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December 2019
Dear Colleagues, Members and Friends,
You may recall that I referred to you as my SMA family during the awards luncheon. This is truly how I
see my fellow SMA members. It was such a pleasure to serve as co-program chair together with Alvin J.
Williams, Joseph F. Hair and John “Rusty” Brooks for the 2019 Society for Marketing Advances (SMA)
conference in New Orleans, LA. However, without the dedication, effort, and hard work of the whole
Executive Committee (EC) the conference would not be the successful event that it is each year. Each role
on the EC warrants considerable amounts of time, time that we find despite our teaching, research and
other service commitments. The 2019 Executive Committee consisted of:
•
•
•
•
•
•
•
•

J. Charlene Davis, President
Michael Levin, Treasurer
Rebecca VanMeter, Executive Director
Sandipan Sen, Secretary
Kesha Coker, Director of Electronic Communications
Holly Syrdal, Academic Placement Services
Lucy Matthews, Director of Membership
Jie Fowler, Proceedings Editor

In addition, the conference would not be successful without the commitment from the teaching and
research track chairs, session chairs, and reviewers. SMA is forever grateful for you services. We also
have an incredible team of SMA members that offer their time to plan, recruit, and organize the annual
Doctoral Consortium, this year led by Elten Briggs, Brian Rutherford, and Kevin Shanahan. SMA also
offer added benefits to our members by holding multiple pre-conference workshop to further develop our
members’ teaching and research skills. I would like to acknowledge and thank the following contributors
who volunteered their time and knowledge. This year Barry Babin and Nina Krey facilitated two
workshops, the 14th annual CB-SEM refresher and the Meta Analysis workshop. Lucy Matthews held our
second annual PLS-SEM workshop, and Eric Harvey facilitated the teaching social media workshop.
Additional gratitude goes to Chris Newman for chairing the Doctoral Dissertation Proposal Competition
and Joseph F. Hair for chairing the Steven J. Shaw/ Joe Hair Best Paper in Conference. A big thank you
to the Board of Governors who continue to lead SMA’s strategic vision in a highly competitive
conference market.
Thank you to our educational and corporate sponsors who support SMA and the conference. SMA is not
only organizing an annual conference but we also encourage our members to take part in writing about
their scholarly teaching endeavors and research findings in our two affiliated journals Marketing
Education Review (Barbara Wooldridge, editor) and Journal of Marketing Theory and Practice
(Christopher D. Hopkins, editor).
Last but not least, thank you for attending the 2019 SMA conference and for all your contributions that
made it yet another enjoyable and productive event. I hope to see you at our 2020 conference in Ft.
Worth, Texas.
Pia A. Albinsson
Co-program chair and President-Elect
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FROM THE EDITOR
For this particular issue, we focused upon a variety of research streams including consumer behavior,
global marketing, marketing strategy and entrepreneurship, social media, personal selling, healthcare
marketing, research methods/analytics, retailing and supply chain, tourism, hospitality and sports
marketing, among others. In addition, we put emphasis on teaching and doctoral dissertations.
I would like to thank the authors/attendees, the reviewers, the executive members, and the board of
governors who contributed to this conference in New Orleans, LA. I especially thank Pia A. Albinsson,
Alvin J. Williams, John (Rusty) Brooks, and Joseph F. Hair Jr, for their dedication and hard work to the
conference program. I would also like to acknowledge the SMA sponsors who support this conference.
I hope this conference inspires you to continue engaging in research and teaching. On that note, please
join us in Fort Worth, Texas from November 4-7, 2020.
Best,

Jie. G. Fowler
SMA Editor
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Summary Brief

Demystifying the Link between Socio-Environmental
Intentions and Consumer-Brand Relationships
Loan Pham Thi Be, University of Grenoble Alpes, France
Faheem Ahmed, University of Grenoble Alpes, France
Pierre Valette-Florance, IAE Grenoble, France
This research empirically validated the varying influences of two brand relationship quality components (hot/cold
BRQ) on consumers’ socio-environmental intention as a direct result of three distinct set of consumer values namely
personal, social, and cultural values, for green product brands in Vietnam. A Partial Least Squares Structural
Equation Modeling (PLS-SEM) approach analyzed 525 responses for green cosmetics brands. The results support
that BRQ has a direct influence on behavioral indicators of willingness to pay a price premium, positive word-ofmouth and green purchase intentions, albeit with differing effects from both BRQ components. While hot BRQ tempts
consumers to pay more for the brand, cold BRQ engenders sharing of positive reviews. Findings of this study further
advance the theoretical and managerial literature regarding the impact of consumers’ values and BRQ for developing
countries and emerging economies.

Introduction
The need for establishing strong relationship between consumers and their chosen brands has gained considerable
attention from the marketing literature in recent years, since a better relationship quality leads to stronger customer
purchase intentions (De Cannière, De Pelsmacker, and Geuens 2010), wherein green behavior intentions becoming
more prevalent and requisite in today’s green environment are an implied outcome of healthy consumer-brand
relationships (Papista et al. 2018). Prior research has examined that consumer values have positive effects on
consumers’ loyalty intentions (Yeh, Wang, and Yieh 2016), and are predicted to be one of various antecedents for
brand relationship quality (BRQ). The presence of a positive brand relationship with green products and its impact on
purchase situations as well as advocacy intentions for green cosmetics has yet to largely investigate within the domain
of green marketing. This study examines various aspects of BRQ in the green brand context regarding consumers’
implicit values, and investigates, within a Vietnamese context, how a strong consumer-brand relationship encourages
the future consumption of green cosmetic brands.

Background Literature
BRQ is described as “a customer-based indicator expressing the strength and depth of relationship of the personbrand relationship” (Fournier 1998), and is conceptualized along two different components: a hot component centered
on emotions associated with the brand and a cold component formed through object-relevant beliefs in the brand’s
performance (Nyffenegger et al. 2015).
Values can help to transcend specific situations, guide evaluations of behavior in shaping preferences and
evaluative judgments (Schwartz 1994). Values consist of terminal goals which are widely used to measure the
consumers’ value pattern. Terminal values are divided into personal value and social value (Ajitha and Sivakumar
2017). Personal value is defined as “a desirable trans-situational goal varying in importance, which serves as a guiding
principle in the life of a person or other social entity” (Schwartz 1994). Social value is “the perceived utility of a
product based on the item’s ability to enhance one’s social well-being” (Kim and Ko 2012). Also, each individual is
influenced differently by culture, shaping their thoughts and practices. Culture is defined as “a collective programming
of the mind which distinguishes one group from another” (Hofstede 1980), which have been emphasized as
fundamental beliefs about humans' relationships and interactions with the world and other humans (McCarty and
Shrum 2001). A greater motivation to act on green consumption behaviors would lead to stronger emotion and
cognition to green brands.
Consumers’ responses towards a green product/brand are namely willingness to pay a price premium (WTP),
word of mouth (WOM) and purchase intentions. The strong emotional congruence to and belief in a brand are
significant determinants of WTP (Nyffenegger et al. 2015). Consumers make recommendations or share positive
WOM to other people and friends if they feel emotionally attached to and trusted a brand (Garbarino and Johnson
1999). A consumer who is willing to pay a price premium for the respective brand may express a strong purchase

2

intention towards the corresponding brand. Consumers often pay greater attention to a recommended brand and form
intentions to buy it based on positive recommendations (Baker et al. 2016).

Methodology
Questionnaires were developed to collect survey responds and processed quantitative analysis. PLS-SEM was
used to analyze collected data. All the measurement items are based on published scales with sound psychometric
properties. The sample included total 525 consumers responding online and face-to-face questionnaires. Age, gender
and education are considered representative of the population (age: 6.3% under 20 years old, 55.8% 21-30 years old,
35.2% 31-40 years old, 2.7% over 41 years old; gender: 59.4% females; Education: 64.2% graduates and 35.8% postgraduates).

Key Findings and Discussion
Personal and social values differ in their impact on hot versus cold BRQ with cultural value acting as an antecedent
to the two sets of values. Findings suggest that managers might expect to connect customers to their green brands with
advertisements and eco-friendly visible product’s packaging that help to highlight consumers’ social status, wealth,
sense of prestige, and to satisfy the need to enhance their personal values as well as social visibility when consuming
a green brand.
Hot and cold BRQ demonstrate their significant varying effects on consumer responses towards a green brand.
Specifically, hot BRQ shows stronger relation to WTP than cold BRQ, revealing the important role of emotions for
brand performance to pay a price premium; and the influence of cold BRQ on WOM is greater than hot BRQ,
demonstrating WOM’s greater reliance on rational facts and functional benefits than emotional relations with a brand.
Managers should cultivate hot and cold BRQ to grow revenues through higher WTP and expanding positive WOM
activities of existing customers.
Positive WOM from existing consumers could attract new customers to purchase green brands. Viral marketing
campaigns based on consumer reviews should form a major part of marketing strategies. Also, product quality and
reliability of brands’ products should be upheld so existing consumers recommend these products to others. WTP has
a positive impact on brand purchase intention and is solely influenced by hot BRQ. To benefit from this finding,
instead of offering a lower price, green brands should establish strong emotional connections with customers based
on aspects of conspicuousness and social values, which enhances the competitive position in consumers’ minds and
promotes willingness to pay higher prices than the competition.
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Summary Brief

Consumer Connections with a Brand and That Brand
Community Dampen Hostile Responses to Prestige
Brand Envy
Jill Sundie, Radford University, USA
Daniel Beal, Virginia Tech, USA
James Ward, Arizona State University, USA
Andrew Perkins, Washington State University, USA
Four studies demonstrated that self-connection to a prestige branded product can dampen the hostile emotions
that typically result from envy during an upward social comparison involving that prestige brand. Relations between
self, brand, and brand community are intertwined in ways that have implications for social comparison processes
involving prestige brands.
Upward social comparisons involving people with social advantages relative to oneself are likely to prompt
feelings of inferiority and envy (Lange and Crusius 2015; Smith and Kim 2007). Prestige product displays can prompt
upward social comparisons, as they indicate relative status and success, and generate the same emotional responses as
other forms of social advantage (Sundie et al. 2009; Sung and Phau 2019). Prestige brands are routinely marketed with
suggestions or even promises of others’ envy. However, there are potential downsides for firms seeking to encourage
envious responses among potential consumers, as envy can quickly take a dark turn by prompting aggressive emotions
or behavior (Lange, Paulhus, and Crusius 2018; Smith and Kim 2007; Sundie et al. 2009). The rapid transmutation of
envy into hostility is conceptualized as a self-protective response, aimed at alleviating self-threat (Smith and Kim
2007). Based on this perspective one might conclude that those who covet a brand such as Porsche (e.g., aspirational
Porsche owners) might feel envy and hostility when encountering Porsche drivers. But what if an aspirational Porsche
owner sees himself as a part of that brand community? Inter-group Emotions Theory holds that people tend to respond
positively to the success of fellow group members, experiencing emotions such as happiness, pride in, and admiration
of, fellow group members’ achievements (Mackie, Maitner, and Smith 2009). If individual-level, dyadic self-brand
connections foster positive, collectively-oriented responses to brand community members’ successes, then a strong
self-brand connection may dampen rather than encourage hostile reactions to envy.
We examined the roles of self-brand connection (SBC) and brand community on hostile responses to brand envy.
We hypothesized that SBC would reduce the typically tight connection between feelings of envy and hostility during
an upward comparison involving a prestige branded product, and that the influence of SBC on the envy-hostility link
would be mediated by perceived self-and-brand-owner overlap for that prestige brand. In Study 1, we measured the
focal variables to examine whether the correlational pattern of relations was consistent with our hypothesis. In Studies
2-4, we followed an experimental causal chain design (Spencer, Zanna, and Fong 2005) to provide causal evidence of
the connections between these variables, and to test mediation. This causal chain approach involved conducting a set
of simple sequential experiments, with each experiment designed to provide evidence consistent with a specific
proposed causal relation(s) within the more complex mediated model.
Study 1 participants selected a desirable luxury vehicle from 8 options (e.g., Porsche Cayman S, Range Rover),
then reported their SBC (Escalas and Bettman 2003). Next, participants read a social comparison scenario featuring a
peer owner of the just-selected luxury vehicle, and imagined themselves in the scenario. The upward comparison
scenario described a group of friends talking to one another about the luxury car, at a group dinner. Participants
reported their emotional responses to this scenario (e.g., happy, envious, feeling of injustice; instructions and measures
taken from Sundie et al. 2009). Envy (comprised of measures of envy of attention and envy of recognition), and
Hostility (comprised of measures of injustice, resentment, anger, and unfairness), Overlap (the extent to which they
identified with owners of the prestige vehicle; Tropp and Wright 2001) were assessed. We examined whether the
interaction of self-brand connection (SBC) and Envy on Hostility was mediated by the interaction effect of Overlap
and Envy (model Type II meMO; Kwan and Chan 2018). Results using a bias-corrected bootstrapped 95% CI
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supported the specific form of mediated moderation. Both interactions were significant, suggesting that the relation
between Envy and Hostility decreased as a function of increasing SBC and as a function of increasing Overlap.
The next three experiments provided evidence consistent with the pattern of relations in study 1. Utilizing a similar
procedure to study 1, study 2 showed that participants in the manipulated high (vs. low) SBC condition reported
stronger overlap with brand owners, and more envy in response to an upward social comparison scenario involving
that prestige brand. In study 3, we manipulated envy and measured its influence on hostility, which was significant.
In the final experiment, we examined whether perceived overlap with brand owners (manipulated) would weaken the
normally tight connection between envy and hostility during a brand-based upward social comparison. Using multiple
regression, a set of interaction tests determined whether such overlap reduced the envy-hostility link. Simple slope
tests confirmed a significant difference between the high and moderate overlap conditions, and the high and low
overlap conditions. The low and moderate overlap slopes did not differ. Strong overlap with prestige brand owners
weakened the connection between envy and hostility during a brand-based upward social comparison.
When brand-based envy does prompt hostility, the resulting emotional and behavioral responses may harm brand
perceptions (Sundie et al. 2009), or drive consumers to competing brands (van de Ven, Zeelenberg, and Pieters 2011).
Four studies demonstrated that when people have a strong SBC to a prestige branded product, envy during a brandbased upward social comparison is less likely to foster hostility. These findings provide evidence that relations
between the self, brand, and community intertwine in ways that have implications for brand-based social comparison.
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Summary Brief

Satisfaction and Brand Evangelism: Investigating the
Moderating Effects on the Relationship
Samuel K. Doss, Barry University, USA
The objective of this research is to better understand the relationship of brand satisfaction and brand evangelism.
Past studies have not found a direct, statistically significant relationship between satisfaction and brand evangelism.
Through moderated multiple regression analysis, extraversion, brand trust, and opinion leadership were found to be
strengthening variables on the satisfaction-evangelism relationship. Neither consumer-brand identification nor brand
salience were moderating variables for the satisfaction and brand evangelism relationship.

Introduction
Jones and Sasser (1995) discussed that consumers who are emotionally supportive of the brand and have the
characteristics of brand evangelists will also have higher brand satisfaction than other consumers. Based on past work
by Brown, Barry, Dacin, and Gunst (2005) and De Matos and Rossi (2008), Doss (2014) hypothesized a direct
relationship that the stronger the brand satisfaction, the stronger the brand evangelism. Satisfaction is the self-defined
response to the pleasurable fulfillment of a consumer’s needs, wants, or desires (Oliver 1997). Band evangelism is
communicating positive information, ideas, and feelings concerning a specific brand freely, and often times fervently,
to others in a desire to influence consumption behavior (Doss 2014). However, it was found that satisfaction does not
have a statistically significant effect on brand evangelism.
This study investigates the individual variables that can strengthen the direct relationship of satisfaction and brand
evangelism. These variables include consumer-brand identification, brand trust, extraversion, opinion leadership,
quality consciousness, and brand salience. Analysis is performed for each, individual variable acting as a moderating
variable. A moderating variable will alter the strength or direction of an existing relationship.

Methodology
The mean centered process, as suggested by Aiken and West (1991), was used in tandem with a moderated
multiple regression analysis to test the hypotheses. A moderated relationship is a relationship which has an additional
variable interacting with a predictor variable to change the relationship between the predictor and the outcome
variable. The analysis looks at the interaction variable formed by the product of the independent variable (brand
satisfaction) by the introduced moderator variable (consumer brand identification, brand trust, extraversion, opinion
leadership, and brand salience). If the interaction variable is significant, then a moderated relationship is indicated
(Aiken and West 1991).
A total of 528 surveys were completed. The overall ages range from 19 to 86 years old with the average age being
48.4 (median age of 49 years). The percentage of males nearly equal the percentage of females at 51% to 49%,
respectively. The predominant category for ethnicity is White at 89.4% with the second largest categories being
Hispanic/Latino and Asian at 3.4% and 3.2%, respectively. Income levels and education levels are varied with no
specific category dominating.

Results
Through moderated multiple regression analysis, brand trust, extraversion, and opinion leadership were found to
be strengthening variables on the satisfaction-evangelism relationship. However, neither consumer-brand
identification nor brand salience were moderating variables for the satisfaction and brand evangelism relationship.
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Summary Brief

When Status Consumption Empowers Consumers to
Donate
Sona Klucarova-Travani, University of Central Florida, USA
Xin He, University of Central Florida, USA
While status consumption and charitable donations have often been portrayed as two opposing ends, this research
examines the connection between these two seemingly contradictory behaviors. The results of a series of studies
demonstrate that status consumption, considered a self-centered behavior, leads to increased charitable donations, a
prosocial outcome. This effect is mediated by the feelings of empowerment that consumers derive from status
consumption. Alternative explanations based on perceived wealth, guilt, and self-presentation concerns are ruled out,
and several boundary conditions are examined. Taken together, this research demonstrates how and why status
consumption empowers consumers to donate.

Theoretical Background
Researchers from various fields have conceptualized status consumption as a self-centered behavior (Griskevicius
et al. 2007; Veblen 1899/1994), treating it as an opposing end to charitable donation (Lee and Shrum 2012). In contrast,
the present research examines the connection between status consumption and charitable donations. We predict that
status consumption leads to greater charitable donations, and that this effect is mediated by consumers’ subjective
feelings of empowerment.
First, it is well known that consumption of certain products or services can elevate one’s social status—an
essential argument underlying status consumption (Eastman, Goldsmith, and Flynn 1999). While consumers may get
empowered in a number of ways (French and Raven 1959), one essential source of empowerment is social status
(Anderson et al. 2012; Rucker and Galinsky 2008). Thus, we reason that status consumption, a source of social status,
will empower consumers. Second, empowerment is motivational (Conger and Kanungo 1988) and can lead to positive
outcomes, including prosocial behavior (Jeung and Yoon 2018; Lee at al. 2006). Taken together, we predict that status
consumption will empower consumers, which in turn will lead to greater prosocial behavior manifested in charitable
donations.

Findings and Implications
Our studies provided evidence for the positive effect of status consumption on charitable donations, employing
both the manipulation and measurement of status consumption. Furthermore, we established a mediating role of
empowerment by closely examining both the outcome and process of empowerment. We also ruled out alternative
explanations and established specific boundary conditions for the effect of status consumption on charitable donations.
The present research offers practical implications for organizations and individuals looking to increase charitable
donations. The findings suggest, for instance, that it might be beneficial for charitable organizations to appeal to status
consumers and to partner with high-end outlets, such as luxury boutiques, to enhance the effectiveness of their
fundraising campaigns.
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Summary Brief

Moderating Influences on Checkout Charity RoundUp Donations
Brian I. Spaid, Marquette University, USA
Stacie F. Waites, Marquette University, USA
Checkout donations have become the most popular channel of charitable giving in the United States at 52 percent
(Bhagat, Loeb, and Rovner 2010) and in 2016 raised over $441 million for non-profits (Strand 2017). For retailers,
the easiest way to implement these checkout charity campaigns is adding funds to a transaction total during the
electronic checkout process. The two most common forms of transaction add-on donations are the flat amount
donation and round-up donation. Flat donations are set amounts that are added to the bill total (e.g., $1 added to
bill). Round-up donations round the transaction total to the nearest whole dollar and the rounded portion is donated
to charity (e.g., 23.10 total rounded to $24.00 with $.90 going to charity). Kelting, Robinson, and Lutz (2019) show
that round-up checkout donation appeals are more effective than flat donation appeals because round-up appeals
reduce the pain associated with giving.
Although round-up donations perform better than flat donations and we have a general idea of why (donation pain
reduction), little is known about specific factors that could be impacting the donation process and affecting reactions
to round-up appeals. The purpose of this study is to explore potential moderating influences that could impact in-store
round-up donation campaigns. Specifically, we propose a study designed to expose how individual vs abstract
beneficiary, local vs non-local charity, and public vs private donation appeals could be impacting the success of instore round-up donation campaigns.

Individual vs Abstract Beneficiary
Many charities choose to feature a “single identifiable victim” (Jenni and Lowenstein 1997) to elicit emotional
reactions and create an affective bond with potential donors as a way of increasing donations (Small, Loewenstein,
and Slovic 2007). For instance, the vivid display of a single person in need compared to the use of a statistical victim
increases donations because these appeals elicit feelings of sympathy and empathy for the victim (Loewenstein and
Small 2006; Small, Loewenstein, and Slovic 2007). Alternatively, when donors feel either temporally or socially
distant from the needy population, research suggests that donors prefer to donate to the charitable organization over
an identifiable victim (Ein‐Gar and Levontin 2013). Given that round up donations at point of sale transactions are
higher because the “pain of giving” is reduced (Kelting, Robinson, and Lutz 2019), it could be that eliciting emotional
responses through the use of a single identifiable victim appeal is no longer relevant. Taking the pain away may
effectively distance the donor emotionally from the needy population.

Local vs Non-Local Beneficiary
There is a general intuition that donors prefer local charities. We often hear of successful fund-raising campaigns
that target local charities with excellent results. For example, a recent fund-raiser in Napa Valley, California
successfully raised $18.7 million for local charities over just four days (Worobiec 2014). There is some logic to this
intuition. Social identity theory (Stets and Burke 2000) and reality group conflict theory (Jackson 2001) both explain
how similar others (in-group) tend to be looked upon more favorably than dissimilar others (out-group). We would
expect to see a more favorable response to appeals from local charities than those from more physically and socially
distant.

Public vs Private Donation Requests
Ko, Gibson, and Kim (2011) found desire for recognition instead of anonymity to be the driving factor in donation
amounts for nonprofits supporting the performing arts. Consumers desire to present a positive public self-image to
others (Argo, White, and Dahl 2006), especially when their evaluations and actions are to be made public (Ratner and
Kahn 2002; White and Dahl 2006). White and Peloza (2009) found that donors displayed more positive intentions to
give to charities focusing on benefits to others versus benefits to themselves when donation appeals were made in
public settings. The reverse was true in donation appeals set in private as the private setting allows for the opportunity
to consider how the donation benefits the donor. For point of sale donations, and round up donations in particular, it
is possible that in public settings the donors feel they must manage their impression to others by agreeing to the
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rounded donation—a relatively low cost and low pain action (Kelting, Robinson, and Lutz 2019). They may feel they
will look cheap or ungenerous if they refuse the easy request to round up their purchase for a good cause. However,
when in a private setting, with no pressure to manage expectations, this may not be the case.
An investigation into the moderating forces impacting this important form of social fund-raising is merited and
likely to expose important nuances missing from current fund-raising decision making in practice.
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Summary Brief

A Relationship Model of Corporate Social
Performance and Consumer Involvement
Vicki Eveland, Seattle Pacific University, USA
Tammy Crutchfield, Mercer University, USA
Ania Rynarzewska, Mercer University, USA
The changing marketing environment has resulted in a shift in consumer expectations regarding marketing
practice and corporate social responsibility (CSR). Additionally, the role of customer involvement has not been
adequately explored within the relationship marketing context. The purpose of this paper is to develop and test a
revised marketing relationship model that incorporates corporate social performance for high involvement and low
involvement consumers.

The Case for Corporate Social Performance and Involvement
In contrast with corporate social responsibility (CSR), Corporate social performance (CSP) encapsulates an
individual brand’s social performance from a marketing and strategic viewpoint (Carroll, 1979; Meijer and Schuyt,
2005; Waddock and Graves, 1997; Wood, 1991). Wood (1991) defined CSP as a “business organization’s
configuration of principles of social responsibility, processes of social responsiveness and policies, programs, and
observable outcomes as they relate to the firm’s societal relationships” (pg. 693). Carroll further stated that the
contribution of the construct CSP is its emphasis on outcomes or performance (Carroll 1999).
Although involvement has not appeared in a theoretical consumer relationship model, several studies indicated
that the relationships in the model were likely stronger in higher involvement situations. There is also some empirical
evidence that involvement might be influential in the formation and strength of business to consumer relationships.
More involved consumers have a greater interest in engaging in relationships with service providers (Luczak, 2014).
Clearly there is a need to further investigate the influence of involvement in business to consumer relationships.

The Consumer Relationship Involvement Model
The proposed relationship models serve several purposes to advance the understanding of the role of CSP in the
development of the consumer relationship. First, firm performance is delineated based on two dimensions: functional
(CFP) and social (CSP). Second, the proposed model addresses the diversity of consumers in their CSP assessment
by testing the mediating role of shared values and the moderating role of involvement in the development of consumer
trust (the key relationship construct) and retention. This research tests the relationship model for both high involvement
consumers and low involvement consumers.
In order to test the model, respondents were recruited to participate in a study on ice cream shop preferences. The
sampling plan targeted Millennials primarily because this generation of around 80 million individuals generally are
aware of social and environmental causes, and believe strongly that business should address social issues. As the
largest generational cohort in existence, Millennials have the purchasing power to significantly influence corporate
CSR and marketing strategy..

Empirical Findings
The findings suggest that the proposed models do provide an explanation for the role of CSP, shared values, and
involvement in building organization-consumer relationships (at least for the product category studied). For
academics, this model may serve as a basis for additional research incorporating CSP into the overall value proposition
offered to customers. It also suggests that the influence of trust and shared values on customer-brand/organization
relationships in diverse contexts be explored to determine if their overall importance in customer relationship building
changes with product category. The model has the potential to help firms form a deeper understanding of how
consumers develop relationships with an organization or brand. It could also suggest new approaches for segmenting,
targeting, and positioning as well as provide additional insights into serving customers more effectively.
Shared values may serve as a key mediator between social performance and behavioral outcomes. When a
consumer perceives that his/her values are reflected by the brand/organization because of its CSP, the consumer
identifies with the brand/organization and wants to continue to be associated with it. CSR initiatives are linked to
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stronger loyalty not only because the consumer develops a more positive company evaluation, but also because the
consumer identifies more strongly with the company (Marin, et al., 2009). On the other hand, when shared values are
not present, the organization’s/brand’s CSP might actually reduce a customer’s desire to continue the relationship.
Getting involved in a social cause can sometimes incur unintended consequences for an organization. For example,
U. S. West donated to the Boy Scouts of America and was bashed by gay-rights groups because the Scouts had been
criticized for excluding homosexual leaders and members. When they withdrew their support from the Boy Scouts
because of public pressure, U.S. West upset conservative religious groups (Carroll, 2000). Vlachos et al (2009) support
this assumption in their work testing CSR attributions in which they found that suspicious customers exhibited
negative attributions which negatively impacted trust, retention, and referral. This research suggests that those
attributions may arise from a lack of shared values.
The major contributions of this study are a comprehensive, theory-based model that explains the influence of
corporate social performance, shared values, and consumer involvement in consumer-organization relationship
building. While additional research needs to be completed before broad generalizations can be made, this study’s
findings offer a great deal of value for both academicians and marketing practitioners.
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Innovations in Teaching

Problem Based Learning Is Important in the Real
World: The IMC Plan
Heejung Park, University of Wyoming, USA
“The advertisement example is too old.”
“Even though I learned marketing knowledge, I do not know how to apply it to real products.”
“None of this is relevant to what I want to do in the real world.”
(Comments from students).
Marketing problems are most often dealt with in case studies (Cravens & Piercy, 2006), first by students learning
the theory and then applying it to a problem—or from lecture examples (Perry, 2000). In other words, case studies are
an auxiliary means of teaching. Problem-Based Learning (PBL), on the other hand, happens during the process of
problem-solving (Levin, 2001), when students acquire problem-solving skills while searching for materials and
information through group discussions and research. For this reason, I decided to create an exciting, applicable, and
innovative group project because marketing is a practice-oriented discipline, dealing with practical management
problems as well as the theoretical concepts that students learn in marketing lectures.

What’s the PBL
PBL is defined in many ways. Levin (2001), for example, emphasizes lecture methods that encourage students to
apply their knowledge of real problems and issues to develop critical thinking and problem-solving skills. Park and
Ertmer, in contrast, define PBL as a method to encourage self-directed learning and critical thinking (Park & Ertmer,
2007). These definitions have in common the ‘problem’ and finding the solution. In other words, an important part of
PBL is that learning (i.e., new knowledge) occurs during the solving process.

Process of Innovation
IMC is about creating a holistic integrated marketing plan that includes several marketing objectives (advertising,
promotion, and social media, etc.) and business strategies (Percy 2014). For this IMC class, I chose products that have
marketing communication challenges (e.g., private brands, global brands, international brands, etc.). Each group
chooses a product from a list I suggest. Student groups had to 1) analyze the product of their choice and its current
business marketing plan, 2) participate in weekly group meetings, 3) participate in monthly conferences with the
professor, 4) write a 30-50 page IMC plan, 5) present this plan and their own advertisement in a 25-minute presentation
to their peers and business owner(s), and 6) peer review their projects.

Objectives of Innovation
It is hard to make creative project with real examples. I already mentioned that many of the instructors choose
case studies of companies and brand. However, the case studies are not exactly fit on the knowledge that learned in
class. Case studies are a kind of well-developed study. In the case study, already controlled so many factors. There
are a number of factors in the real business world, and these factors have influenced to our marketing model. Areas
such as the IMC are further affected by a number of factors, both external and internal. So that is the reason why
students need to understand real products that are in the market. Students strive for the real-world experience (Govekar
and Rishi 2007). They want to know real case study that is related to their knowledge. And they also want to know
how they solve marketing problem using their knowledge. This PBL project incorporates those objectives. Students
interact with real products, collaborating with their peers, the product company, and the instructor. They are using the
knowledge they learned in marketing classes and through articles and source of the outside class to create a real IMC
plan. They need to use knowledge they have learned to actively apply and create a real document for a real product.
Furthermore, based on the real document, they should create their creative advertisements. During this process, they
must not only be active scientists, but they must be creative artists.

Result of Innovation
Students analyzed a variety of products and made the IMC Plan creative based on the data analyzed by each
group. It was also an opportunity for them to understand how classroom knowledge applies in business. For the overall
grade, the project represented 38% of the mark, and the assessment was evaluated in several ways (peer review,
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classroom review, marketer review, and instructor review). In addition, student reports and presentations were
communicated to the company of the product, whose opinions were communicated to the students. I carried out a
project that delivered feedback collected through the evaluation to each group so that we could look forward to
developing rather than ending the project. Students also wrote some comments on what they studied as shown in the
example below:
•

“Each of the projects, assignments, presentations, and activities were extremely useful to me and challenged
me in different ways. I felt as if every class period and every piece of knowledge will be used in my future
career!”

•

“His class is really interactive, including discussion questions, showing videos and having your own group
project.”

•

“Having us work on a group project throughout the semester also helped apply the knowledge we were
learning.”

I have, in addition, a few personal comments to share. The students were able to think of many solutions—or at
least approaches to the problem—during their weekly group meetings. Marketing classes were attended by students
from various disciplines, including communication, psychology, engineering, and business administration. Therefore,
in group meetings, students were able to share ideas based on diverse disciplines as well as on business administration.
Examples or products presented in textbooks are often narrow or dated, so the students became more pragmatic by
analyzing several contemporary products that consumers can easily buy at Wal-Mart. Some students visited Wal-Mart
and interviewed customers who had purchased the product and some were motivated by the final report and ad being
submitted to the company. Some students also used the project experience when applying to the company that
produced the product on which they had worked.
Previous studies show that PBL is more effective for long-term memory retention. Because it encourages high
motivation and an experiential personality, it has a positive long-term learning effect (Jonassen & Hung, 2015).
This project is a practical lecture method that develops students’ thinking skills and their understanding of
business management. Although quantitative verification is limited for such a method, I am convinced that PBL is an
effective teaching method that integrates practical experience with theoretical knowledge.

References
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Innovations in Teaching

Improving Technology Agility Through the
Instructional Scaffolding of Experiential Marketing
Research Projects.
Jennifer Taylor, Texas A&M University Corpus Christi, USA
With the AACSB’s recent accreditation standards update, technological agility has quickly become a hot topic in
business schools across the nation (AACSB 2018). Technology agility refers to “evidence-based decision making that
integrates current and emerging technologies, including the application of statistical tools and techniques, data
management, data analytics and information technology” (AACSB 2018). Moving students from a state of technology
ignorance to technology agility can be difficult, as it requires exposure, instruction and repetitive practice with
significant feedback before a student can master the technology. Despite increasing pressure to produce students who
are technologically agile, there is little information as to best practices for creative active learning environments that
foster technological mastery. The motivation for this teaching innovation was to address this need by designing a
course curriculum that incorporates experiential learning, chunking and instructional scaffolding to improve the
technology agility of students in a marketing research class.

Innovation Description
A marketing research course was designed to create technological agility and encourage higher-order thinking as
they develop a deep understanding of marketing research through an instructionally scaffolded experiential learning
project. Based on both nonexperiential and experiential active learning techniques, the course facilitated three core
learning objectives: 1) learn the language and ethical practice of marketing research; 2) understand the process of
creating, implementing, analyzing and interpreting data; 3) know how to apply key data collection and analysis tools
(Qualtrics, SPSS, Excel).
A three-pronged approach was applied to the design of the course. First, a collaborative experiential learning
project with a local non-profit served as the foundation of the course. Second, the project was chunked throughout the
semester to reduce overwhelm and facilitate higher level learning. Third, course modules that utilized technology
applications were scaffolded to minimize the effects of information overload. Learning the “how” and “why” of a new
technology adds to the material that must be learned and mastered in a course, potentially creating information
overload (Hale and Mullen 2009). To overcome these issues, classes that included technology applications were taught
following the simple structure of scaffolded instruction: first the instructor demonstrated the technology, then the class
mimicked what the professor did, then the students completed assignments to practice on their own, and finally, the
group completes the part of the project that coincides with the lesson.
Combining experiential learning projects, with chunking and instructional scaffolding provides for an innovative
teaching solution that creates an active learning environment ideally suited for improving technology agility. Students
benefit by obtaining real world experience applying the marketing research process in a learning environment that
promotes deep learning and technical agility.

Brief Implementation Guidelines
The class is broken into six units that correspond to the marketing research process. Each unit includes chapter
readings, quizzes, in class activities, individual assignments and group assignments. Technology applications are
scaffolded so that students receive classroom instruction, class activity, an individual assignment and group
assignment to practice each aspect of the technology being taught. The course is chunked so that all creation,
implementation and analysis are complete by the time they get to the final unit where they must create the final report
and presentation.
Pre-semester. Approximately 3-4 weeks prior to the start of the semester a client is identified and contacted.
Face-to-face meetings are conducted to establish a working relationship and set expectations. During these meetings
decision problems are identified and the proposed research collaboration is evaluated on achievability, structural fit,
and meaningfulness (Klink and Athaide 2004).
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Unit 1: Weeks 1-2. Students are introduced to the course, the marketing research process, and the client. The
collaborative project is introduced, and the client presents a general overview of their organization and how they
expect the projects will impact their organization and the communities they serve.
Unit 2: Weeks 3-4. Formulating the Problem. Each group meets with client individually. The primary outcome
of this unit is a client research proposal where they discuss the client’s decision problem and identify research
questions that will guide the students in the creation of the research project.
Unit 3: Weeks 5-6. Determining the Research Design. Students learn how to conduct secondary and exploratory
research to inform survey design and then they design the initial survey instrument. In class, methods for obtaining
secondary and exploratory data are demonstrated. An individual assignment has students conducting secondary and
exploratory research specific to their client project. A group project assignment has the students aggregate the group
members data and identify insights that can inform their survey design. The unit concludes with each group creating
a rough draft of their survey instrument and sampling plan.
Unit 4: Weeks 6-8. Collecting the Data. Qualtrics is introduced and student learning is scaffolded with a class
demonstration where they follow the instructor step-by-step through the Qualtrics survey design process. This is
followed by an individual assignment accompanied by video tutorials and concludes with a group assignment where
they create their survey tool for the client project. Each group then implements their research design and each group
member is responsible for obtaining 25 respondents using their predetermined sampling plan.
Unit 5: Weeks 10-13. Analyzing and Interpreting Data. SPSS and Excel are introduced and scaffolded. Each
class period students are shown how to conduct a specific analysis (nominal, ordinal, interval, ratio and qualitative)
using SPSS. Additionally, they are shown how to display the data using charts created in Excel. The class is scaffolded
for each type of analysis.
Unit 6: Weeks 14 – 15, Preparing the Research Report. Students learn how to create a final report and
presentation. Students complete their final report and presentation for the client. The class ends with the group
presentations to the client.
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Innovations in Teaching

“Who Am I? Marketing Myself” Project
Matthew B. Lunde, Ithaca College, USA
Pretty much every marketing professor has taught or is teaching an introduction-level marketing class. For many
business students, including marketing majors, the marketing introduction class is the first class they take in the
business school. Many of these students are nonmarketing majors; many must take the introduction class to check a
box on their list of classes to graduate. I tasked myself to create an innovative assignment that challenged students,
made them think and get excited about marketing in a new way, made them “learn by doing” through creating
something tangible, and had the nonmajors question if marketing could be a path they could do as a career. The
innovative assignment I created is called “Who Am I? Marketing Myself.” This overview will 1) summarize the
innovative project, 2) provide project objectives/components, 3) provide an execution synopsis, and 4) discuss the
project findings, feedback, and future ideas.

Introduction to the Project
Teaching “Principles of Marketing” or at other universities, “Introduction to Marketing” can be a challenging
task even for the most seasoned professor. In the past eight years of teaching, I have taught an “introduction-level”
class 14 times, with teaching the marketing introduction class six times. According to the American Marketing
Association (AMA), marketing is the “activity, set of institutions, and processes for creating, communicating,
delivering, and exchanging offerings that have value for customers, clients, partners, and society at large” (AMA
2019). Introduction to Marketing is a class about introducing the “exchange of value” through all the subject areas of
marketing: the “4 Ps” of marketing (price, product, promotion, and place), target marketing and segmentation, the
marketing environment, marketing management, sustainability and ethics, and consumer behavior, among others. To
excite students about marketing, stay interested in marketing, and to learn by doing—through creating a tangible
artefact, and help them understand marketing, I found that students first need to know how to market themselves
before they can understand how to market products and services. This innovative project also helps nonmajors
appreciate marketing. This project is an individual project, assigned during the first day of class. The project is
normally due about four to five weeks into the semester. There are four parts to the product: students 1) create/update
their resume, 2) create a business card, 3) create a “4-Ps” marketing tangible artefact about themselves, and 4) give a
45-60 second “elevator speech,” marketing themselves to their peers. To many students, the project seems simple;
however, after reading the project objectives, it can be challenging for many students.

Objectives/Components of the Project
1. Produce a resume that illustrates your unique “value” a student
The core objective in any marketing class is for students to gain real world experience. Since it is difficult for
students in an introduction-level class to work with a real business, for example, another way to gain real-world
experience is for students to create a resume they can use for job fairs, internships, summer jobs, and future full-time
employment. First, I challenge students to create a graphically designed resume, that is unique from their peers and
that can be a template as they continue through their college careers. I ask students to include their name, objective,
education, experience, volunteer/community service/ activities/awards, skills/honors, and references. I state they can
update an existing resume; however, they need to make sure their resume shows their uniqueness and their ‘value.’

2. Create a memorable business card
Second, they need to create a business card that is memorable, graphically designed, coordinates with their
resume, and can be used for future jobs. While this step is least challenging for many students, I explain that business
cards are still necessary at many job fairs and interviews (even with LinkedIn used heavily nowadays).

3. Illustrate through the “4 Ps” your “exchange of value” by creating a tangible artefact
Third, students create a tangible ‘artefact’ that illustrates their uniqueness as a professional through the four Ps of
marketing: product, place, price, and promotion. This component is the most challenging part of the project. I
challenge students to think innovatively about themselves, to develop a “new product” (artefact), while simultaneously
learning the 4 Ps of marketing. While students struggle with this component of the project, they start to think critically
about themselves, what they want in life, why they are in college, what makes them unique, what their motivations
are, and how do they market their abilities and skills. They create a “new product” through their tangible artefact, and
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“market” themselves through that artefact. Students have created brochures, flyers, websites, poems, videos, games,
and even song lyrics, among others. Below are the instructions for the 4 Ps component:
•

Product: What is your “product?” What are you achieving? Why are you a marketing, management, etc.
major? What makes you unique compared to others with the same GPA, same degree, same skills? Why are
you the best, most qualified?

•

Place: Where do you want to live? Why do you want to work at a particular company? If you want to work
at Amazon or Google, for instance, why is that the best place for you? What makes the company or industry
your chosen one? What makes the place unique?

•

Price: What price do you demand? Is it $50,000 per year? Is it $100,000? Whatever you demand, why are
you worth that price? Will you be willing to accept a lower price for a better place? Can the way you promote
yourself lead to a better price?

•

Promotion: How do you market yourself, promote yourself to others in a few years on the job market? How
do you stand out among your colleagues? Is it your smile? Is it a certification you want? Is it your experience?
Is it your innovative ideas? etc.

4. Present an “elevator speech” of who you are to your peers
Finally, just as marketers present their ideas of innovative products and services to their colleagues, board
members, and the public, this project calls for students to present by introducing themselves to their peers through
presenting a 45- to 60-second elevator speech. They present to the class who they are, what makes them unique, what
their goals and motivations are, and their “4-Ps” component of the project. This small speech inspires students to open
up to their peers, to creatively speak about themselves, to be held accountable for producing quality work, and to
prepare to present later in the semester for other class projects. Finally, it helps me, as the professor, to better know
my students in the class.

Semester-long Synopsis of Project Implementation
This project takes about a month to complete, with one class period to introduce the product and another—for
class of about 50-60 students—to present their elevator speeches to their peers. After introducing the project during
the first week of the semester, students have about 4-5 weeks (depending on the semester) to innovatively create their
project. While many students want more time for the project, I make them complete it quickly so we can use
themselves as an example when I am teaching about the marketing environment, targeting and segmenting, pricing,
promotion, and place, among others, when marketing products and services. Many students stop by my office hours
for suggestions/ideas on their resumes, business cards, and 4-Ps’ artefacts. When the projects are due, they turn in the
first three documents, and then present their elevator speech during class. With the class having 1000 points, 100
points (10%) is devoted to this project: the resume, 4-Ps artefact, and elevator speech are each worth 30 points, while
the business card is worth 10 points.

Findings, Feedback, and Suggestions
After completing this project in the fifth class (as of Spring 2019), I find it to be highly successful. Students were
more engaged in understanding the topic areas of marketing, enjoyed the project immensely, and were excited to leave
the class with something tangible for the job market: a resume, business card, and an elevator speech. Many students
commented that they understand marketing much better after realizing that as students, they “market” themselves for
internships, job fairs, and future employment. Since this project was not just “another worthless project” as some
students have stated in the past about other projects, students have the drive and motivation to do well. They wanted
to provide quality work not only for their own personal satisfaction and classroom grade but also for promoting
themselves to future employers. However, I also have a few suggestions. The first semester I completed this project,
I did not have them do elevator speeches. While it takes more time during class, it is worth the time. Students get
practice making a speech, presenting in front of their peers, and are held accountable for creating a quality project.
Additionally, active integration in class is paramount in providing a quality learning environment. Second, I have
toyed with dropping the business card component of the project (since it is 2019 and most have a LinkedIn account).
However, after speaking with many professionals, business cards are still used at job fairs and during interviews.
Finally, I thought about adding a LinkedIn component to the project; however, I have found LinkedIn to be better
suited for a Digital Marketing class. Overall, “Who Am I? Marketing Myself” is a highly successful and innovative
project. I plan to use the project in future Introduction to Marketing classes.
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Summary Brief

Key Components of Tourism Revenue in Appalachian
Kentucky
Janet M. Ratliff, Morehead State University, USA
Michelle B. Kunz, Morehead State University, USA
This paper examines variables that contribute to tourism revenues as reported by the state of Kentucky for a
sample of 54 counties in Appalachian Kentucky. The study utilized five components of tourism, online promotional
information, and reported tourism revenues to identify what variables contribute to regional tourism revenues.
Regression analysis using factor scores found two factors influenced employment and one factor influenced direct
tourism revenue.

Introduction
SOAR Initiative
A Kentucky initiative known as Shaping Our Appalachian Region (SOAR) was established in the fall of 2013.
Then Kentucky Governor, Steve Beshear, and Kentucky 5th District Congressman Hal Rogers realized the severity
of the declining coal industry and its effects on the state, regional, and local economies. They also recognized the
increasing economic struggles and challenges experienced by the entire state as a result. Believing that the region had
reached a ‘tipping point’ and people were ready to begin an honest dialogue regarding the future, these leaders began
a movement now known as the SOAR initiative.
SOAR is a network of our Appalachia that unites 54 counties worth of talent enabling us to shape our own future.
Shaping Our Appalachian Region is a non-partisan economic development agency tasked to expand job creation,
enhance regional opportunity, innovation, and identity, improve the quality of life, and support all those working to
achieve these goals in Eastern Kentucky (SOAR para 1).
The SOAR initiative includes seven goals, and the seventh goal in SOAR is to establish Kentucky’s Appalachian
region as a tourism destination (“Regional tourism development” n.d.). There are six tourism objectives: 1) leveraging
existing assets; 2) regional branding and marketing; 3) increasing demand for local arts and crafts; 4) downtown
redevelopment; 5) creating unique identities for communities; and 6) developing support for hospitality careers. Three
of these goals are the foundation for this research. These three specific goals are:
7.1 Support tourism projects that leverage existing assets to create attraction/destination based economic
activity through private businesses such as theme parks, resorts, ATV Trails, etc.
7.2 Improve regional branding and marketing efforts to increase awareness and demand for recreational
activities.
7.5 Build upon regional assets that create unique identities for communities (SOAR Blueprint).

Purpose
This research is grounded in the components (variables) of tourism that influence tourists’ decisions to visit a
location. The research is focused on tourism in Kentucky and specifically the SOAR initiative and respective fiftyfour counties. The purpose of this study is to identify the current state of tourism offerings in these counties and
determine which of these variables contribute to tourism revenues.
The discussion will provide a background of the Kentucky SOAR Initiative and a review of literature related to
the economic impact of tourism, regional assets and economic development, destination tourism, and
tourism/destination branding. It will also examine promotion and digital marketing geared toward tourists.

Background
Economic Impact of Tourism
According to Turner and Freirmuth (2017), in 2016, travel and tourism contributed $7.6 trillion USD (10.2% of
global GDP) and 292 million jobs (the equivalent of 1 in 10 jobs) to the global economy; this sector accounted for
almost 30% of total global service exports and approximately 6.6% of total global exports. Turner and Freirmuth
(2017) further report that these figures are expected to continue to rise over the next 10 years. In essence, they state:
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“Travel & Tourism creates jobs, drives exports, and generates prosperity across the world” (p. iii). These authors
reported growth in the travel and tourism sector has increasingly outpaced that of the global economy (2.5%), and
tourism growth is increasingly stronger than the growth recorded in other sectors.
Economic effects of the travel and tourism sector are anticipated to continue to increase for both direct and indirect
contributions of the travel and tourism sector. Direct contributions include economic activity from hotels, restaurants,
leisure industries, airlines, among other items. Indirect contributions include economic activity from the GDP and jobs
supported by the spending of those who are directly or indirectly employed by the travel and tourism industry as a
whole. In addition, it is important that nations recognize the significance placed on this sector as an engine of economic
development. Investment and development must continue to foster open and sustainable practices to provide a means
to share cultures, create peace and build on-going mutual understanding between and among varying nations to achieve
tourism potential (Turner and Freirmuth 2017).

Review of Literature
Regional Assets and Economic Development
This literature discussion relates to SOAR’s tourism objectives focused on regional assets and the overall SOAR
initiative goal of economic development. Research by Aksoz and Arikan (2008) noted some of the necessities needed
for tourism development within a region. The region should contain an infrastructure that is supportive of tourism.
Therefore, there is an importance placed on utilities, roads, business services, and other social services that support
both tourists’ needs and tourism businesses. The region visited should be larger than just one community or a single
attraction, and it should be able to develop into an area to support multiple attractions to draw tourists. Their research
continues to explain that the region should also be capable of supporting tourism planning and marketing initiatives
that cultivate a continued effort for development into the future.
Assaker, Vinzi, and O’Connor (2011) investigated the relationship between the economy, society, natural and
infrastructural environments of a tourism destination, along with the demand for that destination by tourists. The
results indicated that the more developed the society, the more tourism activities were supported. The authors did not
find a significant relationship between the economy and tourism, but did determine the infrastructure and supporting
environment have a significant impact on the experience tourists had. Additional research by Goffi (2013) resulted in
similar findings when investigating the competitiveness of a tourism destination. The study identified thirteen factors
that affected competitiveness, including the general infrastructure, quality of the natural resources, and local economic
development. Goffi’s research also identified physical components of the location such as events, activities,
accommodations, food services, historic and artistic attractions, as well as the management and marketing strategy of
the destination impacted tourism.

Destination Tourism
The first SOAR objective, leveraging existing assets to create attraction/destination based economic activity, leads
to the following discussion of destination tourism. Five components of tourism that impact any location/destination
were identified by Aksoz and Arikan (2008). The first of these was identified as attractions, as it might seem obvious
there has to be something that would draw tourists to a location or destination. The researchers noted there are a variety
of items that could fall into attractions, including natural environmental resources such as lakes, waterfalls, or
mountains. Attractions could also include historic venues such as buildings, monuments, or churches. Man-made
venues such as waterparks or theme parks can also build demand for a destination. Elements of the geographic
infrastructure such as roads, highways, mass transit, airport and rail systems provide tourists the ability to physically
travel to the destination. Aksoz and Arikan termed this component of tourism accessibility. The third component of
tourism the researchers identified as activities, encompasses a wide variety of items that enhance the tourist’s
experience at the destination. These varying activities may include nature/outdoors such as camping, hiking, and
fishing. It also may include activities such as museum visits, sporting events, music, or other forms of entertainment.
By default, a tourism destination that generates demand will require accommodations for those who come to visit the
destination. The researchers noted that accommodations, the fourth component may be required not only at or near
the specific location, but also as tourists travel to and from a specific destination. The fifth and final tourism component
identified by Aksoz and Arikan was amenities. Amenities include most importantly food/restaurants at a minimum,
but may also include shopping, and informational sources on tourist information or other tourism-friendly offerings.
Research by Omerzel (2011) suggests that a tourism destination and tourism demand are inter-related. More
specifically, the destination is the reason for travelling to a location, but the attractions of the location (destination)
produce/develop tourism demand. A tourism destination is perceived by the tourist(s) as an overall “product”
consisting of the natural environmental resources, the culture, and artistic offerings. The destination is developed as a

25

mixture of these attractions and the services offered. When examining the potential for Slovenia to be developed as a
tourism destination, Omerzel concluded these factors influenced the demand: inherited and created resources,
management, situational conditions and supporting factors.

Destination Branding and Marketing
The following discussion will review literature related to the second SOAR objective: improve regional branding
and marketing efforts to increase awareness and demand. One must recognize there is a difference between branding
a product, where consistency and stability are essential elements of brand equity and branding a place (Gartner 2014).
A place or destination is a continually evolving and changing entity. The residents, environment, and overall entities
of a place change. Thus, Gartner cautions there is a risk in branding a destination, since by its inherent characteristics,
it will change and transform. Research by Kemp, Childers and Williams (2012) regarding promotional campaigns
found clever messages can be successfully used to distinguish brand images for locations (destinations). Some readily
identifiable slogans such as the following have been used successfully over time and endured for many years: What
happens in Vegas, Stays in Vegas; Unbridled Spirit for Kentucky; Wet, Wild, Wonderful West Virginia.
Recent research by Dioko (2016) noted that tourism promotional efforts have moved away from a general
perspective and now focus on destination branding of places. While interest in destination marketing began almost
forty years ago, a little more than a decade ago, the literature and interest moved to marketing and promotion of cities
and places, with places remaining strong. Dioko concludes that these efforts have melded into destination branding.
However, Foroudi, et al. (2016) conducted research trying to link the concepts of place branding, place image, and
place reputation. They found place branding puts a focus on cities, specifically attractions and location image. They
believe destination branding is a spin-off of place branding, and directed to tourism. Their research determined
identification of what a place has to offer is based in three primary areas: natural and cultural resources, differentiation
from other competing destinations, and a commitment by the government to support tourism. Additionally, research
by de San Eugenio Vela, Nogué, and Govers (2017) emphasized that failure to coordinate between institutions and
organizations can negatively impact destination branding, and successful destination branding requires coordinated
efforts among all entities.

Unique Identities
The fifth objective of the SOAR objective is to create unique identities for communities based upon regional
assets. Research by Kesic and Pavlic (2011) determined the image of a tourism destination has to be grounded in a
true identity. Developing the image and identity of a destination are critical elements of marketing strategy and tactics.
The authors conclude effective destination tourism is dependent upon a unique combination of marketing strategies.
This leads to a discussion of promotion and marketing efforts.

Promotion and Digital Marketing
Information communication technology (ICT) is one of the driving forces within the tourism industry. Currently,
more than one-half of the entire world population uses the Internet (Internet World Stats 2018). Led by the fact that
tourism marketing systems are generally found at the forefront of multimedia and virtual-reality application, it
certainly makes sense that the World Wide Web is changing the production, distribution, and consumption of tourism
products (Sevrani & Elmazi 2013). In fact, traditional marketing and/or promotion channels such as cable broadcast
television or advertising in magazines have been replaced over time with digital marketing (Martin 2015). Digital
marketing is defined by George Schildge with Matrix Marketing Group in Martin (2015) as “creating a more connected
customer experience via marketing that makes use of every electronic device imaginable to engage stakeholders”
(p.18). As such, the researchers also reported 91% of industry professionals surveyed believed digital marketing is
becoming an important or very important part of their respective marketing efforts overall. By 2019, it is estimated
spending on digital marketing is expected to outpace combined marketing budgets for both cable and broadcast
television advertising (Martin 2015).
Parlov, Perkov, and Sicaja (2016) analyzed marketing activities and communication strategies of European
countries, and specifically Croatia, to provide a model for development of Croatian tourism into a global brand using
digital marketing. Essentially, Croatia needs to introduce new technologies for marketing purposes. Countries that are
on top of tourism take advantage by exemplifying the following strategies: 1) use all possible platforms; 2) develop
overall identity and destination branding; 3) create and communicate a clear message and identity; use web sites that
are more accessible, interactive, and easier to use; 4) utilize search engine optimization; 5) subscribe to highly
personalized email marketing; 6) use mobile e-marketing; and 7) manage social networks. This research presented
new trends in tourism destination branding by using digital marketing that illustrated the importance and value of
digital marketing to the worldwide tourism industry. Research by Cheuk, et al. (2017) further discussed the importance
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of ICT in rural tourism and provided a baseline study on rural community attitudes towards the usage of digital
marketing in tourism. It is thought that effective marketing efforts, such as those provided through digital means could
be extremely helpful in providing recognition to rural areas in the tourism marketplace. Since many counties and
communities within Kentucky are considered rural, specifically those included in the SOAR initiative, these
considerations become vital to those counties in Kentucky as they move into the tourism marketplace and hope to
establish a presence there. Currently, in the counties studied, marketing efforts do not go much beyond simple
websites.

Methodology
Based upon this literature discussion, the purpose of this study is to determine if variables identified by previous
research influence tourism revenues and thus provide further insights to support SOAR initiatives and activities. The
framework used is based upon Aksoz and Arikan (2008) five components of tourism.
The variables for this study, based upon Aksoz and Arikan (2008) tourism components, were operationalized
using the following descriptions. Attractions were defined as anything that drew tourists to a location such as manmade venues (parks, festivals, tournaments), natural/environmental features (lakes, trails, waterfalls) and historical
sites. Activities are available on a continuing basis for both local residents and tourists. These were defined as: golfing,
camping, hiking, fishing, boating, among other opportunities. We identified the facilities that would provide these
activities. Accessibility is the infrastructure that would allow tourists to access the area for tourist activity. This was
operationalized as highways (local/state) and interstates. Accommodations would provide a place for tourists to stay
for any duration at a particular location, and included: hotels, motels, bed and breakfasts, Airbnb, and campgrounds.
Amenities were defined as restaurants and food providers.
The researchers used websites and online resources from chambers of commerce, Kentucky State Tourism, and
county governments. Additional information was collected using U.S. Census data on population, environmental
characteristics such as land and water mass, and the availability of alcohol sales. This last item was included by the
researchers because economic development discussions frequently address this topic.
Revenue measures were available from the Kentucky Tourism website (“Regional Tourism Development” 2018).
Direct tourism expenditures or revenues are classified as direct expenditures by consumers. Employment represents
the wages generated from tourism-related jobs. These two measures comprise the dependent variables (employment
and direct expenditures) examined in this study.

Data Collection
Data were collected in the spring of 2018, and the sample consisted of the fifty-four counties in Kentucky
identified in the SOAR initiative as part of Appalachia. The researchers began data collection by using the Kentucky
State Tourism website links to local county tourism websites. The initial phase of data collection consisted of a
frequency count for each of the five tourism components present on the respective county website. Additional data
counts were collected using U.S. Census data for population, land and water mass, and alcohol sales. Accessibility
was determined by examination of road maps to identify highways, parkways and interstates of each county. Yelp and
Google Search were used to identify and verify the accommodations and amenities. The number of attractions for
each individual county ranged from 0 to 25; accessibility ranged from 0 to 9; activities ranged again from 0 to 25;
accommodations ranged from 0 to 41; amenities ranged from 0 to 135.
Physical characteristic results of the raw data collection revealed wide ranging counts for many variables. Land
mass ranged in square miles from forty-four to 787. Water mass ranged from .20 to 937 square miles. Population
density per square mile ranged from twenty-two to 310. Twenty-two counties have no alcohol sales. Nineteen counties
allowed alcohol sales, and thirteen counties are classified as moist, allowing sales in specific cities not county-wide.
While collecting data, the researchers became cognizant of the differences in the quality and quantity of
information provided in the county tourism websites. These online sources are a means of promotion for the counties
studied. As a result, the researchers felt that it was important to add another variable, the promotional component of
online platform, in this case the webpage. The new component of tourism, labeled by the researchers as awareness
could be considered the sixth A. Awareness, the sixth A, comprises the quality and attractiveness of individual
websites connected to the state tourism website. This qualitative evaluation of the website considered the quality of
graphic images, use of video and quality of such video. It was scored on a scale of 0 to 3 by each researcher
independently, and then jointly a consensus rating was determined.
The researchers measured the original five tourism components (5As) by providing a count of the individual items
for each variable. The sixth component of tourism, awareness, included the following data: 1) presence or absence of
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a local tourism website; 2) website quality; 3) the number of information categories on the website; and 4) existence
or not of a unique slogan or tagline. Only thirty-seven of the fifty-four counties studied had a tourism website. Twelve
of these counties provided links to one or more additional web resources. Seventeen websites were rated by the
researchers as a 3. Websites were analyzed to determine the number of categories used to identify tourism-related
resources in the county. The number of categories ranged from one to twelve. A slogan was present on twenty of the
websites.

Results
Data analysis began by conducting a factor analysis of all sixteen variables using the principal component method.
The factor analysis identified five factors from the sixteen variables. Factor 1 was comprised of attractions, activities
and amenities (three of the five As); Factor 2 included all components of the website (additional site links, number of
information categories, website quality, and slogan). This factor would comprise information marketing (i.e. building
awareness). Factor 3 included alcohol and accessibility; Factor 4 included accommodations, population density and
water area; Factor 5 included population and land area.
Following the factor analysis, stepwise regression analysis was conducted using factor scores (independent
variables) and 2017 employment (dependent variable). This analysis identified two factors that were significant. Factor
1 (3 As) results were statistically significant (p=.002), with the F ratio of 11.024 and an adjusted R² =.159. Factor 2
(awareness) results were statistically significant (p=.000), with the F ratio of 9.993 and adjusted R² =.253. This means
that three of Aksoz and Arikan’s 5 As explain 15.9% of employment and the sixth A, awareness, explains 25% of
employment. See Table 1.
A second stepwise regression analysis was conducted using factor scores (independent variables) and 2017 direct
expenditures (dependent variable). Factor 2 (the sixth A, awareness) was the only statistically significant factor
(p=.048), with the F ratio of 4.095 and an adjusted R² =.055. While these results indicate awareness explains only
5.5% of direct expenditures, it is the only factor that was found to be statistically significant. See Table 2.
Table 1
Coefficients

ß
333.120
-260.088

t
3.524
-2.751

R2
Adj R2
.175
.159
.282
.253
Notes: *Dependent variable: 2017 Employment; *p<0.05

p
0.01
.008
F
11.024
9.993

Significance
.002*
.000*

Table 2
Coefficients

ß
-8866433.432

t
-2.024

R2
Adj R2
0.73
0.55
Notes: *Dependent variable: 2017 Direct Expenditures; *p<0.05

p
0.48
F
4.095

Significance
.048*

To validate the model, regression analysis was repeated using both forward and backward regression analysis
using the same factor scores as the independent variables and the same dependent variable (first 2017 employment
and second 2017 direct expenditures). All were consistent with the results of the stepwise regression analysis,
producing the same results.

Discussion
Three of Aksoz and Arikan’s (2008) tourism components, attractions, activities and amenities as well as the sixth
A, awareness, contribute to employment. None of the other variables identified including accommodations,
accessibility, alcohol sales, the geographic characteristics and population were found to be contributors to
employment. This would indicate that things to do and enjoy along with gastronomic experiences are main contributors
to employment. These three variables all require human labor support. The other contributing factor is the
marketing/promotion of the local county offerings (i.e. website).
Even more interesting is that only awareness impacted direct expenditures (i.e. direct revenue for tourism
activities). The website and the information found on that website impacts the marketing and promotion that gets
tourists to the county and thus generates tourism revenue.
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Conclusion
This research found that awareness, marketing and promotion, of a destination is what influences both the
employment of an area as well as the direct revenue of an area. This becomes a key component of accomplishing
SOAR objectives and thus warrants further research. Digital marketing is the integration of technology into daily
activities using social media and other forms of information communication technology. In the field of tourism, the
Internet and more specifically social media, provide the means by which tourists seek information. Social media is
considered to have a high level of credibility because it is an induced and organic source where the information is
generated by users that have more control on content generation and utilization. According to the findings of Oz
(2015), social media use is widespread in consumers’ daily lives including travel related purposes. Additionally,
consumers use social media more in their pre-travel research than at any other time. These findings illustrate the
importance of social media to the tourist from a tourism marketing perspective.
Research by Pabel and Prideaux (2016) noted the importance of understanding the problems small destinations
face in raising their online presence including consumer use of social media in addition to the broader trends of social
media consumption. They also explained that a detailed understanding of what tourists desire in locations and activities
and the ability to create personalized activity schedules would become increasingly important over time. The
development of a social media strategy is required to achieve these outcomes. This is exactly the case in Kentucky,
where all but a few areas within the state are essentially small destinations. Transforming a state into a very proactive
and smart tourism provider will require well-designed strategies, and time for counties, communities, and regions to
evolve.

Limitations and Future Research
Preconceived biases on the part of the researchers directed the collection of data regarding land and water mass,
sales of alcohol, and travel accessibility. However, the results indicate that the variables do not significantly impact
expenditures and revenues. Awareness (the sixth A) only examined the websites that were linked from the Kentucky
State tourism website. No data was collected in the study regarding the use of social media and other communication
technology for the local websites. Future research should examine the use of social media tools and collect more
detailed data from the websites. Examination of slogans/taglines could relate to the branding objectives of the SOAR
initiative. Digital marketing (i.e. building awareness) is a key component of providing the information tourists need
to identify destinations they wish to visit. This study demonstrates the impact marketing has on tourism revenue. Since
awareness/marketing was the only significant component/variable for both the employment and tourism revenue the
next step in this research should focus on social media and digital marketing that were not addressed in this study and
that could provide a catalyst to smart tourism for the state of Kentucky.
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Summary Brief

Understanding Consumer Values in North Georgia
Wine Tourism
Benjamin Garner, University of North Georgia, USA
Wine and culinary tourism has increased in North Georgia over the past few decades, and this region has become
known as a regional tourism draw. Not only has this region attracted wine consumers, but it is also has the reputation
as a popular outdoor and recreation destination. This analysis looks at consumer reviews of three wineries in North
Georgia to analyze the dominant consumer values for positive and negative attributes.

Theoretical Perspective
Regional food tourism can bolster rural communities and offer wineries a chance to create a place known for a
specific agricultural product (Green and Dougherty, 2008; Hjalager and Johansen, 2013; Lee and Arcodia, 2011;
Sidali, Kastenholz, and Bianchi, 2015). Thus, distinct geographic regions have the ability to create a regional food
brand and identity. This research will use food tourism and regional branding perspectives to analyze consumer
reviews of wineries in the North Georgia area to see the ways these businesses are in the midst of creating a regional
tourist destination.
Food tourism and destination branding focus on how a region becomes known for a particular item or experience,
and there is strong literature surrounding food tourism. Research shows that consumers are willing to drive and partake
of local cuisines and participate in the “local” delicacies or specialties. Along with this, other tourism activities can
arise from a region becoming known for a particular product. This leads to the creation of a regional brand. In the
northern part of the state of Georgia in the United States, there is a growing wine industry, especially up in the Georgia
Appalachian Mountains. Consumers drive significant distances to visit wineries, have wine tastings, and participate
in outdoors activities. But interesting questions remain, and this analysis seeks to explore consumer values of North
Georgia wineries by combing through public online customers reviews.

Methodology
To gather data for this project, online consumer reviews from three wineries in North Georgia were analyzed. The
data for this research included 409 customer reviews from three wineries in North Georgia that were gathered off of
two popular online review websites (Yelp.com; Tripadvisor.com). The data were analyzed using qualitative methods
such as thematic analysis and open coding (Charmaz, 2006; Ryan and Bernard, 2003).

Findings
There were several interesting findings regarding consumer values from this research project. Consumer values
can be broken down into positive and negative factors. In terms of the positive comments, the most dominant factor
was customers’ appreciation for the scenery and natural beauty of the North Georgia Mountains. Often this was one
of the first comments customers made on online review websites.
Other positive consumer values that were prevalent were compliments about the facilities. These include the
winery, tasting rooms, bathrooms, and other structures that made up the winery. Unsurprisingly, many consumers also
discussed the food and wine in positive terms. Finally, there were some positive reviews that referred to quality service.
At the same time, there were also negative reviews that reflected consumer values. The majority of the negative
reviews revolved around poor service and low quality wine. Virtually no comments denigrated the view—this was
universally enjoyed across all reviews. But in terms of the service, two of the three wineries suffered from inconsistent
to terrible customer service. Surprisingly, multiple customers cited one winery as being racist in their service or lack
thereof. In terms of wine quality, customers were often harsh and lamented the lack of quality in terms of the product
itself. Another dimension of customer negativity stemmed from their perceiving the food and wine was not merely
expensive but also lacking in value.
In sum, the most frequently cited positive values that customers liked about North Georgia wines were the views
and natural beauty of the location and the winery facilities. In other words, the ambience made it worth it for tourists
regardless of whether the wine was good or bad. On the flipside, the most frequent negative comment was about poor
or inconsistent customer service. Many customers felt outright offended or were left unsatisfied by a poor and
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inconsistent service experience. Finally, customers complained about not receiving high enough value for the price of
their food and wine.
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Summary Brief

Amplifying Authenticity in Tourism: The Moderating
Effect of Intuitive Preference and Self-Uncertainty on
the Relationship between Perceived Authenticity and
Sensory Experiences
Sudipto Sarkar, The University of Texas Rio Grande Valley, USA
Chukwuemeka Duruamaku, The University of Texas Rio Grande Valley, USA
This study proposes to examine how authenticity in consumers’ minds vary based on experiential consumption
situations, such as, sensory, affective, behavioral, and intellectual. Moreover, we also aim to examine the role of
moderators – intuitive-preference and self-uncertainty. This study has the potential to contribute towards psychology
and tourism literatures.

Introduction
Authenticity has been an area of research in marketing for quite some time. Although extensive research has been
done in authenticity, such as the active information processing strategies employed to find authenticity in the less
likely of objects such as reality television (Rose and Wood 2005) and fictional tourist sites (Grayson and Martinec
2004), research examining consumers’ search for authenticity in similar or dissimilar experiential consumption
situations is scarce. Thus, this paper focuses on how authenticity in consumers’ minds vary based on experiential
consumption situations and also whether the different types of experiential consumption, such as, sensory, affective,
behavioral, and intellectual (Brakus et al. 2009) make any consumption more authentic or not. Specifically, our aim
is also to examine the role of moderators – intuitive-preference and self-uncertainty. This study contributes to both
the consumer experience and authenticity literature by advancing insight into what drives the higher experiential value
of authenticity as compared to inauthentic locations in a tourism context.

Experience and Authenticity
Experiences are a significant part of a consumer’s motivation to make a purchase. In wine tourism study by
Bruwer and Alant (2009) it was found that wine consumers visited various geographical locations in a search for
intensive hedonic experiences as a basis for their wine consumption. This indicates that authenticity of locations
improved consumer’s experience and increased the hedonic pleasure.

Tourism
Tourism is unique because it serves several different types of consumers, making it an ideal context to observe
the interactions between authenticity and experience consumption. The degree of experience these various types of
tourist sense is therefore dependent upon on how they perceive or desire existence of authenticity. This experience
can be in the form of sensory, affective, intellectual, bodily and social (Schmitt et al. 2015). We therefore make the
following proposition:
P1: Higher levels of perceived authenticity lead to stronger experiences.

Intuitive-Preference
Intuitive preference refers to a consumer’s immediate gut reactions, which are based upon emotions (Woolley
and Risen 2018). Consumers with high levels of intuitive preference are predisposed to trust their own feelings and
do not think through decisions before making them. Intuitive preference as a decision making heuristic can be quite
dominant – for example, Dhar and Gorlin (2013) suggest that system 1 processing (based on intuition) frequently
overrides system 2 processing (based on deliberate information processing).
Because consumers with a preference for intuitive preference base their decisions mainly on affect (the way they
feel), resulting in fast, spontaneous decisions, and do not deliberate (Schunk and Betsch 2006), we predict that intuitive
consumers will be less deliberative in considering whether a scene is authentic or inauthentic, and will base their
decision merely upon the feeling they get from the sensory information they receive at the moment. Thus, we expect
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intuitive preference to act as a moderator that amplifies the relationship between perceived authenticity and
experiences.
P2: The higher the level of intuitive preference, the stronger the relationship between authenticity and
experiences.

Self-Uncertainty
Consumers experience self-uncertainly when their self-perception and related attitudes or goals are threatened
(Hogg 2000). At high levels of self-uncertainty, consumers may see uncertainty in everything and exhibit strong
avoidance behaviors towards risk. This type of consumer is concerned with being true to themselves (Morhart et al.
2015). Therefore a consumer exhibiting this trait would be likely to observe authenticity and inauthenticity, have a
tendency to be more deliberate and biased . We therefore make the following proposition:
P3: The lower the level of self-uncertainty, the weaker the relationship between authenticity and experiences.
Intuitive-Preference
Experiences

H
+
Authenticity
H

(Sensory,
Affective, Behavioral,
Intellectual)

Self-Uncertainty

Figure 1- Conceptual Framework
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Summary Brief

A “Storied” Election: Visual Instagram Storytelling
and the 2018 Gubernatorial Election
Caroline Lego Muñoz, University of North Georgia, USA
Terri L. Towner, Oakland University, USA
Marketers and consumers have embraced Instagram Stories. Yet, we know little about how stories are integrated
into political communication during a campaign. This research, the first to address Instagram Stories in political
marketing, explores how five male and five female 2018 Gubernatorial candidates utilized Stories before and after
the election. This exploratory quantitative analysis of 533 Instagram Stories examines the visual and verbal content,
production features, and frames used in Instagram Stories to provide an overview of how candidates used stories for
self-presentation, how they addressed victory or defeat, and to determine whether gendered differences exist. Findings
reveal that candidates presented a more formal image management strategy, did not fully capitalize on the production
Instagram features, utilized few frames, and often stopped using the Stories when the election was over. Lastly, female
Gubernatorial candidates more frequently and effectively used Instagram Stories.

Literature
Social media provides a unique window into not only a candidate’s campaign but also their professional and
personal life. In the context of examining self-presentation in political communication, Goffman's (1959) research is
often applied in exploring a candidate’s social media communications (Al Nashmi & Painter, 2017; Grabe & Bucy,
2009). We, therefore, use Goffman’s (1959) presentation of self as a framework to understand how candidates utilize
visual Instagram stories in their political marketing communications. Presently, there is a paucity of visual political
marketing communication research (Grabe & Bucy, 2009; Muñoz & Towner, 2017). Visual research readily relies on
framing analysis. Framing analysis can refer to elements that collectively organize to give meaning to a situation.
Similar to researchers Goodnow (2013) and Muñoz and Towner (2017), we apply framing analysis to social media.
Uniquely, we examine Instagram Stories.
Instagram Stories, a feature originated from Snapchat, was integrated into Instagram in 2016. Stories disappear
after 24 hours and are posted at the top of the home feed. Importantly, users are readily accessing brand stories – onethird of the most viewed stories were for businesses, and after seeing a brand in an Instagram Story, 39% of Instagram
users are more interested in that brand (Instagram, 2019). Given that the stories feature is becoming ubiquitous across
social media platforms –stories are about to surpass feed sharing (Constine, 2018). Therefore, it is time to understand
stories and their persuasive communication abilities better.
At present, there is limited research on the stories feature across any social media platform. There is only one
study that has explored the use of political stories or snaps. This research seeks to extend Al Nashmi and Painter’s
(2017) work on U.S. Presidential primary political snaps on Snapchat to the Gubernatorial election on the Instagram
platform. We, therefore, ask in the context of the Gubernatorial election on Instagram: (RQ1) What content did the
gubernatorial candidates include in their Instagram stories? (RQ2): How did the Gubernatorial candidates utilize
Instagram Stories production features? (RQ3): What frames did the candidates use both before and after Election Day?
(RQ4): Did gender differences between Gubernatorial candidates exist within Instagram Stories?

Methodology
Instagram Stories were collected from ten gubernatorial accounts from October 31, 2018, to November 13, 2018
(one week before and one week after the November 6, 2018 election). Five female gubernatorial candidates and their
male opponents were selected for analysis based on states that had more competitive races and also diversity in their
geographic location. Categories arose primarily from Al Nashmi and Painter’s (2017) research on Snapchat stories
but were also informed by Muñoz and Towner’s (2017) framing analysis of 2016 Presidential primaries on Instagram.
Each story was the unit of analysis. Twenty percent of the stories were double-blind coded. Coding categories
included content (e.g., campaign workers, celebrities, etc.), production techniques (e.g., static image, boomerang,
handle, etc.), and frames (e.g., GOTV, canvassing, etc.).
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Results
RQ1: Candidates were readily included in the stories they posted on Instagram. However, this was not true for
every candidate. Campaign workers were also included in these images as was the endorsement of celebrities and
other political figures. Candidates often posed next to voters. Yet, many stories included voters endorsing the
candidates through holding signs, participating in rallies or with "I Voted" stickers. Children were not frequently
included. Most of the stories were taken inside in either offices, rallies (theaters or gyms), and universities. Stories
captured outside were of door-to-door canvassing, outside of polling places, and sign/poster waving next to roads.
RQ2: Across all accounts, gubernatorial candidates were more likely to post images over videos, and almost all
images and videos contained text. Video boomerangs were rarely used. Static images were routine of voters or
gatherings with an overlaid location tag or a written location of the town/event. The overall message was sometimes
staggered, released over the course of 2-4 stories. Other static images were of flyers for an event, voting, or
volunteering. Another feature frequently used was an animated "sticker” (e.g., clapping, moving ballot, etc.). All of
the candidates used hashtags and often included designated campaign hashtag, but occasionally were done in humor.
Handles were also frequently used when another celebrity or political figure was included in the story and also for the
candidate themselves. Emojis were only used by four campaigns in either written text copy or as an overlap to an
image. Hearts, praise hands, smiley faces, faces, eyes, confetti, and clapping hands were used.
RQ3: Overall, mobilizing voters was the most frequently used frame across almost all of the candidates. Voter
testimonial was also commonly depicted. Only a few candidates included images and video of large public rallies.
Issues such as infrastructure, health care, education, and civil rights were verbally or visually shown by multiple
candidates, yet this number was relatively small. Canvasing content was primarily showing volunteers and celebrities
canvassing on the street or door to door. Content was only posted before or on election day for almost all of the
candidates.
RQ4: Gender differences did exist within Instagram stories. Female candidates had 443 or 83% of stories
analyzed, whereas males had 90 or 17%. In general, the stories that the male candidates did post, lacked a variety of
production features (e.g., text, hashtags, regrams) and were mostly static images.

Discussion and Conclusion
This exploratory study offers a first glimpse into how gubernatorial candidates utilized Instagram stories.
Instagram stories provided almost exclusively a window into the candidate's professional life; most candidates did not
present Goffman's "backstage." Overall, many of the videos and pictures were not professionally done, adding an
element of authenticity. Overall, most gubernatorial candidates did not seem to embrace the nuances of the Instagram
platform fully. Character frames found in other studies were lacking in this gubernatorial sample. Furthermore, it was
surprising that almost all of the candidates posted nothing after the election was over. Lastly, it was apparent the
female candidates more readily and effectively using Instagram stories. The 2018 gubernatorial election was the first
to utilize Instagram stories, and it appears that the next gubernatorial election offers candidates an opportunity to tell
a better story.
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Summary Brief

Technology Usage and Consumer Buying Behavior in
Nigerian Banking Industry
Akinyemi Paul Omoge, Robert Gordon University, Scotland
Prachi Gala, Elon University, USA
This research studies the impact of technology usage and acceptance of online banking in Nigeria on the
consumer buying behavior via the mediation of customer satisfaction and service quality. The study also looks into
the negative impact of technology downtime, a frequent phenomenon in the emerging market, specifically Nigeria,
which has not been studied on a large scale. We collected data from ten large Nigerian public banks and
approximately four hundred banking consumers surveying them on their perceptions on usage of technology in
banking sector, analyzing this data using SEM and Process: A Regression-Based Approach. The study has huge
implications on adoption of technology in banking industry in general and specifically from an emerging market
perspective, using Nigeria as an example. Limitations and future research are discussed.

Introduction
Nigeria is Sub-Saharan Africa’s largest economy as of 2019 (www.cia.gov., 2019). For the last decade, it has
been fastest growing telecommunication country in Africa (Ayo et al., 2007) and has the largest number of internet
users in the continent of Africa (www.cia.gov , 2019), with an increase of 49k% from 2000 to date
(internetworldstats.com, 2019). Due to this progress, the number of smartphone users have raised from 11 million in
2014 to 23.3 million on 2019, and expected to reach 143 million by 2025, according to statista.com, of which 92
million users will access the internet through their devices (KPMG). Because of the increase in the internet and smart
phone usage, companies have begun shifting from personal interaction to online service platforms. The banking sector
in Nigeria had a major revamp after the 2008 crisis with enhanced recapitalization and regulations (www.cia.gov ,
2019). This sector is popularly called “pocket of sophistication” in Africa since it is among the trendsetters in adopting
information technology as a whole (Jason, 1997; Jason and Thompson, 1995).As a result of this incredible shift in
usage pattern, it has become necessary to study the perceptions of Nigerian consumers toward online banking. Thus,
we hypothesize that technology usage has a positive effect on (a) Consumer Buying Behavior (b) Service Quality and
(c) Customer Satisfaction in the Nigerian Banking sector and that Service Quality and Customer Satisfaction mediate
the Technology Usage – Consumer Buying Behavior relationship in Nigerian Banking Sector. We also look at the
reduction in positive impact of technology usage on (a) customer satisfaction (b) service quality (c) consumer buying
behavior, if the customer is faced with high technology downtime in Nigerian banking sector.

Methodology
Mixed method approach was adopted in order to satisfy the confirmatory nature and validation of the perceptions
and actual behavior of Nigerian banking customers in regard to their buying behavior. The questionnaire was
administered in Nigeria across, some selected cities and villages that represent every ethnic group for adequate
justification in generalizing our results. The respondents adjudged appropriate for this study are individual Nigerian
bank customers aged between 18 and 65 with at least a savings accounts in any bank. The Nigerian banking industry
was selected mainly because of its heavy investments on technology deployment to service its customers (Olowagbemi
et. all. 2011). The survey was conducted through a face-to-face self-administration, using a systematic sampling
approach. The survey included a total of 504 respondents, but 400 completed questionnaires were considered usable
for proper representation of opinions in this study. The unused questionnaires were excluded owing to either their
missing of important parts of the questionnaire, occurrences of possible bias, or instances of proxy. About 55% of the
respondents were male while 45% were female. The highest proportion of the respondents were between the ages of
26 – 40yrs, representing about 65% while the ages between 18 – 25 and 41 – 65 were 15% and 20%, respectively.
To test the research hypotheses, Structural Equation Modeling (SEM) and Process Macro, a regression-based
statistical analysis technique developed by Hayes (2013) were used, while SPSS was used predominantly for
descriptive analysis. These techniques adequately helped in the estimation and establishing the nature of the
relationships that exist between the independent and the dependent variables. The techniques were also used to
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ascertain the mediating and moderating effects within the conceptualized model. Before performing the causal effects,
confirmatory analysis was conducted to test for reliability, validity and assessment of overall model fit.

Results
The SEM model satisfies the acceptable theoretical measures of good model fit indices with Chi-Square/ df =
1.784, CFI = 0.959, SRMR = 0.075, RMSEA = 0.044, and Pclose = 0.956. The results of the tested model reveal that
technology usage has a positively significant impact on consumer buying behavior, customer satisfaction and service
quality. The results also indicate that customer satisfaction has a positive and significant association with consumer
buying behavior. Contrarily, Service quality effect on consumer buying behavior was found to be insignificant. These
findings imply that if, the deployment of technology platforms by banks to service their customers would enhance
customer perceived usefulness, perceived ease of use, positive attitude and positive customer experience, the
customers would exhibit positive buying behavior. However, while it appears from the direct effect results that
technology usage within the Nigerian Banking Industry improves satisfaction and somehow service quality, it is also
revealed that the level of service quality experience is not enough at present level to drive the required quality of
technology platforms that can influence positive buying behavior. An indirect effect of technology usage on consumer
buying behavior through customer satisfaction was performed using Amos 25, and the results reveal a significant
mediation. This implies that customer satisfaction partially mediates the effect of technology usage on consumer
buying behavior. This is because the direct effect of the relationship between technology usage and consumer buying
behavior remains significant. Contrarily, following an underlying principle of estimating indirect effect (i.e. sum of
path “Techu-Servq * Servq-CBB”), the nature of service quality indirect effect could not be established because of
the reported insignificant direct effect service quality has on consumer buying behavior.
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Summary Brief

The Role of Celebrities in Reality Show Induced
Tourism
Shuang Wu, Rowan University, USA
Sabinah Wanjugu, Louisiana Tech University, USA
Reality shows have become popular at filming from an outdoor settings. Current research intends to study the
effects of reality shows on consumers’ perceptions and behavior intentions towards destinations featured in reality
shows. We propose the moderating effect of consumers’ involvement and use source attractiveness model and source
credibility model to explain the influence of celebrities in reality shows.

Introduction
Reality shows with celebrities filmed in outside settings have become popular worldwide including The Bachelor
in the U.S., Where Are We Going? Dad in China, and New Journey to the West in South Korea. According to a report
conducted by Mafengwo and China Tourism Academy in 2017, 24.5% of Chinese tourists reported that they would
visit a destination featured in TV shows and movies (CCTV Travel 2017). The report also suggests that destinations
featured in reality shows with celebrities tend to have an increased search and exposure rate after the show airs by at
least 50% for domestic destination and 265% for international destination. Movie and TV induced-tourism has been
a hot topic in tourism research, and previous research has investigated how movie and TV shows bring visitors to
destinations featured through positively influencing the destination image (Leong, Yeh, Hsiao, and Huan 2015),
increasing destination familiarity (Lee, Scott, and Kim 2008) and boosting visit intentions (Fu, Ye, and Xiang 2016).
For example, motion picture, Dances with Wolves, increased visitation numbers of Historic Fort Hayes (Kansas)
featured in the movie by 25% (Riley and Van Doren 1992). A recent example is reported in Tkalec (2017), who found
a causal effect of a highly broadcasted TV series, Game of Thrones, on tourist arrivals in Dubrovnik, Croatia, a location
featured in the show. Research has looked at how fans of films and TV shows are attracted to visit the destinations
(Rittichainuwat and Rattanaphinanchai 2015; Fu, Ye, and Xiang 2016). This research intends to include the
moderating effects of involvement on the relationship between celebrities and reality shows. Further, we look at how
celebrities involved in reality shows influence consumers’ perceptions and behavioral intentions toward destinations.

Literature Review
The source attractiveness model and the source credibility model have been used in explaining the effects of
information source on persuasion effectiveness. In the context of reality shows filmed in outside settings, celebrities
are considered as the information source. The source attractiveness model suggests that the effectiveness of a message
relies on similarity, familiarity, and likability of a source (Erdogan 1999). According to Erdogan (1999), similarity is
the perceived resemblance between the source and the receiver of a message; familiarity is accumulated knowledge
of the source; and likability is the affection for the source from the source’s physical appearance and behavior. The
source credibility model suggests the crucial role of expertise and trustworthiness of source on message effectiveness
(Erdogan 1999). Trustworthiness is defined as the honesty, integrity and believability of a source; expertise is defined
as the knowledge, experience or skills of a source (Erdogan 1999); attractiveness is defined as the favorable physical
and facial appearance (Roy, Gammoh, and Koh 2012).
An individual’s attitude changes through two processes: identification or internalization (Kelman 1961). The
identification process focuses on the consumer’s desire to follow the source’s behavior to be alike, while the
internalization process focuses on the message (Kapitan and Silvera 2015). The dimensions of source attractiveness
model, familiarity, similarity and likability, are factors in the identification process, and the dimensions of source
credibility model, expertise, trustworthiness, and attractiveness, are aligned with the internalization process. We
propose that audience’s perceptions are influenced by reality shows through the identification and internalization
processes with the celebrities in these shows.
We also introduce the potential effect two types of involvements, enduring involvement and situational
involvement (Whang, Yong, and Ko 2016) of audience with reality shows in our study. Literature suggests that there
are effects of celebrity endorsement on consumer’s attitude rather than their behavior intention (Erdogan 1999).
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Beyond measuring the perceived image of the destination, we intend to also capture the behavioral intention of the
audience.

Proposed Methodology and Discussion
A survey will be distributed through Qualtrics using an online panel. The participant will be audience of a reality
show yet to be determined. The scales to measure the constructs of interest are from previous literature and adapted
for current research purpose. The reliability and validity will be accessed as prescribed by Hair et al. (2018).
By watching reality shows, consumers are exposed to both destinations and celebrities in those shows. Research
in this area has looked at the image perceptions and visit intentions, and our research extends the literature by
examining how audience’s attitude changes. We particularly focus on the audience’s different levels and types of
involvement.

References
CCTV Travel (2017), "World Travel Report," (accessed June 21, 2019). [available at
http://travel.cctv.com/2017/10/30/ARTI7H5f7s3N0FOxmGcRws5n171030.shtml]
Erdogan, B. Zafer (1999), "Celebrity Endorsement: A Literature Review," Journal of Marketing Management, 15
(4), 291-314.
Fu, Hui, Ben Haobin Ye, and Junzhi Xiang (2016), "Reality TV, Audience Travel Intentions, and Destination
Image," Tourism Management, 55, 37-48.
Hair, Joseph F., Barry J. Babin, Rolph E. Anderson, and William C. Black (2018), Multivariate Data Analysis.
Cengage.
Kapitan, Sommer, and David H. Silvera (2016), "From Digital Media Influencers to Celebrity Endorsers:
Attributions Drive Endorser Effectiveness," Marketing Letters, 27 (3), 553-567.
Kelman, Herbert C. (1961), "Three Processes of Social Influence," Public Opinion Quarterly, 25, 57-78.
Lee, Soojin, David Scott, and Hyounggon Kim (2008), "Celebrity Fan Involvement and Destination Perceptions,"
Annals of Tourism Research, 35 (3), 809-832.
Leong, Aliana Man Wai, Shih-Shuo Yeh, Yu-Chen Hsiao, and Tzung-Cheng TC Huan (2015), "Nostalgia as Travel
Motivation and Its Impact on Tourists' Loyalty," Journal of Business Research, 68 (1), 81-86.
Riley, Roger W., and Carlton S. Van Doren (1992), "Movies as Tourism Promotion: A ‘Pull’factor in a
‘Push’location," Tourism management, 13 (3), 267-274.
Rittichainuwat, Bongkosh, and Suphaporn Rattanaphinanchai (2015), "Applying a Mixed Method of Quantitative
and Qualitative Design in Explaining the Travel Motivation of Film Tourists in Visiting a Film-Shooting
Destination," Tourism Management, 46,136-147.
Roy, Subhadip, Bashar S. Gammoh, and Anthony C. Koh (2012), "Predicting the Effectiveness of Celebrity
Endorsements using the Balance Theory," Journal of Customer Behavior, 11 (1), 33-52.
Tkalec, Marina, Ivan Zilic, and Vedran Recher (2017), "The Effect of Film Industry on Tourism: Game of Thrones
and Dubrovnik," International Journal of Tourism Research, 19 (6), 705-714.
Whang, Haesung, Sunghwa Yong, and Eunju Ko (2016), "Pop Culture, Destination Images, and Visit Intentions:
Theory and Research on Travel Motivations of Chinese and Russian Tourists," Journal of Business Research,
69 (2), 631-641.

43

Summary Brief

Frontline Service Employee Self-Regulated Learning:
A Model of Antecedents and Consequences
A. Banu Elmadag, The University of Southern Mississippi, USA
Ece Kurtuldu, Istanbul Technical University, Turkey
Mehmet Okan, Artvin Coruh University, Turkey
Organizational frontlines are where the services usually take place. Thus, FLSEs pursuit of self-learning and
improvement may have a vital influence on the service provision. FLSEs personal characteristics are also imperative
when forming attitudes in the work environment. For example, FLSEs with high goal-orientation may be more
orientated to pursue better customer service in order to achieve the company’s performance objectives. Likewise,
employees who believe in themselves and their own capabilities may be more effective learners and execute customer
satisfaction goals of the company more effectively. Thus, in this study, we explore the effects of the work environment
(i.e. Organizational Investments in Social Capital (IOSC) and Supervisor Autonomy Support (SAS)) and feedback
mechanisms (Favorable customer feedback (FCF)) on Self-regulated Learning and in turn on FLSE Performance (
commitment to service quality -CSQ and Job Performance -JP). Moreover, the regulating effects of FLSE personal
characteristics (i.e. goal-orientation and self-efficacy) are examined.

Self-Regulated Learning (SRL)
Self-regulation refers to “self-generated thoughts, feelings, and behaviors that are oriented to attaining goals”
(Zimmerman, 2000). Self-regulation is a core concept in the application of Social Cognitive Theory which explains
human actions by a triadic reciprocal determinism where behavioral, personal and environmental factors affect each
other. Human beings are viewed as organizing, regulating, and reflecting on their own actions in a proactive manner
rather than just being reactive to environmental factors (Bandura, 1999). Self-regulated learning (SLR), on the other
hand, is defined as “an active constructive process where learners set goals for their learning and then attempt to
monitor, regulate, and control their cognition, motivation, and behavior, guided and constrained by their goals and the
contextual features in the environment” (Pintrich, 2000, p.453).

Antecedents of Self-Regulated Learning (SRL): Organizational Investments in Social
Capital (OISC), Supervisory Autonomy Support (SAS) and Favorable Customer Feedback
(FCF)
Nahapiet and Ghoshal (1998) define social capital as “the sum of the actual and potential resources embedded
within, available through, and derived from the network of relationships possessed by an individual or social unit.
Social capital thus comprises both the network and the assets that may be mobilized through that network”. Social
capital acts as a resource to facilitate organizations to work in an effective way (Dess and Shaw, 2001). OISC facilitates
the formation of social ties and relations among individuals within the organization. Especially in the context of FLSEs
whose actions directly influence the actual service delivery, we expect the more OISC, the more FLSEs will engage
in SRL behavior.
Self-determination Theory suggests that human beings have three innate psychological needs to be satisfied,
which are autonomy, competence and relatedness (Deci and Ryan, 2000). Autonomy is defined (Cotteral, 1995) as
“the extent to which learners demonstrate ability to use set of tactics for taking control of their learning”. In the
autonomy-supportive contexts, since people are intrinsically motivated to engage in a learning task, their self-regulated
behaviors will also be facilitated. Research also points out the importance of feedback, provided by an external agent,
in facilitating SRL, and stated that self-regulated learners opt for external feedback to catalyze their own learning
process (Butler and Winne, 1995).

Consequences of Self-Regulated Learning: Job Performance (JP) and Commitment to
Service Quality (CSQ)
Due to being directly in contact with the customers, JP of FLSEs is of critical importance in terms of customer
perceptions of the services and the organization (Hartline and Ferrell, 1996). JP is defined as “the level of productivity
of an individual employee, relative to his or her peers, on several job-related behaviors and outcomes” (Babin and
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Boles, 1998, p.82). Although the relationship between SRL and JP in a work context is an under-researched topic in
the literature, it is natural that when FLSEs are motivated to learn they would perform better.
CSQ is an principal topic for the services literature since it may benefit both the employees and the organization.
Clark, Hartline and Jones (2009) suggest that benefits of CSQ to the FLSE can be listed as better and clear
understanding of the organization’s culture and values, job requirements, and being more pleased with the job. In
regard to organizational benefits, previous studies showed that high quality services lead to an increase in customers’
positive evaluations of the service, employee, and organization (Kim et al,2012).

Regulators of Self-Regulated Learning (SRL): Goal Orientation (GO) and Self-Efficacy
(SE)
Achievement Goal Theory defines goal orientation (GO) as the situated orientation that makes an individual to
pursue an action in order to achieve a desired performance outcome (Dweck 1986). Rather than focusing on what
individuals try to achieve, this theory focuses on how and why they try to achieve desired outcomes (Anderman and
Maehr, 1994). Bandura, on the other hand, defines self-efficacy (SE) as “the beliefs in one’s capabilities to organize
and execute the courses of action required to produce given attainments”. Social Cognitive Theory suggests that human
action is determined by three sources which are the social context, behavior, and personal values. SE falls into the
personal values dimension and plays an important role in self-regulation. We expect that the more GO and SE FLSEs
have the stronger the effects of OISC, SAS and FCF on SRL will be.

Results, Discussion, and Managerial Implications
Using a sample of 517 FLSEs, hierarchical regression results show that SAS (=.151, p<.05), OISC (=.083,
p<.05) and FCF (=.239, p<.05) positively influence SLR of FLSEs. The direct effects of self-regulated learning on
both CSQ (=.705, p<.05) and JP (=.638, p<.05) were significant. The regulatory effect of GO was not significant
on the relationships between the antecedents and SLR. However, self-efficacy significantly increased the influence of
SAS on SRL while decreasing the effects of OISC and FCF.
FLSEs need to continuously improve their knowledge, develop new skills and competencies. The organizations’
roles in supporting their employees’ development is of critical importance and recent literature has focused on the
formal training methods implemented by organizations for the development of their employees. Study findings also
suggest that SAS, OISC and FCF positively influence SLR and in turn CSQ and JP. Moreover, SE has a moderating
influence on the relationships between its antecedents and SRL, however, contrary to expectations SE negatively
influences the relationship between OISC and SRL. As the FLSE gets more confident, the influence of OISC on FLSE
SRL decreases.
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Summary Brief

What Do Generation Z Students Mean When They
Talk about Globalization?
J. Charlene Davis. Trinity University, U.S.A.
Mario V. Gonzalez-Fuentes. Trinity University, U.S.A.
Kim R. Robertson. Trinity University, U.S.A.
The modernization of the curriculum in higher education institutions has almost invariably meant the
development of global awareness or the creation of “global citizens.” Our study focuses on the narratives and
examples used by students to explain their understanding of the term “globalization.” The sample consists of a cross
section of business students at different stages of their college education during 2015-2018. Preliminary results
identify two distinct viewpoints of globalization among students. One set of responses portrayed “globalization” as a
process that creates an integrated global economy marked by free trade and multinational business operations. A
second typology of responses conceptualized globalization as a process that involves movement of people, knowledge,
ideas, and technology across borders.

Motivation
Since its first use in the early 1930s, the term “globalization” has been used extensively in a variety of ways across
numerous academic disciplines and as a powerful argument in a wide variety of debates across disciplines. As a result
of this, the modernization of the curriculum in higher education institutions has almost invariably meant the
development of global awareness or the creation of “global citizens” (Zhao, 2010). However, recent times have seen
a surge in negative views of and a resistance to globalization across the world.
For example, Glass (2018) discusses how international college students are articulating their identities with a
sense of simultaneous multi-locality, negotiating multiple national, regional, or even university-based selves.
Gonzalez-Fuentes (2019) presents evidence highlighting how college students from collectivistic cultures favor
integrative views of global and local influences in their lives whereas their American counterparts seem to favor more
ethnocentric outcomes.
Current college students belong to a generation that has been characterized as being significantly more connected,
anxious, pragmatic, and globally aware than previous ones (Seemiller and Grace, 2016; Twenge, 2017). They have
also been portrayed as a cohort introduced to a marketplace marked by internationalization and the influence of global
popular culture (Fromm and Read, 2018; Thacker, 2016). Thus, it seems imperative to investigate how globalization
is viewed among current college students given these colliding influences between higher education institutions’ goals
and the social context.
Our study investigates perspectives regarding this concept of globalization among a cross section of current
business students at different stages of their college education. Our analysis focuses on the narratives and examples
used by students to explain their understanding of the term “globalization”, and we offer some implications for future
academic programs.

Methodology
Our sample consisted of a cross section of business students at different stages of their college education during
2015-2018, comprising more than 300 observations. The research instrument used was a survey combining structured
and unstructured questions. The main goal was to capture students’ narratives of what “globalization” means to them.
We did this by asking them two questions: 1) Describe what the term globalization meant to you; and 2) Provide
examples that illustrate your understanding of globalization. In addition, the survey included structured questions to
control for demographic factors such as age, gender, cultural/ethnic background of parents, students’ experiences
studying abroad, and foreign language proficiency. We used a mixed methods approach to analyze the information
collected. First, qualitative content analysis was performed independently by three researchers to identify
commonalities and differences in the responses. Second, a quantitative approach was employed to uncover potential
trends across narratives in terms of the different demographic factors listed above.
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Preliminary Results
An initial content analysis resulted in the identification of two typologies of narratives. One set of responses
portrayed “globalization” as a process that creates an integrated global economy marked by free trade and
multinational business operations. In this set of narratives, words such as companies, consumers, free trade,
economies, and products were prevalent in the definitions students gave as well as in the examples used to illustrate
their definitions. Other examples used by this typology included global brands such as Coca-Cola, Pepsi, McDonald’s,
and Starbucks, among others. We labeled this typology a “Utilitarian perspective” given their more functional
orientation towards transactional activities. A second typology of responses was labeled “Humanistic perspective”
given their conceptualization of globalization as a process involving movement of people, knowledge, ideas, and
technology across borders. In this typology words such as cooperation, flows, language, community, and peace, were
more prevalent.
Some examples of definitions classified part of the utilitarian perspective include “Globalization is when a
company expands its assets to other countries; advertising and selling its goods and services to potentially more
consumers,” and also “Globalization means huge global companies…food and much of what I own being made outside
the United States.” In contrast, examples of responses classified as part of the humanistic perspective include
“Globalization is exemplified by the science community created by a globalized system of language and
measurement,” and “Globalization is the cooperation of different countries to share ideas, that will lead to peaceful
relationships and trade with everyone.”
A subsequent analysis using descriptive statistics revealed interesting patterns that shed light on the
characterization of these two typologies. The vast majority of students (72%) who speak a foreign language (other
than English) share a humanistic view of globalization. Conversely, 76% of only-English speakers share a utilitarian
perspective of globalization. Among those who studied abroad, 81% speak a foreign language and view globalization
as a more humanistic phenomenon whereas the rest (19%) speak only English and share a more utilitarian
conceptualization.
These preliminary results highlight the importance and value of speaking a foreign language and of study abroad
experiences in expanding students’ perceptions of the world and those who inhabit it. For educators this implies the
importance of enhancing student understanding of views, which may differ across populations as well as across
academic disciplines. As a generational cohort, Gen Z has been described as more globally aware, tolerant, inclusive,
and as having experienced distinct political, sociological, technological, business and other environments. This first
look at student views on globalization is an important metric of some of these characteristics. Future studies may wish
make generational comparisons on these measures as well as how or if Gen Z’s perceptions of globalization change
significantly across their life time.
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Summary Brief

Motivation and Social Ties as Determinants in Study
Abroad Participation: The Moderating Role of
Cosmopolitanism
Helena F. Allman, University of West Florida, USA
Nestor Arguea, University of West Florida, USA
Harriette Bettis-Outland, University of West Florida, USA
Anton P. Fenik, Grand Valley State University, USA
Felicia Morgan, University of West Florida, USA
Study abroad programs are popular avenues through which universities engage their students in multi-cultural
experiences. Still, many students elect to not participate in these enriching travel abroad opportunities. Those students
who elect to study abroad have varied preferences with regard to the countries where they are excited to study. In this
research we introduce the cosmopolitanism level of the students as possible moderator on the relationship between
intrinsic motivation and social ties and the intentions to travel to study abroad. We also examine in greater detail the
reasoning of those students who decide to not participate in their school study abroad offerings.

