
Executive Director, Association for Consumer Research. (2000 - 2004).
Executive Director

Honors and Awards

Honors and Awards

Student Advisory Council Teacher of the Year Finalist, Valdosta State University, Langdale College of Business. (2007).
Student Advisory Council Teacher of the Year Finalist, Valdosta State University, Langdale College of Business. (2006).
Student Advisory Council Teacher of the Year Finalist, Valdosta State University, Langdale College of Business. (2005).
Student Advisory Council Teacher of the Year Finalist, Valdosta State University, Langdale College of Business. (2004).
Student Advisory Council Teacher of the Year, Valdosta State University, Langdale College of Business. (2003).

Memberships

Association for Consumer Research.