Study Abroad Programs: Students’ Motivation and Social Ties
As conceptualized in Nyaupane et al. (2011), motivation and social ties to the country of study abroad programs
can influence the student’s choice and attitude towards study abroad opportunity. Academic motivation suggests to be
of particular importance. Students place importance on the ability to earn academic credits and learn about career
opportunities while traveling (Wiers-Jenssen 2003). Similarly, if students have relatives or close friends in the country
considering for their study abroad option they are more likely to participate (Nyaupane et al 2011). However, the
literature stream examining motivations of study abroad participants remains underexplored.

Cosmopolitanism
While past studies show that intrinsic academic motivation and social ties play significant role in attitude
formation when making a decision to study abroad, the effect of cosmopolitanism (Cleveland, Laroche, Takahashi,
and Erdogan 2014) on this relationship is unknown. We posit that cosmopolitanism can strengthen the direct positive
effect of academic motivation and social ties on study abroad intentions. Cosmopolitanism, or a general positive
predisposition towards affinity for cultural diversity, has gained a momentum in international segmentation literature
(Cleveland et al. 2014). Building upon the Theory of Reasoned Action (Fishbein and Ajzen 1975) we posit that this
affinity towards learning about other cultures can amplify the student’s natural intrinsic motivation to do well in school
and their current social engagement with individuals from the foreign country.

Methodology
After the initial student interviews at a major southern regional university, we first conducted a preliminary pilot
survey among eighteen U.S. undergraduate students (Females = 11, Males = 7). The purpose of this pilot survey was
to motivate the research topic and to gain an initial qualitative insights into the current students’ motivation and
reasoning to either participate or not participate in their university’s study abroad programs. In this pilot we asked the
students whether they did or did not participate in study abroad in the past, after which the survey flow presented
unique set of mostly open-ended questions and some Likert-type questions to assess the participants’ reasoning for
(non)participation, their likelihood to participate in the future and their perceptions whether their university has room
for improvement related to communication about and promotion of the various study abroad programs. The pilot
survey also helped us formulate our base hypothesis about the moderating effects of cosmopolitanism. We now
designed our main survey and are in the process of collecting data for our conceptual model.

Findings from the Pilot Survey
The responses from our pilot survey show that 72% of students who completed our survey did not participate in
any study abroad opportunities. The reasons that these students gave, when asked why they did not participate,
included the often found in literature monetary and social ties obstacles. Some of them were self-described “non-
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traditional students” (e.g., “military wife of three kids” and “study abroad would simply not fit their current lifestyle”).
One third of these students who did not participate stated the following reasonings behind their choice: “I do not know
where I would go, if I did do study abroad.”; “Not informed”; “None were available that fit my degree schedule”; and
“I have not seen any opportunities”. This last group of “nonparticipant” respondents is especially of interest to our
project, since they present an opportunity for improvement with regard to better inform and motivate the undergraduate
students to engage in study abroad programs. Further, only 5 out of the 13 of these “non-participant” students stated
that they are either not likely at all or not likely to participate in the future. This means that a majority, or almost 62%
of students who did not yet study abroad, are either undecided or willing to travel abroad to study, if only they were
presented with more information tailoring one of their unique three sub-group’s needs: 1) How can I make this study
abroad fit into my academic credits/study plan; 2) How can I finance this opportunity, and 3) Can you tell me more
about the country/countries/university where I would go to study?
From the respondents who did participate in the study abroad program(s) in the past, the answers to the question
gauging their motivation to participate resonated around the three themes from the results we gathered from the nonparticipant group: “First-hand experience with other country for my international business class, as well as networking
opportunities.”; “I always saw the appeal of studying abroad and wanted to experience it for myself.”; “Gain more
knowledge of a foreign culture and experience a new country.”; and “It fit my degree schedule.”.
When asked the following five-point agree/disagree Likert question about whether their University could improve
with regard to informing the students about the various study abroad opportunities, three out of the five students who
participated in the study abroad answered “definitely yes” or “probably yes”. One student gave “undecided” answer.
Only one student answered “definitely not”. Those respondents who did not participate in study abroad programs in
the past resonated the same answer pattern. 54% said “definitely yes” or “probably yes” and only one student said
“probably not”. We obtained similar pattern of responses to questions asking students whether they would be interested
in learning more about the countries (and their industries and companies) where they can travel to study abroad at
their school. Majority of students were interested in learning more about the countries available and the industries and
companies present in those countries. This suggests an opportunity to ignite a more cosmopolitan attitude among the
non-participating undergraduate population.

Conclusion
The purpose of our research is threefold. First, we explore the reasoning behind the presence versus lack of interest
in study abroad programs among undergraduate students in the United States. Second, we examine the conditions
under which this preference might be weaker or stronger. Specifically, we posit that the student’s level of
cosmopolitanism will positively moderate the relationship between students’ intrinsic motivation & social ties and
their intentions to study abroad. Third, we research the opportunities for improvement of promotions related to
universities’ study abroad programs and better communicating these educational opportunities to their undergraduate
students.
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Summary Brief

Grassroots Development in Guatemala: Listening to
the Voices of Indigenous Women
Karin Braunsberger, University of South Florida St. Petersburg, USA
Richard O. Flamm, Florida Fish and Wildlife Research Institute, USA
R. Brian Buckler, Avila University, USA
This presentation describes the implementation of a study-abroad course for MBA students to Guatemala that
focuses on service learning and teaches students to design business solutions for cooperatives owned and run by
indigenous women in a rural municipality. It further illustrates how the study-abroad course led to the incorporation
of the 501(c)3 nonprofit organization Para Adelante (i.e., Moving Forward) which provides college scholarship funds
to indigenous women in Guatemala. It also discusses how the study-abroad course helps students reach the specified
learning outcomes, and how the course and the nonprofit organization benefit the University’s PR efforts.

Introduction
During the last decades, conventional top-down development strategies have been criticized as they have
demonstrated limited ability to stimulate socially equitable and environmentally sustainable development in Latin
America (Altieri and Masera 1993; Kaiser 2012). Although there is a place for top-down nationally and/or
internationally sponsored development approaches relating to specific programs such as vaccination campaigns,
reducing mortality rates, and fighting potentially catastrophic diseases at a global level, the more than $2 trillion that
has been allocated to poverty reduction in the global south over the last fifty years has failed to deliver sustainable
economic growth as well as the reduction of poverty (Kaiser 2012).
Considering the broad criticism targeted at top-down development efforts and the call for grass-roots development
as well as a focus on women in developmental efforts (Healy 2001; Sen and Grown 2001), the purpose of this
presentation is to describe how university-level study abroad programs in business that focus on service learning can
help empower indigenous rural women in their quest to increase economic independence as well as social equity while
reinforcing their symbiotic relationship with their natural environment. The focus on women is warranted as countries
that feature higher gender equality have been found to be more prosperous and competitive (USAID 2018).

Background and Detail
When provided with the opportunity to develop a study-abroad course for MBA students to Guatemala, it was
decided to create a service-learning course that teaches students to design business solutions for cooperatives owned
and run by indigenous women in the rural municipality of San Juan la Laguna de Atitlán that satisfy the requirements
set by the small business owners. One such requirement is that although the women ask for solutions and strategies
that help them earn enough money to feed their children three meals per day and send them to school, they are not
interested in cut-throat competition that might hurt other cooperatives. Other requirements are that any
solution/strategy must be low-cost as most of the cooperatives do not have much cash at hand, and that labor-intensive
workflows are preferable to capital-intensive ones as the goal is to increase employment.
The first of these courses was offered in Spring 2013 and powered the development and incorporation, in Spring
2014, of the 501(c)3 nonprofit organization Para Adelante that provides scholarship funds for impoverished
indigenous women in the rural municipality which enable recipients to attain university degrees. To date, twelve coops
have benefitted from working with our MBA student teams, and three women have been recipients of the college
scholarship funds; two of the women are studying social work and one psychology. All three are survivors of domestic
violence and are dedicating their studies and careers to help other women who are experiencing violence at home,
which is a rampant problem in Guatemala (Amnesty International 2019).
The current presentation will focus on how such efforts impact student learning and help students reach the
specified learning outcomes. It will also emphasize how the course and the nonprofit organization benefit the public
relations efforts of the College of Business and the University. Finally, we will make a case that universities can
impact positively sustainable economic development in third-world countries if they are willing and able to make a
commitment to a specific geographic area. For example, such a commitment helps alleviate and overcome conditions
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that have been identified as widespread problems across rural Latin America, such as poverty, unhealthy living
conditions, and environmental degradation (Altieri and Masera 1993).
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Summary Brief

Trends in Event Ticketing: Exploring the Changing
Consumer Market
Cheryl B. Ward, Middle Tennessee State University, USA
Diane R. Edmondson, Middle Tennessee State University, USA
When examining changes in recent years to how individuals purchase, use, and talk about event tickets, it is
evident that there are multiple trends impacting this industry. Specifically, these trends include (1) changes in ticket
prices, (2) usage of mobile apps, (3) increased opportunity for third party ticket options, and (4) increased usage of
social media. The goal of this exploratory research project is to investigate consumers’ attitudes and purchase
intentions for a variety of events (e.g., concert, sports, arts, comedy) based on these four trends, especially since little
to no academic research has focused on these trends.

Four Trends in Ticketing
There are four major trends that have occurred in the event ticketing industry in recent years; however, there is
limited to no academic research investigating the impact that these trends have on consumer attitudes and purchase
intentions. A Qualtrics panel of adult consumers who have purchased event tickets online at least once in the past year
was surveyed in order to investigate each of these trends. A brief background of each trend as well as the related
project goals are shown below:
First, event ticket prices have steadily increased in recent years (Schweizer, 2018). These increased prices are not
just based on the actual event but instead are impacted by the increases in fees, taxes, and surcharges. Specifically, the
focus of this particular trend is on the added fees that companies such as Ticketmaster add to each and every ticket
sale since these fees can distort the overall final ticket price. Ticketmaster was selected because they are the market
leader in the industry (U.S. Government Accountability Office, 2018). Currently, Ticketmaster fees vary by venue;
however, multiple fees are added to every ticket purchased. These fees can include a service fee, facility charge, order
processing fee, delivery fee, and more (Consumer Reports, 2016). The fees can be as much as 58% or more of the
stated ticket price (U.S. Government Accountability Office, 2018). However, if an individual wants to see this event,
there is no alternative way to buy a ticket without paying these fees. Because of this, one goal of this project is to
investigate consumers’ perceptions towards these fees and if the added fees impact purchase behavior.
Second, the way individuals purchase and later get entry into events has changed. The usage of printed/paper
tickets has largely disappeared and instead mobile applications are becoming commonplace (Shamir, 2018). However,
this can create additional consumer frustrations, especially with mobile entry, since now an individual must have a
smart phone connected to the Internet in order to be able to access events. In addition, multiple tickets purchased
together in a single transaction may require all parties to be present at the same time for entry into the event. This is
especially true when some vendors restrict the opportunity to transfer tickets to other attendees (Pender, 2017).
However the increased usage of mobile applications also offers some benefits since consumers are now able to access
event and venue information, purchase tickets, and investigate event pricing. A second goal of this project is to
examine consumers’ attitudes and satisfaction regarding the usage of mobile applications.
Third, originally the primary way to secure guaranteed tickets to an event was either directly through the ticket
company, such as Ticketmaster, or by purchasing directly at the venue itself. The only other alternative was to
potentially purchase an unguaranteed ticket from a ticket scalper outside the venue the day of the event, which may
or may not be legal depending on the venue location. However, in today’s market, there are a variety of third party
ticket resellers available to consumers. Some of the more notable ticket resellers include StubHub, VividSeats, and
SeatGeek. For sell out events, the only option available to consumers may be purchasing through these third party
ticket resellers. Typically, consumers have to pay inflated prices when purchasing from these types of resellers
(Schweizer, 2018). Another concern when purchasing from third party resellers is the possible risk involved in
purchasing counterfeit tickets since ticket fraud affects 5 million event attendees per year (McDonough, 2018).
Because of this, a third goal of this exploratory study is to investigate consumer reactions, both positive and negative,
to the ticket resell market.
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Finally, most consumers in today’s marketplace utilize a variety of social media platforms. Prior to social media,
consumers could share their positive and negative experiences in a more limited fashion; however, with the advent of
social media, it is possible for both positive and negative comments to “go viral.” Social media also allows individuals
the opportunity to post and resell event tickets to people connected to their social media platforms. Many consumer
reviews, comments, and posts related to specific events and/or venues, the ticket purchasing process, and consumer
value for price paid may influence other consumers’ decisions. This is especially true for negative purchase
experiences (Sass, 2017). A final goal of this study is to explore how social media has impacted consumer attitudes
and purchase intentions towards event ticket purchases.
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Summary Brief

Two, Four, Six, Eight, How Many Ingredients Do You
Appreciate? An Exploration of Cocktail Ingredients
Hannah Daab, Murray State University, USA
Sarah Lefebvre, Murray State University, USA
Marissa Orlowski, University of Central Florida, USA
Two studies examine the effect of cocktail menu description on consumer order intention. Findings show that
consumers are more likely to order a cocktail with a greater number of ingredients and the effect is driven by
perceptions of beverage complexity and premiumness.

Introduction
A restaurant menu acts as the first point of communication between a restaurant and its customers. This sales tool
provides the establishment with a crucial opportunity to convey information such as price, preparation, and ingredients
before verbal communication with employees even begins. In addition to communicating information about the
foodservice establishment, attributes of the menu can significantly impact consumer choices (Amsteus, Liljegren,
Markovic, & Månsson 2016). Despite extant research examining how menu descriptions influence choice of food
menu items, the impact of this sales tool in terms of beverages remains underexplored.
This area of research is of particular importance in the context of alcoholic beverages in the form of cocktails,
where the description of the beverage is often formulated by the establishment and its management. One attribute that
has not received attention is the number of ingredients included in the item description. Take for example, a simple
cocktail like a Moscow Mule, the beverage description could say “vodka, lime juice, and ginger beer” or it could list
all the beverage ingredients including the cubed ice and lime wedge. We propose, as the number of ingredients listed
increases, the perceived complexity of the beverage also increases. Menu description complexity has been found to
increase consumer evaluations (McCall & Lynn 2008) and value perceptions (Shoemaker, Dawson, & Johnson 2005).
Thus, as beverages are perceived as being more complex, there is a greater opportunity for value creation leading to
perceptions of premiumness. Within this context, premiumness refers to attributes such as consumers’ willingness to
pay, product uniqueness, and quality (Velasco & Spence 2019). In turn, as there is increasingly a greater consumer
demand for premium products (Velasco & Spence 2019), a higher number of ingredients should result in greater order
intentions.
In sum, this research examines the underexplored area of cocktail ingredient menu descriptions, specifically, the
effect of the number of ingredients listed in a cocktail description on consumer order intentions. We propose that
consumers are more likely to order a cocktail with a greater number of ingredients and this effect is mediated by the
perceived complexity and premiumness of the cocktail. Two online studies were conducted to examine our predictions.

Methodology
Study 1
Study 1 consisted of a single factor between-subjects design with two experimental conditions (number of
ingredients: low vs. high). One-hundred and twenty-five participants completed the online study through Amazon
Mechanical Turk (MTurk) in exchange for monetary compensation. Participants were randomly assigned to either the
low number of ingredients or high number of ingredients condition. In both conditions, an image of a standard cocktail
menu description was provided for “Cocktail XYZ”, which included the list of either three (low) or six (high)
ingredients. After reviewing the menu description, participants were asked about their order intention using a twoitem scale (Lefebvre & Orlowski 2018), “How likely are you to order this beverage?” (1 = not at all likely, 7 = very
likely) and, “I am willing to try this beverage” (1 = strongly disagree, 7 = strongly agree) (r = .79). Demographic
questions concluded the study questionnaire.

Study 2
Study 2 examined the underlying mechanism of the effect of the number of cocktail ingredients on consumer
order intentions. A single factor design with two experimental conditions (number of ingredients: low vs. high) was
conducted. Two-hundred and forty-nine participants completed the study through MTurk. Similar to Study 1,
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participants were randomly assigned to review a menu description of “ABC Cocktail.” In the low number of
ingredients condition, participants were shown four ingredients and in the high number of ingredients condition eight
ingredients were listed. Following the stimuli, participants were asked the two order intention measures from Study
1, followed by the complexity measures (“How would you rate the complexity of this beverage?”; 1 = very simple, 7
= very complex) and perceived premiumness measures (“How would you rate the premiumness of the beverage?”; 1
= low end, 7 = high end). Demographic questions completed the study.

Results
Study 1
The results of an independent samples t-test revealed that participants were significantly more likely to order the
cocktail when it had six ingredients listed (M6ingredients = 4.78), than when only three ingredients were listed
(M3ingredients = 3.86; t(123) = -2.93, p = .004). The results provide support for our proposed main effect of the
number of ingredients on order intentions.

Study 2
To assess the underlying serial medial model, PROCESS model 6 with 5000 bootstrap samples was used (v3;
Hayes 2017). Results supported the predicted serial mediation, where the number of ingredients (0 = low, 1 = high)
influenced the complexity of the beverage (a = .76, p < .001), which in turn positively influenced perceptions of
premiumness (d = .38, p < .001), and the perception of premiumness had a significantly positive effect on order
intention (b = .605, p < .001). The serial indirect effect was significant (95% CI from .074 to .303), while the direct
effect became nonsignificant. Further, the indirect effects involving the individual mediators were nonsignificant.
Thus, we find support for full serial mediation as predicted.

Discussion
The results of two studies find support for the effect of the number of listed cocktail ingredients on order intentions
through perceived complexity and perceived premiumness. The findings add to the limited literature on the influence
of menu descriptions within the context of alcoholic beverages. As menu descriptions, particularly of cocktail menu
items, can be designed in a variety of forms, an understanding of how order intentions can be influenced has particular
implications for restaurateurs and marketers.
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Summary Brief

What Am I Tipping Your For? Customer Response to
Tipping at Limited Service Restaurants
Ismail Karabas, Murray State University, USA
Marissa Orlowski, University of Central Florida, USA
Sarah Lefebvre, Murray State University, USA
This research examines the effect of tipping requests at limited-service restaurants (e.g., fast food, fast causal).
The results of two studies find a negative impact of presenting a tip option on customers likelihood to return to the
establishment. Further, support is found for customer irritation as the underlying mechanism and perceived
deservingness as altering the effect.

Introduction
Within the service industry in the United States (US), voluntary tipping is part of the traditional customer
experience. The primary reason for tipping is to reward employees for the quality of service provided during the
service experience (Karabas, Joireman, & Kim 2019; Kwortnik, Lynn, & Ross 2009; Voorhees, Brady, & Horowitz
2006). Within the food service industry, establishments vary in the amount of service that is provide to customers. For
instance, at The Cheesecake Factory, employees provide a full-service experience including seating customers, taking
their order, preparing and delivering their food etc. In contrast, at Panera Bread customers order at the counter (or
kiosk), and collect their food once ready; thus, the service offered by employees is limited. A major distinguishing
attribute of full- versus limited-service restaurants is when consumers pay their check. According to the North
American Industry Classification System (NAICS 2017), full-service restaurants are “where patrons order and are
served while seated and pay after eating” and limited-service restaurants (LSR) are “where patrons generally order or
select items and pay before eating”. In the full-service context, tipping employees is considered a social norm in
response to the service that was provided. However, there has been an increase in the number of limited-service
restaurants, where there is minimal to no service being provided, requesting a tip when a customer is completing their
transaction. Since tipping is a voluntary payment to employees for their service, and consumer research has shown
customers have low intentions to tip fast food employees (Lynn 2016), customers may have a negative response to
being asked to tip in LSRs. Specifically, we propose that customers will feel irritated when they are presented with a
tip request while completing their payment transaction at an LSR. Further, we propose that customer irritation will in
turn reduce customers likelihood to return to the establishment.
Though tipping is traditionally a reward for employees who provide good service and tipping is not typically
expected at LSRs, some customers may believe that employees at these types of establishments are still providing
some service and deserve to be tipped. We propose that the effect of a tipping request on customer likelihood to return
through irritation will be moderated by perceived deservingness. Where, the return likelihood of customers who
believe the employee deserves to be tipped will not be influenced by irritation. Of the extant literature on tipping in
food service establishments, the area of tipping at LSRs remains underexplored. We attempt to reduce this gap through
two studies.

Methodology
Study 1
One-hundred and fifty-one participants were recruited through Amazon Mechanical Turk (MTurk) in exchange
for monetary compensation. To examine the effect of tipping option presentation on consumer likelihood to return
through perceived irritation, a single factor between-subjects experiment with two conditions (no tipping option vs.
tipping option) was conducted. Participants were asked to imagine themselves in a hypothetical service exchange at a
LSR. In completing their transaction participants were not given an option to tip (no tipping option) or were asked if
they would like to leave a custom tip (tipping option). Then, participants were asked to indicate their intention to
return to the establishment (1 = strongly disagree, 7 = strongly agree). They were also asked to indicate how they
would feel in the given scenario by responding to seven emotions related to irritation. The study concluded with
demographic questions.
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Study 2
One hundred and ninety-eight participants completed the study through MTurk. The study had four betweensubject experimental conditions (tipping presentation: no tip vs. custom tip vs. low percentage vs. high percentage).
Participants were randomly assigned to one of the four conditions and provided with the same scenario as study 1.
When asked to complete the transaction in the percentage tip conditions, participants were shown the following options
to replicate tipping options on many electronic transaction devices: 10%, 15%, 18%, 20%, Custom Tip Amount, and
No Tip (low percentage condition). In the high percentage condition, the percentage amounts were 20%, 22%, 25%,
and 30%. Following the scenario, participants completed the same measures from study 1 and a 4-item measure of tip
deservingness. Demographic questions concluded the study.

Results
Study 1
PROCESS model 4 with 5000 bootstrap samples (Hayes 2017) was used to examine the effect of tip option
presentation on likelihood to return through consumer irritation. The main effect of tip option presentation on
consumer irritation (0 = no tip option, 1 = tip option) was significant (a = .65, p = .009). Consumer irritation was
negatively related to likelihood to return to the establishment (b = -.21, p = .003). Furthermore, while the indirect
effect of tipping option presentation on likelihood to return was significant (effect = -.138, 95% CI -.283 to -.023), the
direct effect became nonsignificant (effect = -.117, p = .585). These results provide evidence of full mediation.

Study 2
To assess the conditional indirect (moderated mediation) model PROCESS model 14 with 5000 bootstrap samples
(v3; Hayes 2017) was used. As predicted, the tipping presentation significantly influenced consumer irritation,
interestingly, the effect was significant for each of the tipping option conditions. As predicted the interaction of
consumer irritation and deservingness of tip was significant (b3 = .053, p = .014). To probe the interaction, a floodlight
analysis was conducted and identified a Johnson-Neyman value of 5.69, where for participants who felt strongly that
employees at LSRs do not deserved a tip, the tip option presentation had a negative effect on likelihood to return and
the effect was attenuated for those who strongly agreed that LSR employees should be tipped. The index of moderated
mediation was significant for each of the tip option conditions at 1 standard deviation (SD) above and below the mean.
However, for each tip option presentation condition the effect was lower at 1 SD above the mean suggesting the more
strongly an individual agrees with LSR employees deserving a tip, the weaker the effect of the tip option presentation
has on likelihood to return.

Discussion
The results of two studies support the impact of presenting a tipping option to customers at limited-service
establishments on their likelihood to return. Simply asking customers if they want to leave a tip prior to receiving their
order led to increased irritation, which in turn reduced likelihood to return. The effect was attenuated when customers
believed that the limited-service employee was deserving of a tip. These results contribute to the underexplored area
of tipping behavior in limited-service restaurant establishments.
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Summary Brief

Incorporating the New Head Men’s Basketball Coach
to Boost Fan Attendance at NCAA Division I
Basketball Games
Chris Croft, The University of Southern Mississippi, USA
Tim Wilson, Tusculum University, USA
Chris Coker, East Tennessee State, USA
NCAA Division I men’s basketball is a major business in today’s intercollegiate athletics’ world. The new head
men’s basketball coach can boost fan attendance by providing instant community and campus recognition, the selling
of hope and near future success, and the impact of interaction and visibility at games by fans.

Impact of College Basketball on Campuses
NCAA Division I men’s basketball is a major business in today’s intercollegiate athletics’ world. “Intercollegiate
athletics has experienced an exponential growth in popularity over the past several decades and now plays a large part
in the lives of many people in the United States,” (Chung 2013). Due to the increased popularity of intercollegiate
athletics through both television coverage and access to social media technology, it is vital that intercollegiate
athletics’ departments capitalize on increased avenues in attracting fans to one of their most revenue producing sports
of men’s basketball. Ogus (2016) reported that the TV money earned for the event (March Madness) is also striking,
with an estimated $10 billion paid by CBS and Turner Sports for the broadcasting rights of the tournament in 2016.
In today’s age, this is a very important for both Power 5 and Group of 5 institutions. The Power 5 conferences include
the Atlantic Coast Conference (ACC), Big Ten Conference (B1G), Big 12 Conference, PAC-12 Conference (Pac-12),
and Southeastern Conference (SEC). The Group of 5 (also referred to as the G5 or Go5) include the American
Conference (AAC), Conference USA (C-USA), the Mid-American Conference (MAC), the Mountain
West Conference (MW), and the Sun Belt Conference.
Intercollegiate athletic institutions’ seek a consistent stream of sports’ fans at their home venue events. Chung
(2013) stated that for many people residing in the United States, intercollegiate athletics is a big part of their everyday
lives. These badly needed fans are desired to fill basketball arenas on game days. These packed crowds regularly
reinforce the university’s brand while also promoting the “front porch of the university.” Additionally, these
surroundings bid a heightened home-court advantage for their men’s basketball programs. However, primarily, these
basketball fans bring in crucial game revenue. Chung (2013) reported that colleges and universities benefit from
intercollegiate athletics through monetary gain from ticket and merchandise sales and lucrative television contracts,
as well as through advertising in the form of exposure in multimedia outlets. These revenues come from mandated
donations, priority-giving finances, and game tickets’ revenue. Intercollegiate athletic programs make enormous
financial gains off donor giving to provide the opportunity to purchase season tickets. Smith (2019) reported from his
research study of twenty men’s basketball teams showed that 29.5% of financial revenue was attained from ticket
sales.

Influence of New Head Men’s Basketball Coach
A new head men’s basketball coach is an investment by the athletic department, and brings national, regional,
and local publicitiy to the program. The new coach is looked upon by both the community and the campus to ignite
the basketball program, and the campus community. The new head men’s basketball coach can boost fan attendance
at upcoming games by providing instant community and campus recognition, the selling of hope and near future
success, and the impact of interaction and visibility by fans.
First, a new head men’s basketball coach can bring prompt community and campus recognition to both the men’s
basketball program and himself. Ching (2018) noted that conventional wisdom states that a change in leadership will
drive fan interest, particularly if the new coach wins more consistently than his predecessor. “One method that does
seem to be a way to renew interest in an unsuccessful program is to bring in a new coaching staff,” Martinson,
Schneider, and McCullough (2015).
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With the emergence of a new coach, there is a renewed sense of instant hope with increased probability of success
on the horizon. Due to the impact in the news’ cycle with local media coverage, both the community and campus will
become aware of the change, and garner attraction to the new head men’s basketball coach. Martinson, Schneider, and
McCullough (2015) further noted that while this buzz does not last forever, an optimistic, enthusiastic new coach
could breathe life into a stale program and re-energize the fan base. After his initial hire, the new head men’s basketball
coach will have an opportunity to begin putting his stamp on the program regarding leadership, style of play, recruiting,
scheduling, and community impact.
Second, a new head men’s basketball coach can initiate an immediate plan for the selling of hope and near future
success in the men’s basketball program. Wells, Southall, and Peng (2000) state that much of the success of college
athletics is based upon tradition. While some institutions are lucky to possess this characteristic, they still must strive
to maintain this support. Other institutions short of tradition are continually searching for ways to captivate basketball
fans constantly to garner monetary windfalls. Having high team performance, is generally expressed as home team
winning percentage, is categorized as a strong forecaster of fan attendance. Wong (2017) noted Northwestern
Basketball recently appeared in its’ first-ever NCAA Division I Men’s Basketball Tournament (a.k.a. March Madness)
snapping a 78 year drought.
To stimulate the basketball fan base, new head men’s basketball coaches can elevate the upcoming game schedule
and also look to add star players to the roster. Adding marquee game opponents is an engaging tactic for sports’ fans.
Fans desire to see their team compete against high caliber competition. Having premier players for sports’ teams also
provides an opportunity to increase basketball fan attendance. This star power will increase fans consistent flock to
the venue while also render financial dividends. Recent Oklahoma basketball star Trae Young attracted increased
basketball fans to the Lloyd Noble Center on their campus. “For a recent clash versus Big Ten member Northwestern
in the fall of 2017, 9,692 fans attended the Sooners’ contest which was the largest non-conference crowd on hand at
the arena since 2008,” (Straka 2017).
Third, a new head men’s basketball coach can influence interaction and visibility by fans. Highly successful
seasons and winning greatly assists fan attraction. However, when a new head men’s basketball coach is hired
normally in the spring, there is approximately a six-month honeymoon window to make an impact off the basketball
floor before the fall basketball season begins. Shackelford & Greenwell (2005) noted when examining intercollegiate
sports that it is important to note that intercollegiate sports teams draw spectators from the student community in
addition to the local community. Students are an invaluable aspect of the home-court advantage at men’s basketball
arenas. Packed and boisterous student sections can highly motivate the home team’s performance while also energize
the general season ticket holders’ base. These young fans are more linked to the men’s basketball student-athletes due
to current class interaction and other campus associations.
With today’s current trends in technology, it is crucial for intercollegiate athletics’ departments to send constant
and consistent messages through various social media platforms to connect to fans. “While it is impossible, and
perhaps even illogical, to separate social media from the Internet, the reality is that is has to develop a presence within
the sports marketing environment such that it merits special attention,” (Fullerton 2017).The most popular platforms
include Facebook, Twitter, and Instagram. Martinson, Schneider, and McCullough (2015) stated that Facebook and
Twitter are the most well known social media networks and thus the best ways to connect with fans. New head men’s
basketball coaches can be highly visible and engaging with Twitter to connect with both the community and campus
but especially the student body population. This an excellent way to sell the men’s basketball program to the students
while also encouraging them to be at upcoming basketball games. Significant reasons to use the social media outlets
are that they are today’s millennials preferred way of communication, and in addition, these resources are free of
charge.
It is crucial for new headmen’s basketball coaches to engage the community and campus immediately upon being
hired to engage fans for basketball games. The impact of men’s basketball as one of the top two revenue sports on a
college campus and with its’ close proximity environment can bring colossal recognition to the front porch of the
university: the intercollegiate athletics program. Additionally, basketball fans have the ability to bring enormous
humongous windfalls to their men’s basketball program and intercollegiate athletics’ program, while also creating an
impactful home-court advantage for their team to attain a high level of success toward pursuit of conference
championships and March Madness prosperity.
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Summary Brief

Playing for a Good Cause: Investigating Consumer
Perceptions of Sport Brands in Cause-Related
Marketing Campaigns
Ronald G. Christian, Fort Hays State University, USA
Brian S. Gordon, The University of Kansas, USA
Peter S. Bobkowski, The University of Kansas, USA
Samer N. Sarofim, California State University, Fresno, USA
Drawing from previous research on the Stereotype Content Model and the brand attitude processing model, this
research investigated consumer response to cause-related marketing (CRM) using a parallel mediation model.
Specifically, this research examined how traits (i.e., warmth) from the charity brand might transmit their effect on
brand attitude for a sport team, and subsequently, impact purchase intention for team apparel. This research also
aimed to explain the relationships among variables in a parallel mediation model. The findings suggest that warmth
and brand attitude mediated the relationship between CRM exposure and purchase intention, and that consumers are
more likely to purchase apparel for the successful team CRM (vs. standard) promotion in this model. Practical
implications and future research relative to these findings are discussed.
Cause-related marketing (CRM) is a popular and mainstream marketing strategy (Christofi et al. 2018; Guerriero,
Rita, and Trigueiros 2015) with expenditures on CRM initiatives reaching $2 billion annually in the U.S. (IEG 2017).
Despite being the fastest-growing strategy in the U.S. for sponsorship and marketing (Koschate-Fischer, Stefan, and
Hoyer 2012), consumer attitude formation toward CRM, has received limited academic inquiry (Christofi et al. 2018).
CRM is a promotional strategy used by organizations to associate with a good cause, while also engaging consumers
in revenue-providing exchanges that satisfy both firm and individual objectives (Varadarajan and Menon 1988). Given
the growth rate and spending for this line of marketing strategy, the timing is appropriate for examining factors that
impact the successes of CRM efforts (Nichols, Cobbs, and Raska 2016).
Investigating processing elements for brand attitude in a CRM context can provide insight on strategies for
enhancing brand equity, as well as purchase intention outcomes (Westberg and Pope 2014). Warmth and competence
dimensions have been applied to perceptions of organization type (i.e., profit, non-profit) and brands (Aaker et al.
2010; Kervyn, Fiske, and Malone 2012), and this research examined these trait judgments as processing elements
influencing brand attitude formation, and subsequent purchase intentions, in response to CRM initiatives.
The brand attitude processing model (MacInnis and Jaworski 1989) and image transfer (Gwinner and Eaton 1999)
provide the theoretical framework to explain the process by which consumers process stimuli to shape beliefs and
attitudes. Team identification, perceived value, and team performance (Kwon, Trail, and James 2007; Lee and Ferreira
2011; Platow et al. 1999) can influence sport consumer perceptions, and the current research controlled for these
variables in order to better isolate the effect of brand traits and brand attitude on purchase intention. Scholars (Cialdini
et al. 1976) have also noted consumers may identify more with winning teams (BIRGing) and, thus, be more likely to
wear apparel for that team. Drawing from previous research, the following hypotheses were proposed.
H1: Consumers’ perceived warmth ratings will be significantly higher for both the successful and unsuccessful
teams in a CRM (vs. standard) promotion after controlling for team identification.
H2: Consumers’ brand attitude ratings will be significantly higher for both the successful and unsuccessful
teams in a CRM (vs. standard) promotion after controlling for team identification.
H3: Consumers’ purchase intention will be significantly higher for the successful (vs. unsuccessful) team
apparel in a CRM (vs. standard) promotion after controlling for team identification and perceived value.
H4: Warmth and brand attitude will mediate the effect of CRM exposure on consumer purchase intention.
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Methods
The purpose in the study was to examine how brand traits (i.e., warmth) transmit their effects through image
transfer on the team brand, which in turn was predicted to increase brand attitude ratings for the team and purchase
intention for team apparel. Hypotheses 1 through 3 were tested using a 2 (promotion type: CRM vs. standard) x 2
(team type: successful vs. unsuccessful) between-subjects design with multivariate analysis of covariance
(MANCOVA). Group (CRM/standard) served as the independent variable, while dependent variables included
warmth, brand attitude, and purchase intention. Team identification and perceived value were covariates. Hypothesis
4 was tested using the PROCESS parallel mediation model 4.

Main Study
Based on pretest data, St. Jude Children’s Research Hospital was selected as the charity for the main study, while
the Golden State Warriors emerged as the successful team and the Phoenix Suns brand was selected as the unsuccessful
team. Respondents (N = 314; age 18-71, M = 36, SD = 11.31; 62% male) for the main study were selected from
Amazon Mechanical Turk and received .50 cents as compensation to complete an online survey. The sample was
restricted to the United States in order to ensure familiarity with the brands used in the stimuli and also to increase
probability of obtaining a broad spectrum of identified consumers in the sample. Established scales for each measure
were used in the study.

Results and Discussion
The results revealed a main effect for perceived warmth (H1) of the sport brand in the CRM (vs. standard)
condition (MCRM = 5.51, SD = 1.11 vs. MSTANDARD = 4.57, SD = 1.33; F(1,310) = 50.61, p < .001), for brand
attitude (H2) ratings of the sport brand in the CRM (vs. standard) condition (MCRM = 5.74, SD = 1.31 vs.
MSTANDARD = 5.15, SD = 1.52; F(1,310) = 15.56, p < .001), and for purchase intention (H3) in the CRM (vs.
standard) condition (MCRM = 5.29, SD = 1.67 vs. MSTANDARD = 4.48, SD = 2.05; F(1,310) = 10.65, p < .001).
For hypothesis 3, follow up pairwise comparisons revealed only the successful team had significantly higher purchase
intention ratings (MWARRIORS CRM = 5.54, SD = 1.37 vs. MWARRIORS STANDARD = 4.63, SD = 1.91,
F(1,310) = 10.25, p < .002). The mediation analysis (H4) focused on the successful CRM condition to better
understand the relationships among variables and their influence on purchase intention. Results indicated the direct
effect of CRM promotion on purchase intention was significant (c = 0.91, t(190) = 3.76, p < .001), point estimate
(a1b1 path) = .27, 95% CI = .07 to .54, suggesting partial mediation.
The results suggested that CRM strategy can achieve brand-related objectives, particularly enhanced brand
attitude for both successful and unsuccessful teams. Further, purchase intention outcomes may also increase for
successful teams. Team identification ratings (MOVERALL = 3.22, SD = 1.94; MWARRIORS = 3.59, SD = 1.96;
MSUNS = 2.66, SD = 1.78) in this research suggest the CRM initiative was impactful on a “casual” or somewhat low
identified consumer, and this strategy could be effective for engaging casually connected consumers.
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Summary Brief

Exploring Factors Helping Generate Revenue for NonFBS Schools
Beth Easter, Southeast Missouri State University, USA
Sandipan Sen, Southeast Missouri State University, USA
Sampathkumar Ranganathan, University of Wisconsin-Green Bay, USA
Judy A. Wiles, Southeast Missouri State University, USA
Understanding consumer associations with brands may help marketers reach revenue goals. The purpose of this
study was primarily to examine brand associations with the football team at a NCAA Division I Football
Championship Subdivision (FCS) University and its impact on fan behaviors and, secondarily, the effect of geographic
origin on brand associations and fan behaviors. FCS schools do not compete in collegiate football bowl games unlike
Football Bowl Subdivision (FBS) schools. FCS may be called non-FBS schools. FBS institutions garner more media
coverage and are funded at a higher level than FCS institutions. A modified Team Brand Association Scale (TBAS)
(Ross et al., 2006) was administered to undergraduate students. Results showed that TBAS had a significant impact
on the dependent variables.
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Summary Brief

Game Day Tailgating Rituals: Generational Cohort
Differences at U.S. College Football Events
Pia A. Albinsson, Appalachian State University, USA
G. David Shows, Appalachian State University, USA
Unal Boya, Appalachian State University, USA
Tailgating is an American ritual that takes place primarily before American college football games, in which
fans, current students and alumni gather to create temporary brand communities. Responding to calls for quantitative
studies comparing new versus experienced tailgaters, we examine different generational groups and their practice of
tailgating rituals. The findings confirm different generational motivations for tailgating, with younger tailgaters
involved in experiential practices versus older tailgaters who observe time-honored traditions and loyalty. The
findings provide illumination on how marketers can pursue each one of these unique groups.

Introduction
This article focuses on tailgating at a midsize southeastern state university in the U.S., a collegiate brand
community. As very limited literature has empirically tested tailgaters’ motivations and ritualistic behavior, our aim
in this study is therefore to shed light on the way tailgaters in different generational age groups practice tailgating
rituals. Responding to Drenten, et al.’s (2009) call for a “large quantitative study” comparing new tailgaters (e.g.,
current students) versus experienced tailgaters (e.g., alumni and locals) we investigate the differences among Baby
Boomers, Generation X, Millennials (Generation Y), and Generation Z in their tailgating practices.

Literature Review
American football fans strongly identify with tailgating. However, commitment to tailgating rituals differs among
fans (Drenten et al. 2009), just as their commitment to teams vary (Mullin, Hardy, and Sutton 1993). A ritual is “a
type of symbolic, expressive activity constructed of multiple behaviors that occur in a fixed, episodic sequence, and
that tend to be repeated over time. Ritual behavior is dramatically scripted and acted out and is performed with
formality, seriousness, and inner intensity” (Rook 1985, 251). Using Apter’s (1982) reversal theory Drenten et al.
(2009) suggested that tailgaters’ motivation is dual in mode, and sometimes the motivations are seemingly
contradictory. More specifically, Apter (1982, 22) proposed that consumer motivation is comprised of two unique
“arousal preference systems.” They are labeled the telic (the pursuit of a goal) and the paratelic (where the motivation
is towards the sensations during the pursuit). Drenten et al. (2009) found four basic motives with dualities in tailgating
rituals: involvement (preparation and participation), social interaction (camaraderie and competition), inter-temporal
sentiment (retrospection and prospection), and identity (collectivism and individualism).
While Drenten et al.’s (2009) study explicates the four dual motives based on in-depth interviews; we expand on
the social and identity aspects of tailgating by using quantitative measures. Several studies have highlighted the
importance of social interactions with friends, family, and other fans (strangers) during tailgating rituals (Drenten et
al. 2009; James et al. 2001). A sense of belonging to a community or something larger than yourself often occur among
tailgaters (Gibson, Willming, and Holdnack 2002). Team identification and group affiliation are also important to
tailgaters as they shape one’s identity and rituals help create brand communities centered on specific teams (Bradford
and Sherry 2017; Gibson et al. 2002). Thus, many of the motives to participate in tailgating are interlinked.

Method
After informal in-depth interviews with twenty-eight informants (tailgaters) and a review of relevant literature, a
set of six motivational factors leading to participation in tailgating and nine ritualistic behaviors engaged while
tailgating were identified to be included in this study. The six factors chosen for this study are: 1. The opportunity to
interact socially with family, 2. The opportunity to interact socially with friends, 3. The opportunity to escape from
the daily routine, 4. A sense of identifying with the team, 5. The strength of desire to attend home games, and 6. A
sense of community affiliation. Established multiple items scales were used to measure the first five of these six
constructs of motivational factors (James, Breezeel and Ross 2001; McDonald and Karg 2014). Based on Gibson, et
al. (2002) a new three-item scale was constructed by the authors to measure the sixth.
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A convenience sample of over 900 respondents was drawn by contacting tailgating fans at various campus
locations reserved for tailgaters. Some respondents agreed to complete the questionnaire on site. Others agreed to
receive the Qualtrics link to the questionnaire and completed it after the game. This process resulted in 753 usable
completed surveys with 52.3 percent females. All scales displayed accepted reliability with Cronbach’s alphas
between .75-.95. Multiple ANOVAs were conducted to examine possible differences among generations on tailgating
practices. Duncan’s post hoc tests were conducted where applicable.

Results and Discussion
Boomers and Gen X tend to be more pragmatic than the Gen Z and Millennials. They would be more seeped into
the traditions of their alma maters, more reluctant to engage in the consumption of alcohol beyond their personal
limits, more loyal to their teams including staying for games regardless of the weather conditions. Gen Z and
Millennials are driven by greater enjoyment of social interaction and may have greater satisfaction by simply enjoying
the situation. They are more likely to engage in drinking games, more likely to enjoy visiting other tailgating groups,
and usually in the company of larger gathering of friends. This also could be a factor of age; Boomers and Gen X are
older than Millennials and Gen Z, are less likely to engage in risky behaviors such as drinking games, perhaps less
physically active and therefore less likely to visit other tailgaters, and more likely to maintain loyalty towards the team
by attending games. Practitioners can attract these generational groups by appealing to their basic motivations. For
universities and local businesses, appeals to Boomers and Gen X can create a plea to loyalty and tradition. For
Millennials and Gen Z, immersive experiences that include socializing in games or other pursuits can be created to
entice these generational groups. This research is confined to tailgating at a mid-sized university in the south, where
football traditions are strong and span generations. Furthermore, this research is confided to the gameday experience.
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Innovations in Teaching

New Year, New Cultural Outlook
Carolyn Garrity, University of Montevallo, USA
Business programs at American universities are expected to develop globally minded and culturally sensitive
graduates able to deal with the new multicultural business environments. Driven by the increase in globalization, U.S.
business graduates are more likely than ever to conduct business across national and cultural boundaries (FreyRidgeway 1997). In addition, as companies become more global, and technology escalates, employees are more likely
to work in virtual multicultural teams (Erez, Lisak, Harush, Glikson, Nouri, and Shokef 2013). This increases the
opportunity for intracultural conflict and drives the need for college students to develop increased intercultural
competence (Griffith, Wolfeld, Armon, Rios, and Liu, 2016). Businesses expect business graduates enter the
workforce with the ability to work across cultures (Bikson, Treverton, Moini and Lindstrom 2003; Turley and Shannon
1999). Despite this expectation, Frank (2017) argues that “the majority of business students graduating from American
colleges and universities are not prepared to assume positions in IB (International Business) operations (p. 197)” and
that these shortcomings are due to “a lack of cross-cultural understanding (p.198).”
Students also appreciate the importance of studying and understanding other cultures. Scholars have found that
marketing majors specifically understand that need to develop international skills for future career progress (Turley
and Shannon, 1999). Unfortunately, students don’t believed their school is preparing them for a potential career in
international marketing (Turley and Shannon, 1999). Crittenden and Wilson (2006) and Blasco (2009) argue that
curriculum needs to be more focused on knowledge of specific cultures.
It is well documented that international internships, study abroad and international study tours are successful tools
for increasing respect for foreign cultures and increasing intercultural competence (See Kaufman, Melton, Varner,
Hoelscher, Schmidt and Spaulding 2011). However, these programs can also be prohibitive expensive to both business
programs and students (Kaufman et al 2011). For students the costs of such programs can extremely prohibitive, even
if the program outcomes are valued, averaging between $4,000 for a study tour to $7,400 for a semester abroad
(Kaufman et al 2011). These costs often force business programs to rely on courses focused on international business
to provide intercultural training (Frank 2017). This puts pressure on instructors in international business and marketing
courses to help overcome problems teaching culture in traditional lecture settings. Furthermore, in most cases, classes
are comprised of primarily of students from the local culture (Erez et al 2013). This encourages ethnocentrism, because
it makes it difficult for students to see cultural differences (Wright and Clarke 2010).
This exercise seeks to correct some of these issues by encouraging students to learn about another culture by
examining the Chinese New Year. It helps focus students beyond this basic level of information to learn more in-depth
about the history, culture and traditions associated with a foreign holiday celebration. Moreover, it gives students the
opportunity to make the connections between these interrelated concepts and allows students the opportunity to
develop and model cultural literacy.

Exercise Directions
This activity is best as part of an International Marketing or International Business course, where it can build on
existing conversations about the importance of developing appreciation for other cultures. It is also a great exercise to
help students examine their own ethnocentrism. In this exercise, students are assigned a specific aspect of the Chinese
New Year to research in depth, such as significance of various symbols, rituals associated with specific days and
foods, and the Chinese zodiac calendar. It culminates in a presentation day that celebrates the Chinese New Year with
Chinese food and music and student research presentations. It requires enough time that students can research and
prepare a short presentation on an assigned topic related to the Chinese New Year celebration. It is also recommended
that the presentations fall close to the first day of the Chinese New Year and that the instructor provides authentic
foods related to the celebration.

Administering the Exercise
To administer the exercise, students need to be assigned topics related to the Chinese New Year’s to research and
report on. While these topics can very, some examples include: Explain the Chinese zodiac, it’s meaning and its
history; explain the significance of New Year’s Eve and how it is celebrated in China; explain the significance of the
nth Day of the New Year and how it is celebrated; present some typical Chinese New Year crafts and the meaning
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behind them; describe some typical food items associated with the holiday and the meaning behind them? More topics
can be developed, and more than one student can be assigned the same topic. Students can give different perspectives
on the same topic and that can add richness to the discussion. Students were instructed to develop a written report that
they could present in five minutes in the front of the class, visual aids weren’t required, but were permitted.
Presentations took place during a Chinese New Year celebration. Students were encouraged (but not required) to bring
in foods or crafts related to their report. The instructor brought in both desert and main dish items to share with the
class. Part of the class time should be reserved for students to learn about and try new foods.

Alternate Adaptations and Multiple Ways to Conduct the Exercise
1.

Seasonal adaptations. The International Marketing course is offered during the Spring Semester, so this works
well for the Chinese New Year. However, other foreign holidays deeply rooted in other cultures could be
used. Other ideas could include Vasant or the Kite Festival in India, the Hindu festival of Diwali, or the
Muslim celebration of Eid al-Adha

2.

Contrast the same holiday across cultures. Focus on a holiday that your students take for granted and research
how it is celebrated in different cultures. For example, Christmas could be studied to see how it is celebrated
differently across the world. Alternatively, students (individually or in pairs) could be assigned different
holidays to contrast how the US celebration and another country’s celebrations might vary.

3.

Large class adaptation. Some classes are too large to have each student present, or there is not time in the
schedule for all the presentations. In this case, presentations could be placed online or on social media.
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Innovations in Teaching

U Choose Awards: A High Impact Marketing
Research and Community Engagement Project
James A. Mead, University of West Florida, USA
Richard Hawkins, University of West Florida, USA
Steve LeMay, University of West Florida, USA
Felicia Morgan, University of West Florida, USA
Helena F. Allman, University of West Florida, USA
The U Choose awards is a student-led marketing research and community engagement project, where students
assess the consumer-based brand equity (CBBE) of local businesses/organizations and present the winners within
each category with an award recognizing their accomplishment.

Introduction
While experiential learning can take many forms, live cases have become a popular means to provide students
with an opportunity to apply their marketing knowledge and engage with the local business community. However,
live case projects are not without their downsides, such a major dependence on the availability and engagement of
external partners. In this teaching innovations comment, we describe an experiential learning project where students
lead a real marketing research project, with meaningful and externally visible results, without a dependence on external
partners.

Implementing the Innovation
This project took place over 6-months, involving students in nine undergraduate classes and students in the
University’s American Marketing Association (AMA) Chapter. First, AMA students generated a list of
business/service categories that they felt their fellow college students were likely to use frequently. They generated
the following list of business/service categoriest: Restaurants - Order via Waiter, Restaurants - Order without Waiter,
Grooming - Salons, Grooming - Barbers, Grooming - Nails, and Entertainment. Next, students in nine undergraduate
classes were asked to nominate up to three their favorite businesses/service providers (via an open-ended question) in
each category for inclusion in a brand equity survey. The results were tabulated based on nomination frequency. To
keep the brand equity survey a manageable length, the top 3-7 most popular business/service in each category
(depending on the variance of nominations in each category) were selected for inclusion. Next, the AMA students,
guided by their advisor, developed a short 5-item scale to assess the brand equity of the nominated business/services,
based on previous area research. A Qualtrics survey was deployed to the College of Business Research Pool and
shared by AMA members via social media (to fellow students) to collect data for analysis.
To qualify to participate in the brand equity survey, participants had to indicate that they were current students of
the University. Participants were then asked to indicate which of the following nominated organizations they have
visited or used in the last six months. Participants were then asked to evaluate each these organizations via the 5-item
brand equity scale. Finally, participants were asked how often they intend to visit each of the business/services they
evaluated over the next 6-months.
AMA members analyzed the results of the survey with their advisor. Due to market fragmentation, businesses in
the three grooming categories were dropped from analysis due to insufficient data. The top two business/services in
each category were identified based on their performance on the brand equity scale. Finally, the winning organizations
were contacted. AMA students (with their advisor) presented plaques to the winners (first and second place) at their
place of business. The College of Business’s marketing director attended the award ceremonies to cover the events
(capture pictures for internal and external marketing material). AMA members developed a website
(www.uchooseawards.org/), which will document the category winners each year.
Contact Author: James A. Mead, University of West Florida, jmead@uwf.edu
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Innovations in Teaching

Social Media Marketing: Not in the Course Catalog?
You Can Teach It Anyway
Ream Shoreibah, Birmingham-Southern College, USA
Impetus
Marketing educators have repeatedly called for a redesign of marketing curricula to reflect the new business
environment. These calls have included the need to update how the topics of integrated marketing communications in
general, and social media marketing, in particular, are taught. Nevertheless, a full 27% of AACSB-accredited schools
with a marketing program do not offer a digital marketing course. Of those schools who do offer one or more digital
marketing courses, only 28% offer a dedicated social media marketing course.

Overview
This teaching innovation offers an approach to integrating social media marketing into an existing course, namely
Nonprofit Marketing. While this undergraduate class included a comprehensive coverage of nonprofit marketing, the
semester-long project had a social media marketing emphasis. Some theory was covered, but application was
emphasized. Class resources included popular press articles and videos, as well as cases relating to nonprofit
organizations. In addition, students completed industry digital marketing certifications.

Description
For the semester project, teams of four to five students were each assigned a nonprofit organization. The project
started with the student groups researching their respective clients and meeting with organizational representatives,
then pitching a social media plan to them. Once the plan was approved by the organization and the professor, students
launched their social media campaigns and ran them for eight weeks, while reporting metrics and “checking in” with
their clients on a weekly basis via conference call. At the end of the project, student teams presented their work and
results in a poster session to which the nonprofit clients were invited.
Throughout the course of the project, students completed situation analyses, performed segmentation and target
marketing, created target audience personas, constructed customer engagement journey maps, specified organizational
lexicons, created social media calendars and content, and monitored and reported metrics.
Concurrently with project activities, students completed individual assignments in- and outside of class, that
served to reinforce the reading material as well as to give them an opportunity to reflect on their work with the
nonprofits. In addition, they completed two HubSpot Academy certifications: Content Marketing and Social Media,
whose examinations they completed in class for a grade.

Effectiveness
This innovation in teaching social media marketing involves a number of benefits. It allows business schools to
integrate this important topic into their marketing curricula even if they do not have the capacity to add a dedicated
course. The case described above is not of an introductory marketing class. Therefore, the topic was not covered in a
cursory manner, but with substantive breadth and depth for an application-focused undergraduate course. Moreover,
the completion of two industry certifications—comparable to the number completed in dedicated digital or social
media marketing classes—is a practice that is valued by students and employers alike.
In addition, this teaching innovation, of which a large component is working with nonprofit organizations,
involves service learning and thus satisfies Gen Z’s desire to bring about positive change to the world around them.
Students in the class described were responsible for tracking conversions relevant to their organization, and this
practice helped make the teams’ impact obvious and therefore the project more fulfilling. In addition, the innovation
allowed the school to establish or reinforce relationships with local organizations while giving back to the community.
Contact Author: Ream Shoreibah, Birmingham-Southern College, rashorei@bsc.edu
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2.4 SPECIAL SESSION: BIG THINKING ABOUT MACROMARKETING
Chair:
Mark Peterson, University of Wyoming, USA
Panelists:
Mark Peterson, University of Wyoming, USA
Charlene Dadzie, University of South Alabama, USA
Jie Fowler, Valdosta State University, USA
Robert McDonald, Texas Tech University, USA
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Special Session

Big Thinking about Macromarketing
Kofi Dadzie, Georgia State University, USA
Jie Fowler, Valdosta State University, USA
Bob McDonald, Texas Tech University, USA
Mark Peterson, University of Wyoming, USA
The panelists in this special session bring a diverse set of research interests to the topic of big thinking about
macromarketing. Macromarketing focuses on the interplay between marketing and society. Macromarketers go
beyond the dyad of buyer and seller in markets to study marketing systems and the context of markets. The panel will
bring expertise in 1) marketplace phenomena in Africa, 2) subsistence consumers in developing countries, such as
China, 3) societal customs, values and mores in advertising, as well as 4) sustainability.
Macromarketing research frequently adopts the following elements in order to view marketplace phenomena:
•

Markets, marketing and society are connected into a networked system that shapes economic, political and
ecological outcomes as well as global human welfare, now and well into the future;

•

The nature and structure of market operations are decisive; free, competitive markets have many seminal
advantages, but constraints and regulatory controls are often necessary to ensure justice, sustainability and
effectiveness in addition to efficiency;

•

Marketing scholarship is central to the provisioning of society’s needs via its focus on the co-creation of
value and the facilitation of exchange;

•

The nature of the macromarketing system shapes quality-of-life, stakeholder well-being, environmental
sustainability and general societal flourishing;

•

Political ideologies, normative ethics, technology, geographical forces and cultural factors are embedded at
all levels of the marketing system.

Marketization and the Bottom of the Pyramid Consumers
Marketization introduces institutional changes that create opportunities to shift the relative importance of public
and private sectors in economic life. These conditions are conducive to the weakening and eventually replacement of
a planned system and authority mechanisms with market-oriented mechanisms in an economy (Carman and
Dominguez 2001; Chen et al 2000).
Some key elements of marketization policy are the introduction of competition, removal of state subsidies,
deregulation, organizational restructuring, decentralization, and privatization (cf. Chen et al. 2000; Liou 1998; Yu
2005).
For over four decades, China has been moved away from a quasi-socialist economy to gradually adapt to a new
market system (Atinc et al. 2012). Due to marketization, rural Chinese began to seek job opportunities in urban China.
It is estimated that more than 280 million rural laborers in China have left their villages to find work in cities with the
hope of making a better living (The Economist 2018). This biggest within-country migration in human history has
provided an unprecedented context to examine this particular market segment and to contemplate how marketing
systems can change the identity of the migrants.
For instance, migrants may face a symbolic connection with the past while struggling within the current urban
consumer culture. The individual is expected to behave by certain customary norms binding on their current social
position. Rural migrants to urban environments globally generally are not met with social acceptance, as they usually
have less education, literacy issues, and are poorer in addition to possible policy barriers limiting their agency to try
to fit in. Many are often treated as illegal laborers, which places the workers in a highly vulnerable position (Chan
2012).
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Therefore, given the complexity of the political economy, it is essential to understand how the within-country
migrant workers construct liquid identities at various marketization stages. In essence, the purpose of this research is
to examine the identity change of Chinese migrant workers in the process of marketization.

Sustainability
Over the last, 40 years, macromarketing scholars have contributed meaningfully to understanding the role of
marketing in society. Macromarketing – taking a systems view of the interplay between marketing and society—has
had a rich history of scholarship. Traditional macromarketing topics have included quality of life, ethics, the
environment, marketing systems, marketing history, and poor countries. A macromarketing lens offers theory to
explain market dynamism of contemporary markets. But how will the sustainability movement be affected by the
institutional stress resulting from the increased speed and volumes of information today and in the future? The panel
will discuss this question and others related to the transparency of institutions—a hallmark of institutions pursuing
sustainability in recent decades.

Bios for Panelists
Kofi Dadzie is an associate professor of marketing in the Mack Robinson College of Business at Georgia State
University. Kofi’s research interests and expertise are in logistics and supply chain management, marketing in
emerging markets/marketing and economic development, and international marketing research. He has published in
the Journal of Business Logistics, the International Journal of Physical Distribution and Logistics Management, the
International Journal of Logistics Management, Journal of the Academy of Marketing Science, Journal of Public
Policy & Marketing, Journal of Business Research, Journal of Business and Industrial Marketing, and Journal of
African Business. He served as co-editor of the Africa special-issue for the Journal of Macromarketing.
Jie Fowler completed her MBA and PhD degrees in marketing at the University of Nebraska- Lincoln. Her areas
of research interest include advertising and cross-cultural research. Jie has published in the Journal of Macromarketing
and Qualitative Market Research.
Bob McDonald is Professor of Marketing and Supply Chain Management at Texas Tech University. He received
his PhD from the University of Connecticut. His areas of expertise are strategy, organizational learning and innovation,
branding and non-profit marketing.
Mark Peterson teaches marketing classes across all levels (undergrad, EMBA and PhD) at the University of
Wyoming. Mark is currently the editor of the Journal of Macromarketing—a journal that focuses on how marketing
and society influence each other. In this way, he is a thought leader for better business practices. SAGE Publications
published Mark’s book Sustainable Enterprise: A Macromarketing Approach in 2013. Mark has years of experience
in the marketing research industry where he served as a methods consultant on field-research projects for a variety of
clients ranging from Fortune 500 companies to start-ups. His more than 50 refereed-publications have appeared in
leading journals in marketing, innovation and entrepreneurship.
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Summary Brief

Taylor’s Reputation Is Just Fine: The Influence of
Source Credibility and Narrative Transportation in
Celebrity Political Endorsements
Stephanie Schartel Dunn, Missouri Southern State University, USA
Gwendelyn Nisbett, University of North Texas, USA
This study examined the processing of celebrity political social media posts in terms of source credibility and
message narrative engagement. Taylor Swift’s 2018 election endorsement Instagram post was examined in the final
weeks before Election Day. Using an experiment, participants (n=450) were randomly assigned to a social media
message. Findings suggest that source credibility in conjunction with narrative involvement aid in the processing of
messages and influence behavior change. Implications are discussed.

Introduction
On October 7 singer Taylor Swift made national news by posting a political statement on Instagram endorsing
candidates in her home state of Tennessee and encouraging her 112 million followers to vote. This political statement
was particularly noteworthy as Swift had long kept quiet about her political beliefs. In addition the 24 hours following
the Instagram post, vote.org (referenced in the post) saw a spike of 65,000 new voter registrations - more than
registered the entire month of September that year (France, 2018). Though some voiced upset with the statements
made, more than two million people “liked” the post.
The buzz generated by these celebrities’ statements reinforces just how pervasive celebrity and popular culture’s
influence is on our political discourse. Be it celebrity endorsements, political narrative fiction, or late night comedy
shows, pop culture is an important aspect of modern political life. The current study examines the role of source
credibility, previous political participation, and persuasive message narrative engagement to predict political
behavioral intentions. This paper is a significant contribution to marketing literature on using marketing to inspire
voter engagement, which is, overall, relatively thin.

Background
Celebrities are individuals who are recognized by relatively large groups of people for various acts of notoriety
(Spry, Pappu, & Bettina Cornwell, 2011; Osei-Frimpong, Donkor, & Osusu-Frimpong, 2019). Marketers worldwide
consider using celebrities to endorse products or ideas to be an effective strategy (Spry, Pappu, & Cornwell, 2011). A
more recent phenomenon is the idea of celebrity activism or celebrity social marketing. Celebrity activism has become
increasingly common and, though people are quick to speak out against those they disagree with, this type of celebrity
endorsement has become relatively common.
Perceived similarity to a message source positively relates to an individual’s judgment of the speaker’s credibility
(Teven, 2008). If a message receiver perceives the sender to be similar, it is more likely the speaker’s message will
have a stronger persuasive appeal than if the source was perceived dissimilar (Bryne, 1971; Hovland, Janis, & Kelly,
1953). This perceived similarity directly relates to identification with celebrity and, as mentioned below, transportation
into the narrative.
The current project focuses on the notion of narrative persuasion in the form of narrative transportation. Slater
and Rouner (2002), utilizing the extended-elaboration likelihood model, argued that getting wrapped up in a narrative
can work to reduce resistance. Narrative transportation is thus understood as absorption in a narrative to the point that
everything else falls away (Green & Brock, 2000). Within transportation, a person is less likely to resist persuasion
and is more likely to augment attitudes and behaviors (Slater & Rouner, 2002).

Key Findings
Celebrity endorsements are frequently written off as individuals overstepping their bounds, so to speak. Generally,
groups are quick to applaud those they agree with for speaking out for their cause and quick to denigrate those they
disagree with. Overlooked are the actual impact those celebrity endorsement messages have. The goal of this project
was to better understand the effects of celebrity messages. Specifically, the current study examined the source
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credibility, narrative involvement, and behavior change. Results suggest that while source credibility is an important
source characteristic, narrative transportation is important in the processing of the message.
Though source credibility is an established measure and line of study, applying these concepts and standards to
modern modes of persuasion continues to further the discussion and understanding of credibility. Findings of this
study suggest narrative transportation amplifies the effects of source credibility to amplify the likelihood of behavioral
intent. When those individuals we already perceive to be credible present messages in dynamic ways that capture our
attention, we are not only persuaded, but also encouraged to take action.
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Summary Brief

What Makes a TED Talk Go Viral? The Effects of
Construal Level, Speech Rate, and Syntax Complexity
George Deitz, University of Memphis, USA
Priscilla Pena, University of Memphis, USA
Priyanka Singh, University of Memphis, USA
Svetlana Tokareva, University of Memphis, USA
Robert Evans Jr., Texas A&M International, USA
The virality of online content has important implications for marketers in terms of the diffusion of products and
ideas. However, why certain pieces of content spread more widely and rapidly online than others is not well
understood. The present study extends the literature by examining the roles of speaker-induced construal in
combination with syntactic and prosodic properties in driving online content virality. Findings suggest that event
organizers and presenters can influence the spread of ideas through the online video medium through careful attention
to the abstractness/concreteness of language use, syntax, and speaking rate.

Introduction
While it is broadly agreed that the virality of online content has important implications for marketers in terms of
the diffusion of products and ideas (e.g., Godes and Mayzlin 2004, 2009; Goldenberg et al. 2009), why certain pieces
of content spread more widely and rapidly online than others is not well understood. Much empirical work in this area
has focused upon text-based content, such as news articles (Chen and Berger 2013), reviews (Ludwig et al. 2013), and
recommendations (Berger and Schwartz 2011). However, less study has been devoted to the spread of more visually
evocative and dynamic online content, such as videos and memes. This is a critical gap given growing use of non-text
communication and image-rich, dynamic media in online social interactions. Another limitation of earlier work on
online virality is a decided focus on the semantic content of what is said, largely to the exclusion of syntactic and
prosodic aspects of how it is conveyed. The present study extends knowledge in this area by integrating ideas and
methods from discourse studies and communication sciences to gain a richer understanding of online video virality
drivers. We analyzed transcripts and audio from a collection of TED presentations posted online between 2008 and
2016, presenting a model that links semantic, syntactic, and prosodic characteristics of the presentations to the number
of YouTube “shares.” TED is a nonprofit devoted to spreading ideas, usually in the form of short, powerful talks of
18 minutes or less. The roster of presenters at TED events include experts from a diverse range of fields, such as
scientists, philosophers, business and religious leaders, musicians and many others. TED talks are a popular form of
online video, as evidenced by more than 6 million subscribers with total video views on the TED YouTube channel
exceeding 100 million.

Background
Grounded in Construal Level theory (CLT), we believe a TED presentation featuring more abstract language will
prime high-level construal on the part of viewers, which will lead to increased video sharing. Effective speakers and
storytellers are often very skilled in the use if prosody to trigger an emotional response (e.g., suspense, excitement) or
convey important information. Importantly, changes in rhythm, intonation and stress can also signal syntactic
boundaries or points of emphasis. We reason that as the abstractness of a presentation increases, lower rates of speech
actually enhance the ability of a viewer to comprehend the message. We believe that the use of complex sentence
structures in a presentation that features more abstract language will hinder the ability of viewers to engage with the
video presentation and diminish comprehension, leading to less sharing. Syntactic complexity is informed by the
density of particularly syntactic patterns, word types, and phrase types. While texts with greater syntactic complexity
are often packed with information, they place heavier demand on working memory and are more difficult for to
process.

Key Findings
All study hypotheses were supported. H1 proposed the high-level construal would lead to increased video sharing
(β=.23, p<.01). H2 proposed that speaker articulation rate would negatively moderate the construal level→online
sharing relationship (β=.03, p<.05). H3 proposed that syntactic complexity would negatively moderate the construal
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level→online sharing relationship (-.001, p<.05). The present study improves knowledge relating to virality of online
videos by integrating CLT with theory and methods from discourse and communication sciences. Findings suggest
that event organizers and presenters can influence the spread of ideas through the online video medium through careful
attention to the abstractness/concreteness of language use, syntax, and speaking rate. Future research may extend these
findings by examining other non-profit (e.g., PSAs, health education videos) as well as for-profit (e.g., customer
testimonials, “how-to” videos) contexts.
References provided upon request.
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Summary Brief

What Difference Does It Make? An Exploratory Study
of Terminology Used in Fair Trade Marketing
Communications.
Rafaela Guarise, Dominican University, USA
Brooke Reavey, Dominican University, USA
Academically, the definition of fair trade, ethical buying and sustainable consumption are distinct concepts. But
little research has explored what consumers think of these concepts. Can they tell the difference between them? Should
marketers choose one term over the other? In an effort to investigate this marketing communications issue, we ran an
exploratory study among 219 American consumers. This research postulates that consumer’s definition of fair trade,
ethical buying and sustainable consumption products are based on beliefs, values and emotions. We find that the
majority of consumers think that fair trade is associated with words related to commerce, that ethical buying is
associated with beliefs, and sustainable consumption is associated with awareness

Introduction
The marketing academic literature defines different concepts for the words: fair trade, ethical buying and
sustainable consumption. Fair trade is defined as an alternative approach to trade partnerships because “fair” prices
for the products are implemented. Fair trade also aims for development goals for producers in developing countries
(Patrick et al. 2006). Ethical buying is defined as “purchasing a product that is conscious about certain ethical questions
like green movement, human rights, work conditions, environment, sustainability” (De Pelsmacker and Janssens
2007). Besides the contribution to theoretical understanding of consumer choice, there are impacts for the
merchandising of ethical products, such as green consumption and fair trade (Chanaka, Kevin and Chris 2016).
Sustainable consumption is defined as “the consumption of goods and services that have minimal impact upon the
environment that are socially equitable and economically viable whilst meeting the basic needs of humans, worldwide.
Sustainable consumption targets everyone, across all sectors and all nations, from the individual to governments and
multinational conglomerates” (Sharma and Rani 2014).
There is a growing demand for ethical buying and sustainable consumption, and consumers are willing to pay a
premium value for these products (Chanaka, Morrell, and Stride 2016). Previous research finds that many, but not all,
consumers are equally likely to practice ethical buying with fair trade or sustainable products (Ladhari and Tchetgna
2016). Shaw and Newholm stated that the two most typical examples of ethical buying behavior are fair trade
negotiations and buying environmentally friendly products (2002). Previous research also finds that ethical buying is
increasing due to the associated ethical issues and attitudes that consumers feel towards the environment (Chanaka,
Morrell, and Stride 2016).
We can also consider that a sustainable business focus has advantages such as identifying new products and
markets, leveraging emerging technologies, spurring innovation, driving organizational efficiency, and motivating
and retaining employees (Michael S., et al. 2009). But do consumers know the difference between these terms?

Data and Analysis
Using MTurk, we asked 219 people their understanding of the words fair trade, sustainable consumption and
ethical buying. All questions were open ended, randomized and asked, “When you hear the term [fair trade] what do
you think it means?” as well as “list the first three words that comes to mind when you hear [fair trade] Consumers
were compensated $1 for their time and effort. Using a grounded theory approach via content analysis, we conducted
an exploratory analysis of consumers’ perceptions of the definitions for fair trade, ethical buying and sustainable
consumption.

Results and Discussion
The concept that ethical buying and fair trade are mostly unknown for the people who took the survey. We found
that 42.9% of people think that fair trade is related to business and ethical buying is related to ethics or green goods.
Additionally, 21% state that fair trade and ethical buying are “just business” terminology. Moreover, we found that
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10.9% of people assume that fair trade is something that happens between countries. Another 10.9% of people state
that fair trade is something specific and ethical buying is not.
Respondents were also asked to list the first three words that come to their minds for the terms “fair trade”,
“ethical buying”, and “sustainable consumption”. For fair trade, 44.6% of the respondents linked this term with words
that express Beliefs and Feelings. 25% of the respondents also connected to words that means Business. The term
ethical buying was mentioned by 56.7% of the respondents with words related to Beliefs and Feelings and 17.4% with
words which expressed Business. The term sustainable consumption was associated by using words related to
Awareness for 53.7% of the responses and 19.5% of people described the term with Beliefs and Feelings’ words.
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2.6 SPECIAL SESSION: RESEARCH OPPORTUNITIES IN DIRECT
SELLING
Chair:
Adam Mills, Loyola University New Orleans, USA
Panelists:
Victoria Crittenden, Babson College, USA
Linda Ferrell, Auburn University, USA
OC Ferrell, Auburn University, USA
Greg Marshall, Rollins College, USA
Wendy Ritz, Florida State University, USA
Linda Golden, The University of Texas at Austin, USA
Haya Ajjan, Elon University, USA
Adam Mills, Loyola University New Orleans, USA
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Special Session

Research Opportunities in Direct Selling
Direct selling is a critical and deeply integrated component of the global economy. Direct selling comprises
elements of entrepreneurship, personal selling, marketing, distribution channel management, customer relationship
management and, recently, social media influence and communication. However, scholarship in these areas tends to
overlook the unique opportunities presented by the direct selling industry. The personal nature of direct selling enables
a variety of research endeavors that are unique to this space. To date, more than 150 peer-reviewed articles have
been published using phenomena and data drawn from direct selling. This panel discussion features seven esteemed
academicians who are published experts in the direct selling space. Discussion topics will include the past, present
and future of research opportunities, understanding how direct selling “fits” in the larger conversations of sales,
supply chain and entrepreneurship research, the nuances of data collection, technology use, case research and ethics.

Panelists and Subject Expertise
O.C. Ferrell, Auburn University, USA, “A Researcher’s Introduction to Direct Selling”
Greg Marshall, Rollins College, USA, “Expanding the Realm of Sales Research”
Linda Ferrell, Auburn University, USA, “Ethics in Direct Sales Research”
Wendy Ritz, Florida State University, USA, “Digital Marketing for Microentrepreneurs”
Victoria Crittenden, Babson College, USA, “Case Study Research in Direct Selling”
Linda L. Golden, The University of Texas at Austin, USA, “Research Opportunities in Social Entrepreneurship”
Haya Ajjan, Elon University, USA, “Research Opportunities in Emerging Economies”
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2.7 SPECIAL SESSION: FROM PRINCESSES TO PROZAC - SNOW
WHITE AND THE SEVEN DWARVES: AN ANALYSIS OF MARKETING
THROUGH ANALOGY
Chair:
R Wixel Barnwell, Longwood University, USA
Panelists:
Kenneth Graham, University of Wisconsin-La Crosse, USA
Mark Pelletier, University of North Carolina Wilmington, USA
Alisha Horky, Columbus State University, USA
Paula Dootson, QUT Business School, Australia
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Special Session

From Princesses to Prozac - Snow White and the
Seven Dwarves: An Analysis of Marketing through
Analogy
Kevin Shanahan – Mississippi State University, USA
Bob McDonald – Texas Tech University, USA
Kenneth Graham – University of Wisconsin-La Crosse, USA
Mark Pelletier – University of North Carolina Wilmington, USA
Alisha Horky – Columbus State University, USA
Paula Dootson – QUT Business School, Australia
Michael Levin – Otterbein University, USA
In their sixth annual special session, the panelists will use the lens of the popular tale of Snow White and the
Seven Dwarves to offer fresh perspectives on marketing. Both the relevance of analysis through analogy (Cornelissen
2005) and the creativity inspired by the intersection of disparate disciplines (Johansson, 2004) are well documented.
This popular tale offers a rich tapestry of marketing subjects to confront, including emoji symbolism, resource
allocation, cultural commercialization, media innovation, anthropomorphization, gender roles, pharmaceutical
advertising, and consumer behavior. The very evolution of this tale from German folklore to common cultural
touchpoint is a story worth telling (Haase 1993).
This special session extends the well-received panel discussions of 2014 “Where do you draw the line? Discussing
issues of consumer deviance and ethicality,” 2015 “The Seven Deadly Sins of Consumer Behavior,” 2016 “Four
Horseman of Consumerism and the Fall of Branding Babylon,” 2017 “The Ten Commandments – The Thou Shall
Not’s of Marketing,” and 2018 “The Beatles & Marketing – Getting By With A Little Help from Our Friends.”

Grumpy & Sneezy
Consumer moods change more often than the seasons and impact behaviors. (Gardner, 1985) Grumpy and Sneezy
offer a perspective on both consumer moods and their connection to seasonality. (Murray et al, 2010) From nostalgia
and the seasons of life to the anger of the holiday shopper and shopping habits during flu season, Grumpy and Sneezy
might be said to be friends of a feather, if Grumpy had friends.

Sleepy
Sleepy explores the opportunity for companies to market to non-human customers, i.e. algorithms. With
increasing adoption of smart devices that have the capability to make purchasing decisions on behalf of their owners,
companies need to wake up and employ strategies to persuade algorithms to buy their
products/services.(Kowalkiewicz, Rosemann, & Dootson 2017; Oberlaender, Roeglinger, Rosemann, and Kees 2019)
These strategies could involve appealing to algorithms that are hard-coded, preference-based, or inspiration- based.
The future of marketers could lie with coders.

Dopey
Historically, stereotypical portrayals of marginalized groups have cluttered the marketing landscape. Dopey is a
unique dwarf, characterized as having a speech impairment and an intellectual disability; thus, providing a suitable
lens to explore the issues of stigma (Rodhain and Gourmelen, 2018) and stereotypes (Yeh, Jewell, and Hu, 2013) as
they relate to both consumers and products, and the implications for marketing practice (Mirabito et al., 2016).

Happy
What would Happy's social media presence look like? Emojis are an increasingly popular element of interpersonal
communication but little is known about the appropriateness and efficacy of emoji use in firm-consumer
communication via social media. A review of the existing literature, research agenda, and results from ongoing
research will be presented.
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Snow White
As a character, Snow White is about as pristine and pure as they come. Being described "the “fairest of them all,"
Snow White ageless perfection. Similarly, some offerings are perceived by firms as untouchable and perfect as are.
But are they? We will look at the effects of changing the "fairest" products and the positive and negative repercussions.

Bashful
The typical personal selling class involves some form of role play exercise. This is challenging for most students,
but especially the bashful, those who tend to be introverted. Rather than tossing these students into the proverbial deep
end to see if they will swim, there are various other exercises that can be practiced in class, accompanied with
assignments to study both product knowledge and role play techniques, to help students overcome a student version
of sales call anxiety. These will be discussed in this session.

Prince Charming
For marketers, knowing when to kiss a princess and which princess to kiss to revive sales magic remains murky.
Competition occurs between a network of firms occurs market segment by market segment (Hunt and Morgan, 1996).
Marketers can gain additional insight into a market segment by categorizing differently that market. By categorizing
differently that market, a firm can develop a different set of competitors and allocate its resources to imitate this new
set of competitors (Marquis and Tilcsik, 2016). Finally, marketers who categorize their market can identify what
princess to kiss and what princesses to avoid.

Doc
Whether their discipline is medicine, marketing, or time travel, doctors have a driving motivation to find the
hidden truths and hopefully make the world a wiser, if not better, place. This session is dedicated to doing just that.
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SESSION 2.8 PANEL: PROMOTING SOCIAL GOOD VIA SCHOLARSHIP
AND MARKETING'S ROLE IN SUSTAINABLE BUSINESS PRACTICES
Chair:
Clare L. Comm, University of Massachusetts, Lowell, USA
Panelists:
Yam Limbu, Montclair State University, USA
Clare L. Comm, University of Massachusetts Lowell, USA
Dennis Mathaisel, Babson University, USA
Mohan Menon, University of North Georgia, USA
Bill Locander, Louisiana Tech University, USA
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Panel Session

Promoting Sustainability and Social Good via
Schlolarship
Dennis F.X. Mathaisel, Babson College, USA
Clare L. Comm, University of Massachusetts Lowell, USA
Introduction
Everyone should be educated with the knowledge, skills, and tools that are available for sustainability and
sustainable development. The acceptance of sustainability concepts is strongly correlated with an educated society.
So, what role can higher education play in educating society with the sustainability concepts? At the same time,
escalating costs and tuition in higher education are excluding many poor and minority students. As a result, higher
education institutions may have conflicting objectives, and in some cases higher education itself is struggling to be
sustainable. One can see that the objectives are circular, and that circularity only results in a downward spiral (Afgan
and Carvalho 2010).

The Five Abilities of Sustainability
Since sustainability is the “ability” to endure, to be sustainable, higher education must possess five abilities. They
are: (1) availability of resources, facilities, tools, and manpower; (2) dependability of services; (3) capability to
perform the task; (4) life cycle cost affordability; and (5) marketability of new concepts for endurance (Mathaisel et
al 2009). This panel session defines and discusses these abilities for the sustainability of higher education. The
literature indicates that components of each of these abilities are lacking at many institutions. To remedy this problem,
the authors developed a framework for sustainability based on these abilities, and a case study at a public university
in the United States was used to validate the framework’s applicability to education (Driscoll et al 2013). This panel
presentation will focus primarily on availability, affordability, and marketability as they pertain to scholarship and
educating students.
First, availability ensures access to the right manpower, materials, facilities and tools for the global population.
For example, education is now much more accessible to all ages and cultures even in remote areas of the world because
of nonprofit donor funding. This is true scholarship. Another example of availability in education is the offering of
more online courses (Massive Open Online Courses or MOOCs) in higher education by nonprofit and profit oriented
institutions, which reach students worldwide. Key concerns about MOOCs: are these students getting an adequate
education to compete in the world, and what is the cost to society if they are not?
Affordability is the ability to manage a budget. For example, the cost of higher education has risen dramatically
in the United States; and, without higher education, most children will have a future with limited success. An education
must become more affordable for the benefit of society. Consequently, many companies give back to their
communities through fund raising, sponsorship and scholarship. An example would be a recent TV promotion for
McDonald’s where the manager of a restaurant announces that one of the employees is receiving a scholarship to a
university.
Finally, marketability is an ability that defines markets by understanding consumers’ needs and wants and offering
products and services to benefit society. For example, how does one offer and promote the concept of the use of
student scholarships to promote social good/sustainability? In order to accomplish this goal businesses should have
the approval of its customers, stakeholders and employees. By concentrating on marketability higher education
institutions can hopefully achieve sustainability.
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SESSION 3.1: INFLUENCER MARKETING
Chair:
Lili Gai, University of Texas Permian Basin, USA
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Full Paper

Social Media and the Gap Model of Hotel Service
Quality
Xuan Tran, University of West Florida, USA
Grace Arneault, University of West Florida, USA
Caitlin Clark, University of West Florida, USA
The purpose of this study is to examine the relationship between four hotel gaps and six social media categories.
Findings indicate four relationships: Listening gap with location and sleep quality, Design gap with sleep quality and
room, Performance gap with room and cleanliness, and Communication gap with value and service.

Introduction
Failure to appropriately understand the gap model of hotel service quality in a social media-driven industry could
create difficulties in hotel management. Zeithaml, Bitner, and Gremler (2017) have built the gap model of service
quality including four gaps: the listening gap, the service design and standards gap, the performance gap, and the
communication gap. This model describes customer attitudes toward a service quality in regards to hotel location,
room cleanliness, value of service, and design and standards of the hotel. The model has been applied in various areas
of services successfully for over 30 years. However, when customers use social media as the key tool to express their
attitudes, the model has not been revised for this change. As a result, it is difficult to quantitatively measure the
attitudes of the customers in evaluating the four stages due to a lack of the model measurement.
The model is a class of attitude models based on cognitive psychology, which presume an expectancy-value
formulation of attitudes: the customer has a positive or negative feeling (attitude) toward the service quality driven by
his/her expectation that certain services will be provided, in addition to the perceived values to these services. Hoteliers
whose customers use social media to describe their attitudinal feedbacks might misunderstand what the customers
expect in listening, design, performance, and communication, which may result in customer dissatisfaction and
revenue loss.
The listening gap occurs when the hotel does not know what to do for the customer (Parasuraman, Zeithaml, &
Berry, 1981). A properly located hotel displays its understanding of its target market and customer expectations. To
close gap one, the listening gap, hotels will build hotels in a location that provides convenience to customers, based
upon the expectations they have about the service. In turn, customers will sleep better with the peace of mind that their
expectations and needs are being met by service providers.
The service design and standards gaps are about the difference in room design and standards from guests’ sleep
quality. A company’s service design should always meet the customer’s expectations that were learned when closing
the listening gap. In this case, hotels can improve service design by ensuring guest rooms are made to be comfortable
for guests and ensure they sleep well during their stay. Room design should be developed around the goal to provide
sleep quality because it is this factor that will ultimately affect the customer’s perception about the overall quality of
service.
The performance gap occurs when the guest rooms are not clean. If a hotel’s exterior is clean including the parking
lots, walkways, sidewalks, windows, doors, and walls, this is a sign that the hotel is clean on the inside as well, thus
heightening a customer’s expectations of service. Regarding the guest rooms, there can be a wide variety of
expectations to be met. For example, one customer may only focus on appearance and aesthetic, whereas another
customer is specific of their expectations regarding cleanliness and room experience.
The last gap, communication, is about the service that is accessed by the external sources (customers value). Gap
four involves the break in communication between the promises of the hotel and the performance not being held to
those promises. In gap four, the differentiation between what a hotel advertises, (including the price, offerings,
services, amenities, and quality) and its service performance promises needs to be connected. If services or product
offerings are not congruent with advertising and formed perceptions and expectations, it is important that the staff be
quick in their response time to fix an issue and to please the customer within the best of their ability.
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Room, Value, Service, Cleanliness, Location, and Sleep Quality are the six categories from Trip Advisors set up
for guests to evaluate the hotels. These categories can be viewed as a modernization of the Service Quality
(SERVQUAL) and provider gap models. The Trip Advisor categories simplify the measurements outlined in
SERVQUAL to allow guests to more-accurately describe their satisfaction with their stay. The relation of these six
categories to the four provider gaps gives hotels the advantage of gaining accurate and useful customer feedback.
Service providers may then analyze Trip Advisor reviews and apply the same method used in the provider gap model
to improve service quality and guest satisfaction.
Giachanou and Crestani (2016) report that the social media has revealed essential information to business owners
in addition to customers. Zhao, Ye, & Zhu (2016) state that the online user-generated content has great impact on
hotel online bookings. Rhee, Yang, and Kim (2016) has proved that owners can employ the online comments to
enhance the quality service. Tran, Tran, & Tran (2018) has used the social media to find the relationship between
serotonin and tourist rexperience. These two methods from Zeithaml’s gap model and Trip Advisor have been applied
to hotel marketing and management in this study. The purpose of this study is thus to use the six Trip Advisors
categories to measure customer attitudes in the gap model of hotel service quality.

Literature
Service business has long searched for a model to explain service design and delivery efficiently and effectively.
There have been several different models proposed, including Planned Behavior Model, Expectancy-Value model,
etc. (Rosenberg, 1956; Fishbein, 1967; Ajzen and Fishbein, 1980; Shimp, 1981; Anderson, 1982; Bagozzi and
Warshaw, 1990; Fazzio, 1990). In general, these models attempt to quantitatively measure the attitudes of the
customers based on cognitive psychology which presume an expectancy-value formulation of attitudes. Each model
includes attributes and benefits for customers to measure their attitudes. Among these models, the most popular one
is the gap model of service quality (Parasuraman, Zeithaml, and Berry, 1985). The model has classified four provider
gaps including the listening gap, the service design and standards gap, the performance gap, and the communication
gap.
Each gap includes key concepts, strategies, and decisions to close these gaps. On one hand, the model has been
though difficult to be applied because it draws “heavily from logic, theories, and strategies in operations, human
resources, marketing, and increasingly from information systems” (Zeithaml, Bitner, and Gremler, 2017). On the other
hand, the hotel service business has easily adopted the specific concepts such as cleanliness, location, room, value,
service, and sleep quality.
The listening gap is the difference between customer expectations of service and hotel understanding of those
expectations (Parasuraman, Zeithaml, and Berry, 1985). The hoteliers do not know what to do to meet the hotel guests.
The reasons for this include managers may not interact directly with the customers such as unwilling to ask nor
unprepared to address the questions.
In the past location is the most important factor for hotels (Brotherton, 2004; Clemes, Gan, & Ren, 2010; Darini
& Khozaei, 2016; Nash, Thyne, & Davies, 2006; Xu & Li, 2016). However, Ren, Qiu, Wang, & Pearl (2016) report
that location is not important for economy hotels. Xu and Li (2016) report that location is less important in suite hotels
without food and beverage.
Sleep quality has been the most important factor among business travelers. However, families and couples
consider sleep quality is the least important factor (Rhee, Yang, & Kim, 2016, Liu, Law, Rong, Li, and Hall, 2013).
Factors affecting sleep quality include bed, rooms, temperature, convenient parking (Dolnicar and Otter, 2013).
Therefore, if a hotel wants to provide guests with good sleep quality, it must have a good location first.
The above studies have discussed the listening gap and location and sleep quality. When a provider has a good
location without being able to meet the other needs of the customer, the location becomes unimportant. On the other
hand, if an investor knows customers need sleep quality without knowing the ideal location for a hotel, the idea of
sleep quality becomes irrelevant because customers are unlikely to book a room in the first place. Both of the
weaknesses are summarized as lack of knowing what to do for the customer; that is, provider gap 1 (listening). The
integration of sleep quality and location is thus hypothesized in this study as follows:
Hypothesis 1: Listening gap would be associated with location and sleep quality.
In order to offer sleep quality in hotels, closing gap 1 by offering sleep quality with a good location is not enough
for service excellence. The good location must have a room well equipped with clean facilities. There must be a
tangible design and standards.
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The design and standards gap or gap 2 is the difference between the right concept for customer need and the actual
tangible design and standards. It is concerning with “translating customer expectation into actual service designs and
developing standards” (Zeithaml, Bitner, & Gremler, 2010, p. 4). The hotel room with high sleep quality is the best
example for gap 2. Lockyer (2002) report that business travelers most consider the hotel room’s mattress and pillows
for their sleep quality. Room is the actual accommodation and the core component for a vacation (Khoo-Lattimore &
Ekiz, 2014).
Room is the most important factor for guest satisfaction (Xu and Li, 2016). Berezina et al. (2016) report that the
tangibles in the hotel room such as bed, carpet, towels, chairs, tables, etc. are easily found in the comments for
customers’ satisfaction. The combination of sleep quality and rooms is thus related to “translating” the concept of
sleep quality into actual design and standards through the hotel rooms. The study has thus hypothesized as follows:
Hypothesis 2: Design and standards gap would be associated with sleep quality and room.
After closing the listening gap and design gap, a hotel still wants to assure that what they want and have would
be delivered in the right way for the customer. The room offered is required to be absolutely clean. The performance
gap is the difference between a customer’s design standards and an employee’s service delivery. It is “the discrepancy
between customer-driven service design and standards and actual service delivery” (Zeithaml, Bitner, & Gremler,
2010, p. 6). The hotel room well-equipped with good facilities including beds, furniture, carpets, towels, etc. would
not provide a sleep quality if it is not clean.
Hotel cleanliness is the attribute directly lies under hotel management and employees (Xie, Zhang, Zhang, 2014).
Darini and Khozaei (2016) report that the cleanliness for rooms, lobby, café, restaurant, will be the most important
factor. The combination of room and cleanliness is thus a must to close the performance gap (gap 3). The study
hypothesis is thus as follows:
Hypothesis 3: Performance gap would be associated with room and cleanliness.
The customer will not enjoy the excellent service from the hotel even though all the above 3 gaps are closed (best
location, good sleep quality, good room with cleanliness). The last reason is communication gap (gap 4) when the
room is charged with high price or it is missing some hotel promises. The communication gap is the difference between
service delivery and what is communicated externally to customers through communication such as advertising and
pricing (Zeithaml, Bitner, & Gremler, 2010). The promised luxury room is equipped with a poor mattress or the
promised budget room is charged with high price are examples for the communication gap. The communication is
thus related to two essential elements: value and service. Value is determined by the price paid for a hotel room.
Mattila and O’Neill (2003) report that hotel offering a higher price will consequently produce higher level of service.
Mohsin and Lockyer (2010) report value is most important attribute and Berezinger, Bilgihan, Cobanoglu, & Okumus
(2016) the value is the most frequently cited in negative reviews. Bilim and Basoda (2014) report that service is
considered to be easy for customers to rate. Lattimore and Ekiz (2014) report that customers might consider a room
upgrade, late check-out, special gifts, or free shuttle as a service. In sum, service and value must be combined to keep
the provider’s promise. Matching performance with service will close communication gap (gap 4). The study
hypothesis is thus as follows:
Hypothesis 4: Communication gap would be associated with value and service.

Methodology
Characteristics of Sample and Descriptive Results
The respondents in the study were 1202 hotel guests (636 females and 566 males) posted their comments on 10
social media including TripAdvisor (42.1%), Booking (26.2%), Priceline (0.6%), Agoda (1.7%), Travelocity (0.3%),
Hotels (9.8%), Orbitz (0.5%), Yelp (1.1%), Facebook (8.1%), and Google (10.1%) in 2 years (2015-2016).
These guests stayed in four hotel classes of different brands located in different location in the United States
including Upscale (48.8%), Upper Midscale (29.2%), Midscale (10.1%), and Economy (11.8%). The 18 hotels include
Best Western Premier, The Tides Hotel Orange Beach, Bikini Beach Resort Motel Panama, FL, Hampton Inn Orange
Beach/Gulf Front, AL, Hampton Inn Pensacola Beach Gulf Front, FL, Hawthorn Suites Panama City Beach, FL,
Hilton Garden Inn Orange Beach Beachfront, AL, Hilton Garden Inn Pascagoula, MS, Hilton Pensacola Beach Gulf
Front, FL, Holiday Inn Express, Orange Beach On The Beach, AL, Holiday Inn Resort Fort Walton Beach, FL,
Holiday Inn Resort Pensacola Beach Gulf Front, FL, Hotel Indigo Sarasota, Hyatt Place Pensacola Airport, FL, Inn
of the Six Mountains Killington, VT, McCamly Plaza Hotel Battle Creak, MI, The Beachside Resort Panama City
Beach, FL, Travelodge Pensacola Beach, FL, and West Bay Beach A Holiday Inn Resort Traverse City, MI).
Fishbein Multi Attribute Attitude Model (Fishbein, 1967)
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A = ∑B1A1 + ∑B2A1 + ∑B2A3 + ∑B4A4 + e
Where:
A = Customer attitude through their comments
B1 = the strength of Belief about Location
A1 = the evaluative aspect of sleep quality
∑B1A1: sum of the product of location and sleep quality for 1,202 comments (Gap 1)
B2 = the strength of belief about Room
∑B2A1: sum of the product of room and sleep quality for 1,202 comments (Gap 2)
A3 = the evaluative aspect of Cleanliness
∑B2A3: sum of the product of room and cleanliness for 1,202 comments (Gap 3)
B4 = the strength of belief about Value
A4 = the evaluative aspect of Service
∑B4A4: sum of the product of service and value for 1,202 comments (Gap 4)

The Listening Gap
In this model, the hotelier attempts to gather all customer attitudes about his completion of the 4 hotel service
stages. At the first stage, he believed in a location but did not know whether the location of his hotel is good or bad
from 1(terrible) to 5 (excellent). He then wondered the location would be good or bad for the sleep quality of customers
from 1 (terrible) to 5 (excellent). Since the sum of the customer attitudes at the first stage reflects what the hotelier
knows about the need of the customers, it is the listening gap in the gap model of service quality (Zeithaml, Bitner,
and Gremler, 2017). The gap will be the difference between the best product scores of 2 factors (5*5) and the current
product one (B1A1).
Listening gap = ∑(25-B1A1)

The Design and Standards Gap
At the second stage, the hotelier believed in a room but did not have the specific design or standards for this room;
maybe the room’s design or standards he owns will be good (5) or bad (1) for himself. He then wondered the room
design or standards would be good (5) or bad (1) for the sleep quality of customers. Since the sum of the customer
attitudes at the second stage reflects whether the design or standards the hotelier has will meet the need of the
customers, it is the design and standards gap in the gap model of service quality (Zeithaml, Bitner, and Gremler, 2017).
The gap will be the difference between the best product scores of 2 factors (5*5) and the current product one (B2A1).
Design and standards gap = ∑(25-B2A1)

The Performance Gap
At the third stage, he believed in the room he has but did not know whether his employees will clean the room
well (5) or not (1) for the customers. Since the sum of the customer attitudes at the third stage reflects what the hotelier
and his employees deliver to the need of the customers, it is the performance gap in the gap model of service quality
(Zeithaml, Bitner, and Gremler, 2017). The gap will be the difference between the best product scores of 2 factors
(5*5) and the current product one (B2A3).
Performance gap = ∑(25-B2A3)

The Communication Gap
Finally, at the last stage, he believed in his value but did not know whether the value of his hotel will be good (5)
or bad (1). He then wondered the value would be the same as he promised (5) or not (1) for his service provided to the
customers. Since the sum of the customer attitudes at the final stage reflects what the hotelier promises about the value
for the need of the customers, it is the communication gap in the gap model of service quality (Zeithaml, Bitner, and
Gremler, 2017). The gap will be the difference between the best product scores of 2 factors (5*5) and the current
product one (B4A4).
Communication gap = ∑(25-B4A4)
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Structural Equation Modelling (SEM)
The six categories of TripAdvisor were developed in 2000 by Stephen Kaufer, Langley Steinert, Nick Shanny,
and Thomas Palka (TripAdvisor, 2012, 2013, 2014, 2016) and the four gaps were developed in 1985 by Parasuraman,
Zeithaml, and Berry (SERVQUAL, 1985). This study used Structural Equation Modeling (SEM) to build the
Tripadvisor gap model of hotel service quality. Listening gap (G1), Design and Standards gap (G2), Performance gap
(G3), Communication gap (G4), Upscale and Upper-midscale are endogenous variables and the location, sleep quality,
room, cleanliness, service, and value are exogenous variables.
Analysis of items in the model (Figure 1) has resulted in a well-fitting model with composite reliability of .95 and
variance extracted of 70% (CMIN/df=1.03; p=0.4; GFI=.93; CFI=.99, RMSEA=.04, AIC=43.82). Therefore,
hypotheses 1, 2, 3, and 4 are confirmed.

Figure 1: The gap model of service quality applied for Upscale and Upper midscale hotels
Figure 1 indicates that (1) location and sleep quality are negatively correlated with gap 1 that has more impacts
on the upper midscale than the upscale hotels, (2) Sleep quality and rooms are negatively associated with gap 2 that
has more impacts on the upper midscale than upscale hotels, (3) room and cleanliness are negatively correlated with
gap 3 that has the same impacts on the upper midscale as the upscale hotels, and (4) service and value are negatively
associated with gap 4 that has more impacts on the upscale than upper midscale hotels.

Discussion
Given that the main service in the hotel industry is providing sleeping accommodations, it is vital for hotels to
pay special attention to factors that affect customers’ sleep quality. A hotel’s location affects several key factors that
determine the quality of sleep a customer will receive: safety, noise, comfort, convenience, and many others. A
properly located hotel displays management’s understanding of its customer market and their expectations.
Furthermore, a properly located hotel will give guests the peace of mind that their expectations are being met and they
will have a better nights’ sleep.
For example, a business traveler staying at a hotel right across the street from the meeting space is more likely to
get a good night’s rest because he does not have to worry about getting up early to fight traffic and make it to his
presentation on time. A vacationer will sleep better in a secluded location away from the bustle of city noises or the
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stresses of everyday life. These examples are often listed in guest reviews on site like TripAdvisor, because a hotel’s
location directly affects guests’ sleep quality and therefore, affects their overall satisfaction with the hotel. Another
example is about the hotel built near a loud and exciting amusement park, such as The Track, a family friendly fun
park in Destin Florida. The roaring of go karts was not pleasant to make the customers not stay at that hotel again
because of the location relative to The Track and the lack of quality of sleep.
Similarly, the design and conditions of a guest room will have a direct effect on a customer’s quality of sleep. If
a room has thin walls where they can easily hear their neighbors, the customer is unlikely to sleep well that evening.
If the bed is too firm, or the mattress is cheap, a guest will be more likely to be restless throughout the night. As
mentioned, the main service offering of the hotel industry is sleeping accommodations; therefore, a customer’s main
expectation from a hotel is to receive a room in which they can rest properly. To meet this fundamental customer
expectation, hotels must ensure that the design of a guest room provides comfort and convenience to each guest.
“Unlike other industries, the hotel industry prospers due to customers’ retention. It is only through customer
satisfaction that a hotel can retain its customers” (Mubiri, 2016). Meeting expectations of service performance is
crucial to retaining customers and attracting new ones. The gap in performance occurs when guest rooms are not clean.
Service performance standards are driven by customer’s standards. Customer’s standards are not universal, but can be
classified into categories such as poor, satisfactory, good, and excellent. Furthermore, customers are often
inexperienced in systematically categorizing their feedback. It is important that customers know that they are a key
factor in determining service performance standards. The ease of providing feedback will likely increase the amount
of participation. However, in scenarios of negative feedback, customers often do not place a time limit to expressing
their feedback.
Concerns regarding customer feedback is the potential lack of willingness to participate, or the inability to perform
their role for any reason. When hotels are unable to receive feedback from customers, this widens the gap between
service performance standards and customer expectations (Zeithaml 2010). Without identifying specific standards that
are not being met, a hotel cannot properly identify and address the issues and improve service performance.
Regarding overall experience, the customer’s initial point of contact with a hotel is the first impression. This can
be when a customer sees an advertisement, hears from word of mouth, internet browsing, etc. Each customer begins
with his or her own perceptions, they immediately form expectations about the hotel. “If perceived service quality is
lower than expected service quality, customers will be less satisfied with the service experience that they received. On
the other hand, if the perceived service quality is equal to or higher than expected, customers will be satisfied with
their experience” (Zhu, 2012). The study has connected the academia with practitioners. The contribution of the paper
is thus to narrow the gaps between theories and practice.

Conclusion
Social media has becoming essential for business because it directly connects the consumer with the provider.
Researchers have contributed models for the provider to measure the attitudes of consumers. To date, no model has
been proved to be appropriate. This study has formulated the Trip Advisor categories to measure the gap model of
service quality. Using this findings, hoteliers can find the reasons for different hotel gaps from hotel class, social
environment, politics, or any economic factors using the model.
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Summary Brief

Decoding “Influence” of the Social Media Influencers
Falguni Vasavada-Oza, MICA, India
Khyati Jagani, Flame University, India
Himani Chauhan, MICA, India
Social media influencers have become a crucial part of social media marketing. The social media influencers
have gained huge impact in influencing their followers. They fulfil the need of information and imagination for their
followers regarding their own passion and interests. However, such a central element of social media has lacuna of
study with regards to how different experiences are created by social media influencers for their followers. The
purpose of this study is to examine the different experiences created by social media influencers for their followers in
terms of post, content, interaction and real-life interactive experiences. For the purpose of the study qualitative
research has been conducted through Netnography conducted for the period of 24 months, in-depth interviews and
focus group discussion with social media influencers and their followers. Classification of influencer experiences will
assist influencers in creating specific engagement content for followers, and it will aid marketers in making decisions
regarding their influencer marketing strategy.

Introduction
Social media marketing is an evolving medium on which billions of dollars are invested globally. Social media
marketing is expected to grow at 20% CAGR globally. Social media advertising is expected to reach to $50.2 billion
by the end of 2019. Influencer marketing which is currently a $500 million industry and is expected to reach $5 billion
by 2020 (Media Kix, 2017). A social media influencer having 3 t o7 million followers’ charges brands about $30,000
per post on social networking sites like Facebook and Twitter; $75,000 per post on Instagram, and $187,000 per post
on YouTube. Instagram influencers with over 500,000 followers charges over $ 3000 per post (Media Kix, 2017).
In the age of internet and social media, influencer marketing has gained popularity more than ever. As now the
influencers are not only the prominent people of the society or celebrities but also common everyday consumers. In
2018, social media post by influencers increased by 198% (Klear, 2018). According to Association of National
Advertisers (2018), digital marketers will employ $101 billion on influencer marketing campaign by 2020, up from
$81 billion spend in 2016 (Conick, 2018). However, the investment in influencer marketing campaign is considered
highly productive, as return on investment for every $1 spend is $7.65 on an average. Social networking sites such as
Facebook, Instagram and Twitter has changed the entire dynamics of buying and selling strategies. On social media
people post their experiences with products and services, and it has created a huge impact on companies and brands.
Social media influencers’, especially micro influencers have over the period of time gained trust of their followers.
And therefore their followers taking into account the recommendation and suggestions prior to making their purchase
decision. This results in either negative or positive word of mouth for a brand by an influencer, having significant
impact on a brand’s current and potential customers buying behaviour (Sudha & Sheena, 2017).

Social Media Influencer
Social media influencer have become a crucial part of digital marketing strategy. Influencers must include three
primary factors, namely competence (expertise in what one knows); personification of values (identity of who one is);
and lastly strategic network location (connection with audience) (Weimann, 1994). Identification of influencers till
date remains a combination of one of these three factors. Social media influencers have two crucial features. Firstly,
influencers are expert at something within a particular community. Secondly, an influencer can impact the actions of
target community members. And therefore, just having millions of social media followers, do not make someone an
influencer. They are truly an influencer only when their followers view them as somebody who possesses expert
knowledge on certain subject matter. And hence an influencer should be someone who is an expert on a particular
topic, and aligns with the value of a brand that they are promoting.
In spite of such a global application of social media influencers, little research has been conducted on it. There
are no set rules of industry with regards to a social media influencer. As on the digital space even a common man
could generate millions of followers and become a micro-celebrity. And therefore the objective of the present research
is to comprehend different types of experiences designed by social media influencer to interact with their followers
such that it aids in increasing consumer engagement.
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Research Objective
To study what are different experiences created by social media influencers for their followers in terms of post,
content, interaction and real life experience.

Research Questions
What are the types of posts created by social media influencers?
What are the engagement strategies designed by social media influencers?
What are the offline follower engagement strategy designed by social media influencers?

Methodology
For the purpose of the study qualitative research has been conducted using a longitudinal Netnography method
for the period of 24 months, in-depth interviews and focus group discussion with social media influencers and their
followers. There are three types of social media influencers, namely, mega influencer, macro influencer, and micro
influencer. Mega influencer includes extremely popular and recognized personality such as sport star, celebrity,
athletes, social media star, musician and entrepreneurs and so on. Macro influencers includes moderately known
personality such as fitness trainer, make up artist, fashion advisor, tech vlogger, gamers, and bloggers. Micro
influencers include those people who are known only in a particular niche area and who in real life might be home
makers and other people doing their regular job but have a social media identity of being an expert in categories such
as travel, dresses, cooking and make- up, among others.
All the three types of social media influencers, promote products and services in the area or sector that they are
an expert of. And therefore there are Beauty & Fashion Influencer, Blogger Influencer, Vlogger Influencer, Family
Influencer, Fitness & Health Influencer, Trendsetting Influencer, Tech Influencer, Entertainment Influencer, Lifestyle
& Travel Influencer, and other Expert Influencer.
In the present study the authors have examined social media interaction between all the three types of influencers
namely, mega, macro, micro influencers and their followers. For netnography, top 10 mega, macro and micro
influencers were selected based on their total number of followers, number of posts and engagement rate. Their 24
months of data was analyzed for a duration of 6 months. In-depth interviews and Focus group discussion were
conducted with Micro-influencers and their followers.

Conclusion
Social media influencers not only provide information but they also prove to be a highly credible, relatable and
authentic source of product reliability. Influencers essentially provide unique experience to their followers, by not
only showcasing new up and coming brands, but also by personally trying the product and giving authentic review on
it. Yet another aspect of influencers that creates an exceptional value for their followers is the element of personal
interaction and communication with the followers through the direct message service provided by social networking
sites. Several micro-influencers also organize a group meeting, in the form of meet and greet in which they invite all
their followers in a particular city for lunch or dinner at a common place, for the purpose of meeting them in real time.
This further increases the trust that a follower has on the influencer that they are following.
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The Impact of Influencer Compensation on Purchase
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When acquiring information on products to make purchase decisions, consumers are increasingly relying on
influencers. These influencers have a great deal of freedom in how and what they post about products, which has the
potential to both benefit or harm brands. Drawing on uses and gratification theory, the manuscript uncovers the
moderated mediation relationship between the type of influencers’ posts and consumer’s purchase intentions through
attitude toward the influencer and attitude toward the products, as well as the moderating effect of disclosure timing.
The findings reveal that consumers favor natural posts over sponsored posts as sponsored posts seem less genuine
and are not considered as valuable. Furthermore, disclosure timing was found to moderate the relationship such that
early disclosure is beneficial for natural and sponsored posts.

Introduction
Consumers are increasingly turning toward influencers to get information on products (Forbes 2016). These
influencers are viewed as a better information source than traditional advertising (Forbes, 2016), and the increase in
popularity of influencers has led marketing firms to seek their help in promoting new products (Mediakix, 2017).
Instagram influencers alone represented a billion-dollar business in 2017, which is expected to double by the end of
2019 (Mediakix 2017). Other social media platforms, such as Facebook, Twitter, and YouTube also have a strong
influencer presence (Lee and Watkins, 2016). An influencer is defined as a person whose opinion has a great deal of
weight on the decision-making of other people, as well as those people’s attitudes and behaviors (Casalo et al., 2018).
Unlike celebrity endorsements, influencers are not necessarily famous; it is quite common for an influencer not to be
recognizable to the majority of society (Kapitan and Silvera, 2016). Although influencers do not need to be famous,
they do have a greater reach than regular consumers and a great deal of power over the purchasing decisions of others.
Influencers have become so important for brands that governments from many countries are increasingly regulating
the interaction between influencers and companies. However, these regulations have not stopped some influencers
from concealing their relationship with companies. In 2017, the FTC sent notices of violation to over 90 influencers
that neglected to properly disclose their relationship with a brand (FTC, 2017). Many influencers mix natural and
sponsored posts on their social media (Muller and Christandl, 2019), which can lead to consumer confusion, especially
if the disclosure of sponsored content is unclear.

Key Findings
Overall, the findings this exploratory research suggest that compensation and disclosure timing impact consumer
perception of influencers, the brand, and ultimately impact purchase intention. First, consumers react vastly differently
based on the type of post (sponsored or not sponsored), suggesting that the perceived use and gratification resulting
from engaging with an influencers content is dependent upon the way in which the influencer discloses the
relationship. Consumers are more likely to seek natural posts from influencers when they are looking to purchase a
product and are looking for information. Consumers believe that natural posts are more reliable and therefore a better
source of information when they are trying to make purchase decisions. With the vast amount of information available
to consumers, it is critical to respond to their expectations to ensure the success of influencers and brands.
Secondly, the findings of the manuscripts demonstrate the importance of disclosure timing for sponsored and
natural posts from influencers. Past literature suggests that the time of disclosure should not affect the influencer or
the product (Campbell et al., 2013; Stubb and Colliander, 2019). However, the findings in this study demonstrate the
importance of disclosure timing on purchase intentions. Disclosure of the sponsorship at the beginning of the video is
more beneficial to purchase intentions than a late disclosure. Thus, by disclosing a relationship early on, influencers
may be perceived as being more credible than disclosing the relationship late and therefore to be the better alternative
for influencers promoting a product. It is important to point out that it is still important to disclose the relationship as
it helps consumers make up their minds. Future research should seek to find additional mechanisms of consumer
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selection of influencers and sources of information. Finding ways to attract consumers to watch a specific influencer
would lead to more effective sponsored content for brands.
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Summary Brief

Exploring the Effectiveness of Digital Influencers’
Marketing Messages on Consumers’ Purchase
Intention across Social Media Platforms
Lucas Gomez Ferruci, The University of Texas Permian Basin, USA
Lili Gai, The University of Texas Permian Basin, USA
Kurt Verlei, The University of Texas Permian Basin, USA
This study looked at GymShark’s digital marketing messages by relevant digital influencers and compared the
impacts on consumers’ purchase intention across different social media platforms. The findings show that digital
influencers’ messages are more effective on YouTube and Instagram accounts than the blog account.

General Introduction
Researchers (Leeflang et al. 2014) agree with Day (2011) on the belief that the Internet usage is the ultimate drive
that causes tremendous opportunities in the digital era. Since 1999, E-commerce in the U.S, for example, has seen a
significant jump from $5.39 billion (1999 Q4) to $137.75 billion (2019 Q1) (Marketplace Pulse). One e-commerce
format, social commerce (Stephen & Toubia, 2010), has been very popular in the past few years. Most brands hire
digital influencers to represent their brands/products across various social media sites including blogs
(wordpress.com), social networks (Facebook.com), picture sharing sites (Instagram), and video blogs (YouTube.com).
Thus, online shopping has never been this easy especially when a digital influencer’s posts on social media link
automatically to shopping carts. Previous researchers point out that digital influencers’ posts about a product could
help increase consumers’ purchase intention (Kapitan & Silvera, 2015). Although industrial reports (e.g. Lipsman,
2019) have shown that Instagram and Pinterest seem to generate the most social commerce sales, there lacks research
that compares the effectiveness of digital influencers’ marketing messages. Thus, this study aims to fill in the gap and
compares the power of digital influencers on consumers’ purchase intention across social media platforms with a focus
on active sportswear brand.

Digital Influencers as Celebrity Endorsers
Previous research (Kapitan & Silvera, 2016) suggest that social media influencers generally share the major
characteristics of celebrity endorsers in affecting consumers’ perceptions and attitudes toward the products these
digital influencers represent. Because there lacks empirical evidence in Kapitan and Silvera’s study (2016), this study
borrows the measurement of source credibility scale (McCracken, 1989) in order to empirically measure the
effectiveness of digital influencers’ marketing messages across social media platforms. An overall hypothesis for this
study is that the digital influencer’s marketing message has the same level of effectiveness across three social media
platforms, blog, Instagram, and YouTube.

Methodology
In order to achieve the overall goal and test the general hypothesis, a two-stage study was carried out. In the first
stage, the researchers reviewed Gymshark’s website, YouTube channel, as well as all digital influencers who were
sponsored by this brand. One sponsored digital influencer was chosen based on the following criteria: the length with
the brand, the coverage of the brand’s products, and the frequency to appear on the brand’s website and social media
platforms. Then, the researchers collected all relevant posts that represented Gymshark’s products on her blog page,
her Instagram account, and videos that featured her by Gymshark published by the end of September, 2018. One
message from each social media platform was selected to serve as the prompts for the next stage
In the second stage, a survey was set-up on Qualtrics.com, an Internet survey tool. Given the nature of the brand
and the products as well as the gender of the digital influencer, the survey was sent only to potential female
participants. A total of 94 females voluntarily responded to the survey request. The age of the sample ranges from 18
to 38, among which 63% were Causation white. The survey consists of three parts: My Life Pattern, including workout
frequency, online shopping behavior, and general attitudes of digital influencers; Demographic Information; and
“Digital Influencers’ Sponsored Content and Purchase Intention” including the Source Credibility Scale (McCracken,
1989) and items that measure the purchase intentions (modified from Spears & Singh, 2004).

107

Results and Conclusion
One major finding is that consumers considered digital influencers as credible sources, which provides empirical
support for previous research’s approach (Kapitan & Silvera, 2016). In addition, the hypothesis was also tested with
ANOVA. The results show that digital influencers’ messages on YouTube and Instagram accounts are more effective
in affecting consumers’ purchase intention than the messages posted on the blog. In other words, digital influencers’
visual contents would have more selling power than textual messages.
Managerially, this study offers valuable evidence to business owners that they should encourage digital
influencers to promote their brands and products with more visual content than textual messages. Future studies could
examine the effectiveness of digital influencers in the context of more generalizable sample and wider range of
products.
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Summary Brief

The Consumer Truth about Message Framing,
Nostalgia, and the Dark Triad
James Blair, Eastern Kentucky University, USA
Prachi Gala, Elon University, USA
Matthew Lunde, Ithaca College, USA
Consumers are inundated with advertisements daily. Some strategies marketers regularly employ when
communicating with their target audience include message framing and tapping into consumer nostalgia from past
experiences. We examine the effectiveness of these advertising strategies with consumers who personify varying
degree of the dark triad which are - Machiavellianism, narcissism, and psychopathy. We formulate multiple
propositions related to these constructs prompting future research and better understanding consumer behavior.

Introduction
On average, the typical consumer is exposed to about 29 minutes of paid television advertising every day (Joo et
al. 2013). As times are changing in advertising, consumers are encountering advertising messages from various
sources; therefore, advertisers are listening and more concerned about their effectiveness (Zhang and Buda 1999).
Many marketing and advertising researchers have examined ways to increase advertising effectiveness.
Two common strategies employed by advertisers to meet their campaign goals are message framing and nostalgia.
Researchers argue that advertisers should pay attention to how advertisement messages are presented to consumers
(Smith and Petty 1996). The way information is framed may significantly influence consumers' judgment and
decisions about the products (e.g., Smith and Petty 1996). Along with message framing, nostalgia also plays a
significant role in influencing the customer’s perceptions about the brand. Nostalgia is defined as “a preference
(general liking, positive attitude or favorable effect) towards experiences associated with objects (people, places or
things) that were more common (popular, fashionable or widely circulated) when one was younger (in early adulthood,
in adolescence, in childhood or even before birth)” (Holbrook and Schindler 2003, p. 108). This concept is also
commonly used in marketing and has experienced mixed success in practice. Nostalgia has received relatively little
attention from academicians and scholars devoted to the study of consumer research (Holbrook and Schindler 1991).
Although effective, message framing and nostalgia vary in impact based on consumers with specific personality traits.
One such trait on high rise is the dark triad with the increased digital age. Researchers have yet to explore how effective
these marketing strategies are with consumers varying on the dark triad personality trait.

Background
Message Framing
Significant research has examined how advertisers should frame messages, i.e., in a promotional or preventive
manner (Block and Lauren 1995; Chang and Lee 2009). However, more research needs to be done, answering what
effect message framing can have on various personality types (Hirsh, Kang, and Bodenhausen 2012). Such integration
of personality and message framing would advance the message-framing literature by opening the door to exploring
new ways to make persuasive messages more personalized and effective.

Dark Triad
The dark triad consists of socially aversive personalities: Machiavellianism, narcissism, and psychopathy
(Kowalski 2001). While Machiavellianism consists of a manipulative personality (Christie and Geis 1970), narcissism
includes several personal traits, such as dominance, entitlement, grandiosity, and superiority (Raskin and Hall 1979).
Psychopathy is described as an individual with high levels of impulsivity and thrill-seeking behaviors and with low
levels of anxiety and empathy (Hare 1985; Lilienfeld and Andrews 1996). Together, all three of these traits make up
the dark triad. We propose:
P1: Participants with high levels of the dark triad have (a)more positive attitudes, (b)higher purchase intentions,
and (c)greater intentions to recommend, towards gain-framed message advertising than towards lossframed message advertising.
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P2: Participants with low levels of the dark triad have (a)no significant differences in attitudes, (b)purchase
intentions, and (c)intentions to recommend, towards gain-framed message advertising and loss-framed
message advertising.

Nostalgia
Consumer behavior researchers have given relatively little attention to the study of nostalgia (Holbrook and
Schindler 1991). However, with the new trend of creating nostalgic advertisements recently like Coca Cola ads,
nostalgia is gaining back its importance. The emotion of nostalgia is universal (Boym 2001; Hepper et al. 2012) and
occurs relatively frequently (Wildschut et al. 2006). Regarding the dark triad, high and low levels also differ in their
nostalgic attitudes (Hart et al. 2011). This area of how nostalgia can play a role in the dark triad consumer’s mind and
how a marketer can use it to the company’s advantage is yet to be explored. We propose:
P3: Participants with high levels of the dark triad have (a) more positive attitudes, (b) higher purchase
intentions, and (c) greater intentions to recommend when exposed to nostalgic messaging than when
exposed to non-nostalgic messaging.
P4: Participants with low levels of the dark triad have (a) no difference in attitudes, (b) no purchase intentions,
and (c) no intentions to recommend when exposed to nostalgic messaging and non-nostalgic messaging.
P5: Participants exposed to loss-framed messaging with high levels of the dark triad have (a) more positive
attitudes, (b) higher purchase intentions, and (c) greater intentions to recommend when they receive
nostalgic messaging than when they receive non-nostalgic messaging.
P6: Participants exposed to loss-framed messaging who have low levels of the dark triad (a) (a) have no
difference in attitudes, (b) no purchase intentions, and (c) no intentions to recommend when they receive
nostalgic messaging and non-nostalgic messaging.
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Summary Brief

The Effects of Priority Queues in the Marketplace
Haley Hardman, Mississippi State University, USA
Robert Moore, Mississippi State University, USA
Melissa Moore, Mississippi State University, USA
Consumers are economically divided, which is visible in the ways some businesses cater to those with a higher
expendable income. A specific example is the use of priority queues, such as fast pass lanes at amusement parks and
toll lanes on interstates and highways. The present study explores the cognitive and emotional reactions of both, the
“haves” and the “have nots” as they engage in service consumption.

Introduction
Priority queuing acts as a social divide, visibly separating consumers who are associated with prestige and
opportunity from consumers who do not find their identity in such things. Sometimes, those classified in the former
social class are more overtly valued in the marketplace due to higher purchasing power. Essentially, the value
associated with a person is rooted in their status (Fiske, 2010), and companies are implementing changes in order to
cater to those who represent greater market share value. The present research examines consumers’ feelings and
thoughts of those who choose to use, and those that forego, priority queues. This study aims to expand the bounds of
the perceptions affiliated with priority queues.

Background
Consumers often use their purchasing power as a tool to navigate life in the most desirable manner. Not only can
consumers buy material objects, it can also buy time. A specific example is saving time through acquiring priority
queues. Priority queues are synonymous with faster lines that are implemented to reduce wait time for a specified
group (Hernandez-Maskivker, Ryan, Blazey, & Pàmies, 2013). This benefit is available for those that choose to pay
a premium for quicker access to a service or experience at the detriment of others waiting in longer lines (Alexander,
Maclaren, Gorman, & White, 2012). Priority queues quite literally separate consumers based on purchasing power
(Hernandez-Maskivker et al., 2013).
Priority queues are utilized in a number of industries, ranging from airlines, hotels, nightclubs, theme parks, toll
roads (Alexander et al., 2012; Jakobsson, Fujii, & Ga, 2000) and even higher education (Walker 2012). This paper
analyzes the wide range of thoughts and emotions provoked by priority queues. We examine these thoughts in two
different priority queue settings; express passes in theme parks and toll lanes on highways and interstates.
Consumers who benefit from priority queues consider it an investment for the ability to save time and have a
higher quality experience (Alexander et al., 2012). However, numerous consumers strongly express an opposing point
of view. Some consumers claim those who take advantage of priority queues are line breakers and consider theme
parks that are conducive to the elite an environment that no longer treats visitors equally (Mohney, 2002). In fact, the
mere knowledge of a priority queue can negatively impact a consumer’s experience (Alexander et al., 2012).
Additionally, toll lanes threaten the fairness of those who are continually bypassed by consumers who can afford the
luxury of a shortened commute (Jakobsson et al., 2000).
Although there are different ways to evaluate fair consumption in the marketplace (Shaddy & Shah, 2018), the
sole reliance on monetary resources to purchase a shortened wait time does not lend a perception of fairness to all
consumers. The clear uproar that arises from consumers who lack the ability to experience a priority queue begs the
questions: What happens when consumers are in the moment of consumption and they experience unequal queuing of
a customer? How does the priority queue purchase decision a consumer makes directly affect the cognitive and
emotional disposition towards themselves and those that made the opposite decision?

Key Findings
A total of 154 participants completed online surveys administered through Qualtrics. Participants were
compensated monetarily for their participation. The participants were divided equally by their use of priority queues
in specific situations. For example, 70 respondents answered open-ended questions regarding amusement park priority
queues. Specifically, 30 respondents purchased a Universal Studios Express Pass on their last visit to the amusement
park, while 40 respondents did not. It was ensured that the respondents visited Universal Studios Florida when it was
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crowded in order to properly experience the effects of priority queues for both groups. Additionally, 84 participants
answered questions to capture feelings and thought processes towards toll roads. The respondents were divided into
three groups: those who use toll lanes frequently (at least once each day) (N=25), sometimes (2-3 times each week)
(N=27), and never (N=32). Respondents were restricted to residents of the D.C. Metro area to ensure use of the toll
lanes on I-95, I-395, and I-495. Respondents were asked similar sets of questions that focused on their use of a priority
queue. For example, respondents who purchased an Express Pass at Universal Studios Florida were asked “When you
used your fast pass, how did you feel about passing others waiting in the non fast past pass line?” While respondents
who did not purchase an Express Pass were asked “What did you think about the fast pass users as you looked over
and saw they were moving faster?” Toll lane respondents were asked comparable questions.
Based on a card sort methodology, which was used for effective grouping of responses (Faiks & Hyland, 2000),
three independent judges determined six major themes that emerged. For those who used the priority queues, the
following themes emerged: elitism, contentment for making a sensible decision, and sympathy for those who did not
purchase access to a priority queue. The elitism theme was derived from comments that exuded a holier than thou
essence. For example, some participants explained they “felt like a king”, felt “special”, felt “empowered”, and felt
“elite” when utilizing a priority queue. Some participants felt sensible in their decisions due to “having a burden
removed from the day”, being “efficient, and “getting more out of a trip” to the amusement park. A sympathetic
outlook emerged from the viewpoints of those who used a priority queue towards those who did not. For example, a
respondent “felt pity for them [those not in the priority queues] as it was super hot and [they were] waiting in the sun”
at the amusement park.
As for those who did not use priority queues, the following three themes emerged: jealousy, vexation, and regret.
When looking at the priority queues, those who were in regular lines were “jealous” and “envious” and thought it was
“unfair”. A theme of vexation was prominent due to claims of “frustration” and comments such as “I get impatient
and angry” about waiting in traffic. Those who chose to forego the priority queue were filled with regret. Many
expressed they “wished [they] had bought one”, admitted to “second thoughts” on their decision, and referred to those
who did as “lucky”. These responses suggest that consumers’ purchase decisions affect others directly. In some cases,
the purchase decisions of certain consumers can have a negative effect on another’s experience. Therefore, companies
should be wary when implementing priority queues that so overtly favor consumers that fall within such a specific
demographic framework at the expense of others.
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The Influence of Jealousy and Betrayal in Driving
Revenge-Seeking after Perceived Unfairness
Tyler Hancock, Mississippi State University, USA
Mike Breazeale, Mississippi State University, USA
Frank Adams, Mississippi State University, USA
Jen Stevens, The University of Toledo, USA
Stacie Waites, Marquette University, USA
The development of long-term relationships has long been a goal of successful companies. These relationships
can benefit both customers and the company when trust and commitment is established between the parties. However,
companies can create relationships with numerous customers. Providing dissimilar offerings can contribute to
difficulty in managing relationship norms as C2C comparisons can readily be made to compare offerings received
with others online. When another customer receives perceived preferential treatment, a customer may attempt to attain
treatment that is more equitable. This research explores the role that jealousy and betrayal have in driving customer
revenge-seeking behaviors to reestablish relationship equity.

Introduction
While customer-to-customer (C2C) brand advocacy (de Villiers, 2015) can be beneficial, firms may also lose
some control over the flow and content of information exchanged between customers. Jealousy can arise when a
customer observes a relational party directing preferential attention toward another customer via relationship resources
such as pricing, shipping, or special treatment (Ludwig, Barnes, & Gouthier, 2017). When C2C comparisons uncover
actions that are deemed unequal, this perceived deviation from relationship norms can lead to customer assessments
or perceptions of firm betrayal (Grégoire, Laufer, & Tripp, 2010). By understanding the C2C comparisons that
customers make and the role of equity in retaliation after such a perceived slight, companies can better manage the
negative response associated with betrayal-motivated revenge-seeking.

Background
The concept of equity relies on equilibrium (Ryan, 2016), and equity theory describes the balancing act that takes
place when customers attempt to restore balance in the face of perceived inequity, defined as the perceived unfairness
in the outcome received (Ludwig et al., 2017). Customers who perceive that they are in an inequitable relationship
attempt to eliminate the distress caused by this imbalance by restoring equity via seeking better treatment or somehow
punishing the firm (Adams, 1963; Wallin Andreassen, 2000). Such inequities can lead to customer perceptions of
betrayal, or the view that a relational party has knowingly violated relationship norms and caused harm--a violation
of relationship trust (Grégoire, Tripp, & Legoux, 2009; Obeidat, Xiao, Iyer, & Nicholson, 2017). However, the
perceived inequity does not only result from a customer’s feeling that the firm is not reciprocating his or her efforts to
maintain the relationship. It also can occur when customers perceive that the firm (relational partner) is devoting more
resources to another customer (i.e., preferential treatment). However, this unfairness in the relationship that results in
jealousy and perceptions of betrayal remains underexplored. The study exams the role of jealousy and betrayal acting
as mediators of the perception of unfairness as drivers of revenge-seeking intentions. Additionally, the study aims to
understand the role that prior relationship trust plays in enhancing this relationship.

Key Findings
The a-path (0.88, t = 12.21, p<0.001) from unfairness to jealousy, d-path from jealousy to betrayal (0.74, t =
13.67, p< 0.001), and b-path (0.48, t = 4.80, p< 0.001) from betrayal to the desire for revenge were all significant. The
indirect effect of unfairness on revenge-seeking through the mediators, jealousy and betrayal, was also significant
(axdxb =0.31, p <0.001, CI Lower =0.12, CI Upper =0.58) (Zhao et al., 2010; Hayes, 2018). Since the confidence
interval does not pass through zero, the indirect effect is determined to be statistically significant (Hayes, 2018).
Additionally, the direct effect from unfairness to the desire for revenge is non-significant (c=-0.05, t= 0.43, p=0.65)
Therefore, jealousy and betrayal drive the relationship between unfairness and desire for revenge through a serially
mediated relationship.
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The interaction effect of Unfairness X Trust on the development of Jealousy is significant (0.15, t = 2.62 p <
0.001) (Frazier et al., 2004). Therefore, increases in the customer’s prior trust strengthens the relationship between
unfairness and the development of jealousy. The index of moderated mediation (0.07, p<0.05, CI Lower = 0.003, CI
Upper = 0.14) indicates that prior trust does enhance the full serial indirect effect of jealousy and betrayal in
influencing revenge-seeking intentions. Additionally, by probing the indirect effect of jealousy on perceptions of
betrayal at various levels of the moderator at -1SD (axb=0.28, p<0.01, CI Lower = 0.11, CI Upper 0.52) and +1SD
(axb=0.41, p<0.001, CI Lower = 0.16, CI Upper 0.73), a significant moderated effect is found. At greater levels of
prior trust in the relationship party, the level of jealousy increases along with perceived betrayal and thus increases
the likelihood to engage in revenge-seeking.
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Summary Brief

Does Reviewer’s Perceived Ethnicity Make an Online
Review More "Helpful"? An Empirical Study on
Online Reviews
Emi Moriuchi, Rochester Institute of Technology, USA
Mario Gonzalez-Fuentes, Trinity University, USA
Retail businesses are extremely wary of consumers’ reviews and ratings due to its impact on their sales record.
With an increasing amount of diversity in the consumer market, companies are figuring out cues that may be
persuasive in a consumers’ decision-making process. This present research seeks to understand the role played by
heuristic cultural cues, such as reviewers’ ethnic features, such as their face, on consumers’ perceived strength of
arguments, their attitude and degree of trust and helpfulness towards the reviewer, and their willingness to adopt
those reviews as part of their decision-making process.

Introduction and Literature Review
There is an overwhelming amount of information floating through various social media platforms. These
platforms range from social networking sites such as Facebook and community forums such as Reddit to review sites
like Amazon.com. A common ground among these platforms is the strength of consumers’ voices. Ever since the
marketplace has moved away from prioritizing a business standpoint, consumers’ opinions have overshadowed the
traditional approach towards promotion (e.g. outbound marketing). In an ecommerce environment, reviews and ratings
from consumers are still the most influential in determining consumers’ purchasing decisions. Prior studies have found
that having minimal reviews are better than not having any reviews about a company’s product and/or services. Thus,
companies are encouraging their customers to post reviews of the products they have purchased. In this study, we use
two theories to explain the research model: the theory of planned behavior (TPB) and the social judgement theory.
Though there have been criticism that TPB has been overused, it is an essential theory in explaining consumers’
behavior. We use social judgement theory alongside TPB to explain individual’s judgement towards particular cultural
cues and its congruency with their belief system. Social judgement theory suggests that upon receiving a persuasive
message or information (e.g. review), people immediately judge where the information should be placed on a scale of
acceptance in their mind by comparing what they read with their current views (Sherif and Hovland, 1961; Cui et al.,
2012). If the information received is closer to the individual’s belief, then that piece of information will result in a
large latitude of acceptance and a narrow latitude of rejection. On the other hand, if the information received is mildly
incongruent, individuals may not face rejection on the outset, but it can potentially stimulate consumer’s information
processing.
H1: Perceived Behavioral control has a positive effect on consumers’ attitudes towards Asian and Caucasian
reviewers.
H2: Attitude toward online Asian and Caucasian reviewers has a positive impact on trust.
H3: Subjective norms toward Asian and Caucasian reviews have a positive impact on trust.
H4: Attitude has a positive effect on willingness to adopt reviews written by Asian and Caucasian reviewers.
H5: Helpfulness vote has a positive impact on consumers’ willingness to adopt the reviews and this impact is
stronger when the ethnicity of the reviewer is the same as the consumer.
H6: The strength of argument mediates the relationship between trust and willing to buy for both Asian and
Caucasian reviewers.

Research Methodology
An online survey was developed using Qualtrics. Four sets of stimuli were prepared: 1) Asian reviewer (male and
female) and high helpfulness vote; 2) Asian reviewer (male and female) and low helpfulness vote; 3) Caucasian
reviewer (male and female) and high helpfulness vote; 4) Caucasian reviewer (male and female) and low helpfulness
vote. Respondents were randomly matched to one of these four combinations. Using a similar format to an Amazon
product review, participants were presented with either a high or low helpfulness vote of a product. Each review
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included a headshot of the fictitious reviewer, displaying either an Asian or a Caucasian individual. Gender was
equally represented among the fictitious reviewers: each participant was exposed to both female and male headshots.
A sample of 184 young consumers aged 18-24, were invited to participate in the experiment. These young consumers
fit the millennial and the Generation Z cohort. Three pre-tests were conducted to determine the suitability of models
used for the reviewers’ headshots and the strength of the reviews. All three pre-tests were tested on three separate
occasions.

Findings
The results in this study show that the composite reliability (CR) are higher than .07, and Average Variance
Extracted (AVE) are higher than 0.5 (see Table 2), in accordance with Bagozzi and Yi (1988)’s criteria for internal
consistency. All loading estimates were found to be significant (p < .00) with the lowest measured at .56 and the
highest measured at .93. Computed from indicator standardized factor loadings and measurement errors (Hair et al,
2006), the average variance extracted (AVE) was found to range from 0.66 to 0.72. None of our confidence intervals
for the correlations among latent variables is more than 1, thus offering strong evidence of discriminant validity,
according to Bagozzi and Yi (1988)’s criteria. Therefore, all constructs exhibit good internal consistency. The CFA
results show a good model fit for the 18-item model with χ2 = 851.497, df = 464, p= .000; Comparative/incremental
fit indices (CFI) = .95; the Root Mean Square Error of Approximation (RMSEA) = .05; normed fit index (NFI) = .90;
and Tucker-Lewis index (TLI) = .94. Parsimonious fit indices consider model complexity and the results suggest a
well-fitting model (PNFI = .76; PCFI = .80). All factor loadings (i.e., regression-weights) are significant (p < .001).
For more than one group, the metric invariance between the reviewer samples needs to be examined prior to any
comparison of the relationships between the variables of the proposed model, following Byrne’s (2001) procedure.
Comparing the chi-square of the measurement-weights-constrained model to that of the initial model without
constraints, results indicate (Δχ2 =7.34, df =12, p<.84) full metric invariance could be established and allows valid
comparisons of relationships between the two groups: Asian reviewers and Caucasian reviewers. Overall fit measures
of the “totally free” model indicated that the model was consistent with the data (χ2 = 358.66, df = 248, p = .000; CFI
= .92; RMSEA = .05; TLI = .90). By constraining all structural coefficients to be equal in both groups, the model fit
with χ2 = 365.99, df = 260, p = .000; CFI = .92; RMSEA = .05; TLI = .91. The constrained model was significantly
different from the free model (∆χ2 = 18.21, df =18, p = .01). Thus, it indicated that the model was moderated by
ethnicity. All relationships proposed by the theoretical model, except for three hypotheses, are significant. The strength
of argument was hypothesized to mediate the relationship between trust and willingness to adopt review. The results
show that partial mediation is present for both ethnic groups.

Discussion and Conclusion
In general, the Theory of Planned Behavior (TPB) was applicable in this study on reviews and ethnicity of
reviewer. Interestingly, our results show perceived behavioral control did not have an impact on trust for Asian
reviewers, whereas it does for Caucasian reviewers. This suggests that when Asian reviewers write reviews, American
consumers do not see an impact on whether using the reviews affect their trust toward those reviewers’ comments on
the product. Although ethnic congruency theory explains why people tend to trust others who are from the same ethnic
group, this study showed an opposite result. This suggests that people who read reviews might match the role of
contextual variables (e.g. product) and the country of origin effect (see match-up hypothesis).
Subjective norm is a construct that did not have a significant impact on American reviews’ trust toward reviewers.
This result suggests that social pressure did not have an impact on American respondents’ degree of trust towards
reviewers. Our results show that when the review is written by a Caucasian reviewer, trust did not have a direct positive
impact on American respondents and their intention to adopt the reviews for the product. The results show that
willingness to adopt reviews is mediated by the strength of the argument. On the other hand, trust had a direct impact
on the intention to adopt the reviews when an Asian reviewer wrote the reviews. While there is a direct positive impact,
the strength of the argument (i.e. review) contributed toward strengthening the relationship between trust and
willingness to adopt the review for their purchases.
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Summary Brief

Not all Corporate Social Responsibility is Created
Equal: A Study of Consumer Perceptions of CSR on
Firms Post Fraud
Kristina Harrison, Old Dominion University, USA
Lei Huang, The State University of New York at Fredonia, USA
Not all Corporate Social Responsibility (CSR) is seen the same way by all consumers. There are various factors
that influence how a consumer perceives CSR and how they expect that CSR to influence a firm’s outcomes. We find
that individuals that hold positive orientations towards CSR tend to expect more positive outcomes for those firms
compared with those who hold negative orientations towards CSR use in a post-fraud environment. How a consumer
views CEO compensation and tenure may also influence their expectations for firms that use CSR post fraud or
scandal. Some types of CSR help stakeholders closest to the firm such as employees and companies along the supply
chain while others help communities and societies not directly connected to the firm. We find that those who see CSR
use as a positive in a post-fraud environment prefer to see firms that engage in CSR that assists close stakeholders
while those who do not like seeing CSR used as a strategy post fraud would prefer CSR that benefits the community
at large. Our findings suggest that firms may wish to target consumers differently when communicating CSR messages
post-fraud.

Introduction
In the dawn of the social media, video live streaming, and snapchat story world, consumers are constantly
inundated with instantaneous information about both the good and bad things businesses carry out. News of a corporate
scandal or wrongdoing can go viral quickly. In this information-rich world, firms will not be able to hide anything and
must be prepared to engage in positive publicity to counteract negative news. From Wells Fargo’s fictitious accounts
to Volkswagen’s diesel emissions scandal, there always seems to be recent revelations in the news concerning a
corporation’s wrongdoings. In order to show that the firm is turning over a new leaf, many firms call on Corporate
Social Responsibility (CSR) as a strategic tool to overcome negative news, especially when a type of fraud or
wrongdoing is made publicly known (Cho and Hong 2009). However, we question whether CSR is always an
appropriate strategy for firms to adopt when repairing their brand post-fraud, or in a time period following negative
publicity related to fraud or wrongdoing. Are all types of CSR seen the same way by consumers; or are there any
differences in CSR types and consumers’ orientations towards CSR? If there are differences, it may be worthwhile for
firms to target CSR communications to their consumers when dealing with the backlash of negative news post-fraud
or scandal. Additionally, in the cult-of-personality realm, a CEO’s image is often attached to the firm’s brand image
(Bendisch, Larsen, Trueman 2013). For example, Elon Musk is as synonymous with Tesla as Jeff Bezos is with
Amazon. Thus, we further study how consumer’s perceptions on CEOs interact with the firm’s CSR use in a postcrisis or fraud time frame on consumer’s expected firm outcomes.
Largely, we suggest that individuals who hold positive orientations towards CSR will tend to expect positive
outcomes for those firms. Individuals who hold negative orientations towards CSR use post fraud will tend to expect
more negative outcomes for those firms. How a consumer views CEOs’ compensation and tenure may also influence
their expectations for firms that use CSR post fraud or scandal. Additionally, not all consumers see CSR the same
way. Some types of CSR help those stakeholders closest to the firm such as employees and companies along the
supply chain while other types of CSR help communities and societies not directly connected to the firm. We expect
that one or the other type of CSR is seen as more favorable depending on the individual’s own orientations towards
CSR use. Those who see CSR use as a positive post fraud prefer to see firms that engage in CSR that assists close
stakeholders while those who do not like seeing CSR used as a strategy post fraud would prefer to see CSR that
benefits the community at large. This means firms may wish to target consumers differently when communicating
CSR messages post fraud. The rest of this paper is organized as follows: a background on the literature, the
development of the hypotheses and the conceptual model, an outline of our methodology, the results and findings, and
managerial practical implications. Last, we bring forth limitations and suggestions for future study.
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Contributions
We contribute to the CSR literature, strategic marketing literature, public relations crisis and fraud literature, and
research surrounding the use of CEOs as marketing tools. First, our findings advance the research surrounding CSR
for firms. CSR is not a catch-all or panacea for fixing bad publicity or a damaged brand image due to corporate fraud.
Second, post fraud CSR should not be treated equally. Some customers will prefer to see firms engage in one type of
CSR over another depending on their attitudes towards CSR use post fraud. Additionally, consumers do consider a
CEO’s role in the effectiveness and expected outcomes of CSR. CEOs can influence a firm’s brand image and can
further influence how consumers see the impact of CSR. This study has extended the existing CSR literature by
showing how consumer’s expectations of CSR firms are shaped by their individual orientations towards CSR,
orientations towards CSR post fraud, CSR type, and their perceptions of firm’s CEOs. We hope our findings cause
firms to rethink CSR as it is not one-size fits all and suggest that firms consider the role of individual differences in
consumer expectations of CSR type on anticipated outcomes. Used properly, firms recovering from fraud can use CSR
as a strategic tool to heal. This means firms should understand the individual differences of their consumers and target
specific communications about CSR to them. CSR communications should be targeted to the appropriate consumer,
just as some advertisers use targeted messages to specific consumer demographics. Additionally, we contribute to the
existing literature on consumer’s perceptions of CSR. We build off Sen and Bhattacharya (2001) who found that
consumer’s attitudes towards the domain of CSR influences their perceptions of CSR firms. We add to their work by
showing that even beyond general perceptions of the domain of CSR, the CSR type (Haung 2015: Hillman and Keim
2001) will play a role in consumers expectations of firms post fraud with one type of CSR being preferred by
consumers over another, dependent on their attitudes towards CSR. We also build off the research on the role of the
CEO on brand perceptions and value (Bendish et al. 2013; Fleck et al. 2014). Beyond the influential role of a CEO’s
the personality, CEO compensation and their length of time at a firm can influence consumers expected CSR firm
outcomes.

Managerial Implications and Future Research
From a practical standpoint, this research may be used as a guideline for firms to develop strategies based on
consumers’ reactions to different CSR beneficiaries. Individuals who already hold positive orientations towards CSR
will be more likely to expect that firms that do engage in CSR will have positive outcomes such as an increase in
brand image. Individuals that hold negative attitudes towards firms that use CSR after a scandal or fraud expect those
firms to have more negative outcomes such as a decrease in sales or brand value. Oftentimes, firms use CSR post
scandal to improve their brand image. Those individuals who do not hold a positive view of CSR used by a firm post
fraud will like firms better that help their community over their stakeholders. We therefore offer a matrix as a potential
guideline for businesses to use when coping with CSR use post fraud. See Figure 2.
In Figure 2 below we show that not all CSR should be treated the same way by firms. Firms will benefit if they
understand that their consumers will have different attitudes towards the use of CSR post-fraud and post-crisis. Some
consumers will hold negative attitudes towards firms using CSR after a fraud or scandal, however, knowing this, firms
can still use CSR. Consumers who do not like this CSR use will expect fewer negative outcomes for firms that use
CSR that benefits everyone. Firms should focus on communicating how their CSR is social (CSP) and does not impact
the firm directly in any way. Alternatively, there are some consumers that do hold a positive orientation towards CSR
after a scandal or fraud. These consumers believe that firms are attempting to right their wrongs and will expect fewer
negative outcomes when these firms use CSR that benefits their own internal stakeholders. Firms that are targeting
these consumers should focus on COP type of CSR and demonstrate how employees and supply chain members are
benefitting from their CSR actions.
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Figure: Beneficiaries of CSR
Negative CSR
Orientation post Fraud

Stakeholders Close to Firm
(COP)
Firm Strategies: Downplay any COP
type of CSR

Consumer Reactions: Consumers will
not like this type of CSR strategy
Positive CSR
Orientation post Fraud

Firm Strategies:
Show how CSR activities will help those
in the firm such as lower level
employees and those along the supply
chain
Consumer reactions:
Can recover consumers with this
strategy

Stakeholders Far from Firm
(CSP)
Firm Strategies:
Focus on “turning a new leaf” and admit
wrong. Focus on beneficiary outcomes
for society
Consumer Reactions:
Can bring around consumers to
positively evaluate firm.
Firm Strategies:
Downplay any CSP type of CSR

Consumer reactions:
Consumers will not like this type of
CSR strategy

Our results suggest that there is not necessarily one CSR type that consumers will prefer over another. Thus, we
cannot simply conclude that consumers prefer one type of CSR over another in terms of their expected outcomes from
a firm’s CSR activities. However, our findings indicate that CEO compensation influences consumer’s perceptions of
a firm’s ability to have positive outcomes from CSR. Therefore, if a firm is engaging in CSP, overpaying CEO’s might
be accepted by consumers; but if a firm is engaging in COP, consumers would rather see fairly paid CEOs. In other
words, if a CEO is getting paid more than they are worth, consumers would like to see the firm giving back to society;
but if a firm is fairly paying its CEO, then consumers would rather see this firm supporting its internal stakeholders.
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Summary Brief

Dick’s Sporting Goods’ Activism: Public Response on
Twitter
Manveer K. Mann, Montclair State University, USA
Sang-Eun Byun, University of South Carolina, USA
This study examines consumer sentiment towards corporate activism on Twitter through the case of gun control
stance by Dick’s Sporting Goods. We examined 74,283 tweets from February 28 to May 31, 2018, using the keyword
“gun” and search terms related to Dicks. The algorithmic sentiment analysis revealed that the majority of tweets
expressed positive sentiment and supported Dick’s decision. This finding was corroborated with manual coding of
6000 terms as we found 51% in support, 29% in opposition, and 20% neutral towards the decision. Consumers
expressed a mixture of fear, anger, and trust regardless of support or opposition to gun control expressed in the tweets.

Introduction
Companies have traditionally avoided taking positions on politically charged social issues due to the risk of
alienating shareholders. However, recently, more companies have engaged in corporate activism wherein companies
take a public stance to positively impact social change or legislation (Gaither et al., 2018; Korschun et al., 2016). For
example, in 2017, Patagonia released a politically charged campaign “The President Stole Your Land” in response to
President Trump’s decision to reduce the size of national monuments in Utah. In 2018, Nike launched an ad campaign
featuring Colin Kaepernick, who protested police violence and racial injustice. After the Parkland shooting, Dick’s
Sporting Goods (or Dick’s) took a stand by announcing that it would no longer sell assault-style weapons or sell guns
to anyone under 21.
While corporate activism is increasing, little is known about how people respond to companies taking a stand on
polarizing issues. Most research on businesses’ role in society has focused on non-controversial social or ethical issues
(Korcshun et al., 2016). Although social media has enabled consumers to engage with companies and other customers.
Few studies have examined how people react to corporate activism in social media (Gaither et al., 2018). Therefore,
this study examines public reactions to corporate activism in Twitter through the case of Dick’s gun control stance.
Twitter was chosen because it is the most open public media platform and widely used by both corporations and
individuals for expressing their opinions and thoughts. Our study fills gaps in the literature by focusing on the
polarizing issue of gun control and analyzing Twitter messages to assess public responses to Dick’s activism. In
particular, we address the following research questions (RQ):
RQ1: What is overall consumer perception regarding Dick’s decision? Which words were used most frequently
by users in response to Dick’s decision? How are these words associated with each other?
RQ2: Overall, did the public support or oppose Dick’s decision? What sentiments and emotions were
frequently expressed?

Analysis and Findings
We collected Twitter posts from February 28 to May 31, 2018, using the keyword “gun” combined with four
search terms: @Dicks, #Dicks, Dick’s Sporting Goods, and Dicks Sporting Goods. The three-month period was
chosen to collect diverse public responses over time since Dick’s announcement of changes in the gun sales policy on
Feb 28, 2018. We collected 74,283 posts using Keyhole, social media analytics software. These posts included original
tweets (12.75%), replies (15.12%), and retweets (72.13%). The greatest volume of posts was in February (n = 34,972
for one day only), followed by March (n = 19,688), May (n = 16,873), and April (n = 2750). Volume significantly
decreased over time but increased in May after a Dick’s employee resigned over the gun sales policy. All analyses
were done in R version 3.4.4.
To address RQ1, we first conducted a word cloud analysis. Besides our search terms, the most frequently
mentioned words include “assault” (n = 22,992), “rifle” (n = 21,452), “stop” (n = 20,064), “krassenstein” (n = 14,833),
“kaboom” (n = 14,678), and “thank” (n = 10,040). Some of these words were related to a tweet from the user
Krassenstein, saying “KABOOM!! Dick's Sporting Goods has just announced that they will stop selling assault-style
rifles and require all gun buyers to be 21 years of age or older! This deserves 1 MILLION RETWEETS!! @DICKS.”
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This post was tweeted right after Dick’s announcement and generated the highest engagement in our search (n =
16,266 retweets).
We then conducted a word association analysis for the most frequently mentioned words, excluding
“krassenstein” and “kaboom”. The word assault was highly associated with “second” (r = 0.65), which indicated the
word assault was used in correspondence with 2nd amendment rights. The word “stop” was highly associated with
“assaultstyle” (r = 0.80). On the other hand, the word “thank” was significantly associated with “wife” (r = 0.35),
“Walmart” (r = 0.35), “families” (r = 0.34), “mom” (r = 0.34), “victim” (r = 0.34), “mother” (r = 0.32), “compass” (r
= 0.31), “moral” (r = 0.30), and “REI” (r = 30). On closer examination, these associations suggested that families and
friends impacted by the Parkland shooting were most responsive in thanking Dick’s for their decision. A number of
tweets thanked Dick’s for having a moral compass and appreciated Walmart for restricting gun sales, often expressing
their intention to shop at these stores. For example, one tweet says, “My wife and moms from the victims families are
planning a Mother’s Day shop in to thank Dicks Sporting Goods and Walmart for decisions they made around gun
safety. Shop and spend as much as possible in Dicks Sporting Goods and Walmart to say you for putting our safety
first.” Association analysis for other words returned weak correlations (< .30).
To address RQ2, we used the syuzhet package in R and NRC emotion lexicon to conduct a sentiment analysis.
The NRC lexicon categorizes words in a binary format (yes/no) to calculate the presence of eight emotions in each
tweet: anger, anticipation, disgust, fear, joy, sadness, surprise, and trust (Mohammad & Turney, 2010). It also classifies
each tweet as negative or positive. Since the tweets were responses to tightening gun sales, the algorithmic sentiment
analysis was likely to be skewed by the negative valence of the word “gun”, which is associated with fear and anger
in the NRC lexicon. To control for this effect, we replaced “gun” with the neutral word “thing” and then conducted
sentiment analysis, which showed more positive than negative responses.
Furthermore, the accuracy of sentiment analysis can be confounded because algorithmic classification is based
on unigrams, ignores qualifiers before a word, and does not capture sarcasm (Silge & Robinson, 2019). To overcome
this limitation, we manually coded 6,000 original tweets (30% of total tweets) to gauge if people were for, against, or
neutral towards Dick’s decision to tighten gun sales. In total, five people worked on coding individually, with two
investigators training three coders and checking their coding for the first 100 tweets. When a poster’s opinion was
unclear, the two investigators checked the original post on Twitter and discussed its classification to reach agreement.
We found 3056 supporting tweets (51%), 1736 opposing tweets (29%), and 1206 neutral tweets (20%). As expected,
the supporting tweets had more positive sentiments than the opposing tweets.

Conclusion
The analysis of the tweets in response to Dick’s decision to tighten gun sales suggests that the majority were
positive and supported the decision. Additionally, words signifying fear, anger, and trust were paramount regardless
of support or opposition to gun control expressed in the tweets, suggesting that the topic of gun violence evoked a
mixture of fear, anger, and trust among users. This finding suggests that corporations taking a stand on controversial
issues may be able to garner trust among consumers despite the negative emotions associated with such issues. A word
association analysis indicated that users who included the word “assault,” referring to assault-style rifles, were more
likely to advocate for 2nd Amendment rights. Users who “thanked” the decision were more likely to be influenced by
gun violence victims and considered gun control a moral decision. Gratitude for the company’s activism tended to
increase trust and support for the company through purchases or loyalty commitment.
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Summary Brief

Voluntary Stewardship of Preventive Innovations
within Business Ecosystems
Lucas Lunt, Texas Tech University, USA
Mayukh Dass, Texas Tech University, USA
Stewardship programs are becoming increasingly common in global healthcare contexts. The adoption of a
stewardship program is a quintessential marketing problem involving exchanges across multiple stakeholders, and a
marketing-focused perspective can help improve the development, design, implementation, and adoption of a unified
stewardship program across critical services. In this study, qualitative interviews are conducted with key stakeholders
in beef and dairy production ecosystems to increase adoption of a new antibiotic stewardship program. Results
suggest that that changing program relative advantage, ecosystem norms, enacting a long-term view of ecosystem
health, and including a diverse and representative group to champion the stewardship program will increase its
adoption at the firm and ecosystem levels.
Voluntary stewardship is defined as a set of coordinated interventions that are designed to improve the use of the
object of stewardship by promoting the selection of optimal regimens (Barlam et al. 2016). The concept is now at the
forefront of both research and practice and calls for regulation and stewardship programs are now being made
frequently for critical services in areas such as healthcare, air and water pollution management services, and forestry
and ecology management. Stewardship programs result in major changes across service providers, their owners and
managers, consumers, and society at large, they often face a resistance to adoption. In some ways this is a
quintessential marketing problem involving exchanges across multiple stakeholders (Bagozzi 1975) and a marketingfocused perspective can help improve the development, design, implementation, and adoption of stewardship
programs across critical services. To this end, this research focuses on three research questions: (1) what is a holistic
model of voluntary stewardship program adoption in services, (2) how do marketing factors and interventions affect
the adoption of stewardship programs, and (3) how should a new preventive innovation (such as a stewardship
program) be structured to ensure and improve firm agility through adoption of the program?

Literature Review
One pressing issue in both academia and society concerns antimicrobial resistance, or AMR. AMR has been
recognized as a global threat and has even been called “our worst nightmare” (Livermore 2002). The development
and implementation of stewardship programs in this context is understandably of utmost importance. One primary
context of AMR research is in food production animals, due to the large amount of antibiotics required during the life
of the animal.
Though in animal production the primary concern of most producers is the health of the animal, most animal
AMR literature concerning the consequences and spread of resistant bacteria relates to the risks for transfer to people,
or the impact of antimicrobial use on public health (Bengtsson and Greko 2014). Thus, more focus has been on the
human health impact of AMR transfer in the dairy industry than the beef industry. However, given the evidence that
some resistant microbes can spread between animals and people (Laxminarayan et al. 2013), it is critical to not only
develop a stewardship program for the beef and dairy production industries, but to ensure a high level of adoption of
said program to adequately protect the future health of both animals and humans.

Qualitative Data
Following existing qualitative studies in marketing (e.g. Kumar et al. 2016), we use a grounded theory approach
(Glaser 1998) to develop a theoretical model of firm stewardship program adoption within a business ecosystem,
examining the drivers of adoption. This paper uses an agricultural ecosystem context, examining the antibiotic use
behavior of actors within the beef and dairy production ecosystems. The stewardship program to be adopted concerns
the growing global threat of antimicrobial resistance.
Our sample of interviews includes eleven veterinarians specializing in beef cattle, one commercial beef cattle
operation manager, two veterinarians specializing in dairy cattle, one dairy owner and operator, eleven public health
experts and twelve consumer advocates interviewed across four separate workshops in two locations. The interviews
were conducted in two phases consisting of two workshops in each phase. In the first phase, producers and
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veterinarians within the beef and dairy industries were interviewed. In the second phase, consumer advocates and
public health experts were interviewed. After searching the extant literature, a questionnaire based on a systems
approach known as critical back-casting (Midgley 2017) was developed for in-depth interviews, which was slightly
revised after initial discussions with producers.

Results
The qualitative interviews identify several new factors that drive preventive innovation adoption, based on the
adopters’ awareness, motivation, and capability. Specifically, the developed theoretical model offers important drivers
of the adoption of stewardship programs, such as program champion composition, firm view of ecosystem obligations
and health, relative advantage of the program, and compatibility of the program with existing ecosystem norms. Our
interviews suggest that changing program relative advantage, ecosystem norms, enacting a long-term view of
ecosystem health, and including a diverse and representative group to champion the stewardship program will increase
its adoption at the firm and ecosystem levels.

Discussion
Our theoretical model and propositions can assist managers and regulators in their efforts to structure new
stewardship programs to increase adoption in multiple ways. First, the current model offers insight into the decision
making of firms that participate in ecosystems that reside in competitive environments. Second, the model offers the
possible reasons behind the decision to adopt new stewardship programs and the factors that managers or regulators
should look for when developing new stewardship programs. Third, the model explains how adopters can leverage
resources in specific contexts and market conditions to make decisions related to the adoption of preventive
innovations. Fourth, the model provides an avenue for ecosystems and industries to avoid governmental intervention
by efficiently addressing problems affecting their ecosystem. Finally, the model provides insight into decreasing the
adoption time of programs designed to combat pressing societal issues, providing a more efficient way to combat these
problems that affect society.
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Summary Brief

Certified Benefit Corporations: A Survival Analysis of
Hybridity
Rajendran Murthy, Rochester Institute of Technology, USA
John Ettlie, Rochester Institute of Technology, USA
The certified B-corporation is special case of the hybrid organization form. Hybridity is defined in the literature
as a grappling of a combination of identities, forms and logics that are historically not seen as belonging together. In
this study, we explore the survival of a new business model enterprise – B-corporations. B-Corporations are for profit
firms with equal obligation to satisfy stakeholders (social good) and shareholders (retained earnings). By examining
firms certified by B-corporation we examine the role of first mover advantage, gender differences in founders and
industry/regional effects on certified b-corporations. Policy implications for firms seeking certification as well as
public policy guidelines are discussed.

Introduction
The overall approach to study of certified B-Corporations was to investigate the survival of this new business
model (Afuah, 2014) enterprise in the context hybridity. In this way, the goal was to extend our knowledge of the
innovation process and inform policy making at the firm level and the public policy making agenda. B-Corporations
are for-profit firms with equal obligation to satisfy stake-holders (social good) and share-holders (retained earnings).
Social entrepreneurship often is the motivation for establishing a B-corporation (Martin & Osberg, 2015).
The certified B-corporation is special case of the hybrid organization form. Hybridity is defined as grappling with
a “combination of identities, forms, logics that would conventionally not go together,” as in the example of the Digital
Divide Data corporation founded in Cambodia and hiring the most disadvantaged in the population into a data entry
business using on the job training (Smith & Besharov, 2017). These multiple conflicting demands are often the tension
between social responsibility, generating profit, and employing sustainable strategies that generate new “ethical
trajectories,” using path generation and market formation. Another example of hybridity is the longitudinal (19882017) case history of The Natural Step, a Swedish organization combining several institutional logics: “(1) the
scientific logic of a research institute; (2) the civic logic of an activist NGO, and, in later years, (3) the market logic
of a management consulting firm. (Alexius & Furusten, 2019).”
How do newcomer hybrid organizations scale their operations? One example is the comparative study of three
Flemish renewable energy cooperatives. Empirical findings suggest that there is another way to characterize hybridity
on a continuum between mutual interest (providing benefits to the members of the organization) and general interest
(provision of benefits to social groups outside the organization, such as microfinancing or disabled persons employed
in social enterprises. There is evidence that mutual interest orientation is associated with scaling up business growth
strategies and general interest orientation is associated with less growth but focused on scale-out or scale-deep
strategies suggesting consideration of both economics of scope and scale in way to resolve alternative founder logics
(Bauwens, Huybrchts, & Dufays, 2019).
Analyses in this research focuses only on B-Corporations operating within the United States founded after 1920.
This resulted in a sample of 979 organizations spanning 21 industries since 2005 that have been certified
(www.bcorporation.net). The certification is based on an assessment by B-corporation (based on a score – B-score)
that covers the impact of a business across all of its stakeholders including its workers, suppliers and community as
well as the environment. The resulting B-Score determines if a firm is certified or not based on cut-offs (currently at
80 or higher). We tested three predictor covariates of B-corporation survival: first- mover advantage, gender diversity
and industry differences and included control variables such as location (e.g., region, city), year of certification, Bscores, and the component B-scores (i.e., community impact, environmental impact, governance impact and workers
impact). In the following sections, the literature, relevant hypotheses development, data collection, analysis and results
are detailed with discussions.

Hypothesis Development
The development of co-variates under the rubric of the hybridity stimulated a focus on three important ecosystem
components: 1) First mover versus follower strategy; 2) Founder characteristics, with emphasis on gender differences,
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since B-corporations are more likely to be founded by women; and 3) Industry and regional differences. The following
section details the development of these hypotheses for testing.

First Movers
The first mover literature has a long and mature history of intellectual contribution, but only rarely applied to Bcorporations. After four decades of research publications on first-mover advantage, the debate continues in the
literature. The emergent hypothesis of first mover advantage was predicted by the difference between strategy,
structure and capability superiority of first movers (Naveh et. al., 2004). Evidence mounted supporting the advantage,
although the risk of being first, such as the creating large market beyond the capability by the first mover, continued
to be persistent (Kerin, Varadarajan, and Peterson, 1992). Contingent models have emerged, favoring first movers in
calm, market lead markets and favoring followers in turbulent, technology-lead markets, (Suarez & Lanzolla, 2005),
and the bandwagon effects in many industries (Staw & Epstein, 2000).
Some research has suggested that the first-movers advantage comes from early customer feedback and
improvement of quality, but there is evidence that superior quality would result, regardless of order of market entry.
However, if the feedback to first-movers feedback allows for capture of information to scale or social influences, then
first-mover advantages persist” (Lambersoin & Scott, 2017). Given the unique nature of hybridity, and the possible
barrier to entry in a market they occupy first, the following two-part hypothesis was developed for testing:
H1a: Certified B-corporation first movers are different than followers—they will score higher on Bcertification B-lab audits than followers
H1b: Certified B-Corporation first movers survive longer than followers.
This two-part hypothesis needs to be tested in sequential fashion, because if B-corporation first- movers are not
different than followers, then other co-variates will be needed in concert to test survival.

Founder Gender
Women owned businesses are three times more likely to obtain B-corporation certification, especially in contexts
where sustainability norms are weak (Grimes, Gehman & Cao, 2018). What makes firms different when gender
matters? There is evidence that firms with heterogeneous intrapersonal cultures are more creative (Corritore, Golderg
and Srivastava, 2019). One study, “…found that businesses headed by women were not more likely to go out of
business, nor less successful, than those owned by men” (Kalleberg & Leicht, 1991). Another study found that the
gender diversity-performance relationship is moderated by configuration and strategic orientation (Dwyer &
Chadwick, 2003).
Gender diversity and governance has also been investigated: “Relying on a sample of Australia’s largest publicly
traded firms, the results demonstrate that women on boards are linked to CSR and that CSR is linked to financial
performance” (Galbreath, 2018). Further to the point, female CFO’s are less likely to misreport financial information
than male CFO’s as are CEOs, because gender and risk aversion are related (Zalata et. al., 2018). Therefore, the
following hypothesis was offered for testing:
H2: There is a direct association between founder gender of certified B-corporations and survival.

Methodology
This first phase of this project started with the collection of basic information on all B- Corporations within the
Unites States founded after 1920 (Honeyman, 2014). These companies represent several decades of organizational
development within the country that pioneered the ideals of a B-Corporation. Due to their shared location, these
organizations had an opportunity to grow in parallel with the ideals supported through the certification. This parallel
growth would allow for organizations that recognized and supported the ideals to join early, instead of watching from
afar.
After identifying the organizations for the study, we then started to collect data that could reveal unique
characteristics about each individual organization. To become a B-Corporation you must go through a certification
process where the organization is evaluated on its performance in 4 categories: Workers Impact, Community Impact,
Environmental Impact and Governance Impact. These four categories then go into the organization's overall B-Score.
At the end of this process each organization has a number assigned for each category that acts as unique characterizer
and can show differences between individual organizations, or in our case groups.

First Movers versus Followers
Originally, we analyzed the data in a 4-level analysis of variance that categorized each organization into one of
the 4 groups based upon the year that it certified as a B-Corporation. Continuing with the theory of looking at different
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levels based off of Certification Date we then looked at all organizations as part of one of the two groups: Incumbents
or New Entrants. Organizations were categorized as Incumbents if they certified as B-Corporations prior to 2012, and
were categorized as New Entrants if they incorporated in 2012 or later.
We then took these two groups and ran a one-way ANOVA and t-tests for B-Scores, comparing Workers Impact
Score, Community Impact Score, Environment Impact Score and Governance Impact Score. As a first step in testing
the first hypothesis we detect significant trends between early movers and followers as they became certified BCorporations.
Overall, the results demonstrate that first movers have higher B-scores than followers which indicates a
fundamental difference in B-corporation first (early) and later (follower) movers. In order to do demonstrate these
effects, we started by categorizing all B-Corporation into four chronological categories based upon their certification
year; 2005-2008, 2009-2011, 2012-2014 and 2015-2017. Analysis showed a significant difference between time of
certification, using one-way ANOVA, F=19.27 (p<.001, df=3,975). First movers registered significantly higher BScores. We thus obtained support for the first mover versus follower hypothesis.
We then took these four groups and merged them into two groups that would represent Incumbent organizations
and New Entrants, based on their certification year. We replicated the ANOVA results with a resulting t=5.45
(p=<.001, df=277). Next we tested the difference of B- score means for Incumbents and New Entrants focusing on
the first B-score subcategory: Governance Impact, which takes into account the organizations’: (1) Mission and
engagement, (2) Transparency, and (3) Corporate structure. The Incumbent organizations had a mean of 14.51, while
New Entrants have a mean of 12.23, with a resulting t=8.04, (p<.001, df=356). The second subcategory we examined
was the Environmental Impact, which takes into account: (1) Land, Office, and Plant use, (2) Energy, Water, and
Materials, (3) Emissions and waste, and (4) Transport, Distribution and Suppliers. Incumbent organizations had a
mean of 22.18, while New Entrants have a mean of 18.67, resulting in a significant t=2.77 (p<.006, df=279),
demonstrating the higher B-scores for incumbents. The Worker Impact subcategory also followed as similar pattern.
Worker Impact takes into account: (1) Compensation, Benefits, and Wages, (2) Worker Ownership and (3) Work
Environment for the employees. Incumbent organizations had a mean of 21.53, while New Entrants had a mean of
19.41, which resulted in t=2.37 (p=.019, df=324). The final B-corporation score subcategory that we tested for was
the Community Impact, which takes into account: (1) Job creation, (2) Diversity, (3) Civic Engagement/giving, (4)
Local involvement, and (5) Suppliers, Distributors, and Product. These results failed to show a statistically significant
difference with a t=-.52 (p=.60, df=341). Incumbent organizations had a mean of 31.84, while New Entrants had a
mean of 32.44.

Survival Analysis
A survival analysis was conducted employing a Kaplan-Meier curve by taking the current year and subtracting it
from the year of certification and the dichotomous (remained certified vs lost certification) as the dependent variable.
We also split the data into two cohorts as before (B- corporations established before 2011 and established after 2011)
and reran the analysis with similar results. For brevity we report the Kaplan-Meier curve for the entire dataset in Fig
1. As Fig 1 illustrates, the infant mortality of startups that fail to live up to the ideals of certification is obvious.

Figure 1: Kaplan Meier Survival Function Curve
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Discussion
We also tested two predictor covariates of B-corporation survival as covariates.
Specifically, founder gender and B-score along with industry categories and region were added as covariates. The
Cox proportional hazards (CoxPH) model allows the inclusion of covariates in the survival analysis. A HR > 1
indicates an increased risk of losing certification, and conversely, a HR < 1 indicates a decreased risk. Table 1 lists
the results which reveals support for H2. We also reran the results using the components of B-Score namely
(environmental impact, worker impact, governance impact, and community impact) instead of the B-Score for added
rigor. In both cases, founder gender and firm region were significant with the exception of the mid-west and southern
regions. B-Score was understandably significant as were the components of B- Score as illustrated in Tables 1 and 2
respectively. This lends further support to H2. Regions of the United States were split into four regions, similar to
prior research (Grimes, Gehman, & Cao, 2018). We found support for the north-east and the western regions of the
continental United States to be influential on survivability. Prior research has suggested greater urbanization as a
driver of progressive attitudes; however, this requires further scrutiny.
Table 1 – CoxPH Hazard Ratio’s for covariates
Predictors
B-Score

Estimates
0.99

CI
0.98 – 0.99

p
<0.001

Founder Gender

0.79

0.66 – 0.95

0.011

Industry - Manufactured Goods

0.85

0.63 – 1.13

0.263

Industry - Professional & technical services

0.86

0.68 – 1.11

0.245

Industry - Retail

1.07

0.79 – 1.46

0.646

Industry - Wholesale

0.84

0.63 – 1.11

0.222

Region - North East

0.57

0.41 – 0.78

0.001

Region - South

0.68

0.47 – 1.07

0.064

Region - West

0.68

0.50 – 0.92

0.011

Region – Mid-West

0.44

0.78 – 1.46

0.356

Observations N
Nagelkerke's R

2

614
0.161

Table 2 – CoxPH Hazard Ratio’s for covariates
Predictors
Environmental Impact

Estimates
0.99

CI
0.98 – 0.99

p
0.001

Community Impact

1.00

0.99 – 1.00

0.100

Workers Impact

0.99

0.98 – 1.00

0.070

Governance Impact

0.91

0.89 – 0.93

<0.001

Founder Gender

0.90

0.75 – .98

0.025

Industry - Manufactured Goods

0.98

0.69 – 1.40

0.932

Industry - Professional & technical services

0.96

0.75 – 1.23

0.729

Industry - Retail

1.26

0.90 – 1.76

0.182

Industry - Wholesale

1.10

0.78 – 1.54

0.583

Region - North East

0.63

0.46 – 0.88

0.006

Region - South

0.72

0.50 – 1.03

0.073

Region - West

0.74

0.55 – 1.00

0.050

Region – Mid-West

0.57

0.63 – 1.11

0.334

Observations N
Nagelkerke's R

2

614
0.159
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Limitations and Future Research
Cross-sectional data limit our ability to test the impact of these B-corporations on outcomes, and how different
types of B-corps impact different outcome measures. We did not take into account survival of these B-corps, among
other things which would be valuable nor their evolution over time. We are aware of one successful B-corporation in
New York that has changed its corporate governance model from not-for-profit to profit, which would be an interesting
case to study, and we predict there are many more variants on this B-corporation hybrid model worthy of attention.
Future research should investigate the evolution of these certified B-corporations as they change leadership, grow and
are subject to greater contextual changes. Two of the challenges that need addressing are the absence of cross industry
reliable measures of environment and corporate social responsibility. Further, comparative studies are needed to
investigate country driven differences in certified B-Corporations.
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3.4 SPECIAL SESSION: USING DIGITAL MARKETING
CERTIFICATIONS IN YOUR CLASSES: BEST PRACTICE
RECOMMENDATIONS
Chair:
Todd Bacile, Loyola University New Orleans, USA
Panelists:
Todd Bacile, Loyola University New Orleans, USA
Caroline Muñoz, University of North Georgia, USA
Natalie Wood, Saint Joseph's University, USA
Debbie Laverie, Texas Tech University, USA
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Special Session

Using Digital Marketing Certifications in Your
Classes: Best Practice Recommendations
Todd Bacile, Loyola University New Orleans, USA
Caroline Muñoz, University of North Georgia, USA
Natalie Wood, Saint Joseph's University, USA
Debbie Laverie, Texas Tech University, USA
This special session panel will include a team of professors who will address lessons learned, challenges, and
concerns typically experienced by instructors who want to include third-party digital marketing certifications (e.g.,
getting students officially certified in Google Analytics or Hubspot Content Marketing) in their classes. Marketing
course curricula including components to enable students to earn such industry certifications is a useful motivational
tool and helpful to future career success (Gibson et al. 2015; Goldring 2017; Staton 2016). Yet, instructors face many
challenges when considering the inclusion of third-party certifications into curriculum.
The panel participants will include Todd Bacile, Caroline Munoz, Natalie Wood, and Debbie Laverie. In
combination, the panel participants have incorporated multiple digital marketing certifications into their classes, such
as official certifications from Google Analytics, Google Ads, Hootsuite, Hubspot Email, Hubspot Content Marketing,
Salesforce, and others. The panel participants’ use of experiential learning and certifications have earned them
numerous teaching awards and media coverage in popular press outlets.
By highlighting lessons learned by the four faculty members, panel attendees will learn best practices and learn
to avoid any potential pitfalls. Additionally, this pedagogical component will be presented in context with other proven
techniques like experiential learning with real clients. Through the facilitation of this discussion, more marketing
educators should feel confident in the positive outcomes in achieving course objectives and enhancing students’ career
preparedness when incorporating third-party digital marketing certifications.
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Summary Brief

Who Should Use Shocking Ads? An Investigation of
the Effectiveness of Shocking Advertising in China
Shuo Yan, Florida State University, USA
Sindy Chapa, Florida State University, USA
The goal of this paper is to investigate the effectiveness of shocking advertising when used by for-profit and
nonprofit organizations among Chinese consumers. Specifically, four groups (shocking/for-profit, shocking/nonprofit,
non-shocking/profit, and non-shocking/nonprofit) are compared to assess the effectiveness of shocking advertising in
terms of attitude toward the ad (Aad), attitude toward the brand (Ab), and intention to behave. A one ad experimental
design was used to measure the Hypotheses. The data was collected using an online survey. The results indicated
Chinese consumers held more positive Ab when shocking ad was used by a nonprofit organization than a for-profit
organization. In addition, shocking advertising, when used by a nonprofit organization, elicited the highest behavioral
intention than other types of advertising/organization combinations.

Introduction
Shocking advertising is described as “an attempt to surprise an audience by deliberately violating norms for social
values and personal ideals” (p. 269) by Dahl, Frankenberger and Manchanda (2003). Nowadays, many for-profit or
nonprofit organizations still utilize shocking advertising to capture people’s attention to break through the cluster
(Dahl et al., 2003). The empirical support from research hasn’t reached a consensus whether shocking advertising
works on consumers or not (Andersson, Hedelin, Nilsson & Welander, 2014; Hodge, 2007; Klara, 2012; Parry, Jones,
Stern & Robinson, 2013; Waller, 2004). This paper is proposed to investigate whether there is attitudinal and
behavioral intention variation in Chinese consumers when shocking advertising is used by for-profit and nonprofit
organizations. No difference was found in Aad when shocking advertising was used by for-profit and nonprofit
organizations.

Background
While some studies confirmed the effectiveness of shocking advertising on increasing attention (Parry et al.,
2013), brand awareness (Waller, 2004), and benefiting memory and behavioral change (Dahl et al., 2003). Other
scholars found shocking advertising was not as effective as expected because of the increasing immunity of the
audiences (Parry, et al., 2013), negative image being created about the brand in consumers which could potentially
lead to the boycott toward the brand or the loss of sales. (Andersson, Hedelin, Nilsson & Welander, 2014; Hodge,
2007; Klara, 2012). However, no study known to date has been conducted to explore consumers’ attitudes and
intention to behave toward shocking advertising when used by for-profit and nonprofit organizations in China.

Key Findings
A one-way between subject ANOVA was executed to see if there is any difference in attitude toward the brand
(Ab), attitude toward the ad (Aad), and intention to behave among four different advertising/organization groups.
There was a significant effect of advertising/organization condition on attitude toward the brand at the p<.05 level for
the four conditions [F (3, 139) = 8.15, p = 0.027]. Consumers held more positive Ab toward the nonprofit organization
(M = 4.39, SD = 1.63) than for-profit organization (M = 3.38, SD = 1.70) when both organizations used shocking ads.
In comparison to non-shocking ads, consumers generated more negative Ab toward the for-profit organization with
shocking ads than non-shocking ads regardless of whether used by for-profit or nonprofit organizations. Moreover, a
significant effect was observed on intention to behave at the p<.05 level [F (3, 139) = 28.21, p = 0.027]. The nonprofit
with shocking ad condition elicited the highest intention to behave (M = 6.13, SD = 1.23) in comparison to for-profit
with shocking ad (M = 3.19, SD = 1.93), for-profit with non-shocking ad (M = 3.56, SD = 1.98), and nonprofit
organization with non-shocking ads (M = 5.84, SD = 1.55). It is concluded that nonprofit organizations with the use
of either shocking or non-shocking advertising elicit stronger behavioral intention in consumers than for-profit
organizations. More intriguingly, nonprofit organization that uses shocking advertising significantly elicit more
behavioral intention than for-profit organization with shocking advertising.
Unfortunately, no significant difference was found in Aad between for-profit and nonprofit organization when
using shocking ads.
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Summary Brief

Exploring Consumer Perception of Religious Elements
in Advertising of a Service
Jana Rutherford, Barry University, USA
Samuel K. Doss, Barry University, USA
Greater than 70% of Americans identify with some religious group. Based on this figure one can infer that religion
likely influences consumption behavior. Beyond religious affiliation, the concept of religiosity or religious
commitment emerged to explain behavior that may be rooted in religious principles. Consumer researchers have
attempted to explain the impact of religion on consumer behavior in various contexts. The ABI/Inform Complete
Database reveals numerous studies examining religion’s influence on the consumption. In advertising, the use of
religion is often avoided as it has long been taboo and marketers using it often faced criticism. The purpose of this
paper is to examine the influence of religious elements in advertising and their effect on consumers’ attitude toward
the ad. Also considered are consumers’ level of religiosity, the impact of religious elements on trust in the service
provider, the expectation that service will be provided as requested and purchase intention.

Introduction
According to the Pew Research Center’s Religious Landscape Study (2014) greater than 70% of Americans
identify with some religious group. Based on this figure one can infer that religion plays a role in and likely influences
consumption behavior in terms of products that are purchased and consumed. A cursory search of the literature in the
ABI/Inform Complete Database reveals that studies examining religion’s influence on the consumption can be found.
Religion has been defined in many ways but Mokhlis (2010) defines it as “a combination of beliefs and values that
lead values and the structure of any society.” Beyond religious affiliation, the concept of religiosity or religious
commitment emerged to explain behavior that may be rooted in religious principles. Religiosity, too, is thought to
influence consumers’ behavior. Johnson et al. (2001) mentioned that “religiosity or religious commitment is the extent
to which an individual is committed to the religion he or she professes and its teachings, such that the individual
attitudes and behaviors reflect this commitment”.
In advertising/promotion the use of religion is often avoided having long been taboo. Where many are abandoning
or moving away from organized religion for more spirituality others are becoming more deeply rooted in religion to
try to make sense of the world. In either case, historically, religion has been shown to have influence on consumers’
behavior. It stands to reason, therefore, that companies offering products that may fit religious requirements might
incorporate religious elements (i.e. symbols, quotes etc.) into their marketing, specifically advertising. Including
religious elements in advertising may endear the company or brand to the consumer and may even appeal to those
outside the religion. Thus, the purpose of this paper is to examine the influence, of the presence of religious elements
in advertising. Specifically, the intent is to investigate the effect of said religious elements on consumers’ attitude
toward the ad while considering consumers’ level of religiosity. Further the paper seeks to examine the impact of
religious elements on trust in the service provider, likelihood of service success and finally purchase intention.

Theory and Hypotheses
Attitude toward the ad (Aad) is "a predisposition to respond in a favorable or unfavorable manner to a
particular advertising stimulus during a particular exposure occasion" (Lutz, 1985). The premise in the model suggests
that consumers’ response to an advertisement containing religious elements will influence the level of trust in the
service provide such that the presence of religious elements will result in higher trust levels than ads without religious
elements. Morgan and Hunt (1994) point out that trust “means that someone regards the his/her transactional partner
reliable, honest and has confidence in them”. Additionally, Kenning (2008) in a study of the food retailing market
found that trust positively affects buying behavior. The Likelihood of Successful Service relates to the time consumers
spend engaging in the purchase of a particular service/product. From the consumers perspective, based on Field Theory
(Lewin, 1943), making a purchase can be considered a goal to be attained. The effort spent reaching said goal can be
perceived as positive or negative. Viewed positively, the time spent is an investment (reward) while a negative
perception is considered a sunk cost (expense) (Hui etal, 1998). It is expected that the relationship between Service
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Success Likelihood and Purchase Intention vary inversely. Furthermore, without the expectation of service success
purchase intention is negated. Figure 1 illustrates the proposed model and gives rise to the hypotheses that follow.

Service
Success

Religiosity
Attitude
Toward
the Ad

Trust in
Service
Provider
Purchase
Intention

Figure 1
H1: There is a significant difference in consumer attitudes toward the ad (AAd) when viewing ads with
religious elements versus ads with no religious elements. Attitude toward the ad is directly and positively
related to trust in the service provider.
H2: The relationship between AAd and trust in the service provider is moderated by Religiosity such that
higher religiosity results in higher trust in the service provider when religious elements are present vs when
they are absent.
H3: Trust in the Service Provider is directly and positively related to Purchase Intention. Further, Service
Success Likelihood positively mediates the relationship between Trust in Service Provider and Purchase
Intention.
H4: Trust in the Service Provider is directly and positively related to Service success Likelihood.
H5: Service Success Likelihood is directly and positively related to Purchase Intention
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Summary Brief

Consumer Attention to Advertisements with
Traditional Versus Same-Sex Couples: An EyeTracking Study
Susan Myers, University of Central Arkansas, USA
Sandipan Sen, Southeast Missouri State University, USA
George Deitz, University of Memphis, USA
Subhash Jha, Purdue University Calumet, USA
This study uses eye tracking data to compare visual attention (number so fixations) and sustained attention
(fixation time) to advertisements with either traditional (male/female) or same-sex (both male/male and male/female)
couples. The body of existing research suggests that departing from the norm in advertising execution should serve to
increase attention to the ad. The current design observed attention differences to the product visual and the brand
logo. Our findings contradict the hypotheses, indicating that attention is attenuated for some of the ad elements when
same-sex couples are present in the advertisement. This finding encourages continued validation of self-report
measures with emerging physiological measures.
Most research investigating customer attention to distinct types of advertising appeals has used indirect or selfreport measures. Eyetracking methods are more complete and offer a significant advantage over self-reported
measures by removing subjectivity and allowing researchers to define specific areas of interest which offers marketers
an opportunity to determine not only the overall attention to an ad but the attention devoted to ad elements. Eyetracking metrics shed light on attention via a variety of metrics including the number of fixations and duration of time
spent viewing (Pieters & Wedel, 2004)
An interesting quality of same sex imagery is that it is at the intersection of multiple advertising appeal strategies.
The level of each individual appeal type varies by ad and individual perceptions, but each execution relies on a
divergence from the norm or expected to elicit a reaction. We posit that the using homosexual imagery in advertising
appeals should increase attention to stimuli in the ads. The potential for increased attention can be based on a variety
of possible characteristics of the execution. For instance, the research stream on taboo suggests that despite potential
negative attitudinal outcomes, breaking social norms can successfully illicit attention (Dahl et al., 2003). Similarly,
sex appeals can attract and keep viewers’ attention (Liu et al., 2009), and novel stimuli encourage visual investigation
and increase both attention and time spent viewing a stimulus (Mendelson 2001).
H1: Ads with male same-sex images will illicit greater visual attention (measured by total fixations) to the a)
overall ad b) product visual and c) logo.
H2: Ads with male same-sex images will illicit greater sustained attention to the product image (measured by
fixation duration) to the a) overall ad b) product visual and c) logo.
H3: Ads with female same-sex images will illicit greater visual attention (measured by total fixations) to the a)
overall ad b) product visual and c) logo.
H4: Ads with female same-sex images will illicit greater sustained attention to the product image (measured by
fixation duration) to the a) overall ad b) product visual and c) logo.

Methods
Materials consisted of a subset of 4 advertisements from a larger pool of ads. The stimuli were existing
advertisements for two different brands; Love & Co. Jewelry and Encanto Pops. Each brand included a pair of ads
where one couple was heterosexual and one couple was homosexual. Each ad was coded for relevant AOI’s within
the software program. Visual attention was measured by total number of fixations while sustained attention was
measured using the total amount of time (in milliseconds) that a subject fixated on an AOI. A one-way between
subjects ANOVA was conducted to compare the effect of the sexuality of the couple to the two attention measures in
each AOI for each pair of ads. Subject gender was included as a control in each model.
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The study results were contrary to what was proposed. The total fixations and time spent on the product visual
were significantly higher in the ad with a male/female pair than with same sex male couple (H1b, H2b). Similarly,
total fixations and time spent were higher for both the product and log in the male/female pair than the same sex
female couple (H3b-c, H4b-c).

Discussion
Our study offers some interesting results about the inclusion of same-sex couples in advertising appeals. We
observe an effect for both sexes, but our design does not allow us to compare the effects of male or female same-sex
couples. The male same-sex ad condition is for a jewelry store and features wedding rings. The store’s logo is the only
part of the ad that suffered from a decrease in the attention measures. This could be an interaction with the product
category and the visual where respondents’ effort to reconcile incongruous information in the visual monopolized
attention away from the brand information. The conditions including the female same-sex commercial include a more
intimate visual appeal with each couple sharing a kiss with an Encanto brand popsicle. It may be the more explicit
nature of the visual that led to a reduction in attention to both the product itself and the logo. The most likely
explanation is that some feature of the ad execution with the same-sex couple motivated viewers to disengage their
attention from the ad more than the ad with the heterosexual couple. We can only speculate that the specific
motivations for this loss of attention are rooted in the social taboo, offensiveness, or shock value of the imagery
presented.
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Summary Brief

When Ethical Violations Happen off the Field, Who
Loses? The Effect of Offender Punishment on
Academic Institutions
Laura Boman, University of Central Florida
Sarah Lefebvre, Murray State University
Ganga Urumutta Hewage, Bryant University
College football is a lucrative industry, bringing billions in revenue to academic institutions anually. Although
there have been many recent incidents of misconduct on and off the field, little is known institutional implications. In
this research, we investigate how misconduct affects consumer behavior outcomes. More specifically, we examine the
effect of team role (student athlete vs. coach) on consumer behavior intentions. Across three studies, we demonstrate
that when a student athlete is punished for his misconduct, consumers are more likely to attend a game than when a
coach is punished for the same offense. We also show that this effect is driven by attitude towards the institution and
moderated by perceived fairness. Our work has implications for sports ethics, management, and marketing literature.
We also offer practical insights in developing policies and programs in handling such offenses.
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Summary Brief

Perceived Fairness of Surge Pricing and Moderating
Role of Framing and Familiarity
Ashok Bhattarai – Southern Illinois University, Carbondale, USA
Maryam Farhang – Southern Illinois University, Carbondale, USA
Jose Saavedra – Northern Kentucky University, USA
Surge pricing is a method of using a multiplier based on real time demand and supply to set a price at that
particular time. This study provides a conceptual framework to explain how consumers perceive price increase in
presence of surge as unfair, regardless of the benefits they receive by paying the extra amount because of the surge.
The study will also study the moderating effects of message framing and familiarity with surge pricing practice and
help understand how perceived unfairness about surge pricing practice can be improved.

Introduction
During period when there are far more riders (excess demand) than drivers (scarce supply), ridesharing companies
like Uber and Lyft increase their normal fares with a multiplier whose value depends on scarcity of available drivers.
This method of using a multiplier based on real time demand and supply to set a price at that particular time is called
“Surge Pricing” (Chen & Sheldon, 2016). Ride sharing companies that adopt surge-pricing practices, operate in a
“sharing economy” or “gig economy” where they do not have the control over supply. They have to deal with large
fluctuations in demand and a variable supply of service providers (driver partners). Drivers are free to work whenever
they want and they must be incentivized to provide services. Therefore, it is important for those companies to adopt
surge-pricing policies in order to maintain a proper balance of supply and demand. Airplanes know the number of
seats they have and restaurants know how many tables they can serve but this does not apply for companies like Uber.
Ridesharing companies do not control the number of drivers that are willing to work at a particular time. It is then
necessary for these companies to adopt surge pricing in order to maintain a proper balance of supply and demand. Yet
surge pricing has a major image problem. Hardly anyone has a good thing to say about it, and far too many people
equate it with price gouging (Dholakia, 2015).
Therefore, this study then based on dual entitlement theory, equity theory, prospect theory and community norm
theory, attempts to provide a conceptual framework to explain how consumers develop lower price fairness
perceptions about surge pricing practices regardless of the benefits they receive. The study then examines the
moderating roles of message framing and familiarity on the relationship of surge pricing and price fairness perception.
Finally, the study examines the impact of perceived price fairness on behavior intentions.

Literature Review
Bolton et al. (2003) define perceived price fairness as consumer’s assessment of whether an outcome and/or a
transaction process is reasonable, acceptable and just (Bolton, Warlop, & Alba, 2003). Dual entitlement
principle states that consumers have some “community norms’’ of fair behavior and buyers are entitled to a fair price
and sellers are entitled to a fair profit (Kahneman, Knetsch, & Thaler, 1986), hence cost-justified price increases are
perceived to be fair (Urbany, Madden, & Dickson, 1989) . Hence, consumers who perceive that price increase due to
surge pricing is not fair may switch to a competitor to achieve equity or try to avoid the transaction avoid the perceived
inequity in the future, decreasing their repurchase intention. Repurchase intention is defined as an individual’s
willingness to purchase from a seller repeatedly (Dai, 2010).
We propose that managers can employ a message framing (positive or negative) that allow them to communicate
to customers the reasons or benefits of surge price (Van de Velde, Verbeke, Popp, & Van Huylenbroeck, 2010). This
is a key strategy because when evaluating price fairness, consumers consider two distinct components, the price itself
and the strategy through which the price is determined (Ferguson, Ellen, & Bearden, 2014; Heyman & Mellers, 2008).
Then the greater the amount of information evaluated by the consumer, the greater the level of familiarity with a
pricing practice (Wirtz & Kimes, 2007). This familiarity should lead customers to view different transactions as
dissimilar (e.g., consumers should start understanding that the same ride will cost different at 2 PM on slow Monday
afternoon when it is sunny than at 10 PM on busy Friday night when it is snowing) which may seem similar now
(Wirtz and Kimes 2007).
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Based on the discussion above and drawing on dual entitlement principle (Kahneman, Knetsch, & Thaler, 1986),
the present study expands on this idea contending that the mix of message framing and familiarity with a pricing
practice could increase the levels of individuals’ repurchase intentions by reducing the consumer’s perception of price
unfairness.

Methodology
Three scenario-based studies (between-subjects lab experimental design) were adopted to analysis our
hypotheses. Different dimensions of surge price (presence vs absence), familiarity (familiar vs unfamiliar), and
message framing (gain frame vs loss frame) were manipulated to measure their impact of the surge pricing on price
fairness perceptions and consequently on repurchase intention.
A web-based survey was sent to a sample frame of 150 undergraduate business students and 150 participants from
Mturk. Participants were randomly assigned to one of the different experimental conditions through Qualtrics. The
experiment was conducted online (web site), and the participants were provided with the link to participate. The data
analysis was carried out using ANOVA analysis and MACRO Process using SPSS 23. The findings suggested that a
blend of message framing and familiarity with a pricing practice could increase the levels of individuals’ repurchase
intentions by reducing the consumer’s perception of price unfairness.
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Summary Brief

Enhancing Brand Performance: The Role of Proactive
and Responsive Market Orientation Types on Brand
Management
Arezoo Davari, Eastern Washington University, USA
Pramod Iyer, Middle Tennessee State University, USA
Saurabh Srivastava, Texas A&M University – Commerce, USA
Vishwas Sanap, The Times Group, India
Market orientation is essential for the development of marketing capabilities, including brand management
capability. Despite its influential role, the relationship between market orientation types (proactive and responsive)
and brand management processes (strategic brand management and internal branding) remains underexplored. In
addition, the inherent tension between brand management’s need for consistency and the differing objectives of market
orientation types exacerbate the need to better understand this relationship from an organizational process
perspective. Data collected from marketing professionals is used for testing the hypothesized model. Both proactive
and responsive market orientation types influence strategic brand management and internal branding. The brand
management processes, in turn, influence brand performance and mediate the market orientation types-brand
performance relationships. This study contributes to ever-growing literature on the organizational perspective of
brand management and provides an insight for organizations to cultivate brand management capability.

Introduction
Brand management’s importance has been well established in marketing literature (Keller, 2003). Brands are
critical to organizations in several ways including generating higher sales, higher customer retention, price premium,
higher employee retention, and reducing risk of expansion to related markets (Beverland, Wilner, and Micheli, 2016).
Despite its obvious importance, brand management is often very difficult – given its confounding nature of
maintaining a consistency of offerings and adapting to the market changes. To successfully develop the brand
management process, organizations require marketing processes/capabilities that can provide relevant information
about customers and competitors and facilitate the functioning of the brand management process.
The literature has emphasized on the importance of brand management capability and its influence on firm
performance (Orr, Bush, and Vorhies, 2011). Brand management capability, operationalized through its processes
(i.e., strategic rand management and internal branding) is expected to drive customer knowledge and expectations into
appropriate positioning and image strategies (Orr et al., 2011). While identifying and developing brand management
processes are gaining importance in the literature, identifying organizational antecedents and internal management
processes of brands are relatively new. The current study aims to address these concerns by investigating the way
market orientation types (Narver, Slater, and MacLachlan,2004) facilitate the development of brand management
processes (strategic brand management and internal branding), and subsequently influence brand performance.

Background and Hypotheses
Market orientation is discussed to include behavioral processes through which the firm generates market
intelligence, distributes the intelligence to relevant departments and individuals in the organization, and takes actions
in response to that intelligence. In order to address the responsive nature of such conceptualization of market
orientation, more recent studies have considered market orientation to be represented by two separate constructs:
proactive and responsive (Narver et al., 2004). The main focus of proactive market orientation (PMO) is to identify
and address customer latent/tacit needs. The emphasis in PMO is on discovering future needs of customers and
detecting new market opportunities. Firms which follow PMO are willing to take the risks of new product development
based on new/unexplored needs of customers that can be met through developing future products, even at the cost of
cannibalizing the sales of their existing products (Narver et al., 2004). This can disrupt brand management processes,
as their emphasis is more towards consistency (Beverland et al., 2016). However, since brands can often fall into the
familiarity trap and not innovate/adapt to the changes in the market, it is critical for them to be well aware of the
changing trends in the marketplace and can modify their brand’s value propositions accordingly. We hypothesize that
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proactive market orientation influences both the brand management processes (strategic brand management and
internal branding). The main focus of responsive market orientation (RMO) is on understanding the existing customer
needs and being receptive to them (Saini and Johnson, 2005). RMO is customer oriented and highlights a firm’s
interest in collecting information about the existing knowledge structure and experience in the market (AtuaheneGima et al., 2005). RMO focuses on efficiency and improvement of the existing ways of doing things through
exploitative learning. This is in line with the traditional viewpoint of brand management (to promote consistency),
and therefore, it should also influence the development of brand management processes (strategic brand management).
Finally, we also hypothesize that brand management processes are positively associated with brand performance and
mediate the relationships between market orientation type and brand performance.

Method and Findings
Data collected from marketing professionals using an online survey panel was used for analysis. We included a
set of control variables, including environmental factors of market turbulence and competitive intensity, and internal
firm factors such as age of the organization, sales, and number of employees. As expected, PMO influences internal
branding (β=0.30; p < 0.01) and strategic brand management (β=0.27; p < 0.01). Similarly, we found evidence that
RMO positively influences internal branding (β=0.42; p < 0.01) and strategic brand management (β=0.30; p < 0.01).
Internal branding (p > 0.5) is not associated with brand performance, while strategic brand management (β=0.36; p <
0.01) is associated with brand performance. Bootstrapping in Smart- PLS 3.0 was used to simultaneously test for
multiple mediation relationships. The 95% bias corrected confidence interval with 5000 bootstraps indicated that the
mediating role of strategic brand management (LL95%CI: .038, UL95%CI: .168) in the relationship between PMO,
RMO and brand performance is significant.

Discussion and Implications
This study provides several implications for research and practice. First, this study provides an insight into how
the market orientation types are critical in developing brand management processes, and subsequently influence brand
performance. More importantly, this study provides a process-oriented and an organizational perspective of brand
management, and an insight into how marketing-based capabilities are developed within organizations. In addition,
the paper provides an insight into the manner in which brand management can reconcile the twin pursuits of
consistency and adaptation.
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Summary Brief

Donation and Word of Mouth
Laura Boman, University of Central Florida, USA
Xin He, Th University of Central Florida, USA
Jonathan Hasford, University of Central Florida, USA
The current research explores the type of word of mouth consumers engage in after making a donation,
empirically showing that consumers have a preference for WOM regarding an organization rather than their own
donation. This preference is driven by a desire to influence others to donate. Further, we propose that this effect is
unique to the donation context.

Introduction
In an effort to increase social media presence and donations, charitable organizations often encourage social
sharing by prompting donors to share their donations with their extended networks in hopes of inspiring others to
donate. For example, the United Way suggests to donors that “sharing your donation with your network can increase
its impact…” (Shattuck 2015). To date, however, no research has examined whether this tactic is effective, and if so
what type of word of mouth these organizations should be promoting.

Background
While donors often act prosocially to increase their social status (Griskevicius, Tybur, and Van den Bergh 2010),
advertising one’s good deeds (e.g., social media postings) can be seen by others as bragging (Berman, Levine, Barasch,
and Small 2015). In addition, public recognition does not always increase donation behavior (Simpson, White, and
Laran 2017). In light of this, how might donors share WOM about their donations? Might there be better ways to
encourage social sharing which will both increase the likelihood of sharing?
Across two studies, the current research makes the argument that donors have a desire to influence others to
donate, which thus leads to a preference for WOM regarding an organization rather than their own donation. In
addition, the current research examines WOM about donations in comparisons to purchases, empirically testing
whether the effect is context-specific.
Study 1 provides a preliminary examination of donors’ preferences for WOM type, as well as demonstrates
evidence for the proposed underlying process. A single-factor between-subjects design with two experimental
conditions (WOM type: donation vs. organization) was conducted in which participants were shown a donation appeal
from an organization soliciting donations. Next, participants were asked to indicate their likelihood of one of the two
types of WOM behaviors (a between-subjects factor) and asked to indicate their desire to influence others through
their WOM behaviors. Results of an ANOVA revealed that participants were more likely to participate in WOM about
the organization than their donation. A bootstrap analysis revealed that a desire to influence others mediated the effect
of WOM type.
To further test our hypothesized conceptualization, we examined the moderating role of expenditure type.
Participants were randomly assigned in a 2 (expenditure type: donation vs. purchase) x 2 (WOM type: expenditure vs.
organization) between-subjects design. Consistent with our theorizing, there was a significant interaction of
expenditure type by WOM type, demonstrating that the proposed effect is specific to the donation context.
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Summary Brief

Designing a Sustainable Marketing Class to Be
Relevant: Fostering Engagement and Active Learning
Michelle B. Kunz, Morehead State University, USA
This paper discusses the evolution of an elective sustainable marketing course during the past six years at a
regional south-eastern university. Activities and assignments that present course content have been designed to show
the personal as well as societal relevance of the course content to students. A description of several assignments is
presented, both introductory and on-going is provided. Additional insights provided by student responses indicate
these activities garner student interest and “buy-in” of course content, as well as resulting personal and professional
impact for students.

Introduction
Sustainability has taken a permanent place on the corporate agenda, and plays an important role in the
development of a competitive advantage for many companies. The United Nations has taken a global leadership role
in this area for decades. This group declared 2005-2014 as the UN Decade of Education for Sustainable Development
(UNESCO 2014). Furthermore, an international conference on “Higher Education for Sustainable Development:
Higher Education beyond 2014” called upon world leaders and those in higher education to support the transformative
role higher education could make in sustainable development (The Nagoya Declaration on Higher Education for
Sustainable Development 2014). A sustainable marketing course is only one action toward this transformation, but
can serve as a foundational step for students. Sharma and Kelly (2014) determined that building awareness of
sustainability and developing aptitudes to understand limitation of general business practices were deemed crucial by
students, and that students believed it is very important to be knowledgeable in this area. The authors conclude that
higher education should play a role in providing students with the knowledge on this subject in order to encourage
responsible citizens.
Sustainability has become an important topic for business and industry during this decade. Likewise,
sustainability has taken a place in the curriculum during this time. Many marketing textbooks now integrate the topic
of sustainability into chapter topics, but stand-alone sustainable marketing courses are also becoming a part of the
marketing curriculum. In fact, sustainability has taken its place in both industry and higher education, resulting in
certificates and specializations in sustainability at some universities. However, sustainable marketing has not yet
reached critical mass across the curriculum, nor across US society. This paper will present the evolution and
development of a sustainable marketing elective course at a regional university in the southeast US. Ten years ago,
sustainability was not prevalent in the curriculum and in fact, textbooks were very limited. This course was developed
by the author more than a decade ago, as a marketing elective for marketing majors and minors. It was offered in
alternate years, via both online and on-ground formats. During the past six years, the course has been offered every
spring semester, twice via on-ground and four times in online format. The continued regular offering of the course has
allowed this instructor to continue to build both course content and course activities/assignments.
The introductory class discussion covered typical sustainable topics such as recycling, energy conservation,
alternative energy formats, as well as environmental regulations. Student responses were eye-opening in the early
classes. The students had little knowledge about sustainability, beyond recycling and alternative energy automobiles.
The common sentiment during class discussion focused in two areas: 1) individually, “I don’t have much impact on
the environment, so my little changes will not solve the world’s problems,” and 2) “there is nothing here (locally) that
I can do that will support the environment and sustainability.” Regionally, and state-wide, environmental conservation
was pretty low on the list of priorities for business and industry, as well as society at the time. It now became clear
that the course content, topics and discussion needed to be more personally relevant to students, while engaging them
with course content via learning activities and assignments. As the course was offered regularly each spring, students
from management, general business and entrepreneurship registered more frequently. This was probably a result of
the more frequent online offering, and that these programs offer online completer degrees. As such, the makeup and
course preparation of enrolled students also evolved. This following discussion will present the course activities and
assignments, that have become regular components of the course.
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Development of activities and assignments that would engage students, provide them an opportunity to see their
individual impact on the environment, and that were impactful and memorable became the driving force in class
activities. Engagement research (Lawson and Lawson 2013) has generalized that students who are successfully
engaged at the beginning of a course or semester, are more likely to remain engaged. Active learning research also
supports pedagogical approaches that involve students in things that make them think about what they are doing
(Auster and Wylie 2006), and increases their motivation, critical thinking skills, and transfer of new information
(Gregory 2013). Research by Taylor et al. (2011) provided several strategies for student engagement that support
similar active learning approaches. Taylor et. al suggest making a linkage between the class material and activities
with students’ future professional roles. They also encourage the inclusion of writing and discussion assignments that
require inclusion of current business events and news articles chosen by the student for their relationship to assigned
chapter/topic readings.

Introductory Assignments
Integrating assignments and learning activities that will encourage students to become involved with the course
content, both personally and from a professional viewpoint has been one major objective in this sustainable marketing
course. The first two weeks of the term, students are “shopping” for courses, so the roster will change almost daily.
As a result, course content coverage and activities have been planned in a way that allows some “catch-up” time while
still exposing students to relevant content. The activities during these first two weeks are designed to familiarize
student with sustainable topics, and expose them to their own consumption habits and patterns. Students will often
refer to one or more of these assignments throughout the semester during weekly reading and discussion.

Story of Stuff ("The Story of Stuff" 2018)
This site is updated regularly and includes: blog posts, movies, additional learning resources and activities, as
well as actions for both individuals and groups. The original 2007 Story of Stuff movie is origination of this site that
continues to expand materials and content. The students are asked to view a minimum of three different movies posted
on the site, as well as explore the other information present. They are asked to write a single-page, double-spaced
“reflection” paper. Specifically, they are to discuss the three movies they viewed, and what they learned, which is
usually a lot! The submissions are quite revealing, as most students knew little-to nothing about what they viewed.
They also post a discussion summary of what they watched and what new information they learned to a discussion
board, which requires that they respond to at least one other post for the online offering. Usually they reply to more
than one student, and the online discussion becomes very engaged with the perspectives of classmates. The on-ground
class discussion takes one class session, and again students become engaged with their own learning experience, as
well as the information shared by classmates. Often students view different movies, as they select the three from more
than a dozen on the site. As a result, discussion actually involves explanation of multiple topics for those who did not
view the specific movie, and then discussion on relevance to everyone in the course. Credit and grading is for coverage
and discussion; they are given credit for identification and discussion of the three movies viewed, additional site
coverage and content, and if they specifically address what they learned during the activity.

Consumption/Disposal Journal
This assignment continues into the third week of the semester, as students are asked to “journal” or track their
daily activities, keeping details on what they consume (meals, shower, travel, etc.) and how they dispose of “trash”
throughout the day. So, if they eat fast food—where does the paper, plastic, etc. go when they are finished. Do they
use “regular” dishes and flatware at home, then hand wash or use the dishwasher. How far do they travel to/from work
and school? They are asked to track this for four days—two week days and over a weekend. This allows students to
cover regular class/work days, as well as weekend work or special activities. The instructor provides a simplified
example of a work day including: the two-cups of coffee for breakfast, with K-cups in the trash; coffee cups in the
dishwasher; the 35 mile drive to work, alone, no car-pooling, and then back home in the evening. Students are asked
to consider if they drink bottled water, or carry a refillable water bottle, as well as what they do with plastic bottles,
cups, paper on campus or at work. Grading is relevant to consistent coverage and discussion of what they do with the
waste. They are not graded on the critical level of specific details, although many are quite thorough in documenting
their activities and disposal patterns. Students will conduct this same exercise/activity again at the end (last two weeks)
of the semester. At the conclusion of this second journal entry, they are asked to discuss if their habits and actions
have changed since beginning the course. Sometimes they do, and quite significantly.

Carbon Footprint Calculator
Three or more online carbon footprint calculators are provided in the learning management system of the course.
Throughout the years, these will change, as one site is closed, and others are posted. Currently there are three resource
links provided to students: 1) “Carbon Calculator,” (2019 Nature Conservancy), 2) “Footprint Calculator,” (2003-
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2019 Global Footprint Network), and 3) “Carbon Footprint Calculator,” (2016 EPA). Students are to use two different
calculators, and determine their individual carbon footprint. They then compare the results of the two for similarities
and differences. They are asked to decide if one is more accurate for their individual lifestyle than the other. They
write up the results from the two sites, and identify any noteworthy facts. They are often surprised to find out “how
many earths” it would take to support society as a whole, if everyone consumed as they do. Other results might indicate
how long the earth would be habitable, again if all of civilization lived the way they do. After submitting the
assignment, online students post a brief summary of their results and interesting findings, and on-ground students
devote a class discussion session to the specifics of their findings, and compare their results and how they might
change their individual actions.

On-going Semester Assignments
Students have two assignments that continue throughout the semester. These are designed to get students thinking
about the course content from a more “global” or “encompassing” perspective. Each involves a weekly “blog” post
on the course LMS, with prompts related to the specific reading topic(s) covered in the text for the week. The blogs
in the LMS are graded privately each week, but the posts are available for all members of the class to see and review.

Corporate Review
The first assignment is a corporate review, which culminates in an end-of-semester summary paper, and
comparative team paper and presentation. Students are assigned a company or corporation that they will research and
review throughout the semester. (In some instances students have worked for a company that they wished to review,
such as Caterpillar.) Weekly prompts are provided for them to post information in the Corporate Blog, relating to how
the company addresses one or more marketing actions and strategies relevant to the week’s reading. At the end of the
term, they take these weekly blog posts and compose a Corporate Summary Review Paper. The students are then
assigned to a team of three to four students that compare their individual companies, identifying both strengths and
weaknesses in their sustainability actions and strategies. In addition they are asked to identify corporate
transformations that have occurred as a result of sustainability. Finally, the student teams are to compare across all
companies, and identify successful sustainable marketing efforts common across their corporations. Students teams
them present their findings to the class, and the class discusses these presentations, either during the final examination
time period for the on-ground class, or via a discussion board for the online course.

News & Views Blog
The second assignment is a News & Views Blog that prompts students to identify something they “see” during
the past week related to the week’s discussion and topic(s). Some of the prompts are more directed to specific company
information or perhaps news items related to a topic in the weekly reading. Others are a very simple prompt to
recognize “something related to class” that you encountered during the week. As with other assignments, this one is
“graded” based upon completion as well as citing any online source for the information.

Examples of Student Discussion Support Engagement
The following selective examples provide insights in the students’ participation and engagement with weekly
New
s & Views Blog posts from the last two semesters offered online. The students may conduct some online
research, and find an article that they discuss and provide a citation/reference. Others encounter something in their
daily activities and realize the relevance of this to class discussion.
VS: “I recently read an article about how Starbucks is going green. They are making cups that are more
recyclable, stores are being built to be more eco-friendly, and conserving water and energy use. I think this
is great, Starbucks is such a large company they surely make an impact on the environment.”
MM: “…I came across an article about the carbon footprints of sandwiches. I really had no idea that a big
part of carbon emissions in our atmosphere on a daily basis come from the things we eat almost daily…”
VD: “ My husband and I are remodeling our home and we are putting in new flooring. I noticed on the box
it says the flooring is made out of 100 percent recyclable materials and I never would have thought about
that before until taking this class.”
VD: “I saw a really neat video on Facebook of a gym called Eco Gym that uses equipment which creates
energy from the workouts of its members as a method to cut down on energy costs. The savings are then
passed back to the gym members to give them an incentive to keep working out.”
HS: “This week I tried to pay attention to the things I bought and use to see if I could find anything on the
packages about sustainability. I was surprised to find a few items that did…”
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HS: “For this weeks (SIC) news and views I would like to discuss something I encountered in my local
mall. It is called EcoATM. I have seen these before, but never quite knew what is was. It is an ATM where
you can trade in your old cell phone for cash…”
ES: “This week for my news and views blog I have been talking to my family about this class and helping
them understand more about the same topics we have been discussing on sustainability. This week, my
older sister went to the grocery store and sent me a photo about the product, Seventh Generation Laundry
Detergent that has a unique, compostable or recyclable outer shell made of re-purposed fiber. I thought it
was nice to see and made me happy that she was paying attention to sustainable products since I have been
telling them about sustainability. I hope that this will help her become more aware of how and what she
purchases!”
CS: “There is a brewery in Florida that recently created six-pack rings that go around the beer that is
environmentally friendly. The small brewery was tired of seeing all the plastic rings wash up on shore and
the damage done to sea life. Saltwater Brewery took action and created the rings that are made of wheat
and barley that either biodegrade or serve as a snack for the marine life. It is very expensive for the small
brewery, so they are trying to get other companies to invest and use for their beers. I really hope this
becomes a requirement for ALL beverages that have plastic rings.”
SB: “I found the coolest article this week. The first gin made from discarded grapes is going to be in
Tesco's stores soon…”
SB: “I actually am in Utah for spring break for a collegiate horse show. To get here we had to fly, unless
we wanted to drive 25 hours. We rented a Jeep Cherokee and it is actually the eco boost and we
couldn’t believe what it does. Any time we stop for more than just like 5 seconds the car quits running and
once you hit the brakes it starts right back up and goes…”
These brief examples are indicative of student engagement with the course content, and active learning. Students
are conducting additional research that while not extensive, such as a research paper, demonstrates the relevance of
class discussion and content to current everyday life. Furthermore, the students are engaging with course content and
identifying how sustainability is relevant to them personally.
There is a culminating assignment at the conclusion of the semester, identified as the “Aha Moment.” Students
are asked to identify one topic, activity or assignment that was particularly relevant to them, describe it and discuss
why it was an “Aha Moment” during the semester. The selective responses below indicate a variety of the course
assignments “hit home” with them as they progress through the course. These posts are from the spring 2018 online
course.
CC: “A topic and assignment that stands out to me the most, is the activity where I learned just how
non"green" I was. My carbon foot-print was absolutely awful! I'm not as sustainable as I want to be, but I
do think I'm more sustainable than I was when I started this class in January.”
ML: “When I first came into this course I didn't realize just how many companies are going green nor did I
realize how big of a problem sustainability was in our business world. I enjoyed doing the News & Views
Blog every week, being able to research the recent developments in the sustainable/green community. Now
at the end of this course I hope that wherever I end up and at whatever company I work for, I hope I am
able to raise awareness about their sustainable efforts.”
CB: “It’s changed a whole heck of a lot. Sustainable marketing to me seemed like something we could do
without, or shouldn’t bare too much mind too, however this class really helped to change that perspective. I
believe each and every company, has an obligation to continuously try to better themselves in terms of how
they produce items, gather the materials, and the by-products in which they create affects our world.”
AA: “My "aha" moment from this course is easy to pinpoint - the negative effects of bottling water. I realize
that I have beaten this subject nearly to death throughout the semester, but it is only because I was so taken
aback. The thought of me destroying ecosystems simply by drinking bottled water is so disturbing to me.
Obviously I was aware that plastic bottles are a poor choice of container, but I had never thought that
harvesting the water could be so damaging to the environment. Since then, I have drastically cut back my
consumption of bottled water, and I have made efforts to educate my friends of its harmful effects. Also, this
helped me to realize that the smallest, simplest actions can have dire effects that we may not even realize.”
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CH: “This course was collectively an "aha moment" for me really. I learned something new or built on my
previous understanding every week. I have definitely become a lot more aware of the impact everything I
do has on the environment. I also look for and notice businesses making efforts to go green. I really have
started looking into different corporations that I use regularly to see what if they do their part, not only for
sustainability but all aspects of social responsibility.”
KK: “My aha moment was when we calculated our energy consumption numbers. Based on the amount of
energy that I alone consume, if everyone consumed the same amount, we would need five Earths (SIC)
worth of energy to survive. That was a very humbling realization that I use a lot of energy. Which gave me
the motivation to learn as much as I could from this class and reduce the amount of energy I use.”
About a month after the close of the spring 2018 semester, a student sent the following email, and gave consent
to share his comments:
“Professor Kunz,
I want to take a moment to let you know what a profound impact our Sustainable Marketing class had on
me. Since finishing the semester, my wife and I have picked up recycling services through Republic. It is
hard to believe how much recyclable material we discard within a week until I actually see the full
container every Monday evening. Also, I have been encouraging my employer to start recycling cardboard,
though that crusade has been a bit more difficult. Regardless, I appreciate the knowledge and how much
you genuinely seem to care about the issue of sustainability. I hope to use this experience to encourage
someone else to continue the fight.
Thank you,
Austin”
This email, that came long after the semester closed, is a clear indication that should a student desire to engage
with the course content and become an active learner, the information gained can and does impact students, both in
the classroom and beyond.

Summary and Conclusions
Literature addressing student engagement and active learning indicates students who are engaged with the course
early in the semester or term, are very likely to remain engaged throughout the class (Lawson and Lawson 2013).
Additionally, the cultural relevance, that which connects with emotions and cognitions, will be more likely when an
activity has personal relevance or significance. The previous examples provide evidence that students found relevance
in the course content throughout the semester. As Bonwell and Eison (1991) defined active learning as getting students
thinking about what they were doing, and how those things related to the course, this discussion would indicate
students in this sustainable class are engaged and experienced active learning. Furthermore, the evidence suggests
students had the opportunity to choose their level of engagement with the course content and activities (Taylor, Hunter,
Melton, and Goodwin 2011), and gain a sense of accomplishment when they believe they are responsible for their
own learning. Sharma and Kelly (2014) posit the importance of higher education taking responsibility to ensure
graduates acquire relevant and practical sustainable development skills. The students’ contribution to this sustainable
marketing course discussion would indicate at a minimum an increased awareness of sustainability, and the presence
of a sense of responsibility to the environment, as both citizens and future professionals.
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Summary Brief

The Status of and Need for Trade Show Training in
the Undergraduate Sales Curriculum
Michael A. Mayo, Kent State University, USA
Ellen Daniels, Kent State University, USA
Donald Thacker, Kent State University, USA
Paul Mills, Cleveland State University, USA
A review of the business trade press indicates that marketers fail to provide adequate training in order to prepare
reps to sell effectively at trade show events. Educators might assist by providing instruction to students to develop
their trade show selling skills. Survey results, however, indicate that both a dearth of available course materials as
well as educators’ uncertainty if the trade show venue requires special attention, and if so where to fit it in an already
packed curriculum, thwart its inclusion in many sales programs. Collaboration between educators and practitioners
was recommended to investigate how best to resolve these concerns while at the same time delivering specific learning
outcomes important to employers. Select business trade sources are reviewed to supplement the sales curriculum.

Introduction
Despite the growing popularity and competition from social media for marketing dollars, the average company
still spends about 32% of their marketing budget on exhibiting and trade show events (Levin 2017). In part, exhibitors
find that trade shows provide unique value not found in other marketing channels. Despite the essential marketing role
that trade shows play for many companies, industry statistics indicate that less than 1% of trade show dollars go to
staff training (Center for Exhibition Industry Research 2017). Given the pressing need for such training, universitybased sales programs might play a pivotal role by instructing students about trade show responsibilities.
To begin, we assess how and to what degree undergraduate sales programs presently address the topic of trade
shows in the curriculum. To do so, a survey of sales educators was conducted to identify the leading texts used in both
basic and advanced selling courses. Subsequently, a review of these texts was made to identify the degree of
coverage/emphasis and the status of trade show education in the undergraduate sales curriculum. Results are compared
relative to the training needs outlined in the business trade press to make curriculum/program recommendations.

Trade Show Selling in Sales Texts
Sales educators (56 total) were surveyed (via email and attendees to a national sales management conference) to
identify popular texts/materials being used in university-based sales programs. A wide range of publication titles were
found. To simplify the data analysis and report on what was being taught in most programs, only texts used by three
or more respondents were included in the study (see table). Subject indexes for these five texts were examined to
identify if and to what degree trade shows were discussed.
Results suggest that texts provide little coverage of trade shows (one or two short paragraphs averaging 124 words
in length) and limited discussions to brief depictions of the overall purpose and design of trade show events. Use of
supplemental materials and/or lectures (27 minutes of class time on average) did little to make up for this lack of
coverage. Course time constraints, lack of readily available trade show materials and educator’s divided opinion that
trade show selling was different than selling in general deterred it’s including in undergraduate sales programs.
Table: Trade Show Discussion in Select Sales Texts
Text (Edition; Year of Publication)
Castleberry & Tanner (10th edition; 2019)
Ingram, LaForge, Avila, Schwepker and Williams
(5th and 6th editions; 2016; 2020)
Johnston & Marshall (5th edition; 2016)
Rackham (1st edition 1988)

Coverage (Word Count); Topic(s)
122 word count; General discussion of trade shows/merchandise
markets; example
121 word count; General discussion of trade shows and related sales
activities, example
130 word count; General discussion of trade shows and its lead
potential
No discussion found

156

Trade Show Selling – Curriculum Options, Research Opportunities
Our results indicate that the sales curriculum is somewhat out-of-step with employers’ trade show training needs
due in part to time/material limitations as well as educators being unsure about its overall instructional importance to
their students. To bridge this gap, a dialogue between educators and employers is needed to identify realistic learning
goals given curriculum constraints as well as the reality that students’ participation in trade show events might be
somewhat limited early on until they acquire adequate sales field/industry experience. One option might be to develop
collaborative case studies that profile the importance of trade show selling as well as prepare students to participate
sooner and make larger contributions to employers’ trade show selling efforts. Alternatively, educators might turn to
the business press to find the necessary materials given the limited coverage in sales texts. For example, vendors such
as the Chicago Business Institute (2019) and Trade Show Supply (Woodman 2016) offer online courses and guidelines
to improve trade show sales performance.
Additionally, collaboration might provide educators and employers with a unique opportunity to work together
in order to better train the workforce of tomorrow. As a leading business educator recently noted, “Companies need
people who can think on their feet when plans change, who can work well with all types of people, and who can think
critically and innovate. They must be able to frame problems, examine them, analyze them, and come up with out-ofthe-box ways to solve them. Business schools must work alongside employer partners to ensure that students are ready
to do so on day one” (Mullins 2019). Seemingly, the unnatural and outwardly chaotic pace inherent at trade show
events where reps need to quickly size up and respond to buyers with diverse needs is an excellent starting point to
begin this work.
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An Experiential Learning Course: Enhancing Student
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Marketing and Distribution System and Career Paths
within the System
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Experiential learning projects provide students with work-related experience in the financial services market and
improve students’ explicit and tacit skills. This paper presents an experiential learning project that enhances a
student’s understanding of the commercial surplus lines insurance market and potential career opportunities.

An Experiential Learning Course in Financial Services Marketing
The commercial surplus lines insurance (SPL) market provides coverage for businesses with unique, high-loss
exposures. SPL professionals must have strong explicit and tacit skills to work with sophisticated insurance companies
and consumers unfamiliar with insurance products (Maas 2010). Experiential learning projects help educators develop
these skills and enable students to explore SPL careers (Atkinson and Murrell 1988; Petkus 2000). Educators’ lack of
access to actual SPL insurance cases makes experiential learning difficult (Schibrowsky and Peltier 1995). Therefore,
the authors developed an experiential learning course with a fictitious SPL business client.
The course is taught at a mid-sized, Southern university in the United States, and each semester approximately
15 upperclassmen in the Risk Management & Insurance undergraduate program complete the course. Each semester,
students select a SPL job position and are organized into groups containing a mix of these job positions. Each group
is assigned a fictitious SPL client and receives a description of the client’s operations, a completed SPL application,
and a summary of the loss history.
During the first half of the course, the instructor lectures on the commercial general liability (CGL) policies. After
each lecture topic, students role play in their SPL job position to complete an individual experiential exercise and
writing assignment. Table 1 presents the lecture topics and the corresponding exercises.
Table 1: Individual Experiential Learning Format
Lecture Topic
Business Liability Exposures &
the CGL Policy

Experiential Exercise
Identify liability exposures & match each
exposure to policy coverage.

Writing Assignment
Discuss client’s exposures & why client
should purchase a policy.

The CGL Submission Process

Draft request for insurance to be reviewed
by a SPL intermediary

Describe client’s operations & liability
exposures.

Principles of Underwriting

Interpret underwriting guidelines; apply
acceptability, pricing, and policy terms to
client’s exposures.

Create 3 SPL quotes using 3 mock
underwriting guidelines.

Policy Form Analysis

Review policy language & interpret how
coverage forms apply.

Discuss the differences between the
previous assignment’s quotes.

Insurance Coverage Gaps

Identify liability exposures not covered by
the policy.

Discuss client’s exposures not covered
by the policy; identify supplemental
policy for coverage.
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During the second half of the course, each group role plays as an independent insurance agent and produces a
report that analyzes each of the topics presented in Table 1 and recommends to its client a CGL policy and
supplemental policies. Each group then presents its analysis and recommendation to the instructor, who acts as the
client. These exercises emphasize the importance of written and oral communication in the SPL industry.

Advantages and Disadvantages of the Experiential Learning Course
Table 2 presents the findings of the Spring 2019 student survey (n=12). Students rated their satisfaction with the
courses’ experiential learning project as a 4.9 out of 5, and they rated their enjoyment of experiential learning as a 4.8
(Tbl 2 Q4, Q1).
Table 2: Spring 2019 Student Survey
Number
Q1

Question
The experiential learning exercise was a fun way for me to learn about careers in the SPL insurance
distribution system.
The experiential learning exercise provided me clarity in my career choices after college.

Avg
4.8

1.8

Q4

Because of the experiential learning exercise in this class, I have changed my post-graduation career
plans.
I am satisfied with the experiential learning exercise in this class.

Q5

I have a better understanding of career roles in the SPL insurance industry.

4.9

Q6

My soft skills have improved because of this exercise.

4.5

Q7

I feel better prepared for my career because of the exercise in this course.

4.9

Q2
Q3

4.4

4.9

Students also found that the course provided significant career benefits. Students gave a 4.9 rating to questions
relating to their understanding of their career roles and their preparedness for their careers (Tbl 2 Q5, Q7). Students
also gave a 4.5 rating for improvement of their soft skills and a 4.4 rating for improved clarity of their career choices
(Tbl 2 Q6, Q2).
The remaining self-assessment question revealed that the course did not influence students’ career plans (Tbl 2
Q3). Students gave this question a 1.8 rating, despite finding that the experiential learning project provided significant
career benefits (Tbl 2 Q3, Q5, Q7). The course instructor believes that the low rating for Q3 is based on many of the
students having worked in the SPL industry before taking the course. This low rating indicates that the course may be
better suited to underclassmen who have yet to make career plans.
The large amount of grading and constructive feedback required for this course limits the number of students who
can benefit from experiential learning. Additionally, the course requires the instructor to update regularly each
fictitious client’s loss exposures in order to prevent students from sharing their work with subsequent students.

Conclusion
The results from the Spring 2019 student survey support prior research findings regarding the advantages of
experiential learning. Students are more engaged during experiential learning, because they value work-related
experience. Ultimately, the small sample size of the authors’ survey is a limitation of the study. However, the authors
will continue to collect survey data from subsequent class sections to increase the sample size.
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Summary Brief

MuleHawk BizTalk: Exploring Intercollegiate
Podcasting Collaboration in Marketing Education
Shannon McCarthy, University of Central Missouri, USA
Mark Pelletier, University of North Carolina Wilmington, USA
Annie McCoy, University of Central Missouri, USA
Podcasts are an increasingly popular form of entertainment. To engage students, marketing students at two
universities produced a podcast on marketing management topics relevant to Generation Z. Attitudinal and qualitative
data were collected to explore and understand the effectiveness of podcasting collaboration in marketing education.
Experiential learning activities are critical components of business education. AACSB International emphasizes
engagement, innovation, and impact in their most recent standards (AACSB International 2018), preparing “students
for meaningful professional, societal, and personal lives” (AACSB International 2018). Giving students the experience
of applying coursework to real-world situations provides a meaningful opportunity for them to incorporate those
experiences into their professional careers. One way to provide application-based coursework is through the
innovative use of technology to analyze scenarios, evaluate information, and create content related to a topic.
Podcasting is “the authoring of, and subscription to, audio and/or video files on the internet for downloading to
the user’s personal computer” (Dale 2007), which enables “users to quickly and easily download multimedia files,
including audio and video, for playback on mobile” and other digital devices (Bausch and Han 2016). Podcasting has
grown significantly since its inception in 2004; approximately 50% of the US population are podcast fans and this
audience is wealthier, more educated and brand loyal than the general population (Bausch and Han 2016; The Nielsen
Company 2018). Understanding this form of media is critical for marketers as listeners are more likely to follow
companies and brands on social media, with 69% indicating podcast ads made them aware of new products or services
(The Nielsen Company 2018). The growth in both the number of podcasts and listeners provides ample opportunities
for marketers to connect with targeted audience members.
The use of podcasting as a tool to support student learning is not new. Research has examined it as a tool to
support course content (Dale 2007; Fernandez, Simo, and Sallan 2009; VanMeter, Schetzsle, and Howie 2019) and
how it can improve content delivery (Zahay and Fredericks 2009), but this prior research focuses on the student as a
passive recipient, as opposed to active content creators. Pegrum, Bartle, and Longnecker (2015) found improved
learning outcomes for topics on which students created their own podcast, indicating podcasting may support learning.
Providing opportunities to create content allows students to demonstrate learning by exploring the content through
conversation, discussing it in a manner allowing them to gain confidence in their knowledge and understanding. As
audio production and communication skills are among the most in-demand skills for 2019 (Lewis 2019), providing
students the opportunity to develop those skills can more readily support student learning through Bloom’s Taxonomy.
The objective of this research is to determine the efficacy of students as content creators in podcasting as a vehicle
to improve comfort and confidence with communicating complex marketing concepts by translating them to common,
mass-market language. As podcasting grows as a medium and technology use evolves, marketers need to continue to
adapt to a changing market. The growth of podcasts provides new opportunities for marketers to reach a targeted
audience of consumers. This research seeks to examine the value of podcasting participation to marketing education
and career preparation and determine the impact of participation in this activity on student confidence in the classroom.
Further, this research examines student perceptions of remote collaboration, a skill often needed in real-world business
activities.

Method
This study involved students at two mid-sized state universities. At each university, 30 students in a senior-level
marketing course at each school worked in small groups to record podcast segments related to marketing career
readiness as a part of a course assignment. These participants were selected due to their proximity to graduation,
making career readiness an important, albeit familiar, topic. At the start of the semester, participants were presented
with a survey measuring familiarity with podcasting, perceived usefulness of podcasting, attitude toward podcasting,
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and intention to use podcasting (adapted from Gribbins 2007). The survey also included demographic questions, and
an open-ended question regarding their thoughts on podcasting in education.
For the assignment, students from each university selected a topic, found supporting research for their viewpoints,
then collaborated remotely to record a 20-minute segment on their topic. At the end of the semester, participants
repeated the initial survey and submitted a short reflective paper analyzing their experience with recording their
podcast segment.

Results
Findings will be analyzed both qualitatively and quantitatively. The key quantitative assessment will assess
improvement in comfort discussing course content, along with student perceptions of the use of podcasts as a tool to
improve courses in marketing to determine if there is a difference between students who recorded podcasts and those
who did not. Further assessment will include analysis of student perceptions of remote collaboration.
Preliminary analysis of the qualitative responses revealed several takeaways. Overall perceptions of the
assignment were positive. While at first students found it challenging to coordinate their schedules between the
different schools, once they were able to do that, they found it easy to work with their remote collaborators. Students
indicated they were initially nervous to communicate with the students at the opposite school; however, once they got
to working with them and started recording their segment, they quickly settled into the discussion and felt like it was
a normal, comfortable conversation. With regard to the content, students focused primarily on listener learning, as
opposed to mere entertainment.

Discussion
After the data collected is fully analyzed and assessed, results will be reported, along with a discussion of the
implications of the findings. It is hoped the results of this study will provide insight as to how the unique attributes
podcasting and intercollegiate contribution in multimedia-based assignments can benefit marketing education and
collaboration between universities.
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Distinguished Teaching Comment

Sailing Through My Teaching Years: My “Ships”
Seung Hwan (Mark) Lee, Ryerson University, Canada
Introduction
I must admit that I was narrow-minded when it came to “teaching”. Specifically, I held a jaded view that teaching
was limited to the activities within my control in the confines of a lecture hall. For me, as long as I was meeting the
needs of the students, that alone was enough. As my career progressed, I realized that teaching involved more than
the three hours I spend with the students each week. In short, teaching is not just about meeting the needs of the
students (delivery/flagship), but it also involves meeting the needs of the academic community (scholarship), the
individual needs of students (mentorship), and the needs of the external community (partnership).

Flagship-Scholarship-Mentorship-Partnership
I strive for excellence in the classroom and pride myself on being an effective instructor. To date, I have been
fortunate to be selected by students and alumni for university-wide awards at two different institutions. Much of my
success stems from catering to students’ needs and constantly challenging them to understand core retailing concepts,
while strengthening these linkages to the business world. A major component of my teaching delivery involves active
learning projects. I adhere to a 50/50 rule which translates to 50% lecture and 50% non-lecture activities. I utilize
diverse testing methods. It has been my experience that some students are great test takers while some are better at
application. As such, it is very common to see my testing methods include both closed-book and open-book
components to allow students flourish in diverse ways. It encourages students to leverage their strengths and work on
their weaknesses to maximize the grade that they achieve in the class. In the early parts of my career, much of my
focus was to work on my craft that would allow me to prosper inside the classroom. After all, this is the flagship to
our teaching portfolio. However, the more I began to see the bigger picture, I knew this was not enough…
As I continued to gain momentum, I felt the desire to share my best practice ideas with the wider academic
community. Indeed, there are great journal outlets such as Marketing Education Review, Journal for Advancement of
Marketing Education, Journal of Marketing Education, Journal for Education for Business, etc. where one can draw
inspirations for their teaching ideas. Moreover, these are also the outlets where one can share their best practices (i.e.,
teaching innovations). I once never considered writing a manuscript to be a hallmark to my teaching journey, but now
it has become a foundation. Rather than hoarding the best ideas for my own portfolio, I began to freely share my ideas
with others in hopes that they can generate the same amount of success. Hence, I believe scholarship is a backbone of
teaching that one cannot ignore.
Many view teaching in a one-to-many context (one teacher–many students). Indeed, a review of the popular
education journals reveal very few publications relating to one-to-one mentorship. Some professors are reluctant to
take on one-to-one mentorship opportunities because most universities do not incentivize faculty to take on students
(especially, undergraduate students). However, it has been my experience that the most rewarding outcome arises
from such mentorship opportunities. When a student is able to publish a business case or a manuscript, these results
elevate their vitae for employment and graduate program opportunities.
We in academia often talk about securing funding for research grants, but much can be done in the area of teaching
as well. Thus, identifying and developing key partnerships is essential in providing unique experiences to the wider
student body. For example, I, along with other faculty members and staff, secured funding to integrate aboriginal retail
content in our curriculum (three courses to introduce, to reinforce, and to achieve proficiency). We also secured a
large in-kind gift to use retail-specific software in our curriculum. Much of these success stems from building a strong
network of industry partners. I currently co-chair our program advisory council whose membership includes executive
leaders from prominent retail companies (Wal-Mart, Microsoft, Costco, etc.). These connections have not only
enriched our curriculum, but also created opportunities for annual international experiential trips (Milan, Amsterdam,
London, Montreal, NYC, etc.). When we view industry partners, we often think of them in the capacity of guest
speakers and involving them in smaller-scale projects. However, if we allow them to be an influential force in our
curriculum, their impact and involvement can be far-reaching. Such partnerships have led to talent acquisition
opportunities (internships, co-op, post-grad entry-level positions) which further extends to the area of students’
personal and professional development.
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Conclusion
In short, I firmly believe that there is more to teaching than the few hours that we spend with our students in any
given week. A good teacher hones on their craft to become an eloquent presenter, devise the most experiential and
engaging exercises, and be proficient on the intangibles (e.g., getting to know students’ names, fast grading, etc.). But,
a great teacher dedicates time away from the classroom to create opportunities that influence broader learning. To
achieve this, I encourage my colleagues to share their successes with the wider academic community via education
journals. I also encourage you to never neglect the individual needs of the students. One-to-one mentorships can go a
long way in making a deeper impact on a student’s development. Supervising theses and independent study projects
can be a rewarding venture that can produce a win-win outcome. Finally, I encourage you to find ways to bring reallife moments and relevant societal issues to maintain currency in our broader curriculum. Espousing a macro-view of
how curriculum impacts our students will greatly help in undertaking the microtasks of managing a classroom.
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Distinguished Teaching Comment

Creating and Nurturing Teaching and Learning
Victoria L. Crittenden, Babson College, USA
Educational scholars suggest that excellence in teaching requires more than just the act of teaching – it also
requires educators to explore new approaches to student learning and to share the details of such explorations publicly
so as to facilitate peer review and reflection. I believe that my teaching accomplishes this: (1) I am successful in the
classroom as exhibited by the comments and evaluations of my students, (2) I explore new approaches for student
learning, exemplified by the different classroom projects and programs I have developed and implemented, and (3) I
continually share these new approaches and teaching efforts with my colleagues via peer reviewed journal publications
and educational presentations, as well as by sharing my business interactions with students and colleagues via teaching
cases and textbook material. In my view, everything I do within the educational process should attempt to create and
nurture both teaching and learning.
The importance of the educational process has been a fundamental component of my growth and development.
As a low income first generation college student, as well as the first (and youngest) of eight children to attend college,
classroom experiences and contacts with teachers have always been important to me. Thankfully, I beat the odds when
it came to first generation college students. Reportedly, first-generation students (1) have lower pre-college critical
thinking abilities, (2) are likely to come from low-income families, and (3) are encouraged by teachers (not parents)
to attend college. Additionally, only 36 percent aspire to a bachelor’s degree or higher. While the second descriptor
was met, it was the third descriptor, teachers who recognized that I did not meet the first descriptor that provided my
early interest in the academic process. It was dedicated teachers (at the high school, bachelors, and masters levels)
who motivated me, a low income first generation college student, to pursue higher education and advanced degrees.
As such, I have always had a strong desire to give back to the profession that put me in that 36 percent grouping. My
teaching beliefs, therefore, are built upon the foundation of recognizing, nurturing, and rewarding those students who
are willing to work hard and attain “reach” goals and the belief that I am an elemental player in this environment.
My teaching philosophy is, thus, focused on establishing a foundation upon which students are inspired to work
hard in an environment in which teaching and learning go hand in hand. Regarding this teaching philosophy that has
evolved as I have learned as a teacher, there are four cornerstones upon which I build my courses and conduct my
classes: (1) practice-oriented learning, (2) motivation, (3) empathy, and (4) passion. Throughout my years of teaching,
I have attempted to develop and teach highly interesting, practice-oriented courses for a variety of audiences. I believe
I have inspired students and stimulated their intellectual curiosity and growth, while maintaining high standards of
performance. I have taught around 15 different undergraduate courses throughout my career, while actually dedicating
much of my academic career to Master-level degree programming. Not only have I taught a variety of graduate
courses, I have engaged extensively in administrative undertakings and program design. Additionally, while neither
of the colleges where I have held tenure positions has had a doctoral program in marketing, I have been honored and
privileged to engage with doctoral students both within the USA and in other countries.
I put a great deal of effort into course/program development, delivery, performance, and the sharing of
experiences. I have shared these experiences with my colleagues at conferences and via educational journal
publications. One of my greatest personal accomplishments as a teacher is when I have instilled my love of education
into my students, and the way that I feel I have achieved success in that regard is when my students experience the
joy of co-creating something from the educational partnership with me. To that end, I have co-authored and published
articles and cases with 14 undergraduate students, eight Master level students, and nine doctoral students.
Creating and nurturing teaching and learning is my life’s work. I view teaching as both a serious responsibility
and a wonderful opportunity, and I believe I have created a consequential learning environment that enhances
intellectual growth and practical achievement.
Contact: Victoria L. Crittenden, Babson College, vcrittenden@babson.edu
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Distinguished Teaching Comment

Innovation, Adaptation, and Edutainment: The Light
Triad of Effective Teaching
Kevin J. Shanahan, Mississippi State University, USA
Students have the ability to learn and to teach each other through experiential learning. I try to foster this in class
by teaching using a variant of the Socratic Method in a seminar format. The effort in the classroom is cooperative
between both students and instructor, as we work together to understand concepts and the application of these
concepts. This requires participants to articulate, to develop and to defend positions that may seem imperfectly defined.
The task at hand is to equip students with problem solving skills and abilities. While business practices change over
time, if students are able to adapt and to confront the varied business problems that they will encounter in their lifetime
and if we can help them to develop reasoning skills and to provide them with the ability to find the answers they need,
we have prepared students with skills they can apply for their whole working lifetime.
Questioning and discussion engages the students’ minds. Instead of passively hearing thoughts, students are
engaged in dialog, which requires them to work their minds, to form and to express their own thoughts. It is this
challenge of discussion that pushes them to excel in their academic efforts. They read more carefully, fully knowing
they will be explaining, debating and defending their understanding of the class materials. If done often enough, this
heightened intensity will lead to superior intellectual habits that will serve them for a lifetime. Students might
remember specific ideas or facts from a lecture, but these ideas may not become a part of the students themselves. So
I rely on innovative teaching methods that I have developed to help students anchor conceptual ideas, for easy retrieval
later in problem solving.
An example is a key innovation I have developed known as Karaoke Jeopardy. This innovative teaching method
helps students to employ both their right and left brain hemispheres when learning difficult concepts. Students link
ideas with music, which serves as an anchoring mechanism. When employing this system students are able to
significantly improve content retention; to the point where class averages improve a full letter grade when using
Karaoke Jeopardy.
My innovative teaching methods has been recognized in a commendation letter by the Chancellor, UT System,
has been published in Marketing Education Review’s special issue on innovative teaching methods, has won the
prestigious nationally competitive Houghton-Mifflin Innovations in Teaching Award, and has even been recognized
by the local CBS affiliate’s Eye on Education which led to a Golden Apple award.
Another key attribute to effective teaching using participatory learning is listening ability. If the class is truly to
be discussion based, the teacher needs to listen to students, to take them seriously and to show respect for their thoughts
and opinions. Finally, injecting humor into the classroom is paramount. This lightens the mood and fosters relaxed
discussion where students are able to better absorb and process information; leading to a more inviting learning
environment. Never has this been more evident than when I took over a class several years ago after a colleague was
injured and had a student quip that it was like going from night of the living dead to a night at the improv. Students
enjoy the lighthearted nature of my classes, and this is intentional. Pedagogical research shows that students are more
receptive to learning stimuli when in a good mood. Both student performance on exams and projects and my
evaluations demonstrate this in action. While grades often follow a normal distribution, my evaluations are excellent,
consistently averaging 4.5 and above out of 5, including a 4.9/5.0 in Business Stats I!
To continue to keep the course fresh, I integrate my own research and that in leading marketing journals and
popular press into the classroom. Much of my research stream is in advertising, international, and nonprofit marketing.
I am able to lead class discussions with authority in the subject area. Often I will bring an actual study into the
discussion, present it briefly, and lead the class in a discussion of managerial implications of the findings. Students
enjoy the “distraction” from rote learning out of a textbook. In fact, to really drive home how advertising works,
students participate in a biometrics lab on advertising responses; as part of their course. They learn the importance of
going beyond survey research as part of their project.
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What about large class sections? What about students that do not want to participate? How much adaptation is
really necessary from class to class? Is this only for undergraduate classes? All great questions, that will be covered
in the Distinguished Teaching presentation.
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Special Session

Marketing and Brand Management in an Era of
Programmatic Advertising and Prolific Falsehood
Mark Peterson, University of Wyoming, USA
Leyland Pitt, Simon Fraser University, Canada
Kirk Plangger, King's College London, UK
Sarah Lord Ferguson, Simon Fraser University, Canada
Adam Mills, Loyola University New Orleans, USA
Fake news has been defined as fabricated information that mimics news media content in form but not in
organizational process or intent (Lazer, Baum, Benkler, Berinsky, et al., 2018). Fake news is false news, and as an
object of study should not be confused with the political use of the term as a partisan, rejectionist label for press
coverage that does not support a particular political interest (Vosoughi, Roy, and Aral, 2018). Fake news supports and
is supported by advertising dollars.
Opportunistic individuals and organizations are able to create professional-looking websites easily and cheaply.
They populate those websites with novel, albeit bogus, news stories and then fill their pages with advertisements.
Because online advertising is a numbers game, the more traffic these individuals can drive to their website, the more
potential clicks they receive (Mills, Pitt and Lord Ferguson, 2019). Fake-news stories are the perfect “click- bait” to
drive website traffic, because the emotional responses inspired by their headlines (surprise, fear, anger, anxiety, etc.)
are exactly those that we find irresistible as information consumers.
In this special session, the participants will examine the fake news phenomenon in detail, giving consideration to
the philosophical issues that surround it, and more especially to the strategic marketing, branding and advertising
issues that it raises.
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Summary Brief

Can I Buy You a Drink?
Keeley Meetze, Clemson University, USA
Thomas Poehlman, Clemson University, USA
Benjamin Phifer, Clemson University, USA
Younos Song, Clemson University, USA
Introduction
“Can I buy you a drink?” is a line that is so ubiquitous in culture that the phrase has over a hundred billion google
search results, is referenced in songs from artists as disparate as The Wanted and T-Pain. But – does it work, and if
so, why? The current work is meant to look at this question from the perspective of both the literature on ‘gifting’
(Ward and Broniarczyk, 2016; Ward and Broniarczyk, 2011) and the literature on evolved mate preferences (Buss and
Schmitt 1993). While it is well documented that females and males have different views on mating and sexual
activities, information on cross-gender gifting is still in its infancy (Ward and Broniarczyk, 2011). Male/female
differences in sexual strategies stem from the distinct gender differences in mating strategies. Due to evolutionary
constraints, females and males have different viable mating strategies that give rise to the different psychological
mechanisms on mating habits (Buss and Schmitt 1993). One difference is in the use of resources; in both short- and
long-term mating scenarios, females look for resource acquirement in potential mates (Buss and Schmitt 1993).
Since resources are such an important part in female mate choice, resources that they own and those that are given
to them by males should affect their mating habits and sex drive. Since resources are desired by females and therefore
utilized by males (Buss and Schmitt 1993), economic resources are an important factor in sexual habits. This makes
studying resource effects on sexual habits a starting point for understanding how mate criteria affects mating itself.

Literature Review
Sexual Strategies theory suggests that throughout human evolution different perspectives on mating have risen
been females and males due to differences in biology and parental confidence (Buss and Schmitt 1993). Further,
because of high costs of pregnancy, females seek resources from males in short-term mating contexts and resource
investment in long-term contexts. Additionally, females seek resource extraction and investment more than males in
general. These studies show that females solve the high burdens of pregnancy by seeking resources in both mating
contexts.
Sexual economics theory, which is based on economics and social exchange, picks up with the idea that females
desire resources in mates. The foundation of the theory is based on this assumption and the idea of gender differences
in sex drive. According to Baumiester et al. (2001), males score higher on every measure of sex drive. However,
females do want sex, just less than males (Baumiester et al. 2001). Baumiester and Vohs (2004) claim that mating can
act as a form of economics, whereby one party exchanges sex for something in return. They further say that sex is a
female resource because they have power to determine when and what sexual activities are done. This is because they
desire sex less than males, and according to the principle of least interest in social exchange theory, the party that
desires something less has more control (Waller and Hill, 1938). Females withhold sex from males by limiting the
number and type of sexual activities they engage in until they receive the investment of resources from the male that
they require. The researchers conclude that these ideas combine to form a marketplace for sex to be sold by females
to males in exchange for economic resources and investment.
Lastly, according to Cialdini’s (1984) rule of reciprocity, people feel a sense of debt when they are given
something first. Following this rule, females who are unexpectedly given a large amount of resources from a male,
might feel a sense of obligation to engage in sexual activities with that male, thus increasing sex drive.

Present Research Overview
This current research seeks to understand how owned and given resources affects female mating habits and if
there are differences between them. For these studies, resources are divided into two categories, resources that are
owned by females and resources that are given to females. The following experiments are designed to test short-term
sex drive differences between high and low resources in both owned (Study 1) and given (Study 2) resource contexts
among females.
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Study 1
H1: The more resources females own relative to their reference group, the more sexual acts they will engage in.

Participants
In order to test Hypothesis 1, 301 MTurk users were paid $0.15 in return for participation in the survey. The
sample was comprised of 150 (50%) female, with a mean age of 36. Due to the nature of the experiment, sexual
orientation was measured showing that 80% of the respondents were heterosexual.

Method
An experimental survey was created on Qualtrics and distributed on MTurk. It was a two (high x low economic
resources) by one (sex drive) study. The economic resources in the conditions were framed as if they were owned by
the participants. The participants were evenly divided between each resource condition. The following served the
independent variable manipulation.
Suppose you have a (stable/unstable) job where you make about 40% (more/less) than your friends, both males
and females. You (like/dislike) your job and people consider you to be (successful/unsuccessful). Since you (can/can’t)
afford everything yourself, you (don't/do) have to rely on others. You go out to your favorite bar with you friends this
weekend and want to have a fun time. You only have one drink, but you (don't have to worry about the price/have to
make sure it is cheap). While at the bar, you meet an attractive person and get along very well.
The dependent variables were created to measure sex drive and habits. Each variable was rated on a scale of 1-7,
with 7 being the highest sex drive indicator and anchors on each end.
Following exposure to the independent variable, participants were then shown the dependent variables and asked
to rate each one. The following is the list of dependent variables. Overall, how much sex would you like to have over
the next three months? How often would you like to have sex over the next three months? How many sexual partners
would you like to have over the next three months? How many social outings would you like to go on over the next
three months? How willing would you be to have sex with the person you just met?

Results
The DV Mean variable was computed by averaging all of the dependent variables together. According to a
conducted t-test, there was not a significant difference between the DV Mean variable among all females (HR- 3.57,
LR- 3.26, p-value > 0.05; see Table 1.1). Additionally, there was not a significant difference between any of the
singular dependent variables. However, the predicted pattern emerged amongst all of the dependent variables and the
DV Mean Variable. The same held true for single females (see Table 1.2).
Table 1.1 – Females

Table 1.2 – Single Females

Variable
DV Mean

HR
3.57

LR
3.26

Sig
0.12

Variables
DV Mean

HR
3.51

LR
2.91

Sig
0.26

Overall

4.73

4.49

0.425

Overall

4.27

3.82

0.571

Frequency

4.67

4.47

0.492

Frequency

4.09

3.71

0.636

Partners

1.53

1.38

0.381

Partners

1.82

1.24

0.056

New

2.67

2.22

0.121

New

2.82

2.47

0.625

3.74

0.065

Social

3.55

0.069

Social
N

4.25
73

77

N

4.55
11
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Study 2
H2: Resources given to a female by a male will increase her willingness to engage in sexual activities with the
male.

Participants
In order to test Hypothesis 2, 195 MTurk users were paid $0.20 in return for their participation in the experiment.
The sample was comprised of 82 (42%) female, with a mean age of 35. Again, due to the nature of the experiment,
sexual orientation was measured showing that 88% of the respondents were heterosexual.

Method
As in Study 1, an experimental survey was created on Qualtrics and distributed on MTurk. It was a 2 (high x low
economic resources) by 1 (sex drive) study. The economic resources in this study were resources that are given to the
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participant, instead of resources that are owned. The participants were evenly divided between each resource
condition. The independent variable manipulation is below.
Suppose you met someone of the opposite gender at your local bar. You have never met this person before, but
they approach you and conversation begins. The person is attractive and has a genuine personality. They offer to buy
you a drink and you accept their offer. Throughout the night, they buy you (five/one) drinks and both of you have a
good time. When it is time to leave, they suggest both of you go back to their place.
The reason for alcoholic drinks being in the manipulation, is that they have been consumed by 86 percent of
Americans 18 and older at least once in their life (SAMHSA 2015 National Survey on Drug Use and Health, Table
2.41B) and therefore should be highly accessible in peoples’ minds.
Like Study 1, the dependent variables in Study 2 were created to measure sex drive and habits of females. Again,
each variable was rated on a scale of 1-7, with 7 being the highest sex drive indicator and different anchors on each
end. The layout of Study 2 was that of Study 1. The following is the list of dependent variables. How willing would
you be to go home with this person? How willing would you be to stay the night at this person’s house? How willing
would you be to have sex with this person? How willing would you be to go on a date with this person? How often
would you like to have sex with this person? Do you feel obligated to have sex with this person?

Results
Just as in study 1, a composite dependent variable indicator was created by taking the mean of all the dependent
variables, which was called DV Mean. An independent samples t-test was conducted between females of the high and
low drinks condition, which revealed no statistically significant difference in the DV Mean (LD= 2.78, HD= 2.92, pvalue= 0.635; see Table 2.1). Additionally, there were no significant differences in any of the individual dependent
variables. However, in each sex drive variable, except Go Home, the pattern emerged where the mean for High Drink
females was higher. Among single females, all HD means where higher (See table 2.2).
Table 2.1 – Females
Variable
DV Mean
Go Home
Night
Sex
Date
Overall
Frequency
Obligated
N

LD
2.78
2.75
2.18
2.41
4.66
3.02
2.84
1.59
44

Table 2.2 – Single Females
HD
2.92
2.74
2.34
2.61
4.84
3.08
3.16
1.82
38

Sig
0.635
0.972
0.656
0.624
0.665
0.889
0.434
0.489

variables
DV Mean
Home
Night
Sex
Date
Overall
Frequency
Obligated
N

LD
2.23
2
1.6
1.8
4
2.3
2.2
1.7
10

HD
3.17
3.17
2.83
3
4.33
3.33
3.5
2
6

Sig
0.165
0.112
0.109
0.189
0.725
0.285
0.209
0.651

General Discussion
Overall, the patterns emerged in both experiments despite not being statistically significant. This is partially due
to high variance caused by large individual sex differences. Females, when given or owning relatively more resources
than their reference group, have a higher sex drive. This is in direct accordance with both SST and SET; the more
resources are given to females, the more willing they are to engage in sexual activities.
The standard deviation in Study 1 for the HR condition was 1.08 and 1.33 in the LR condition for females.
Similarly, for Study 2, females in the LD condition had a standard deviation of 1.33 and the ones in the HD condition
had a standard deviation of 1.44 for the DV Mean. The most likely reason for this high variance is large individual
sex differences. There are many influences on sexual habits, including biological and cultural (Baumesister et al.
2001).
With so many types of factors and variations within each factor, there is a wide spectrum of baseline sex drives
amongst males and females (Baumeister et al. 2001).
One issue with this experiment is the alcoholic drinks. Consent with the drinks seemed to affect the responses,
especially with the High Drinks conditions. Numerous answers to the question of “Please explain your reason for
wanting or not wanting to have sex with this person” were center around the issue of not being in the state of mind to
make good decisions. These concerns could easily lead to responses that show a suppressed sex drive. Even though
the stimulus did not indicate any level of intoxication, the stimulus still affected people as if it did.
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Conclusion
This research was conducted in order to better understand how economic resources affect females sex drive, and
more generally, mating habits. The experiments were focused on female short term mating and the influence of
resources on it. They revealed that both given and owned resources have the potential to increase female sex drive of
individuals. If individual sex differences and relationship status is controlled for, there should be more clear
differences between high and low resources.
By understanding the influence of economic resources on sex drive, marketers get a deeper understanding of
mating itself, which is a huge part of human life. This knowledge can be utilized by marketers who recognize that the
act of selective gift-giving can play a crucial role in mating, especially for males, which they can then position
themselves to capitalize on. But with this, marketers must also recognize the influence all of their products have on
female mating, even if the products are not oriented directly towards mating activities themselves. Furthermore,
understanding this link between economic resources and mating can predict how future market and economic
conditions affect human mating. For instance, as the gender inequality decreases and the gross national income per
capita for females increases (UNDP Human Development Data), these findings predict that the female’s sex drive will
decrease as they no longer need the male as the source of resources. Additionally, this is another reason why the
distinction between given and owned resources is important.
Future research could focus on many different aspects of the relationship between economic resources and sex
drive. To start, research on gender differences in how resources affect sex drive should be conducted. Given the stark
differences of each gender in both sex drive and mating habits, there should also be a clear difference between them
in the affect resources have on mating. To expand the definition of what indicates economic resource potential in
males, future research could also explore the influence of gift-giving by males to females and how gift-giving itself
can impact a female’s sex drive. Additionally, the different effects of long-term mating resources and short-term
mating resources needs to be studied.
Lastly, the interaction of relationship status and resource influence on mating should be investigated.
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Are Energy Drinks Today’s Version of Hadacol?
Nezira Akobi, McNeese State University, USA
Jeffery Stevens, McNeese State University, USA
Md Al-Emran, McNeese State University, USA
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More than 200 brands of energy beverages are presently sold in the United States by positioning the respective
benefits of energy drinks, but their unintended side effects are far too alarming to be ignored. Although considerable
research has been conducted about the unsafe levels of caffeine in energy drinks, it’s not certain whether consumers
in southern Louisiana are more predisposed to energy drinks because of the presence of Dudley LeBlanc’s Hadacol™
over 60 years ago. Dudley LeBlanc burst on the scene with, perhaps, the precursor to modern day energy drinks,
Hadacol™, with a concoction of B vitamins and minerals plus its key selling point: alcohol. As part of our research
question, we will conduct a survey with approximately 300 responses. Appropriate statistical tools will be used to
analyze the results. The results will be examined with respect to our expectations.

Introduction
Energy drinks (ED) are beverages whose purpose is to vastly increase the energy of the consumer. Encyclopedia
Britannica defines energy drink as “any beverage that contains high levels of a stimulant ingredient, usually caffeine,
as well as, sugar and often supplements, such as vitamins or carnitine, and that is promoted as a product capable of
enhancing mental alertness and physical performance” (Rogers 2019).
“Energy drinks are distinguished from sports drinks, which are used to replace water and electrolytes during or
after physical activity, and from coffee and tea, which are brewed, contain fewer ingredients, and may be
decaffeinated. Energy drinks also differ from soft drinks, which either do not contain caffeine or contain relatively
small amounts of caffeine. Although some energy drinks are considered beverages, others, namely those
containing food additives (e.g., taurine or other amino acids), may be marketed as dietary supplements“ (Rogers
2019).
In addition to providing energy they are said to heighten mental alertness and enhance physical performance
(Bulut et al. 2014). Energy shots are more concentrated form of energy drinks (EDs) that are packaged in 57 ml bottles,
as opposed to the 236.6 ml or higher bottles of energy drinks. Examples of popular energy drinks and shots include:
Monster, Red Bull, Amp, Rockstar, and Five Hour Energy. Though more than 200 brands of energy beverages are
presently sold in the United States (Bulut et al. 2014), the leading brands, Red Bull and Monster, make a combined
annual gross profit of eight billion dollars (Jahnke and Kaipust 2017).
Over 60 years ago in the South, Dudley LeBlanc burst on the scene with, perhaps, the precursor to modern day
energy drinks, Hadacol™. It was a concoction of B vitamins and minerals plus its key selling point: alcohol.
Hadacol™’s content “was 12 percent alcohol (or 24 proof)” (Goins 2017, p. 26). Goins (2017, p. 30) noted that both
had the presence of B vitamins; however, energy drinks do not make any health claims, so they stay under the FDA’s
radar.

Hadacol Background
This leads us to ask, are consumers in southern Louisiana more predisposed to energy drinks because of the
presence of Dudley LeBlanc’s Hadacol™ over 60 years ago? Originally Hadacol™ was an extremely popular patent
medicine and miracle elixir that promised to cure everything from an aching back to athlete's foot. It was 12 percent
alcohol masking as a so-called preservative that also professed to provide mental acuity to those who regularly
consumed this wonder drug. This is not dissimilar to many of the promotions made by the energy drinks and energy
shots of today (Wundram, 2009).
Along these same lines, Hadacol™ made similar claims and validation process by experts more than 60 years
ago. “In 1950, LeBlanc offered large sums of money to anyone who came forth with a parrot that was trained to say,
‘Polly wants Hadacol’ (Wundram, 2009)." The parrot was to appear on TV and visit large drug stores. It was to travel
by limousine, reside in a gold cage and stay in only the finest hotels. No parrot was ever found, but the media ate up
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the offer. Senator LeBlanc's entrepreneurship hit its peak with his creation of the " Hadacol™ Caravan," which brought
Hollywood celebrities to ball parks around the country (Green, 2006). The Hadacol™ Caravan lineup was quite
impressive with the likes of Bob Hope, Lucille Ball, Mickey Rooney, Judy Garland and Hank Williams (Wundram,
2009).

Literature Review
Benefits of Today’s Energy Drinks
It is difficult to discuss energy drinks without noting their benefits; both perceived and objective. According to
Gallucci et al. (2016), the potential ability of EDs to increase mental acuity and motor activity is what makes them
attractive to students. Jahnke and Kaipust (2017) performed research examining the effects of energy drinks on
cognition and found supporting evidence. Jahnke and Kaipust (2017) found, ingestion of EDs improved subject’s
memory, performance on information processing tasks, performance on six composite cognitive function measures,
physical performance in muscle strength and endurance, and in alertness. Jahnke and Kaipust (2017) also reported
“evidence of improvement on subjective measures, such as anxiety and levels of stress”. The ingredients mostly
faulted for these benefits were caffeine, guarana and taurine (Bashir, Imran and Ali 2018; Jahnke and Kaipust 2017;
Malinauskas et al. 2007). Malinauskas et al. (2007) follows by disclosing that though low levels of caffeine prove to
increase cognitive abilities, the levels added to energy drinks may easily far exceed the necessary amount needed to
acquire those results (p. 39).

Prevalence
It is no surprise that the demographic in which energy drink consumption is highest is the one that is perceived
as and expected to have more energy. Young adults 18-24 consume 10.7 times more energy drinks than the 60 and
over age group (Bulut et al. 2014). Elitok et al. (2015) also found a higher prevalence in young people with lack of
discrepancy between sexes; revealing that both men and women consume energy drinks at equivalent rates. Reissig et
al. (2009) found in a study of 496 college students, that 51% of them consumed more than one energy drink per month
(p. 5). They additionally found that use increased if the student has had insufficient sleep, has an upcoming exam, is
working on a major project, drives automobiles for long periods of time, or needs supplemental energy in general.
According to Bulut et al. (2014) consuming energy drinks gives young people spare time to allocate to social activities.
Attipoe, Leggit, and Deuster (2016) postulates that a number of military personnel reported consuming energy drinks
because of the “edge” effects acquired after consumption. Attipoe, Leggit, and Deuster (2016) describe this “edge” as
a state of increased alertness and decreased mental fatigue.
Even with all of the positive ideas about energy drink consumption, young people still have their doubts about
them. Treloar et al. (2017) reported that though students indicated many positive perceptions of energy drinks for
alertness, they also indicated a negative perception of energy drink contents. Treloar’s study detailed that college
students had a negative perception of energy drinks with regards to health. This negative perception is possibly due to
previous studies’ reported discrepancies between the actual amount of caffeine in products and the amount of caffeine
on stated labels (Attipoe, Leggit, and Deuster 2016).

Ingredients in Energy Drinks
Ample research has been done about the unsafe levels of caffeine in energy drinks. Attipoe, Leggit, and Deuster
(2016) did a study analyzing the actual amount of caffeine contained in ED solutions compared to the amount stated
on manufacture labels, and found that 4 of 5 had amounts in excess of 100 mg. A study, implemented by Attipoe,
Leggit, and Deuster (2016), of 16 beverages reported 60% (10 of 16) of studied products had values within 20% of
the actual amount of caffeine listed on the label; with one having caffeine amounts 70% below the labeled amount (p.
1018). Webb (2018) states that EDs typically contain anywhere between 17 and 242 mg of caffeine per serving; not
per container, and there is a high possibility of one bottle containing several servings. Enriquez and Frankel (2017)
state that there may be supplementary quantities of unreported caffeine derived from common additives that are also
considered herbal supplements, and therefore are not subject to disclosure. Webb (2013) agrees that one cannot be
sure about the amount of caffeine contained in energy drinks and that they contain variable amounts of caffeine and
other additives (p. 62). Included in these additives are other energy-enhancing ingredients that mimic the effects of
caffeine (Jahnke and Kaipust 2017).
Aside from high levels of caffeine, energy drinks generally contain naturally occurring ingredients such as
guarana, taurine, and L-carnitine, plus any number of vitamins, minerals, and herbal supplements, sugars, and plant
products that naturally contain concentrated caffeine (Webb 2018; Webb 2013). Of all of the herbal additives
mentioned, taurine and guarana are the most spoken of in recent research. Taurine, an amino acid utilized to create
protein, is a natural component of meat and dairy products (Webb 2018; "Teacher Information Bulletin on Energy
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Drinks" n.d.). It is not only obtained from animal-based foods but can be made in the body. Though there is no
supporting scientific evidence, energy drink manufacturers postulate that taurine is added to their beverages to increase
energy and alertness ("Teacher Information Bulletin on Energy Drinks" n.d.). "Teacher Information Bulletin on
Energy Drinks" subsequently states that the long-term effects of regular taurine consumption via ED are not yet
known. Guarana, Paullinia cupana, is a naturally occurring herbal supplement from a South American tree. Although
guarana is high in caffeine, almost all EDs “do not include the caffeine from guarana when they list the total grams of
caffeine per serving” ("Teacher Information Bulletin on Energy Drinks" n.d.).
Energy shots, compared to energy drinks, contain more concentrated amounts of caffeine, have less ingredients
and consequently fewer calories (Webb 2013). According to Attipoe, Leggit, and Deuster (2016) energy edots also
contain B vitamins in excess of 2,000% of daily values based of a 2,000-calorie diet. Being a more concentrated form
of regular EDs, energy shots could possible cause more harmful effects because of their faster ingestion. A beverage
of a greater volume would take longer to consume, and therefore longer to reach the systemic circulation.
Though benefits of energy drinks exist, their unintended side effects are far too alarming to be ignored. So much
so that visits to emergency rooms resulting from energy drinks doubled between the 2007 and 2011 to 20,000 (Bashir,
Imran, and Ali 2018). Most common negative effects of energy drinks align with cardiovascular and neurological
systems. In a randomized placebo-controlled clinical trial, Jahnke and Kaipust (2017) found EDs to cause insomnia,
nervousness, increased pulse rate/palpitations, and activeness. Babu et al. (2008) lists unintended consequences of ED
consumption to be cardiac events, anxiety, seizures, tremors, vomiting, and death. "Teacher Information Bulletin on
Energy Drinks" (n.d.) adds caffeine withdrawal occurring 12 hours after ingestion as a major concern. Symptoms of
caffeine withdrawal include fatigue, lowered alertness, irritability, headaches, difficulty concentrating and restlessness
("Teacher Information Bulletin on Energy Drinks" n.d.).
Cardiovascular side effects found by all researchers consist of heart palpitations, tremors, arrhythmias, increased
blood pressure, and sudden death. These findings are consistent with The Journal of the American Heart Association’s
findings that a 32 oz of an ED, containing 320 mg of caffeine, raised blood pressure and increased the risk of a higher
cardiac QT interval, which is associated with sudden death. Elitok et al. (2015) agree that atrial and ventricular
arrhythmias arise from the consumption of EDs and faults taurine’s shortening of the duration of the action potential
and deceleration of the rate of terminal repolarization of the cardiac action potential, for the effects. Bashir, Imran,
and Ali 2018 fault guarana’s synergistic actions with caffeine for producing dangerous increases in blood pressure,
especially in someone with a preexisting or unknown medical condition. Enriquez and Frankel (2017) agree with both
Elitok et al. (2015) and Bashir, Imran, and Ali (2018) by acknowledging the antiarrhythmic effects of taurine and by
mentioning that guarana increased the caffeine content of ED. An intensification in caffeine content subsequently
increases the stimulants properties of the beverage. Findings of Thorlton and Colby (2018) were consistent with
Enriquez and Frankel (2017) that “enhancing ingredients (e.g., B vitamins, taurine, guarana, and other bioactive herbal
components)” enhance stimulant effect of ED. Additionally, the caffeine content derived from guarana is not included
on ED’s product labels, because guarana is considered an herbal supplement (Enriquez and Frankel 2017).
Some neurological effects experienced by energy drink consumers include anxiety, insomnia, nerve damage,
difficulty concentrating, psychomotor agitation, and decreased alertness. Attipoe, Leggit, and Deuster (2016) reported
that consumption EDs could lead to daytime sleepiness and sleep disturbances, and also addresses the potential of
sleep problems influencing other body systems such as the gastrointestinal system. Webb (2018) agrees that large
amounts of caffeine can cause skin conditions, gastrointestinal problems, liver toxicity, blurred vision, headaches, and
nerve damage. A study performed on identical twins found a positive correlation between lifetime caffeine intake,
caffeine toxicity and dependence, and various psychiatric disorders including major depression, generalized anxiety
disorder, panic disorder, antisocial personality disorder, alcohol dependence, cannabis and/or cocaine
abuse/dependence. Lastly, there is controversy on ED’s capability to promote weight loss. According to Webb (2013),
though they are marketed as products that promote weight loss, researchers suggested that energy drinks could cause
lipogenesis which contributes to obesity. Aside from the high doses of caffeine, ED contain high amounts of sugar
and are “sold in large, non-resealable containers,” forcing the consumer finish them in one sitting (University of
Maryland n.d.).
According to Babu, Church, and Lewander (2008) and University of Maryland (n.d.), a safe dose of caffeine
intake constitutes 400 mg or less per day; the lethal dose then ranges from 5 to 10 grams in a healthy adult. Researchers
consistently agree that the lethal level of caffeine is dependent on the individual. Jahnke and Kaipust (2017) stated
that the amount of caffeine that potentiates an effect on any given person “varies by personal factors, such as BMI,
medication use, genetics, age, medical disorders, and how much caffeine the person typically consumes.” Webb (2018)
constitutes that though 400 mg is safe for most adults, some patients have had negative effects from intake of only
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100 mg. Babu, Church, and Lewander (2008) agrees that patients with preexisting conditions are more susceptible to
adverse effects at lower doses. Moreover, Webb (2013) points out that due to genetic differences, some healthy adults
are more sensitive than others to caffeine; and that the effectiveness of caffeine on an individual depends on his/her
tolerance levels (p. 65). An individual who regularly consumes caffeinated beverages would build up a tolerance to
the caffeine, and thus be less affected by it. Additionally, many people drink more than the recommended one serving
per day or may drink other caffeinated beverages in conjunction with the EDs (Jahnke and Kaipust, 2017). Energy
drinks already contain anywhere between 80 to 500 mg of caffeine (Bashir, Imran, and Ali 2018). Consumption of
more than one serving or other caffeinated beverages during the same day would easily lead to lethal levels. Despite
the large range of caffeine content in ED, many do not specify amount of caffeine contained in the drink on their
product labels; this is an omission that is permitted by the United States Government (Bashir, Imran, and Ali 2018).

Labeling Regulations of Energy Drinks
Manufacturers of energy have the choice of recognizing their products as either beverage or dietary supplements.
Those recognized as beverages must comply with the Nutritional Labeling and Education Act of 1990 (NLEA) and
label beverages with conventional Nutrition Facts panels (Webb 2013). Whereas, those that are recognized as dietary
supplements must comply with the significantly laxer labeling requirements of The Dietary Supplement Health and
Education Act of 1994 (Webb 2013). Many ED manufacturers take advantage of these lax dietary supplement labeling
regulations. According to University of Maryland (n.d.), in contrast to active ingredients in beverages, active
ingredients in dietary supplements do not require prior U.S. Food and Drug Administration (FDA) approval, and the
FDA must prove that an ingredient is unsafe before a product may be taken off the market. Additionally, distributors
of products bearing a Nutrition Facts food label are not required to report serious adverse events (Thorlton and Colby
2018). While the FDA encourages these reports, they are on a voluntary basis (Webb 2018). Sadly, reporting of
adverse effect may not make any grand alterations due the difficulty of tracking them back to one specific ingredient
(Bashir, Imran, and Ali 2018). Moreover, some active ingredients in dietary supplements are exempt from FDA
approval for sale while doses of others are not obligated to be disclosed on the label (Bashir, Imran, and Ali 2018).
The FDA does not require ingredients on the Generally Recognized as Safe (GRAS) list to abide by the same
food tolerance requirements, therefore the contents of these ingredients are not required to be on labels. Ingredients
recognized as GRAS include caffeine, taurine, and guarana (Webb 2018). These GRAS ingredients are thus exempt
from the premarket approval requirements of the Federal, Food, Drug and Cosmetic Act (Gaynor and FDA 2015). In
the same note, the American Beverage Association only encourages manufacturers to disclose doses of caffeine on
product labels and does not require them to (University of Maryland. n.d.). Since disclosure of the amount of caffeine
as well as other ingredients, such as guarana and taurine, that may perpetuate the effects of caffeine, is not mandated,
it is difficult to tell exactly how much caffeine is in an energy drink (University of Maryland. n.d., Thorlton and Colby,
2018, Attipoe, Leggit, and Deuster 2016, Rosenfeld et al. 2014).
In contrast, disclosing the caffeine is required on Over the Counter Medication (OTCs) and products marketed as
food if caffeine is added to the food as opposed to naturally occurring. Attipoe, Leggit, and Deuster (2016) and Reissig,
Strain, and Griffiths (2009) agree that there is an inconsistency in the United States’ regulations of OTC medications
as opposed to energy drinks. OTC medications containing 100 mg of caffeine per tablet must include numerous
warnings on their labels, whereas a 500 mg bottle of ED is not even required to include its caffeine dosage. Webb’s
list of warnings that must be placed on OTC medication labels are mentioned below:
•

The recommended dose of this product contains about as much caffeine as cup of coffee. Limit the use of
caffeine-containing medications, foods, or beverages while taking this product because too much caffeine
may cause nervousness, irritability, sleeplessness and, occasionally, rapid heartbeat.

•

For occasional use only. Not intended for use as a substitute for sleep. If fatigue or drowsiness persists or
continues to recur, consult a physician.

•

Do not give to children under 12 years of age.

•

Directions: Adults and children 12 years of age and over: Oral dosage is 100 to 200 mg not more often than
every three to four hours. (Webb 2013, p. 63)

The Danger of It All
In addition to incorrect manufacturer labels, regularly ingesting ED could potentially heighten consumers’ risky
behaviors. After experiencing the rapid stimulant effects of EDs, consumers may purposefully ingest multiple
servings, believing that “more is better”, in order to acquire maximum energy (Reissig, Strain, and Griffiths 2009).
Moreover, the more they are experienced, the higher the dependence to these stimulant effects. Subsequently,
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dependence to the effects of caffeine potentiates dependence to other substances that foster the same stimulant effects.
According to Reissig, Strain, and Griffiths (2009), the rapid onset of stimulant effects provided by energy drinks may
encourage users to seek out the more intense effects of prescription and illicit stimulants (p. 8). Reissig, Strain, and
Griffiths (2009) also found in a study of 795 undergraduate students that, measures of masculinity and risk taking
behaviors were directly associated with frequency of ED ingestion (p. 3). In the same note, when co-occurrence of
substance use among drug abusers was examined, researchers found that dependence on caffeine, nicotine, and alcohol
were governed by the same factors. It is undoubtedly evident that the commonality of energy drinks could potentiate
harmful lifelong effects.

Purpose of the Research & Methodology
The purpose of this study is to investigate what McNeese business students know about energy drinks. What are
the popular brands in the Lake Charles metro area? How often do they drink energy drinks? How much do they know
about energy drinks? How do the students receive information about energy drinks? How important is pricing? Are
they familiar with the contents of energy drinks? How satisfied are they with their energy drinks?
A descriptive approach will be used in the upcoming study. The estimated sample size is 400 business students.
Sampling will be done via the nonprobability method of convenience. Data will be collected during the Fall 2019
semester. The college’s computer lab will be reserved, professors will be asked to invite the students to go to the lab
and take the online survey, and extra credit will be offered (once approved).
This is an initial study that will provide us with results from the specific area of Southwest Louisiana. We would
then propose further studies that would be larger and more geographically dispersed around the country.
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Summary Brief

Maximizers, Information Seeking Behavior, and
Decision Outcomes: A Meta-Analysis
Jeremy Morgan, University of Missouri-Kansas City, USA
In their quest to find the “best” possible outcome, maximizers have been known to prefer larger choice sets
compared to satisficers. However, this added propensity to consider more alternatives has not always meant that
maximizers make “better” choices. This counterintuitive phenomenon that maximizers, who sacrifice time and
cognitive resources to seek out larger choice sets, make worse choices has been termed by researchers as the
“Maximization Paradox.” This study, through meta-analysis, attempts to establish the Maximization Paradox over
the course of all peer-reviewed studies that measure maximization along with information seeking behavior and/or
choice making.
Gaining all information about all available options in a choice set is impossible. There is not enough time and the
amount of effort necessary to seek out all available input would be exhausting. Some rational decision theorists (Payne
1982; Payne et al. 1993) have hypothesized that there is a threshold of “good enough” in information seeking; there
is a balance between the benefits of seeking more information and the costs of time and effort. Once the threshold is
crossed, the decision maker will decide he or she has enough information and stop looking. Schwartz et al. (2002)
however, were not satisfied with this overarching one-size-fits all model. They believed that, when given more options,
different people would respond differently. Some people might be satisfied with a small assortment of information.
Others, though, may need more data before they feel comfortable.
The authors identified a personality trait, maximization, that determines where that threshold lies (Schwartz et al.
2002). On one end of the spectrum, maximizers seek out as much information as possible when making judgments.
They have a desire to examine every option and alternative. To be comfortable when making a decision, maximizers
“maximize” the amount of data available to them. In addition to processing more available information, maximizers
are more likely to seek out even more information. Satisficers, on the other hand, have a lower threshold when seeking
information (Schwartz et al. 2002).

Decision Outcomes and Interactions
Maximizers’ added propensity to consider more alternatives has not always meant that maximizers make “better”
choices (Bruine de Bruin et al. 2007). This counterintuitive phenomenon that maximizers, who sacrifice time and
cognitive resources to seek out larger choice sets, make worse choices has been termed by researchers as the
“Maximization Paradox” (Dar-Nimrod et al. 2009). Polman (2010) believes that maximizers make simultaneously
both good and bad decisions at a greater rate than satisficers. He found that by taking on more alternatives, maximizers
consider worse (as well as better) alternatives when trying to make choices. Maximizers sought 20% more alternatives
when making a decision than satisficers and made 7% more positive decisions. However, over three studies,
maximizers also utilized 35% more low-quality alternatives and made 13% more negative decisions (Polman 2010).

Meta-Analysis Methodology
Meta-analysis is a statistical tool used to analyze the results of multiple studies, aggregating their findings (King
et al. 2004). The end result of a meta-analytic study is a mean weighted correlation coefficient of all studies included
as well as the standard deviation of all correlations.

Pre-Test
We identified 18 papers that we felt sufficient for our pre-test; 19 studies and 5,582 observations were analyzed.
The effect size coded for this analysis was Pearson’s sample correlation coefficient (r). The sample correlation is used
in a majority of studies and provided a convenient metric for which to interpret and compare multiple effect sizes.
Studies utilizing other reported metrics were easily converted to r (Fern & Monroe, 1996).

Pre-Test Results
As the heterogeneity between sample effects was high (Q = 110.63) we utilized a random effects model in
analyzing the data. The association between maximization and information seeking was positive and significant (ES
= 0.1757, 95% CI = 0.1462 to 0.2051). By conducting a meta-analysis of available research, we conclude that there is
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a relationship between maximization and information seeking. Individuals showing higher levels of maximization
were more likely to seek out more alternatives as well as spend more time and energy in making decisions. This
conclusion supports Simon’s (1978) theory that maximizers seek out additional information when faced with a
decision. Satisficers on the other hand did not. They saw the minimal amount of information as “enough” and were
less likely to spend more cognitive or time-consuming resources seeking and processing additional information.

Full Dataset Development
Pulling from the literature review of several recent maximization development papers, a manual search of relevant
articles on Google Scholar, a customized raw search through the academic software Publish or Perish 4, as well as a
reverse citation search of Schwartz et al. (2002) and Iyengar et al. (2006), the authors were able to identify over 800
primary empirical papers related to maximization either as a personality trait or mind-set. From that list, the authors
identified 118 papers that match their criteria of being in the realm of either marketing or psychology, appear in peer
reviewed journals, and use Schwartz’s et al. (2002) concept of maximization as either a measured or manipulated
operational variable.

Discussion
Based on the preliminary results, the authors feel confident that a fully meta-analytic study will uncover the
relationship between maximizers and decision making. We wish to prove that maximizers, over the course of many
studies, continuously choose more alternatives, seek out more sources of information, and spend more time making
decisions. Furthermore, we hope to illustrate that maximizers are less consistent in their decision making and often
make worse decisions than their satisficing counterparts. We will investigate the satisfaction levels, regret, and
happiness of maximizers and ultimately discover whether product breadth plays a moderating role in maximizers’
decision outcomes.

References
Bruine de Bruin, Wändi, Andrew M. Parker, and Baruch Fischhoff (2007), “Individual Differences in Adult
Decision-Making Competence,” Journal of Personality and Social Psychology, 92 (5), 938-56.
Dar-Nimrod, Ilan, Catherine D. Rawn, Darrin R. Lehman, and Barry Schwartz (2009), “The Maximization Paradox:
The Costs of Seeking Alternatives,” Personality and Individual Differences, 46 (5), 631-35.
Iyengar, Sheena S., Rachel E. Wells, and Barry Schwartz (2006), “Doing Better But Feeling Worse Looking For
The “Best” Job Undermines Satisfaction,” Psychological Science, 17 (2), 143-50.
King, David R., Dan R. Dalton, Catherine M. Daily, Jeffery G. Covin (2004), “Meta‐Analyses of Post‐Acquisition
Performance: Indications of Unidentified Moderators,” Strategic Management Journal, 25(2), 187-200.
Payne, John W. (1982), "Contingent Decision Behavior," Psychological Bulletin, 92 (2), 382-402.
Payne, John W., James R. Bettman, and Eric J. Johnson (1993), The Adaptive Decision Maker, Cambridge
University Press.
Polman, Evan (2010), “Why Are Maximizers Less Happy Than Satisficers? Because They Maximize Positive and
Negative Outcomes,” Journal of Behavioral Decision Making, 23 (2), 179-90.
Schwartz, Barry, Andrew Ward, John Monterosso, Sonja Lyubomirsky, Katherine White, and Darrin R Lehman
(2002), “Maximizing Versus Satisficing: Happiness Is a Matter of Choice,” Journal of Personality and Social
Psychology, 83 (5), 1178-97.

182

Summary Brief

Information Framing and Remote Parking Lot
Perceptions
Richard Hawkins, University of West Florida, USA
James A. Mead, University of West Florida, USA
Steve LeMay, University of West Florida, USA
Traditional research on remote parking choice has focused on factors such as price, duration, and walking
distance. This summary brief focuses on walking distance in two contexts, airport parking and university campus
parking, adding to our understanding by using simple framing techniques on walking distance. This captures the effect
of information framing on consumer parking choice. Results indicate that willingness to park further away and walk
can be affected by how the distance information is framed.

Introduction
In many circumstances, a person must choose between available, inexpensive parking, and less-available, more
expensive parking. Included in this choice is the distance that the person must walk to reach a specific destination—a
sporting event, a show, or, as in this research, a gate at an airport and a class at a university. The context in which the
choice is made includes the degree of crowding, the time constraints, and the distance covered (Ma, Sun, He & Chen,
2013). However, airport parking includes more specific constraints that may be particularly idiosyncratic. In this
research, we examine the two specific circumstances in separate studies: Study 1 looks at university remote parking;
Study 2 looks at airport parking. In both instances, we examine a variable not previously found in the literature: the
manner in which information about distance is framed.

Remote Parking Literature
Hsu and Lin (1997) modeled airport parking demand, including parking at remote lots, with a goal of maximizing
operating revenue. They find that the addition of parking duration controls boost demand for remote parking.
Sattayhatewa and Smith (2003) add empirical analysis of parking choice at University of Wisconsin basketball, finding
that a redesign of intersection traffic signals can have a large effect on the usage of remote parking lots through
increasing travel costs to closer lots. Ma et al. (2013) looked at parking at the Bridge of Lama Temple. Their study
included six parking facilities. In their research, they collected survey data on stated preferences of tourists, finding
that costs, distance, and individual circumstances influenced parking choices.
A number of factors may influence parking choice, but price and distance dominate this choice at universities
(Cheu, Gurbuz, Balal, Zhang, Gao & Zhang, 2018). Universities usually deal with price through a decal system, with
each decal lasting a semester or and academic year. The decal restricts where the decal or pass-holder may park without
penalty. Within these constraints, the most important variable becomes distance (Cheu et al., 2018). The distance
variable has received little independent attention.
While there have been studies of remote airport parking in large facilities, most of them deal with large airports
where walking is not an option. The authors are not aware of any research conducted on airports where walking is the
only option for transportation from the parking lot to the terminal. One particular area that has not been researched is
the role of remote-parking-information presentation on drivers making parking choices. The hypothesis in this paper
is that framing parking information can affect parking choice. This could occur when drivers have poor internal
discriminability about the relative distance between a closer lot and the destination versus a remote parking lot. This
is similar to the phenomena described in Thomas and Morwitz (2005), where left digit pricing strategies, e.g., $19.99
versus $20.00, are more effective in select situations.

Study 1: University Remote Parking
The primary goal of study 1 was to investigate if framing the walking distance from a remote parking lot to
popular campus locations via three different methods (walking distance: in minutes/in steps/in miles) can influence
students’ willingness to pay for a remote lot parking pass, their perceived favorability of parking in the remote lot,
and their perceived distance of the remote lot to common campus locations.
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Method
Three hundred sixty-six students completed an online survey in exchange for course credit. In a 3-way betweensubjects design (walking distance: in minutes/in steps/in miles), students were shown a virtual sign for a remote
parking lot at the University of West Florida which described the walking distances to popular campus destinations.
The signs only differed in terms of how they described the distances. For context, students frequently drive past this
remote lot on their way to lots with shorter distances to most campus locations. However, the lots with shorter distances
to most campus locations are frequently full. The authors have observed plenty of parking available in the remote lot,
even during busy periods. After participants viewed the virtual signs, they were asked to answer a series of questions
about the remote lot, including their willingness to pay for a remote lot parking pass, their perceived favorability of
parking in the remote lot, and their perceived distance of the remote lot to common campus locations.

Results
We conducted a multivariate analysis of variance (MANOVA) to investigate if presenting walking distance in in
minutes/in steps/in miles influenced students’ willingness to pay for a remote lot parking pass, their perceived
favorability of parking in the remote lot, and their perceived distance of the remote lot to common campus locations.
Overall, the test of between-subjects effects indicates marginally significant differences were found in context to
students’ willingness to pay for a remote lot parking pass (F(2, 363) = 2.66, p = .072). Planned comparisons indicated
that participants were willing to pay significantly less for remote parking passes when distance was communicated in
steps (mean = $25.86, SE = $2.12) than minutes (mean = $31.77, SE = $2.08) or miles (mean = $31.82, SE = $2.08).
No significant difference was found between groups in terms of participants’ perceived favorability (e.g., unfavorable
vs. favorable) of parking in the remote lot (F(2, 363) = 73, p = .48). However, a significant difference was found
between groups in terms of participants’ perceived distance (e.g., Lot Z is very far from the College of Business) of
the remote lot to common campus locations F(2, 363) = 5.98, p = .003). Planned contrasts revealed that participants
perceived the remote lot as significantly farther from common campus locations when described in steps (mean =
4.39, SE = .14) than when the distances were described in minutes (mean = 4.15, SE = .14) or miles (mean = 3.7, SE
= .14). No other planned contrasts were significant.

Conclusions
While preliminary, this research suggests that students’ willingness to pay for remote parking passes may be
influenced based on how the distance to common campus locations is described in parking signage. Results suggest
that descriptions of distances in terms of steps should be avoided to increase willingness to pay and to reduce subjective
perceptions of walking distances. Further research will explore this effect in the context of airport parking.
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Panel Session

Best Practices in Teaching International Students
Nicole Kirpalani, LIM College, USA
Hyun Sang An, Minnesota State University Moorhead, USA
Lou E. Pelton, University of North Texas, USA
Haithem Zourrig, Kent State University, USA
There has been a significant increase in international student on many college campuses in recent years. The
panel will examine common behaviors seen in international students and will take a look at their expectations vs. the
professors’ teaching styles. Suggestions for best practices for teaching international students will be provided.

Introduction
The classroom environment in higher education has gotten more ethnically diverse, in part due to globalization
and the influx of international students. In fact, Pew Research estimates that 88% of the U.S. population will be
immigrants by the year 2050 (Passel & Chon, 2008); this parallels the ethnic diversity evidenced in the last U.S.
Census data (Nielsen, 2012). Yet, neither pedagogy nor systemic institutional efforts appear to address this seismic
shift in the internationalization of student populations.

Common Behaviors of International Students at U.S. Colleges
One of the prevailing cultural differences is the extent to which international students may feel uncomfortable
speaking in class, especially among the Asian population. For example, the South Korean educational approach is
notably lecture-based, didactic learning. Accordingly, many Asian students are not familiar with active discussions or
teamwork. Also, many international students do not like to be called on because they are worried about making
mistakes or their answers being perceived wrong by others in the classroom (i.e., "losing face"). In addition, some
international students are new to pedagogical approaches such as group projects, student presentations or peer
evaluations because these not widely employed in their home countries. Students who tend to be quiet are typically
no less attentive or less engaged. Therefore, with advance notice (and encouragement) they are able to greatly
contribute. Therefore, instead of posing an impromptu question to a student from China, instructors may consider
asking them to prepare a few comments for the next class meeting (e.g., "Would you be able to tell your classmates
about the fashion industry in China?”). They can also prepare visuals, which may help as well. Also, in the case of
international students being hesitant to give peer feedback, instructors will need to explain that students will learn
from both positive feedback and constructive criticism.

Differences between International Students and Domestic Students
•

Classroom Seating: The distance between seats in a classroom seems to be larger in Canadian and U.S.
colleges compared to French and Chinese colleges. Chinese students often prefer to sit very close to each
other, which makes it difficult for the professor when proctoring an exam or calling on a student.

•

Students’ Diversity: Canadian students are culturally more diverse than the U.S. and French students.
Canadian universities host international students originating from various countries as compared to Chinese
universities that host very few non-Asian international students, most of them are from Africa.

•

Group Size: When asking students to create groups, Chinese students prefer working with larger groups (i.e.
6 students), while French students as well as Canadian and U.S. students, prefer to work in smaller groups (3
to 4 students on average). Instructors have to be clear about expected group sizes.

Teaching International Students versus Domestic Students
•

Course Content: While many concepts taught in marketing are universal, illustrating certain concepts with
examples of local marketing is sometimes challenging, especially for more specialized courses such as social
media marketing. Instructors need to invest a lot of time to understand foreign social media platforms and
integrate these into the course design.

•

Course Delivery: Traditional lectures seem to be preferred by Chinese and French students, while in-class
discussions and flipped learning, would work better with Canadian and U.S. students.
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•

In-class Participation: Chinese students are less likely to raise their hands to answer a question; students are
generally hesitant to offer opinions or reactions. However, students sitting in the front of the room are more
likely to engage in a conversation or ask questions. Incentivizing participation, with extra points would be a
good option to increase in-class participation.

•

Exams and Grading: Chinese students have a higher preference for an exam with multiple choice questions,
and questions with short answers, rather than exams with essays. Further, Chinese students are less likely to
argue with the instructor about the grades they earned, while European, Canadian and U.S. students tend to
be more likely to ask questions about their grades and may even submit formal grade appeals.

Recommendations for Instructors Teaching International Students
We would like to focus on appreciating diversity while maintaining the primary reason for any international
student to enroll in a higher education institution abroad: experience. We believe that it is not advisable to provide
accommodations for international students that compromise their educational experiences. We do not need to modify
course content or delivery for an international student, even though the particular course format may not be their
preference. Rather, we should provide a learning and teaching platform that recognizes the incredible value-added
benefits that international students bring to the classroom. Also, it is our moral obligation to appreciate different
learning styles and cultural experiences and to integrate them into our learning and teaching.
The following recommendations may be helpful to instructors when teaching international students:
•

Make use of anonymous question feature in the online learning platform to motivate international students
to ask questions.

•

Consider recording the lecture portion of your class on video to assist students with potential language
barriers. They will then have the option of replaying the lecture.

•

Invite international students to bring examples from their home countries so students can compare, contrast
and discuss diverse topics in class.

•

Avoid generalizing when discussing students from a particular country (or international students overall),
because there are significant individual and situational differences.

•

If offered by the college/university, attend workshops on intercultural competencies. The workshop can help
instructors spot potential issues that international students may experience and address them with appropriate
strategies. Ultimately, these strategies will likely benefit all students in a class so that we can create an
effective community of learners. The workshop can also help instructors learn more about the education
system in foreign countries in order to be prepared when introducing students to pedagogical tools that may
be unfamiliar to them.

Overall, it is important to us that we do not focus on the perceived "shortcomings" of international students (such
as occasionally weak language skills, for example), but instead focus on the cultural diversity that international
students can bring to the classroom.
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Summary Brief

Investigating Privacy Practices: Ethical Standards and
the Impact on Brand Management
Hannah N. Starnes, East Tennessee State University, USA
Dana E. Harrison, East Tennessee State University, USA
Haya Ajjan, Elon University, USA
Highly effective customer experiences are often attributed to a brand’s ability to leverage and collect customer
data to predict needs, customize offerings, assess life-time value, and monitor customer behavior. The main problem
seems to be that due to ‘hard to understand’ privacy policies many customers are not clear about how their data is
being used by brands, or whether the data is being misused. The purpose of these research is to understand how the
perception of these policies impacts brand attitudes. Furthermore, researchers will propose how brands should
proceed responsibly in developing privacy policies and introduce innovative ideas in communicating the collection
and use of personal data.
Highly effective customer experiences are often attributed to a brand’s ability to leverage and collect customer
data to predict needs, customize offerings, assess life-time value, and monitor customer behavior (Harvard Business
Review 2017). The rate of data collection by brands has increased in the past decade. As a result, there has been a
greater interest in privacy and ethical standards surrounding data collection and use (Choi, Park, and Jung 2018; Lutz,
Hoffmann, Bucher, and Fiesele 2018). While many customers appreciate the personalized brand experiences, they
also desire control over the use of their data (Eastin, Brinson, Doorey and Wilcox 2016). The main problem seems to
be that due to ‘hard to understand’ privacy policies many customers are not clear about how their data is being used
by brands, or whether the data is being misused (Salesforce Research 2019).
In February 2019, a woman was awarded $10,000 for reading the fine print on an insurance policy purchased for
an upcoming vacation (Klein 2019). The lengthy policy had a surprise for people willing to forge through to the end,
but only one customer chose to complete the reading. Towards the end of policy, the customer read in bold, “Pays to
Read” where they were directed to contact the company about the award. Unfortunately, most customers consent to a
brand’s terms and conditions and generally forgo examining privacy policies (Steinfeld 2016). Furthermore, among
customers that review policies most only spend very little time reading (Steinfeld 2016).
The purpose behind privacy policies is to explain how personal information might be used by the brand.
Customers recognize the value in understanding how their data might be used and express certain expectations in
protecting their privacy. Thus, why are customers choosing not to review the policy when it appears to be an important
consideration? Prior research has evaluated the readability of privacy policies (Milne and Culnan 2004). Due to the
length (e.g., McDonald and Cranor 2008) and difficult to understand terminology, many privacy policies are
considered unreadable (e.g., Milne and Culnan 2004). In fact, research has shown that even law students could not
understand the terminology of privacy policies (Marotta-Wurgler 2014). Ultimately, customers are ignoring privacy
policies (Nissenbaum 2011) and they are proving an ineffective method of making the customer aware of the use of
personal information.
As a result, government regulations are on the rise to assist customers in protecting their privacy. In the European
Union (EU), the General Data Protection Regulation (GDPR) is a new directive that monitors privacy and data
protection for individuals living in European countries (EU GDPR.ORG 2019). In addition, the California Consumer
Privacy Act (CCPA) will take effect in 2020 and almost 20 more states are currently proposing legislations to protect
the use of personal information (Noordyke 2018). These regulations focus on giving control to customers to obtain
immediate access to the personal data possessed by the company, understand where the data has been distributed and
request to be forgotten where data is completely deleted.
Sixty three percent of customers participating in a Salesforce Research survey (of over 8000 participants) said
that they are more loyal to brands that explicitly explain how the data is being used (Sale Force 2019). Whether through
government or self-regulation, privacy policies offer a transparent look into ethical practices by companies. Ferrell et
al. (2019, p.492) defines business ethics from a descriptive perspective as “codes, standards of conduct, and
compliance systems and typically relate to decisions that can be judged right or wrong by customers.” Ethical practices
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play a role in a customer’s brand perception (Ferrell, Harrison, Ferrell and Hair 2019). Specifically, research has
suggested brand attitudes and brand trust (Aaker, 1996; Brown and Dacin, 1997) as important outcomes of a
consumer’s salient beliefs of how companies are functioning with regard to ethical behavior. Effective brand
management through consumer brand attitudes and trust is vital for the success of business (Kim and Peterson 2017).
The purpose of these research is to understand how the perception of these policies impacts brand attitudes.
Furthermore, researchers will propose how brands should proceed responsibly in developing privacy policies and
introduce innovative ideas in communicating the collection and use of personal data.
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The Cost of Being Responsible: A Study on Disclosing
Credit Card Minimum Required Payment through
Direct Mail Advertising to College Students
Feng Shen, Saint Joseph’s University, USA
Yi Shi, Drexel University, USA
Jin Sun, Reserve at Rose Tree, USA
Two experiments were conducted to explore the extent to which disclosing minimum required payment in credit
card direct mail advertisements to college students influenced perceived trust and brand attitude in the target
audience. In Experiment 1, we discovered that a more ethical 5% minimum payment requirement was perceived to be
less ethical than both a 1% minimum payment requirement and even the self-serving practice of withholding
information about minimum payment requirement. We attributed this unintended effect to a lack of both credit card
knowledge and long-term orientation in our sample. In Experiment 2, we discovered the intended effect of the more
ethical 5% minimum payment requirement when the participants were motivated to digest and understand
supplemental information about interest compounding. In other words, sufficient knowledge and/or motivation to
acquire sufficient knowledge are likely to determine whether socially responsible marketing will be appreciated by
the target audience.

Introduction
It has become increasingly important to recruit undergraduate students in credit card studies because they are
identified as one of the most vulnerable groups to credit card issuers’ aggressive marketing campaigns (Austin and
Phillips 2001) due to their lack of credit card knowledge (Pinto and Mansfield 2006). From a social contract
perspective, credit card issuers not only have a moral responsibility to disclose to college students the financial risks
of using credit cards (Austin and Phillips 2001), but will also benefit from college students’ positive responses to the
disclosure such as higher levels of perceived trust and more favorable brand attitude (Wang 2012). Nevertheless,
research on socially responsible marketing also indicates that corporations are not necessarily rewarded for being
ethical but experience unintended negative consequences if their socially responsible initiatives are perceived to be
certain losses for consumers (Luchs et al. 2010). The purpose of this research is therefore to explore the extent to
which information disclosure in a credit card issuer’s direct mail advertisements to college students negatively or
positively influences perceived trust and brand attitude in the target audience, and of particularly interest here is to
compare three practices in the disclosure of minimum required payment. The first one is no disclosure of minimum
required payment in credit card direct mail advertisements (hereinafter, referred to as “the non-disclosure condition”).
The second one is disclosing the minimum required payment to be 1% of the balance due in credit card direct mail
advertisements (hereinafter, referred to as “the 1% condition”). The third and last one is disclosing the minimum
required payment to be 5% of the balance due in credit card direct mail advertisements (hereinafter, referred to as “the
5% condition”). Because increasing monthly minimum payment decreases cardholders’ compounding interest charges
and consequently credit card issuers’ profitability, requiring a higher minimum payment, i.e., the 5% condition, can
be regarded as an act of altruism for credit card issuers (Navarro-Martinez et al. 2011) and should result in higher
levels of perceived trust and more favorable brand attitude than requiring a lower minimum payment, i.e., the 1%
condition, and withholding minimum required payment information, i.e., the non-disclosure condition (Wang 2012).

Findings
In Experiment 1, a one-way multivariate analysis of variance (MANOVA) was used to examine the differences
in perceived trust and brand attitude among the three conditions. The results indicated a significant difference in both
perceived trust and brand attitude. Follow-up Scheffe post hoc tests further indicated significantly less favorable
responses in the 5% condition than in the 1% condition in both perceived trust and brand attitude. The post hoc tests
also indicated no difference between the non-disclosure condition and the 1% condition in either perceived trust or
brand attitude. In addition, there was a significant difference between the non-disclosure condition and the 5%
condition in both perceived trust and brand attitude, meaning the 5% condition was the least preferred. In Experiment
2, a two-way Minimum Required Payment (1% vs. 5%) × Processing Motivation (low vs. high) MANOVA was used
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to examine the differences in perceived trust and brand attitude. The results indicated a significant interaction effect
of minimum required payment by processing motivation on both perceived trust and brand attitude. Simple effects
tests further indicated that when participants were motivated to process education materials about interest
compounding, those in the 5% condition reported more favorable responses than those in the 1% condition in both
perceived trust and brand attitude. Conversely, when participants were not motivated to process the materials, those
in the 5% condition still reported less favorable responses than those in the 1% condition in both perceived trust and
brand attitude.

Discussion
In Experiment 1, we discovered an unintended effect of the most ethical 5% minimum payment requirement. We
attributed this effect to a lack of both credit card knowledge and long-term orientation in our sample. In Experiment
2, we discovered the intended effect of the more ethical 5% minimum payment requirement when the participants
were motivated to digest and understand supplemental information about interest compounding. In other words,
sufficient knowledge and/or motivation to acquire sufficient knowledge are likely to determine whether socially
responsible marketing will be appreciated by the target audience, and this clearly indicates the importance to
incorporate persuasion theories such the elaboration likelihood model (Petty and Cacioppo 1986) in implementing
action plans to promote socially responsible marketing.
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Introduction
The role portrayal of women in advertisements has long been the object of scrutiny by feminists, sociologists,
researchers and other groups concerned about this issue. The stereotyping of woman was common theme in the
advertisings throughout the history of advertising, along with it they have also failed in depicting the contemporary
scenario even in the new advertisements. Despite the existing issue of stereotyping, advertising that challenge
stereotypical role of male and female, and stereotypical appearance of a women has been found in several different
contexts in mainstream advertising, especially in the advertisement of luxury fashion in the west. Indian advertisement
in this regard has not adopted the representation of varied women frames and lacks presence of LGBTQ community,
except a handful of advertisement in almost a decade. And therefore the objective of the present study is to identify
non-portrayal of women and LGBTQ community in Indian TV advertisements. For the purpose of this study the
authors have first conducted content analysis of 400 Indian advertisements of year 2018-19 of the fashion and lifestyle
industry, and in the second phase have conducted 20 in-depth interviews with women and LGBTQ community.

Literature Review
During the end of 18th century, the participation of women in labor force increased and they became cognizant
to the necessity of equal rights. This lead to a notable transformation of role of women in the society (Lundstrom &
Sciglimpaglia, 1977). Nonetheless, the advertising industry failed to keep pace with this shift in the evolved role of
women in advertisement (Ferrante et al, 1988). Das and Sharma (2016) documented the infamous representation of
women in advertising generally failing to represent women in diversified role and as rational decision makers. Instead,
often times, they only play an ornamental role in a campaign.
It has been largely demonstrated that women in advertising are portrayed in a stereotypical role affecting to an
extent young girls’ perception of gender roles. These typecasting of roles have been criticized by multiple groups
including but not limited to researchers, sociologists and feminists (Vitell et al., 1994). A similar kind of study has
been done in relation to Indian advertising by Das & Sharma (2016) documenting that women were portrayed mostly
as young, beautiful and dependent and that the advertisements failed to depict women as in their real life. In addition,
they were put in a decorative role not as articulate decision makers. Pounders (2018) has studied that the cultural shift
principally demands among women for inclusive portrayal of women in advertising as in real life in contrast to
portraying them in deleterious body shape.
“Stereotypes have been defined as a set of concepts pertaining to a social category (Vinacke, 1957). Whereas
gender stereotypes are the beliefs that certain attributes differentiate women and men (Ashmore & Del Boca, 1981).”
They have four different and independent components: trait descriptors, physical characteristics, role behaviors, and
occupational status (Deaux & Lewis, 1984). In 1960, the commodization of women in advertising was widespread
(Joseph & Sharma, 1994) and was a major disturbing cultural product in advertising (Zoonen & Wieten, 1994). With
the advent of new channels of media and influence of advertising, this portrayal is set to be virulent in India in near
future (Joseph & Sharma, 1994).
In the landmark study conducted by Courtney and Lockeretz (1971) in USA, they observed that although the
magazine advertisements reflected the world as a whole, they failed in depicting the role of women’s true range within
our society. The most commonly depicted traits included showing women’s dependency on men & their clear absence
in in making important decisions. Women were primarily viewed as sexual objects or that their place was in home.
Venkatesan and Losco (1975) analyzed magazine advertisements appearing between 1959 and 1971 and found that
women were increasingly being portrayed as overachieving housewives in contrast to their representation as sex
objects as in advertisements of previous decade.
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Belkaoui and Belkaoui (1976) concluded that despite of the heterogeneous roles in which women of present
society are involved, mass media especially advertising industry had failed in justifying this through their campaigns.
They were still living in the pre-women's liberation era and portrayed the common stereotypes prevalent in the
advertisements during early 1970s. Nonetheless, the perception of women’s consciousness of conventional role
portrayals is decidedly reliant on the individual’s point of view. The indication of noteworthy principles with respect
to gender and feminism is conditional to the inner composition of self. Lundstrom and Sciglimpaglia (1977) outlined
that stereotypes were unacceptable to young, influential, educated and upper status women. They were articulate about
the traditional role portrayed in advertisements and had a critical attitude towards it.
Pictures or advertisements were biased towards gender role (Goffman, 1979). Women were depicted in unserious,
childlike, and submissive roles. Subordination was a common attribute in their functional role and they were tolerant
towards it, while this was not the case for the opposite gender. Girls and young women have been extremely
predisposed by this kind of mediated images showing extremely thin women models resulting in decreased self-esteem
and self-image for one self. This commonly leads to dissatisfaction of body image resulting in severe conditions such
as depression, bulimia and anorexia (Becker & Hamburg, 1996). There is an increased divergence between ideal body
shape and the real body shape of women (Spitzer et al., 1999) as more than 50% and more than 90% of the models
in fitness and fashion magazines were respectively are thin (Wasylkiw, et al., 2009).
It was conjectured that thin models were more likeable than their counterparts (Kahle & Homer, 1985) were and
therefore made the endorsed products more attractive making a positive impression (Joseph, 1982). However, it was
noted that when a plus size model promoted the particular brand, the results were not as adequate as expected when
instead it is promoted by thin model. (Meyers & Biocca, 1992). Contradicting the statement, D'Alessandro and Chitty
(2011) examined that when a consumer is exposed to realistic body shape, there is seldom a variation in the trust factor
and source of the brand. There was an exception to this when a brand was being promoted by a medium thin model
instead of a medium-fat model. The consumers’ preference was noticeable with an alteration in brand attitude as
former being perceived as more desirable. However, it created the possibility that using a realistic body shape with
slightly larger women could also be effective. The construction of idyllic beauty standards abets by multiple factors;
however, mass media seems to be the most influential channel by providing many specimens of such unrealistic
beauty. Jean Kilbourne documented that “Most teenagers are sensitive to peer pressure and find it difficult to resist or
even to question the dominant cultural messages perpetuated and reinforced by the media” (Kilbourne, 1999).
It has already been discussed that typecasting physical features can lead to reduced body satisfaction in women,
and a similar effect can be seen by typecasting role behaviors that might hurt the prospects of self-growth. Stereotyping
professional portrayals too can result in disadvantages in females’ occupations. Thus, avoiding stereotypes and
attaining a life of equal opportunities for all genders is a central concern of gender policy and a societal concern in
several societies (Åkestam et al., 2017). In China during 1980-2001, although the frequency of occurrence of women
in advertising was superior to their male counterpart, their portrayal as youthful, thin and beautiful was excruciatingly
similar to the portrayal of women in western mainstream media (Ye et al., 2012). This particular observation prevalent
in Chinese advertising is also reflected in German mainstream media. Young dependent women, generally of not more
than in their early 30s were the product users and portrayed using homebased products as compared to men. (Knoll et
al., 2011).
Baumann and Laat (2012) supported this claim and documented that women who were older very not as
frequently promoted as product users in media. There was a radical difference in age of the women represented in
prime-time TV advertisements where younger women are well-represented and played significant societal roles as
compared to underrepresented retiring older. An explanation to the underrepresentation of older women can be that
older women themselves do not prefer to see models of similar age group in media especially advertising. It should
also be kept into consideration that older women may not probably be the target audience for a newer product and
there is a lack of relatability because of the same (Greco et al., 1997).
In spite of the predominant facets of labelling, there are a number of contexts where advertising that contest the
stereotypes can be found, from portrayals in mainstream media like multiethnic dating, homosexual couple or stay-athome dads (Åkestam et al., 2017). Similarly, for instance, a campaign was launched by Dove in the early 2000s viz.
“Campaign for Real Beauty’, featured on multiple channels specifically billboards, television and print. This campaign
defied the doctrinaire portrayal of beauty and encouraged women and society to reexamine this representation (Bissell
& Rask, 2010). Another such campaign was propelled by P&G in 2014 instigating the campaign #AerieREAL. An
important key objective of this campaign was to encourage body positivity by featuring unretouched models. The end
users did not only applaud the campaign but its positive effects also echoed in the company’s sales growth (Brown,
2014). The proliferation of plus-size models in mass media is apparent. Ashley Graham, a plus-size model and body
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activist has been featured on the cover of coveted international fashion magazines including the likes of Sports
Illustrated Swimsuit Issue (Pounders, 2018) and Vogue (along with other models). She has also lately signed a contract
with American cosmetics giant Revlon.

Research Objective
To analyze non-portrayal of women bodies and LGBTQ community in Indian television advertising.

Methodology
The purpose of this study is to explore the non-portrayal of women bodies and LGBTQ community in Indian TV
advertisements. The paper is therefore divided in two phases. In the first phase content analysis is done and 400 Indian
television advertisement of year 2018-19 have been analysed. In the second phase of the study the authors have
conducted in-depth interviews and have interviewed members of LGBTQ community and women who do not fall
under the ideal social and media definition of beautiful, but are the real women with different types of body shapes
and appearance. To analyse advertisements the authors developed evaluation parameters from prior literature and
applied content analysis for analysis. To analyse the in-depth interviews the author adopted thematic analysis method
and developed the model of non-portrayal of women and LGBTQ community.
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The Affluenza Epidemic: Exploring the Moderating
Influence of Value Congruence
Laura A. Flurry, Louisiana Tech University, USA
Krist Swimberghe, The University of Texas at Tyler, USA
Juliann Allen, Louisiana Tech University, USA
The current study examines the influence of value congruence on the relationship between materialism and
subjective well-being in the context of adolescent materialism in the family environment. The study proposes a
theoretical foundation of person-environment fit, which maintains that when an individual’s personal values and the
values in one’s environment are complementary, the individual experiences enhanced well-being. Evidence shows
that when the degree to which an adolescent prioritizes materialism as a personal value aligns with the degree to
which a parent prioritizes materialism as a personal value, the adolescent reports higher subjective well-being. The
findings imply that the value of materialism itself does not necessarily lead to negative outcomes during adolescence.

Introduction
Can money buy happiness? Some consumers, generally considered to be highly materialistic, believe that it can.
Acquiring possessions with the goal of achieving success in life is often regarded as a negative practice, as one’s focus
is shifted from the inner self to the enhancement of the extrinsic self through materialism. In extreme cases,
materialism can evolve into affluenza, a subjective malaise that affects wealthy young people and results in chronic
life “dissatisfaction, depression, debt, overwork, stress, and impaired relationships” (“Affluenza” 2018). While there
is ample research asserting that materialism is detrimental to well-being, the nature of this relationship for adolescents
is not well understood (Richins 2017). The current study examines the moderating effect of parent-child value
congruence on the relationship between materialism and subjective well-being of adolescents.

Materialism in Adolescents
Materialism is defined as “a value orientation in which materialists place a high value on acquisition as a means
to reach important life goals” (Richins 2017, p. 481). In Richins’ (2017) framework, materialism is the product of a
child’s learning from daily events and the influence of cultural and family environments. From daily events, a child
discovers how to evaluate one’s available tangible and intangible resources and how to apply these resources to best
accomplish his or her goals. Over time, children learn the value of material possessions as tangible resources in shaping
outcomes, such as a sense of self-identity and an understanding of how tangible resources reinforce or enhance selfidentity. Also, Richins (2017) suggests that although not yet examined in research to date, it is likely that adolescents
learn materialistic values from observing their parents’ materialistic values and behaviors.
Research on materialism has consistently indicated a negative association with consumer well-being. Materialism
is linked to higher levels of depression, higher levels of anxiety, and lower life satisfaction (Dittmar et al. 2014). In a
meta-analysis of the effect, Dittmar et al. (2014) find that materialism is negatively correlated with well-being;
however, materialism explains less than 4% of the variation in well-being. The meta-analysis also indicates that
studying or working in a materialistic environment lessens the negative effects of materialism. Therefore, research
should examine whether the family environment provides a temporary respite from the negative effects of materialism
for adolescents. Adolescents who embrace materialism as a personal value may actually benefit, rather than suffer
negative outcomes, in the family environment when parents embrace the same value to a similar degree.

Person-Environment Fit Theory and Value Congruence
Schwartz (1994) defines values as “desirable transsituational goals, varying in importance, that serve as guiding
principles in the life of a person or other social entity” (p. 21). Person-environment value congruence, or personenvironment fit, is defined as the similarity between a person’s personal value priorities and the value priorities
prevailing in his or her environment (Stromberg & Boehnke 2001). Congruity of individuals’ values and their
environment has been shown to produce positive subjective well-being regardless of the specific value (Sagiv &
Schwartz 2000). By extension, it is expected that children who express the same values as their parents will experience
positive subjective well-being and be encouraged to achieve their mutual goals. In contrast, children who are in conflict
with their parents’ values will suffer lower subjective well-being and likely be sanctioned. This can be stated as,
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H1: The impact of materialism on subjective well-being is moderated by the value congruence of the family
environment. Specifically, the negative effect of materialism on subjective well-being should lessen in
families where the parent and the adolescent embrace congruent materialism values.
H1a: Adolescents in a congruent materialism value environment will experience greater life satisfaction than
adolescents in a conflicting materialism value environment.
H1b: Adolescents in a congruent materialism value environment will experience less depression than
adolescents in a conflicting materialism value environment.

Method and Results
A national online panel was employed to collect survey data from adolescents and their parents. The authors
examined the variables of youth materialism, parental materialism, cognitive subjective well-being, and affective
subjective well-being. The authors considered an objective fit assessment of value congruence in the family
environment by computing the interaction between an adolescent’s assessment of his or her own materialism and that
of the parent’s assessment of his or her own materialism. The findings suggest that in a materialistic household (high
parental materialism), as an adolescent’s materialism increases, so too does the adolescent’s satisfaction with life. In
a low materialism household (low parental materialism), as an adolescent’s materialism increases, he or she
experiences less satisfaction with life. In the same way, when adolescent materialism increases in a higher materialism
household (i.e., value congruence), adolescents experience less depression. Overall, value congruence of the family
environment may temporarily buffer young people against the negative effects of materialism. Although the current
research implies that materialistic children living in materialistic homes can experience short-term enhanced wellbeing, the long-term effects of the relationship remain unknown. Materialistic parenting, or the use of material goods
to shape children’s behavior, may have long-term negative effects for adolescents. While happy in the short term,
these materialistic children may grow into disadvantaged adults with unrealistic expectations and materialistic values.
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Summary Brief

Denomination and Regional Effects on the Marketing
of Religion
Noelle Butski, University of Wisconsin-Whitewater, USA
Maxwell K. Hsu, University of Wisconsin-Whitewater, USA
Robert E. Boostrom, Jr., University of Wisconsin-Whitewater, USA
As an industry Religious Organizations under an immense amount of pressure as cultural forces and attitudes
about religion change in a more secular direction. Effective digital marketing can help religious organizations
accomplish these goals and thrive. Despite this, many religious organizations continuously fail to adequately budget
for marketing activities and ignore basic marketing strategies and tools. This paper adds to the growing effort to
better understand the intersection of religion and marketing. Focusing on the impact of packaging and promoting
denominations and worship experiences, this study considers the interaction of belief systems and denominations with
the practices of marketing.
Marketing ideas, strategies, and tactics apply across most fields (Kotler and Levy, 1969). The connections
between religion and marketing have been closely analyzed in the last couple of decades. Special issues in the Journal
of Macromarketing (e.g., Benton 2014) and the Journal of Marketing Management (e.g., Huseman and Eckhardt
2019), and the development of outlets such as the Journal of Islamic Marketing (e.g., Wilson et al. 2013), are proof
positive that marketing scholars are paying attention to the intersection between religion and marketing-related
concerns.
This study was broken into two parts: structured interviews and an audit of websites and social media pages of a
variety of religious organizations. A total of 7 religious leaders were interviewed covering the following
denominations: Baptist, Buddhist, Jewish, Lutheran, Methodist, Non-denominational Christian and Roman Catholic.
All respondents were located in the Chicagoland area with the exception of one which was located in Southern
California. For the website audit, nine denominations were selected, in four regions, within three types of population
areas for a total of 108 religious organizations. Websites for religious organizations were rated across multiple
categories based on quantitative criteria.
Through quantitative analysis of interview content, it was found that Facebook was the most-mentioned word
across all interviews. This was supported by the website audit as well, with 94% of religious organizations using
Facebook. Additional findings were that religious organization web usage does not appear to align with the likely
habits of their target markets, with less organizations using YouTube (20%) than rate of potential church members
(73%). Other issues were found with online marketing activity of religious organizations suggesting opportunities
exist to improve their online presence and thereby attract more members.
Further work is intended to be done with the data to review what has been collected at a greater level of granularity
to investigate possible differences related to region or denomination. Analysis, at the time of submission, is ongoing.
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Summary Brief

Impact of Cause Choice & Psychological Ownership
on Consumers’ Subsequent Donation Behavior
Md Al-Emran, McNeese State University, USA
Md Rokonuzzaman, University of Wisconsin-Eau Claire, USA
Ahasan Harun, The University of Texas Rio Grande Valley, USA
Although considerable research has examined the effectiveness of cause-related marketing (CM) as a marketing
strategy, very little research has examined if and how cause-related factors affect consumer altruism. Most of the CM
literature are consistent with the finding of positive effect on consumers response of donation but we are unsure
whether people will respond equally in their subsequent donation when there is a similar charitable cause to donate.
Hence, our quest is to see if consumers show any different appeal when there’s a different CM action.

Introduction
Firms often engage in cause-related marketing as a part of its corporate social responsibility (CSR). Cause-related
Marketing (CM) is defined as a “firm’s contribution to a designated cause being linked to customers’ engaging in
revenue-producing transactions with the firm” (Varadarajan and Menon 1988, p. 60). By engaging in Cause-related
marketing (CM), firms are expected to not only improve financial performance but also support a social cause. Because
of its growing popularity, CM is now in practiced worldwide, and in USA alone, cause-related marketing expenditure
is expected to keep increasing in future (Cause Marketing Forum 2011). CM programs have been found to result in
outcomes such as customer satisfaction, positive consumer attitude, and purchase intention (Pracejus, Olsen, and
Brown 2003; Strahilevitz and Meyers 1998; Brown and Dacin 1997).
Given the importance of cause-marketing, the objective of this research is to investigate how consumers’
willingness to engage in altruistic behavior such a donation is affected by different factors related to the cause. Unlike
corporate giving or philanthropy, cause-related marketing (also called cause-marketing) is any type of marketing
activity (that doesn’t necessarily subject to tax-deductible) with non-profit partners or individuals to benefit social and
other charitable causes.

Theoretical Framework
Cause marketing (CM) or Cause related marketing (CRM) literature suggests that CRM has positive effect on
consumers response (Ross et al. 1992). It is common that people donate to non- profit charitable organization (Paul et
al. 2002) and this might be voluntarily or non-voluntarily. Charity through non-profit organization is also questioned
today. However, people might be more willing to donate if they know that donation is going directly to the needy
people they are intending to. Their findings also suggest that people who volunteer donated more than who don’t
volunteer. Paul et al. (2002) study further finds that in case of voluntary donation, interested individuals or parties
carefully read the annual report of non-profit organizations involved in charity on how they use the money for the
social needs or causes. Although most of the CM literature are consistent with the finding of positive effect on
consumers response of donation but we are unsure whether people will respond equally in their subsequent donation
when there is a similar charitable cause to donate. Mental accounting theory (Thaler, R. H., 1985) indicates that
people’s need to be altruistic will reduce in the future if they engage charitable activities in the past.
We define cause engagement intention as the consumers degree of willingness to participate in the cause by
making donation. Consumer tend to view cause related engagement as means to contribute toward the society (Creyer
and Ross 1997). Depending upon the type of cause, consumer will feel different level of involvement. If a consumer
is more involved with a particular cause, he/she may feel compelled to engage with the campaign (Grau and Folse,
2007). Thus, type of cause may evoke different level of perceived personal importance with the cause or stimulus. For
example, recent disaster situation may appear to be more important than other ongoing causes (Ellen, Mohr, and Web
2000). This involvement may lead to positive attribution toward the company and consumer may feel guilt for not
participating in the cause. This factor may lead the consumer to engage in the cause by donating money.
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Method: Experiment Design, Participants and Procedure
We employ an experiment with 2 (Donation Choice: Multiple options vs Fixed option) x 2(Ownership of
Donation: High ownership vs Low Ownership) between subject designs. Participants will be recruited from online
panel and received monetary compensation. This recruitment method ensures sample that better generalizes to the
population at large. Participants will be exposed to different scenarios for treatment. Each treatment group will see a
scenario with combination of manipulated variables. The experiment will be conducted via Qualtrics. After exposing
the participants with the scenario, they will be given a questionnaire to measures dependent variables and to check
manipulations. The questionnaire will also include measures of covariate and some demographic questions. To
validate measures, a series of pretests will be conducted utilizing the appropriate student samples (both male & female
undergraduate college students).
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Summary Brief

Why Can’t We Be Friends? An Exploration into
Interdisciplinary Team Projects
James Blair, Eastern Kentucky University, USA
Jennifer Koslow, Eastern Kentucky University, USA
In the workplace, employees from different departments and backgrounds often work together. This sometimes
results in less than optimal performance when employees have issues communicating and working with employees
from other departments. Prior to their professional career students work in teams preparing themselves for similar
project experiences. This research explores how student team members from different classes and academic fields
work with one another on a live-client project. Findings from this study provide insights into problem areas between
team members as well as benefits of having multiple disciplines working together.

Introduction
In the work environment, employees often work together to solve problems the business is facing, launch new
products, prepare for expansion efforts, or work on some other initiative. Projects can help organizations achieve goals
and billions of dollars are spent on them annually (Williams 2005). Sometimes we see arguments between employees
from different departments, communication issues, and a final project that does not meet initial expectations. Diversity
amongst team members has made it difficult for cooperation on projects (Jackson & Ruderman 1995). Employees
representing these different departments speak different languages, have different priorities, and do not always work
well with each other.
In the classroom, instructors have been moving towards experiential learning where they are attempting to
simulate actual work experiences and environments (Kolb 1984). This provides students with a unique experience
where they can apply concepts learned in the classroom to assignments mimicking what they will experience in their
future professional careers. One common way to do this is through team projects (Bobbitt et al. 2000). Team projects
provide students an opportunity to work with one another to achieve a final goal and work on several skills. These can
include written communication, oral communication, critical thinking, and teamwork skills (Corbin & Glynn 1992;
Goretsky 1984; Lamb & Baker 1993).
This research explores these areas through the use of team projects across different disciplines. An honors biology
class on American chestnut trees in Appalachia and a marketing class on consumer behavior worked on team projects
for a live-client, The American Chestnut Foundation. These projects involved teams creating promotional materials
and a plan for the client. There were two types of teams. The first were interdisciplinary teams. These teams consisted
of students from the honors biology class and marketing class working together on the project. The second were
homogenous teams, which only consisted of students from the marketing class.

Background
Similar to the work environment where we have different departments who work in silos, we sometimes see
academic disciplines operate within their own territory as well. The literature has referred to these different academic
disciplines as tribes (Becher 1994; Becher & Trowler 2001). These academic tribes are said to have their own
languages and research areas (Becher 1994; Rorty 1979). These academic tribes resemble different departments in
work environments, which might also have their own language with acronyms or keywords they are more familiar
with than others.
With the ever competitive higher education landscape (Portnoi & Bagley 2015; Temple et al. 2014), course
instructors hope to increase enrollment numbers in courses and the number of students pursuing a degree in their field.
Instructors would benefit from understanding how to increase participation likelihood, recommendation likelihood,
and perceived satisfaction associated with team projects in their courses.
Role ambiguity and role conflict come from role theory, which suggests everyday activities are the result of acting
out socially defined categories. Each role has set duties, expectations, norms, rights, and behaviors individuals face
and fulfill (Biddle 1986; Sheth 1967). We observe that different experimental situations like workplaces and homes
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have distinct cultures and expectations for individuals (Morf 1989). It is important for individuals to understand what
these roles are and how they can successfully fulfill them by engaging in particular behaviors.
Lastly, we examine team commitment. Our concept of team commitment comes from the managerial concept of
organizational commitment. This is defined as the strength of an individual’s identification and involvement with an
organization (Mowday, Steers, & Porter 1979) or in our instance a team project. This comprises of three factors. (1)
Believing and accepting the goals and values of an organization. (2) Willing to exert effort for an organization. (3) A
desire to maintain membership with an organization (Meyer & Allen 1991).

Key Findings
Students participating on teams comprised of only marketing students (m = 4.85, SE = 0.11) rated their ability to
make an informed evaluation of teammate contributions significantly higher than students participating on teams
comprised of honors and marketing students (m = 4.49, SE = .09) (F = 6.65, p = .01). The students participating on
teams comprised of only marketing students (m = 4.83, SE = 0.11) rated their teammate contributions significantly
higher than students participating on teams comprised of honors and marketing students (m = 4.50, SE = .09) (F =
5.58, p = .02). Teams comprised of only marketing students (m = 4.76, SE = 0.25) rated their likelihood of wanting to
participate in a group project significantly higher than students participating on teams comprised of honors and
marketing students (m = 3.79, SE = .19) (F = 9.72, p < .01). Students on teams comprised of only marketing students
(m = 4.65, SE = 0.27) rated their likelihood to recommend participating in a group project significantly higher than
students participating on teams comprised of honors and marketing students (m = 3.14, SE = .21) (F = 19.41, p < .01).
Marketing student only teams (m = 4.89, SE = 0.20) rated their perceived satisfaction with the group project
significantly higher than students participating on teams comprised of honors and marketing students (m = 4.10, SE
= .15) (F = 9.39, p < .01). Students participating on teams comprised of honors and marketing students (m = 2.70, SE
= 0.10) rated their role ambiguity significantly higher than students participating on teams comprised of only
marketing students (m = 2.36, SE = .08) (F = 6.39, p = .02). There is a significant interaction effect between team
composition and role conflict on perceived satisfaction with the team projects (F = 5.54, p =.02). Students participating
on teams comprised of only marketing students (m = 3.85, SE = 0.15) rated their team commitment significantly
higher than students participating on teams comprised of honors and marketing students (m = 3.35, SE = .12) (F =
6.55, p = .01). There is a significant interaction effect between team composition and team commitment on likelihood
to recommend team projects (F = 4.46, p =.04).
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Summary Brief

Teaching Teamwork in the Business School
Stephanie Schartel Dunn, Missouri Southern State University, USA
Michelle Dawson, Missouri Southern State University, USA
Beverly Block, Missouri Southern State University, USA
Teamwork skills are widely recognized as important, but are these skills being taught effectively within business
courses? In two studies, this paper explores how faculty are currently using teamwork in their classes and how they
are teaching those skills in their classes. Conclusions offer suggestions for how the teaching of teamwork could be
improved.

Introduction
According to employers, one avenue colleges can utilize to prepare students for the goal of employment is to
make sure students are adequately exposed to teamwork. Though teamwork skills are regularly cited as skills
employers look for in potential employees (Kutlubay & Uslay, 2019), several studies have indicated a lack of
teamwork instruction in business schools (Hansen, 2006) while others recognized diminishing teamwork skills due to
reliance on technology (Loughry, Ohland, & Woehr, 2014). However, studies also demonstrate that, beyond
improving teamwork skills, teamwork instruction improves self-confidence (Hobson, et.al, 2013) and strategic
thinking (Mayer, Dale, & Fox, 2014). Proper teamwork instruction helps students in the classroom and in their future
careers, but do instructors recognize the importance of teamwork instruction? Are students getting the training they
need and employers are looking for? This study looks at perception of teamwork instruction from instructors’ and
students’ perspective to extend the conversation on how soft skills are taught within the business school curriculum.

Background
Among the soft skills consistently reported to be desired by employees, teamwork is consistently at the top of the
list. Recent surveys conducted by the National Association of Colleges and Employers (NACE), Hart Research
Associates on behalf of AAC&U, ADECCO, and the Australian Industry Group all report that that
teamwork/collaboration skills are highly valued by employers and graduates (Job Outlook 2019). Teamwork or
collaboration skills rank in the top five skills sought by employers. Specifically, the NACE survey ranked teamwork
as second among other top five skills that included: critical thinking/problem solving, professionalism/work ethic,
communication skills and information technology application. In fact, in the NACE survey, teamwork was rated as a
more necessary skill in 2019 than in 2016. (Job Outlook 2019).
Though it is widely recognized that teamwork skills are important, it is unclear how faculty are using teamwork
in their classes and if students receiving training on how to effectively organize a team.

Key Findings
More than 60% of faculty reported using team-based activities in their courses, and indicated they used teambased activities in 80% of business core courses. Similarly, students reported using team-based activities in the 71%
of their classes. However, as noted in Table 1, the number of team-based activities did not directly translate to how
many students believed a course contributed significantly to their understanding of working in teams. Regression was
run looking at how number of team projects influenced recognition of the importance of teamwork skills (R2 =.000,
F(1, 89)= .026, p = .873, ns). These results suggest the number of team projects assigned in business classes had no
impact on perceived importance of group work skills in the students’ future career. Overall, students who take on a
leadership role within the team perceived higher levels of teamwork skills to have been demonstrated.
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Summary Brief

Is Age Just a Number? — The Impact of Generational
Differences on the Adoption of M- Learning Devices
Ronda Henderson, Middle Tennessee State University, USA
Wi-Fi and mobile devices influence every aspect of our lives. Although mobile devices have become prevalent
with most students, these devices are still not widely accepted in the college classroom. This study is to identify the
differences in perceptions of marketing college educators regarding the classroom adoption of mobile devices.

Introduction
M-learning (mobile learning) involves providing instruction so students can learn anytime and anywhere using
mobile devices and the wireless Internet (Wang, 2009). Mobile devices such as laptops, tablets and smartphones are
now pervasive in society and have increased content accessibility as well as communication and sharing capabilities.
While some college educators have incorporated mobile devices into their classrooms, others view them as a
distraction and ban the devices. (Henderson & Chapman, 2012).

Purpose of Study
Numerous studies have been conducted to determine factors affecting technology adoption. According to Iqbal
& Qureshi (2012), having technological ability and being comfortable with the technology is a prerequisite to its
adoption by educators. O’Bannon & Thomas (2014) found older educators were less likely to own smartphones, and
less supportive of smart phone use in the classroom particularly due to lack of capability. If educators have negative
views about technology, it is less likely to be incorporated into their classes (Gebre, Saroyan & Bracewell, 2014). The
purpose of this study is to determine the factors influencing the adoption of m- learning devices by marketing educators
in the college classroom:
1.

What are the demographic characteristics of marketing educators who may adopt mobile devices in the
college classroom?

2.

What are the perceptions of marketing educators about mobile devices in the college classroom?

3.

To what extent does the perceived attitudes of marketing educators about mobile devices correlate to age?

Generational Differences
Generational theory, the impact of historical events and social trends on generations, has been studied for over a
century (Mannheim, 1927). Howe and Strauss (1991) expounded upon this theory and described generational cohorts
with specific behavior patterns that are intertwined with US history. In 2019, The Pew Research Center defined the
generational cohorts as Silents (born 1928-45), Baby Boomers (born 1946-64), Generation Xers (born 1965-80),
Millennials (born 1981-1996) and Generation Zers (born after 1996). These cohorts have contrasting views on
technology, work ethic and communication that can ultimately result in conflict. In regards to technology, Millennials
are the frontrunners of smart phone ownership and Baby Boomers lag behind both Millennials and Gen Xers (Dimock,
2019). Considering the ages of professors versus college students, this distinction in technology usage may contribute
to m-learning perceptions.

Technology Acceptance Model
Professors play a major role in whether technology is integrated into the college classroom. Comfort level,
enthusiasm, and perceived usefulness are determinants that may prevent them from adopting the new technology
(Abrami, 2001). There have been numerous theories regarding the acceptance of an innovation. Davis, Bagozzi, and
Warshaw (1989) introduced the Technology Acceptance Model (TAM). Specifically, TAM promotes that two
particular beliefs, perceived usefulness and perceived ease of use, are of primary relevance for computer acceptance
behaviors. Perceived usefulness (PU) is defined as the user’s subjective probability that using a specific application
system will increase his or her performance. Perceived ease of use (EOU) refers to the degree to which the user expects
the application system to be effortless. TAM proposes that one’s behavioral intention to use computers (BI) is
determined by the person’s attitude toward using the application system (A), perceived ease of use (EOU) and
perceived usefulness (PU). Based on these variables, the following two hypotheses are proposed:
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H1: Perceived usefulness (PU) positively influences intention to adopt m-learning devices.
H2: Perceived use of use (EOU) positively influences intention to adopt m-learning devices.

Methodology
Descriptive survey research methodology will be used in this study to examine perceptions held by marketing
educators concerning mobile devices in the college classroom. The population for this study will include marketing
professors affiliated with the Society of Marketing Advances (SMA) organization and currently employed at fouryear institutions with marketing programs throughout the nation. The M-Learning Integration in Teaching and
Learning Survey was adapted from the Factor Loadings and Descriptive Statistics for Attitudes Toward Mobile Phones
Scale (Campbell, 2004) and will be used to identify professor perceptions. Questions from the E-Learning Technology
Acceptance (ETA) instrument will be included to determine the factors influencing mobile technology adoption.
(Henderson & Stewart, 2007). Findings, conclusions and recommendations will be shared at the conference.
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Summary Brief

‘I WANT YOU!’: Benefits of Marketing Higher
Education to Veterans
Cheryl B. Ward, Middle Tennessee State University, USA
Raj Srivastava, Middle Tennessee State University, USA
Donald P. Roy, Middle Tennessee State University, USA
Lucy M. Matthews, Middle Tennessee State University, USA
Diane R. Edmondson, Middle Tennessee State University, USA
Tim Graeff, Middle Tennessee State University, USA
The United States has experienced a resurgence of patriotism since 9/11. In addition, the GI Bill allows current
and former armed forces members to continue their education. The purpose of this study is to evaluate the impact of
patriotism and attitudes about honoring veterans on public college support (i.e., goodwill, enrollment, donations). A
Qualtrics panel of 615 respondents was surveyed. The developed model was then examined using PLS-SEM. Results
indicate that patriotism positively impacted individual’s attitudes towards honoring veterans and these attitudes
positively impacted college support. Full mediation existed between patriotism and college support.

Introduction
Veterans create value and economic impact to society even after they have transitioned back to civilian status.
The Serviceman’s Readjustment Act of 1944 (aka the GI Bill), revolutionized American society by offering veterans’
educational opportunities. This is because veterans who earn college degrees using their GI Bill benefits enjoy higher
earnings than veterans who do not (Jolly, 2013). Recently, higher education institutions have experienced a wave of
veterans enrolling to complete their degree. The influx of student veterans comes at a time when the number of U.S.
high school graduates is projected to decline through 2030 (Hildreth, 2017). Because of this, colleges seeking to
innovate are increasingly positioning their academic programs to veterans. Student veterans are an attractive market
because they typically have higher overall GPAs and higher degree completion rates (Altman, 2017). More than 1,900
institutions have self-identified as ‘veteran friendly’ to signal their intention to attract and support student veterans.
The goal of this research project is to investigate the impact of patriotism on college support as well as how attitude
towards honoring veterans mediates this impact.

Methodology and Results
Using a Qualtrics panel, a nationwide survey of 615 U.S. adults was conducted. All scales were unidimensional
and exhibited reliabilities above the 0.7 minimum. Partial least squares structural equations modeling (PLS-SEM) was
used to analyze the data. Results showed that patriotism positively impacted attitude toward honoring veterans.
Attitude toward honoring veterans also positively impacted college support. In addition, results indicate full mediation
such that the impact of patriotism on college support was fully mediated by attitude toward honoring veterans. This
research highlights the importance of highlighting veterans programs since doing so can encourage more student
veteran enrollment as well as create positive perception (goodwill) for the college.
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Special Session

Starting Your Sales Program from the Ground Up:
Bloom Instead of Getting Stuck in the Weeds
April Field Kemp, University of South Alabama, USA; Southeastern Louisiana University, USA
Charla Farmer Brown, University of South Alabama, USA; Troy University, USA
Tará Burnthorne Lopez, Southeastern Louisiana University, USA
Zachary Moore, University of South Alabama, USA; University of Louisiana Monroe, USA
Successfully building a Professional Sales Program from the ground up takes significant energy, effort, and
support. This panel will share lessons learned and provide a forum to discuss the struggles and rewards of early-stage
program development. The members of this panel, in which the most veteran program is only two years old, have
fresh, recent, and vivid insights into getting a program off the ground.

Why Sales Programs?
Employment in professional sales is substantial in both the number of jobs and quality of opportunity for college
students. Studies show that over 50% of US college of business graduates entering the workforce, regardless of their
major, find professional selling as their first career (Cespedes & Weinfurter, 2016). The percentage of students
accepting a job in sales can be as high as 88% for marketing majors and as high as 60% for all other business majors.
Turnover in sales positions can be significant because new graduates are often unrealistic about or unprepared for
sales jobs. On the other hand, dedicated professional sales programs develop students who are more confident and
prepared. Studies show that, when compared with traditional graduates, students from university sales programs ramp
up 50% faster with standard company training, turn over an average of 30% less, save companies approximately
$200K per hire within the first 18 months of employment, and have a current average starting salary of $60,000/year
(Sales Education Foundation, 2017).
Despite these impressive statistics, fewer than 3% of US colleges and universities offer recognized sales programs
(SEF, 2017). This participants in this session will talk about how your university could help bridge that gap.
Studies show that students from university professional sales programs receive an average of 2.8 employment
offers before they graduate (SEF, 2017). These students experience, on average, over 90% job placement, whereas
according to the NACE, the overall percentage of graduating seniors who applied for a job and received at least one
offer was 46.2% (NACE, 2016).

Session Members
The panel members are in different stages of their sales programs:
Dr. Lopez and Ms. Kemp built the Professional Sales Program at their University. In less than two years 2 years,
they have raised over $200K in outside donations (coming in over the next 5 years) through a business partner program
and a donor recognition program that will aid in construction for a sales lab and support the program costs. They were
also awarded an $88K state Board of Regents grant to fund the sales lab technology and equipment needs. Both Dr.
Lopez and Ms. Kemp have professional backgrounds in sales and they teach three sales courses including an
Introduction to Professional Sales course, an Advanced Sales course, and a Sales Management course. Dr. Lopez has
been teaching sales courses for over 10 years. Ms. Kemp has been teaching sales courses for one year and is writing
her doctoral dissertation in the area of sales.
Ms. Brown and Mr. Moore’s universities do not have sales programs yet. Ms. Brown’s professional career is in
sales and her dissertation topic will focus on motivation of direct selling distributors. She is in the process of building
interest within the Marketing Department about starting a Professional Sales Program at Troy University.
Mr. Moore has experience in academic administration including building curricula for the Agricultural Business
Program at the University of Louisiana Monroe where he now teaches Professional Sales in the Marketing Department.
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Session Topics:
•

Ms. Brown: “Opening the Call for a Professional Sales Program: Eliciting Buy-In from Colleagues and
Administration”

•

Mr. Moore: “Features, Attributes and Benefits: Preparing Students for the Sales Marketplace”

•

Dr. Lopez: “Student Recruitment: Generating leads and using referrals.”

•

Ms. Kemp: “Closing the Deal: Cold-Calling Your Way to a Business Partnership Program.”

Other topics included in the session: curriculum, practitioner sales mentors, the early-stage impact on the
employers, students, and faculty involved in the sales program, and gathering resources to build a sales lab.
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Summary Brief

I Am So Sleepy! Investigating Employee Sleep on the
Organization
Lucy M. Matthews, Middle Tennessee State University, USA
Diane R. Edmondson, Middle Tennessee State University, USA
In the workforce, sleep deprivation among employees has become a common occurrence. Although prior research
has examined the impact that the deprivation of sleep has on specific job positions such as shift workers, no research
has examined business-to-business salespeople. Three hundred twenty business-to-business salespeople from a variety
of industries were surveyed. Results found significant differences between those that slept seven or more hours per
night from those that slept six or less for grit, perceived organizational support, perceived supervisory support, job
satisfaction, organizational commitment, and turnover intentions.

Introduction
The majority of adults experience sleep issues a few nights a week or more (Scott and Judge 2006). Adequate
sleep duration occurs when one sleeps between seven and nine hours per night (Hirshkowitz et al. 2014). However,
the average sleep duration in the United States has steadily declined (Buxton et al. 2009). Although prior studies have
focused on the negative implications on businesses, because salespeople are the revenue generators for an
organization, the negative impact of sleep deprivation on this type of employee warrants further investigation. The
goal of this study is to understand how sleep deprivation (sleeping less than seven hours per night, on average) impacts
specific constructs for salespeople.

Methodology and Key Findings
Three hundred twenty business-to-business salespeople across industries were surveyed using a Qualtrics panel.
To measure sleep, respondents were asked to provide the average number of hours slept per night. Based on what
constitutes adequate sleep duration, respondents were divided into two categories: those who slept less than seven
hours per night and those who slept seven or more. In the survey, all scales used 7-point Likert scales, were
unidimensional, and exhibited reliabilities greater than the minimum 0.70 Cronbach alpha. Because of this, each scale
was then averaged so that a comparison between means could be performed.
Of the seven constructs investigated (Grit, Happiness, Perceived Organizational Support, Perceived Supervisory
Support, Job Satisfaction, Organizational Commitment, and Turnover Intentions), six had statistically significant
differences based on sleep type. For Grit, employees getting adequate sleep had significantly higher levels of grit than
those that are sleep deprived. There were no significant differences between the two groups for Happiness. For
Perceived Organizational Support and Perceived Supervisory Support, respondents who were sleep deprived had
higher perceptions of support than those who had adequate sleep. Similar results were obtained for Job Satisfaction
and Organizational Commitment such that inadequate sleep led to higher levels of satisfaction and commitment.
Finally, employees who with adequate sleep were more likely to leave the organization.
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Summary Brief

Consumer Expectations of Salesperson Ethicality
Amiee Mellon, University of Montevallo, USA
J A Connell, University of Montevallo, USA
Unethical behavior by sales staff is often a source of consumer dissatisfaction due to a difference between
expectations and experience. This paper develops a scale to measure consumer expectations of salesperson
unethicality (CESU) within the automotive sales industry. CESU evaluates the customer before the sales experience;
understanding the customer’s mindset before the situation can help the salesperson and company better understand
the customer’s participation and involvement in the sales process.

Introduction
When making a purchasing decision, consumers not only consider the product or service, but also the salesperson
and service encounter (e.g., Booms and Bitner 1981). The consumer enters the exchange with preconceived
expectations on how they should be treated (Bitner 1992; Zeithaml et al. 1993a). The gap between what the consumer
expects and what is experienced affects his level of satisfaction (Zeithaml et al. 1993b). This paper develops a scale
to measure consumer expectations of salesperson unethicality (CESU) within the automotive industry, then uses the
construct to explore the connection between antecedents (e.g., word of mouth) and outcomes (e.g., consumer trust) of
these ethical expectations. CESU evaluates the customer before the sales experience – prior to interacting with the
salesperson. Understanding the customer’s mindset prior to the sales situation can help the salesperson and company
better understand the customer’s participation and involvement in the sales process. CESU may not be the first to
measure customer expectations, it is the first to measure expectations of unethical behavior.

Literature Review
The services literature has widely recognized the importance of contact employees' (e.g., salespeople) behavior
in regards to customer satisfaction and loyalty (e.g., Farrell and Oczkowski 2009; Jayawardhena and Farrell 2011).
According to Crosby, Evans, and Cowles (1990) the “salesperson is the primary - if not sole - contact point for the
customer both before and after the purchase" (p.68); the customer often views the firm and the salesperson as
inseparable (Zeithaml and Bitner 2000). Ethics research shows that ethical salespeople are more effective at building
strong customer relationships and have more satisfied and committed customers (Goff, Boles, Bellenger and Storjack
1997). In contrast, unethical salespeople impact the consumer decision-making process (e.g., Alexander 2002; Smith
and Cooper-Martin 1997) and affect consumer attitudes in the marketplace (e.g., Babin, Boles and Griffin 1999).

Hypotheses
Using the CESU scale, the following hypotheses were tested: Positive WOM will positively affect a consumer’s
perceived brand equity (H1); positive WOM will decrease consumer’s expectations of salesperson unethicality (H2);
the higher the consumer-based brand equity, the less consumers will expect unethical behavior from salespeople (H3);
prior to the sales experience, a consumer will have greater trust in a salesperson whom they expect to be ethical than
a salesperson whom they do not expect to be ethical (H4); and prior to the sales experience, a consumer will have
more trust in a salesperson representing a brand with higher brand equity than a salesperson representing a brand with
lower brand equity (H5).
Table 1: Regression Estimates
Variables
Hypothesis
Regression Wt.
WOM → CBBE
H1
.871**
WOM → CESU
H2
-.285*
CBBE → CESU
H3
-.152
CESU → Trust
H4
-.753**
CBBE → Trust
H5
.355**
WOM = word of mouth; CBBE = perceived brand equity; CESU = consumer expectations of salesperson unethicality

** = p <.000; * p < .01
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Conclusion
This research has developed a construct that recognizes the calls from researchers to expand the boundaries of
salesperson ethics research and develop industry-specific scale measurements to better fit the nature of the industry.
For example, in automotive sales, the CESU scale does not include price negotiation; however, many sales positions
(e.g., business-to-business sales) may still allow for greater price negotiations, thus changing the specific measures
for the industry. This paper measures the effects of potential antecedences (e.g., WOM and CBBE) of consumer
expectations, and the effects of these expectations (e.g., trust), in depth. In developing a comprehensive list of potential
items customer’s view as unethical behavior by the salesperson, companies can create tailored measurements to meet
the needs of the specific selling environment. Measuring the customer’s expectations and comparing it to the
customer’s reality will allow the company to positively impact that customer’s WOM to the next potential customer.
Finally, the CESU construct contributes to the literature above and beyond several existing constructs such as customer
participation and involvement. Specifically, CESU evaluates the customer before the sales experience when they
become involved and interact with the salesperson.
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Summary Brief

Doing the Right Thing Right: Goal Commitment,
Mystery Monitors, and Sales Force Implications
Breanne A. Mertz, Louisiana Tech University, USA
Louis J. Zmich, Louisiana Tech University, USA
Cameron Sumlin, Louisiana Tech University, USA
William B. Locander, Louisiana Tech University, USA
This study addresses how the awareness of mystery monitors and the awareness of a company’s codes of ethics
affect salesperson goal commitment. This study contributes to both the sales and business ethics literature by 1)
positively impacting the ethical climate and sub-culture of sales organizations, 2) positively impacting the attitudes
of salespeople, and 3) providing the structure and accountability necessary for organizations to effectively uphold
their ethical standards.

Introduction and Background
Iterations of training programs, recruitment, and hiring processes have been considered when attempting to
increase ethical performance (Ferrell et al., 2007). Dominant solutions have yet to be established, however, which
exposes the need to support and enforce ethical compliance through the implementation of employee accountability
and monitoring structures (Ferrell et al., 2007). Since 2007, numerous studies have examined how ethical subculture
has affected internal sales relations (Mulki et al., 2008), and several studies have assessed how mystery monitors
affected customer service (Mattsson, 2012). Research has described how subject awareness of participating in a study
(Hawthorne effect) could affect the results of an experiment (Adair, 1984). However, few studies have examined
mystery monitors and ethics together in the context of salespeople. This study seeks to change the perception of
mystery monitor initiatives as being a deceptive practice to a positive and transparent tool, utilized in a progressive
manner. Thus, the objective of this study is to examine the relationship between mystery monitor awareness, code of
ethics awareness, and salesperson goal commitment.

Mystery Monitors
Mystery shopping allows the observer to measure the service performance in real-time rather than evaluating the
information received from a customer satisfaction survey (Wilson, 2001). Previous literature utilized the presence of
a mystery shopper to gauge customer-employee relationships (Matsson, 2012) and ethical situations involving
deception in salesperson-customer interactions (Wilson, 2001). Harkin et al. (2016) show how monitoring progress
increases the amount of effort people put into striving toward a goal, and Cioffi and Garner (1996) suggest that people
feel more committed to their decisions and goals when progress information is recorded. In fact, those monitored and
given structure through public display rules use more deep acting (empathy in good faith) than surface acting (empathy
in bad faith), creating less emotional exhaustion (Grandey, 2003). Thus, employees should feel more committed to
goal completion when their efforts may be monitored by the company.
H1: Mystery monitor awareness positively affects the goal commitment of a salesperson.

Code of Ethics
A written code of ethics is a formal, management-initiated policy that sets standards or expectations regarding
both preferred and problematic behaviors (Valentine et al., 2015). Codes of ethics become one of the most influential
pieces of a company’s ethical climate when firms make the code available and communicate its importance. The
bolstering of the ethical context positively influences salesperson job satisfaction (Valentine et al., 2015). Further,
when the code of ethics is made available, it has a positive effect on the individual level, rather than merely at the
organizational level. Thus, making the company’s code of ethics available to the employees should positively
influence job satisfaction, and satisfied employees should be more committed to the achievement of company goals
(Oliver et al., 1983).
H2: Code of ethics awareness positively affects the goal commitment of the salesperson.
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Goal Commitment
According to Fishbach & Dhar (2005), goal commitment measures the desire to attain some goal, and typically
this commitment occurs in the preactional stage of the goal pursuit process. Goal commitment is important for
salespeople as they are evaluated based on internal or external goals (Matsuo, 2009). When people become committed
to a goal, they enthusiastically embrace the goal, become preoccupied with it, take goal-directed action, and can easily
resume after a setback (Oettingen et al., 2009). Theories of motivation suggest people prefer to commit to goals that
are easy to attain and provide pleasurable outcomes (Bandura, 1997). Oliver et. al (1983) found that goal commitment
significantly relates to the effort spent achieving goals and that overall job satisfaction was positively related to goal
commitment.

Methodology
This study will consist of one experiment, utilizing a sample of 150 university student recruiters in a mediumsized public research institution in the southern region of the United States. A 2 (code of ethics/no code of ethics) x 2
(mystery monitor/no mystery monitor) between-subject design is utilized to examine our proposed hypotheses. The
150 recruiters will be randomly assigned to one of four groups: 1) code of ethics/mystery monitor, 2) code of ethics/no
mystery monitor, 3) no code of ethics/mystery monitor, and 4) no code of ethics/no mystery monitor. Each group will
receive the same prompt except for two key lines at the beginning of the survey, “Attention: Effective immediately,
in an effort to uphold our university standards, additional training/mystery monitors may be randomly implemented
to assess recruiter performance. Further, we want you to remember your previous training/the university’s code of
ethics when taking this survey. Thank you.” Goal commitment will be measured using a scale developed by Devezer
et al. (2014). The scale contains five items measured on a 7-point Likert scale (Example endpoints: 1 = not at all
committed, 7 = very committed). In a post-experiment, we will utilize the analysis of variance (ANOVA) with planned
contrasts to test our hypotheses. By examining the interactions between code of ethics and mystery monitor conditions,
we will ascertain the importance of each manipulation on recruiter goal commitment.
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Summary Brief

What the F***!? Can Salesperson Swearing Can Be a
Good Thing?
K. Christopher Cox, Indiana University Southeast, USA
Carolyn (Casey) Findley Watson, Indiana University Southeast, USA
Michael Harris, Indiana University Southeast, USA
Kathryn Ernstberger, Indiana University Southeast, USA
A multi-phased study is proposed to understand the impact of swearing in the buyer-seller relationship. This study
specifically seeks to uncover the contexts in which the use of swear words can have a positive impact on the sales
interaction. A qualitative exploratory phase that includes interviews of consumers and salespersons will inform the
design of a subsequent experiment that tests the impact of various contextual variables.

Introduction
While most studies have focused on negative impacts (Baruch, et al. 2017; Johnson and Lewis 2010), a growing
body of research is beginning to consider the positive impacts of swearing on communication or relational outcomes
(Adams 2016; Byrne 2017; Feldman, et al. 2017). The literature on the social impact of swearing is relatively mature,
and dates back to at least the early 20th century. However, the bulk of this research has focused on swearing in an
interpersonal context, outside of professional settings. Much less is known about swearing in the workplace, and even
less about swearing in buyer-seller interactions. Despite a growing body of research across a variety of academic
disciplines, there exists a gap in the knowledge base about the potentially positive impacts of swearing in buyer-seller
encounters and relationships. Anecdotally, swearing could be a way to develop a relationship with another person. It
conveys a familiar sense of informality among some, especially those who swear themselves. Could this be used as a
tool to develop rapport and deepen interpersonal relationships, in business or otherwise?
Our paper seeks to begin addressing this gap and gain a better understanding of the role swearing plays in
professional settings, particularly buyer-seller relationships and encounters. Specifically, we seek to examine the
following research questions. 1) What, if any, situations exist where the well-placed swear word can advance a seller’s
objectives or positively impact buyer’s perceptions of the seller and/or the seller’s message? Then, we investigate
further to understand how common contextual variables that often plays a role in society and relationship development.
2) Do those impacts vary depending whether the seller is male or female, or whether the sex of the buyer and seller
are matched, or not? Simply put, is the impact of swearing moderated by gender or gender match. Similarly, does the
impact vary by age or age match?

Literature Review
We should begin by noting that swearing has yet to be defined in a universally-accepted way. While distinctions
between swearing and cursing have been advanced (Jay 2009), many use “swear words” and “taboo words”
interchangeably, and to mean the same thing, namely, to reference a “lexicon of offensive emotional language” that
are “sanctioned or restricted on both institutional or individual levels under the assumption that some harm will occur
if a taboo word is spoken” (Jay 2009, 153). Our paper adopts this perspective. We use “taboo words” interchangeably
with swearing because swearing is considered inherently improper, especially in professional settings.
Jay notes that “taboo words can be used to achieve a variety of personal and interpersonal outcomes that may be
positive, negative, or inconsequential in terms of their impact on others, although some might argue all uses of taboo
words are harmful to some degree” (Jay 2009, 155). Though studies of the use or impact of swearing in either the
management or marketing literature remain relatively rare, most of the work has focused on negative consequences
(Jay 1992), particularly in the management literature, where concern over the impact of swearing on the work
environment is often the focal point.
Recent work has recognized the potentially positive impacts from the use of taboo words (Adams 2016; Byrne
2017). Among others, swearing can be used to effectively promote social cohesion, build rapport, relieve stress, break
conflict, make a point, and even build trust (Baruch et al., 2017). Scherer and Sagarin (2006) found that a well-placed
swear word can positively impact message persuasiveness, though they found no impact—positive or negative—on
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speaker credibility. Feldman et al., (2017) found that use of profanity was positively associated with both honesty and
integrity. However, these authors did not measure others’ perceptions of swearer’s honesty.
Rassin and Van Der Heighden (2005) studied the impact of swearing in legal testimony, and found that, absent
specific context and usage, participants found swear words to be a sign of deceit. However, when confronted with a
specific testimony containing swear words, witnesses were perceived by participants to be more credible than the
same testimony, absent swearing. In short, while many disapprove of swearing, the use of swear words in specific
contexts may nevertheless have a positive impact on our message effectiveness, or our perceptions of the messenger.
Unfortunately, within the marketing literature, evidence of the impact of swearing is even more scarce; the impact
of the use of taboo words in buyer-seller interactions has simply not been examined. Hair and Ozcan (2018) looked at
swearing in online reviews, and consistent with related research, found that swearing in positively valenced reviews
increased perceptions of review usefulness, while swearing in negative reviews had a negative impact.

Planned Methods
This work is the beginning of a series of studies to better understand this phenomenon. Due to the dearth of prior
research on swearing in marketing and sales literature, we begin with an exploratory approach. We will conduct a
series of qualitative interviews with consumers to better understand perceptions of swearing in a sales context. These
interviews will be supplemented with additional qualitative interviews with salespeople. Special attention will be paid
to situations in which swearing played a positive role in the interactions. The interviews will be coded for themes.
The qualitative exploratory phase will inform the next phase of the research: the quantitative study design. An
experiment will be conducted in which various contextual variables will be tested through written scenarios, and then
later video scenarios. Through examination of prior literature, we expect some of the potential dependent variables
that may emerge and be tested could be: authenticity, credibility, honesty, integrity, message persuasiveness, purchase
intentions, intention to cooperate, comradery, social cohesiveness, rapport, and candor. Likewise, the following is a
list of potential independent variables/mediators/moderators: presence of swearing, quantity/frequency of swearing,
severity of swearing, gender, gender match, age, age match, religiosity, intelligence, educational levels, whether
swearing at the person or the situation (coupled with personal insult), context (industry, formality, length of
relationship with seller/buyer dyad), overhearing, active/passive, read or heard.
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Summary Brief

Not All Missed Opportunities Cast the Same Shadow:
Voluntary Inaction Reduces the “Sting” of Missed
Sales Promotions
Weixing Ford, Texas A&M University-San Antonio, USA
Demetra Andrews, Indiana University Purdue University Indianapolis, USA
Anuradha Sivaraman, University of Delaware, USA
Parthasarathy Krishnamurthy, University of Houston, USA
Consumers often know of sales promotions, and yet, do not act on them. A core argument of inaction inertia
theory is that missing an attractive sales promotion reduces likelihood of acting on a discount that is later offered on
the same product if that later discount is substantially inferior to the one that was missed. However, this forecast
appears discrepant with behaviors observed in real-world marketplaces. Our research identifies an important
moderator of the inaction inertia effect that helps to reconcile the discrepancy between theory and real-world
behavior.

Introduction
Although price-based sales promotions can be efficacious in producing short-term revenue gains, these tools have
also been shown to produce undesirable consequences. Sales promotions have been associated with lowered price
expectations (DelVecchio, Krishnan, and Smith 2007) and with conditioning consumers to wait for a (Mela, Jedidi,
and Bowman 1998). Such a consequence is highlighted in literature on “inaction inertia”. Inaction inertia research
finds that consumers who miss an attractive sales promotion on a product at one time period are likely to remain
inactive when they later come across a smaller discount offered on the same product (Arkes, Kung, and Hutzel 2002;
Butler and Highhouse 2000; Patrick, Lancellotti and Demello 2009; Tykocinski and Pittman 1998; and others).
This phenomenon is referred to as the inaction-inertia effect. Despite these potential downsides, marketers
continue to employ promotional schedules with varying discount levels, and consumers appear to continue to remain
engaged in the marketplace. The goal of our research was to investigate a moderator that may resolve the discrepancy
between theory and real-world behavior. Results of two studies reveal the existence of an important moderator of the
inaction inertia effect that helps to reconcile this discrepancy.

Key Theoretical Aspects
Inaction inertia research highlights a reference effect such that the missed discount provides a reference value that
is employed to evaluate the lesser discount that is later encountered. This unfavorable comparison drives the inaction
inertia effect.
Our research evaluates the influence of another factor that has also been shown to alter post-choice consumer
behavior. Inaction-action induced regret can promote action (as opposed to inaction) as people seek to “correct” their
former behavior (Zeelenberg, Inman, and Pieters 2001) in order to approach the desired outcome. Much of the inaction
inertia research provides little platform for inaction-induced regret because study participants are informed that they
have missed the first, highly attractive, sale. In other words, participants are not afforded action volition during the
first sales promotion and are not personally responsible for the missed promotion. In this research, we acknowledge
that consumers may miss an attractive sales promotion in two ways. A consumer may choose to forego the sale (i.e.,
“voluntary inaction”) and be personally responsible for missing the sale. Alternatively, the consumer may attempt to
secure the discounted offer, but be thwarted by external forces (e.g., a stock-out) and miss the sale through
“unsuccessful action”.
When a sales promotion is missed due to voluntary inaction, the consumer is personally responsible for the
outcome. This context can give rise to problem-focused coping (Gilovich and Medvec 1994) in the form of altering
the “inactive” behavior to “active” behavior during the next sales promotion. When a sales promotion is missed due
to unsuccessful action, there is little personal responsibility for the outcome. Thus, there is little scope for inactioninduced regret or its action-promoting effects to manifest. Findings from two studies support this theorizing.

225

Methodology
We conducted two computer-based studies. Participants included shoppers in a suburban mall and college
students. Participants received either a $2.00 coupon redeemable at a coffee shop in the mall or partial course credit
for participating. As in much of the inaction inertia research, the studies employed simulated shopping scenarios in
which an attractive sales promotion is first offered, followed by a less attractive promotional offer. Study 1 involved
simulated purchase of a cellphone. Study 2 involved simulated purchase of a textbook.
The methodology we employed differed from that traditionally employed in inaction inertia research in that
participants were afforded action volition during the first sales promotion. Some chose not to act on the offer
(voluntary inaction). Those who chose to act, were informed that the product was no longer available (unsuccessful
action). This methodology is unique in research on inaction inertia and provided the platform essential to evaluating
the effects of personal responsibility and inaction-induced regret.

Summary of Findings
Findings from two studies showed that high personal responsibility for a missed sale (i.e., voluntary inaction)
reduces inaction inertia compared to situations characterized by low personal responsibility for the missed sale (i.e.,
unsuccessful action). When people miss out on promotions due to voluntary inaction, they may alter that inaction
when offered a second promotional opportunity, even if the second discount is inferior to the discount they missed. In
contrast, when people are forced to forego a promotional discount, despite their attempt to secure it (i.e., unsuccessful
action), the attractiveness of the missed opportunity casts a shadow on subsequent promotions, reducing acceptance
as a function of the difference between the promotional offers. These findings suggest that the reason that a consumer
misses a promotional discount, i.e., due to unsuccessful action or voluntary inaction, may operate as an important
boundary condition to the previously documented inaction-inertia effect.

References
Arkes, Hal R., Yi-Han Kung, and Laura Hutzel (2002), “Regret, Valuation, and Inaction Inertia,” Organizational
Behavior and Human Decision Processes, 87 (March), 371-385.
Butler, Adam and Scott Highhouse (2000), “Deciding to Sell: The Effect of Prior Inaction and Offer Source,”
Journal of Economic Psychology, 21 (June), 223-232.
DelVecchio, Devon, H. Shankar Krishnan, and Daniel C. Smith (2007), “Cents or Percent? The Effects of
Promotion Framing on Price Expectations and Choice,” Journal of Marketing, 71 (July), 158-170.
Gilovich, Thomas and Victoria H. Medvec (1994), “The Temporal Pattern to the Experience of Regret,” Journal of
Personality and Social Psychology, 67 (September), 357-365.
Mela, Carl F., Kamel Jedidi, and Douglas Bowman (1998), “The Long-Term Impact of Promotions on Consumer
Stockpiling Behavior,” Journal of Marketing Research, 35 (May), 250-262.
Patrick, Vanessa M., Matthew P. Lancellotti, and Gustavo Demello (2009), “Coping With Non-purchase: Managing
the Stress of Inaction Regret,” Journal of Consumer Psychology, 19 (July), 463-472.
Tykocinski, Orit E. and Thane S. Pittman (1998), “The Consequences of Doing Nothing: Inaction Inertia as
Avoidance of Anticipated Counterfactual Regret,” Journal of Personality and Social Psychology, 75
(September), 607-616.
Zeelenberg, Marcel, J. Jeffrey Inman, and Rik G. M. Pieters (2001), “What We Do When Decisions Go Awry:
Behavioral Consequences of Experienced Regret,” in Cambridge Series on Judgement and Decision Making.
Conflict and Tradeoffs in Decision Making, E. U. Weber, J. Baron and G. Loomes, eds. New York: Cambridge
University Press, 136-155.

226

Summary Brief

Using Psychological and External Factors to Examine
Retirement Planning Behavior
Heejung Park, University of Wyoming, USA
William C. Martin, Eastern Washington University, USA
The factors underlying consumers’ retirement planning behavior that have been examined in the literature center
on consumers’ financial circumstances. However, the impact of consumer psychology on retirement planning is not
well understood. Improvement of the understanding of retirement planning is crucial to helping consumers, public
policy makers, and marketers better prepare consumers for retirement. In this paper, we investigate both the effects
of pertinent psychological variables directly as well as in conjunction with pertinent financial variables on the extent
of consumers’ retirement planning behavior. We find that risk tolerance, financial literacy, income, and savings all
have a positive effect on retirement planning and that some interactive effects are present among these variables.

Introduction
One of the greatest sources of anxiety for American consumers over the age of 65 is how they will fund their
retirement. Insufficient preparation for life after retirement can lead to exhaustion of economic resources, a very
serious problem for many consumers (Lee and Law 2004). Consequently, understanding consumers’ retirement
planning is an important area of concern for marketers, public policy makers, and consumers themselves.
Prior research has focused on independently identifying the psychological or economic causes of consumers’
financial behavior (e.g. Camerer and Loewenstein, 2011). However, research regarding retirement planning has not
sufficiently accounted for consumers’ retirement planning, which has led some to argue that psychological variables
should be examined as well to better explicate consumers’ retirement planning (Agnew, Anderson, Gerlach, and
Szykman, 2008). This study examines the effects of pertinent internal and external factors of consumers on the
purchase of retirement planning services using data from a nationally representative longitudinal study.

Literature Review and Hypotheses
Financial risk tolerance refers to the maximum amount of risk that is willingly accepted in pursuing a goal
(Roszkowski and Davey 2010). Financial literacy is defined as the ability to make financial decisions based on various
information related to financial planning, saving and retirement planning (Lusardi and Mitchell 2014). Both
consumers’ risk tolerance and their financial literacy are hypothesized to be positively related to the amount of
retirement planning they purchase.
H1a-b: (a) Risk tolerance and (b) financial literacy have positive associations with the amount of retirement
planning purchased.
Prior research has found income to be positively correlated with consumers’ demand for financial products (Yuh,
Montalto, & Hanna 1998). Some research has found net worth to be highly correlated with consumers’ financial
planning (Gutter, et. al., 2012). Economic factors such as debt, which is a financial liability, can also impact consumer’
financial behaviors (Lee and Kwon 2002). Consumers with higher incomes and savings are more likely to seek our
retirement planning assistance, whereas those with significant levels of debt are less likely to engage in this behavior.
H2a-b: (a) Income and (b) saving have positive associations with the amount of retirement planning purchased.
H2c: Debt has a negative association with the amount of retirement planning purchased.
The interaction of external factors with the internal factors is particularly noteworthy. If internal factors are high
or low, the perception of external factors may change. For example, two people with the same level of income but
different levels of risk tolerance are likely to perceive financial decision making for retirement planning differently.
We theorize that consumers with a relatively high level of financial risk tolerance will be more apt to do their own
retirement planning as opposed to purchasing this service. As such, the relationships between income, saving, and
debt and the amount of retirement planning purchased are hypothesized to be stronger among those consumers with
low financial risk tolerance.
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H3a-c: The relationships between (a) income, (b) saving, and (c) debt and the amount of retirement planning
purchased are stronger when financial risk tolerance is low.

Methods and Results
The data used were from the 2012 National Longitudinal Survey of Youth 1979. These data were collected from
a nationally representative sample of 12,686 people who were between 14 and 22 years old when they were first
surveyed in 1979. These data include information on U.S. consumers’ financial, demographic, and attitudinal
characteristics as well as various socio-economic conditions. In this study, we use a sub-sample of 2,723 respondents
who answered the retirement questions.
Linear regression was used to test the hypotheses. Risk tolerance was found to be positively related to the amount
of retirement planning purchased (p-value = .037) as was financial knowledge (p-value < .001), in support of H1a and
H1b. Income (p-value < .001) and savings (p-value < .001) were both found to have positive relationships with the
amount of retirement planning purchased, although there was no such relationship involving debt (p-value > .05).
Thus, the data support H2a-b but not H2c. Finally, the relationship between savings and the amount of retirement
planning purchased was stronger when risk tolerance was low (p-value < .001), but there was no such relationship
involving income or debt (p-value > .05).

Discussion
In this study, we find that several variables are positively related to consumers purchasing more retirement
planning: income, savings, financial risk tolerance, and financial literacy. We also find a positive interaction effect
between consumers’ savings and financial risk tolerance on the quantity of retirement planning consumers purchase.
These results indicate that knowledge and psychological status have a significant impact on retirement preparedness
behavior and that these can influence the effect of external financial factors. The results of this study are consistent
with prior research, although this study goes further by demonstrating that psychological factors, combined with
financial factors, appear to lead to different financial behaviors.
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Summary Brief

Happiness for Rent: The Effect of Acquisition Mode
on Material Expenditures
Ganga Urumutta Hewage, Bryant University, USA
Laura Boman, University of Central Florida, USA
Prior work has shown that material purchases are generally associated with less happiness in comparison to
experiential purchases. However, with the emergence of rental economy, how consumers acquire products is
drastically changing. In the current research, we investigate how acquisition mode (renting vs. buying) affects
happiness for material goods and find that consumers gain more happiness when renting, rather than buying, a
material good. Our work has implications for theory and practice.
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Summary Brief

An Exploration of the Efficacy of Different Sexual
Position Portrayals in Sexually-Themed Advertising
Mark Mayer, Ball State University, USA
Abby Mayer, Drexel University, USA
Plamen Peev, Towson University, USA
In this paper, we explore females’ reactions to sex in advertising featuring different sexual positions between a
heterosexual male and female model. We conduct an experiment and find that, overall a moderate-sex advertisement
is generally preferred and produces superior advertising outcomes to high-sex advertising. However, some of these
differences are erased when the high-sex advertisement features a female-control sexual position (women on top)
versus the missionary position. We offer this as an exploratory investigation into the attitudinal and emotional
responses to these different positions, and suggest areas for further research in order to potentially better allow
advertisers to use this executional element in effectively advertising to female consumers.

Summary
For many years, the assumption has been that sex in advertising is more appropriate for a male audience versus a
female one (Reichert, Childers, and Reid 2012) —however, most of that content has been created with a male audience
in mind. In this paper, we examine whether featuring different sexual positions—namely one where a male has more
control (male-on-top) versus one featuring a female with more control (female-on-top)—in advertising produce
different effects in resultant female audience attitudes, emotions, and overall efficacy. We also contrast this imagery
with the stereotypically more female-accepted lower level of sex in advertising (e.g., a couple kissing passionately on
a couch). We draw from both the advertising and human sexuality literatures and then conduct an experiment in order
to take a first step at understanding whether different sexual dyadic position portrayals produce differing advertising
results. Specifically, in this experiment, we investigate whether or not there is a difference in how women interpret
high-level sex appeals when the woman is in control of the sexual encounter. With the prevalence of sex in the media,
can (and should) sex appeals be reframed to give women a greater feeling of empowerment while still effectively
achieving advertising goals?
Our experimental study offers an interesting perspective on portraying sexual advertising when using a
heterosexual dyad. Taken as a whole across our attitudinal, fit-based, and emotion-based dependent variables, our
study clearly shows that a moderate level of sex in advertising is preferred by mainstream female audiences. However,
if a more explicit level of sex in advertising is used, it would appear that portraying a female in control would be
advantageous with a female audience versus showing an image in which the male is in control. Importantly, these
effects did not appear to impact the advertising brand itself, though it is likely we might have seen stronger effects
had a fictitious brand been used.
Although our findings suggest that a lower level of sex in advertising is much more effective with a female target,
advertisers should interpret the results cautiously since the use of sex in advertising is still primarily a male-targeted
technique, though in rare cases, like Victoria’s Secret, it has been effective with females. The lack of sexual themes
in female-targeted consumer communication creates an inherent opportunity to potentially stand out versus
competitors or against other “noise” in the advertising environment, but with that opportunity comes potential risk.
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Summary Brief

Is It the Real Deal? Exploring the Incongruence
between Country Image and Cultural Authenticity in
Cross-Cultural Service Encounters
Ayesha Tariq, Troy University, USA
Melanie P. Lorenz, Florida Atlantic University, USA
W. Frank Thompson, Troy University, USA
The authors explore the extent of service delivery adaptation and cultural authenticity of the service components
in an intercultural service encounter where the customer wishes to experience a culture different from their own. The
purpose of the research is to identify the ideal level of adaptation in such encounters.
Globalization within the business community and rising workforce mobility necessitate interactions between
culturally different individuals on an unprecedented scale. Be it through travelling to other countries or engaging in
cultural experiences close to home, a larger number of consumers actively seek products and experiences (i.e. services)
that allow them a glimpse into different cultures. This brings a high possibility of service gaps due to dissimilarities
between the cultural backgrounds of the service employee and customer as well as incongruencies between customers’
perceptions and actual cultural authenticity. This research sets out to understand the extent of the authenticity of
cultural experiences consumers actually desire in order to be satisfied.
The service encounter represents the dyadic interaction between the customer and the service provider. Adaptation
of the service process is often necessary to meet the unique needs of the customer. Adaptation may occur through the
adjustment of interpersonal behavior or the service offering itself (Bettencourt and Gwinner 1996). This study extends
upon the concept of service delivery adaptation by exploring how customers’ perception of the degree and nature of
adaptation of an encounter influence outcomes such as evaluation of authenticity and satisfaction.
Employees’ high cultural intelligence is a valuable competency for navigating cross-cultural service interactions
(Lorenz et al. 2017). Employees’ adaptation of the service encounter, for example speaking the same language as the
customer, has been found to have a positive impact in service recovery situations (Azab and Clark 2017). It follows
that adaptation of the service encounter by service employees will result in positive outcomes of the encounter.
However, in our cosmopolitan landscape driven by experience- rather than goods-seekers, does adaptation deliver the
unique intercultural service experiences consumers desire? Or could adaptation actually diminish the experience? Is
it then possible that adaptation of the cultural encounter beyond a certain threshold may have a detrimental effect on
service encounter outcomes ? On the other hand, how much “real” culture are we actually willing and able to
experience before discomfort and culture shock sets in, leading to dissatisfaction? And, are our cultural expectation
congruent with the actual foreign culture or are they just based on stereotypes with little solid ground?
This research attempts to understand the sweet spot between perceptions, expectations, cultural knowledge and
satisfaction with the intercultural service delivery. Specifically, this study intends to explore the relationship between
levels of service encounter adaptation and congruencies between cultural stereotypes and customers’ perceived
authenticity of the service experience across three contexts, service-scape, service delivery, and product. We intend
to explore the possible mediating effect of perceived authenticity on the relationship between service encounter
adaptation and customer satisfaction.
Authenticity is an attribute that “encapsulates what is genuine, real, and/or true” (Beverland and Farrelly 2009).
Cultural authenticity is a customer’s perception of the cultural genuineness of a brand (Magnusson, Westjohn, and
Siriani 2019). A perception of authenticity in intentional intercultural encounters, for example in case of ethnic dining,
is a key driver of the success of the encounter (Wang and Mattila 2015).
Cultural intelligence (CQ) reflects an individual’s ability to successfully adapt to new and unfamiliar cultural
contexts (Earley and Ang 2003). CQ is a significant predictor of success in a complex interdependent environment,
albeit in an international context. CQ is composed of four dimensions: meta-cognition, cognition, behavior, and
motivation (Earley and Ang 2003). Meta-cognitive CQ refers to the mental processes necessary to analyze, control
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and understand knowledge (Ng et al. 2012), cognitive CQ represents an individual’s factual knowledge of respective
countries and cultures (Earley and Ang 2003), and behavioral CQ describes an individual’s verbal and nonverbal
ability to appropriately interact with people from different cultures (Ng et al. 2012), whereas motivational CQ reflects
the desire to initiate, direct, and maintain energy towards learning and functioning in culturally different situations
and tasks (Earley and Ang 2003). Motivational CQ research is reflected in recent research on cosmopolitanism defined
as “an individual’s willingness and ability to be “at home in the cultures of other peoples as well as their own” (Zhang
and Hank 2018). Thus, motivational CQ seems to be particularly important for the services context as the drive and
willingness to navigate various cultures may be more important than the actual knowledge of it. This current research
proposes motivational CQ/cosmopolitanism as a moderator of perceived authenticity and satisfaction.
We propose that zero to a somewhat modest point, adaptation of service delivery will be positively related to
perceptions of authenticity while high adaptation will be negatively related to perceptions of authenticity. We further
propose that this relationship will be moderated by a customer’s motivation CQ/ cosmopolitanism such that both the
positive and negative relationship will be stronger with high levels of customer motivation CQ/cosmopolitanism. In
addition, we propose that perceived authenticity will mediate the relationship between service delivery adaptation and
customer satisfaction.
The study will incorporate a scenario-based experiment set in the context of dining in an ethnic restaurant.
Respondents will be randomly assigned to a group in which the server either does not adjust to the cultural difference
of the respondents, moderately adjusts, or adjusts the encounter to a high level. A priori, consumers will be asked
about cultural stereotypes and this will be weighed against the perceptions of authenticity of the scenarios.
This study will contribute to a better understanding of the influence of customers’ cultural intelligence and
cosmopolitanism on the success of an intercultural service encounter. We also explore the optimal level of adaptation
in such service settings as well as the valuable role of cultural competencies.

References
Azab, Carol, and Terry Clark (2017), “Speak my language or look like me?–Language and ethnicity in bilingual
customer service recovery." Journal of Business Research 72, 57-68.
Bettencourt, Lance A., and Kevin Gwinner (1996), "Customization of the service experience: the role of the
frontline employee." International journal of service industry management 7(2), 3-20.
Beverland, Michael B., and Francis J. Farrelly (2009), "The quest for authenticity in consumption: Consumers’
purposive choice of authentic cues to shape experienced outcomes." Journal of Consumer Research 36 (5), 838856.
Earley, P. Christopher, and Soon Ang (2003), Cultural intelligence: Individual interactions across cultures. Stanford
University Press.
Lorenz, Melanie P., Jase R. Ramsey, Ayesha Tariq, and Daniel L. Morrell (2017), "Service excellence in the light of
cultural diversity: the impact of metacognitive cultural intelligence." Journal of Service Theory and Practice 27
(2), 475-495.
Magnusson, Peter, Stanford A. Westjohn, and Nancy J. Sirianni (2019), "Beyond country image favorability: How
brand positioning via country personality stereotypes enhances brand evaluations." Journal of International
Business Studies 50 (3), 318-338.
Ng, Kok-Yee, Linn Van Dyne, Soon Ang, and A. M. Ryan (2012), "Cultural intelligence: A review, reflections, and
recommendations for future research." Conducting multinational research: Applying organizational psychology
in the workplace: 29-58.
Wang, Chen-Ya, and Anna S. Mattila (2015) "The impact of servicescape cues on consumer prepurchase
authenticity assessment and patronage intentions to ethnic restaurants." Journal of Hospitality & Tourism
Research 39 (3), 346-372.
Zhang, Lu, and Lydia Hanks (2018), "Online reviews: The effect of cosmopolitanism, incidental similarity, and
dispersion on consumer attitudes toward ethnic restaurants." International Journal of Hospitality Management
68, 115-123.

233

Summary Brief

Is Bias against Foreign Products a Zero-Sum Game?
A Social Identity Approach to National Identity and
Consumer Ethnocentrism
Terence Motsi, Earlham College, USA
This study investigates the joint impact of consumer ethnocentrism and national identity on evaluation of foreign
products and service. The results of the paper show the differential impact of national identity, a pro in-group
construct, and ethnocentrism, an anti-out-group construct. Consumer ethnocentrism had a negative impact on China’s
micro image. The result implies that consumers may view products made in China generally in a negative manner but
when presented with a product choice their ethnocentrism does not extend to actual product choice. National identity
had a negative impact on the actual product choice compared to ethnocentrism. Social identity theory predicts that
high in-group identifiers discriminate out-groups to achieve positive distinctiveness and the results of the study
confirm that this extends to the consumer buying context.

Introduction
Consumer rejection of foreign products is often explained through two motives, anti out-group feelings and pro
in-group feelings (Zeugener-Roth, Zabkar, and Diamantopoulos 2015). These motives are drawn directly from social
identity theory (Tajfel, 1978; Verlegh, 2007: Zeugener-Roth, Zabkar, and Diamantopoulos 2015). Pro in-group
feelings expressed through national identity reflect attachment to the nation as an in-group with other nations
considered out-groups. National identity does not explicitly imply rejection of foreign products with researchers
finding inconsistent effects (Zeugener-Roth, Zabkar, and Diamantopoulos 2015; Verlegh, 2007). Researchers have
however found a consistent strong impact of ethnocentrism on foreign product rejection (Shankarmahesh, 2006).
Ethnocentric behavior is motivated by in-group enhancement i.e. by discriminating out-groups ethnocentric people
enhance their in-group status.
The perception of threat posed by foreign products is a central driver of ethnocentric behavior. Ethnocentric
consumers view the purchase of foreign products as responsible for job losses and harm to the domestic economy.
The role of threat is not explicitly modelled in studies using national identity while the influence of threat in
ethnocentrism is tested in the context of buying foreign products. In a globalized environment, consumers are faced
with an array of products from different countries. The likelihood of avoiding all foreign products is likely to be
impractical even for ethnocentric consumers. Consumers may in theory like to buy domestic as an expression of
consumer ethnocentrism but for reasons such as lack of domestic alternatives and product necessity they end up buying
foreign products.
Social identity theory (SIT) posits a relationship between group identification and out-group derogation. Social
identity is defined by Tajfel (1978) as “that part of an individual’s self-concept which derives from his knowledge of
his membership in a social group together with the value and emotional significance to that membership” (Tajfel
1978,63). The in-group and out-group dynamic is captured in the COO literature through the concepts of consumer
ethnocentrism, national identity, and home country bias. (Zeugener-Roth, Zabkar, and Diamantopoulos 2015). Social
identity is important in international marketing through two main drivers, for national identity through knowledge and
importance of being a member of a group and rejection of foreign products to enhance one’s in-group in the case of
consumer ethnocentrism. In-group attachment in and of itself does not necessarily lead to out-group bias (Rubin and
Hewstone, 1998) and in the context of buying products may not be a factor.
The purpose of this research is to investigate how perception of economic threat in general impacts the influence
of national identity and consumer ethnocentrism on product outcomes. The use of economic threat as an intervening
condition on national identity and ethnocentrism adds to our knowledge about the context in which ethnocentrism and
national identity may result in a rejection of foreign products. National identity is not a consumption-based concept
and it has generally not been found to lead to a consistent effect on evaluation of foreign products (Zeugener-Roth,
Zabkar, and Diamantopoulos 2015). I suggest that perception of economic threat provides a sufficient condition to
induce bias. A secondary aim of the research is to investigate whether in the presence of economic threat, ethnocentric
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American consumers would view two emerging market economies (India and China) as equally threatening to the ingroup.

Literature Review
Social Identity Theory
Social identity theory explains the conditions under which out-group bias exists. The motive for enhancing the
in-group is generally thought to be elicited by competition for resources under experimental conditions (Rubin and
Hewstone 1998). For instance, when researchers divide respondents into groups (in-groups and out-groups) and give
them a task to allocate limited resources, they generally allocate more resources to their in-group. The relationship
between in-group identity and out-group rejection created under lab conditions is unlikely to be replicated in a reallife consumer decision process. An American consumer may not view buying a Toyota instead of a Ford as a zerosum proposition because both companies employ Americans. Social identity theory is therefore used as an overarching
theoretical framework to explain normative influences on consumer behavior through home country bias (Verlegh
2007), consumer affinity (Oberecker and Diamantopoulos 2011) and consumer ethnocentrism (Shimp and Sharma
1987). In-group identity and ethnocentrism alone may not necessarily lead to rejection of foreign products and using
SIT I expect that threat perceived from out-groups is a necessary condition for out-group bias to occur. The fact that
an individual identifies strongly with their nation may not directly lead to negative evaluation of foreign products but
if they perceive a general threat from outsiders then the conditions for out-group bias are strengthened. Ethnocentrism
is conceptualized as a consumer trait that is an antecedent of out-group bias, however not all ethnocentric consumers
would reject all foreign products because of the presence of other limiting factors. I expect that perceived economic
threat is a condition that will lead to an outright rejection of foreign products.

National Identity
Westjohn, Singh, and Magnusson (2012) identify the national in-group as part of a collective identity adopted by
individuals. The authors suggest that national identity is related to a psychological investment one has in the national
community. Blank and Schmidt (2003) define national identity as “the importance of national affiliation as well as the
subjective significance of an inner bond with the nation” (Blank and Schmidt 2003,296). Accordingly, national
identity is enhanced by the knowledge of belonging to a group and the value placed in belonging to that in-group.
Individuals vary in the strength of their national identity based on the importance they attach national identity as a
relevant part of their identity. According to Brewer (1979), in-group bias due to national identity is driven by
attachment to the in-group without specific reference to an out-group. In-group identity is associated with an evaluative
as well as an emotional connection one has with their in-group (Tajfel 1978). However, the bias due to national identity
would likely occur if consumers view domestic products as an extension of their national identity. In the absence of
such connections national identity would likely not lead to a negative evaluation of foreign products.

Consumer Ethnocentrism
Consumer ethnocentrism describes a moral aversion towards purchasing foreign products (Shimp and Sharma
1987). In this context, consumption is related to a specific goal of protecting domestic jobs or avoiding harm to a
specific social in-group. Ethnocentric consumers perceive a prominent level of threat to the domestic economy from
imported products. Apart from threat perception, some researchers have found that ethnocentrism is also associated
with derogation of an out-group in favor of one’s in-group (Verlegh, 2007). Ethnocentric tendencies are also driven
by personal values such as collectivism, lack of openness to foreign cultures and patriotism (Sharma, Shimp, and Shin
1995).
Consumer ethnocentrism is conceptualized as the more general model of ethnocentrism. It is an applied consumer
behavior adaptation and it is largely conceptualized as people who view the in-group as the lens through which they
judge others. Ethnocentrism is viewed as an antecedent of the attitudes towards foreign products. In the literature,
ethnocentrism affects product related outcomes because of how it is conceptualized.

Hypothesis Development
Ethnocentrism is associated with a uniform derogation of out-groups. Consumer ethnocentrism has a more
product related focus and thus I expect it to follow established findings in the literature of a negative evaluation of
foreign products (Shankarmahesh 2006). Consumer ethnocentrism is conceptualized as a general tendency to view the
in-group as superior to out-groups. It is a personality trait where an individual uses his/her in-group as a frame of
reference in judging outgroups. The most common outcome of consumer ethnocentrism is a general tendency to dislike
foreign products. However, consumers are unlikely to view all foreign products the same because of cultural similarity
(Watson and Wright 2000) or membership in a trade group (Verlegh 2007). The role of economic and personal threat
has been suggested as a moderating variable between ethnocentrism and consumer behavior (Sharma, 1995). The

235

moderation hypothesis tests the strength of economic threat on ethnocentrism. Instead in this paper I use threat as a
mediator because ethnocentrism does not necessarily lead to a direct significant relationship with purchase behavior
(Watson and Wright 2000). I chose the micro image because it is a general measure of how consumers view all
products made in a foreign country (Roth and Romeo 1992) Consumer ethnocentrism can also be applied to tourism,
Kock et al (2019) developed a tourism ethnocentric scale underpinned by social identity theory. The paper found that
tourism ethnocentrism is positively related to domestic tourism, positive word or mouth and intent to recommend
domestic tourist sites. The paper does not study foreign tourism, however social identity theory would suggest that
preference for foreign travel might be affected by the perception of threat from out-group (Rubin and Hewstone 1998).
I study destination receptivity, a concept drawn from tourism literature (Elliot, Papadopoulos and Kim 2011) that
measures intent to travel to a foreign nation for tourism. Ethnocentric consumers make exceptions for products coming
from countries they like, and, in this research, I assume that even in the presence of economic threat, ethnocentric
consumers may not view all countries similarly. American consumers who perceive outsiders as threats may view
Chinese products as a significant carrier of that threat compared to Indian products or services. A recent Gallup poll
(Gallup 2019) found that 46% of Americans view China as a serious economic threat, by contrast Gallup (2016) found
that only 3% of Americans thought India would be an economic power in 20 years. There are more favorable views
of India (72%) among Americans (Gallup 2019). The literature has not yet established the relationship between
ethnocentrism and destination receptivity, I assume the relationship is like previously studied outcomes of
ethnocentrism on products because ethnocentric consumers would view spending money on foreign travel as
supporting a foreign country at the expense of their own. I assume the perception of out-group threat will be greater
for China than India. Ethnocentrism is already primed with feelings of threat , however due to literature findings that
not all foreign countries are viewed the same(Watson and Wright 2000) I hypothesize that ethnocentrism will have a
direct negative effect on China’s product related outcomes and that for India the relationship would be indirect except
for destination receptivity which is not well established in the international marketing literature.
H1: Consumer ethnocentrism is negatively related to destination receptivity of China and India
H2: Perceived economic threat mediates the relationship between ethnocentrism and a) micro image b)
destination receptivity and c) product evaluation for China but not for India
In-group bias in national identity is motivated by attachment to the in-group, however, some researchers have
found that perception of threat to the in-group is what motivates bias (Brewer 1999). Under conditions of threat,
ethnocentrism will likely enhance negative evaluation of the out-group. National identity is positively related to
preference for domestic products (Verlegh 2007). However, Verlegh (2007) did not find a consistent effect of national
identity on the evaluation of foreign products. The author concluded that the perception of similarity between a foreign
COO and consumer's in-group mitigated the effect of national identity. In COO research threat is not implicitly primed
in the research design (Verlegh 2007). Thus, there has not been much attention paid to how national identity affects
the evaluation of foreign products only (Zeugener-Roth, Zabkar, and Diamantopoulos 2015).
There is a lack of consistent findings in the literature on the relationship between national identification and
evaluation of foreign products. Zeugener-Roth, Zabkar, and Diamantopoulos (2015) found a positive effect of national
identity on product judgment of foreign products but not willingness to buy. The papers investigated the impact of
national identity on COO evaluation using countries located geographically close to each other, for example, ZeugnerRoth used Austria and Italy while Verlegh (2007) used the Netherlands and other Western European countries.
The positive relationship found in previous research can be explained through the cultural and political links
between the countries’ studied. The perception of competition by out-groups is based on a zero-sum conceptualization
of group relations (Brewer 1999). While a lot of insight from SIT about how individuals react to threat perception is
based on priming identity under lab conditions followed by allocation of rewards to the in-group and out-group, it is
not clear if this dynamic appears in the evaluation of COO. In contrast to ethnocentrism, national identity is not
generally primed with negative out-group feelings (Zeugener-Roth, Zabkar, and Diamantopoulos 2015). While
ethnocentrism is associated with strong in-group identity it also explicitly discriminates against out-groups. I,
therefore, expect that national identity does not imply uniform strong anti-out-group feelings unless the country is
perceived to be threatening to the in-group. For the product related outcomes, previous research has shown that
national identity can be positively linked to foreign product judgment (Verlegh 2007) when consumers perceive the
out-group to be part of their in-group e.g. member states of the EU.
H3: National identity is negatively related to destination receptivity of China and India
H4: Perceived economic threat mediates the relationship between national identity and a) micro image b)
destination receptivity and c) product evaluation for China but not for India
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Method
The corresponding hypotheses will be investigated using a sample of American consumers. I use the United States
because of its position in the global trade system and as a country where many foreign producers sell their brands. To
gauge the behavioral outcome of our main model we chose to use an actual product to show how national stereotypes
are used in product evaluation. I chose to use tablets. Tablets combine some utilitarian computing benefits along with
hedonic qualities because of design elements associated with some technological advancement. Respondents were
given a brief description of a generic tablet describing its’ characteristics with information about where the product is
made included in the description. The sample size was 248 respondents recruited from Amazon mechanical-Turk in
exchange for payment.
Previously used scales that are validated in the literature are used. The micro image scale is adapted from Roth
and Romeo (1992). The scale is underpinned by items such as good value for money, reliable, color and design,
workmanship, and technological advancement. Consumer ethnocentrism is measured through the CETSCALE (Shimp
and Sharma 1987); the scale contains 17 items that capture the morality of buying foreign products and threat
perception by consumers. It has been validated in Germany, France, and Japan by Netemeyer, Durvasula, and
Lichtenstein (1991). The items included in the scale include “Buy American-made products keep America working”
“American people should only buy American made products instead of imports”. Destination receptivity was adopted
from Elliot, Kim and Papadopoulos (2011)
National identity scale is adapted from Der-Karabetian and Ruiz (1997). The scale contains 8 items that measure
people's connection to their nation as an in-group. Items such as "My destiny is closely connected to the destiny of the
United States", "I see my future closely tied to the future of humankind in the United States". Product evaluation is
adopted from Sharma (2011) and contains 4 items such as overall quality, performance, reliability, and value for
money.
Since the questionnaire asks respondents to assess stereotypes social desirability may have an impact on behavior
the scale measuring national stereotypes is structured in a way that the respondents are not asked for their personal
views. The question reads “According to your opinion Americans view Chinese people as….” to mitigate the potential
impact of social desirability bias.
I entered the data into AMOS 25 to undertake a confirmatory factor analysis (CFA) and a structural equation
model (SEM). The CFA yielded a good fit with a chi-square/degrees of freedom ratio of 2.6 for the China response
set. The CFI, NFI, IFI were 0.956, 0.93, and 0.947 respectively. The RMSEA for the model was 0.065. For the India
response set, the chi-square/degrees of freedom ratio was 2.292. The CFI, NFI, IFI were 0.966, 0,94 and 0.966
respectively. The RMSEA was 0.058. The fit indices are generally thought to show good fit at levels of 0.9 and above.
There were no validity issues, average variance extracted were all above 0.5 and no construct had inter-item
correlations higher than the average variance extracted. I ran 2 models, the first one with perceived economic threat
to show the indirect relationship and the second one without perceived economic threat. I did this to test which overall
model best explains how the in-group attachment and out-group skepticism affects consumption behavior.
The results of the SEM are displayed in
Table 1:SEM results
China
India
Path
ß
ß
CET -> DEST
-0.081
-0.041
CET -> Threat->
Micro image
0.094***
0.069***
CET -> Threat->
DEST
0.031**
0.048***
CET -> Threat->
EVAL
0.074***
0.063***
NID -> DEST
0.218***
0.197***
NID -> Threat->
Micro image
0.008
0.003
NID -> Threat->
DEST
0.003
0.003
NID -> Threat->
EVAL
0.007
0.004
China chi sq/d.f. (620) = 3.15; RMSEA = 0.065; TLI = 0.90; CFI = 0.91 ** p < 0.01, ***p<0.001
India chi sq /d.f. (594) = 3.01; RMSEA = 0.073; TLI = 0.936; CFI = 0.943

The results show that H1 is not confirmed for both response set. The interpretation of the mediation hypotheses
were complicated. The mediation hypotheses could not be supported for national identity because there was no
significant relationship between national identity and threat perception. For consumer ethnocentrism the results
suggested a confounding effect, the direct and mediated results have an opposite sign. For instance, the direct
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relationship between consumer ethnocentrism and China micro image was -0.239, p<0.01. The mediated result was
positive at the 0.05 level. The direct relationship between ethnocentrism and product evaluation was insignificant 0.025 with the mediation analysis showing a positive significant sign. The results were similar for India (CET->Micro
-0.069; CET->EVAL 0.028; CET-> -0.041). The Hayes (2012) PROCESS tool yielded the same results. I tested an
alternative model specifying the same relationships without a mediator present in the results. The results were as
follows India (CET->Micro -0.005; CET->EVAL .101*; CET-> DEST 0.004; NID->Micro -0.09; NID-> EVAL 0.08; NID-> DEST .201***) The fit indices did not show any significantly worse fit. For China (CET-> Micro 0.136**; CET->EVAL 0.043; CET->DEST -0.055; NID->Micro -0.016; NID->EVAL -0.059*; NID->DEST
0.188***). The fit indices were not significantly worse except for the chi-square/degrees of freedom ration which
increased from 3.1 to 3.8. The results suggest that the model with direct relationships did not significantly result in a
worse fit but showed interesting patterns that conform to the predictions of social identity theory. I hypothesized that
China would be viewed as a greater threat than India and the results broadly confirm the model. The parsimonious
model without economic threat provides clearer and easier to interpret results. Ethnocentric consumers have a negative
view of China and products made in that country compared to India. Ethnocentrism even had a positive relationship
with evaluation of Indian made tablet. Interestingly national identity had a negative impact on evaluation of Chinese
made tablet. Respondents with a high level of national identity had a negative view of a product made in China even
in the absence of threat perception.

Discussion
The results of the paper show the differential impact of national identity, a pro in-group construct, and
ethnocentrism, an anti-out-group construct. CET had a negative impact on China’s micro image. The result implies
that consumers may view products made in China generally in a negative manner but when presented with a product
choice their ethnocentrism does not extend to actual product choice. Previous research has shown the varied
intervening factors that affect ethnocentrism and it may be that consumers are objective when evaluating an actual
product. The contrast between a positive evaluation of an Indian made tablet in contrast to the Chinese made one
implies that consumers may view India as non-threatening compared to China. The respondents evaluated both the
Chinese and Indian tablet and the positive evaluation of the Indian product concept can be interpreted in a comparative
context.
The implication for the broader ethnocentrism research is that cultural similarity is not the only intervening factor
that can attenuate the relationship between ethnocentrism and product outcomes. The role of threat appears to be just
as symbolic for consumers given that it does not affect direct actionable outcomes such as product evaluation.
International marketing researchers have used SIT to posit that CET is based on the distinction people make between
in-group products’ and out-group products’, the boundaries of such group membership are commonly studied as the
nation state. SIT does not suggest that being a member of an in-group automatically implies out-group derogation.
The positive evaluation of Indian product confounds some of the predictions in CET literature. If consumers extend
the in-group based on culture or politics how can we explain the findings for India? I suggest that there is an implied
threat that is targeted at China that is different from consumer animosity.
The impact of national identity for the evaluation of Chinese products provokes interesting insights. In this case
attachment to the in-group through identifying with a nation lead to a negative evaluation of Chinese products. SIT
predicts that the need for positive distinctiveness drives bias (Mummendey 1995), in other words people discriminate
against out-groups to maintain positive self -esteem. It is not clear that American consumers would evaluate Chinese
products negatively to boost their self-esteem unless it was in direct competition with an American alternative.
National identity may drive people to interpret China as a bigger threat because of their products.
From the perspective of social identity theory and its use in international marketing, the paper suggests that the
conditions that lead to out-group bias are not necessarily based on attachment to the in-group. Consumers may have a
high attachment to the in-group but still, maintain an objective judgment of foreign products. The paper did not use
an experimental design to manipulate threat perception and this may affect the impact of national identity.
The results for destination receptivity shows that consumers may be willing to engage in cultural exchanges with
people from countries that are perceived as threatening to the in-group. It may be that tourism ethnocentrism is a
specific type of ethnocentrism that is quite separate from general ethnocentrism. The impact for services may also be
different based on these results.
From a managerial perspective the results suggest that the image dimensions of COO matter to consumers. In the
context of current anti-globalization feelings, the increased sense of nationalism and in-group favoritism operates at
the macro level for ethnocentric consumers, people may not generally like the idea of buying Chinese products but
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will buy them if they are available. For countries that are viewed positively in the United States it may not necessarily
be that consumers like their products but that compared to a country that is perceived as a threat their options may
look better. The results do not suggest that managers should directly compare their product explicitly to a foreign rival,
but that caution should be taken when the assumption is that favorability in the eyes of the consumer leads to positive
equity.
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Summary Brief

Gen Z and Non-Traditional Students: Are They More
Alike than Different?
Ream Shoreibah, Birmingham-Southern College, USA
Benjamin Garner, University of North Georgia, USA
Mary Harrison, Birmingham-Southern College, USA
Samer Sarofim, California State University, Fresno, USA
Jill Sundie, Radford University, USA
Parker Woodroof, University of Central Arkansas, USA
Building on their experience as well as on the literature, panelists share best practices in teaching Generation Z
(Gen Z) students and non-traditional students. The marketing education needs of the two groups are compared and
contrasted, with emphasis on teaching strategies that work well for both. Topics covered include time management,
massive open online courses, experiential learning, and the role of technology.
This panel addresses the special opportunities and challenges relating to teaching two groups of students:
Generation Z and non-traditional students. Gen Zs were born between 1996 and 2012, grew up using digital
technology, expect instant feedback and customized learning opportunities, tend to accept diverse populations, and
have a high degree of social and environmental awareness (Weidmer 2015). Non-traditional students are older than
24, are starting or continuing college (often part-time) after some time off, are financially independent, and often have
family or work commitments (Choy 2002; Fragosoet al. 2013). Still considered “non-traditional,” this segment made
up nearly 14% of the most recent cohort featured in the National Student Clearinghouse’s annual six-year college
completion report (Shapiroet al. 2017). Gen Z and non-traditional students often sit side-by-side in the same classroom,
or enroll in the same virtual class. Thus, while we compare and contrast the marketing education needs of the two
groups, we emphasize strategies that work well for both. Examples follow.

Time Management
Gen Zs often live on campus and/or are committed full-time to their higher education and related activities, while
non-traditional students typically commute to campus and have obligations such as work and family (Zerquera, Ziskin
and Torres 2018). Faculty tend to recommend compartmentalization as a time management approach (Zerquera et al.
2018). However, it is often impractical and sometimes impossible for non-traditional students to set aside distinct
blocks of time for studying. Gen Zs tend to have schedules that center on their educational commitments, but
increasingly have extracurricular obligations that they value and dedicate significant amounts of time to. These time
management issues have implications on the manner and extent to which students interact with faculty outside of the
classroom, and the flexibility they have in particular types of assignments, such as group projects.

Universal Availability of Educational Material
Students today have opportunities to learn in settings beyond the boundaries of conventional colleges and
universities. Millions of students enroll annually in massive open online courses (MOOCs), and while some of these
are offered by universities, many are offered instead by dedicated platforms. (Christensen, Steinmetz, Alcorn, Bennett,
Woods, et al 2013; Koulopoulosand Keldsen 2016). Digital marketing certifications are widely available, often free,
and valued by employers (Staton 2016). These alternatives to conventional classrooms are appealing to both Gen Z
students, who value instant feedback and enjoy what is often a gamified learning platform, and by non-traditional
students, who value flexible hours and affordability (Koulopoulos and Keldsen 2016; Zerquera et al. 2018).

Experiential Learning
Two large-scale surveys of Gen Zs found them to be entrepreneurial and keen to develop practical business skills
(Merriman 2016; Cassandra 2015). Merriman (2015) also described them as having a strong desire to bring about
change and make things happen, for example improve the environment. We anecdotally say that Gen Z wants to
change the world. Non-traditional students, similarly, have already been employed and value tangible, work-related
skills and the opportunity to build a portfolio to present to employers (Bell 2018). Experiential learning, particularly
in the form of internships and service-learning projects, is therefore well-suited for both cohorts of students.
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Technology
Gen Zs are digital natives; they grew up immersed in digital technology in ways that no other generation has
(Koulopoulos and Keldsen 2016). Gen Zs have always known video calling, are self-reliant in searching for
educational content online, and are comfortable providing personal data if it means they will receive a personalized
experience (Ernst & Young 2016). While these traits—coupled with non-traditional students’ desire for flexible
schedules (Zerquera et al. 2018)—present opportunities for online and blended classes, they also present challenges
related to the (relative) technological expertise of the instructor, teaching students how to evaluate the reliability of
sources, and giving students ample opportunities to learn actively and communicate effectively via non-digital modes.
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Business-to-Business Inside Salespeople Social Media
Use in Prospecting: A Qualitative Investigation
Max Pivonka, Elon University, USA
Nawar N. Chaker, Elon University, USA
Interestingly, 55% of business-to-business (B2B) buyers are using social media to research business solutions, a
trend that will likely continue to increase. Recognizing this, recent literature suggests that social media use should
play an integral part in salespeople strategies. Yet, research has failed to examine why and how salespeople are using
social media. Recognizing the significance of social media as a way for buyers and sellers to connect, this research
addresses the gaps in the literature by examining social media use in B2B inside sales during the prospecting phase,
where it is assumed to be the most prevalent. This research utilizes in-depth interviews with salespeople to more
thoroughly understand how salespeople use social media when prospecting. The findings uncover several strategies
that salespeople can use to more effectively and efficiently engage prospects, leading to increased prospect response
and acquisition. These strategies include leveraging social media communities, creating digital personas, maintaining
indirect communication, and the ability to get to know prospects.

Introduction
The role of the modern salesperson has shifted significantly since the times of Willy Loman; modern technology
has caused a systematic shift in the role of salespeople. By leveraging technology as an information and
communication tool, salespeople are able to engage a prospect throughout the entire sales process without ever having
to meet with that customer face-to-face. This is becoming more frequently used in practice due to increasing
transportation/travel costs and difficulties that stem from travel logistics for outside salespeople (Gessner and Scott
Jr. 2009). One technology tool that has contributed to the acceleration of this systematic change is social media. While
previous literature has noted the impact of social media in sales (e.g., Andzulis, Panagopoulos, and Rapp 2012; Rapp
et al. 2013), there has been almost no research examining the role of social media in an inside sales context. Moreover,
there has been little exploration of the prospecting phase of the sales process. Through in-depth interviews with sales
professionals from various industries, geographies, and backgrounds, this research uses grounded theory to uncover
strategies salespeople can use to enhance the efficiency and effectiveness of their outreach efforts, ultimately
increasing prospect response rates and acquisition.

Leveraging Social Media Communities
Social media can be a powerful tool to connect people with similar interests. Many people have engaged with this
feature of social media on a personal level, joining groups of individuals who share a commonality with them. In the
professional world, this results in communities such as “Central Pennsylvania IT Professionals” or “Healthcare
Leaders of New York (HNLY).” Anecdotes in industry as well as academic research (e.g., Jolson 1988) note that
success in the sales profession is in large part reliant on connecting with someone who needs the product/service,
willing to buy, and who has the ability to buy. Social media communities can serve as a prospect-rich environment of
potentially qualified buyers. Additionally, salespeople note that social media communities can also serve as a valuable
tool to engage with existing clients. These communities can be used to allow customers to engage with each other and
raise general problems to salespeople. Consequently, salespeople can use this as an opportunity to resolve customer
complaints and engage with a large number of customers at once.

Creating Digital Personas
Inside business-to-business sales removes the face-to-face connection of outside sales. This interpersonal
connection is crucial to the success of salespeople; at the end of the day, customers are still buying from people.
Salespeople interviewed frequently discussed how they actively work to create profiles that reflect their authentic
personality and interests, citing increased prospect engagement as a reason. While previous scholarship has uncovered
a positive correlation between strong general factors of job performance and total new customer acquisition (Sitser,
van der Liden, and Born 2013), the evidence presented and documented in the in-depth interviews demonstrated
clearly that salespeople feel this is a crucial factor in their own success. Additionally, salespeople revealed that they
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use social media as a way to shape their peer’s perception of them. Salespeople interviewed noted that colleagues who
share work-sponsored content or share professional achievements can build a brand within, and outside the company.

Maintaining Indirect Communication
Salespeople must constantly work to combat prospect burnout. While social media can be a valuable tool, it can
also prove to be a double-edged sword. Nowadays, potential buyers are inundated by emails, phone calls, and messages
on various social media platforms constantly – ultimately this is what causes prospect burnout. Social media presents
an opportunity for salespeople to get in-front of a large number of prospects in an unobtrusive way. As salespeople
share their opinions, insights, knowledge, and other content, they are able to create and maintain relationships with
prospects with similar needs, interests, or problems (Cho, Chen, and Chung 2010). This new tool salespeople use is
also beneficial for prospects – instead of being exclusively having to go through salespeople, prospects can engage
with content at their own pace and interest.

Getting to Know Prospects
Social media, and the internet in general, has made personal information more accessible than it previously had
ever been. Salespeople have learned to leverage this tool to create a more personalized outreach strategy when reaching
out to prospects. Instead of a standardized message, salespeople are able to incorporate personal details into their
message, beginning the new engagement in a non-business centric way. This relates to the old adage, “People buy
from people they like” (Blount 2010). Salespeople also noted the difference between various social media platforms.
While prospects, and salespeople, may often portray themselves in a very professional way on LinkedIn, other social
media platforms may reflect a more personal side of the prospect. While this can be a very powerful tool, several
salespeople discussed concerns regarding what information should remain private versus what should be eligible to
be used.
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Summary Brief

“When It Becomes Too Much”: The Effect of Internal
Competition on Effort and Performance and the
Moderating Role of Self-Monitoring
Amin Rostami, Iowa State University, USA
Ashish Kalra, LaSalle University, USA
Raj Agnihotri, Iowa State University, USA
Salespeople often work under competitive settings. This research investigates the effect of salesperson’s internal
competition on effort and its transcending effect on sales performance. Using a sample of business-to-business
salespeople working for a major financial firm, we show that internal competition has both linear and non-linear
effect on salesperson’s effort that further positively affect sales performance. Salesperson’s self-monitoring moderates
these relationships.

Introduction
For decades, sales scholars have analyzed the factors that can improve salesperson’s performance. In particular,
contemporary sales scholars to explain the variation in salesperson’s performance are increasingly examining intraorganizational issues. Employees’ internal work environment is becoming more complex (Plouffe and Gr´egoire 2011)
and posits important research questions in intra-organizational domain. We focus on internal competition as one such
social influence tactic that organizations generally adopt to influence salespersons’ performance. Competition within
organizational boundaries and its effects on salespersons’ personal wellbeing, job-related behaviors, and performance
have been a challenging issue for theory and practice alike (Brown, Cron, and Slocum 1998; Arnold et al. 2009). With
salespersons’ presence at the forefront of all business exchanges and with ever-increasing demand to perform at the
higher levels, the effects of competition is pronounced in organizational situations involving salespeople. In response,
researchers are increasingly assessing the role of competition within sales and service organizations and its potential
impacts (positive and negative) on employees (e.g. Arnold et al. 2009; Schrock et al. 2014). Further, in pursuit of a
more fine-grained understanding of the relationship between internal competition and effort, we introduce selfmonitoring (Snyder 1974) as a moderator of this relationship. Self-monitoring is defined as a personality trait that is
related to self-observation and self-control guided by situational cues to social appropriateness (Snyder 1974). Because
high self-monitors have the ability to respond appropriately to the situation by acting on relevant cues and ignoring
irrelevant cues, we propose that high self-monitors will be better able to understand the challenging demands posed
by internal competition and change their behaviors as required, which ultimately means more effort on their part. We
hence theorize both linear and non-linear effect of internal competition on salesperson’s effort depends on
salesperson’s self-monitoring ability.

Data and Conclusion
To test our conceptual model, we collected data from 137 salespeople-manager dyad working for a financial
service firm. We used well-developed scales to validate our findings. We first analyzed the measurement model to
ensure that the variables provide an adequate fit. The measurement model provided adequate fit to the data (χ2
=253.26, df =124, CFI =0.92, RMSEA =0.08, SRMR =0.06). To analyze the structural model, we used PLS-SEM to
test all the effects in our model. Overall, the results of the structural model test supports our hypothesized model.
Internal competition is positively related to salesperson’s work effort that, in turn, translate to higher sales
performance. In addition, internal competition has curvilinear relationship with effort. While the moderating effect of
self-monitoring on curvilinear relationship was not significant, its effect on linear relationship was in the opposite
direction than hypothesized. * This is a work-in-progress and is in very early stages of theoretical development.
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Summary Brief

Exploring the Effect of Psychological Ownership on
Direct Selling Representatives' Job Performance
Guanyu Geng, University of North Texas, USA
Lou E. Pelton, University of North Texas, USA
Research into psychological ownership has received much attention from scholars in management and the allied
social science disciplines but sparse attention in the marketing discipline. Sales representatives' sense of
psychological ownership in the organizations that they represent is critically explored. This article focuses on
empirically testing the impact of psychological ownership on direct sales agents’ role sets and their ensuing job
performance. Because of the dualistic channel role of the direct selling representatives, this research analyzes the
effect of psychological ownership on the job performance of two role sets: the direct sales agent and the independent
distributor, respectively. Moreover, this research also illustrates how leader-member exchange (LMX) may moderate
the relationship between independent distributors’ psychological ownership and their job performance in direct
selling channels.

Introduction
The performance of salespeople is one of the most critical factors for the company’s success. Their achievements
decide the fate of their organizations. The salesperson is not only directly related to the revenue of the companies but
also can be treated as a communication tunnel to satisfy the unique customers’ need and demands. A great deal of
literature has explored the salient dimensions that foster salespersons’ success and its consequent impact on
organizational performance. However, the predominance of research has focused on sales representatives who are
employed by the organization, regardless of their compensation structure. A major research gap is the independent
sales representative, an agent that contributes to organizational performance but does not formally have an employeremployee relationship within a firm.
This research addresses this gap, investigating the role of the direct sales agent through the lens of psychological
ownership (PO) and agency theories. The salesperson in direct marketing channels is unique for several reasons. First,
s/he helps the company or manufacturer to build a good relationship with customers. The role of direct selling
representatives is like that of agents or brokers. Unlike a sales representative working within the firm, they play a
dualistic role set. A dualistic role set describes channel members who serve multiple functions within a single
marketing channel. In direct selling channels, the agent is a conduit between the company and the ultimate customer.
Direct sales agents may concurrently perform a "distributor" role as a stand-alone entity composed of their own sales
network. The latter involves the recruitment of other sales agents. In this situation, independent distributors in direct
selling channels not only manage a relationship with the company that they represent; but, they also simultaneously
"take ownership" of attracting and retaining both customers and network sales associates. So, how much do they feel
a sense of "possession" relative to the firm and its market offerings that they represent? Previous research has
empirically supported a positive relationship between PO and job performance, such as job satisfaction, work
engagement, and organizational commitment (Bernhard & O'Driscoll, 2011; Ramos et al., 2014; Han et al., 2010; Van
Dyne & Pierce, 2004; Vandewalle et al., 1995; Dawkins et al., 2017). While there has been a great deal of research
addressing the role of PO in organizational contexts, there exists a major research gap in understanding the impact of
PO on sales agents' job performance.
With a growing number of Millennials participating in the “Gig Economy,” a labor market characterized by the
prevalence of short-term contracts or freelancers rather than more conventional permanent jobs, the role of PO on Gig
Workers' organizational commitment, job satisfaction, and leader-member exchange (LMX) may impact both
individuals’ and organization’s ensuing sales performance. In this research, the objective is to proffer two models that
may provide insights into managerial mechanisms for increasing perceived PO of direct sales agents and independent
distributors in direct selling channels.
The present research focus is specifically on direct sales agents' PO in a dualistic role set as both the sales agent
and distributor (in which they manage other sales agents). Because the direct selling industry is distinguished by
individuals who sell part-time or have multiple "gigs," a theory-driven approach to retention of direct sales agents may
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improve the bottom-line financial performance of direct selling companies. For example, since the direct sales agents
are more independent than salespersons hired by the company, increasing their belongingness and the PO of
organizations play an essential function in their business success. Specifically, this research seeks to address the
following questions:
1.

What is the impact of psychological factors such as the perception of control, autonomy, and sense of
belongingness on direct sales agents and independent distributors?
2. How does the PO influence the job performance of direct sales agents and independent distributors?
3. What factor(s) might enhance or mitigate the effect of PO on the job performance of direct sales agents and
independent distributors?
These research questions are addressed by examining how PO influences the job performance of direct sales
agents in terms of their dualistic roles interfaces with both the sales agent and the consumer. In direct selling channels,
there is a conflict between principals and agents due to the imbalance of interests between the parties. Using the
research from PO and agency theory, this research hypothesizes that the company and independent distributors
(principals) can increase the PO of their sales agents (agents), enhancing the job performance outcomes. Specifically,
this research proposes that when the PO of direct sales agents increases, they are more likely to attain better job
performance. Conversely, if they don't have a high PO, they will not have high job motivation, thereby decreasing
their job performance.
Consistent with the dualistic role of direct sales agents, the manuscript also discusses how leader-member
exchanges (hereafter, LMX) influences the effect of PO on independent distributors’ job performance. LMX illustrates
the relationship between managers and subordinates. The main assumption of LMX is that there is a hierarchal level
between leaders and their subordinates. This research extends LMX to explore the organizational relationship, which
has no clear hierarchal level. Together, the research contributes to the literature on PO in direct selling channels by
demonstrating how two psychological factors (i.e., sense of belongingness, autonomy, and perception of control)
influence the PO and its ensuing role on direct sales agents’ job performance.
Previous literature has illustrated that these three factors can influence the sales representatives’ psychological
conditions, finally influencing their behaviors and decision-making process. Specifically, these three factors can
positively influence the sales representatives' organizational commitment and turnover. High sense of belonging, high
job autonomy, and a strong perception of control can motivate the sales representatives to build a strong attachment
to their companies. This research postulates that the three factors have a positive impact on the direct sales agents' PO.
Figures 1 and 2 present the conceptual models related to the different role sets of direct sales agents. These two
conceptual models unify the antecedents of PO and the causes driving PO as well as the moderating influences and
consequence of this psychological state. The article is structured as follows. First, this research addresses the critical
question of what PO is and also illustrates the essential antecedents of PO. Next, this research illustrates why the PO
can be applied to the direct sales agents and why it can influence the job performance of direct sales agents. Finally,
this research demonstrates the definition of LMX and explain why LMX can moderate the relationship between PO
and direct sales agents’ job performance.

Figure 1: Conceptual Model (Direct Sales Agent)
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Figure 2: Conceptual Model (Independent Distributor)

Theoretical Foundation
Agency theory is one of the overarching conceptual foundations for marketing channels, especially those
involving buyer-seller exchanges in which there exist direct sales agents.

Agency Theory in Direct Selling Channels
Agency theory (Jensen and Meckling, 1976) provides insights into the relationship between principals and agents.
Specifically, an agency relationship arises when one or more individuals, called principals, hire one or more other
individuals, called agents, to perform some services to create value for the customers. In this dyadic relationship, there
is a conflict between principal and agent because there is an imbalance interest between principal and agent, and the
principal has imperfect information about the agent's contribution (Jensen and Meckling, 1976; Bosse and Phillips,
2016). The imbalance of interests and imperfect information create the problem, and the problem results in costs and
inefficiencies, ultimately decreasing the performance of the principal and agent (Jensen and Meckling, 1976; Bosse
and Phillips, 2016). Agency theory focuses on discussing conflicts of interest between agents and principals and states
that principals seek to influence agents to decrease these costs (Jensen and Meckling, 1976; Bosse and Phillips, 2016).
Although there is no hiring contract between the company and direct sales agents, part of their earning depends
on the company because they are on an incentive compensation plan (e.g., commission). This extrinsic motivation
from the company can stimulate the direct sales agents to perceive the control power from the company. Since the
role of the direct sales agent is a dualistic role, the agency theory can not only be applied to illustrate the relationship
between direct sales agents and company but can also demonstrate the relationship between independent distributors
and their sales networking association.
Based on the agency theory, the independent distributor can be treated as the "principal." The sales agents in their
sales networking association can be treated as “agent” in the dyadic relationship between principal and agent. Although
there is no contract between the independent distributor and their sales agents, part of earning of the independent
distributor depends on their sales networking association. The PO can stimulate them to build a close relationship,
making them feel like that they involve in the principal-agent dyadic relationship.
Previous literature has illustrated the positive relationship between PO, job satisfaction, and organizational
commitment. In the direct selling industry, agents with high PO will have high job satisfaction and organizational
commitment. High job satisfaction and organizational commitment can decrease the conflict between principals and
agents, increasing their job performance.

Psychological Ownership
To demonstrate the psychological ownership and find out its impact on direct sales agents, this research will
differentiate the PO and legal ownership.
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Legal Context of Ownership
The definition of ownership originally comes from the rule of contract theory in law. The legal perspective defines
ownership as a “bundle of rights” that provides individuals with certain rights and responsibilities (Etzioni, 1991;
Pierce, Hess, 2017, p.6). Based on this definition, the main characteristics of ownership include three important factors,
such as possession, control, and right to inform the status of the object (Pierce et al., 1991; Hess, 2017). High
ownership feeling can stimulate people to have high control and possessive feeling. The high possessive feeling can
stimulate people's self-interest, letting them have high self-efficacy and motivation.
According to the definition of ownership in the legal context, scholars extended the concept of ownership to the
psychological domain. PO is a mental state that is rooted in feelings of ownership (Hess, 2017, p.6). Relative to the
ownership in the legal context, PO broadens the boundary of ownership, specifically illustrating the relationship
between people’s psychological condition and their ownership feeling. According to this characteristic of PO, scholars
have applied it to many disciplines, such as consumer behavior (Kirk et al., 2018; Zhang et al., 2014), social
psychology (Yoo et al., 2018), philosophy (e.g., Heidegger, 1927; Sartre, 1943), and organizational behavior (Wang
et al., 2018). Researchers across disciplines have explored the connection between PO and people’s self-interest or
self-concepts, stimulating people to perceive physical objects, emotional states or even relationships as “mine” (Belk,
1988; Dittmar, 1992; Hess, 2017).

Psychological Ownership in Organizational Behavior
The construct of PO was first introduced by Pierce et al. (2001). They illustrated that the roots of PO are related
to basic human needs such as belongingness, possession, and control. As long as the objects can connect the
psychological feelings to basic human needs, people will have a strong PO feeling, which can motivate them to
experience a connection between the self and various targets of possession. PO was proposed to separate from the
ownership in the legal context (Pierce et al., 2001, 2003).
The PO can be defined that state in which individuals feel as though the target of ownership or a piece of it is
“theirs” (i.e., “It is MINE!”) (Pierce et al., 2001, p.299). Based on this definition, the key characteristics of the PO is
the experience of possessive feeling (Hess, 2017). This experience plays an important role set in people’s daily life
because individuals always build an attachment to tangle objects or intangible objects. When people have high PO,
the target becomes part of themselves.
Because the PO can stimulate people to build a relationship between objects and their self-identity (Jussila et al.,
2015), feelings of ownership become apparent with possessive pronouns such as “my job” and “our organization” are
used (Vandewalle et al., 1995; Hess, p.7). PO is one of the crucial factors for the organization because it can stimulate
the sense of belongingness of the employees, increasing the cohesion of the organization.
Previous organizational behavior literature has illustrated that the PO has a positive impact on job performance
or organizational behaviors such as job satisfaction (Mustafa et al., 2016), organizational commitment (Han et al.,
2010), person-organization fit (Han et al., 2015), supervisory support (Nigam, 2017), turnover (Olckers et al., 2016),
and workplace trust (Olckers et al., 2016). These research articles only focus on the organizations which have a clear
hierarchal level, and the role of employees is relatively simple. Because of the high autonomy of direct selling channels
and dualistic role of direct sales agents, the present research focuses on a more complex manifestation of PO in an
implicit rather than explicit hierarchical channel structure vis-axis the direct sales agents.

Psychological Ownership in Marketing
In general, the PO can be one of the essential factors which can influence workplace motivations, attitudes, and
behaviors (Jussila et al., 2015). The effect of PO of consumers has been recently received much attention from
marketing scholars. They adapted the PO theory to different marketing contexts (Jussila et al., 2015). Previous
marketing literature has revealed that PO can positively increase the customer satisfaction, relationship intentions,
word-of-mouth, willingness to pay, and competitive resistance (Asatryan and Oh, 2008; Fuchs, Prandelli, and Schreier
et al., 2010; Peck and Shu, 2009). These research articles not only highlighted the importance of possession feeling in
PO but also revealed the mechanism through which the PO is set to emerge. Based on these marketing research articles,
Jussila et al. (2015) provided a conceptual model that unifies the motives and the causes driving the PO as well as
target attributes, moderating influences, and consequences of PO. This conceptual model systematically reveals how
PO emerges and which factors can influence it. Specifically, they revealed that the exercise of control, investment of
the self, and coming to know intimately could stimulate PO. Moreover, this research also reveals that the PO can lead
to three consequences: motivational consequence, attitudinal consequences, and behavioral consequences.
Pierce and Jussila (2011) illustrated that the PO has an impact on ownership motivations (i.e., efficacy and
effectance, self-identity, having a place, and simulation). For example, Hillenbrand and Money (2015) illustrated how
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PO manifests at the level of the individual and developed a model of individual identity that differentiates between
four layers of self: “core self,” “learned self,” “lived self,” and “perceived self.”.
For the attitudinal effects, individually develop favorable evaluations of their possessions (Beggan, 1992), and
judge owned objects more favorably than unowned objects of similar characteristics (Nuttin, 1987). Then, Jussila and
Tuominen (2010) demonstrated that consumers are likely to experience satisfaction associated with feelings of
ownership for their cooperatives.
At last, the PO is also associated with various behavioral effects. In marketing contexts, these behaviors may
include word-of-mouth and willingness to pay. Because good services and excellent products can stimulate the sense
of ownership of consumers, consumers will share the positive word-of-mouth related to the products and services.
The relationship between PO and positive word-of-mouth has been already supported by the research of Asatryan and
Oh (2008). The positive relationship between PO and willingness to pay has been supported by the research of LessardBonaventure and Chebat (2015)
In general, for the research in organizational behavior and marketing disciplines, PO can positively influence the
behaviors. And the three important factors play an essential role in the emergence of PO, such as the exercise of
control, investment of the self, and coming to know intimately. These three factors can also influence the psychological
conditions of direct sales agents and independent distributors in direct selling channels. Actually, these three factors
can be the antecedents of the PO of direct sales agents.

Antecedents of Psychological Ownership
Hess (2017) illustrated that three major antecedents could explain the emergence of PO, such as controlling the
target, intimate knowledge of the target, and investment of self into the target. In direct selling channels, it is implied
that the same sense of control and sense of belonging may stimulate the PO of direct sales agents and potentially
influence their job performance outcomes. This implication may be even more pronounced in a relationship in which
direct sales agents have a stake in both individual and “network” outcomes that are directly linked to a singular market
offering (i.e., Mary Kay).

Perception of Control
Perception of control refers to the ability to intentionally influence environmental, psychological, and behavioral
events (Morling and Fiske, 1994, p. 719). Pierce et al. (2001) illustrated that the emergence of PO depends on certain
human motives. One of the human motives is the perception of control because control can be treated as an assertion
of identity derived from ownership (Porteous, 1976). The feeling of possession is the root of ownership. Previous
paragraphs have already demonstrated that control over an object can stimulate people's possessive feeling. This
possessive feeling can motivate people to feel that the object can represent part of their self-identity. So, the perception
of control can stimulate people's feeling of possession, increasing their feeling of ownership.
Previous literature has illustrated the positive relationship between the perception of control and psychological
conditions toward the job. Specifically, these research articles argued that strong control feeling to the job could
decrease the job stress, increase job satisfaction, and positively influence job performance. For example, Theodosiou
and Katsikea (2007) illustrated the positive relationship between sales management control and sales manager
performance. Specifically, empirical results of this research revealed that the sales management control not only
influences the sales managers' behavioral outcome but also has an impact on their outcome performance. Sales
manager control not only highlights the importance of control for the sales environment but also reveals that the
perception of control can influence the psychological conditions of salespeople.
Avia and Fern (1986) also revealed that the high perception of control of sales representatives can boost their
sales performance. Lacking the perception of control will increase the job stress and decrease the job satisfaction of
sales representatives (Hamwi et al., 2014). Moreover, self-selected sales incentives can also positively influence the
sales representatives’ job performance because they perceive that they can control their job more (Bommaraju and
Hohenberg, 2018). Generally, the perception of control can not only influence the psychological conditions of
individual sales representative but also have an impact on organizational performance.
Organizations of direct sales agents are particularly prone (by definition) to stimulate their PO. Although the
company doesn't hire direct sales agents, they still have the responsibilities to help the company to develop new
customers and keep a good relationship with existing customers. Most recruitment and retention of direct sales agents
are inextricably connected to the brand and/or branded goods represented by the direct sales agents. More important,
part of their earning depends on the commission from the company. In many direct selling channels, individual
commissions are supplemented with awards, achievement milestones, and extravagant gifting that recognizes
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outstanding sales performance. Accordingly, the extrinsic motivation and the organizational commitment derived from
the company can stimulate the perception of control of direct sales agents. Astrayan (2008) illustrated that the
perception of control could motivate the emergence of PO. Thus,
H1: For the role of the direct sales agent, perception of control is positively related to the PO of direct sales
agents.
Because independent distributors in direct selling channels can develop their sales networking association and
part of their earing depends on their sales networks, they should not only manage a good relationship with sales agents
in their sales networking association but also try to motivate them to develop more customers. The whole motivation
process and the earning from the sales networking can stimulate the perception of control of independent distributors
in direct selling channels. Astrayan (2008) illustrated that the perception of control is positively related to PO. It is
reasonable to assume that the perception of control can positively relate to the PO of independent distributors. Thus:
H2: For the role of the independent distributor, perception of control is positively related to the PO of
independent distributors.

Sense of Belongingness
Sense of belonging may be defined as the sense of feeling at home and/or having a close relationship and affinity
for a place (Seamon, 1979; Jones, Patterson, and Hammitt, p.386). Another characteristic of ownership in the legal
context is the right to information (Pierce, Rubenfeld, and Morgan, 1991; Jussila et al., 2015). In fact, there is a causal
relationship between ownership and an intimate understanding of the object that gives rise to a sense of possession
(Rantanen and Jussila, 2011). James (1890) revealed that high feeling of ownership towards the objects depends on
building the relationship to the objects. Beaglehole (1932) also illustrated that through intimate knowledge of an
object, people could fuse themselves to the objects. Rudmin and Berry (1987) asserted that individuals have high
possession feelings to the objects because they know them more intimately than other objects. The high sense of
belonging can be a good source to motivate the possession of feelings of sales representatives to the organization
because the higher the sense of belonging has, the more likely they understand the climate and culture of the
organization.
Previous literature has illustrated how sense of belonging influence the job performance and psychological
conditions of sales representatives. For example, Mulki et al. (2008) revealed the impact of psychological isolation on
organizational commitment and job performance of sales representatives. This research revealed that the isolation
feeling of sales representatives negatively influences the organizational commitment of the sales representatives and
also blocks the trust between sales representatives and their manager. Bouzari and Karatepe (2017) also suggested that
the high sense of belonging can increase the psychological capital of sales representatives, motivating them to invest
more in the organization. Psychological capital is an emerging personality construct in positive organizational
behavior and refers to "investment/development of who you are" (Luthans et al., 2005, p.253; Bouzari and Karatepe,
2017). In general, a high sense of belonging can motivate sales representatives to build a strong attachment to the
organization, increasing their PO to the organization.
The companies that the direct sales agents represent can be a good source to simulate their PO. Pierce et al. (2003)
suggested that individuals regularly get to know a number of organizational factors before starting their job. The
organizational factors include job responsibilities, work tasks, projects, and workgroups (Hess, 2017). For direct sales
agents, they need to understand organization factors more before starting their job. It is because relative to the sales
representatives hired by the company, the direct sales agents have more responsibilities. Actually, they should
cooperate with different departments in the company. Without having enough knowledge about the organization, it is
hard for them to keep a good relationship with the company. Then:
H3: For the role of the direct sales agent, sense of belongingness positively relates to the PO of direct sales
agents.
For independent distributors, they should manage the relationship not only with the company but also with their
sales networking. The complicated structures of the company and their sales networking association motivate
independent distributors to spend more time and energy on learning the organizational factors. The more time and
more energy they spend on learning these organizational factors, the more likely they perceived that they inhabit in
the organization (Hess, 2017). This inhabit feeling stimulates their sense of belongingness. As long as the sense of
belongingness becomes salient, the organization is no longer a meaningless object for them, but a part of them (“my
place”) (Heidegger, 1927; Pierce et al., 2003; Polanyi, 1958). Thus, feelings of being “within” or “part of” the target
of ownership arise (Heidegger, 1927; Polanyi, 1958). It is reasonable to assume that sense of belongingness of
independent distributors positively related to their PO. Thus:
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H4: For the role of the independent distributor, sense of belongingness positively relates to the PO of
independent distributors.

Autonomy
Ryan and Deci (2000) categorized motivation into two types, such as extrinsic motivation and intrinsic
motivation. Intrinsic motivation stems from the pleasure and satisfaction of doing the actions without considering the
results of the actions (Razmus, 2017). Extrinsic motivation stems not from the satisfaction or pleasure but from the
results of the actions (Razmus, 2017). Based on the degrees of individual's autonomy, the extrinsic motivation can be
categorized into three types: (1) external regulation, (2) Introjected regulation, and (3) integrated regulation (Razmus,
2017, p 295). Integrated regulation occurs when regulations are fully assimilated with self. So, it is included in person's
self-evaluation and beliefs on personal need. Although integrated regulation shares qualities with intrinsic motivation,
it is still be classified as extrinsic motivation. It is because the goals that are trying to be achieved are based on the
extrinsic to the self rather than the intrinsic motivation.
In direct selling channels, one of the extrinsic motivations to stimulate people to be direct sales agents is the
financial aspiration. The people who have high financial aspiration are more likely to involve in the direct selling
business. This extrinsic goal can stimulate people to validate their ego by garnering social recognition. Additionally,
because of the high autonomy of direct selling channels, as long as the people feel that the direct selling business
cannot fulfill their beliefs, they can quit the business. Involving the direct selling business is based on people’s selfevaluation. So, the extrinsic motivation of the direct sales agents can be categorized to integrated regulation. The
integrated regulation motivates the direct sales agents to invest themselves more into the direct selling business. The
more they invest themselves in the direct selling business, they more likely for them to build a strong attachment to
the whole business. The high attachment can stimulate direct sales agents to feel that the organization can represent
themselves.
Today, most direct sales agents and independent distributors in direct selling channels have high job autonomy
and entrepreneurial orientation because they run their own business. High job autonomy and entrepreneurial
orientation motivate direct sale agents to make judgment calls quickly and resolve customer issues quickly. However,
the lack of autonomy can hinder salespeople and make them feel helpless and inadequate (Hollet-Haudebert, Mulki,
and Fournier, 2011). These negative psychological feelings increase the stress of the sales representatives, keeping
them to stay away from their organization (Roberts, Lapidus, and Chonko, 1997). Previous literature has illustrated
that high job autonomy has a strong influence on the motivation of sales representatives and leads to their stronger
relationship with the organization (Doyle and Shapiro, 1980). Then, the high autonomy of direct selling channels gives
direct sales agents enough space to make the final judgment about their sales job. This high control feeling motivates
the emergence of the PO of direct sales agents. So,
H5: For the role of the direct sales agent, autonomy positively relates to the PO of direct sales agents.
Moreover, for the independent distributors, because they have higher autonomy than sales representatives who
hired by the company, direct selling channels allow people to earn extra money and simultaneously run their own
business. Because of the high autonomy of independent distributors, the company that they represent and their sales
networking association give them more opportunity to invest themselves in their organizational targets. The
organizational targets include the high sales volume and good relationship with customers. Pierce et al. (2003) revealed
that the more an individual invests the self into an organizational target, the more likely that this target is experienced
as part of the self. It is reasonable to postulate that autonomy positively relates to the PO of independent distributors.
Thus,
H6: For the role of the independent distributor, autonomy positively relates to the PO of independent
distributors.

The Effect of Psychological Ownership on the Direct Selling Representatives’ Job Performance
As mentioned above, previous literature has illustrated that the PO can influence job satisfaction and
organizational commitment (Mustafa et al., 2016; Han et al., 2010). For direct sales agents, this research hypothesizes
that high PO can also increase their job satisfaction. Additionally, the high PO can also increase the organizational
commitment of direct sales agents, motivating them to invest more of self to the organization.
High commitment can decrease the conflict between the company and direct sales agents, increasing the efficiency
and effectiveness of the whole organization. Although there is no contract between direct sales agents and the
company, they still have an obligation to the company because part of their earning depends on the commission. To
boost their sales volume and job performance, they should not only cooperate with different department of the
company but should satisfy the different demands from their customers. Bergen, Dutta, and Walker (1992)
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systematically illustrated the agency relationships in marketing and also pointed out that one type of agency problems:
post-contractual problems.
Post-contractual problems emerge when the principal and agents have built the relationship between each other
(Bergen, Dutta, and Walker, 1992). The major issues here are how the principal evaluates and rewards the agent's
performance so that he or she will be motivated to behave in a manner consistent with the principal's goals and what
information strategy should be employed to make such evaluations (Bergen, Dutta, and Walker, 1992, p.5). Postcontractual problems include two important factors. One is the goal incongruence between principals and agents.
Another is the information asymmetry between principals and agents. However, the high PO of direct sales agents can
increase the organizational commitment to the direct selling company. This feeling of possession is like an intangible
force to decrease the goal incongruence between principals and agents. Moreover, this force can also motivate the
direct sales agents to share more information with the direct selling company (principal), decreasing the conflict
between direct sales agents and the direct selling company. The good relationship between direct sales agents and the
companies cannot only increase direct sales agents’ job performance. The good performance can also motivate them
to spend more energy on their job, finally increasing their job satisfaction (Christen, Lyer, and Soberman, 2006; Brown
and Peterson, 1994; Bagozzi, 1980). Thus,
H7a: For the role of the direct sales agent, PO positively influences the job satisfaction of direct sales agents.
H7b: For the role of the direct sales agent, PO positively influences the sales performance of direct sales agents.
Furthermore, for independent distributors, when they invest more time and energy in the organizations, they can
easily understand the whole complicated sales environment and can much easier to face the complicated organizational
structures, increasing their sales volumes. The complicated organizational structures not only include the structure of
the company that they represent but also include the structure of their sales networking association. The independent
distributors in direct selling channels should keep a good relationship with the company, customers, and sales
networking simultaneously. The three relationships intertwine with each other, giving the independent distributor a
big challenge. The role of independent distributors is not only the agent to the company that they represent but is a
principal for their sales networking. Because of the diverse interests and demands of the principals (company and
independent distributors) and agents (sales networking of independent distributors and independent distributors), the
three relationships can intensify the goal incongruence between independent distributors, company, and their sales
networking. However, the high PO can motivate the independent distributors to alleviate the relational tension between
the company, customers, and their sales networking, decreasing the goal incongruence. The less goal incongruence
has, the more likely they have high job satisfaction. Simultaneously, the goal congruence between their organizations
and themselves can also motivate them to invest more in their job, finally increasing their job performance. Thus,
H8a: For the role of the independent distributor, PO positively influences distributor satisfaction.
H8b: For the role of the independent distributor, PO positively influences the sales performance of independent
distributors.
The previous sections have illustrated the antecedents of PO and the effect of PO on the job performance of direct
sales agents. Besides the psychological conditions of the direct sales agents and independent distributors, the
relationship between the independent distributors and their sales agents can also influence the independent
distributors’ job performance. LMX represents the exchange between leaders and their subordinates (Graen and
Scandura, 1995). The quality of these leader-member exchange relationship influences the subordinates' trust,
responsibilities, and performance. Although there is no hieratical level in the relationship between independent
distributors in the direct selling industry and their sales agents, LMX also has a significant impact on their
performance.

Leader-Member Exchange in Direct Selling Channels
LMX is a relationship-based approach to the leadership and defined as the quality of the relationship between a
supervisor and an employee (Graen and Scandura, 1995; Masterson et al., 2000). One of the characteristics of direct
selling channels is person to person selling. The leadership of independent distributors is essential to the whole
organization because it directly relates to organizational climate and organizational performance (Sethibe, 2018).
Epitropaki and Martin (2005) revealed the importance of implicit leadership theories (ILTs) for the quality of leadermember exchanges (LMX) and employees' organizational commitment, job satisfaction, and well-being. Specifically,
they demonstrated that ILTs relate to memory and recognition and represent a recognition-based approach to
leadership (Lord, 1985). People are categorized as leaders on the basis of the perceived match between their behavior
or character and the attributes of a preexisting leader category or prototype that the follower holds in memory
(Epitropaki and Martin, 2005, p.660).
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In direct selling channels, although there is little to no power distance in the principal-agent dyad, there is a
perceived leadership role of the principal actor. Therefore, the agent perceives the principal to serve a leadership role
predicated on the non-coercive dimensions of power: expert, information, referent, and reward power bases (French
and Raven, 1959).
Moreover, Sparrowe and Liden (1997) revealed that LMX could not only represent the dyadic relationship
between superiors and their subordinates. It can further be viewed as a sponsorship process through which follower in
high-quality exchanges are assimilated into the network of trusted relationships, finally enjoying additional benefits
and positive experiences (Sparrowe and Liden, 1997; Epitropaki and Martin, 2005). The basic assumption of the
relationship between independent distributors and their sales networking is trust. Furthermore, based on this mutual
trust relationship, the independent distributors and their sales networking try to build good intra-relationship because
good intra-relationship can not only boost the sales performance but also, simultaneously, increase their job
satisfaction. Then, it is reasonable to assume that LMX can also be applied to direct selling channels.
Moderation Effect of LMX
Graen and Uhl-Bien (1995) systematically illustrated the development of LMX theory of leadership. Specifically,
they revealed that the development of LMX theory can be divided into four stages. The first three stages focus on
discussing the impact of leadership on dyadic relationships between leaders and their subordinates. The last stage
(stage 4) is the aggregation of differentiated dyadic relationships to group and network levels (Graen and Uhl-Bien,
p.225). Stage 4 extends the boundary of LMX by illustrating that it is not restricted to represent the dyadic relationship
but can influence the organization performance. Since the role of direct sales agents is like the agent or broker, the
company which they represent should consider the representatives as operating on-going independent distributors,
rather than as individuals who temporally involved into the direct selling business (Rosenbloom, 2011). In this
situation, the direct sales agents will receive support from different departments in the company rather than are
accountable for only one leader in the company. However, for the independent distributors, because the earning of
independent distributors depends on their sales agents, this extrinsic factor can motivate sales agents to perceive that
the independent distributor is their leader. Then, LMX can be only applied to represent the relationship between PO
and distributors’ job performance.
Additionally, Graen and Uhl-Bien (1995) revealed that three characteristics of dyadic relationship can influence
the LMX, such as trust, respect, and mutual obligation. Since the independent distributors in direct selling channels
don’t hire their sales agents in their sales networking association, the mutual obligation for the independent distributor
and their sales agents is not as strong as the obligation for the leader and sales representatives who were hired by the
company. The trust and respect play a more critical role set in the LMX between independent distributors and their
sales agents. Brown, Crossley, and Robinson (2014) demonstrated the moderation role of trust in the relationship
between PO and team performance. Then, LMX interacts with PO to influence the job performance of independent
distributors rather than being an antecedent of job performance.
LMX was received a considerable amount of attention from marketing scholars. They have already applied LMX
to different marketing research paradigms. For example, Paparoidamis and Guenzi (2009) analyzed the moderation
effect of LMX on the relationship between relational behaviors of sales representatives and sales effectiveness.
Empirical analysis reveals that favorable LMX can intensify this relationship. Supportive LMX can motivate the sales
representatives to be more effective in their sales jobs. Furthermore, the creativity of the sales representatives also
plays a vital role in sales effectiveness. Martinaityte and Sacramento (2013) explored the boundary conditions of the
creativity-job effectiveness relationship. They argued that the extent to which employee creativity is related to sales
depends on the quality of LMX. The relationship between creativity and sales is significant and positive when LMX
is in favorable condition (Martinaityte and Sacramento, 2013).
Generally, in the sales management research paradigm, previous research mainly discusses the moderation effect
of LMX and demonstrates how LMX influences the job performance of sales representatives. In direct selling
channels, because there is no contract between direct sales agents and independent distributors, the principal
(independent distributors) cannot directly use their cohesive power to regulate their sales agents. Transformational
leadership is more important in this dyadic relationship. A favorable exchange between independent distributors and
their sales agents may intensify the cohesion of the organization. This research hypothesizes that the favorable LMX
between the independent distributors and their sales networking can boost the effect of PO on the job performance of
distributors. For example, if independent distributors not only have high PO to the organization but also,
simultaneously, have a favorable LMX with their sales networking, the cohesion of the whole organization will be
intensified, increasing their sales performance and job satisfaction. Conversely, although independent distributors
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have high PO to the organization and brand, unfavorable LMX with their sales networking association will stimulate
them to stay away from their sales networking or even quit the direct selling business. Thus, LMX can moderate the
relationship between PO and distributor performance in direct selling channels. Thus:
H9: For the role of the independent distributor, LMX moderates the relationship between PO and job
performance of independent distributors.

Research Contributions
This research discusses how the feeling of possession of direct sales agents and independent distributors influence
their job performance and job satisfaction. The objective of this research is to determine how, to what extent, and
when psychological ownership of direct sales agents and independent distributors amplify the psychological response
to their organizations. This research is the first application of the agency theory to the direct selling industry. This
research contributes to agency theory in three ways. First, based on the previous literature, this research illustrates
three distinct constructs of the antecedents of PO.
Second, agency theory uses the contract to demonstrate relationships in which one party delegates work to another
(Jensen and Meckling, 1976; Bergen, Dutta, and Walker Jr., 1992). Agency theory highlights the importance of the
contract in the dyadic relationship between principals and agents. Bergen, Dutta, and Walker Jr. (1992) also reveals
that agency theory can be used to evaluate the implicit "social contracts." In direct selling channels, the role of the
independent distributor is like an independent entrepreneur. There is no contract between direct selling company,
independent distributors, and their sales networking association. This research highlights the "social contracts" in
agency theory by illustrating that high PO can decrease the conflict between direct selling companies (principals),
independent distributors (principals and agents), and their sales agents (agents).
At last, this research also illustrated how LMX moderates the relationship between PO, job performance, and job
satisfaction of independent distributors, respectively. Previous literature focused on discussing the effect of LMX on
the dyadic relationship or organization which has clear hieratical levels. This research extends the impact of the LMX
to the organizational structure which doesn’t have the hieratical levels. However, because of the high autonomy of
direct selling industry, there is no moderation effect of the LMX.

Managerial Implications
This research shows that three distinct constructs can intensify the PO of the direct sales agents and independent
distributors, finally positively influencing their job performance. Although the "Gig economy" stimulates the direct
sales agents and independent distributors to change their sales job frequently, direct selling company and independent
distributors can increase the PO of their sales agents, improving their job performance. Specifically, they can
communicate them more and also give them more authority to their job responsibilities.
Moreover, independent distributors and direct selling companies can highlight the benefit of the direct selling
industry, letting their sales agents better understand their job. The better they understand their job, the more likely
they invest themselves more in their job.
Finally, this research shows that the favorable exchange between independent distributors and their agents in
direct selling channels can intensify the effect of PO on the job performance of independent distributors. Independent
distributors who provide clear expectations can help their sales agents clarify their job responsibilities. Supportive
LMX can also increase the cohesion of organizations. In this situation, the direct selling company and independent
distributors can negotiate with their sales agents to better understand their needs, finally keeping a good relationship
with them.

References
Asatryan, Vahagn S. and Haemoon. Oh (2008), “Psychological Ownership Theory: An Exploratory Application in
the Restaurant Industry,” Journal of Hospitality and Tourism Research, 32 (3), 363-386.
Avia, Ramon A. and Edward F. Fern (1986), “The Selling Situation as a Moderator of the Personality-Sales
Performance Relationship: an Empirical Investigation,” Journal of Personal Selling & Sales Management, 6 (3),
53-64.
Avolio, Bruce J., Fred O. Walumbwa, and Todd J. Weber (2009), “Leadership: Current Theories, Research, and
Future Directions,” Annual Review of Psychology, 60, 421-449.
Bagozzi, Richard P. (1988), “Performance and Satisfaction in an Industrial Sales Force: An Examination of Their
Antecedents and Simultaneity,” Journal of Marketing, 44 (Spring), 65-77.

259

Beaglehole, Ernest (1932), Property: A Study in Social Psychology. New York: Macmillan.
Beggan, James K. (1991), “Using What You Own to Get What You Need: The Role of Possessions in Satisfying
Control Motivation,” Journal of Social Behavior and Personality, 6 (6), 129–146.
Beggan, James K. (1992), “On the Social Nature of Nonsocial Perception: The Mere Ownership Effect,” Journal of
Personality and Social Psychology, 62(2), 229–237.
Belk, Russell W. (1988), “Possessions and the Extended Self,” Journal of Consumer Research, 15(2), 139-168.
Bergen, Mark, Shantanu Dutta, and Orville C. Walker, Jr. (1992), “Agency Relationship is Marketing: A Review of
the Implications and Applications of Agency and Related Theories,” Journal of Marketing, 56(3), 1-24.
Bernhard, Fabian and Michael P. O’Driscoll, (2011), “Psychological Ownership in Small Family-Owned
Businesses: Leadership Style and Nonfamily-Employees’ Work Attitudes and Behaviors,” Group and
Organization Management, 36, 345–384.
Bommaraju, Raghu and Sebastian Hohenberg (2018), “Self-Selected Sales Incentives: Evidence of their
Effectiveness, Persistence, Durability, and Underlying Mechanisms,” Journal of Marketing, 82 (September),
106-124.
Bosse, Douglas A. and Robert A. Phillips (2016), “Agency Theory and Bounded Self-Interest,” Academy of
Management Review, 41(2), 276-297.
Bouzari, Mona and Osman M. Karatepe (2017), “Test of a Mediation Model of Psychological Capital among Hotel
Salespeople,” International Journal of Contemporary Hospitality Management, 29 (8), 2178-2197.
Brown, Graham, Craig Crossley, and Sandra L. Robinson (2014), “Psychological Ownership, Territorial Behavior,
and Being Perceived as A Team Contributor: The Critical Role of Trust in the Work Environment,” Personal
Psychology, 67, 463-485.
Brown, Steven P. and Robert A. Peterson (1994), “The Effect of Effort on Sales Performance and Job Satisfaction,”
Journal of Marketing, 58 (April), 70-80.
Chirkov Valery, Richard M. Ryan, Youngmee Kim, and Ulas Kaplan (2003), “Differentiating Autonomy from
Individualism and Independence: A Self-Determination Theory Perspective on Internalization of Cultural
Orientations and Well-Being,” Journal of Personality and Social Psychology, 84(1), 97-110.
Christen, Markus, Ganesh Lyer, and David Soberman (2006), “Job Satisfaction, Job Performance, and Effort: A
Reexamination Using Agency Theory,” Journal of Marketing, 70 (January), 137-150.
Dawkins, Sarah, Amy Wei Tian, Alexander Newman, and Angela Martin (2017), “Psychological Ownership: A
Review and Research Agenda,” Journal of Organizational Behavior, 38, 163-183.
Dittmar, Harvester (1992), The Social Psychology of Material Possessions: To Have is to be. Hemel Hempstead:
Harvester Wheatsheaf.
Doyle, S.X. and B.P. Shapiro (1980), “What Counts Most in Motivating Your Sales Force?” Harvard Business
Review, 58 (3), 133-140.
Etzioni, Amitai (1991), “The Socio-Economics of Property,” Journal of Social Behavior and Personality, 6(6), 465–
468.
Epitropaki, Olga and Robin Martin (2005), “From Ideal to Real: A Longitudinal Study of the Role of Implicit
Leadership Theories on Leader-Member Exchanges and Employee Outcomes,” Journal of Applied Psychology,
90 (4), 659-676.
French Jr., John R.P. and Bertram Raven (1959), “The Basis of Social Power,” Studies in Social Power, 150-167.
Fuchs, Christoph, Emanuela Prandelli., and Martin Schreier. (2010), “The Psychological Effects of Empowerment
Strategies on Consumers’ Product Demand,” Journal of Marketing, 74 (1), 65–79.
Furby, Lita (1978), “Possession in humans: An Exploratory Study of its Meaning and Motivation,” Social Behavior
and Personality: an international journal, 6(1), 49-65.
Furby, Lita (1980), “The Origins and Early Development of Possessive Behavior,” Political Psychology, 2(1), 30–
42.

260

Graen, George B. and Mary Uhl-Bien, (1995), “Relationship-Based Approach to Leadership: Development of
Leader-Member Exchange (LMX) Theory of Leadership over 25 Years: Applying a Multi-Level Multi-Domain
Perspective,” The Leadership Quarterly, 6: 212-47.
Hamwi, Alex, Brian Nicholas Rutherford, James S. Boles, and Ramana K. Madupalli (2014), “Understanding
Effects of Salesperson Locus of Control,” Journal of Business & Industrial Marketing, 29 (1), 1-10.
Han, Tzu-Shian, Hsu-Hsin Chiang, and Aihwa Chang (2010), “Employee Participation in Decision Making,
Psychological Ownership and Knowledge Sharing: Mediating Role of Organizational Commitment in
Taiwanese High-Tech Organizations,” International Journal of Human Resource Management, 21, 2218–2233.
Han, Tzu-Shian, Hsu-Hsin Chiang, David McConville, and Chia-Ling Chiang (2015), “A Longitudinal Investigation
of Person–Organization Fit, Person–Job Fit, and Contextual Performance: The Mediating Role of Psychological
Ownership,” Human Performance, 28, 425-439.
Heidegger, Martin (1927), “Sein und Zeit. Erste Hälfte. In M. Heidegger, O. Becker, & E. Husserl (Eds.),” Jahrbuch
für Philosophie und phänomenologische Forschung. Halle a. d. S.: Max Niemeyer.
Hess, Andreas (2017), “Me, My Job, and I. Managing Psychological Ownership in Organizational Settings Based on
Intrapersonal Factors,” doctoral dissertation, School of Management, The University of St. Gallen.
Hillenbrand, Carola and Kevin Guy Money (2015), “Unpacking the Mechanism by Which Psychological Ownership
Manifests at the Level of the Individual: A Dynamic Model of Identity and Self,” Journal of Marketing Theory
and Practice, 23(2), 148-165.
Hollet-Haudebert, Sandrine, Jay Prakash Mulki, and Christophe Fournier (2011), “Neglected Burnout Dimensions:
Effect of Depersonalization and Personal Non-accomplishment on Organizational Commitment of
Salespeople”, Journal of Personal Selling & Sales Management, 31 (4), 411-428.
Homburg, Christian, Michael Müller, and Martin Klarmann (2011), “When Should the Customer Really Be King?
On the Optimum Level of Salesperson Customer Orientation in Sales Encounters,” Journal of Marketing, 75
(March), 55–74.
Hofstede, Geert (1984), “The Cultural Relativity of the Quality of Life Concept,” Academy of Management Review,
9(3), 389–398.
James, William (1890), The Principles of Psychology. London: Macmillan.
Jensen, Michael C., and William H. Meckling (1976), "Theory of the Firm: Managerial Behavior, Agency Costs,
and Ownership Structure,” Journal of Financial Economics, 3, 305-360.
Jones, Christopher D., Michael E. Patterson, and William E. Hammitt (2000), “Evaluating the Construct Validity of
Sense of Belonging as a Measure of Landscape Perception,” Journal of Leisure Research, 32(4), 383-395.
Jussila, Iiro, Anssi Tarkiainen, Marko Sarstedt, and Joseph F. Hair (2015), “Individual Psychological Ownership:
Concepts, Evidence, and Implications for Research in Marketing,” Journal of Marketing Theory and Practice,
23 (2), 121-139.
Jussila, Iiro, and Pasi Tuominen (2010), “Exploring the Consumer Co-Operative Relationship with Their Members:
An Individual Psychological Perspective on Ownership,” International Journal of Co-operative Management,
5(1), 23-33.
Kirk, Colleen P, Joann Peck, Scott D. Swain (2018), “Property Lines in the Mind: Consumers’ Psychological
Ownership and Their Territorial Responses,” Journal of Consumer Research, 45, 148-168.
Lord, Robert G. (1985), “An Information Processing Approach to Social Perceptions, Leadership Perceptions and
Behavioral Measurement in Organizational Settings,” Research in Organizational Behavior, 7, 85–128.
Luthans, Fred, Bruce J. Avolio, Fred O. Walumbwa, and Weixing Li, (2005), “The Psychological Capital of Chinese
Workers: Exploring the Relationship with Performance,” Management and Organization Review, 1 (2), 249271.
Masterson, Suzanne S., Kyle Lewis, Barry M. Goldman, and Susan M. Taylor, (2000), “Integrating Justice and
Social Exchange: The Differing Effects of Fair Procedures and Treatment on Work Relationships,” Academy of
Management Journal, 43(4), 738-748.

261

Martinaityte Ieva, and Claudia A. Sacramento (2013), “When Creativity Enhances Sales Effectiveness: The
Moderating Role of Leader-Member Exchange,” Journal of Organizational Behavior, 34 (7), 974-994.
Morling, Beth A., and Susan T. Fiske, (1994), Control. In Encyclopedia of Human Behavior. San Diego, CA:
Academic Press.
Morhart, Felicitas M., Walter Herzog, and Torsten Tomczak (2009), “Brand-Specific Leadership: Turning
Employees into Brand Champions,” Journal of Marketing, 73 (September), 122–142.
Mulki, Jay Prakash, William B. Locander, Greg W. Marshall, Eric G. Harris, and James Hensel (2008), “Workplace
Isolation, Salesperson Commitment, and Job Performance,” Journal of Personal Selling & Sales Management,
28 (1), 67-78.
Mustafa, Michael, Martin Lee, and Mathew Hughes (2016), “Psychological Ownership, Job Satisfaction, and
Middle Manager Entrepreneurial Behavior,” Journal of Leadership & Organizational Studies, 23(3), 272-287.
Nigam, Ashutosh (2017), “Assessing Influence of Perceived Psychological Ownership on Perceived Organizational
and Supervisory Support,” Delhi Business Review, 18(2), 97-111.
Nuttin Jr., Jozef M. (1987), “Affective Consequences of Mere Ownership: The Name Letter Effect in Twelve
European Languages,” European Journal of Social Psychology, 17 (4), 381–402.
Olckers, Chantal (2016), “Psychological Ownership in Relation to Workplace Trust and Turnover Intent,” Journal of
Psychology in Africa, 26(2), 119-126.
Paparoidamis, Nicholas G. and Paolo Guenzi (2009), “An Empirical Investigation into The Impact of Relationship
Selling and LMX on Salespeople’s Behaviors and Sales Effectiveness,” European Journal of Marketing, 43
(7/8), 1053-1075.
Peck, Joann and Suzanne B. Shu (2009), “The Effect of Mere Touch on Perceived Ownership,” Journal of
Consumer Research, 36 (3), 434–447.
Pierce, Jon L., Stephen A. Rubenfeld, and Susan Morgan, (1991), “Employee Ownership: A Conceptual Model of
Process and Effects,” Academy of Management Review, 16(1), 121–144.
Pierce, Jon L., Tatiana Kostova, and Kurt T. Dirks (2001), “Toward a Theory of Psychological Ownership in
Organizations,” Academy of Management Review, 26(2), 298-310.
Pierce, Jon L., Tatiana Kostova, and Kurt T. Dirks (2003), “The State of Psychological Ownership: Integrating and
Extending a Century of Research,” Review of General Psychology, 7(1), 84–107.
Pierce, Jon L. and Iiro Jussila (2011), Psychological Ownership and the Organizational Context: Theory, Research
Evidence, and Application. Cheltenham, U.K.: Edward Elgar.
Polanyi, Michael (1958), Personal Knowledge: Towards a Post-Critical Philosophy. Routledge.
Porteous, J. Douglas (1976), “Home: The Territorial Core,” Geographical Review, 66(4), 383–390.
Ramos, Hazel Melanie, Thomas Wing Yan Man, Michael Mustafa, and Zuie Zuie Ng (2014), “Psychological
Ownership in Small Family Firms: Family and Non-Family Employees’ Work Attitudes and Behaviors,”
Journal of Family Business Strategy, 5, 300–311.
Rantanen, Noora and Iiro Jussila (2011), “F-CPO: A Collective Psychological Ownership Approach to Capturing
Realized Family Influence on Business,” Journal of Family Business Strategy, 2, 139-150.
Razmus, Wiktor, Malgorzata Jaroszynska, and Magdalena Palega (2017), “Personal Aspirations and Brand
Engagement in Self-Concept,” Personality and Individual Difference, 105(15), 294-299.
Rosenbloom, Bert (2011), Direct Selling Channels. Routledge.
Rousseau, Denise M. and Zipi Shperling (2003), “Pieces of the Action: Ownership and the Changing Employment
Relationship,” Academy of Management Review, 28(4), 553– 570.
Rudmin, Floyd W. and John W. Berry (1987), “Semantics of Ownership: A Free-Recall Study of Property,” The
Psychological Record, 37(2), 257–268.

262

Roberts, James A., Richard S. Lapidus, and Lawrence B. Chonko (1997), “Salespeople and Stress: The Moderating
Role of Locus of Control on Work Stressors and Felt Stress,” Journal of Marketing Theory and Practice, 5 (3),
93-108.
Ryan, Richard M. and Edward L. Deci (2000), “Intrinsic and Extrinsic Motivations: Classic Definitions and New
Directions,” Contemporary Educational Psychology, 25(1), 54-67.
Sartre, Jean-Paul (1943), L’Être et le néant: Essai d'ontologie phénoménologique. Paris: Librarie Gallimard.
Scandura, T., and George B. Graen, (1984), “Moderating Effects of Initial Leader-Member Exchange Status on the
Effects of a Leadership Intervention,” Journal of Applied Psychology, 69, 428-436.
Seamon, David (1979), A Geography of the Life-World: Movement, Rest, and Encounter. London: Crook & Helm.
Sethibe, Tebogo Gilbert (2018), “Towards A Comprehensive Model on the Relationship between Leadership Styles,
Organizational Climate, Innovation, and Organizational Performance,” International Journal of Innovation
Management, 22(2), 1-19.
Singelis, Theodore M., Harry C. Triandis, Dharm P. S. Bhawuk, and Michele J. Gelfand (1995), “Horizontal and
Vertical Dimensions of Individualism and Collectivism: A Theoretical and Measurement Refinement,” CrossCultural Research, 29, 240–275.
Sparrowe, Raymond T. and Robert C. Liden, (1997), "Process and Structure in Leader-Member Exchange,"
Academy of Management Review, 22, 522–552.
Theodosiou, Marios and Evangelia Katsikea (2007), “How Management Control and Job-Related Characteristics
Influence the Performance of Export Sales Managers,” Journal of Business Research, 60 (12), 1261-1271.
Triandis, Harry C., Robert Bontempo, Marcelo J. Villareal, Masaaki Asai, and Nydia Lucca (1988), “Individualism
and Collectivism: Cross-Cultural Perspectives on Self-in Group Relationships,” Journal of Personality and
Social Psychology, 54(2), 323–338.
Triandis, Harry C. and Michele J. Gelfand (1998), “Converging Measurement of Horizontal and Vertical
Individualism and Collectivism,” Journal of Personality and Social Psychology, 74, 118–128.
Van Dyne, Linn, and Jon L. Pierce (2004), “Psychological Ownership and Feelings of Possession: Three Field
Studies Predicting Employee Attitudes and Organizational Citizenship Behavior,” Journal of Organizational
Behavior, 25, 439–459.
Vandewalle, Don, Linn Van Dyne, and Tatiana Kostova (1995), “Psychological Ownership: An Empirical
Examination of Its Consequences,” Group & Organization Management, 20(2), 210–226.
Wang, Lin, Kenneth S. Law, Melody Jun Zhang, Yolanda Na Li, and Yongyi Liang (2018), “It’s Mine!
Psychological Ownership of One’s Job Explains Positive and Negative Workplace Outcomes of Job
Engagement,” Journal of Applied Psychology, Advance online Publication, Retrieved from
http://dx.doi.org/10.1037/apl0000337.
Yoo, Chul-woo, G. Lawrence Sanders, and Robert P. Cerveny (2018), “Exploring the Influence of Flow and
Psychological Ownership on Security Education, Training and Awareness Effectiveness and Security
Compliance,” Decision Support Systems, 108, 107-118.
Zhang, Jing-Yu, Ming Nie, Bing-Sheng Yan, and Xing-Dong Wang (2014), “Effect of Network Embeddedness on
Brand-Related Behavior Intentions: Mediating Effects of Psychological Ownership,” Social Behavior and
Personality, 42(5), 721-730.

263

Summary Brief

The Effects of Stress from Adverse Life Events on
Salesperson Burnout and Performance
Michael C. Peasley and Rajesh V. Srivastava, Middle Tennessee State University
Sales careers routinely involve a significant level of work stress. Additionally, salespeople face stress incurred
from their personal life that can pose a threat of a loss of personal resources. When personal stressors accelerate the
depletion of resources, they cause the employee to feel overextended, become disengaged in their work, and lose
confidence in their abilities to perform adequately. To address this challenge, we shed light on the negative impact
personal stress can have on salesperson burnout and explore possible coping mechanisms. Results show that personal
stressors increase salesperson burnout and the coping mechanisms explored are relatively ineffective. These findings
should encourage academics to take a broader approach toward understanding salesperson stress and motivate
managers to implement programs that improve the holistic well-being of their salespeople.

Research Background
Typically, researchers and organizations have focused on the environmental conditions and demands within the
workplace culture that tax individuals. Job stress related to role ambiguity, role conflict, and role overload are
frequently studied in the literature and related to job burnout, deviant behavior, and poor performance in the
workplace, including their linkage through negative emotions. While this research stream is both robust and
informative, job-related stress may only provide a partial picture into the negative impact of stress on employees.
Thus, an incomplete understanding of the sources of stress and a limited set of tools for helping employees cope with
stress.
Habitually overlooked within organizations and academic research is the impact of stress from employee’s
personal life. Personal stressors related to health, relationships, and finances can pose a threat of a loss of personal
resources. This threat of loss drives individuals into certain levels of stress (Hobfoll 2003). In fact, a study by the APA
(2015) found that after job-related stress, money, health, and relationships were the top causes of stress in the United
States. Job- and personal-related stress negatively impact sales performance and organizational commitment through
salesperson burnout – emotional exhaustion, depersonalization, and reduced personal accomplishment. This occurs
when job- and personal-related stress accelerate the depletion of resources in which causes the employee to feel
overextended, become disengaged in their work, and lose confidence in their abilities to perform adequately (Maslach
et al. 1986).
Unfortunately, workplace- and personal-related stress harms the salesperson and therefore the well-being of an
organization and its other members. Moreover, this problem is prevalent throughout many organizations and often
cannot be easily eliminated. To address this challenge, we seek to accomplish two goals through a study of businessto-business salespeople. First, as shown in Figure 1, we shed light on the negative impact of personal-related stress
and the need for organizations to implement programs that reduce its impact. Second, we test two salesperson traits
that organizations often seek and cultivate in their salespeople – grit and self-efficacy – to determine if they can serve
as buffering conditions for the negative relationship between stress-related salesperson burnout and performance.
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Figure 1. Model

Results and Discussion
Structural equation modeling was conducted using Mplus 8.1 on a sample of 218 business-to-business
salespeople. The results show that salesperson burnout mediates the relationship between personal- and work-related
stress with job performance and organizational commitment. First, health, relationship, and financial stress
predominately have a significant positive impact on the dimensions of salesperson burnout. This provides insights
into the more holistic approach firms need to take in order to address the impact of stress on burnout within their
organizations. Second, as expected, role ambiguity, role conflict, and role overload have a significant impact on the
dimensions of salesperson burnout. Third, the dimensions of salesperson burnout have a significant negative
relationship with commitment and performance. This is a reminder that stress should be dealt with at the root of the
issue because if the problem isn’t resolved, burnout will occur and reduce performance.
In order to test possible solutions for overcoming salesperson burnout, grit and self-efficacy were explored as
buffering conditions for the negative relationship between stress-related salesperson burnout and performance. The
results show that grit and self-efficacy cannot overcome the negative impact of emotional exhaustion or
depersonalization; however, they had a significant impact on the relationship between reduced personal
accomplishment and performance. Thus, while the moderators weren’t able to overcome the impact of overextension
from exhaustion or disengagement from depersonalization; grit and self-efficacy helped salespeople who felt dejected
and lost some confidence in their abilities to perform adequately through perseverance of effort and a deeper belief in
one’s own abilities.
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Summary Brief

A New Rhythm for Marketing? Critiquing the Big
Idea of a Sustainable Consumption Utopia
Janine Dermody, Oxford Brookes University, UK
Anita Zhao, Swansea University, UK
Nicole Koenig-Lewis, Cardiff University, UK
Stuart Hanmer-Lloyd, University of Gloucestershire, UK
We aim to facilitate, through critique, different ideas about sustainability marketing and consumption behaviours
beyond neoliberal market ideology. We appraise the effects of pro-environmental self-identity as a driver of
sustainable consumption buying, curtailment and recycling behaviours; and the barriers of market-based beliefs,
materialism, social-consumption motivation and lack-of-knowledge that impede it. Data were collected via online
panels (America: n=1,017 and Sweden: n=504). Our results reveal pro-environmental self-identity positively
influences these tri-sustainable behaviours - most notably buying, and market forces and consumerist lifestyles can
impede them. Overall, this signals a market-based behavioural foundation, with pro-environmental self-identity
operating within this paradigm. Thus, ‘big ideas’ are off the agenda. Potentially, however, there is visible horizon
that is close to utopia; where global citizens, armed with a refreshed pro-environmental self-identity live sustainably
together as co-creative producers and consumers.

Introduction
Our aim is to critique understanding and conceptualisation of sustainable consumption as currently embedded
within the contemporary market-driven landscape. Sustainable consumption buying and reduction behaviours reflect
consumers varying commitment to sustainability embodying ethics, responsibility, fairness and otherness (Dermody
et al., 2015; Dolan, 2002). In this sustainability utopia, consumers are integrating the life-chances of other people and
the planet, as well as their own ‘moderated’ self-interest, in the consumption decisions they make. A fundamental
question arises: ‘is current thinking, embedded within the market, enough to advance this sustainable consumption
utopia?’ Evaluating the evidence, including the data from this study, we assert it is not.
Three ‘faults’ are endemic here. Firstly, the belief that the market can solve the impending crisis of climate change
– it cannot (e.g. the failures of carbon-trading strategies). Secondly, the conjecture that giving primacy to sustainable
consumption as primarily buying behaviour is sufficient – it is not (e.g. global market-driven government policy on
hybrid cars contributing to throwaway culture). Thirdly, the assumption that there is sufficient time to develop
workable solutions within existing systems – there is not and they are likely to fail. Indeed, scientists warn the
escalating and never-seen-before global temperature rises signal climate change is an immediate (not future)
emergency (NCEI, 2016). In essence these ‘faults’ signal a deep-seated misunderstanding and complacency that the
unprecedented ecological, human and geopolitical effects of accelerated climate change can be ‘fixed’ by solutions
originating within a free-market mind-set (neoliberal ideology), or varying shades of it. Experts across disciplines
strenuously argue it cannot (Brulle, 2014; Sandilands, 1993). Our critique oscillates within the fault-lines of this
terrain. To do so, we appraise what drives and inhibits the sustainable consumption behaviours of consumers to
evaluate the ‘sustainability’ of their consumption behaviours. Two distinctive political, economic and environmental
‘powers’ have been chosen to illustrate the interactions that occur: (1) the United States of America (USA), whose
consumers reside within a current developed economic super-power; and (2) Sweden, whose consumers reside within
a more societal responsible developed economy. Accordingly, we adopt a theoretical and culturally rich approach to
critically examine the individual and interactive effects of pro-environmental self-identity as a driver of sustainable
consumption buying, curtailment and recycling behaviours; and the barriers of market-based beliefs, materialism,
social-consumption motivation and lack-of-knowledge that impede it. Our aims are twofold. Firstly, to overcome the
conceptual, cultural and behavioural narrowness that critics argue weakens much research in this field. Secondly, to
facilitate, through critique, different ideas about sustainability marketing and consumption behaviours beyond
neoliberal market ideology in favour of an intertwined human and ecological utopia representing a more liberated
world that is just, equalled, democratic and social.

267

Conceptualisation and Hypotheses
Sustainable Consumption and pro-Environmental Self-Identity
Identity is acknowledged as a principal explanatory theory of behaviour (Oyserman, 2009). Among consumers,
consumption choices are proactively used to symbolise their self-identity to others (Dermody, et al., 2015, 2018;
Dolan, 2002; Soron, 2010; Whitmarsh and O'Neill, 2010). This self-construal extends to consumers pro-environmental
self-identity reflecting the accepted norms of environmentally-friendly consumption behaviours. Accordingly,
functioning as both a predictor and mediator (indirect effects) of sustainability behaviours (Dermody, et al., 2018),
pro-environmental self-identity is highly relevant to appraising how consumers express their environmentally friendly
self through their sustainable consumption buying, curtailment and post-consumption behaviours. Hence, it is also
valuable in explaining individual and multiple (spillover) sustainability behaviours (Dermody, et al., 2015; Whitmarsh
and O'Neill, 2010) and in evaluating pro-environmental identity interactions with market-based and knowledge
barriers. Thus: (H1). Pro-environmental self-identity has a positive impact on (a) sustainable consumption buying, (b)
the sustainable consumption curtailment behaviour of consumers and (c) the recycling (post-consumption) behaviour
of consumers.

Market-Based Barriers To Consuming Sustainability: Market-Based Beliefs, Materialism, Social
Consumption Motivation and Lack of Perceived Consumer-Effectiveness
Understanding capitalistic markets aids evaluation of the sustainable consumption choice-making of consumers
and consumer resistance. Put simply, consumers are products of markets. Exploring the relationship between them is
a recurrent theme in marketing discourse and therefore pertinent for comprehending consumers market-based beliefs,
materialism, social consumption motivation and lack of perceived consumer effectiveness. Unpicking this
relationship, questions arise on whether consumers are and wish to be free to choose what they buy and consume.
Marketing positions itself as facilitating agency and choice-making in consumers. It can bond consumers, producers
and brands (Beckett and Nayak, 2008) to enable consumers to symbolically express themselves through the brands
they buy. Accordingly, the market implants reluctance in consumers to radically modify their consumption practices
in favour of sustainability, if it means giving up the brands they love and live by. Hence, consumers may not be such
free agents in the marketplace as they think. These barriers epitomise these contested identities and behavioural
choices. Firstly, materialism is a dominant value embedded within Western culture and affluence. It symbolises the
importance of possessions to self-identity through perceived success and happiness, and in mitigating social isolation
(Richins and Dawson, 1992). Accordingly, consumers who consider brands to be important, because they are imbued
with success and achievement, are unlikely to consume sustainably. Albeit they might consider/buy a ‘light green’
alternative. This negative relationship between Western materialism and pro-environmental concern is widely
acknowledged. Thus: (H2). The materialism barrier has a negative direct and indirect effect via pro-environmental
self-identity on (a) sustainable consumption buying, (b) the sustainable consumption curtailment behaviour of
consumers and (c) the recycling (post-consumption) behaviour of consumers.
Secondly, this materialistic mind-set is extended by social consumption motivation, whereby the intense need for
social visibility and affirmation trigger consumer’s to socially display the high identity-value of their important
possessions to significant others (Fitzmaurice and Comegys, 2006). Sustainable consumption may therefore occur for
its socially normative value, not environmental concerns. Overall, while social consumption motivation may stimulate
some positive outcomes, it is viewed as a barrier for longer-term, authentic and broader commitment to sustainability.
Hence: (H3). The social-consumption motivation barrier has a positive direct and indirect effect via pro-environmental
self-identity on (a) sustainable consumption buying, (b) the sustainable consumption curtailment behaviour of
consumers and (c) the recycling (post-consumption) behaviour of consumers.
Thirdly, the underlying empowerment of perceived consumer effectiveness enables consumer actions within the
market to be effectively used to solve problems (e.g. buycotts). Consequently, it is a predictor of ecological concern
and ‘green’ purchasing (Roberts, 1996). Accordingly, this lack of effectiveness is problematic because consumers are
not engaging with the problems of the marketplace – the fault-lines discussed above – and using their consumer power
to effectively bring about change. The absence of such a positive belief becomes a barrier to sustainable consumption
behaviours because consumers do not believe their consumption actions will make a positive impact in redressing the
problems of climate change, waste and resources. Thus: (H4). The lack of perceived consumer effectiveness barrier
has a negative direct and indirect effect via pro-environmental self-identity on (a) sustainable consumption buying,
(b) the sustainable consumption curtailment behaviour of consumers and (c) the recycling (post-consumption)
behaviour of consumers.
Lastly, we consider market-based beliefs. Business and government ‘govern’ within the dominant economic
growth paradigm that predicates the centrality of resource-intensive, self-gratifying materialism. Challenges to this,
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(e.g. reduction, anti-consumption) can trigger consumer’s protective belief-systems to resist change; hence why
consumers choose not to consume more sustainably, even whilst aware and concerned about environmental problems
(Dermody et al., 2015; Polonskya et al., 2014). Encouraging sustainable consumption therefore necessitates traversing
consumers’ learnt and reinforced materialistic values and market-based beliefs about industry, government and the
risk of change in the marketplace. Examples of major behavioural barriers include: abdicating responsibility for action
to business and government; focusing criticism on business and government for their limited environmental initiatives;
and believing the change required will be too radical (Brulle, 2014; Gifford, 2011; Lorenzoni et al., 2007; Sandilands,
1993). Accordingly, ‘what are the responsibilities of consumers, producers and political leaders in this consumptionproduction vortex?’ This question is important because it facilitates understanding of how the market and materialism,
and the posturing of consumers and business within this, both advances and undermines the ‘what’, ‘how’ and ‘why’
of consuming in more sustainable ways. Thus: (H5). The market-based beliefs barrier has a negative direct and indirect
effect via pro-environmental self-identity on (a) sustainable consumption buying, (b) the sustainable consumption
curtailment behaviour of consumers and (c) the recycling (post-consumption) behaviour of consumers.

Knowledge-Based Barriers to Consuming Sustainability: Perceived Lack of Climate-Change
Knowledge
A perceived lack of climate-change knowledge is an acknowledged barrier inhibiting sustainable consumption
behaviours (Gifford, 2011; Marshall, 2014; Stoknes, 2015). Studies show knowledge is impeded by the intangibility
of climate change problems, leaving individuals feeling too ill-informed to act sustainably (Howell, 2013). Even where
consumers have direct experience of negative climatic events, the translation of this knowledge into sustainability
behaviours can be inhibited by consumerist lifestyle priorities as the ‘forces’ of the market come into play (Sandilands,
1993). Hence, increasing knowledge will not directly increase sustainable consumption behaviours. Instead its
influence is indirect, whereby knowledge interacts with the self-identity of consumers and consumption norms
(Howell, 2013). Framing climate messages to align with pro-environmental self could increase knowledge by
facilitating processing and acceptance (Bertolotti and Catellani, 2014; Stoknes, 2015). Processing bias, however,
impairs knowledge creation if consumers reinterpret or reject these messages because they conflict with their preexisting schema (Marshall, 2014; Stoknes, 2015). Disbelief of climate-change evidence is therefore an inherent part
of this barrier to adopt sustainable consumption behaviours. Thus: (H6). The perceived lack of climate-change
knowledge barrier has only a negative indirect effect via pro-environmental self-identity on (a) the sustainable
consumption buying behaviour, (b) the sustainable consumption curtailment behaviour of consumers and (c) the
recycling (post-consumption) behaviour of consumers.

Methodology
Country Justification
Sweden and America appear to be at the opposite ends of the pro-environmental spectrum – with Sweden being
considered strongly pro-environmental whilst the USA is regarded more in terms of a super-consumption nation.
Sweden has a government comprising the social democratic party and the green party, so the environmental ‘message’
is part of the government. The Swedes consider climate change to be one of the most serious problems facing the
world, indicating the highest European level of responsibility for both individuals and national government for taking
action to combat it (The European Comission, 2014). A different picture emerges for the USA, with a political schism
on climate change science, research and leadership following President Trump’s election. Studies show a high level
of inconsistency in American consumers attitudes towards climate change and their actual pro-environmental
behaviours, albeit the majority of them express strong environmental concern (Urien and Kilbourne 2011).

Sample and Procedures
We adopted a quantitative approach and the data were collected via panels managed by a professional market
research company. The online survey was developed in English and then translated to Swedish following a rigorous
back-translate approach for cross-cultural research. The final sample consisted of 1,521 respondents, of whom 1,017
were from the USA and 504 from Sweden. Table 1 highlights a short demographic profile of each country sample.
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Table 1. Sample Demographics (in %)
USA
(n=1,017)
48.9
12.9
35.6
34.6
16.9
51.9
5.8
20.6
23.0
77.0
35.9

Gender
Age

Male
18-24
25-44
45-64
65 and over
Employment
In full/part-time employment
Student
Retired
Education
Secondary school or less
Higher education (incl. vocational)
Living with dependent children at home

Sweden
(n=504)
51.2
12.1
32.6
32.0
23.4
49.2
8.7
30.2
46.2
53.8
21.6

Measures
We employed established scales from previous work. Materialism was measured by adopting Richins and
Dawson’s six-item shortened scale (1992). Social consumption motivation had four items from Moschis (1985). Lack
of perceived consumer effectiveness were measured by five items (Ellen et al., 1991; Roberts, 1996). Both perceived
lack of climate-change knowledge and market-based beliefs were assessed by three items from Lorenzoni et al. (2007).
Four items were used to measure pro-environmental self-identity (Whitmarsh and O'Neill, 2010). All items were
measured on a five-point Likert scale ranging from (1) strongly disagree to (5) strongly agree. Sustainable
consumption buying, curtailment behaviour and recycling were adopted from Whitmarsh and O’Neil (2010). Apart
from recycling, all of the above constructs were measured by multi-items.

Measurement Validation
Confirmatory Factor Analysis was applied to evaluate the reliability and validity of our latent constructs. The
final measurement models yielded acceptable fit indices for both countries (USA: χ2 (370) = 1277.76, p ≤ .001, χ2/df
= 3.45, comparative fit index (CFI) = .935, Tucker-Lewis index (TLI) = .924, root mean square error of approximation
(RMSEA) = .049; Sweden: χ2 (370) = 790.347, p ≤ .001, χ2/df = 2.136, CFI = .933, TLI = .921, RMSEA = .048).
Four items were excluded from the final measurement analyses due to low factor loadings (<.50), including one
materialism item, one item from the lack of perceived consumer effectiveness scale and two from pro-environmental
self-identity. Construct reliability was supported for all scales, with estimates ranging from .75 to .88 in the USA
sample and .76 to .89 in the Swedish sample. Standardised factor loadings were significant and above .5 supporting
convergent validity. All square roots of AVE were higher than the corresponding inter-construct correlations,
providing evidence of discriminant validity. A multi-group CFA was employed to examine configural and metric
invariance to establish measurement invariance between the two country samples. Results of the multi-group
measurement model demonstrate the model fits the data very well (χ2 (742) = 2068.74, p ≤ .001, χ2/df = 2.79, CFI =
.935, TLI = .923, RMSEA = .034) and adequate factor loadings, thus supporting configural invariance. The model fit
across the constrained and unconstrained model was evaluated with particular emphasis to ΔCFI, due to the sensitivity
of the commonly used goodness-of-fit χ2 test to sample size. The value of ΔCFI=.001 is well below the recommended
value of .01, thus supporting full metric invariance (Cheung and Rensvold, 2002).
Due to the cross-sectional self-report data from a single source common method bias (CMB) could arise. A range
of procedural techniques and empirical assessments were utilised, e.g. using a variety of scale end points, mixing the
order of scale items to avoid response sets, and including carefully constructed pre-tested questions (Podsakoff et al.,
2003). Harman’s single factor test showed that a single factor only accounted for 20.5% of the variance. Additionally,
the CFA-based one-factor model revealed a poor fit to the data (χ2 (399) = 13768.40, p ≤ .001, χ2/df = 34.51, CFI =
.34, TLI= .28, RMSEA = .15). Only high levels of common method variance have the potential to bias actual
relationships (Fuller et al. 2016), thus CMB is unlikely to confound the interpretation of the data in this study.
Composites from factor scores were calculated for further analysis.

Results
To test the hypothesised direct and indirect effects, we used the bootstrapping bias-corrected confidence interval
procedure running the SPSS macro syntax PROCESS (Hayes, 2013). This generates multiple random samples to test
the model’s predictive validity providing stronger accuracy in confidence intervals whilst not being dependent on the
normality assumption. We statistically controlled the models for gender, age and education to avoid any potential
confounding effects on the parameter estimates. Separate models were run for each dependent variable (sustainable
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consumption, curtailment and recycling behaviour) and both countries explaining between 20% and 65% in the
variation of the dependent variables.
H1 predicted that consumers’ pro-environmental self-identity has a positive influence on their sustainable
behaviours. The results showed a positive and significant direct effect of pro-environmental self-identity on
sustainable consumption buying (USA: b11=.793, p<.001; Sweden: b11=.676, p<.001), on sustainable curtailment
behaviour (USA: b12=.600, p<.001; Sweden: b12=.383, p<.001), and recycling behaviour (USA: b13=.734, p<.001;
Sweden: b13=.518, p<.001), thus confirming H1a, H1b and H1c. The influence of pro-environmental self-identity on
sustainable behaviours was higher for the USA sample, than the Swedish sample, especially for the curtailment and
recycling behaviours.
H2 predicted that the materialism barrier has a negative direct and indirect effect via pro-environmental selfidentity on the three sustainable behaviours. Materialism had a significant negative direct effect only on sustainable
consumption buying behaviours (USA: c’11 = -.052, p<.008; Sweden: c’11= -.102, p<.002). With regard to the
mediating effect, there was a significant negative albeit small indirect effect of materialism on sustainable
consumption buying (USA: a1 b11 = -.096, Sweden: a1 b11= -.084), curtailment (USA: a1 b12 = -.072, Sweden: a1
b12 = -.048) and recycling behaviours (USA: a1 b13 = -.089, Sweden: a1 b13 = -.065), as no zero was included in the
95% confidence interval based on 5,000 bootstrap samples. Thus H2a was supported, whilst H2b and H2c were
partially confirmed, as only an indirect effect of materialism was found.
H3 assessed the effects of social consumption motivation. Social consumption motivation had a significant
positive direct and indirect effect on sustainable consumption buying behaviours for both countries, thus supporting
H3a (USA: c’21= .076, p<.001 and a2 b11 = .303; Sweden: c’21= .232, p<.001 and a2b11 = .183). The indirect effect
of social consumption motivation via pro-environmental self-identity on sustainable consumption buying behaviour
was higher for the USA sample, whilst in Sweden the direct effect was larger. With regards to curtailment and
recycling behaviour, social consumption motivation had a significant but negative direct effect on curtailment
behaviour only for the USA sample (USA: c’22= -.116, p<.003). In addition, significant positive indirect effects on
curtailment (USA: a2b12 = .230; Sweden: a2b12 = .104) and recycling behaviours for both countries (USA: a2b13=
.281; Sweden: a2b13 = .141) were found. Thus H3b and H3c were only partially confirmed.
H4 predicted a negative direct and indirect of lack of perceived consumer effectiveness on the sustainable
behaviours. The findings showed a significant negative indirect effect of perceived lack of consumer effectiveness via
pro-environmental self-identity on sustainable consumption buying (USA: a3b11= -.263; Sweden: a3b11= -.314),
curtailment (USA: a3b12 = -.199; Sweden: a3b12 = -.178), and recycling behaviours for both countries (USA: a3b13
= -.244; Sweden: a3b13 = -.241). Additionally the findings revealed a significant but positive direct effect of lack of
perceived consumer effectiveness on sustainable consumption buying (USA: c’31= .206, p<.001) and curtailment
behaviour (USA: c’32= .186, p<.001) for the USA sample only. Thus H4a, H4b and H4c were only partially supported.
H5 examined the effects of the market-beliefs barrier on sustainable behaviours. The results showed a significant
but positive indirect effect of market-based beliefs on sustainable consumption buying (USA: a4b11= .376; Sweden:
a4b11= .167), curtailment (USA: a4b12= .284; Sweden: a4b12= .095), and recycling behaviours for both countries
(USA: a4b13 = .348; Sweden: a4b13 = .128). This indirect effect was higher for the USA sample than the Swedish
sample. The findings from the Swedish sample also showed direct significant, but positive effect of market-based
beliefs on sustainable consumption buying (Sweden: c’41= .087, p<.021) and curtailment behaviour (Sweden: c’42=
.177, p<.010). Therefore, H5a, H5b and H5c were not supported.
H6 proposed that perceived lack of climate-change knowledge has a negative indirect effect via proenvironmental self-identity on sustainable behaviours. The findings showed a significant indirect negative effect on
sustainable consumption buying (USA: a5b11= -.059; Sweden: a5b11= -.087), curtailment (USA: a5b12= -.044;
Sweden: a5b12= -.049), and recycling behaviours for both countries (USA: a5b13 = -.054; Sweden: a5b13 = -.067)
thus confirming H6a, H6b and H6c. In addition, the findings revealed significant direct negative effects of perceived
lack of climate change knowledge on sustainable consumption buying behaviours (USA: c’51 = -.054, p<.003;
Sweden: c’51= -.165, p<.001), curtailment (USA: c’52= -.092, p<.002; Sweden: n.s.), and recycling behaviour (USA:
c’53= -.120, p<.016; Sweden: n.s.).
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Theoretical Contribution
The Effect of Pro-Environmental Self-Identity on Sustainable Consumption Buying, Curtailment and
Recycling
Our findings add to the small body of evidence strongly indicating pro-environmental self-identity is a major
explanatory theory of multiple sustainable consumption behaviours. The results for both Sweden and America reveal
that pro-environmental self-identity positively influences the tri-sustainable consumption behaviours of buying,
curtailment and recycling. This influence, however, varies by type of behaviour and by nation. The enactment of proenvironmental self-identity is strongest on buying behaviours, closely followed by the post-consumption behaviour of
recycling. It is less strong on curtailment behaviours, and this influence is significantly lower in Sweden compared
with America. This result is unexpected. Sweden’s reputation as a more environmentally and socially responsible
nation foregrounds the expectation that pro-environmental self-identity would have more strongly influenced
reduction behaviours than these findings show. In America, the findings consistently confirm that pro-environmental
self-identity strongly influences buying, reduction and recycling behaviours; albeit it is also lower for consumption
curtailment than for buying/recycling. Therefore, the pro-environmental self-identity of American consumers is more
strongly aligned with all three sustainable-consumption behaviours: buying, curtailment and recycling, while for
Sweden it is closely aligned to two behaviours: buying and recycling. It may be that American consumers are more
‘industrious’ about consuming in more ecological and humanitarian ways, having only relatively recently accepted
the scientific evidence on accelerated climate change and its ensuing problems, and wishing to display their
commitment to others. This may lend credence to Park and Lee’s (2014) identification of American consumer’s
actively pursuing ‘conspicuous environmentalism’; albeit such behaviour is not unique to America. Given the deep
integration of responsibility in Swedish society, Swedish consumers may already have integrated reduction much
more fully into their buying behaviours, e.g. reducing how much and when they buy. Thus they may view curtailment
differently compared with American consumers, and would likely behave less conspicuously. The findings from the
study also reveal the influence of pro-environmental self-identity on these sustainable consumption behaviours can be
weakened or enhanced by the interactive effects of the market-based and knowledge barriers.

The Direct and Indirect Effect of barrIers via Pro-Environmental Self-Identity on Sustainable
Consumption Buying, Curtailment and Recycling
Our findings show some complex interaction effects between the barriers, pro-environmental self-identity and the
three sustainability behaviours. As expected, materialism has direct and indirect (via identity) negative effects on
sustainable consumption buying behaviour. This means that if materialism is high, sustainable consumption buying
will reduce and so will the influence of pro-environmental self-identity. The effects of materialism on curtailment and
recycling occur only indirectly via pro-environmental self-identity, and these interaction effects are very small among
consumers in both countries. These findings signal that materialism can potentially reduce sustainable consumption
buying, however it has a negligible influence on the pro-environmental self-identity of Swedish and American
consumers and their consumption curtailment and recycling behaviours. As predicted, social consumption motivation
has direct and indirect (via identity) positive effects on sustainable consumption buying behaviour in both Sweden
and America. This is signalling that if social influence increases, then so does pro-environmental self-identity, and
vice versa if it decreases. It would therefore appear consumer’s pro-environmental self-identity has social attributes
embedded in social norms, which are considered vital in driving stronger sustainable-consumption behaviours. This
social face of pro-environmental self-identity can be activated by important societal individuals and organisations
advocating the acceptability of sustainable consumption behaviours, and equally, undermined by those advocating
contrasting messages. However, the direct effect is stronger in Sweden, while the indirect effect is significantly
stronger in America. This suggests that with respect to buying, American consumers are more directed by their proenvironmental self-identity, while Swedish consumers are more influenced by the social implications of their actions.
This may be suggesting that the buying behaviour of Swedish consumers is more rooted in a sustainability social norm
that maps accepted behaviours. While in the USA it is more important to engage in sustainable buying behaviours to
reinforce and portray their pro-environmental self-identity to themselves and others. The positive effect of socialconsumption motivation on curtailment and recycling is indirect; it operates through pro-environmental self-identity
only. This strongly suggests that it would be prudent to build the social face of pro-environmental self-identity in order
to increase curtailment and recycling behaviours. The findings on curtailment in America are also somewhat
contradictory. While sustainable consumption curtailment behaviour in America is positively indirectly influenced by
social consumption motivation, this motivation also directly negatively influences it too. Among American consumers
it is therefore unclear to what extent social consumption motivation influences sustainable-consumption curtailment,
which suggests creating a curtailment social norm may be more difficult in America.
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Our study confirms that the barrier of a lack of perceived consumer effectiveness becomes void when consumers
feel empowered, and this is enhanced when there is a strong connection between perceived consumer effectiveness
and pro-environmental self-identity. This strong effect was evident in both countries, but highest in Sweden. Thus,
lower lack of perceived consumer effectiveness results in higher pro-environmental self-identity. Potentially,
consumers in both nations, but particularly in Sweden, are judging their successful operative ability to consume in a
more responsible way occurs through their marketplace efficacy, into their pro-environmental self-identity. This
suggests market-based empowerment is necessary in activating pro-environmental self-identity, and the stronger it is,
the more it strengthens this identity. Therefore, it is not surprising that the impact of effectiveness on sustainable
consumption buying, curtailment and recycling behaviour occurs as an indirect negative effect mediated by proenvironmental self-identity. In both countries this indirect effect is strongest for buying and recycling, which is
expected because both represent consumers increased efficacy in effectively politically engaging with market forces
to push changes within the marketplace (e.g. buycots/boycotts). Curtailment also shows this effect; however it is
weaker, potentially because it is less ingrained within the market and thus the choice-making of consumers. Notably,
however, a lack of perceived consumer effectiveness also has a direct and positive influence on the buying and
curtailment behaviours of American consumers. Thus, the stronger they feel their actions will not help to address
environmental problems, the more they engage in sustainable consumption buying, curtailment and recycling
behaviours. Potentially these behaviours could be resulting from norms and values – ‘the correct way to behave’ –
rather than as a direct market-based activism.
The direct effects of market-beliefs are negligible in both America and Sweden, confirming that market-beliefs
are operationalised through pro-environmental self-identity indirectly, and they are positive. Unexpectedly, marketbased beliefs have a positive influence on the pro-environmental self-identity of both American and Swedish
consumers. This influence is stronger in America, which may reflect its persona as an economic super-power nation.
Essentially this suggests that while consumers consider themselves to be acting sustainably in their varied
consumption choice-making, they believe government and industry are not doing enough, particularly because radical
societal change is needed. It may well be that pro-environmental self-identity is strongly tied to individuals behaviours,
which become disconnected from the perceived irresponsible behaviour of political and business leaders. Stronger
perceived consumer effectiveness may be coming into play here to combine with the activation of these beliefs. The
intensity of this indirect market-beliefs influence is strongest among American consumers, and not surprisingly greater
for their buying and recycling behaviours. Potentially this could be because consumers in America are more embedded
within the market systems that direct the ‘acceptability’ of these two modes of sustainable consumption. Even more
remarkably, this interaction effect is also strong for American consumer’s curtailment behaviours; perhaps suggesting
that they also perceive that curtailment can be enacted within the parameters of the market.
Finally, the perceived lack of climate change knowledge barrier both directly and indirectly influences the
sustainable consumption behaviours of Swedish and American consumers. This lack of knowledge directly influences
Swedish consumers’ sustainable consumption buying behaviours and all three buying, curtailment and recycling
behaviours of American consumers. This suggests that knowledge of climate change is necessary to this consumption
decision-making. However, when considering the indirect effects of this lack of knowledge, it becomes evident that
its influence “works” via pro-environmental self-identity. Thus, as knowledge increases to reduce this barrier, so this
identity increases, and in turn the spectrum of sustainability behaviours increases. However, pro-environmental selfidentity and the tri-sustainability behaviours might be considerably strengthened by also including information that
enables consumers to act to help address the problems of climate change, waste and resources. This is well-rehearsed
within Psychology to underpin health interventions into problematic behaviours.

Implications: A New ‘Rhythm’ for Marketing? The ‘Big Idea of a Sustainable
Consumption Utopia’
Our study suggests a market-based foundation to sustainable consumption behaviours, with pro-environmental
self-identity operating within this paradigm. To elaborate, it is likely that the higher influence of pro-environmental
self-identity on buying and post-consumption recycling is rooted in market and societal normalisation, what
Sandilands (1993) refers to as its privatisation. We therefore unveil a story of both success and failure in advancing
sustainable consumption behaviours.
In terms of success, the market and society encourage buying of (more) ethical, organic, and fairly-traded goods
and services. Additionally, following the Scandinavian vanguard, within developed nations it has increasingly become
a social norm to recycle. More negatively, the market reinforces an ‘acquisition mind-set’, thereby remaining firmly
embedded in consumers’ actions. Additionally the social systems facilitating post-consumption behavioural norms,
like recycling, can reinforce consumption-excesses because composite materials are not ‘wasted’. This does not create
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a problem for consumers because, as studies show, their pro-environmental self-identity is directing their ensuing
buying and recycling attitudes and actions, which according to societal norms, are considered to be good. Reflecting
on the ideas of Sandilands (1993), has the pro-environmental self-identity of consumers become tamed by the market?
In encouraging consumers to consume more sustainably, the problems associated with conspicuous consumption are
not necessarily dissipating; they are simply being reinvented within the marketplace, and consumers, whether
consciously or not, are complicit in this. Certainly the political and economic tensions that inevitably arise are far
more visible within a reduction agenda, as Soron (2010) attests. Accordingly it may be necessary for consumers to
confront their pro-environmental self-identity to determine whether their ‘good’ sustainable consumption buying and
post-consumption recycling behaviours, directed by the market, are sufficient, or if they need to extend their self to
embrace ‘market rebellion’ to psychologically commit to consumption curtailment. Kennedy et al. (2009) argue it is
important to encourage individuals and institutions to critique the systems that encourage consumerism, particularly
identifying those who benefit most from it, and those who are disadvantaged by it. Our research signals strongly this
evaluation should be extended to sustainable consumption too. However, as Castells et al. (2012) and Engelen et al.
(2011) observe, this critique could be constrained because there is still too much importance placed on ‘perfecting the
market’.
Overall appraisal and reflexivity are not normal for the majority of consumers. It is therefore not surprising that
curtailment meets the strongest market and consumer resistance, and is thus the most difficult behavioural change to
achieve. Perhaps it is best considered as ‘beyond the market’; encapsulating behaviours that are less constrained and
more authentic. This idea of escaping the market is explored within Bell, Brown and Carson’s (1996) edited collection
on marketing’s apocalypse. Focusing on one thread from this collection, it is interesting to consider this escape from
the market as a question of time. Our paper has already asserted that time is critical, and in short-supply in addressing
human and ecological problems. However, Buttimer and Kavanagh (1996) assert marketing can only live in the
present; it does not learn from the past (history) and it cannot position itself into the future. Thus marketing (and all
its outputs) operates without cognisance of the ecological and human catastrophe unfolding in front of it. Our
preceding discussion lends support to this argument. Accordingly it becomes even more evident that marketing, as an
ambassador of the market, and in locking consumers into the market (Lorenzoni et al., 2007; Sandilands, 1993) is
limited in its ‘big ideas’ to advance the adoption of wide-ranging sustainable consumption behaviours.
If neoliberalism is in decline, as Mason (2016) and others suggest, this transition away from the market will enable
curtailment to thrive because it is not being constrained or made artificial by the limits of the market. This offers the
utopia of a more peaceful, ethical and collaborative (sharing) world that embraces the tenets of sustainability. This is
not to suggest this transition is easy or wanted, but it is more necessary than it has ever been if all the predictions about
the welfare of mankind and the planet hold true. While this utopia may appear unreachable, there may be enough of
the millions of networked consumers in our contemporary world who have sufficient foresight to break free from the
market in pushing for social change to advance towards this new ideal. However as Cardoso and Jacobetty (2012)
remind us, this network needs to be one based on collective not self-interest. Such a social network can trigger
significant social and cultural change – towards the utopia of sustainability – because it is built on the values of
freedom, equality, responsibility, sharing and belonging. Evidence for this resides within the digital revolution, which
triggered individuals to reappraise their perceptions of production, distribution, ownership and peer network
interaction. It becomes interesting to consider how pro-environmental self-identity might become reconstructed within
this digital world. Potentially its social face might become more prominent, and feelings of effectiveness might
increase. These networks might enable individuals to talk with trusted peers about taking on the identity of a proenvironmentalist. Extending this into the virtual reality of gaming and role play, perhaps virtual self-identity scenarios
might be safely played out, to enable consumers to experience how it ‘feels’ to ‘be’ a reductionist, or to be a rebel
against consumerism, before they commit to these sustainable consumption behaviours in their ‘real life’. Even so,
there is still a risk here, because these social networks are mediated by organisations such as Facebook and Twitter.
The degree of transformation this social change can generate is therefore dependent on the extent to which these
organisations also operate within or outside the market.
One final thought. A new horizon may be in sight. It may not be utopia, but it could be close. Governments no
longer act as servants to markets in preference to society; they are becoming more civic and regaining the public’s
trust in them. In this new land, production and consumption occur differently. The market, as currently known, is
dead. This is the land of cooperatives, communities, networks; where intelligent, analytical and caring individuals,
who have rejected the rules of capitalist markets in favour of a more meaningful way of living, can grow. This is the
fertile ground of ethics, responsibility, fairness and otherness, in which sustainability is thriving. It embraces the 3Rs
of reduce, reuse, recycle and adds a fourth component – reorganise – to create the 4Rs. Examples of this new way of
living, which are already in existence at the margins of society, include agro-ecological farming and food production
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(e.g. community orchards), agro-ecological consumer cooperatives (consumer networks & consumer-producer
networks), exchange networks (to reduce waste), and social currency networks to support local cooperatives and
producers. This is a land in which global citizens, armed with a refreshed pro-environmental self-identity, no longer
dream of an alternative way of living, rather they live it sustainably together as co-creative producers and consumers.
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Summary Brief

Advertising in America: The Evolving Influence of
Societal Changes
Robert E. McDonald, Texas Tech University, USA
Debra A. Laverie, Texas Tech University, USA
Kerry T. Manis, Texas Tech University, USA
We explore the interplay of American values, attitudes and behavior as reflected in the various external
environments with the images and themes depicted in advertising via a historical analysis sourcing approximately
450 observations. We examine the rhythm of marketing, specifically how advertising is a reflection of changing
American society.
The America portrayed in 1950s commercials was white, straight, and traditional with dad the breadwinner and
the stay-at-home mom. Today we see a different picture of America in commercials with dad staying at home, raising
kids and doing laundry, with people of color acting and often serving as spokespeople, and biracial and same sex
couples. What changed? We suggest that advertising is responding to changes in society, often brought about by
legislative action or cultural shifts. Underlying this assertion is the premise that advertisers, in their efforts to reach
their audiences use images and language that are familiar and comfortable (Zhang and Gelb 1996). For example, in
the midst of the civil rights movement, in 1963, Lever Brothers aired a television commercial for Wisk laundry
detergent featuring two children playing baseball, one white and one African American (AdAge 2003; Watson 1994).
This commercial was followed later that year by one in which well-known television host Art Linkletter interviewed
an African American woman about her laundry (Watson 1994).
We observe that American society changed in the last half century. It is no longer noteworthy to have an actor, or
most of the actors in a commercial be people of color. Nor is it unusual to see actors of different races portraying
groups of friends or even couples, married or otherwise committed. Portrayed gender roles are also changing with
social norms and mores, with stay-at-home dads and same sex couples.

Theoretical Lens
We argue that what has changed are the attitudes of the majority of Americans toward issues of race, ethnicity,
gender, and sexuality. Positive and negative attitudes about social issues are influenced by values (McCarty and Shrum
1994). Information about one’s own attitude and the attitudes of others influence our values and behaviors (Rokeach
1973). Just as individuals’ attitudinal change often leads to changes in behaviors (Ajzen and Fishbein 1977; Nason
1989), we posit that American society’s change in attitude results from changes in behaviors brought about by legal,
economic, social and cultural influences in society, and these changes in values. Values are defined as abstract ideals
(e.g., equality, freedom) that are guiding principles (Rokeach 1973), whereas attitudes are positive or negative
evaluative tendencies (Ajzen and Fishbein 1977). The interchange of values and societal issues tend to influence
attitudes and behaviors (Homer and Kahle 1988). Changes in values, attitudes and behaviors are often antecedents to
changes in society (McCarty and Shrum 1994). This theoretical lens has been applied to the study of social issues such
as racism and equality, legal and political changes, and social change.

Background
Our research explores the interplay of American values, attitudes and behavior as reflected in the various external
environments with the images and themes depicted in advertising to understand how advertising adjusts to the rhythm
of society’s changes. There have been other studies that have examined advertising from a macro perspective (e.g.,
Branchik 2007; Davis 2007; Jones and Shaw 2006; Paulson and O’Guinn 2018; Solow 2001; Yazdanparast et al.
2018), but none as broadly as the current work. Recently there has an increase of minority images in advertising
(Johnson and Grier 2012; Nudd 2013; Taylor and Costello 2017; Zmunda 2014). However, early images were not
flattering, reflecting societal attitudes (Branchik 2007). Our research traces major historical events and trends in
American society that have impacted the acceptance of minorities over time. Then we explore how these attitudinal
changes have been reflected in images in advertising and in the media. It is important to include media content as
media can reflect society’s values and attitudes and help in society’s understanding of social change (Branchik 2007;
Goffman 1976). Next, we will explore how values, attitudes and behaviors have changed. A series of movies,

277

television shows, court cases, federal legislation and other key events are described illustrating the changes in
acceptance of minorities. We will then develop a framework to explain the changes seen in the actors hired for and
the roles portrayed in advertising.
We will demonstrate how marketers recognize these changes and reflect these changes in advertising. This
approach will shed light on the interplay between marketing and society. We argue that historically marketers have
listened to society. Thus, the rhythm of marketing (in our case specifically advertising) has historically been impacted
by societal change.

Method
We propose to show how the various changes in American society led to a metamorphosis in American values.
Subsequently, the changes in values are reflected in the messages that marketers use to communicate with their
customers. To investigate this phenomenon, we conducted an extensive historical analysis data collection procedure
by sourcing approximately 450 movies, court cases, federal legislation, and major events that resulted in a shift in
American society, essentially affecting the fundamental character of that society. Next, we will use a content analysis
of advertising messages across time to understand the interplay between society and advertising.

Contributions
This approach will demonstrate the interplay between marketing and society. Our research will contribute to the
rich tradition of historical research in the field of macromarketing by examining big issues and how those have
influenced the images depicted in advertising and the media.
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Summary Brief

Consumption Coping Strategies and Well-Being
among Refugee Consumers: Towards a Conceptual
Framework
Haithem Zourrig, Kent State University, USA
Kamel El Hedhli, Qatar University, Qatar
Imene Becheur, Qatar University, Qatar
This paper is to provide new insight into refugee consumers’ adaptation to life events with a particular emphasis
on consumption coping strategies and well-being. Drawing on the appraisal- coping theory and life course paradigm,
this paper proposes a theoretical framework relating refugees’ life events to stress, coping responses and subjective
well-being. Social support is also introduced in the framework as a moderator. An examination of the interplays
between these concepts provides a comprehensive view of when and how changes in consumption patterns occur and
how these changes affect refugee well-being. Insights from this paper suggest that consumption activities are
responses of adaptation to chronic and acute stress. To adapt to new circumstances and reduce their stress, refugee
consumers could engage in adaptive consumption coping or maladaptive consumption coping (i.e. compulsive and
impulsive consumptions).
The paper contends that refugee service providers should be mindful of the various sources of stress and
subsequent changes in refugees’ consumption activities that could occur during the transition to the post-settlement
stages. Services to refugees, should not be viewed as episodic but rather as a continuum.

Introduction
War, genocide, and persecution among other life-threatening events force an average of 42,500 individuals every
day to leave their homes in search of a safe place and better conditions. Within the last decades, over 59.5 million
people have been forcibly displaced worldwide (United Nations High Commissioner for Refugees UNHCR, 2014).
As of 2015, 65.3 million people have been displaced, of which an estimated 21.3 million were refugees (UNHCR,
2015).
Nevertheless, refugees as a vulnerable group of consumers remain understudied (Kriechbaum-Vitellozzi and
Kreuzbauer, 2006; Jentsch et al., 2007). One particular unexplored area is the way of how refugees cope with stress,
particularly the adjustments refugees make to their consumption patterns, and how these subsequent changes affect
their well-being. Worldwide, policymakers, international organizations, and refugee agencies are alarmed at the
growing issues related to changes in consumption patterns as well as the negative effects of these changes on refugee
well-being (World Food Programme WFP report, 2013). The 2015 United Nations report has pointed to high rates of
poor health among refugees (e.g. diabetes, heart diseases and malnutrition) echoing the need to investigate the changes
in their consumption patterns (UNHCR, 2015). Research on refugees also converges to the same conclusions;
individuals who have experienced food deprivation and insecurity during a war and who, after resettlement, have
abundant access to food will likely engage in consumption activities that increase the risk for becoming overweight
and obesity (Peterman et al., 2010). Even more striking, refugees are susceptible to alcohol and drug abuses (Streel
and Schilperoord, 2010).
In a same vein, marketing research points to some maladaptive behaviors among consumers who are exposed to
life-threatening events; consumers who undergo a trauma resultingfrom an exposure to mortal events during a military
conflict are likely to engage in maladaptive consumption activities such as impulsive buying and compulsive
purchasing (Ruvio et al., 2014). Likewise, consumers who have experienced a stress originating from unpredictable
life changes, are likely to engage in maladaptive consumption activities such as an excessive consumption of antidepressants, alcohol, and cigarettes (Moschis, 2007b).
Understanding the types of stress behind changes in consumption patterns could help resettlement agencies and
service providers offer appropriate support to refugees. For instance, one can argue that buffering a long-lasting stress
(i.e. chronic stress) originating from a recurrent stressor would require an emotional support (e.g. expressing
sympathy, empathy, caring), whereas easing a stress necessitating an adjustment within a short period of time (i.e.
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acute stress), would require an instrumental support (e.g. assistantship, housing and training). Likewise, tracking
undesirable changes in consumption patterns resulting from particular stressors would help prevent lasting negative
effects on refugees’ well-being and develop customized rehabilitation programs (e.g. cognitive behavioral therapy,
etc.).
Taken together, providing a comprehensive view of the effects of stress on refugees’ consumption patterns and
their well-being is of a key importance for refugee programs. These require multiple interventions, complex
collaborations, and a better coordination between refugee organizations and service providers (Finsterwalder, 2017).
This is especially true in a context where aid for refugees and support programs remain sparse and fragmented
(Morland and Levine, 2016).
Therefore, this paper focuses on changes in refugees’ consumption patterns viewed as consumers’ efforts to cope
with stressful events in order to adapt to new living conditions. Morespecifically, this paper examines how changes in
refugees’ consumption patterns occur and how these could affect refugees’ well-being. Getting a better understanding
of the underlying mechanisms by which refugees cope with stress could assist practitioners, agencies, and governments
in managing the currently fragmented interface between refugees and service providers.
The paper is organized in the following fashion: first, we define refugee consumers. Second, we develop a model
based on the appraisal-coping theory (Lazarus and Folkman, 1984) and life course paradigm (Mathur et al., 2008)
suggesting that changes in refugees' consumption patterns could be viewed as coping responses to stressful events to
which a refugee must adapt along his life course. Third, we discuss the interplay between stressors, types of stress,
coping responses (i.e. changes in consumption) and subjective well-being, from a life course perspective. We also
introduce social support as a moderator of the relationship between coping responses and subjective well-being. As
we proceed, we develop a set of propositions and we finally conclude with some avenues for further research.

Refugee Consumers
Marketing research on refugee consumer remains scarce and most studies on vulnerable consumers have been
directed to immigrant consumers (e.g. Peñaloza, 1995; Jae, 2009). In fact, consumers from refugee populations
represent a distinct group of vulnerable consumers in many aspects. First, unlike voluntary immigrant consumers,
refugees are involuntary immigrants who fleeing war, political persecution, and other life-threatening events, are often
forced to settle into a new social and cultural environment that is not necessarily of their choosing. In contrast with
immigrants, refugees often have to adapt to a larger cultural distance and make involuntary changes to their lifestyle
and food consumption (Dharod et al., 2013). In many instances, refugees come from poor countries, are not
accustomed to a consumer society, and have to learn about new products and potential substitutes to their traditional
food (Kriechbaum-Vitellozzi and Kreuzbauer, 2006; Kiptinness and Dharod, 2011). Second, in contrast with voluntary
immigrants, refugees typically experience a substantial amount of distress, which is overwhelming and could
negatively affect their consumption habits and life quality (Mooren and Stöfsel, 2014). For instance, history of food
shortages was found to be correlated to unhealthy consumption practices such as overeating and poor food choices
(e.g. fast-food) (Rondinelli et al., 2011). There is also some evidence suggesting that refugee consumers could be more
susceptible to compulsive buying compared to other groups of immigrants. Previous research has demonstrated links
between food insecurity and compulsiveness; people who have experienced food insecurity (e.g. hunger, malnutrition)
tend to be materialistic (Allen and Wilson, 2005), while other studies support that materialism is positively correlated
with overspending and compulsive buying (Eren et al., 2012). Taken together, these would point to a plausible link
between food insecurity and compulsive buying.

Theoretical Model
Many works attempted to model refugees’ adaptation to stress. Prior research had a particular interest in refugee
mental health and proposed a so-called biomedical model. This model focuses on the psychological sequelae of stress
and relates the pathological conditions to the diagnosis and treatment of disorders symptoms (Carlson and RosserHogan 1991; Silove, 2001). However, since the last decade, the growing interest has shifted to Lazarus and Folkman’s
(1984) cognitive appraisal model of stress. This model has become increasingly influential in conceptualizing refugee
psychological well-being (Ryan et al., 2008) as well as in the marketing field, in explaining how consumers cope with
stressful situations as several aspects of consumer behavior (e.g. revenge and forgiveness, see Zourrig et al., 2009a
and 2009b; complaining and non- complaining, see Chebat et al., 2005, purchasing behavior see Moschis, 2007b)
might reflect efforts to handle stressful marketplace encounters.
Lazarus and Folkman (1984) define stress as “a particular relationship between the person and the environment
that is appraised by the person as taxing or exceeding his or her resources and endangering his or her well-being” (p.
19). In such cognitive appraisal model, an emphasis is placed on psychological resources (e.g. adaptive coping
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strategies) and social resources (e.g. service provider support). Applied to the context of refugees, one of the
advantages of the cognitive appraisal model over the biomedical one is that refugees’ distress is no longer pathologized
but is instead conceptualized as a response to critical life events or stressors. Another advantage is its ability to address
the matching of social support (i.e. informational, emotional and instrumental support) and coping responses (i.e.
adaptive or non-adaptive copings). In addition, the model has the merit for its flexibility to integrate life events
occurring at different points of time, and to account for the cumulative stress (see Mathur et al., 2008). As some
stressors occur over the period of threat in the home country, while others take place after resettlement, extending the
cognitive appraisal model to integrate the pre and post-resettlement stages, would be meaningful and consistent with
the life course perspective (Moschis, 2007a).
Thus, in this paper, we develop a theoretical model that relates refugees’ life events to stress, coping responses
and subjective well-being, throughout the pre and post-resettlement stages. These stages are viewed as a continuum
in refugees’ lifespan, through which stressors take place and the induced stress triggers changes in refugees’
consumption patterns that eventually affect their well-being.

Refugees’ Life Events and Stress
Life events are broadly defined as circumstances that could dramatically influence one’s daily routines and
lifestyle (Luhmann et al., 2012). Life events such as wars, conflicts and the exposure to mortal threats of terrorist
attack, referred here as stressors, would induce a substantial amount of stress among consumers and trigger compulsive
consumption and impulsive buying (Ruvio et al., 2014). Refugees who seek shelter from experiences of war often
undergo a great number of stressors (Yakushko et al., 2008). These include stressors incurred prior to the resettlement
stage, such as witnessing war trauma, torture, imprisonment, loss of family members and fear for personal safety
(Prendes Lintel, 2001; Silove, 2001; Jamil et al., 2010), as well as other stressful events taking place at the postresettlement stage in the host country such as discrimination and cultural and language barriers (Khawaja et al., 2008,
Silove, 2001; Jamil et al., 2010). The chronological flow of these events could be viewed through the life course
paradigm (Moschis, 2007a) which suggests that events taking place at an earlier stage in life would influence thoughts
and actions in later stages. Though stressors may occur at any stage of the life course, their nature, meaning, and
impact are likely to vary depending on the timing and frequency of recurrence (Miller et al., 2002).
The literature on refugees identifies three stressors of different nature, namely traumatic stressors, family stressors
and acculturative stressors (Kira et al., 2014, Wong et al., 2009, Hsu et al., 2004), while sociologists and psychologists
commonly identify two types of traumatic stressors: Type I and Type II (Terr, 1991). Type I stressors refer to
unanticipated single events beyond the range of normal daily stress and are usually of a one-time occurrence, whereas
type II stressors are enduring and are often chronically occurring (Terr, 1991).
In fact, stressors to which refugees are exposed could be classified based on the nature and the type of stressors.
For instance, witnessing mortal bombardments, scenes of torture or death could be categorized as traumatic stressors
of type II, as in a context of war and conflict, refugees are repeatedly facing such life-threatening events. However, a
loss of employment and a disabling injury could be viewed as traumatic stressors of type I, as these are single shocking
events and are likely to occur once. Likewise, in contrast with the loss of a family member viewed as a family stressor
of type I, a marital discord is often repetitive and then could be classified of type II. In the same vein, acculturative
stressors such as language barriers and discrimination could occur several times and accordingly are of type II. By
contrast, a lack of employment is likely to be experienced once after resettlement and therefore is of type I.
Stressors of type I and type II could trigger either an acute stress that requires an adjustment within a relatively
short period of time or a chronic stress that would require an adjustment over a prolonged period of time. For instance,
a disabling injury (i.e. traumatic stressor of type I) often necessitate a role change within the family or a transition to
a new role and would require adjustments over prolonged periods which result in a chronic stress (Moschis, 2007b).
Likewise, an unemployed mother who has transitioned to becoming widowed may contemplate re-entering the labor
force and deal with a constant stress emanating from her single parenthood role, reflecting a chronic stress. However,
a secrecy and tension associated with planning an escape (i.e. traumatic stressor of type I) would induce an acute stress
that requires mobilizing resources and adjustments within a relatively short period of time. Moreover, witnessing war
devastation, torture, and bombings in addition to the threat to family safety, are stressors of type II that could induce
acute stress and requires quick adjustments. Nevertheless, a refugee exposure to discrimination and language barriers,
after resettlement, could be repetitive (acculturative stressor of type II), and would induce a chronic stress that requires
some adjustments over a long period of time.
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Figure 1: A conceptual framework of refugee consumption copings
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From this we posit:
P1a, b: The larger the number of traumatic type I stressors, refugee consumers encounter, the higher level of
acute (Chronic) stress they will experience.
P1c, d: The larger the number of traumatic type II stressors, refugee consumers encounter, the higher level of
acute (Chronic) stress they will experience.
P2a, b: The larger the number of family type I stressors, refugee consumers encounter, the higher level of acute
(Chronic) stress they will experience.
P2c, d: The larger the number of family type II stressors, refugee consumers encounter, the higher level of
acute (Chronic) stress they will experience.
P3a, b: The larger the number of acculturative type I stressors, refugee consumers encounter, the higher level of
acute (Chronic) stress they will experience.
P3c, d: The larger the number of acculturative type II stressors, refugee consumers encounter, the higher level
of acute (Chronic) stress they will experience.

Stress and Consumption Coping Behaviors
Major life events, changes, and transitions are stressors that create a need for readjustment by the individual.
Persons who are under stress attempt to restore balance and relieve frustrations and tensions accompanying
disequilibrium by initiating or modifying behaviours, which are viewed as coping strategies. Coping strategies refer
to cognitive and behavioral attempts to manage stressful events (Lazarus and Folkman, 1984). In response to stressful
events, refugees could use either active or passive coping strategies (Peisker and Tilbury, 2003). While some refugees
could adopt active and purposive coping strategies such as becoming involved in political activities or confronting the
opposing force in a conflict (Punamaki-Gitai, 1990), others could engage in passive strategies such as framing a
situation as out of one's control (Başoğlu et al., 1997), praying and focusing on the future (i.e. enduring the adversities
of the present for the reward of a better future) (Khawaja et al., 2008; Halcón et al., 2004; Peisker and Tilbury, 2003).
In fact, most research on refugees has focused on non-consumption copings, though coping strategies could also
include consumption activities (Mathur et al., 2008; Yap and Kapitan, 2017). Previous consumer studies suggest that
the initiation, intensification or changes in consumption habits could reflect efforts to handle stressful life events. To
put it bluntly, “consumption-related coping behaviours refer to activities that consumers may initiate, intensify, or
change in response to stress” (Lee et al., 2001, p.30). For instance, changes in consumption activities could be viewed
as coping responses to natural disasters (Sneath et al., 2014), war and conflicts (Somer and Ruvio, 2014); changes in
consumption habits hinge on the occurrence of stressful events that prompt consumers to seek ways to cope with
subsequent life changes (Yap and Kapitan, 2017). For instance, eating out, purchasing new clothes, and changes in
brand preferences could be viewed as coping behaviors in response to life status changes viewed as acute stress
(Andreasen, 1984). Likewise, an increase in consumption of alcoholic beverages, cigarettes, antidepressants,
tranquilizers and sleeping pills could be viewed as means of coping with chronic stress (Mathur et al., 2008). Overall,
the initiation and intensification of consumption activities may reflect strategies of coping with stressful situations.
These consumption activities could be classified into maladaptive and adaptive consumption copings (Holton et
al., 2016). For example, overeating, consuming drugs and alcohols are potentially harmful to the consumer and could
result in significant long-term alterations. These consumption activities are maladaptive and reflect an avoidance
strategy that drives individuals away from stress (Yap and Kapitan, 2017), which is consistent with escape theory
(Moschis 2007b; Mathur et al., 2008). By contrast, dining out, consuming precooked meals, and substituting
ingredients could be effective to reduce and manage an acute stress. These consumption activities are adaptive and
intend to help an individual improve in an area of deficit (Kim and Gal, 2014), that could be time, convenience or
comfort. These consumption activities could be viewed as approach strategies that impel toward environmental
conditions to directly address or reduce a stressor.
Research on refugees points to both adaptive and maladaptive consumption copings (see table 1). For instance,
Crane and Green (1980) investigated changes in food consumption associated with the resettlement of Vietnamese
refugee families. They found that while traditional foods (e.g. fish, rice, vegetables and tea) continued to be eaten
frequently and preferred, some American foods (e.g. beef, butter and milk) were added to the diet, reflecting an
adaptive coping. By contrast, Peterman et al., (2010) who studied Cambodian refugees’ behavior found that refugees
who experienced food deprivation would likely engage in unhealthful eating practices, pointing to maladaptive
consumption. The 2013 WFP report converges to similar conclusions; Syrian refugees' consumption of food have
shifted to a high caloric content and a low nutritive value, resulting in maladaptive consumption patterns that seem to
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be irreversible (i.e. compulsive consumption). Likewise, Kriechbaum-Vitellozzi and Kreuzbauer, (2006) point to some
intrinsically rewarding consumption initiated by refugees despite the financial strains (i.e. impulsive consumption),
such as fashionable branded items or mobile phones that exceed the refugee consumer means.
Table. 1: Refugee consumption-coping behaviors
Sources
Adaptive consumption –coping behaviors
Eating out

Renzaho and Burns (2006)

Planned shopping (weekly instead of daily shopping)

Dharod et al., (2013)

Increased consumption of meat, milk, and cereals
Consumption of a new variety of fruits and vegetables

Bruns (2004)

Consumption of convenience food (instant food, oven- ready food, frozen food, etc.).
Substitution of items/ingredients

Pereira et al., (2010)

Maladaptive consumption-coping behaviors
Alcohol/drugs addiction

Streel & Schilperoord (2010).

Tobacco abuse

Jefee-Bahloul & Jaafar (2017)

Tranquilizers and anti-depressants misuse

Zangeneh et al., 2004)

Overeating (e.g. overconsumption of junk food, sugary drinks, at least once a day)

Dharod et al., (2011)

Impulsive buying (e.g. fashionable clothes, mobile phone)

Kriechbaum-Vitellozzi &
Kreuzbauer (2006)
Petry et al., (2003)

Gambling

Despite evidence of refugees’ use of maladaptive and adaptive consumption copings, little is known about the
links between changes in consumption activities and types of experienced stress. Outside refugee literature, Mathur et
al., (2008) point to individuals who have experienced a chronic stress (induced by a military conflict) and who would
engage in maladaptive consumption activities (e.g. increasing consumption of alcoholic beverages, antidepressants,
tranquilizers and sleeping pills), as an attempt to reduce their chronic stress. However, other maladaptive consumption
activities (e.g. the use of psychotropic drugs and impulsive shopping) could be triggered by acute stress and are
therefore recognized to be temporal activities that may cease or disappear once the stress is reduced and may not
appear until another stressful situation arise.
Overall, research in psychology and sociology has viewed acute and chronic stress as processes with different
outcomes (e.g., Elder et al., 1996; George 1989; Pearlin et al., 1981). For example, acute stress was shown to decrease
food intake whereas chronic stress would increase overeating and obesity (Torres and Nowson, 2007). Likewise,
consumers who experience a chronic stress were found to engage in the abusive consumption of anti-depressants,
alcoholic beverages and cigarettes reflecting compulsive maladaptive consumption activities (Moschis, 2007b; Mathur
et al., 2008). Whereas, acute stress (i.e. adjustments in life status) was found to induce an adaptive consumption coping
(i.e. changes in brand preferences) (Andreasen, 1984). More specifically, adaptive coping (i.e. viewed as consumption
related to lifestyles changes) was found to be a response to an acute stress rather than a chronic stress (Lee et al.,
2001). Acute stress could also trigger an impulsive consumption (Pavia and Mason, 2004) resulting from a sudden
and unplanned urge to consume in a hedonically pleasing manner that is immediately gratifying (Sengupta, and Zhou,
2007).
Moreover, research on whether a specific type of stress (chronic stress or acute stress) would trigger a different
coping response (compulsive consumption or impulsive buying) remains scarce and inconclusive (Thoits, 1995).
Among few works, Moschis (2007a) advocates that impulsiveness is considered as a coping behavior in which the
loss of control is temporary and the person can stop being impulsive once his or her need to alleviate stress is satisfied.
Compulsiveness, on the other hand, is viewed as excessive, continuous, and beyond the person's control (Hirschman,
1992). From this perspective, one can argue that though both acute and chronic stress could be predictors of
impulsiveness and compulsiveness, acute stress relates mainly to impulsiveness while chronic stress relates more to
compulsiveness.
From this we posit:
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P4a: The higher level of acute stress refugee consumers experience, the more impulsive consumption coping
they might endorse.
P4b: The higher level of acute stress refugee consumers experience, the more adaptive consumption coping
they might endorse.
P5: The higher level of chronic stress refugee consumers experience the more compulsive consumption coping
they might endorse.

Consumption Coping Strategies and Refugee Well-Being
Most research on refugees’ well-being has focused on health well-being conceptualized as one’s psychological
and physical well-being tending to focus on the mental and physical health of refugees (Young and Evans, 1997).
However, little is known about refugees’ family and economic well-being. Family well-being refers to the degree to
which family members are able to engage successfully and appropriately in interpersonal relationships (IhingerTallman, 1994), whereas economic well-being pertains to judgments of one's economic situation in light of what is
required and desired (Hayhoe and Wilhelm, 1998).
In fact, the relationships between refugees' well-being and maladaptive consumption activities have been
overlooked, though compulsive consumption would cause health damage and could also affect negatively the person's
economic, social and psychological well-being (Dittmar, 2008; Kashdan and Breen, 2007; Weaver et al., 2008). There
is evidence to suggest that compulsive buying has adverse effects on the person’s economic and family well-being;
compulsive buyers who amass unmanageable amounts of debt create economic and emotional problems for
themselves and their families (O'Guinn and Faber, 1989). Hence, compulsive buying deteriorates not only the wellbeing of individuals themselves but also that of their families (Park, and Burns, 2005).
Nevertheless, the literature on the effects of impulsiveness on person’s well-being is somewhat inconclusive.
Findings suggest that impulsiveness could have different effects on individuals’ well-being. On one hand,
impulsiveness was found to contribute to consumer debt (Pirog and Roberts, 2007) which negatively affect the
economic well-being (Norvilitis et al., 2003; Norvilitis et al., 2006), and family well-being (Xiao et al., 2006). On the
other hand, impulsive buying was found to be a rational and beneficial behaviour for consumers who went through a
traumatic event, as engaging in impulsive purchasing has a relieving effect that would help to manage negative
emotional states, recoup losses and restore the sense of self (Sneath et al., 2014). In this light, impulsiveness would
improve person mental health and health well-being. From this propositions 6 a,b,c and 7a,b,c flow:
P6: Impulsiveness has a positive effect on refugee (a) health well-being, but (b) negative effects on family wellbeing and (c) economic well-being
P7: Compulsiveness has negative effects on refugee (a) health well-being, (b) family well-being, and (c)
economic well-being
With regard to the adaptive consumption coping, previous research suggests that an adaptive consumption of food
would improve ways of how children cope with new life situations and overall family well-being (González de la
Rocha, 1991; Björnberg, 2013). Yet, other studies found that adaptive consumption coping would have a negative
effect on refugee health well-being. These studies have pointed to serious difficulties refugees have in establishing
healthy food habits upon resettlement (Hadley and Sellen, 2006; Burns, 2004; Crane and Green, 1980). As a result,
the adaptive consumption of food intensified the consequences of their already compromised health status (Renzaho
and Burns, 2006); refugees who experience a shift in food choices and environment, were at a higher risk of
experiencing poor health after resettlement (Dharod, 2015).
Nevertheless, the adaptive consumption has been reported to loosen budgetary constraints experienced by many
refugees, as items and products from their home country seem to be less affordable compared to products from the
host country market (Patil et al., 2010; Dharod et al., 2013). Therefore, substituting home country products with local
ones would reduce the financial strains. From this perspective, adaptive consumption would have some benefits on
the financial and economic well-being. Based on the aforementioned discussion, we posit:
P8: Adaptive consumption has a negative effect on refugee (a) health well-being, but positive effects on (b)
family well-being, and (c) economic well-being

The Moderating Effect of Social Support
Social support is an important psychological resource that mitigates the negative consequences of stressful events
(Brewin et al. 2000; Ozer et al., 2003).
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The literature distinguishes between three types of social support namely informational, instrumental and
emotional support (Thoits, 1995). An informational support would be assisting refugees with information to prepare
them for the reality of resettlement challenges, as well as information on services available to them after resettlement
(Simich et al., 2003). Whereas an instrumental support would be the provision of a tangible assistance that pertains to
meet the basic needs of refugees (e.g. housing, assistantship) and to break down structural barriers to resettlement (e.g.
employment, training programs) (Mels et al., 2008; Hynie et al., 2011). However, the emotional support could take
different forms such as showing empathy and care (i.e. listening and understanding), giving guidance, sharing
experiences, and empowering newcomers of refugees to meet challenges (Stewart et al., 2008). The emotional support
is important for refugees, particularly those who are experiencing isolation, loss and enduring family separation
(Simich et al., 2003).
Overall, there is evidence in the literature that providing social support to refugees would ease their stress and
increase their well-being (Tran and Wright, 1986). For instance, the emotional support is believed to buffer distressing
feelings that accompany negative life events and enhance self-esteem and positive emotions. Likewise, an instrumental
support can work to resolve a problem, to change or manage stressful situations, and thus to buffer the stress by
transforming stressful situations into less stressful ones (Aroian, 1992). Previous research shows that social support
helps buffer individuals from the potentially pathogenic influence of stressful events (Cohen and Wills, 1985). From
this perspective, one could argue that social support has beneficial effects on well-being (Mels et al., 2008). However,
a lack of social support would lead individuals to channel their stress through maladaptive consumption activities such
as compulsive consumption and impulsive buying (Ruvio et al., 2014). From this we posit:
P9: Social support (informational, instrumental, and emotional) moderates the effects consumption copings on
refugee well-being, so that it (a) decreases the effects of maladaptive consumption on well-being, and (b)
increases the effects of adaptive consumption on well-being.

Conclusion and Further Research Avenues
Albeit conceptual in nature, this paper has sought to add new insights to the psychological process of how changes
in refugees’ consumption patterns occur and how these would affect their well-being. It is well documented that
refugees’ life events create stress and a need for coping. However, little is known about how changes in consumption
activities could be viewed as coping responses. Through consumption activities, refugees could either adapt to a new
environment (adaptive consumption coping) or escape (i.e. maladaptive consumption coping). Seen in this light, the
consumption copings are evidence of adaptation to life events (Mathur et al., 2008).
The model developed in this paper (see figure 1) maps the psychological mechanisms that shape adaptive and
maladaptive copings. To advance this work, the propositions developed here, could be tested using a qualitative
approach entailing interviews with a retrospective approach. Qualitative research is deemed appropriate to test these
propositions, especially in a context where access to a large sample of participants could be difficult and where studies
involving vulnerable populations like refugees come with ethical challenges (Jacobsen and Landau, 2003).
From a managerial perspective, we believe that refugee agencies, organizations and service providers should be
mindful of the various sources of stress and subsequent changes in refugees’ consumption activities that could occur
during the transition to the post-settlement stages. From a life course perspective, providing services to refugees,
should not be viewed as episodic but rather as a continuum; the stress is cumulative and changes in consumption
patterns as well. In this light, service providers should coordinate their efforts to share information about changes that
refugees may make in their consumption activities. This coordination would be particularly important to allocate the
adequate supportive resources.
In fact, policies and procedures for resettling refugees are often pointed to be inconsistent with meeting refugees’
needs for social support (Simich et al., 2003). Understanding how refugees cope with stress is a key step towards
narrowing the gap between their expectations and the perceived service usefulness. As refugees undergo different
stressful experiences and cope differently with their stress, not all refugees value the same provided support. In this
regard, the all-inclusive pack of support may not be efficient and could be a waste of time and resources. From this
perspective categorizing refugees based on their copings styles could be a good step to provide the appropriate social
support. Hence, one can argue that refugee consumers who opt for maladaptive consumption activities are likely to
seek avoidance. These refugees need to get an emotional support that could help them to alter the perception of their
situation. From this perspective, approaching these refugees should focus primarily on acknowledging the emotional
impact of the experienced distress, on themselves and their families. By contrast, for refugee consumers who use
adaptive consumption activities, the provided support should focus primarily on delivering services that are problemsolving oriented.
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As people adapt to and transform their perception of ongoing stressors over time, their requirement for social
support also changes (Jacobson, 1986). From this perspective, one can argue that the need for a particular type of
support would vary throughout the refugees' life course. For instance, refugees may need more information about their
futures, as well as a substantial emotional support at the pre-resettlement stage, but more instrumental support at the
post- resettlement stage.
In a final note, we believe that more research could be done to advance the mainstream of work on services and
support to refugees. Recently, some scholars echoed the need for doing more research in services directed to refugees
"service researchers should take up the challenge and assist in improving refugees' lives and support governments and
service providers by providing new insights into service related issues and solutions for refugees and service providers
alike" (Finsterwalder 2017, p.181).
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Summary Brief

Contributions and Consequences: Developing an
Ethical Framework for Responsible Algorithmic
Intelligence
Dana E. Harrison, East Tennessee State University, USA
Haya Ajjan, Elon University, USA
O.C. Ferrell, Auburn University, USA
Hannah N. Starnes, East Tennessee State University, USA
A PwC research suggests that by 2030 Algorithmic Intelligence (AI) could contribute up to $15.7 trillion in the
global economy through increased productivity and consumption. As AI emerges and becomes mainstream,
governance surrounding decision-making and ethical considerations should be at the forefront of this advancement.
This research proposes a conceptual framework that will synthesize consumer, corporate, and ethical perspectives to
develop a holistic understanding of ethical AI in marketing.
A PwC research suggests that by 2030 Algorithmic Intelligence (AI) could contribute up to $15.7 trillion in the
global economy through increased productivity and consumption. This figure represents more than the current
combined economic impact of China and India (PwC Analysis 2017). AI can be defined as computer systems that
adapt, learn, and react to their environment in response to what they are programmed to recognize and objectives they
are programmed to optimize. From this definition, AI includes advanced business analytics such as predictive
analytics, automated intelligence that allows automation of repetitive tasks, and autonomous intelligence such as
chatbots that don’t require human intervention (Markus 2017; PwC Analysis 2017). As AI emerges and becomes
mainstream, governance surrounding decision-making and ethical considerations should be at the forefront of this
advancement (Markus 2017).
Various AI tools are developed and deployed in hopes of having a positive impact on society such as image and
voice recognition, chatbots, and customer search, recommendation, and suggestion tools. These tools are being
explored and applied in a variety of situations. There have been some promising results from the use of AI. Chick-fila, now considered the third largest restaurant in the United States is developing an algorithm to detect foodborne
illnesses based upon social media content where they will eventually share the code on GitHub (a public software
development platform) for other companies to use in protecting customers. Zest Financial, Inc., an AI software
developer that provides services to auto dealers, uses AI to better understand and lend to once underserved customers.
However, there have also been negative use cases associated with AI. Amazon developed a hiring tool using AI that
was biased against female candidates. Microsoft removed its AI powered bot from the internet after only 16 hours
when users taught it to be racist and provide incorrect political opinions through tweet and chat interactions. Orbitz
used AI based on customer search behavior and ultimately suggested higher priced services for Mac users. As
witnessed in several contexts, AI brings a tremendous amount of potential societal benefits but also involves inherent
bias and ethical risks that need to be evaluated and corrected (Galliers, Newell, Shanks & Topi 2017).
Therefore, marketing systems that pursue data acquisition and use algorithmic intelligence have an ethical
obligation to society. Ethical decision making has been extensively examined in literature (e.g., Ferrell & Ferrell 2008;
Lehnert, Park & Singh 2015; Nill & Schibrowsky 2007). Studies have indicated the presence of cognitive processing
steps as driving forces of four ethical decision-making outcomes: awareness, behavior, judgment, and intention
(Lehnert, Park & Singh 2015). These drivers frame perceptions and awareness which then effects behavior, judgment,
and intentions (Lehnert et al. 2015). Other studies include moderating or mediating influences such as contextual
factors (Spicer et al. 2014) and the intensity of ethical issues (Ferrell, Johnston & Ferrell 2007). Extant marketing
research has mainly investigated unethical behavior with regard to sales force behavior (Román & Ruiz 2005),
exploitation and control of sales technology (Bush et al. 2007), and tracking consumer’s behavior online (Nill and
Aalberts 2014). However, due to the more recent adoption of AI, research within the context of unethical programming
(Sojer, Alexy, Kleinknecht, & Henkel 2014) or algorithmic development is scarce despite its importance (Forbes
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Insight 2019). Given the lack of standards protecting society against potential biased and unethical algorithms,
researchers have an obligation to critically examine the development of AIs and their impact.

This research proposes a conceptual framework that will synthesize consumer, corporate, and ethical
perspectives to develop a holistic understanding of ethical AI in marketing. Using a combination of AI
use cases in marketing and via interviews with AI experts, this paper will address approaches that are
necessary for understanding the design, fairness, transparency and accountability of ethical AI. Finally,
this study will explore the role government regulations and self-regulating corporate strategies in
protecting consumers from unethical algorithms.
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Summary Brief

How Fans View Corporate Brands with Naming
Rights to Stadiums
Russell Lacey, Xavier University, USA
The role of image in sponsorship research has largely focused on fit. As an alternative, this study examines the
role of CSR image toward achieving positive outcomes of stadium sponsors. The study’s context investigates the effects
of corporate naming rights of sports stadiums across the USA, drawn from 500 fans of 64 different teams across the
NFL, MLB, NHL, and NBA. The empirical results demonstrate how the sequential impact of a brand sponsor’s CSR
image and their authenticity as a committed sponsor work together to positively affect fans’ gratitude toward the
stadium sponsor. These results provide new insights into optimizing the marketing effectiveness of sponsors who
secure stadium naming rights.

Introduction
Stadium sponsorship annually accounts for billions of dollars in marketing investments yet is considered to be a
controversial business practice among stakeholders (Mazodier and Rezaee 2013). Building on the mediating role of
gratitude in the marketing literature (e.g., Palmatier et al., 2009), this study tests the prediction that the fans’ gratitude
toward the stadium corporate sponsor leads to their desire to support the sponsor. Prior research on corporate brand
image effects of corporate social responsibility (CSR) predominately focus on community involvement and support
of nonprofit organizations and social causes while neglecting to also account for the social responsiveness image of
sponsoring stadiums and arenas where professional sports teams play their home games. The context of this research
study is comprised of sports fans who attended home games of their favorite team of the National Football League
(NFL), Major League Baseball (MLB), National Basketball Association (NBA), or National Hockey League (NHL)
in 2018.

Conceptual Background
While notable examples of non-corporate branded stadiums prevail (e.g., Wrigley Field, Lambeau Field, and
Madison Square Garden), over 80% of stadiums and arenas across the four largest professional sports leagues have
sold their naming rights to corporations. Moreover, naming rights sponsorships of sports stadiums are typically
secured by corporate brands that are based, or operate, locally in their team’s market. Investment in the home stadium
by a company with local roots may reflect that the company is making a long-term investment in the franchise and
community itself. In this context, we test the impact of corporate-branded stadiums to further investigate how the
sponsor’s CSR image and sincerity of sponsorship work together toward contributing to sponsorship-linked marketing
effectiveness. How fans attribute a sponsor’s CSR image is a function of their perceptions of the event’s underlying
motivation as either self-serving or altruistic. Drawing on attribution theory, how fans attribute CSR image is a
function of their perceptions of the stadium sponsor’s underlying motivations (Skarmeas and Leonidou 2013).

Research Method
The author worked through Qualtrics to recruit 500 adults to survey sports fans’ attitudes, beliefs, and behavioral
intentions regarding corporate-branded stadium sponsors. Existing scales from the marketing literature were used to
measure the constructs with modifications to match the tested context. In order to ensure proportionate representation
across the NFL, MLB, NHL, and NBA, quota constraints were set at 150 respondents per league and 15 respondents
per team. During a two-period in January 2019, the author collected data from 500 fans of 64 different professional
sports teams. The sample skewed toward male, college educated individuals between 21-39 years of age, who earned
annual incomes in excess of $50,000. The conceptual model was assessed via serial-mediation analysis with a
moderator (PROCESS Model 8; 10,000 bootstrapped samples, Hayes 2013), estimating the indirect effect of the
stadium naming rights sponsor’s CSR image on sponsor performance outcomes through sincerity of sponsorship and
gratitude to the sponsor, with these two mediators moderated by fan engagement.

Key Findings and Discussion
The study results reaffirm that to the extent that fans perceive that the stadium sponsor has a positive CSR image,
the sponsor’s CSR image will have a direct and positive link to increasing fans’ gratitude toward the sponsor.
Supporting the model’s predicted process, the mediation effect of sincerity of sponsorship was significant. The results
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revealed that the stadium sponsor’s CSR image increased sincerity of sponsorship, and the sponsor’s sincerity
increased fans’ gratitude toward the sponsor. Moreover, the results revealed that the sincerity of sponsorship increased
gratitude toward the sponsor, and gratitude to the sponsor increased sponsor patronage intent and positive WOM.
These results provide new insights into optimizing the marketing effectiveness of sponsors who secure stadium
naming rights.
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Summary Brief

Promoting Intercollegiate Beach Volleyball: The Rise
of the NCAA’s Fastest Growing Sport
Tim Wilson, Tusculum University, USA
Chris Croft, The University of Southern Mississippi, USA
Sabrina Reed, Tusculum University, USA
The sport of beach volleyball has gained widespread popularity in recent years. With the introduction of beach
volleyball in the Olympics in 1996, the sport began to gain significant amounts of media and fan exposure. Beach
volleyball was part of NBC’s prime-time coverage during the 2008 Beijing Olympic Games and received more hours
of airtime than any other sport (“Emerging Sports: Sand Volleyball” n.d.). Since the introduction of beach volleyball
into the Olympics, it has become one of the most popular Olympic sports (“Olympic Beach Volleyball” n.d.). This
growth in popularity, in particular women’s beach volleyball has led many intercollegiate athletic departments to add
beach volleyball as a sport to market their athletic programs. The marketability and exposure of beach volleyball has
led the National Collegiate Athletic Association (NCAA) to add it as the 90th Championship sport and ESPN to sign
a deal to showcase the championships live from Gulf Shores, Alabama.
Beach volleyball’s popularity spikes every four years when people watch the sport during the Olympics (Tracy
2016). However, colleges and universities have been able to use the exposure generated from the popularity of
Olympic beach volleyball to market the sport on their campuses within their athletic departments. As the sport grew
in popularity, institutions began to petition the NCAA to offer beach volleyball as an official championship sport.
From 2007 to 2014, young women’s participation in beach volleyball jumped nearly 50 percent (Tracy 2016).
Likewise, the American Volleyball Coaches Association and the United States Olympic Committee found that “more
than 200,000 females ages 6-17 play sand volleyball, and more than 60 percent compete exclusively in the sport rather
than indoor volleyball” (Johnson n.d.). Institutions quickly realized beach volleyball could be an intercollegiate sport
that would be easily marketable and began the process to get NCAA approval to offer the sport.
The marketing of beach volleyball on campuses was debated heavily with perception issues coming to the
forefront. The idea of intercollegiate female student-athletes participating in skimpy bikinis was a major concern for
the NCAA. In order to deal with the perception issues that could affect the marketability of the sport, the NCAA
required that athletes must cover their midriffs while standing still and shorts or briefs must have a one-inch seam
(Tracy 2016). These requirements were similar to what NCAA track and field athletes were required to wear therefore
appeasing any perception issues that might be a concern for the sport.
While the institutions wanted to embrace the popularity of beach volleyball to market new women’s sport, the
NCAA still had reservations. According to Johnson (n.d.), one marketing concern arose whether beach volleyball
would provide new opportunities for women to compete in sport or if the same players playing indoor volleyball
would simply play beach volleyball as well. If this were the case, athletic programs and the NCAA could not market
beach volleyball as a sport offering new female student-athlete opportunities. This concern was alleviated when during
the first year of beach volleyball as a championship sport, 44 percent of the beach volleyball players were beach
volleyball exclusively and that number has continued to rise (Johnson n.d.). Furthermore, institutions sponsoring beach
volleyball for at least five years found that “77% of volleyball-playing student-athletes compete in only one of the two
sports and among those players competing for the 2015 beach championship, 90% played only beach volleyball”
(“Beach Volleyball FAQ” 2016). Another marketing issue surrounding the emergence of beach volleyball as a
championship sport dealt with whether or not institutions near an actual beach or in warm weather environments would
have an unfair marketing advantage over those institutions that were land locked or in colder climates. While this issue
was a concern at first, the marketability of beach volleyball has not been affected adversely by access to a beach or
warm weather environments. According to the American Volleyball Coaches Association, states such as Nebraska,
Colorado, Maryland, Washington, Idaho, and Oregon have beach volleyball teams and the growth of the sport in states
such as these continues to rise (“Beach Volleyball FAQ” 2016).
The ability to market beach volleyball as a women’s NCAA intercollegiate athletic sport has been evident by the
number of participating teams that have started as well as the popularity that the NCAA Beach Volleyball
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Championship has garnered. In the eight years since beach volleyball began as an emerging sport, there are now 75
institutions that sponsor varsity programs as well as 40 institutions in various other intercollegiate athletic associations
that offer the sport (“Volleyball Posts Another Year of Solid Growth” 2018). Similarly, the National Junior College
Athletic Association (NJCAA) has followed the NCAA’s lead and added beach volleyball as its 48th championship
event beginning in 2021 (Sprecher 2018). The NJCAA has witnessed the successful marketing of beach volleyball at
the NCAA level and hopes to bring that to the junior college level as well.
The popularity and marketability of the sport of intercollegiate beach volleyball has enabled the city of Gulf
Shores, Alabama to create a very successful event in the NCAA Beach Volleyball Championship. The city of Gulf
Shores uses the popularity of the sport of beach volleyball to generate tourism dollars and in return help market their
city and beaches. The city hosts the NCAA Beach Volleyball Championship alongside a junior tournament that will
have more than 400 teams competing (Scheurich 2019). Gulf Shores’ decision to host the NCAA Beach Volleyball
Championship assists in their marketing efforts for the junior tournament. The NCAA Beach Volleyball
Championship serves as an exposure event for the city as they promote their beaches with the popularity of the sport.
The championship brings in 3000 people per day, but the event is broadcast live on ESPN for three days and the
exposure the city gets is worth the price of hosting the event (Estes 2018). ESPN and the NCAA reached a multiyear
agreement to televise the event for the next five years and coverage allows great exposure for the sport (“NCAA
Awards ESPN Beach Volleyball Rights” 2017). The exposure from the ESPN coverage as well as the tourism dollars
that come to Gulf Shores because of the NCAA Beach Volleyball Championships provides a big boost to the local
economy.
Beach volleyball is currently the fastest growing NCAA sport. The continued success of intercollegiate beach
volleyball will depend on how well it continues to be marketed by athletic departments. As the sport continues to grow
at a rapid pace, sport marketers need to be aware of how to maintain the sport’s popularity with the participants but
also popular with the fans. Successful marketing of beach volleyball will be evident in the exposure the sport receives
in the coming years.
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Summary Brief

Managing the Four-Headed Monster: The Strategic
Categorization of Micromedia in the Digital Age and
Practical Implications for Sport Properties
Benjamin D. Goss, Missouri State University, USA
Philip Rothschild, Missouri State University, USA
Sarah Stokowski-Macon, University of Arkansas, USA
This paper will address the phenomenon of how modern micromedia communications has become a driving force
of branding and marketing initiatives for sport properties. It utilizes two communications models from Kuno Creative
(n. d.) and Hendricks and Shelton (2016) to offer practical strategic frameworks for creating micromedia content that
helps drive revenue.

The Modern Micromedia Landscape
Modern media audiences now access news and other information from a plethora of sources in ways that
simultaneously exists as mobile and social (Adornato, 2018). Hendricks and Shelton (2016) define this as micromedia,
or “literally every individual, business, and organization” (p. 3). Once-passive audiences now greatly influence content
selection and distribution as active, influential consumers and producers (Adornato, 2018; Hendricks & Shelton,
2016).
Hutchins and Rowe (2009) state that a major factor in the rise of property- and fan-created sport media content is
a function of changing media technology and low barriers of entry into the space. With a rapid rise in and full-blown
utilization of such networked media, sport communication, management, marketing, and media now face challenges
and opportunities inside and outside of sport properties and traditional media channels (Boyle & Haynes, 2014). This
social web enables corporate sport to remove barriers between them and consumers, thereby creating more tangible,
vibrant relationships with consumers while shaping the practices of journalists, broadcasters, and public relations
professionals (Lewis & Kitchin, 2011). Corporate sponsors also benefit from such highly engaged influence, which
continues to grow substantially (McAllister, 2010; Newman, Peck, Harris, & Wilhide, 2013).

When Communications Becomes Branding & Marketing
Whiteside (2014) contends that while the deployment of effective communication strategy may be a function of
overall brand management goals by sport properties (e.g., intercollegiate athletic departments), such a motive has
created a fundamental shift in media production methods, evolving the roles of information specialists (e.g.,
intercollegiate sports information/athletics communications directors) to strategic messengers, i.e., individuals who
play a fundamental role in selling athletic brands to both media and fans. Therefore, as Clampitt (2018) postulates,
this approach makes them a vital part of the organization’s brand management and places marketing responsibilities
upon them and their work, including connection, persuasion, and analysis/tracking. When coupling hypertargeting
strategies with the immeasurable power of social media to persuade, increased customer loyalty and revenue can and
should be expected when properly planned and integrated into a property’s business objectives and other marketing
strategies (Cialdini, 2008).

Building Relationships
According to Hendricks and Shelton (2016), while relationship-fostering with followers and “dream followers”
(p. 28) becomes the most likely driving force behind marketing opportunities in micromedia, all micromedia
relationship-building opportunities are not created equally. Therefore, Hendricks and Shelton offer a three-part
descriptive model that greatly enhances understanding of methodologies for creating brand-building strategies with
micromedia and key connection points for relationship-building with consumers. However, Kuno Creative (n. d.)
evolves the concepts of the Hendricks and Shelton (2016) model by reorganizing it into four parts for further
distinction and strategic planning.
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Strategies for Practitioners
This presentation will conclude by offering a number of research-based and best-practice tactics for those in
branding, communications, and marketing roles seeking to devise effective micromedia strategies.
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Summary Brief

The Differential Effects of Spatial Distance on Fan
Evaluations of Sports Team Performance and
Performance-Related Outcomes
Olamide “Ola” Olajuwon-Ige, University of Texas at Arlington, USA
Prior construal level research has shown that higher (lower) psychological distances activate abstract (concrete)
construals which, in turn, lead to a greater emphasis on either outcome or process in consumer evaluations of an
event. This paper builds on this stream of research to examine how spatial distance moderates fan evaluations of a
sports team’s performance by shifting the relative emphasis placed on outcome or process. This paper also examines
how these evaluations affect downstream fan consumption behavior, such as intention to attend games and intention
to purchase team merchandise.

Introduction
As with any other product or service, prior research has shown that in the context of sports, the perceived
performance of a sports team influences fan satisfaction, game attendance, team identification, intention to attend
games, and intention to purchase team apparel (Lee and Kang 2015; Matsuoka, Chelladurai, and Harada 2003).
Previous research (see Matsuoka, Chelladurai, and Harada 2003; Jang, Wann, and Ko 2018) has identified factors
such as team identification, game process, and game outcome – which influence fan perceptions of a team’s
performance. However, as far as this author is aware, no research has examined the moderating effects of spatial
distance on fan perceptions of a team’s performance and performance-related outcomes such as satisfaction, future
intentions to attend games, and intention to purchase team merchandise. In an age where some of the biggest sports
teams have become global brands with loyal and passionate fans dispersed all over the world, construal level theory
– which suggests that an individual’s perceptions and evaluations of an event are influenced by his distance from the
event (Trope and Liberman 2010; see also Williams and Bargh 2008) – provides a useful theoretical framework with
which to investigate the impact of differences in spatial distance on fan evaluations of a sports team’s performance.
We also examine the consequences of these evaluations for downstream fan consumption behavior.

Theoretical Background
Construal Level Theory and Spatial Distance
Construal level theory (CLT) states that objects, events, and individuals can be perceived as being either
psychologically near or far along different dimensions of distance such as spatial, temporal, social, and hypotheticality
with the reference point being the self in the here and now (Trope and Liberman 2010). Conceptually, psychological
distance pertains to when, where, to whom, and whether an event occurs, while construal levels pertain to the
perception of what will occur (Trope and Liberman 2010). CLT also states that as the psychological distance to an
event increases (decreases), people use higher (lower) levels of construals to represent the event. In the context of
global sports followership, CLT provides a framework which can be used to examine the effect of spatial distance –
which has been recognized as the most fundamental psychological distance (Trope and Liberman 2010, 444) – on
perceptions of a team’s performance during a game by its global fan base.

CLT, Processes, Outcomes, and Fan Evaluations of a Sports Team’s Performance
Research based on construal level theory has shown that the outcome of an experience (such as whether a soccer
game ends in a win or a loss) is more abstractly construed, while the process (which entails whether the game was
boring or exciting) is more concretely perceived (Agrawal and Wan 2009; Yang, Mao, and Peracchio 2012). Yang,
Mao, and Peracchio (2012) provide evidence showing that both processes and outcomes are taken into consideration
when people evaluate their satisfaction with the consumption of an experience. They also provide evidence showing
that the relative importance of outcomes and processes in consumer evaluations of an experience vary depending on
the consumer's role in the consumption experience (spectator vs. participant) and the consumer’s self-construal (Yang,
Mao, and Peracchio 2012).
The literature on construal level theory, processes, and outcomes has been extended into the sports marketing
literature by Jang, Wann, and Ko (2018) and Jang, Ko, Wann, and Chang (2017), who show that game process and
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game outcomes differentially influence fan evaluations of a game and the intensity of fan happiness after a game.
Altogether, these studies suggest that sports fans differentially weigh outcomes and processes when evaluating the
performance of a sports team, with different combinations of outcomes and processes leading to different evaluations.
As far as this author is aware, however, no study has examined the effect of spatial distance on fan evaluations of
different combinations of outcomes and processes (e.g. boring-win, exciting-loss) and the impact of these evaluations
on fan satisfaction and consumption behavior such as intention to attend games and intention to purchase team
merchandise.

Hypotheses
Based on the above theoretical framework, this author hypothesizes that (1) a fan’s satisfaction with a sports
team’s performance will be moderated by his spatial distance to the performance. We predict that there will be a
differential weighting of game outcome relative to process depending on spatial distance, such that (2a) spatially
distant fans will be significantly more satisfied with a boring-win performance than spatially proximal fans.
Conversely, (2b) spatially proximal fans will be significantly more satisfied with an exciting-loss performance than
spatially distant fans. We predict that these differences in satisfaction will affect (3) intentions to attend games and (4)
intentions to purchase team merchandise.

Study Design
Data for this study will be collected through an experiment with participants randomly assigned to one of 8
conditions in a 2 x 2 x 2 between-subjects design. After the treatment, respondents will be presented with a
questionnaire containing items measuring the dependent variables and covariates in the study.

Contributions to Literature and Managerial Implications
This paper will contribute to the sports marketing literature by providing empirical evidence that a fan’s spatial
distance to a sporting event plays an active role in shaping how he evaluates the performance of a sports team and
influences which aspects of a sport team’s performance (outcomes vs. process) are assigned greater weight in his
evaluations of the team’s performance. It will also contribute to the construal level theory literature by demonstrating
another instance where differences in psychological distance influence evaluations of an event. This paper also
highlights differences in how spatially proximal versus spatially distant fans perceive the same performance by a
sports team and provides some guidance to marketing managers of global sports teams on how best to manage the
expectations of these distinct fan segments.
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7.2 SPECIAL SESSION: GO-TO-MARKET STRATEGIES FOR WOMEN
ENTREPRENEURS: CREATING AND EXPLORING SUCCESS
Chair:
Victoria Crittenden, Babson College, USA
Panelists:
Victoria Crittenden, Babson College, USA
Felicia Lassk, Northeastern University, USA
Nicole Beachum, University of Alabama at Birmingham, USA
Haya Ajjan, Elon University, USA
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Special Session

Go-to-Market Strategies for Women Entrepreneurs:
Creating and Exploring Success
One merely needs to google women entrepreneurs to get an idea as to the vast number of books and articles that
discuss women entrepreneurs. From everything to motivational sayings to financial training, there is clearly an
abundance of information. With that said, however, a 2014 article by Welsh, Memili, Kaciak, and Sadoon published
in the Journal of Business Research notes the scarceness of scholarly research on women entrepreneurs and suggests
that less than 10% of all research in the field of entrepreneurship focuses on women.
In 2013, Ernst & Young suggested that tapping into women’s economic potential would be the equivalent of
having an additional one billion individuals in business and in the workforce. From a macro perspective, the impact
on the global economy by this influx of growth stimulators would be huge. At a micro level, the personal and familial
benefits of women engaging in entrepreneurial activities are both economic and social. According to The Hamilton
Project (Barr, 2015), successful entrepreneurship correlates with wealth, savings, job satisfaction, and social mobility.
Successful women entrepreneurs can also have a global impact that leads to better nutrition, lower disease
transmission, lower child mortality, better education for our children, and reduced domestic violence.
Go-to-Market Strategies for Women Entrepreneurs: Creating and Exploring Success is the title of a monograph
that will be published by Emerald Publishing in 2019. The monograph provides valuable business and marketing
insights for women entrepreneurs by aligning traditional scholarly research with practice-oriented perspectives. With
this purpose in mind, the book’s contributors are from a variety of academic and industry disciplines. The goal is to
build a compelling narrative around several key variables that influence go-to-market strategies for women
entrepreneurs in various contexts and markets. This panel features contributing authors to the monograph. The session
will begin with a brief overview of the motivation for the monograph, followed by presentations of content from four
of the 24 chapters.
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SESSION 7.3: TEACHING MOMENTS
Chair:
Prachi Gala, Elon University, USA
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Summary Brief

The SMA’s Teaching Moments Krewe’s Parade of
Teaching Innovations
Kesha K. Coker, Ball State University, USA
Prachi Gala, Elon University, USA
D. Joel Whalen, DePaul University, USA
Teaching in style at The Society for Marketing Advances’ (SMA) 2019 Annual Conference New Orleans attendees
will see a parade of teaching innovations as the always-popular Teaching Moments Krewe struts out in style. The
legendary Marti Gras Krewe’s costumes feature complex weaving, stitching, and abundant flash and fun. This year’s
Teaching Moment’s presenters have prepared a rich tapestry of classroom ideas, some intricately woven, others
bright, fast, and easy. All are designed to enhance marketing professors’ experiential learning classrooms. This year’s
Teaching Moments continues the tradition of exchanging teaching innovations among peers in marketing academia
(Coker and Whalen 2018, 2019; Tanner and Whalen 2013; Whalen and Coker 2016, 2017).

Introduction
Teaching in style with this year’s Teaching Moments will debut over 40 teaching innovations.
The sessions will feature a variety of classroom techniques. Some presenters offer individual assignments others
present complete class designs. Each session will debut ideas that are perfect for the classroom, for example, bringing
marketing concepts to life, demonstrations, and quick teaching interventions.
Every session features up to 10 professors pitching unique teaching ideas. These fast, fun sessions are hosted like
a pedagogical game-show. Each presenter only has three minutes on stage. When the time is up, a bell is rung signaling
you’re done. Then, a wonderful SMA Teaching Moments tradition takes place: Thunderous Applause. Attendees
express their appreciation via loud, enthusiastic applause for the successful presenter, and condolence for those few
who fail to beat the bell Teaching Moments. Presenters range from the most veteran, classroom-tested SMA veterans
to the newest Marketing Faculty fresh out of graduate school. Time is reserved at the end of each Teaching Moments
session for informal idea sharing between presenters and attendees.

Summary
Teaching Moments is popular with both presenters and the audience. Over the past 6 years, Teaching Moments
has grown from 13 to over 40 presenters each year.
SMA Attendees are invited to join the fun and hear energetic, passionate presentations. You’ll be rewarded with
access to dozens of useful classroom-ready teaching innovations delivered in fast-moving sessions. In just one
Teaching Moment session, you’ll hear three-times the presenters typically found in a single conference session. Each
ends with a Smooze Session where audience and presenters can share ideas.
Teaching Moments will be offered again at the SMA’s 2020, Dallas – Fort Worth Conference. You’re invited to
be a Teaching Moments presenter. You see your invitation to deliver your favorite teaching tricks early Spring 2020.

References
Coker, Kesha K. and D. Joel Whalen. (2018), “Teaching Moments: Rapidly Diffusing Pedagogical Advances,”
Marketing Education Review, 28 (3), 155-158.
Coker, Kesha K. and D. Joel Whalen. (2019), “Shining in the Classroom With Teaching Moments,” Marketing
Education Review, 29 (2), 147-152.
Tanner, John F. and D. Joel Whalen (2013), “Teaching Moments: Opening the Pipeline to Teaching Innovations,”
Marketing Education Review, 23 (3), 265-274.
Whalen, D. Joel and Kesha K. Coker (2016), “Outside the Box Teaching Moments: Classroom-Tested Innovations,”
Marketing Education Review, 26 (2), 119-123.
Whalen, D. Joel and Kesha K. Coker (2017), “Classroom Ready Teaching Moments,” Marketing Education Review,
27 (2), 119-123.

307

Unmotivated Students? Welcome to the Academy
Awards
Stephen B. Castleberry, University of Minnesota Duluth, USA
Imagine if most of the students in your class were motivated to do their very best on papers and projects. Envision
how that might help their chances for better jobs, and what it might do to your own morale as their instructor. One
method to help achieve these outcomes is to create an aura of The Academy Awards. The proposed tool can be used
in virtually every type of class, costs next to nothing to implement, has very few downsides, and has been shown to
generate real returns in a number of classes over the past ten years.

Teaching Students How to Nail the Interview
Parker Woodroof, University of Central Arkansas, USA
Many, if not most, graduates fear the interview process. Specifically, many students suggest the question they
fear most is, “What are your strengths and weaknesses?”. This is actually a very vulnerable question and it can go
south quickly if the student is not prepared. This teaching innovation is designed to cultivate a student's ability to be
proactive when they interview, and effectively answer this question before it's even asked. Students are taught to use
a strengths/weaknesses word cloud to beat the interviewer to the punch, bringing up their strengths and weaknesses in
a really unique and powerful way.

Visualizing Data Exercise
Benjamin Garner, University of North Georgia, USA
Problem: Students over-rely on Google Search to find visuals for PPT slides. Lazy or poor visualizations result
in the following problems with imagery: 1) Stock images/not unique 2) Have watermarks or are pixelated 3) Aren’t
representative of idea Exercise: Students are put into small groups and are given 6 data sets to visualize for a PPT.
They must decide which type of visual best represents each slice of data and work to create customized images.
Duration: 35 minutes (data visualization) + 15 minutes (group critique) Positive Outcomes: students remember or
learn multiple strategies for visualizing data

The Virtues of Central Truth, Simplicity, and
Conflicts in Creative Advertising
Jie G. Fowler, Valdosta State University, USA
Marrice Saatchi once stated, “Simplicity is all. Simple logic, simple arguments, simple visual images. If you
cannot reduce your arguments to a few crisp words and phrases, there is something wrong with your argument.” One
of the strategies to keep ads simple and interesting is to state the central truth and build conflicts/ tension around the
brand. This is much like thinking of an advertising campaign as a movie and a platform as a Hollywood franchise.
Let’s imagine Star Wars without Darth Vader. That is if we do not have conflict, we won’t have a story to present.
Tension can come from anywhere. For instance, Apple’s 1984 commercial simply presents “man vs. machine.” That
being said, looking for central truth and building tension/conflict are essential to keep an ad simply but interesting.
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Let’s Talk about Pencils: A Quick Introduction to
Supply Chain Management
Alisha Horky, Elon University, USA
Getting students interested in or excited about Supply Chain Management can be tough. I’ve heard from many
colleagues that they simply skip this topic in Principles of Marketing because the students find it so “boring.” So, in
order to get students thinking about the complexities of the supply chain while having a little fun, I introduce this topic
with the pencil exercise. I present students with a number 2 yellow pencil and ask them (in small groups) to list all of
the materials and processes used to create the pencil. This gets them talking (and googling). After a few minutes, I let
them list all of the materials and processes while I map the supply chain on the board. We laugh, learn, and discuss
all of the complexity of creating such a simple product that will eventually be sold wholesale for $0.02-$0.10. This
helps the students to start thinking about all of the different processes and supply chain partners for simple and complex
products and gives me a good example to refer to as we move forward with the topic.

The Use of a Business Periodical in the Business
School Classroom: The Effects on Student Perceptions
and Performance
Joseph P. Little, Grand Valley State University, USA
Mark A. Kubik, Grand Valley State University, USA
The use of a daily business periodical in the business school classroom is increasingly common. Support for this
practice has been based primarily on anecdotal evidence and encouragement by the periodical publishers. The current
research reports the results of an experiment using a pre/post-class survey and test performance data to determine the
influence of performing a pedagogical method using a business periodical on student perceptions and learning. The
results of the experiment lend support to the idea that the use of a business periodical does have a positive impact on
both the student’s perception of business knowledge and classroom performance. In particular, results suggest that
students who are required to read a daily business newspaper for a business class and apply concepts learned in the
class to articles from the business periodical indicate greater confidence in their business knowledge, a perception that
they will perform well when they enter the job market, and increased learning.

Improving Global Awareness by Exploring
International Job Opportunities in Marketing
Nicole Kirpalani, LIM College, USA
This presentation will showcase an exercise that encourages students to explore job postings for international job
opportunities in marketing. The exercise will help students appreciate the types of educational background, skills, and
experiences needed for careers in global marketing, and will help them improve their global awareness.

Relational Teaching – Using Field Trip and Video
Project to Teach Consumer Behavior Model
Jianping Huang and Brent Cunningham, Jacksonville State University, USA
Research indicates that a primary factor in academic success is to build a strong relationship between students
and teachers. How to encourage students engaging in active learning? How to keep your class interesting, letting your
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students have some freedom of choice, rather than putting another brick in the wall just like Pink Floyd described in
his song? This is what I do. In the middle of the semester, I require students to take a field trip to a store, a restaurant,
or a company, creating an interview video about a product or an outlet that was involved in consumers’ daily lives.
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Summary Brief

Helicopter Parenting and Indecisiveness: “Mom, What
Should I Buy?”
Hillary N. Mellema, Saginaw Valley State University
Jamie L. Grigsby, Missouri State University
While the term “helicopter parenting” has been around since the early 1990s, it has only been recently explored
in the academic literature. Helicopter parenting has been divided into two subcategories, autonomy supportive
behaviors and helicopter behaviors. This paper explores the impact of helicopter parenting on traits related to
consumer decision-making behavior. There is an assumption in the literature that mothers are the more involved
parent in an emerging adult’s daily life. We find that, in fact, college-age young adults are more likely to perceive
both of their parents as being involved. We also find that helicopter parenting behaviors are positively related to
chronic indecisiveness while autonomy supportive behaviors are negatively related to indecisiveness. This is
consistent with literature that finds that some highly involved parenting behaviors can have a positive impact on
emerging adults, but that overinvolvement counteracts these positive gains.

Introduction
Helicopter parenting, a term coined in the early 1990s (Cline and Fay 1990; Zeman 1991) is an emerging topic in
the academic (Darlow, Norvilitis, and Schuetze 2017; Schiffrin and Liss 2017) and popular literature (Druckerman
2019, Holderness, Olsen, and Thornock 2016; Puhak 2018). While parental involvement in their children’s lives
encourages healthy development (Day and Padilla-Walker 2009; Joussemet et al. 2008; Pomerantz et al. 2007), the
literature also suggests that over-involvement may lead to negative outcomes for the child such as dissatisfaction with
family life and lower psychological well-being (Shiffrin, Liss, Miles-McLean, et al. 2014). However, little research
has explored the consequences of helicopter parenting as it pertains to adult children’s ability to function as consumers
and make purchase decisions. This project will explore some of the gaps in the literature: 1) identifying which parent
is most likely to engage in helicopter parenting behavior and 2) exploring the relationship between helicopter parenting
and trait indecisiveness.

Helicopter Parenting
There has been a surge in helicopter parenting in the past few years (Frey and Tatum 2016; Reed et al. 2016;
Rousseau and Scharf 2017; Schiffrin and Liss 2017). Helicopter parenting refers to “a form of over-parenting in which
parents apply overly involved and developmentally inappropriate tactics to their children” (Segrin, Givertz,
Swaitkowsi, and Montgomery 2015, 237). Another term that has been coined recently refers to “lawn mower parents”
who go to great lengths to “prevent their child from having to face adversity, struggle, or failure” (Anonymous 2018
as cited by Puhak 2018). As emerging adults, college-aged consumers enter a period of their life where they are
expected to have more autonomy than they did as children. Correspondingly, parents are expected to adjust their level
of involvement and control to a level more appropriate for their child’s developmental level (Schiffrin et al. 2014).
Helicopter parents, however, maintain a higher level of involvement than would be expected for emerging adults and
engage in behaviors such as “speak[ing] to college administrators on behalf of their own children,” (Schiffrin et al.
2014, 549).
Schiffrin and colleagues (2014) differentiate between two types of parental involvement behaviors: 1) autonomy
supportive behaviors and 2) helicopter parenting behaviors. Autonomy supportive behaviors are parenting behaviors
that allow children to meet the needs laid out by self-determination theory: to explore their environment, to make their
own behavioral choices, and to actively take part in solving their own problems (Pomerantz et al. 2007). True
helicopter parenting behaviors describe the more developmentally inappropriate activities of overly-involved parents.
In general, autonomy supportive parenting has positive outcomes for the emerging adult, such as skill-building
and the development of self-confidence (Pomerantz, Moorman, and Litwack 2007). Schiffrin and colleagues (2014)
find that true helicopter parenting is positively correlated with autonomy supportive parenting. However, children
report experiencing lower levels of autonomy and higher levels of depression when they experience helicopter
parenting (Schiffrin et al. 2014). In other words, although helicopter parenting may include autonomy supporting
parenting behaviors, the helicopter parenting behaviors seem to eliminate the positive outcomes associated with the
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autonomy supporting parenting behaviors. LeMoyne and Buchanan (2011) posit that children with helicopter parents
do not achieve independence because they have not been allowed to engage in age-appropriate tasks, including tasks
that would prepare them for education and their careers. They find that college students with helicopter parents have
lower psychological well-being and are more likely to take medications for depression and anxiety (LeMoyne and
Buchanan 2011). True helicopter parenting behaviors have also been linked to a sense of entitlement and maladaptive
academic motivations in college students (Shiffrin and Liss 2017). Much of the literature has focused on mothers as
the helicopter parent (Shiffrin and Liss 2017; Schiffrin et al. 2014). The scale developed by Schiffrin and colleagues
(2014) has even been worded in such a way that it only asks about the mother’s parenting behaviors. While it might
be true that most helicopter parents are mothers, we are interested in testing that assumption.

Indecisiveness in Consumer Behavior
We all experience indecision from time to time. We might face indecision when asked to decide between two
choices that require trade-offs on important features (Drolet and Luce 2004) or a choice between two good options
(Chang 2017). When the decision is important, risky, or difficult, a consumer will spend more time making sure they
are making a relatively accurate decision (Bettman, Luce, Payne 2008). However, there are individuals who experience
chronic indecisiveness regardless of decision importance or difficulty (Jeong and Drolet 2014). This trait of
indecisiveness is related to longer decision-making times (Rassin and Muris 2005; Rassin, Booster, and Kolsloot 2008)
and the desire to maximize outcomes (Rassin, Muris, Franken et al. 2007; Spunt, Rassin, and Epstein 2009). Trait
indecisiveness is also negatively correlated with age (Rassin et al. 2007), so we might expect emerging adults to be
more indecisive, in general, than career adults. Even more so, if children of helicopter parents have not had the
opportunity to make their own decisions, then they may lack decision making skills and strategies as emerging adults.
This may manifest as indecisiveness when required to decide without the support of their helicopter parent. We see
evidence of this continued parental involvement when college graduates enter the workforce and their parents are still
heavily involved in the decision-making process (Manzoni 2018).
Because the autonomy supportive helicopter parenting behaviors foster autonomy, we expect differential effects
for the different types of parenting behavior. Autonomy supportive behaviors likely give emerging adults the
opportunity to practice making decisions and take on age-appropriate responsibilities. Helicopter parenting behaviors
are intended to protect the emerging adult from bad experiences and/or consequences. We expect autonomy supportive
behaviors to have a neutral to negative effect on indecisiveness. Meanwhile, we expect helicopter parenting behaviors
to have a positive effect on indecisiveness.

Study and Results
Data was collected from three marketing principles courses at a small midwestern university. Participants were
104 college students (50% male). Participants were asked which family member(s) are most involved in their day-today life. Participants responded to the 15-item helicopter parenting scale (from Schiffrin et al. 2014) and the 11-item
indecisiveness scale (Rassin et al. 2007) both 7-point scales). Finally, participants provided demographic information
such as their birth order, number of siblings, gender, and age.
The average age of respondents was 23.31 and most were upper classmen (97.1%). Contrary to the assumption
in the literature, only 39.4% of participants reported their mother being the person that was most involved in their dayto-day life while, 11.6% identified their father, 44.2% say both parents shared the responsibility equally, and 5.8%
were raised by a guardian other than a parent.
Using the Helicopter Parenting Behavior subscales (Schiffrin et al. 2014) we created a composite indicator for
autonomy supporting behaviors (m = 5.30, S.D. = 1.21, alpha = .69) and helicopter parenting behaviors (m = 2.97,
S.D. = 1.42, alpha = .87). Mother/father (m = 5.65, S.D. = 0.78) units are significantly higher in autonomy supportive
behaviors (F(3,102) = 3.94, p <.05) than just fathers (m = 4.67, S.D. = 1.39) or other guardians (m = 4.33, S.D. =
2.14). There is no difference in autonomy supportive behaviors between mother/father units and mothers’ (m = 5.22,
S.D. = 1.28, p > .05) identified as the involved parent. There was no difference in the amount of true helicopter
parenting by parental unit (p > .05). Consistent with prior literature, we find that autonomy supportive behaviors and
helicopter parenting behaviors are positively correlated (r = .265, p < .001). While we did not make any predictions
regarding siblings, we find that helicopter parenting behavior is positively related to number of siblings (m = 2.58,
S.D. = 2.02, r = .234, p < .05) but not to birth order (p > .05). We also find no child-gender differences related to
autonomy supportive or helicopter parenting behavior of the parents (p > .05). As expected, we find helicopter
parenting behaviors to be positively related to the trait of indecisiveness (r = .20, p < .01; mindecisiveness = 3.42, S.D.
= 0.88, alpha = .80) while autonomy supportive behaviors are negatively associated with indecisiveness (r = -.20, p <
.01).
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Discussion
While most research assumes that the mother will be the most involved parent and therefore most likely to be the
parent engaged in helicopter parenting, we find a surprisingly high number of fathers that are involved – either alone,
or with the mother. This suggests that more studies should investigate which parent (or combination of parents) is
involved in their child’s day-to-day life. It is also interesting to note that the highest level of autonomy support comes
from emerging adults who perceive both of their parents as being equally involved in their welfare and that the nexthighest level of autonomy supportive involvement comes from the mother.
We also find evidence that autonomy supportive behaviors lead to lower levels of indecisiveness. This is likely
because the parents are highly involved but encourage their children to make correct decisions rather than stepping in
and making the decisions in their stead. We can see that overinvolvement, through the use of helicopter parenting,
leads to greater indecisiveness. This is likely because emerging adults with helicopter parents do not have a lot of
practice making their own decisions and, therefore, when faced with a decision have difficulty making a choice.
These findings are important to marketing because highly indecisive consumers make decisions differently than
the average consumer. They take longer and require more information before making a choice. We also know that
helicopter parenting can lead to undesirable psychological effects on decision-makers such as depression, low selfefficacy, and anxiety. We may also be facing a generation of emerging adults who are more likely to accept the
helicopter parenting behaviors of their parents. Young adults are more likely than ever to live with their parents and
to achieve milestones such as marriage and children later in life (Vespa 2017). These differences are bound to impact
consumer behavior as well as the U. S. economy overall. Therefore, it will be imperative to conduct further research
on how helicopter parenting behaviors affect consumer decision-making processes and the ability to make sound
decisions.
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Summary Brief

Mindful Marketing: A Study of the Mediating Effect
of Mindfulness on Consumer Impulse Buying
Behavior, Both Online and in a Retail Setting
Bay O’Leary, Ph.D., Nova Southeastern University
Ricky Fergurson, Ph.D., Indiana State University
Selima Ben Mrad, Ph.D., Nova Southeastern University
Mindfulness as a concept has existed for thousands of years in the Buddhist tradition and other meditative
practices. The Buddhist path to nirvana has incorporated the ability to be ‘in the moment.’ Mindfulness has been
gaining popularity in mainstream culture. While the fields of psychology and management have been studying
mindfulness for some time, the marketing field has lagged behind in the operationalization of this concept as it applies
to classic marketing theories and concepts.
Impulse buying, as an aspect of consumer behavior, has been extensively researched since the 1950’s. Impulse
buying has been characterized as an “unplanned” purchase. But how would the concept of mindfulness, as a way of
staying in the moment, affect the action of impulse buying?
The aim of this proposed study is to examine how mindfulness can have an effect on impulse buying, both online
and in a retail setting.
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Summary Brief

Is Pre-Loved Really Loved: Perceived Risk in
Shopping of Second- Hand Fashion
Mini Mathur, MICA, India
Falguni V. Oza, MICA, India
In the era of digitally connected networks, shopping as an activity is also conducted online through different
channels. This research is an exploration into perceived risk involved in shopping for second hand products,
specifically fashion, through online communities. While shopping online is associated with risks, buying second hand
clothes further accentuates risk in terms of money, product (performance) and social risk. Methodology employed is
a triangulation of literature, qualitative and quantitative methods. Literature available on online shopping, shopping
for second hand or used products and perceived risk are reviewed. Netnography is used for qualitative analysis.
Literature and qualitative analysis suggest that a strong correlation exist between perception of risk and purchase
intention of second hand clothes online. Customers are uncertain about their purchases till they receive it, use it and
get appreciated by their peers.

Introduction
Second hand markets have always existed in the form of flea markets, where people purchased for a thrift. It
existed as swap meet or car boot sales in UK, as garage sales in USA and as Haats (weekly establishments) in India.
It has also attracted a lot of research interest by academicians in recent times (Roux & Guiot, 2008; Xu, et. al 2014).
Handing down clothes of elder siblings to the younger ones has been a part of consumption culture for clothes in India.
But over the last few decades, this practice has diminished in the urban India. Sharing has taken a new form, with the
advent of internet. This has given rise to a concept called pre-loved communities, across various social media
platforms, which is an alternate form of shopping for second hand or used products. These are members’ only groups
and most of the members in these groups are women from India.

Background
The literature regarding perceived risk for the shopping of second hand clothes is hardly available. Thus
theoretical underpinning included theories of online shopping, theory of perceived risk and review of literature on
used/ second hand products. Ever since Bauer (1960) introduced the concept of perceived risk for consumers and
Marketing, and postulated that any purchase is uncertain in its outcome and thus risky, many researchers have studied
it extensively in different contexts (Dowling 1994, Lee 2017). Customers buy second hand clothes for good bargains,
hedonic values or environmental concerns, but they are dubious of their purchase for the larger part of the transaction.
Perceived value and stigma associated with buying second hand clothes are some of the risks researched earlier (Darley
& Lim 1999; Mhango & Niehm, 2005; Xu et. al. 2014).Product risk is associated with its function, and is more for
products bought online, and more so for second hand goods as it cannot be inspected or tried before buying (Forsythe
& Shi, 2003). Customers’ perception of risk would define their intention to purchase second hand clothes over time.
If the risks overweigh the benefit it offers, they may choose to purchase offline. (Forsythe et al., 2006)

Methodology
The study aims at delving into perception of risk experienced by the customers in shopping for second hand good,
specifically for fashion including clothes and accessories. It is an exploratory research, where triangulation is used to
make it more comprehensive and generate better insights. Netnography is used to study perceived risk, essentially
financial, product and social risk. Privacy is not considered as one of the risk in this study as customers are not required
to register or share any personal information to participate in these groups. While there are many sites and online
communities that exist in selling second hand products, the researchers have used Kozinet’s (2010a) guidelines in
selecting five such groups, which are relevant, active, interactive, substantial, heterogeneous and data rich. (Belk,
Fischer, Kozinets 2013). These groups exist as closed membership based groups, which are used for the shopping of
pre-loved fashion online. One has to be a member, for selling and buying products on this group. Chats were analysed
and themes emerged were reviewed and analysed collectively. This would help frame items for a quantitative method.
Inputs from literature and qualitative data would help in designing an online survey, which would be shared with 200
shoppers on these communities. Variables measuring financial, product/performance, and social risk would be
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measured. Data analysis would be multidimensional, derived from archival data, textual analysis of message threads
and quantitative analysis.

Findings
Most of the members of these communities are women and comfortable with the use of technology. Preliminary
findings suggest that people are ready to take risk in shopping for second hand products, as they derive pleasure from
the process of acquiring fashion through this channel. It was observed that only a few were regular and active on these
groups. Initial findings suggest that while these products are considered economical, they are perceived as cheap. As
most members are strangers, it’s difficult to trust the seller for the message. As one of the respondent puts it, “I am
more assured of the price and quality when purchasing again from the same seller”. Most buyers after showing interest
at the initial posting, move to chat on the private messaging platforms, with the seller. Most of these discussions
revolve around size, quality, and bargaining issues. Few buyers enthusiastically show interest, in the fear of missing
out on a good deal, but do not end up buying. There are customers who don’t want to be seen as members buying from
the group, pointing to the social risk associated with it.

Conclusion
Perceived risk of different types effect the shopping intention for different set of customers. The findings from
the research would add to the existing knowledge, but also provide insights to the brands, who can explore this model
as a complementary channel to mobilize their used merchandise through an organized channel. While the stigma
associated with buying second hand fashion is fading, a set of concerns in the form of perceived risk still exist, and is
the deciding factor in the intend to purchase them.
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Value Co-Creation in Sales Service Systems: The Role
of Artificial Intelligence and Human Actors
Jeannette Paschen, Kwantlen Polytechnic University, Canada
Ulrich Paschen, Lulea Technical University, Sweden
Karen Robson, University of Windsor, Canada
Amir Dabirian, California State University Fullerton, USA
Kerstin Heilgenberg, University of Victoria, Canada
Vida Morkunas, Lulea Technical University, Sweden
This research studies the contributions of human and artificial intelligence (AI) in B2B sales service systems.
Adopting a service-dominant logic (SD logic) lens, the three core constructs of value co-creation: actors (who?),
resources (what?), and activities (how?) are examined. The findings suggest that AI provides different resources to
different actors and at different phases of the value creation process. The value extracted from AI is heavily co-created
between the AI service provider and users. The study provides guidance for practitioners to deal with common
challenges associated with creating value using AI. Finally, this research provides original contributions to academic
knowledge about value co-creation though new technologies, specifically AI.

Introduction
Artificial intelligence (AI) enables computers to be actively involved in human decision-making and even make
decisions without human involvement (Syam & Sharma, 2018). This impacts on all aspects of B2B marketing (Syam
& Sharma, 2018), including the nature and process of how service is exchanged in B2B sales. AI enables economic
actors to exchange resources, such as advanced information and knowledge (Paschen et al., 2019) to create value and
thus to improve their respective positions (Lusch et al., 2016). These AI-enabled value co-creation processes are
investigated in this article. The research presented investigates how economic actors in B2B sales systems co-create
value by means of artificial intelligence. This research employs a tri-partite framework of investigating the actors (i.e.,
who?), the activities (i.e., how?) and the resources (i.e., what?) of value co-creation, using SD logic as a lens.

Literature
The delivery and consumption of a service is an interactive and collaborative process between multiple economic
actors. The service provider offers value propositions utilizing knowledge and skills for the beneficiary, and the benefit
may materialize during the use or the experience of the interaction itself (Lusch et al., 2016). Recent literature separates
value processes into provider-created, customer-created and co-created processes (Heinonen et al., 2010). Customer
value processes refer to how customers create value by using the offering. The role of the provider in value creation
is a facilitator of value creation by producing, i.e., developing, designing, manufacturing and delivering resources
required to make it possible for the customer to create value (Grönroos & Voima, 2013).
Literature acknowledges that technologies play an important role in value creation processes, and the body of
literature on the role of AI in these processes is growing (Duan et al., 2019). The majority of existing research has
focused on the technical aspects of the AI system, and value co-creation aspects have been largely neglected. There is
little empirical work exploring the process of value creation in B2B marketing from the micro-level perspective of the
individuals involved in using AI. The core of value creation according to SD logic is economic actors co-creating
value through exchanging resources. Our study aims to help close this gap by examining value co-creation by
economic actors using AI. With this research objective, our study investigates one critical area of B2B sales which is
the gathering of competitive intelligence; an area that has received little scholarly attention thus far.

Methodology
A qualitative research approach using semi-structured interviews was deemed suitable for this exploratory study.
Individuals employed at a North American start-up company providing competitive intelligence services via AI were
interviewed based on a purposive sample. The guidelines of Lincoln & Guba (1985) had been met after completing
interviews with 14 employees as theoretical saturation had been reached; thus, data collection was terminated. Data
analysis involved a thematic analysis approach using aspects of grounded theory (Corbin & Strauss, 2008).
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Findings and Discussion
Actors in the Value Co-creation Process
The research revealed four actors in the service delivery process by the provider: the employees of the start-up
company, the ‘bot’, the ‘curators’, and the ‘consumers’. The company employees are involved in creating the software
solution, its maintenance, sales, and support. The ‘bot’ refers to the data gathering and processing software including
the AI developed by the company and is the non-human actor in the value co-creation process. The ‘curators’ are
individuals who provide information management to the end users. They are employed by the company’s customers
to edit the information gathered and provided by the bot. The end users of the information that has passed through the
bot and the curators are the ‘consumers’. These individuals are sales staff in the client organization.

Activities in the Value Co-creation Process
Analysis of the interviews suggest that the value creation process consists of three phases: data collection, curation
and consumption. The contributions of human and artificial intelligence are distributed through these phases of the
value creation process (see Table 1). The approximate value contribution is visually depicted by the number of the
asterisks in each cell. The necessity of extensive utilization of human intelligence becomes apparent in this overview.
Table 1: Value Creation by Type of Intelligence
Value Co-Creation Phase
Data collection
Curation
Consumption

Value created by AI
**
*
*

Value created by humans
*
***
**

Resources in the Value Co-creation Process
The resources used in the value co-creation process are distributed between human actors and AI. Resources for
the data-gathering phase are largely related to computer processing requirements, in addition to human knowledge
and expertise, such as industry knowledge. The human intelligence essential as a resource to the curation and
consumption phases is largely based on industry experience and technical expertise, in addition to being able to
interpret specific terminology and to derive implications from the AI information. Across all three phases AI provides
operand and operant resources. As an operant resource, AI acts on data collected from various public and client
sources. AI also acts on human resources, including business and industry knowledge, for example by learning from
the feedback provided by curators and consumers. As an operand resource, AI is being acted upon by humans. An
example are the human curators that review and edit the information processed by AI to provide insights for
consumers.

Conclusion
This research contributes to the literature on value co-creation with new technologies and the growing body of
studies on AI and value creation, helping clarify the roles of actors, activities and resources in the value co-creation
process enabled by AI. Limitations to AI technology, as well as the importance of industry specific and experiencebased knowledge, lead to a situation where the value extracted from AI depends upon the human actors who provide
and use AI based services. In addition to the scholarly contributions, this study provides insights for managers
considering implementing AI into their sales activities.
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Summary Brief

How Do Expected Relationship-Specific Investments
Impact Relationship Governance Decisions?
Imran M. Khan, University of Nebraska-Lincoln, USA
Meike A. Eilert, University of Kentucky, USA
Relationship-specific or idiosyncratic investments are of significant interest to scholars researching B2B markets
and inter-firm relationships. Key B2B research streams such as buyer-seller relational exchange has highlighted the
role of such investments by buyers and sellers. However, existing research does not provide guidance on the boundary
conditions under which RSI affect relationship governance choices. This study fills that gap by studying how goal
congruence and technological uncertainty moderate the connection between idiosyncratic investments and inter-firm
relationship governance choices.

Introduction
Relationship-specific investments (RSI) and adaptations by buyers and sellers are at the heart of business-tobusiness (B2B) transactions and relationships, specifically those that involve large volume purchases and/or multiyear contracts. Despite the importance of this topic, it is unclear how the expected RSI by both suppliers and buyers
are influencing how buyers are planning on or intending to govern the relationship in a pre-contract context. In contrast
to a post-contract environment, which has been the primary focus of research in this area (Anderson & Weitz, 1992;
McNally & Griffin, 2004), buyers may have only limited information about the supplier during the pre-contract stage
and often have to make governance decisions based on anticipated RSI by each party. Inter-firm relationship
governance includes both contractual as well as relational exchanges. Contractual governance of the relationship is
important for a variety of reasons. For instance, it describes the parameters of the buyer-seller exchange, while also
serving as a mechanism to curb opportunistic behavior in the relationship. However, formal contracts also require
closer monitoring for compliance (Chen and Bharadwaj, 2009) in order to fend off the threat of opportunism (Wathne
& Heide, 2000). Relational exchanges, on the other hand, are based on close collaboration and mutual trust between
the buyers and sellers.
This research builds on a stream of literature investigating both transactional and relational arguments regarding
the governance and outcomes of B2B relationships (e.g., Shou et al., 2013). The study specifically examines when
RSI are related to formal, contractual governance – the extent to which the relationship “is governed by a formal and
written contract which explicitly stipulates the responsibilities and obligations of each party” (Cao & Lumineau, 2015,
p. 17). It is important to note that this research focuses on a pre-contractual context in which the buyer is considering
suppliers and has not yet established a relationship. Therefore, the study investigates how expected bilateral RSI
impact anticipated contractual relationship governance. Greater understanding of the pre-contractual environment can
highlight the different conditions under which buyer and supplier RSI impact contractual governance of the
relationship.

Background
This study utilizes both transaction cost analysis (TCA) and social exchange theory in examining the influence of
RSI on buyer-seller relationship governance mechanism. TCA offers a core theoretical framework in studying interfirm relationships (Williamson, 1975) and is at the core of outsourcing research (Ono & Kubo, 2009). Central to this
framework are various dimensions that organizations must consider in analyzing their make or buy decisions, such as
bounded rationality or constraints on decision-maker’s cognitive ability to account for all variables pertinent to a
transaction, opportunism, (Williamson, 1975), specificity of assets invested in the transaction or relationship and
generally do not have residual value outside of this transaction (Geyskens et al., 2006), and uncertainty which includes
both behavioral and environmental uncertainty surrounding a transaction (Rindfleisch & Heide, 1997). Relational
exchanges, on the contrary, go well beyond the contractual norms and are designed to benefit both buyers and suppliers
as they allow for more close and collaborative relationships whereby each party is vested in the well-being of the
other.
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Key Findings
The study offers a variety of insights to both academic scholars as well as the practitioner community. For
instance, the study shows that an increase in RSI by the supplier will not lead a buyer to be more inclined to engage
in relational exchange and perhaps reduced monitoring of the supplier’s performance. However, buyers seek to
formalize partnerships more if their investments are expected to be higher. The findings further support that larger
buyers are more likely to seek formalization as a governance mechanism compared to smaller firms. Having access to
legal resources as well as the inherent bureaucracy in large organizations partially explains this finding. Large buyers
typically deal with both large and small suppliers, whether it is information technology or another procurement need,
hence the need for formal institutional processes to manage most, if not all, external relations.
Regarding the role of moderating variables, the study finds buyers are likely to formalize and monitor
relationships more when they make an investment under technological uncertainty. This finding can be explained by
dependency arguments and contractual governance thus functions as a safeguard of the buyer’s RSI. Supplier RSI has
a positive impact on formalization when goals between supplier and buyer are congruent. This is in line with a social
exchange argument suggesting that supplier RSI can be a sign of long-term orientation. Ultimately, both formalization
and monitoring are two contractual governance components may be relevant to foster long-term relationships. From
a managerial perspective, studying a pre-contract setting is important given that procurement decisions are often made
based on expectations about the behavior and performance of the other channel partner.
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Summary Brief

Is Each Trade Show Activity Stage Necessary?
Perspectives of a Marketing Manager
Huey Yii “Daphane” Tan, The University of Tennessee, Knoxville, USA
Richard L. Flight, Southern Illinois University Edwardsville, USA
Ramana Madupalli, Southern Illinois University Edwardsville, USA
This study proposes that trade show planning does not proceed in a three-stage process, but rather a motivationbased process. Our findings indicate participants are separated by two clusters in which one is hyper-focused on
relationship-building, while the other has multiple goals. Depending on the cluster-type, trade show managers’
perceptions of effectiveness for trade show activity stages differ. Specifically, participants who prioritizes
relationship-building rated the pre-show activity stage significantly less effective than participants with multiple
goals. Therefore, we find support that preset goals influence how trade show coordinators value and may prioritize
each activity stage differently.

Introduction
Trade shows are used as a traditional marketing strategy by companies to showcase their latest products and
services and to network with other companies, clients, and potential partners in the industry. Scholars suggest trade
shows can be separated into three sequential activity stages—pre-show, at-show and post-show (Gopalakrishna and
Lilien 1995; Lee and Kim 2008; Tafesse and Skallerud 2017). In reality, practitioners suggest otherwise. Last minute
rushes are not uncommon which prompts companies to make tradeoffs, shift priorities, or shorten pre-show activities
placing greater emphasis on other stages. This study aims to bring greater light to trade show planning. By
investigating how trade show managers evaluate and prioritize individual practices, we explore the possibility that
they will skip practices or activity stages when faced with last minute rushes. To our knowledge, prior research has
yet to evaluate the relative importance of each trade show activity stage when weighing trade show objectives.
Understanding trade show planning and prioritization may open up new research avenues especially as trade show
managers allocate resources.

Background
Scholars describe trade show planning in three stages. The pre-show stage represents the planning phase before
the start of the show, the at-show stage represents the live-action/execution phase during the show, and finally, the
post-show stage represents the follow-up phase after the show. As practitioners engage in trade show preparation they
view and manage the show like a project. Accordingly, Atkinson (1999) introduces the Project Management Triangle
as a model to measure project success. The model is governed by time, cost, and quality which managers balance
given preparation resources. Changing one constraint means that the other two will suffer to some extent. In a trade
show planning context, coordinators who are late must account for higher costs since they are likely to miss early
discounted deadlines and incur late or rush charges for graphics or promotions production. Coordinators also need to
adjust the quality of their lead generation because their company is new to the trade show in question or the only booth
space left is small and/or located in a poor location.
Next, scholars suggest measuring success by the degree participants achieve their goals (Hansen 2004; Tanner
and Chonko 1995; Tafesse and Korneliussen 2012). Goal setting is the first step recommended by scholars and
undertaken by practitioners in order to properly evaluate trade show performance and the effectiveness of trade show
practice (Lee and Kim 2008; Tafesse and Korneliussen 2012). Goals include unit and revenue sales, informationgathering, image-building, relationship-building, and motivation. Unique to this study, we include continuing
education—a goal yet to receive much attention by scholars. Marketing practitioners suggest continuing education is
an important part of attending trade shows, albeit a secondary goal (ASAE 2016). In this exploratory study, we want
to determine how trade show participants group based on preset trade show goals. Upon group identification we then
ask how their perceptions differ on (1) specific trade show practices, (2) toward activity stages, and (3) in achieving
their goals.
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Key Findings
We identified two clusters with unique pre-set goals; Multi-Goals (n=85) scored each goal equally which suggests
this cluster perceives every goal is important, while Networker (n=71) scored the second highest for relationshipbuilding goals and the least for the rest of the goals. Next, there is no significant difference of perceived effectiveness
between both clusters for individual trade show practices. Therefore, suggesting perceptions of effectiveness for trade
show practices did not vary despite preset goals. However, when trade show practices were collapsed into individual
activity stages and viewed as a whole (α=.724 for pre-show activity effectiveness; α=.878 for at-show activity
effectiveness; α=.932 for post-show activity effectiveness), there was a significant effect between groups as
determined by one-way ANOVA (F(1,104)=5.615, p=.020) for pre-show activity stage. Networker rated the pre-show
activity stage significantly less effective than Multi-Goals. Therefore, suggesting that trade show coordinators who
prioritize relationship-building goals focus their planning efforts on other activity stages. Supporting our theory that
preset goals influence how trade show coordinators value and may prioritize each activity stage differently.
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Summary Brief

Does the Size of the Carrot Matter More Than the
Length of the Stick? An Investigation into
Psychological Distance in Decision Making
Concerning Risks and Rewards
Kavitha Nambisan, Mississippi State University, USA
Michael Breazeale, Mississippi State University, USA
This study will examine whether risk and reward calculations in Business-to-Business (B2B) environments are
influenced by the psychological distance from the reward, or if it is relative to the size of the reward. Previous research
suggests that businesses are more willing to assume risk for a larger reward than a small reward. But if the distance
to that reward is large, can lower-construal level language be utilized to encourage more risk-taking behavior from
firms by reducing the psychological distance from the reward? Implications exist for both suppliers and buyers, as
increased distance could pose potential risks (delays in production, potential loss of products, lags in production
plans). The present study aims to further investigate whether the use of more concrete language in the purchasing
process will facilitate decision making on the basis of rewards rather than risk.

Introduction
An initial step in investigating this phenomenon is to ensure that practitioners’ voices and concerns are being
addressed by the research; this ensures that research has the potential for informing changes in (or reinforcing) current
industry practices. In order to grow the field of marketing research in a practical and useful direction, it is vital to
listen to the concerns of practitioners who face the very problems that academicians seek to investigate and solve.
This issue of psychological distance has implications for both suppliers and buyers, as increased distance could pose
potential risks (delays in production, potential loss of products, lags in production plans). The present study further
investigates the current concerns that practitioners have regarding the purchasing process. Concerns regarding
psychological distance, whether spatial or temporal, will be examined in particular.

Literature Review
Construal level theory posits that psychological distance exists in several dimensions: temporal, spatial,
hypothetical, and social (Trope & Liberman, 2003). Construal level theory can be carried over into the language that
surrounds decision making (Fiedler, 2007; Liberman & Trope, 1998; Lynch & Zauberman, 2007). Further, a grounded
theory approach will be used to provide comprehensive and relevant material for analysis, where literature will be
consulted after the qualitative data collection method. The study will collect data through interviews, informed by the
literature (Fereday & Muir-Cochrane, 2017; Kozinets, 2003; Thompson & Arsel, 2004). Participants are managers at
firms who are responsible for making and/or approving purchasing decisions for their company or branch. Their input
will prove valuable because of their breadth and depth of knowledge, which is vital to understanding the phenomena
associated with purchasing decisions (Mills, Bonner, & Francis, 2017).

Method
Once an initial analysis of the interview transcripts are completed, literature is consulted as if it were an additional
informant. Considering the topic area of focus, risk processing theory and construal level theory will both inform the
further interpretation of the responses provided by the manager informants. Perceived risk processing theory may help
frame manager experiences in a context of mitigating risks and decision making based on risk and rewards (Angerer,
Niemand, Kraus, & Thies, 2018; Crick, Chaudhry, & Crick, 2018; Mitchell, 1992). Construal level theory will provide
another angle of exploration regarding how managers perceive the effect of psychological distance on their purchasing
decisions. The study will involve individual interviews with purchasing managers of local businesses of various sizes.
The interview guide will be focused around the decision making process involved with purchasing decisions for the
firm. Particular topics discussed will include major risks that the firm faces, rewards for the business, and day-to-day
challenges that are considerations for purchasing decisions.
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Contribution
The primary contribution of the study is to identify concerns of managers regarding purchasing decisions they
make. For academicians, the effects of risk and reward on supply chain and purchasing decisions could prove
informative. For practitioners, the findings could identify ways that company practices can be promoted or altered in
ways to be more competitive when collaborating or supplying to other companies in a B2B setting. Input from current
practitioners can expand the literature surrounding decision-making and extend it to B2B and supply chain contexts
from the current psycho/sociologically dominated area of literature in which it was developed. This research has the
potential to bridge the gap between the current focus of decision-making research and a wider context. In order to
change the rhythm of marketing to keep up with the ever-changing environment, it is necessary to listen to practitioners
for direction. The qualitative methodology used in this study highlights their concerns and seeks to identify concerns
for future research that may reinforce or change practices.
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Summary Brief

The Relationship between the Retail Shopping
Experience and Information Overload
Gary L. Hunter, Illinois State University, USA
This study examines the relationship between perceptions of the retail shopping experience, the product, and the
likelihood that a shopper will experience an information overload. Research offers evidence that those more likely to
experience an overload will have a greater likelihood of being dissatisfied when shopping in stores evoking an
overload (e.g., containing large amounts of information). However, research fails to determine whether the resulting
dissatisfaction will transfer to the product, the shopping experience, or both. The objective of this study is to fill this
gap. Such an investigation is important because of potential differential effects of dissatisfaction with the product or
the shopping experience on the retailer's brand.

Introduction
Retailers today offer a tremendous amount of information to consumers. A check of the local Wal-Mart's cereal
aisle reveals twelve different types of just one brand, Cheerios. A typical Cheerios box shows the nutritional
information, the ingredients, the manufacturer, the degree of genetic engineering, the size, the brand, the freshness
date, offers (e.g., toys, collectable points), a coupon usable for education donations, and instructions for redeeming
offers. Many of these informational points are highlighted elsewhere on the box (e.g., "first ingredient whole grain
oats"), or include adjectives to reinforce positive thoughts about the information (e.g., "with Real Honey & Natural
Almond Flavor"), which suggest consumers use additional thought about the reasons for such adjectives (e.g.,
meaning, persuasive attempt, credibility) (www.walmart.com 2019). The cereal aisle is not alone, in the toothpaste
aisle Crest offers forty-four different choices that differ by size, flavor, and focus (e.g., whitening, gum health). Both
cereal and toothpaste are products that usually retail for less than ten dollars. As to more expensive products, the local
Best Buy offers seventeen different versions of Apple laptop computers varying in color, hard drive size, current or
last year's models, screen size, etc... (www.bestbuy.com 2019).
Yet, research on information overload offers evidence that too much information can lead consumers to
experience negative affect and make mistakes in their decisions (e.g., Jacoby, Speller, and Berning 1974b).
Information overload is defined as exposure to information that exceeds the processing ability or capability of a
consumer for a given amount of time resulting in negative affect (e.g., confusion, frustration) and poorer decisions
(Jacoby, Speller, and Berning 1974b). Experiencing negative affect and making poorer decisions would seemingly
result in lower satisfaction with the product as well as the shopping experience.
Research offers evidence that some consumers are more susceptible to experiencing an information overload.
Miller (1956), in early work on information overload, suggests consumers have a wide range of processing abilities
ranging from 5 to 9 chunks of information. A wide range of processing abilities implies that consumers vary in their
susceptibility to information overload, with consumers with less ability being more likely to experience an overload.
The objective of this study is to examine the effects of the likelihood of experiencing an information overload on
consumers' shopping experiences. Results are important because negative shopping experiences could impact retail
brands (Pappu and Quester 2006) and might drive consumers to choose a different channel or use competing brands.
Research offers evidence of a positive relationship between retail brand and shopping enjoyment (Leischnig,
Schertfeger, and Geigenmüller 2011). Assuming the reverse is true suggests that shopping experiences seen as
negative would erode the retail brand.

Hypotheses
Using information overload theory (e.g., Jacoby, Speller, and Kohn 1974a, 1974b; Keller and Staelin 1987; Lee
and Lee 2004), and in keeping with the objective of the study, three hypotheses are conceptualized and tested. The
hypothesized relationships are 1) a negative relationship will exist between the likelihood of experiencing an
information overload and satisfaction with a product, 2) a negative relationship will exist between the likelihood of
experiencing an information overload and satisfaction with the shopping experience, and 3) satisfaction with the
product will have a positive relationship with satisfaction with the shopping experience.
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Method
To test these hypotheses, students in an introductory marketing class at a medium sized mid-western university
completed measures including a multi-item scale measuring the likelihood of experiencing an information overload
as well as single item measures of satisfaction with the shopping experience and satisfaction with the purchase. All
measures use seven point Likert type scales. Respondents completed the satisfaction scales after reading a scenario
that contained the characteristics evoking an information overload (i.e., time pressure, an abundance of choices, and
importance of the shopping trip). Following the completion of the satisfaction scales, respondents completed the scale
measuring the likelihood of experiencing an information overload.

Results
The results of this study offer evidence that shoppers more likely to experience an information overload are likely
to evaluate both the product and the shopping experience more negatively under conditions that evoke an information
overload. Such findings are important for retailers, as they indicate that store image and retail brand may suffer from
having too much information available for shoppers.
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Summary Brief

Women Over Fifty Demand ‘Me Too’ Treatment from
Retailers: Exploring America’s Most Ignored
Consumer
Barbara Ross Wooldridge, The University of Texas at Tyler, USA
Ronald Kuntze, University of New Haven, USA
Marketers, businesses, and even social scientists have long ignored the older female (50+) consumer, despite a
continued and significant rise in socio-economic and market impact. This paper extends three decades of research
identifying a pronounced disconnect between retailers and retail marketers and one of the largest, perhaps even
predominant market sector: women over 50. We found that nearly half of this market feels ‘ignored’ by bricks and
mortar clothing and fashion retailers at a deep, and pervasive level. We contend that this disconnect is contributing
to the flight from traditional physical stores to online venues. Finally, we directly explore the concept of how this
apparent disconnect impacts the shopping behavior and choices with this crucial target market. Our research further
describes a uniquely empowered, active, and potentially lucrative market segment that may be particularly
disenfranchised with major retail brands but is surprisingly engaged in the broader service marketplace.

Marketers’ Fixation on Young Women
The fashion and retailing industries have been particularly neglectful of older women (Kozar & Damhorst, 2008)
despite their surging economic buying and market power (Brennan, 2017). A seminal content analysis of two decades
of Vogue advertisements showed the average model age to be 25.5 years and television commercials were even more
devastating 83% of all people in personal care and cosmetic ads are under 30 (Barak and Stern, 1985). Updates to this
analysis have shown little change as advertisers continue to focus on young, pre-pubescently thin models (Kozar &
Damhorst, 2008; Wasylkiw, et al. 2009; Roberts & Roberts, 2015; Cinelli & Yang, 2016). Marketing’s fixation with
unattainable youth and slimness, ignores the fact that boomer women (born 1946- 1964) are the most affluent
generation in history and will remain so for at least another 16 years. Although most marketers are aware of the aging
marketplace many of them are still not convinced they should appeal to the older consumer market differently; this
may result from a lack of information as well as the fact that most marketers themselves are under 50 ( Nielson and
Curry, 1997). This disconnect might also be fueled by the fact that 97% of all creative directors are male and take a
male perspective on marketing to women (Landers, 2013

Why Older Women Matter-The Buck Stops Here
Women over the age of 50 control a net worth of over $19 trillion and high net worth women account for
39% of the country’s top wealth earners. The 2000 US Census counted nearly 60 million people 55 years
of age or older, making up 21 percent of our population or one in five Americans , this trend is expected
continue. This age group will double in size by the year 2030 and will constitute 33 percent of the US
population. Boomer women matter even more, because spending in younger cohorts (25-44 years old) has
decreased approximately $115 billion 2001 to 2010 (Landers, 2013).

Methodology
Interviews
Subjects were interviewed at length about their spending habits, roles in the household and family, and brand
choices. Health and exercise, preferences for products and services, media habits, control over household finances,
and concerns about the future and aging were also explored. Finally, we asked how women 50+ felt about how they
are treated by businesses, retailers, media and the government (the latter three through probing).

Data Collection and Sample
To address the dearth of understanding about this cohort and to obtain richness in the data collected, depth
interviews were conducted with 53 American women over the age of 50. The interviewing was terminated with 53
respondents as per Seidman (2013); the researchers at this point believed sufficiency and saturation had been obtained.
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The average age was 59 years old with the youngest respondent 50 and the oldest 86 years old. Demographics surveyed
indicated 57% were married (avg. duration: 19 yrs), 4% were single, 23% were divorced and 15 % were widowed.
The majority of the women were mothers and the average number of children was two, 44% had grandchildren. The
majority (58%) owned a pet. Income ranged from $20,000.00 to $250,000.00 with a mean income of $92,897.44. The
education level of the women was high, with 80% having some college or more. The women were asked if they felt
ignored by business; 52% indicated they were ignored by businesses, after probing, primarily bricks and mortar
retailers. A review of the qualitative results show that many felt less attention was paid to them but did not go as far
as to complain about being ignored.

Conclusions
It appears that a large portion of women over 50 do feel ignored by the retail industry and there appear to be
several reasons for this perception. The predominance of younger models in advertisements seems to create this
feeling. This is in line with research that has found advertisements tend to have younger women portrayed in them
while ignoring women over 40 or even 30 (Kozar and Damhorst 2008, Roberts and Roberts 2015). The lack of
fashionable clothing is noted in previous research and our study is in line with these findings as women stated that
fashionable clothing is limited and is a reason for feeling ignored. The women in our study stated that they had money
and that they should be acknowledged as a viable market segment requiring attention.

References
Barak, Benny and Barbara Stern, (1985) “Fantastic at Forty! The New Young Woman Consumer,” The Journal of
consumer marketing, 2(2) Spring, 41-54.
Brennan, Bridget (2017), “Why has women’s economic power surged? Five stats you need to know,” Forbes
(Woman), Jan. 31, 2017, retrieved on 6/30/19,https://www.forbes.com/sites/ bridgetbrennan /2017/01/31/whyhas-womens-economic-power-surged-five-stats-you-need-to-know/#7e06079e9562
Cinelli, Melissa D., and Lifeng Yang (2016), “The Role of implicit theories in evaluations of ‘plus-size’
advertising,” Journal of Advertising 45(4), pp. 472-481.
Kozar, Joy M., Mary L. Damhorst (2008), “Older women’s responses to current fashion models,” Journal of Fashion
Marketing and Management, vol. 12, no. 3, pp. 338-350.
Landers, L. (2013) “Boomer Women: The Invisible Goldmine, “August 19, 2013, https://girlpowermarketing.com/
(accessed August 17, 2017).
Lee, Youngji (2014), “Older women’s experiences with online apparel shopping,” graduate dissertation, Iowa State
University.
Moschis, G., Curasi, C, and Bellenger, D. (2004), “Patronage motives of mature consumers I the selection of odd
and grocery stores,” Journal of Consumer Marketing (21)2: 123-133.
Nielson John and Curry Kathy (1997), “ Creative strategies for connecting with mature individuals,” Journal of
Consumer Marketing, 14(4): 310-322.
Roberts, James A., and Chloe Roberts (2015) “Does thin always sell? The moderating role of thin ideal
internalization on advertising effectiveness,” Atlantic Monthly Journal, vol.4 (1), Winter, pp. 1-22.
Seidman, Irving, S. (2013) Interviewing as Qualitative Research, 4th edition, Teachers College Press, Columbia
University, New York, NY.
Wasylkiw, L., A.A. Emms, R. Meuse, K.F. Poirier (2009), “Are all models created equal? A content analysis of
women in advertisements of fitness versus fashion magazines, Body Image, March 6 (2), pp. 137-140.

333

Summary Brief

Omnichannel Retailer Strategy and
Operationalization
Joseph Matthes, Marquette University, USA
Brian Spaid, Marquette University, USA
Mark Barratt, Marquette University, USA
Terence Ow, Marquette University, USA
Omnichannel strategy encompasses inventory management, relationship management, and efficient execution of
physical and virtual distribution channels to offer a seamless and consistent shopping experience. As consumers seek
new ways to research, locate, and purchase products, retailers are driven to pursue new forms of competitive
advantage. Furthermore, electronic distribution channels require retailers to consider how different cost structures,
distribution objectives, and overall service outputs affect the customer shopping experience. We examine omnichannel
strategy to determine when it leads to improved financial performance and when it is instead an idealistic strategy
that is not beneficial to fully implement.

Introduction
The omnichannel concept is relatively new to practitioners and academics alike. Though many retailers
simultaneously operate multiple marketing channels formats, very few have established consistency in terms of
pricing, service outputs, and profit margins across these alternative channels of distribution. However, these issues are
critical to retailers as consumers expect consistency across their channel formats, as well as due to consumers’
universal access to information and the ability to purchase virtually anywhere, at any time. The omnichannel concept
seeks to solve this conundrum. Specifically, omnichannel strategy can be understood in terms of the inventory
management, relationship management, and efficient execution of physical and virtual distribution channels required
to offer a seamless shopping experience that provides consistent brand engagement to consumers. Despite
omnichannel strategy being a relatively new concept, many facets of multichannel distribution have been investigated,
including channel integration (e.g., Gallino and Moreno 2014), managing marketing communications (e.g., Thomas
and Sullivan 2005), managing customer relationships (e.g., Neslin and Shankar 2009), and dual distribution (e.g.,
Purohit 1997). In terms of omnichannel strategy specifically, some insights have already been realized. For example,
researchers have explored the distinction between physical and e-commerce channels; finding that the differences are
disappearing due to touch and feel information being brought to the online space (Brynjolfsson, Hu, and Rahman
2013). The role of information technology has also been discussed, emphasizing the importance of mobile and social
media in making obsolete the traditional views of the online versus brick-and-mortar dichotomy (Piotrowicz and
Cuthbertson 2014). Furthermore, omnichannel strategy has been argued to be not only critical for retailers’ survival,
but an underlying source of innovation and competitive advantage (Rigby 2014). Lastly, the need to further investigate
the impact of channels on performance, customer behaviors across channels, and retail mix across channels within the
omnichannel paradigm has been recognized (Verhoef, Kannan, and Inman 2015). Overall, omnichannel strategy
represents a substantial evolution in how many medium and large retailers approach the management of their
distribution channels. As consumers seek new ways to research, locate, and purchase a wide variety of products,
retailers are driven to examine new ways in which they can gain a competitive advantage. Furthermore, the widespread
use multichannel distribution – specifically the addition of electronic forms of marketing channels (i.e., web and
mobile) – requires firms to consider how different cost structures, distribution objectives, and overall service outputs
affect the customer shopping experience. Since many retailers operate in both physical and virtual spaces to capture
the largest market share possible, it is critical to understand the ideal level of integration needed to maximize firm
performance. Our research examines omnichannel strategy to determine if it improves financial performance or if it
is instead an idealistic strategy that is not universally effective to implement.

Proposed Methodology
The proposed study is to quantitatively classify major retailers according to the degree to which they have
implemented omnichannel practices and then link each retailer to a performance proxy. The underlying goal is to
understand the relationship between omnichannel strategy and firm performance. First, a database has been created
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that contains every major publicly traded apparel, department, or big box retailer. The database captures activities that
are associated with omnichannel strategy (e.g., multiple channel formats, internal price matching, ability to buy
through one channel and attain the product through another, free shipping, return options, inventory tracking
capabilities, etc.). These activities are tallied across each retailer to create a composite score that represents the degree
to which each retailer has adopted omnichannel strategies (e.g., Campanelli 2017). A second database tracking retailer
financial information including total assets and total market value for the past three years was also created, thus
facilitating the use of Tobin’s q as a performance proxy (e.g., Chung and Pruitt 1994). Finally, the retailer’s
omnichannel score will be divided into four groups (extreme, full, moderate, and minimal omnichannel
implementation) based on standard deviations and the performance proxies matched to each retailer. Assessment will
be performed at both the group and individual company level to determine if greater implementation of omnichannel
strategy leads to greater performance.

Discussion
This paper explores the phenomenon of omnichannel strategy in the retail setting. In doing so, we provide a much
broader understanding of how such strategies affect daily operations and long-term performance. We fill gaps in the
marketing literature and answer calls for research by investigating aspects related to the impact of channels on
performance, customer behaviors across channels, and retail mix across channels – all within the omnichannel
paradigm. The potential managerial contributions from this research are immense as many retailers are pushing
omnichannel strategies throughout their company and stores. Such efforts are strongly encouraged, and even deemed
necessary (Campanelli 2017; Rigby 2014). However, it is unknown if implementing omnichannel practices leads to
increased performance and sustainable competitive advantage, or if it is instead a fool’s errand leading firms down an
endless rabbit hole. The reality likely lies somewhere in between, with the two extremes being undesirable. Namely,
neglecting a consistent customer experience across channel types is likely a mistake, while overinvesting resources to
offer every service output across all channels is also likely a mistake. Instead, we suspect that the most successful
retailers are selective in the omnichannel practices they implement; providing some key benefits and maintaining as
consistent a customer experience as can reasonably be expected given the inherent differences between online and
brick-and-mortar customer experiences. The potential advantages to retailers are far-reaching.
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Summary Brief

Enhancing Brand Equity of Branded Mobile Apps via
Motivations: A Service Dominant Logic Perspective
Trang Tran, East Carolina University, USA
Shirley Mai, East Carolina University, USA
Erik Taylor, East Carolina University, USA
Drawing from motivational and service dominant logic theories, the paper develops a comprehensive model
capturing the effects of motivational sources on value in use which translates into higher brand equity. The results
from branded app users show that utilitarian motivation and hedonic motivation have an impact on value in use which
in turn leads to enhanced perceived quality, brand loyalty and brand awareness and association – three components
of brand equity. Nevertheless, social motivation is not a significant antecedent of value in use. In terms of moderation
effects, there is no statistical difference between informational versus experiential apps.

The Study
Building brand equity with consumers is vital for firm success, but the course along which consumers direct their
attention has changed rapidly in the past 15 years as smartphones have become increasingly common. Smartphones
have changed the habits and behaviors of their owners, who have more than 75 daily engagement sessions with their
phone, on average. Given the vast amount of attention consumers are directing toward their smartphones, most major
retailers now have dedicated mobile applications, and over two-thirds of consumers have downloaded at least one
retailer application to their smartphones. These branded apps have captured the attention not only of businesses and
consumers, yet a comprehensive model of how branded app usage affects brand equity has yet to emerge. We address
this gap by applying service dominant (S-D) logic to propose and test a model of how brand equity is influenced by
the perceived value-in-use of branded apps, and how this value is affected by consumer motivations as well as the
features of the app. The model is developed to capture relationships between three types of motivation and value in
use and between value in use and three components of brand equity.

Method and Results
Students from a large U.S. college with previous branded-app experience provided completed surveys consisting
of two scenarios: informational apps or experiential apps. These participants were asked to think about an app that
they used and provide the name of the app. Then respondents completed the questionnaire that were followed by
demographic questions. We analyzed the data using PLS-SEM.
The structural model is assessed through two criteria as suggested by Hair, Hult, Ringle, and Sarstedt (2016):
coefficients of determination (R2) and path loadings. Particularly, R2 for value in use (50%), perceived quality (35%),
brand loyalty (36%), and brand awareness and association (17%) indicate medium or high predictive power for
corresponding constructs. Utilitarian motivation and hedonic motivation are positively related to value in use (β =
0.514, p < .05, and β = 0.344, p < .05, respectively) while social motivation is not (β = 0.036, p > .05). Value in use is
positively related to three component of brand equity: perceived quality, brand loyalty, and brand awareness and
association (β = 0.59, p < .05; β = 0.598, p < .05; and β = 0.415, p < .05, respectively). A multi-group comparison
analysis (MGA) was implemented through PLS non-parametric procedure (Hair et al. 2016) to test moderation effects
of branded app types, namely informational versus experiential. However, the results from MGA did not reveal
significant effects for any of the moderating condition.

Summary and Discussion
Although branded apps have emerged as an important new service in brand marketing and advertising, research
on how branded apps enhance or brand equity through a service dominant logic has been absent. This research
demonstrates that utilitarian motivation and hedonic motivation have an impact on value in use which in turn leads to
enhanced perceived quality, brand loyalty and brand awareness and association – three components of brand equity.
As this work is among the first to focus on exploring the antecedents and outcomes of value in use in the context of
branded apps, this work marks an important step in our understanding of these branded apps by demonstrating the
importance of value in use, and its antecedents, for enhancing brand equity. While demonstrating the value of the SD logic in this research space, an important second contribution emerges from the demonstrated effects of value in
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use on customers’ improved evaluation of brands (brand equity). By exploring brand equity as a desired outcome, our
study provides deeper insights into an untapped area of research focusing on how brand equity is impacted by value
in use in the branded app context.
This research also provides a better understanding of the S-D logic. In particular, we investigated the influence
that value in use has on brand equity. Consistent with previous scholarship (Vargo & Lusch, 2008), our findings
confirm that value in use has a positive impact on perceived quality, brand loyalty, and brand awareness and
association. Moreover, Achrol and Kotler (2012) suggest that S-D logic is a multidimensional perspective and only
certain dimensions should be further explored. This study used three sources of motivations (utilitarian, hedonic, and
social) as drivers of value in use because motivations could be a driving force, explaining multifaceted relationship
between branded apps and customers. As the customer-brand relationship is enhanced, other desired outcomes, such
as perceived quality, brand loyalty, and brand awareness and association, improve. More specifically, we found that
motivations explain 50% of the variance in value in use (R2 = 50%), lending support to the observation that
motivations play an important role in improving value in use. These findings broaden the applicability of motivation
sources into a new technology related context: branded apps.
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Summary Brief

Understanding Candidate Brand Equity: An Example
Using Spanish Presidential Candidates During the
2015 Election Campaign.
Pablo Gutierrez Rodriguez, University of Leon, Spain
Pedro Cuesta, Universidad de Alcalá, Spain
Ricardo Villarreal, University of San Francisco, USA
Shelley Blozis, University of California, Davis, USA
Political candidates are more than their messages. Consequently, candidates employ traditional branding
concepts to attract and maintain voters. A model of candidate brand equity is presented. Results suggest the model is
useful in determining brand equity scores and, more importantly, provides a means for a candidate to improve their
score.

Introduction
The idea of the “permanent campaign” (Blumenthal 1982) became the foundation for connecting politics with
marketing and branding concepts. Needham (2005) notes that candidate branding is necessary given the use of
multimedia driven strategies targeted to passive audiences. As a result, marketing theories and concepts continue to
play an important role in politics (Milewicz and Milewicz 2014). From a marketing perspective, a political candidate
is similar to a company’s branded product, a tool that facilitates marketplace exchange (Parker, 2012). Some research
on brand equity and politics has focused on brand image, brand satisfaction and brand trust collectively, whereas other
research has focused on brand awareness, brand associations, perceived quality, and brand loyalty collectively. To
date, however, no research has attempted to consider all aspects together. The benefit of doing so will be to both
quantify a brand equity score and possibly influence the brand equity score. To this end, the present study empirically
tests a model with a second-order variable of candidate brand equity. The proposed model is considered in terms of
participants’ future voting intention.

Background
Broadly speaking, brand equity has been defined and operationalized in different ways (e.g., Ha, Janda, and
Muthaly 2010). The most widely used is Aaker (1991) and Keller’s (1993) consumer based brand equity (CBBE)
definition. Brand awareness, brand associations, perceived quality, and brand loyalty commonly define CBBE. On the
other hand, brand equity has also been defined as brand image, brand satisfaction,and brand trust (e.g., Chen 2009).
Of these two approaches, the CBBE is the most commonly used in politics. A major reason for this is the belief that a
voter’s process of selecting a political candidate is similar to a consumer’s process of selecting a product (Popkin
1994; Shama 1976). As a result, researchers studying political candidates have applied the CBBE approach. For
example, Parker (2012) and Milewicz and Milewicz, (2014), respectively, defined candidate brand equity (CBE) and
voter-based brand equity (VBBE) as name awareness, brand associations, perceived quality, and brand loyalty.
Measuring brand equity in this way allows researchers to quantify a brand equity score at one point in time. In other
research domains, however, a different approach to understanding brand equity exists, where researchers use brand
image, brand satisfaction, and brand trust as antecedents of brand equity (e.g. Chen 2010; Ha, Janda, and Muthaly
2010). The inclusion of antecedents of brand equity with the measurement of it, however, apparently does not exist
within the context of research on political candidates. Given the importance of both antecedents of brand equity and
measures of brand equity, it seems prudent to use both as a tool for not only determining a brand equity score, but to
also understand how antecedents of brand equity can be used to improve the score. Figure 1 below presents the
conceptual model. The present study empirically tests a model with a second-order variable of CBBE using data from
the 2015 Spanish Presidential election.
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Figure 1: Conceptual Model

Methodology
Data were collected using a questionnaire that was administered to a representative sample of voters in a
representative territory of Spain. The sample was comprised of 370 Spanish adults between the ages of 18 and 81.
Criteria for inclusion was that a participant was eligible to vote in the 2015 Spanish presidential election and intended
to do so. The questionnaire consisted of four sections. Sections 1, 3, and 4 focused on current political affiliation,
voting intentions for the 2015 election, and demographics, respectively. Section 2 contained questions designed to
measure distinct constructs: Brand equity (measured using brand awareness, brand association, perceived quality and
brand loyalty dimensions), image, trust and satisfaction. Questions in section 2 were measured using a 5-point Likerttype scale, where 1 = Strongly Disagree, 2= Disagree, 3 = Neither Disagree Nor Agree, 4 = Agree, 5 = Strongly
Agree). The third section of the questionnaire asked for responses on demographic questions. For items relating to
each latent construct, participants compared each of the five candidates simultaneously. Questions were listed in rows
and the names of each candidate were given in the columns. This grid format allowed participants to answer each
question for each candidate concurrently. Partial Least Squares (PLS) was used to analyze the data. Factor analysis
was used separately to validate the measurement models of all constructs. Reliability for all constructs was acceptable;
all items had factor loadings of .72 or higher. Brand equity was assessed as a formative second-order molecular (Chin
2010) using the awareness, association, perceived quality and brand loyalty dimensions.

Results
Sample Descriptives
The sample was about 49% female and had an average age of about 30 years.
About 52% of respondents responded that they were “interested” or “strongly interested” in political issues,
whereas about 4% indicated that they were not interested in political issues.

Path Analysis
The results suggests that image, trust and satisfaction have a positive impact on candidate brand equity. The
standardized path coefficients provide evidence of the importance of the brand loyalty (.53) and perceived quality
(.34), but not so much for brand association (.20), and brand awareness (.22) as a dimension of brand equity. The
results suggest a direct, and important, relationship between satisfaction and brand equity (.33), as brand equity is
positively affected by image (.23) and trust (.31).
Likewise, image positively influences satisfaction (.76) and trust (.79). The implications are that candidates
should dedicate resources and efforts to achieve high levels of brand equity to create and sustain satisfaction, trust and
image. Figure 2 below provides the path diagram with the estimated standardized path coefficients.
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Figure 2: Results
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Personality Influences TV Viewing Behavior: A TwoPart Mixed Effects Model of Daily TV Use
Shelley A. Blozis, University of California, Davis, USA
Ricardo Villarreal, University of San Francisco, USA
Pablo Gutierrez Rodriguez, Universidad de Leon, Spain
Obtaining accurate measures of target behaviors is an important aspect of research. Daily diaries, a timeintensive data collection method, improves accuracy by providing intraindividual behavioral details. The current work
applies a two-part mixed-effects model for daily TV use to understand the relationship between personality trait and
TV viewing behaviors.

Introduction
Although television has been considered a dying medium, the data suggest otherwise. Indeed, TV is one of the
most important mediums because of its global diffusion of use and large viewership (Beal, Romaniuk, and Sharp,
2018). TV also commands a large share of advertising dollars, with 2016 TV measured-media spending at about $79
billion (AdAge, 2017). The underlying strength of TV could be in its ability to meet psychological needs. In
communications research, Finn (1997) conducted one of the earliest studies on the relationship between TV viewing
and psychological traits. In his work, he provides theoretical support for the relationship between TV viewing and the
Big 5 personality traits. The relationship between personality and TV viewing has more recently been supported in
health science research (Allen, Walter, and McDermott, 2016) and marketing research (Leonidou, et al., 2019).

Background
An important aspect of understanding TV use is determining the best way to measure the behavior.
Research has usually focused on aggregate measures of use. In such studies, for example, participants are typically
asked to estimate the number of hours they spend on average each day over the past week or perhaps the total number
of hours spent across the week. Such aggregated data, however, ignores likely variation in time spent between days.
To better understand TV use, including information about the day-to-day variation in use, repeated measures data are
preferred. One data collection method that is generally easy to implement is a daily diary.
Although real-time measures might be a better method, daily diaries are the next best option because respondents
provide summaries of their behaviors at the end of each day for several consecutive days. Although there is a potential
for human error, research suggests that diary methods result in a reasonably accurate measure of time use, with
participants underestimating the number of hours spent watching TV (Gorin, Raynor, Chula-Maguire, and Wing,
2006) by about 4.3 hours per week (Otten, Littenberg and Harvey-Berino, 2010). Here, we combine daily diary
measures with a two-part mixed-effects model (2-PMEM) to obtain a full description of TV viewing at the individual
level. That is, by using a 2-PMEM, it is possible to understand the likeliness that an individual will watch TV, the
amount of time spent watching TV when at least some time is spent, as well as a degree of the day-to-day variation in
time spent. Each of these three aspects of TV use can then be studied according to covariates to understand what might
account for individual differences in each. Thus, daily diary methods capture the complex reality of TV use behaviors
and a 2-PMEM provides a flexible analytical approach well suited to such complex data.

Methods
In this study, we explore links between six personality traits and daily reports of time spent watching TV by
analyzing time use records of 4,727 days in the lives of 752 adults from the MIDUS Refresher 2011-2014. The data
represent a diverse national probability sample of adults aged 25 to 74 years. Study participants were interviewed
daily by telephone for up to 8 consecutive days. Using a 2-PMEM for repeated measures, we investigate the
associations between six personality traits (openness, neuroticism, extraversion, conscientiousness, agreeableness, and
agency) and each of three aspects of TV use: 1) likeliness to watch TV, 2) time spent watching TV when any amount
of time was spent, and 3) daily variation in time spent on days when TV was watched, statistically adjusting for the
effects of age and sex.
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Personality traits were assessed using 31 self-descriptive adjectives rated using a 4-point response scale.
Neuroticism was based on four scale items reflecting being moody, worrying, nervous and calm (reverse coded).
Extraversion was based on five scale items reflecting being outgoing, friendly, lively, active and talkative. Openness
was based on seven scale items reflecting being creative, imaginative, intelligent, curious, broad-minded,
sophisticated, and adventurous. Conscientiousness was based on five scale items reflecting being organized,
responsible, hardworking, careless (reverse coded), and thorough. Agreeableness, was based on five scale items
reflecting being helpful, warm, caring, softhearted and sympathetic. Finally, Agency was based on five scale items
reflecting being self-confident, forceful, assertive, outspoken and dominant. Higher scores on measures represent
higher levels of the constructs.

Results
Likeliness to Watch TV:
Neuroticism was positively related to the likeliness to watch TV (b = 0.31, se = 0.14, t = 2.14, 95% CI: .025, .59);
those with higher levels of neuroticism were more likely to watch TV, statistically adjusting for the effects of age and
sex. No other personality traits were related to the likeliness to watch TV.

Time Spent Watching TV:
Conscientiousness was negatively related to time spent watching TV (b = -0.092, se = 0.030, t = -3.04, 95% CI:
- 0.15, -0.033); those with higher levels of conscientiousness spent less time watching TV, statistically adjusting for
the effects of age and sex. This result is consistent with findings from a study that used a German adult sample (Rohrer
& Lucas, 2018).
Agreeableness was negatively related to time spent watching TV (b = -0.092, se = 0.033, t = -2.84, 95% CI: 0.16, - 0.028); those with higher levels of agreeableness spent less time watching TV, statistically adjusting for the
effects of age and sex.
Neuroticism was positively related to time spent watching TV (b = 0.095, se = 0.023, t = 4.12, 95% CI: 0.050,
0.14); those with higher levels of neuroticism spent more time watching TV, statistically adjusting for the effects of
age and sex.
Openness was negatively related to time spent watching TV (b = -0.087, se = 0.032, t = -2.69, 95% CI: -0.15, 0.024); those with higher levels of openness spent less time watching TV, statistically adjusting for the effects of age
and sex. This result is consistent with findings from a study that used a German sample (Rohrer & Lucas, 2018).

Daily Variation in Time Spent Watching TV:
None of the six personality traits were considered to be reliably related to daily variation in time spent watching
TV.
Table 1: TV Viewing Aspect by Personality Trait
Neuroticism Extraversion
Likeliness to watch
Positive
Time spent
Positive
Daily variation

Openness
Negative

Conscientiousness Agreeableness
Negative

Agency

Negative

Discussion
This study may be the first to study to use daily diary data to understand three important aspects of TV use,
namely, the likeliness that an individual will watch TV, the amount of time spent watching, and the day-to-day
variation in time spent. Two of the reliable associations discussed here were consistent with findings reported in a
similar diary investigation of TV use using a German adult sample (Rohrer and Lucas, 2018), but other associations
were not replicated. That is, in Rohrer and Lucas, extraversion was negatively associated with whether or not a person
watched TV, as well as the time spent. They also reported that openness was related to whether or not a person watched
TV, as well as time spent, whereas this study suggested a clear association only with time spent.
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Summary Brief

The Effect of Celebrity Endorsement on Responsible
Luxury Branding
Fernanda Muniz, University of North Texas, USA
Francisco Guzmán, University of North Texas, USA
In response to consumers demand for brands to be more socially responsible, luxury brands have been investing
and promoting their CSR (corporate social responsibility) initiatives in order to drive brand equity. However, recent
literature suggests that this strategy could lead to negative reactions from consumers due to the lack of compatibility
between values related to luxury and CSR. This research addresses this issue by investigating how luxury brands can
overcome the challenge of communicating their CSR initiatives using celebrity endorsers. Specifically, a celebrity
endorser who is perceived to care about social causes can transfer meaning associated to both self-transcendence
and self-enhancement to the ad, thus, increasing the perception of fit between the brand and the social cause, which
consequently impacts brand equity.

Introduction & Theoretical Framework
In response to the increase in consumers’ demand for social responsible behavior, brands across all industries and
markets are investing in as well as communicating their CSR initiatives to consumers (Torelli et al 2012) in order to
drive brand equity and build strong brands (Guzmán and Becker-Olsen 2010). Specifically, in line with this idea,
luxury brands have extended the intrinsic quality and rarity of their products to convey humane and environmental
values in order to establish a stronger relationship with consumers. As a result, a number of responsible initiatives are
emerging in the luxury sector (Kim and Ko 2012; Torelli et al. 2012; Achabou and Dekhili 2013). For instance, Gucci
has partnered with Beyoncé and UNICEF to bring clean, safe water to the children of Burundi (Ferguson 2018).
Nonetheless, previous studies have shown that communicating the CSR actions of a luxury brand causes a decline in
consumers’ evaluations due to the lack of compatibility between the values associated to luxury and the values related
to social responsibility (e.g., Torelli et al. 2012; Achabou and Dekhili 2013; Kapferer and Michaut-Denizeau 2014).
Therefore, this study investigates the responsible luxury paradox to bring light on how to increase the perception of
fit between luxury and CSR in order to effectively promote CSR initiatives of luxury brands.
This paper posits that by leveraging with an entity associated to both luxury and CSR—in this case, a celebrity
endorser—the meaning transfer will aid the luxury brand to improve the perception of fit, driving brand attitude and,
consequently, brand equity. Celebrity endorsers have been used for brand communication purposes for a long time.
They have shown to influence brand perceptions and capture attention (Arsena et al. 2014; Ilicic and Webster 2013).
Some celebrities are more invested than ever in social and environmental causes (Winston 2016). For instance,
Leonardo DiCaprio has started an organization and participated in protest to combat climate change, whereas Emma
Watson fights for gender equality while also appearing in fashion magazines and consuming luxury brands (Winston
2016). Thus, we propose that communicating the CSR actions of a luxury brand accompanied by a celebrity associated
with both luxury and CSR values, can lead to more favorable consumers’ responses since they will more likely
perceive a fit between the luxury brand and its CSR activity rather than when the secondary source of value is absent.
Furthermore, the perceptual fit will affect consumer responses towards the brand, such that perceived fit has a positive
relationship with attitude towards the brand. Finally, attitude towards the brand will be positively related to brand
equity.

Methodology
An experiment was conducted to test the proposed effects. In this study, we examined the effect of communication
of a luxury brand CSR activity on consumer based brand equity. First, a pretest was conducted to identify a luxury
brand and a secondary source of value that is associated with both luxury and CSR values, which in this case was a
celebrity. Ninety-two undergraduate business students at a large university in the United States participated in the
pretest. Participants were asked to name (1) five celebrities they believe care about social causes, (2) five celebrities
they believe do not care about social causes, and (3) five luxury brands. Leonardo DiCaprio, Justin Bieber, and Rolex
were selected to represent the celebrities who care about social causes, who do not care about social causes, and luxury
brand, respectively. Next, one hundred forty-seven M-Turk workers participated in the main study. Participants were
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presented with an advertisement about a partnership between the luxury brand Rolex and the nonprofit organization,
UNICEF. Depending on the condition participants were randomly assigned, they saw either an ad without celebrity,
an ad with a celebrity identified to be high in both luxury and social responsible values (Leonardo DiCaprio), or an ad
with a celebrity identified to be low in social responsible values (Justin Bieber). After taking a moment to observe the
ad, participants were instructed to complete a questionnaire measuring their attitude towards the brand, their perception
of fit between the brand and the social cause, and their level of brand equity (i.e. quality, preference, sustainability
and social influence). All items were adapted from previously published research.

Findings
First, a one-way between subjects ANOVA was conducted to compare the effect of luxury brand-CSR cause ad
type on perceived brand-cause fit. The results indicated a significant difference in the perception of fit between groups
(F(2, 144) = 43.911, p < 0.001). A Tukey post hoc test revealed that the perception of fit between the brand, Rolex,
and the organization, UNICEF, was significantly higher for those exposed to the ad with the celebrity, Leonardo
DiCaprio (M= 5.38), compared to those who saw the ad without a celebrity (M=4.05) or for those who saw it with
Justin Bieber as the celebrity (M= 2.29). Next, we used SEM to evaluate our model (Bagozzi and Yi 2011). The result
of structural model test is displayed in table 1.
In overall, the findings demonstrate that the way a luxury brand communicates its partnership with a social cause
will influence consumers perceptions of brand-cause fit such that an ad accompanied by a celebrity perceived to be
associated with social responsible values will have a more positive effect on perceived brand-cause fit, which in turn
will have a positive influence on brand attitude and brand equity. In conclusion, as luxury brands continue to seek
ways to respond to the growing emphasis on socially responsible behaviors, luxury managers face several difficult
decisions when communicating a brand’s CSR initiative to consumers due to the possible threat of lack of value
compatibility between luxury and CSR. This paper offers directions by providing a strategy on how luxury brands can
communicate their CSR activities in a way that improves the perceived level of brand-cause fit, consequently driving
brand equity. Specifically, this research demonstrates that by leveraging on celebrity endorsers associated to luxury
and social responsible values, consumers perceive a higher compatibility in responsible luxury branding, which in
turn will positively influence consumers’ attitudes towards the brand and eventually brand equity.
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Summary Brief

Gift-Card Giving to Friends: Shopper Segmentation
Stephanie T. Gillison, University of Tennessee at Chattanooga, USA
Sharon E. Beatty, The University of Alabama, USA
Kristy E. Reynolds, The University of Alabama, USA
Gift card giving represents a large and growing portion of US retail sales. Two surveys of gift card purchasers
are conducted to segment the gift card giver market and four segments of gift card givers are identified.

Introduction
Groenfeldt (2014) estimated that gift cards were a $200 billion industry in the U.S. alone in 2014, with Savitz
(2012) indicating that there are on average five gift card purchases a year per person in the U.S. A National Retail
Federation (2018) study found that gift cards were one of the most popular holiday gift items with 56% of Americans
planning to give gift cards. Further, Tutan and Kiecker (2009) reported that estimates indicate that 87.7% of the U.S.
population purchased two or more gift cards during the 2007 holiday season. In the 2018 holiday season gift card
purchases alone were predicted to hit $30 billion, with shoppers buying an average of four cards with an average value
of $50 (Finney 2018). Today’s shoppers increasingly opt to avoid the search costs of buying a gift (Covert 2007) and
the social risks associated with giving the “wrong” gift (Austin and Huang 2012). Increasing gift card sales represent
a large portion of retail sales and yet we know little about how and why consumers choose to buy and give gift cards.
The goal of this paper is to identify market segments relative to gift-card purchasing activity.

Methodology
The focus of this study is on female’s purchase of gift cards for friends and non-immediate family members.
Amazon Mechanical Turk (m-turk) was used to collect the data. The m-turk job description asked respondents to
answer a survey about gift cards. Respondents in this study were females who had given at least three gifts to friends
or non-immediate family members (i.e., family members other than spouse, child, or parent) in the past three months.
Data were collected in two rounds in January 2018 and January 2019, however, gifting was not limited to holiday gift
giving and respondents were asked to include gifts and gift cards for any friend and non-immediate family for any
occasion, such as birthday, graduation, wedding, baby, etc. The final sample size for the first round of data collection
was 287 respondents and 394 for the second round of data collection.

Gift Card Segments
An inductively-based cluster analysis based on a two-step cluster analysis approach (Hair et al. 2010) was used
to develop the gift card segments. In the first step, a hierarchical cluster analysis was conducted using Ward’s method
with squared Euclidian distances (Punj and Stewart 1983). The total number of gifts given, percentage of those gifts
given that were gift cards, number of gift cards valued between $10-$49, and number of gift cards given valued $50
or more were used as the cluster variables. In the second step, a non-hierarchical analysis (k-means cluster analysis)
was conducted using the hierarchical cluster centers as the initial seeds (Hair et al. 2010). The ANOVA models
indicate significant mean differences between clusters with F-values ranging from 7.67 to 2218.43 and Duncan post
hoc tests showing differences between cluster means for the seed variables. Cluster strength was further validated by
the second sample. We identify the four segments as follows: traditionalists, selective gift givers, high gift-card
spenders, and gift-card loyalists. The segments are described below:
1.

Traditionalists: The traditionalists segment of shoppers is the second largest group of shoppers and
represents the highest level of gifting to friends and extended family (mean = 7.74), however this group has
the lowest number of gift cards given (1.72) which represents the lowest percentage of gifts that are gift cards
(25.7%).

2.

Selective Gift Givers: The selective gift givers segment of shoppers is the smallest group of shoppers and
represents the second highest level of gifting to friends and extended family (mean = 7.53). This group gave
on average 3.56 gift cards to friends and extended family. As such, roughly half of the gifts this group gives
are gift cards (47.5%), indicating that this group is selective in their choice of who to give a physical gift and
who to give a gift card, thus the name choice for this group.
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3.

High Gift-Card Spenders: The high gift-card spender group gives a relatively high number of gifts to
friends and extended family (mean = 6.64) of which 4.5 of these were gift cards representing 67.7% of the
total gifts given. This group has the highest number of high value gift cards purchased (1.59) and the second
highest number of low value gift cards purchased.

4.

Gift-Card Loyalists: The gift-card loyalists group is the largest group of shoppers who generally only give
gift cards when exchanging gifts with friends and extended family. These individuals give few gifts (mean =
4.61) however these gifts are overwhelmingly gift cards (mean = 4.60, representing 99.8% of gifts). This
group rarely gifts a physical gift with a strong preference toward gift cards in their gift giving.

Additional information regarding the methodology and segments will be presented at the conference.
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Summary Brief

Online Grocery Shopping: An Exploratory Study on
Why It Lags in Adoption
Mohan Menon, University of North Georgia, USA
Increased consumer experience with online shopping has led to more products being bought and delivered to the
home. But this phenomenon does not seem to have carried over to online grocery shopping, a laggard in the
ecommerce space. There are several reasons for this oddity. Unlike the typical products bought online such as
electronics or clothing, groceries shopping seems to take on additional dimensions. The need to adapt and innovate
in this space seem critical. The paper explores this anomaly in this space and tries to offer plausible explanations.
Finally, future directions in the marketplace are discussed.

Introduction
Groceries and specifically food items are often regarded as ‘culture-bounded’ which means that food is part of an
entire system of meanings and values (Kragh 1996; Hansen 2008). Therefore, shopping behavior in this category
might not be comparable to other products bought online or to online shopping behaviors between various countries
and cultures. Yet, grocery shopping has lagged other categories online. Presently, various competitors in the
marketplace are trying to sort out the phenomenon. As a result, discussions and strategizing around online grocery
shopping have bubbled up to the top of the agenda for all players. Experimentation abound since online shopping for
groceries is in the innovation or in the introduction stage of its life cycle (Campo and Breugelmans 2015).
The deep-pocketed Amazon and Walmart, as well as the traditional grocery stores such as Publix, Kroger and
Safeway along with discounters such as Aldi, Food Lion and Lidl – are all vying to get out of the gate to stake out
territory in the space. Consultants and experts have opined about what it takes to win the race. For instance, Nielsen
Continuous Innovation report (2014) noted that convenience may be the “most creative and energetic example of retail
innovation.”
Today, traditional grocery stores are confronting various issues as consumers try various alternatives for buying,
cooking, and consuming food. One such alternative, online grocery shopping, seem to be slow to take off. In various
categories of products, a significant percentage of brands are bought online. About 30 percent of computer and
electronic purchases and about 22 percent of apparel sales are carried out online (Semuels 2019). According to some
reports, only 3 percent of groceries are bought online although there is little agreement amongst researchers and
consultants on the percentages as explained later in the paper.
On the other hand, in South Korea about 20 percent of groceries are bought online while it is about 10 percent
both in United Kingdom and Japan. Sure, these countries have few larger cities and so the delivery options might be
less daunting. The United States, by comparison, has a mix of cities and rural areas with huge swaths of land between
them making delivery coverage harder. This is evidenced by a raft of experimentation in bigger cities such as NYC,
San Francisco, Atlanta, and so on but not in smaller or medium-sized ones. Secondly, consumers in South Korea and
Japan are more advanced with their use of smartphones for shopping, banking, and the rest.

Online Grocery Shopping
Beginning with the Great Atlantic and Pacific Tea Company in 1859 and other smaller and regional stores, grocery
shopping became a special ritual for American consumers (Groceteria 2009). Stores were small and food retailers that
were classified as grocers who sold dry goods, greengrocers that sold produce, butchers and so on. It wasn’t until
about 1916 that Clarence Saunders introduced self-service grocery shopping in his Piggly Wiggly stores. At about the
same time, Alpha Beta stores in California and Loblaws in Toronto were also experimenting with self-service
(Groceteria 2009). The turn of the century witnessed grocery stores became larger in size and the drive-through
phenomenon was taking root in the country.
The earliest instance of grocery shopping via the computer dates back to the late 1980s (Moranosky and Cude
2000). In 1989, Thomas Parkinson and his brother started Peapod and began accepting orders for groceries online,
pre-WWW. This was the very first attempt at online ordering via the Internet. By today’s standards, Peapod’s ordering
system was clunky, complicated, and product images blurry. The whole process was rudimentary – the owners visited
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Chicago area stores to pick up items customers ordered and delivered them. Although the evolution of grocery stores
continued into the following century with supermarkets and mega stores, online grocery shopping had not evolved
until the end of 1990s.
Around that timeframe, another company, HomeGrocer.com. was averaging about a $1 million a day in online
sales (Retail Leader 2012). It was a fast-growing dotcom gaining $400 million in sales by 2000 but seemed to have
failed after it merged with Webvan. In 2013, the U.S. grocery market had $850 billion in revenue, but the online
portion was about 1%. Unlike its contemporaries such as Webvan, Kozmo, HomeGrocer and ShopLink, Peapod is
still in business today. It was acquired by Royal Ahold NV, the Dutch conglomerate and later became part of the
parent company, Ahold Delhaize. Although, the technology behind online orders have become sophisticated, getting
consumers to order groceries online still seems a challenging proposition.
Another challenge has been estimating the size and growth in the online grocery space. Survey of published
reports have the numbers varying widely, some of which are presented here. Magana (2019) estimated the online
grocery business in the U.S. was about $26 billion and the overall market size was about $632 billion as of 2018.
Other estimates project online groceries to reach $22 billion in 2019 and almost $30 billion by 2021 (McGrath 2019).
According to Nielsen USA, the online grocery business is likely to be $100 billion market by 2022 (Rodgers 2018) or
by 2025 (Dumont 2018) or about $117 billion by 2023 (Magana 2019) or about $200 to $700 billion by 2026
(McKinsey 2017). While there is no consensus regarding the size and the future potential of the online grocery
marketplace, one thing is clear - the share of online grocery in the U.S. has been relatively small. Estimated to be 1
percent, 2 percent, 3 percent or more (Keyes 2019). Deutsche Bank Securities puts the number at 3 percent (Semuels
2018). Brick Meets Click, a consulting company, has online grocery shopping accounting for 5.5 percent of total
grocery spending (Dumont 2018). Thus, there is little consensus among research organizations regarding the
proportion of the online grocery market either. Yet, all these estimates point to the lagging nature of online grocery
shopping compared to online retail as a whole. Overall e-commerce in the US made up slightly over 10 percent of all
retail sales in Q3 2018 (Keyes 2019) or estimated to be about 11 percent by the end of 2019 according to Statista.com.
According to the NPD group statistics cited by Business Insider, the adoption rate for online grocery shopping is
fairly low with only 10 percent of U.S. consumers saying that they regularly shop online for groceries (Magana 2019).
Other studies have suggested that nearly 30 percent of U.S. households buy groceries online (Dumont 2018.) The
average grocery order is about $ 90.00 over a 12-month period (Skulocal, 2018). Click and collect average order
(basket size) was in the range of $69 to $71 which was higher than the in-store purchase of about $55 (Dumont 2018).
At the same time, 32 percent of shoppers bought groceries in-store 2-3 times per week in 2018 (Skulocal, 2018), while
consumer ordered groceries online about 2.15 times a month in 2018 (Fisher 2018). Although 30 to 44-year-olds had
the “biggest share of monthly order activity” in 2018, grocers are seeing higher growth in the 18-29 age category.
(Fisher 2018). According to the study by Brick Meets Click, 80 percent of grocery shoppers use only one provider
and not surprisingly Amazon is the single biggest shareholder with 54 percent of the shoppers. Researching the topic
made one thing clear – data from various reports are confusing and sometimes contradictory.

Issues Facing Traditional Grocers
In this section, the changing landscape of grocery marketing and shopping and resultant challenges for grocers
are discussed. Traditional grocers and chains seem to be facing insurmountable odds for growth and survival given
the changing nature of the business models and the advent of technology powered consumers. It would be easy to look
at some of their problems and make a strong case for increase in online selling and shopping. Yet, the reality is more
nuanced as explained in the section preceding this.
The world-wide grocery market, currently, has been estimated as being a $5.7 to $ 8.77 trillion (MarketWatch
2018) and the industry is facing overwhelming odds that could re-define their success in the future. “Although it has
grown about 4.5 percent annually over the past decade, that growth has been highly uneven – and has masked deeper
problems (Kuijpers, Simmons, and van Wamelen 2018). While the landscape is changing gradually in less developed
markets, grocers are faced with problems with growth, profitability, and survival in developed markets. This has been
the result of higher costs, falling productivity, lower pricing, increasing competition, changing consumer habits, the
advent of new technologies, etc.
With online-only grocery experiments faltering due to unsustainable investments in warehouses, transportation
and marketing, the traditional stores were stepping up to the plate and using their real estate as warehouses for online
transactions (The New York Times, 2002). In doing so, grocers incur added costs to maintain Web sites, provide
phone-based customer service, hire employees to pick, sort and pack orders. In some cases, third party companies,
such as Instacart, are contracted to take care of the outgoing supply chain (Table 1). Given the economics of these
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operations, online grocery services are restricted to bigger metropolitan areas that are easily accessible and smaller
distances.
Table 1: Sampling of Grocery Delivery Options
Grocer
Giant, Stop & Shop
Walmart
Target
Amazon
Kroger
Whole Foods
ALDI, BJs Costco, Earth Fare, Food Lion, Publix, Sprouts,
Wegmans, etc.

Delivery Partner
Peapod
Parcel
Shipt
Amazon Fresh
Instacart (current) /Ocado (future)
Postmates, Prime Now
Instacart

The following paragraphs will provide an overview of the three most contentious issues facing traditional grocers
including changing consumer behaviors, increase in competition and resulting deployment of newer business models
and the how the advent of new technologies is shaping the grocery scent.

Changing Consumer Behaviors
It is said that today’s consumers want to buy anything-anywhere-any time. This is certainly true of the younger
consumers (Gens Y and Z). Beyond the price and availability, they are interested in the sourcing of the produce, how
items are made and whether the company has CSR goals including sustainability strategies, etc. One generation up,
the baby boomers, are concerned about health and wellness, value in-store experiences and customer service, comfort
level with technology and so on. No matter their age, customers want it all at a lower price.
Some, especially U.S. millennials, today seem less inclined to prepare meals at home and are willing to buy readymade or ready-to-cook meals. In the U.S. and Europe food service is growing faster than food-at-home consumption
(Kuijpers, Simmons, and van Wamelen 2018). This has resulted in all types of restaurants, fining dining, casual dining,
fast casual and fast food, etc. delivering food.
From a customer point of view, the competition along with an array of choices with respect to delivery and pickup are a boon and might fit nicely into their changing and busy lifestyles. Yet, as is true in the entertainment industry,
changes in the grocery marketplace is resulting in high fragmentation of shoppers that could result in a major shakeup
in the industry.
Another interesting phenomenon being observed by marketers and analysts is that while there are high levels of
food-related digital engagement - whether it is watching cooking shows or competitions, or sampling how-to videos
on YouTube or sharing recipes online – fewer consumers seem to enjoy the act of grocery shopping. For instance,
only 15 percent of UK shopper say that they actually enjoy food shopping (McKinsey 2017). This poses a dilemma
for physical stores since online shopping is not ideal for food discovery (McKinsey 2017) or sampling and the delights
of sensory stimulations.

Competition and Newer Business Models
The grocery business has been tough compared to many others. The fixed costs are higher, and the margins are
slim. When online options are added, there are high delivery costs and other last-mile issues, all of which make online
grocery strategy a major challenge to traditional players. Additionally, given the assortment of products, the handling
requirements are varied such as for perishable goods. Similarly, the temperature requirements are also different for
meat, diary, and drinks. And then there is the real-estate portfolio problem that many physical stores face. Some, such
as Kohl’s, are experimenting with creative solutions such as sub-leasing to Aldi and Planet Fitness (Shoot 2019).
Some of the traditional grocery chains have been slow to respond to the changing marketplace requirements and
thereby allowing competition to get a foothold. One example is the entry of discount German brands such as Aldi and
Lidl. Beyond these are convenience stores, dollar stores, warehouse clubs, online-only grocers, etc. all aggressive in
trying to steal market share away from traditional stores. For instance, Dollar General, has been muscling their way
into the grocery scene with fresh produce and other items such as milk, eggs, bread, cereals, etc. While they don’t
have any ecommerce presence, they are trying to be a force to reckon with in smaller towns not reached by the big
box grocers (Wahba, 2019). In June 2019, Dollar General announced a partnership with FedEx OnSite Program to
have customers pick up and drop off packages at their local stores. This service initially will be available at over 1,500
stores by end of summer 2019 and at over 8,000 stores by the end of 2020 (Berthiaume 2019). Some analysts see this
program as Dollar General first foray into ecommerce space.
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Some say Amazon’s purchase of Whole Foods Market was a game changer in this regard (Kuijpers, Simmons,
and van Wamelen 2018). Amazon has already lowered prices at Whole Foods couple of times, the latest in April 2019
(Picchi, 2019). Add to this mix of options a bevy of food vendors – GrubHub, Uber eats, food trucks that are targeting
lunches and dinners. Analysts from McKinsey suggest that “by 2026, between $200 billion and $700 billion in
revenues” would shift to newer grocery formats and channels from the traditional grocery chains (Kuijpers, Simmons,
and van Wamelen 2018). This can lead to lower sales and overcapacity in many physical stores.

Advent of New Technologies
Thanks for Amazon and others implementing online strategies, lower prices and price transparency seems to be
paramount no matter the cost of products. According to Kuijpers, Simmons, and van Wamelen (2018), many of the
traditional grocers have not utilized analytics, AI/machine learning, robotic assets and the like. Online vendors are
able to deploy review-based recommendation schemes, robotics in the warehouses and quicker ordering strategies.
Recently, Walmart has been experimenting with robots to replace human tasks such as cleaning floors and scanning
inventory (Nassauer and Cutter 2019). According to Melendez (2018), a grocery distribution center in California is
opening in 2020 with technology to shuttle perishables around the warehouse without damaging them. At another
location in New Hampshire, automated cards will be shuttling items from online grocery orders to an attached
warehouse for packaging by humans. (Melendez 2018).
Kroger, in partnership with the UK company, Ocado, has also announced building an automated warehouse with
digital and robotic capabilities in Cincinnati. Amazon has been using robots in their fulfillment centers for a while.
Beyond the back-office operations, technology is enhancing grocery shopping in other ways. Amazon Go stores that
offers convenience to time crunched shoppers could be a good example of game changing tech-enabled store concept.
Once the kinks are ironed out, these stores will be run with few employees visible to customers. It could be an
illustration of extreme self-service. Clarence Saunders of Piggly Wiggly, the original developer of the self-service
model may not have envisioned how far his idea would go. If successful, Amazon Go stores might be a threat to
convenience stores and traditional grocery stores (Redman, 2019).

Uniqueness of Groceries
Groceries are a special category of products for both consumers and marketers. Both shopping and cooking were
essential part of consumers’ lifestyles. Not many businesses can claim to be highly embedded into consumers’ weekly
routine as food suppliers. There are several reasons why transitioning grocery transactions to an online system requires
a shift in the paradigm and creates unique challenges. In this section, the uniqueness of grocery products and shopping
are discussed.
One of the main conundrums with fresh groceries is their perishability and the varying conditions under which
they have to be stored, handled, and delivered. A peek into the refrigerator and pantry can explain some of the
complexities. Vegetables have to be in the cooler, meats have to be separated, ice creams in the freezer and the cereal
boxes and chips packages cannot be crushed but kept at room temperatures. This leads to having a delivery mechanism
that need to accommodate many conditions to keep them as they would be in the store. Non-grocery items such as
electronics, computers, shoes, etc. are simpler to pack and deliver since they can be stored for days or weeks in the
warehouse. For instance, Amazon maintains warehouses around the country that is stacked with non-grocery items
for days before packing and sending through USPS, UPS or FedEx. Similarly, a typical delivery truck with clothing,
laptops, and similar products can be pick them up at a distribution center in the morning and deliver them around town
until late in the evening. This might not be possible with perishables and produce in a truck that has to make several
stops and deliveries.
The nature of the various grocery items also dictates they be managed differently in the ordering, picking, shipping
and delivery processes. The process is labor-intensive given the series of tasks such as temperature monitoring,
checking for breakage and for missing items, etc. Some of these tasks could potentially be performed by robots as
Ahold Delhaize, Peapod’s parent company is trying to determine.
Also, grocery items cannot be left out on the customers’ porches to be picked up after they return. Given the
nature of the items, the customer has to be home to accept deliveries. This process adds time and effort to each delivery.
Delivery persons for Peapod, for instance, waits for the customer to open the door, takes the tote boxes full of items
into their kitchens and unpacks them. This adds considerable amount of time to each interaction. Another option,
announced by Walmart in June 2019, is the delivery to the customers’ refrigerators. The service called ‘InHome’ will
allow a local Walmart employee to get into the home, place the items in the refrigerator and leave. The customer
selects delivery times and system enables a one-time access code and the employee will be equipped with wearable
cameras (Weinberg 2019).
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An added predicament is that most CPG (consumer packaged goods) and produce marketers depend on physical
store to sell since it is not feasible for them to deliver items directly to consumers. The physical store seems to be an
embedded and critical entity in the supply chain for most grocery items. It has taken the most experienced online
grocer, Peapod, about three decades to get it right.

Consumers’ Perspective
Consumers have many concerns when it comes to online grocery shopping. In general, according to the
Offers.com study, the top concerns for grocery delivery or pickup were: perceptions that substandard produce selected
by a random employee; the delivery charges are likely to be high; forgetting to order some items; items being lost or
stolen; and store not offering substitutions or accepting coupons (McGrath 2019). Morning Consult found that 67
percent of all grocery shoppers in the U.S. do not want to pay for delivery or would pay $5 or less (Rogers 2018). The
survey also found that those worried about freshness and cost of delivery are more likely to turn to Amazon for Prime
membership reward only to find that “Amazon Fresh” is an add-on, the delivery fee is $9.99 to $14.99 per month and
it is billed separately. Thus, perishables accounted for only 6 percent of Amazon’s online foods sales according to
data from Pyxis cited by Bain & Co. report (Caine and Paratore 2019).
From the physical stores’ point of view, it would it be better to have customers come by and pick up in the store,
since the store provides accommodations for all kinds of grocery items. Secondly, the additional cost of order
processing, picking, boxing, delivering cannot be compensated by increasing prices. A convenience fee can make up
some but not all of the difference in costs. For instance, Peapod charges $6.95 - $9.95 per order. It not only seems
steep for customers used to free shipping but “does not come close to covering the costs associated with bringing
groceries to customers’ doors” (Semuels 2018). In order to make this work, grocers have to serve densely populated
areas such as Manhattan. Amazon Fresh for instance maintains delivery in New York, Chicago, and Boston while
suspending them in area of New Jersey, Pennsylvania, and Maryland. While many customers might opt for delivery
for the first time because it’s free, they don’t follow through to the second or third order. So, delivery costs are a
barrier to entry in the space (Semuels 2018). Less than half of the first-time online grocery shopper think it saves time
but those who place more orders find it convenient (Keyes 2019).
Compared to Amazon, Walmart might to have the competitive advantage in some respects with its ‘click &
collect’ option. Their curbside grocery pickup, soon available at 3,100 stores by the end of 2019, is gaining acceptance.
According to a report, between 11 percent and 13 percent of customers use the service and will account for 33 percent
of the Walmart’s digital sales by 2020 (Thakker 2019). Additionally, Walmart’s same-day pick-up service might be a
powerful weapon against Amazon’s same day delivery for a fee. But a study by the National Grocers Association that
found 76 percent of online shoppers use home delivery versus about 39 percent using the ‘click & collect’ option. This
presents a problem for grocers since consumers seem to prefer the method that is more expensive for them (Rogers
2018).
While ‘click & collect’ might seem to be a better option compared to fee-based home deliveries, it might not
satisfy customers who enjoy the act of picking their own fruits, vegetables, and meats. A survey by Morgan Stanley
found that 84 percent of the people decided against online ordering “because they preferred to physically see and
choose their groceries” (Griswold 2017). This might be so since there are variations among vegetable & fruits and
customers might have peculiar preferences. For instance, some might like their bananas a bit green while others like
them ripe-yellow. Watching customers pick their produce might reveal their finicky nature of selecting items that are
not bruised or mis-shaped. In 2019, Kroger introduced the “ugly” produce line for slightly imperfect produce that
customers ignore while shopping, even though they are acceptable for human consumption (Redman 2018). This
aspect of picking ‘perfect‘ produce seem important enough that Instacart produced a series of videos for professional
shopper on how to pick items (Instacart Shopper Training #3 – Produce and Perishables). According to the Bain &
Co. report, consumers may not trust a random person to pick their produce and secondly, they are concerned about
freshness at the time of delivery (Caine and Paratore 2019). Others might be concerned about food waste in the order
delivery supply chain. According to an article in Quartz by Griswold (2017), Amazon is known to have wasted nearly
one-third of its banana purchases since Amazon Fresh only sold them in bunches of five and so every other bunch
were discarded by the workers.
Consumer’s entrenched shopping behavior is another unique challenge, although younger generations
(millennials and GenZ) might not be quite affixed to their parents’ behaviors. The touch and feel for produce might
be important to the older generations while the younger generations might value convenience the most (Verhoef and
Langerak 2001).
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Albeit age differences, the issue of multi-store shopping seems common amongst the young and old. An informal
survey of about 40 grocery shoppers in a metropolitan area at outlets such as Publix, Walmart, Kroger, Aldi and the
like, revealed that certain grocery shopping habits might be hard to break. Stephanie, a customer at Publix, summed
up the general sentiments of many multi-store shoppers. According to her, these shoppers are selective about their
product-store pairings. Their shopping routines are informed by experiences over time and they know which store is
best for certain products. Thus, multi-store shoppers might pose a challenge for online grocers.
Add to this the behaviors of multi-channel shoppers. A significant majority of online grocery shoppers are multichannel shoppers who visit both the stores and online sites in order to combine the convenience of online with
service/sensory aspects of the physical store (Chu, Arce-Urriza, Cebollada-Calvo and Chintagunta 2010; Konus,
Verhoef and Neslin 2008). Multi-channel shopping varies across product categories and do not always fall under neat
classifications. They tend to vary in terms of the categories of items they buy through each channel and how they
respond to marketing offers (Campo and Breugelmans 2015). Researchers have noted that items with sensory
properties tend to be bought in-store (Degaratu, Rangaswamy and Jianan 2000) while bulky and heavier items (ex.
dog food) tend to be bought online (Chintagunta, Chu and Cebollada 2012). There is also some evidence that multichannel shopper households tend to be less price sensitive in the online channel than their offline counterparts (Chu,
Arce-Urriza, Cebollada-Calvo and Chintagunta 2010). Campo and Breugelmans (2015) posit that multi-channel
shopper make category allocation decisions based on acquisition utility when acquiring the item and transaction utility
when considering bringing the items home from the outlet.
In order to cater to the multi-channel shoppers, retailers need to create value along two dimensions – improving
convenience by allowing consumers to accomplish a number of actions/tasks during a single visit and/or by reducing
the amount of time needed to complete the shopping task (Kinsey and Senauer 1996). The first dimension is
exemplified by adding other services such as nail salons, money transfer/banking, etc. within the store and the second
aspect is fulfilled by allowing easier accessibility to items and faster self-checkout kiosks in the store. Some of these
According to Rogers (2018) there are also other common-sense reasons why there will be firm limits on the online
penetration of the U.S. grocery market, and a continued interest in retaining a multi-channel presence. The need for
social interaction; strong preferences to see, feel and assess quality-sensitive fresh products; and the continued growth
in the proportion of the population that is income-stressed and/or prefers to save money on food expenditure while
allocating more dollars to non-food services and products. This group will be unwilling to pay higher online prices,
relative to those in-store at Aldi, Lidl, and other discounters, and will remain "allergic" to paying delivery fees for the
"last mile” (Rogers 2018).
There are other reasons for not shopping online. Many find grocery shopping in store a pleasant experience and
discover newer items that spark new culinary ideas. These store-oriented shoppers are likely to be driven by attributes
such as immediate possession and social interactions, etc. (Rohm and Swaminathan 2004). Others might not plan their
meals in advance to order required items in ahead of time to contemplate online ordering on a routine basis. Yet there
are those who are not emotionally vested in grocery shopping process that gravitate toward online shopping and
delivery.

A Possible Framework to Explore Online Grocery Shopping Behaviors
Researchers have tried to utilize various frameworks/models to explain the online grocery shopping behavior or
lack thereof. In an early investigation that classified respondents into two groups – hi-tech baby boomers and
elderly/physically challenged consumers – the authors found that hi-tech consumers were interested in home shopping
for convenience and novelty while physical difficulties in going to the store were the main driver for the older
consumers (Park, Perosio, German and McLaughlin 1998).
Other early studies indicate that consumers select products on the basis of certain search attributes are most likely
to be bought online (Peterson, Balasubramanian and Rosenberg 1997). Yet, other surveys suggest that lower perceived
search costs influence product purchases online (Klien 1998). Verhoef and Langerak (2001) tried to explain online
grocery shopping using the diffusion of innovations model.
Additionally, both the Theory of Reasoned Action (TRA) and the Theory of Planned Behavior (TPB) were
compared in the context of consumer online grocery buying intentions (Hansen, Jensen and Solgaard 2004). The TRA
posits that consumer behavior is determined by her/his behavior intentions and the latter is influenced by positive or
negative attitudes toward the behavior and how others perceive the behavior (Chang 1998). So, in this instance, online
buying of grocery items might be influenced by how the customer views the act of buying online along with how
others will perceive it. The TPB, on the other hand, can be viewed as an extension of TRA in that the latter adds
perceived behavior control as an additional determinant of behavioral intentions (Posthuma and Dworkin 2000).
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Hansen, Jensen and Solgaard (2000) concluded that both TRA and TPB are capable of explaining about fifty-five
percent of variation in future grocery buying intention. Unfortunately, the study was only able to explain slightly more
than chance with respect to buying intention and secondly, actual future behaviors might be vastly different.
Childers, Carr, Peck, and Carson (2001) found that in online grocery shopping behaviors, both hedonic and
utilitarian motives play important roles. Use or acceptance of technological tools to enable the behavior, thus, might
have both functional (ex. problem solving) or experiential (ex. fun, social) elements to them (Childers, Carr, Peck,
and Carson 2001). Studies suggest that ‘roaming the malls’ is an organic experience to many and they enjoy the act
of discovery with their families (Liao and Cheung 2001). Understanding the behavior as a dichotomy or as a
‘continuum’ of motivations, is instrumental to understanding the consumer behaviors in a retail environment (Babin,
Darden, and Griffin 1994). From a functional perspective, shoppers are interested in an efficient process of shopping
with minimum aggravation. This view might be expressed as, “I want to go in the store, find all the items in the store,
and check out fast.” On the other hand, in the experiential perspective, grocery shopping might be a fun, social and
discovery-oriented activity. This sentiment might be expressed as, “I enjoy browsing the store and looking for newer
items and interacting with people.”
Studying grocery shoppers as having dual motivations is appropriate in the context of online shopping with
delivery/store pick up and traditional in-store shopping. Previous efforts tried to also study the phenomenon by
drawing upon the Technology Acceptance Model (TAM) (Childers, Carr, Peck, and Carson 2001). As adopted in the
marketing literature, researchers have reviewed determinants that influence a person’s use of new technologies along
with determinants such as usefulness and the ease of use. Usefulness refers to how technology can improve the process
of shopping, while ease refers to the use of technology that leads to the final outcome. In the context of online shopping
for groceries, usefulness might refer to the functional or utilitarian aspect while ease might refer to the actual process
of online ordering and delivery – possibly the experiential aspect. The TAM idea was later modified to include the
enjoyment of the use of technology construct, albeit in the work environment. But it might have, yet to be explored,
implications for online grocery shopping.
In essence, it is conceivable to use the TAM framework in online shopping (Babin, Darden, and Griffin 1994).
The utilitarian and hedonic factors such as usefulness, ease of use, and potential enjoyment in the use of technology
can all ultimately influence shoppers’ attitudes toward online shopping in the grocery environment.

Discussion and Future Directions
Not all traditional grocery chains might be prepping for online shopping/delivery in a serious manner. Case in
point is Wegmans, the privately held, family-run chain based in Rochester, New York. It has about 98 stores across
six eastern states. It has ranked as the nation’s favorite grocery store for the past three years in surveys by Market
Force Information and Consumer Reports. While it also uses Instacart for some click & collect deliveries, Wegmans
is close to what some call the ‘retail nirvana’ – great physical shopping experience backed by exclusive offerings,
comparable prices, a loyal, productive and enthusiastic employee base who feel like family at the store (Boyle 2019).
Struggling traditional grocers trying their hand at online deliveries might look to Wegmans for inspiration and strategy.
While the supermarkets laying the groundwork for offering products and services anytime-anywhere-anyhow,
there might be signs of a plateauing of the reach amongst millennials seems to have flat-lined. The Food Marketing
Institute (2019) report suggest that “after Gen X and Gen Z catch up, the online user base may soon plateau.” Thus,
growth is less likely to come from newer adopters but more from increased frequency of purchase and/or higher
volumes of purchase.
As mentioned earlier in the paper, McKinsey (2017) suggests innovation as a possible solution to online grocery
shopping conundrum. Since the online grocery service is in its introductory stage of the lifecycle, there are ample
opportunities to innovate. Employing robots to scan and pick items to autonomous delivery vehicles to Walmart trying
to deliver to the refrigerator are examples of innovations in this space. While only some of them might survive the
cost & service efficiencies in the long run, this space offers fertile ground for modernization and advancements.
In their report, Kuijpers, Simmons, and van Wamelen (2018) suggests six imperatives for profitable growth in
this sector:
1.

Define a distinctive value proposition: In this case convenience is the key with locations and shopping
experiences that fit neatly into customers’ lives. Just like Wegmans, grocers can provide inspiration by
helping customers discover new items and enhancing their shopping experience. But they would have to do
so while providing a good value for the money.
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2.

Shape the ecosystem: In order to win and compete in the new ecosystems being developed, grocers must
invest in areas that might not have immediate ROI, but they may not have a choice at this moment. Either
they can try to shape the environment or be crushed by it. In some case, partnerships/investments (ex.
Instacart, Ocado, Shipt, etc.) and help with the last-mile problem might be the keys to success.

3.

Put technology to work in every part of the value chain: Personalization of offerings through the use of
advance analytics in order to increase customer engagement and retention along with streamlining in-store,
warehouse, and delivery operations will go a long way in ensuring that online efforts pay off. Walmart
employing robots to scan/stock shelves or to answer basic customer queries are good examples of channeling
tech to gain first mover advantage.

4.

Win back lunch and dinner: Bringing back customers for lunch and dinners (dine-in or pick up) with
restaurants, food halls, delivery to offices/homes, etc. might go a long way in fighting the food trucks, quick
service restaurants, and other competitive forces.

5.

Rethink the real estate: If overcapacity is the problem, then retailers have many options such as shrinking,
repurposing, renting out or other options. Grocers have to be future oriented in terms of their real estate
portfolios and therefore their liabilities. As mentioned earlier, some overbuilt stores such as Kohl’s, are
experimenting with creative solutions such as sub-leasing to Aldi and Planet Fitness (Shoot 2019).

6.

Innovate ten times faster: Agility is the key to surviving a competitive marketplace. Retailers should be
testing promising ideas & initiatives constantly with hope of something sticking. Since the industry is
transitioning fast, bold and innovative moves should be on the menu for market share, growth, and survival.
Amazon watchers know the various strategies the company is deploying to win the race – physical stores and
pick up points (Whole Foods, Amazon Go), one- and two-day deliveries, voice-activated ordering through
Alexa, customized meal kits, Amazon Key – their door locking and home entry technology, AI enabled
ordering service, self-driving grocery delivery vehicles, etc.

Rogers (2018) sees a future in which the growth of online grocery will be strongly segmented by (a) product
category, (b) consumer demographics and (c) geography (witness the recent scaling back of Amazon Fresh service).
Retailers need to thoughtfully consider all three of these segmentation characteristics as they plan their e-commerce
activities and investments. If not, they are in real danger of wasting considerable time and money that could have been
invested more profitably in brick and mortar.
Others feel that stores can seize the opportunity by addressing three imperatives: (a) bridge the convenience gap
between in-store and online shopping - in this case, one has to reimagine each step of the shopping journey to remove
friction in the online experience, then encourage repeat use to make it even easier; (b) capitalize on the incumbent
advantage now - build on the preferences consumers have for their “home store” and create a loyal customer before
competitors do; (c) invest to make digital a competitive edge - use digital tools and touchpoints to influence and assist
shoppers during online transactions and in-store trips (Caine and Paratore 2019).
The frameworks discussed in the paper namely TRA, TPB, and TAM have yet to be explored in the context of
recent developments in the online grocery landscape. For instance, since the TRA assumes that humans behave in a
sensible manner while taking into account the available information and implications of their behavior. So, intention
to adopt online grocery ordering and delivery is a determinant of the actual behavior. This supposes that consumers
are knowledgeable about the factors that affect the actual behavior and their implications. Currently, the online grocery
marketplace is in a state of flux and evolution. Thus, the consumer might not be in a position to rationally evaluate the
consequences of her or his actions in order to make a determination.
Another potential area of interest for researchers might be the phenomena of multi-store and multi-channel
shoppers. With entrenched behaviors, these shoppers might be resistant to transition to an online-only environment
for their grocery items. A combination of online, click & collect and in-store might appeal to multi-channel shoppers
but targeting multi-store shoppers might be more challenging. Convincing them to abandon what might be their usual
shopping patterns might be tough.
Finally, from a technological perspective, the use of machine learning and artificial intelligence might be
fascinating to explore in this context. Systems that can learn from repetitive human behaviors in order to maximize
performance would yield cost savings and efficiencies. For instance, upon learning the frequency of orders for certain
items such as bread and milk, the system will be able to populate the cart automatically or be set up to order items
without much human input. An AI system in the grocery context might be able to aid customers in the discovery
process and providing suggestions for recipes given the combination of items being ordered. Grocers might also take
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advantage of higher levels of digital engagement in the food space and provide consumers various options and
platforms through their social media properties to help the discovery process.
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Summary Brief

Effectiveness of Virtual Reality Advertising: The Role
of Brand Familiarity
Monika Rawal, Millsaps College, USA
Ramin Bagherzadeh, Southern Illinois University, USA
Jose Saavedra, Northern Kentucky University, USA
Maumita Roy, Pillai Institute of Management Studies and Research, India
This research examines the impact of virtual reality on consumers’ satisfaction with the ad. It also investigates
the mediating role of immersion and experience in the relationship between virtual reality and consumer satisfaction.
Finally, it examines whether brand familiarity magnifies or buffers the impact of virtual reality on consumer
immersion.

Introduction and Hypotheses
Despite a huge amount of money being spent on advertising, marketers continue to wrestle with the problem of
advertising effectiveness as consumers are resisting traditional visual advertising (Fransen et al. 2015) and trying to
find ways to connect with the consumers in a profound way. Advertisers and marketers are now focusing on improving
customer experiences by building “interesting narratives about their brand, instead of just hammering people with the
same message over and over again,” which is one of the main reasons of heavy increase in worldwide digital ad
spending (eMarketer 2019). One of the ways in which advertisers can provide consumers with emotional experiences
and connections is using virtual reality. Virtual reality is defined as an immersive and interactive computer generated
experience (Ryan 1999). Though companies these days are using social networking sites to govern consumers
interactions and connect with them remotely by increasing consumers’ engagement (Castronovo and Huang 2012),
yet these social networking sites keep the consumers physically apart from the real brand experiences. Therefore,
consumers still lack genuine hands-on experience with brands. Virtual reality, on the other hand, can create an
overpowering and satisfying connection between a brand and its consumers by introducing the element of immersion
and experience.
Previous researchers have studied virtual reality in the areas of travel and tourism (Tussyadiah et al. 2018),
physical and online retailing (Bonetti, Warnaby, and Quinn 2018), and consumer learning (Suh and Lee 2005).
However, there is a lack of research on effectiveness of advertising through virtual reality. It is important to study
virtual reality as an advertising tool because it is an innovative and creative way to evoke intrinsic response from
consumers by providing them with an augmented feeling of “being there” via immersion (Pausch, Proffitt, and
Williams 1997). Thus, using transportation theory (Green and Brock 2002), this study proposes that virtual reality
advertisements enhance consumers’ satisfaction with the ad, further leading to their purchase intentions. The
relationship between virtual reality advertisements and satisfaction is mediated by immersion and experience. In
addition, the research proposes that brand familiarity moderates the relationship between virtual reality advertisement
and immersion.
Transportation theory (Green and Brock, 2002) states that if consumers experience transportation in a story by
being immersed in the story, it can impact consumers’ behavior in their real life. Consumers who experience narrative
transportation are absorbed in the story to such an extent that they lose their connection with the real world for that
amount of time and this experience leads the consumers to change their attitudes and beliefs in real life (Van et al.
2013). According to transportation theory, consumers can travel in a narrative/environment using virtual reality as it
evokes a strong sense of absorption through real world experiences.
Virtual reality is described as an environment in which consumers interact with the offerings of the environment
and experience this environment as if they were a part of it (Diemer et al. 2015). Presence, which refers to the
psychological state of feeling immersed and physically “present” in the virtual environment, is as an important factor
for effectiveness of virtual reality (Schubert, Friedmann, and Regenbrecht 2001). Interactivity and experience in
virtual reality stem from the ability of consumers to direct the information in virtual environment according to their
individual interests and engage with it accordingly (Suh and Lee 2005).
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H1: Virtual reality advertisement is positively related to satisfaction with the ad.
H2: Immersion and experience mediate the relationship between virtual reality advertisement and satisfaction
H3: Brand familiarity moderates the relationship between virtual reality advertisement and immersion such that
as brand familiarity increases, virtual reality ad has a greater positive impact on satisfaction with the ad.
H4: Satisfaction with ad is positively related to purchase intention.

Method
Virtual reality ad and brand familiarity will be manipulated by relevant scenarios. In virtual reality ad condition,
participants will see an ad of an amusement park with virtual reality features. They can take a tour to see the park and
experience some rides virtually. In control condition, participants will be shown some pictures of the amusement park
and the rides. In brand familiarity condition, the ad contains a brand that participants are familiar with such as
Disneyland Park. Participants, who are not familiar with the brand, will not be allowed to complete the survey. In
control condition, the ad will include a fictitious brand. Immersion, experience, satisfaction with the ad, and purchase
intention will be measured using scales from previous research.
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Panel Session

The Future of Marketing Education: Challenges and
Opportunities
O.C. Ferrell, Auburn University, USA
Linda Ferrell, Auburn University, USA
Terry Clark, Southern Illinois University, USA
Karen Hopkins, Auburn University, USA
The marketing discipline is facing many challenges to maintain its contribution to stakeholders. Marketing
education has responsibilities to inform industry practices and to prepare students for careers and the challenges they
face in a technologically evolving environment. Traditionally, marketing has addressed both the demand side and the
supply side of the exchange equation in business. However, as the study and teaching of the dynamics of “supply” has
moved into other departments (like Supply Chain Management), and as academic research in marketing has become
more narrow, focusing on demand stimulation related to behavioral issues, things have changed. In the current
environment, the integration of supply and demand, which was a hallmark of the time when marketing was
synonymous with distribution, has been lost.
In many marketing departments, the supply (distribution) part of marketing is moving into supply chain
management departments. Supply chain management departments continue to expand into marketing channels,
pricing, retail marketing technology, and sales. These departments focus on procurement, logistics, and operations
related to developing and implementing marketing strategies. They are cost conscious and directly involved in pricing.
Consumer Science departments are focusing on retailing and sales with almost half of all marketing majors going
into sales. Marketing departments need to examine the loss of key parts of the marketing discipline.
In the Omnichannel environment, industry has created a seamless experience across all distribution platforms, instore, online, and mobile shopping. For example, an Amazon package can be picked up at one of 1,500 Rite-Aid
locations. Technological advances, such as artificial intelligence (AI), can automate predictable physical activities,
and place more emphasis on supply decisions. Blockchain creates a new use of Internet communications. It connects
computers to include producers, channel members, and consumers with a spreadsheet and creates rules about the data.
It is distributed, decentralized, with append-only features, and all peers can work on the document. Blockchain is
being used by Walmart to track agricultural products from the field to the store. Consumers can track the history of
their purchases.
Academic marketing is so focused on the ultimate consumer, marketing departments have neglected marketing
channels, an important part of marketing strategy needed to cope with the ever changing interorganizational network
arrangements in the high-tech complex market economy. There is still an opportunity for marketing to include more
research and courses on its historical link to market distribution. The supply-side and demand-side consumer
engagement have to be linked in a high technology economy. It is also important to maintain a strong focus on sales
and sales management or others outside the marketing department will capture this area also. The panelists will present
these issues and proposed solutions to encourage questions and discussion.
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Summary Brief

Lonely and Insecure Consumers Experiencing Fear of
Missing Out (FOMO) and Its Effects on Retail
Patronage
Cindy B. Rippé, University of North Georgia, USA
Brent Smith, Emerson College, USA
Alan Dubinsky, Purdue University, USA
Prachi Gala, Elon University, USA
Lonely individuals use social media to help ease their loneliness, counterintuitively, however, this usage increases
loneliness and amplifies FOMO. Using 509 lonely consumers, PLS-SEM is used to examine relationships between
loneliness (social and emotional), FOMO, and its effects on retail patronage. Insecure attachments (anxiety and
avoidance) are antecedents.

Introduction
High rates of loneliness indicate that people are lonelier today than the past twenty years (Entis, 2016; McPherson,
Smith-Lovin, & Brashears, 2006). This upsurge is connected to consumers’ increasing reliance on ubiquitous
technology such as mobile devices (Davey, 2016; Pew Research Center, 2018). By keeping people in constant touch
with others, mobile devices amplify fear of missing out, known colloquially as FOMO (Milyavskaya, Saffran, Hope,
& Koestner, 2018; Przybylski, Murayama, DeHaan, & Gladwell, 2013). Przybylski et al. (2013) define FOMO as “a
pervasive apprehension that others may be having rewarding experiences from which one is absent” (p. 1831). FOMO
is common with 56% of social media users experiencing FOMO (Murray, 2013). FOMO affects consumer purchases
in the experience-economy (Eventbrite), home real estate market (VanSickle Ellis, 2018), and other consumer
purchases. This present article represents the first empirical effort to ascertain whether and how FOMO relates to the
consumer’s shopping at the retail store (retail patronage)—which is important to know because FOMO can distract
consumers from everyday activities, such as shopping. We present a conceptual model grounded in attachment theory
which posits an attachment cycle wherein insecure attachments (anxiety and avoidance) lead to loneliness (social and
emotional), which, in turn, leads to FOMO and concludes with retail patronage. We suggest that FOMO may have a
new role in motivating purchase intention at the retail store.

Background
Grounded in attachment theory, the following hypotheses are posited.
H1: The more a consumer has (a) insecure anxiety attachment or (b) insecure avoidance attachment, the more
s/he will experience social loneliness.
H2: The more a consumer has (a) anxiety attachment and (b) avoidance attachment, the more s/he will
experience emotional loneliness.
H3: The more a consumer has insecure anxiety attachment, the more s/he will experience FOMO.
H4: The more a consumer has insecure avoidance attachment, the less s/he will experience FOMO.
H5: The more a consumer experiences (a) social loneliness and (b) emotional loneliness the more s/he will
experience FOMO.
H6: The more a consumer experiences FOMO, the more s/he will exhibit retail patronage.
H7: The more a consumer experiences FOMO, the more s/he will exhibit salesperson patronage. Using a
sample of over 500 respondents recruited through Qualtrics, support was found for most hypotheses.

Key Findings
Support was found for all but two of the hypotheses. Attachment led to social and emotional loneliness. Insecure
anxiety attachment impacted FOMO, but avoidance attachment did not. Emotional loneliness impacted FOMO, but
social loneliness did not. FOMO led to retail patronage. Our results suggest that it is valuable, and even instructive,
for marketers to understand more about consumers’ insecure attachments and feelings of any type of loneliness, since
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these effectively are internally-based levers for FOMO. As our results show that FOMO leads consumers to patronize
stores and in-store salespersons, retailers should take care in discerning the added, or alternative, impact of their
externally-initiated FOMO appeals (See Hodkinson, 2016). Indeed, these results expand upon the notion that
consumers experiencing negatively-valenced psychosocial issues tend to seek out social experiences through shopping
and interacting with in-store salespersons (Rippé et al., 2018; Smith et al., 2018).

References
Davey, Graham CL (2016), "Social media, loneliness, and anxiety in young people," [available at
https://www.psychologytoday.com/blog/why-we-worry/201612/social-medialoneliness-and anxiety-in-youngpeople].
Entis, Laura (2016), "Chronic Loneliness Is a Modern-Day Epidemic," [available at
http://fortune.com/2016/06/22/loneliness-is-a-modern-day-epidemic/].
Eventbrite (2014), "Millennials, Driven by FOMO, Spending More on Experience Economy," [available at
https://eventbrite-s3.s3.amazonaws.com/marketing/Millennials_Research/Gen_PR_Final.pdf].
Hodkinson, Chris (2019), "‘Fear of Missing Out’(FOMO) marketing appeals: A conceptual model," Journal of
Marketing Communications, 25 (1), 65-88.
McPherson, Miller, Lynn Smith-Lovin, and Matthew E Brashears (2006), "Social isolation in America: Changes in
core discussion networks over two decades," American Sociological Review, 71 (3), 353-75.
Milyavskaya, Marina, Mark Saffran, Nora Hope, and Richard Koestner (2018), "Fear of missing out: prevalence,
dynamics, and consequences of experiencing FOMO," Motivation and Emotion, 42 (5), 725-37.
Murray, Samantha (2013), "Report: 56% of Social Media Users Suffer From FOMO," [available at
https://mashable.com/2013/07/09/fear-of-missing-out/#VYFSeDxsDiql].
Przybylski, Andrew K., Kou Murayama, Cody R. DeHaan, and Valerie Gladwell (2013), "Motivational, emotional,
and behavioral correlates of fear of missing out," Computers in Human Behavior, 29 (4), 1841-48.
Rippé, Cindy B., Brent Smith, and Alan J. Dubinsky (2018), "Lonely consumers and their friend the retail
salesperson," Journal of Business Research, 92, 131-41.
Smith, Brent, Cindy B. Rippé, and Alan J. Dubinsky (2018), "India’s lonely and isolated consumers shopping for an
in-store social experience," Marketing Intelligence & Planning, 36 (7), 722-36.
VanSickle Ellis, Carole (2018), "Fear of Missing Out (FOMO) May Drive Millennial Home Sales," [available at
https://thinkrealty.com/fear-of-missing-out-fomo-may-drive-millennial-home-sales/].

367

Summary Brief

The Effects of Social Media on Movie Theatre
Attendance in the United States
Celia del Castillo Torres, Georgia Southwestern State University, USA
Suzanne L. Conner, Georgia Southwestern State University, USA
Social media has become a daily part of consumers’ lives in the United States. Americans often engage with
multiple social media platforms, spend a significant amount of time online, are exposed to a large amount of
information, and participate in online word-of-mouth. The film industry is using this phenomenon as a tool for
engaging with consumer and creating value. This study examines the potential relationships between e-word-of-mouth
and the film industry’s use of social media on box office success.

Introduction
The internet has an inconceivable power to influence, connect, and mobilize people. The emergence of social
networking sites (SNS) has not only radically transformed the way in which people communicate with each other, but
offers opportunities for businesses (Can, & Kaya, 2016) as a new channel through which they strategically make
efforts to influence consumer opinions (Duan, 2008).In the past few years, the film industry has attempted to
understand the importance of utilizing SNS in their integrated marketing communication (IMC) campaigns; studies
demonstrate that there is a relationship between social media implementation and box office revenue (BOR) (Shruti
et al., 2014). With the emergence of SNS, electronic word-of- mouth (eWOM) now serves as a reliable source of
information for moviegoers, becoming one of the most-trusted information sources for these experience goods (Sung
et al., 2010). The purpose of this study is to examine the relationship between movie studio SNS usage in IMC
campaigns, generation of eWOM, and BOR in the United States. These interests lead to our primary research question:
How can movie studios develop more effective social media marketing strategies to generate higher volume of eWOM
and increase movie theatre attendance in the United States?

Background
Compared to traditional WOM, eWOM is not restricted by time and space (Lee, 2009) and does not quickly
disappear. This facilitates faster diffusion and broader coverage (Sung et al., 2010), which makes eWOM’s impact
stronger than WOM’s. eWOM is now one of the most effective information sources, particularly for experience goods
(Godes & Mayzlin, 2004; Granovetter, 1973). Because moviegoers cannot evaluate the film before making a purchase,
they base their decisions on others’ opinions.
Studies examining the relationship between eWOM and movie sales have demonstrated that eWOM is a powerful
source of information for moviegoers. Liu (2006) found that eWOM is most active before a movie release and is a
complement to, rather than a substitute for, other information. Liu (2006) and Duan et al. (2008) agree that the
frequency but not the valence of eWOM contributes to the explanation of BOR.
SNSs vary in the timing of their effects on BOR. In their research, Baek et al. (2017) suggest that Twitter is more
influential during the initial release of a movie, Yahoo! Movies has more impact in the later stages, while blogs and
YouTube offer consistent effects throughout the stages. However, Oh et al. (2017) examined the impact of sharing
movie trailers on video-sharing SNSs and BOR. They found that these sites play an important role in attracting
attention and creating interest for the film yet it is more pronounced “in the early stage of a movie release than in the
later stage” (Oh et al., 2017).
SNSs can impact BOR. For instance, Facebook, pre-release “likes” positively and significantly affect BOR (Ding
et al., 2016) while sixty-nine percent of moviegoers stated that watching movie trailers on YouTube influenced their
movie choices at the theater (Google, 2015). Kaplan (2012) found that on Twitter there is a positive relationship
between the number of followers a film has and BOR; each additional follower adds $2.66 to the total domestic BOR.

Future Research
Given the emergence of alternative social media platforms like Instagram, and the lack of empirical studies
regarding them, our next step is to test how utilization of these new platforms affect BOR. We believe that
understanding the effects of new SNS platforms on moviegoer behavior will become crucial if movie studios want to
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stay competitive against the growing market of online-streaming content and platforms considering the high-usage
rates of new SNSs by the youngest generational cohorts (Generation Y and Z). We believe that Instagram has a higher
potential to influence consumer buying behaviors than previously studied SNS’s, due to its convenience and hightrust connections between users. As a result of the growth of this platform, movie stars are now connecting with
moviegoers directly through their personal Instagram accounts to share movie content. These interactions may create
“star buzz” and what consumers consider personal connections with the stars, which may influence moviegoers’
decisions.

Hypotheses
H1: Studio implementation of Instagram as part of their IMC strategy has a positive relationship with BOR.
H2: Studio creation of movie-specific Instagram accounts generates eWOM about those movies, which has a
positive relationship with BOR.
H3: The increase in followers on Instagram movie-related accounts leads to an increase in content shares,
which has a positive relationship with BOR.
H4: Consumer movie feedback on Instagram has a positive relationship with BOR, regardless of the valence of
the comments.
H5: “Star Buzz” originating from the interactions between movie stars and moviegoers through Instagram has a
positive relationship with BOR.
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Summary Brief

It’s a Great Deal…I Need It! Attributions of Need
Drive Frugal Consumers’ Responses to Discounted
Offerings
Jill M. Sundie, Radford University, USA
Daniel J. Beal, Virginia Tech, USA
Sommer Kapitan, Auckland University of Technology, New Zealand
Sarah Mittal, Texas State University, USA
Frugal consumers are known for disciplined acquisition and careful, controlled spending. However, deep
discounts may be particularly attractive to frugal (vs. non-frugal) consumers, prompting them to engage in unplanned
purchases. Two studies suggest attributions of perceived need for the discounted product are critical in motivating
such purchases.
Frugal consumers demonstrate disciplined acquisition and careful, controlled spending--they abstain from
immediate gratification via consumption to further their long-term financial goals, including saving (Bove, Nagpal,
and Dorsett 2009; Lastovicka et al. 1999). As a result of their resourceful and even clever use of products and services,
a typical frugal consumer is less materialistic, and less impulsive in his or her spending patterns compared to others
who spend more freely (Evers et al. 2018; Goldsmith, Flynn, and Clark 2014; Lastovikca et al. 1999). In qualitative
interviews with self-identified frugal consumers, common themes in their consumption patterns included strict
controls (i.e., self-imposed restrictions and rules to prevent overspending), and buying only what is needed (Kapitan,
Roche, and Sundie 2016). The present research extends on that previous work by focusing on how attributions of
perceived need for products can drive frugal consumers to respond more strongly to discounted prices for goods,
compared to their less frugal counterparts. We present results of an experiment (study 1), and a 2-part panel study
(study 2) that focus on need-driven pursuit of “good deals” by frugal consumers.

Study 1
302 undergraduates participated in an experiment for course credit. Participants were randomly assigned to view
a discounted price on a waterproof, shockproof, Bluetooth speaker, that was either 60% off (good deal condition) or
10% off (bad deal condition). This product was pre-rated by a separate sample to be relatively gender-neutral in
desirability, and above average in desirability to college students. After seeing an image of the product, description,
and discounted price, participants rated how likely they would be to purchase the product, and whether they would
buy it if the deal was only available today. These two items were standardized and averaged to form the composite
variable Purchase Intentions--the outcome variable. Two items “I feel that I need this speaker”, and “this product
would be useful to me” were measured, and were subsequently averaged to form the composite variable Felt Need.
Participants also completed a validated measure of Frugality (Lastovicka et al. 1999) and demographic items including
Gender--a control variable. Controlling for any effects of Gender on Felt Need, we then examined the interaction of
Deal condition (bad vs. good) and Frugality on Felt Need and Purchase Intentions. The significant interaction indicated
that individuals high in frugality felt an increased need for the Bluetooth speaker when it was a good deal, but not a
bad deal. The indirect effect linking deal condition to purchase intentions through felt need for high frugality people
(+1 SD from the mean) was significant as determined by a bias-corrected bootstrapped (5,000 resamples) confidence
interval around the indirect effect (coefficient = .75; lower 95% CI = .49; upper 95% CI = 1.04). The indirect effect
for people lower on frugality (-1 SD from the mean) was not significant (coefficient = .25; lower 95% CI = -.01; upper
95% CI = .54). Study 1 provided support for the hypothesis that frugal consumers’ purchase intentions for deeply
discounted goods will be driven, in part, by their perceived need for the product. Frugal consumers’ perceived need
for a product was more responsive to the level of discount on a product, compared to less frugal consumers.

Study 2
Study 2 was intended to replicate the central finding in study 1 of the need-driven response by frugal consumers
to a heavily discounted price, versus a small discount. Study 2 also tested a boundary condition: whether a product or
service must be perceived, in advance, to be at least moderately needed for frugal consumers to respond positively to
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a highly discounted price. This study also assesses these relations with a more diverse, general population sample by
using an online consumer panel.
120 participants completed both parts of a 2-part consumer panel survey for a small payment determined by the
panel provider. At time 1, participants rated 20 products and services (e.g., travel mug, selfie stick, drycleaning
services, a carwash) in terms of their need (“I need item X”). Participants also completed demographic details, and
the frugal scale (Lastovicka et al. 1999) at time 1. The panel service permitted tracking of participants such that time
1 cases could be linked with corresponding time 2 cases. Based on the time 1 survey, we selected one offering that
was rated overall as moderately needed, (carwash, M=4.75), and one that was rated lower on need (smartphone selfiestick, M=3.19) to be used as the focal offerings in the time 2 survey. One week later (time 2), the same respondents
were randomly assigned to view the carwash and the smartphone selfie stick presented as either a) a relatively bad
deal (10% off) or a b) relatively good deal (60% off). Deal condition was manipulated between-subjects, and product
type was a within-subjects variable. Frugality, Felt Need and Purchase Intentions were measured using the same items
as in study 1. We controlled for Gender and Prior Need (i.e., time 1 reported need) for the product, and then considered
the effects of Deal condition, Frugality, and their interaction on current (time 2) Felt Need and Purchase Intentions.
This approach allowed us to more directly examine potential changes in perceived need from time 1 to time 2.
The crucial interaction between Deal condition and Frugality was significant for the moderately needed item (car
wash), but not for the low need item (selfie stick). The moderately needed item replicated the same interaction pattern
found in study 1. Furthermore, for the moderately needed product, the indirect effect linking deal condition to purchase
intentions through felt need for high frugality people (+1 SD from the mean) was significant (coefficient = .54; lower
95% CI = .27; upper 95% CI = .82). The indirect effect for people lower on frugality (-1 SD from the mean) was not
significant (coefficient = .14; lower 95% CI = -.13; upper 95% CI = .39).
In summary, two studies provided insight into a situation where normally controlled frugal consumers feel free
to spend; when a very good deal on a product that is at least moderately needed becomes available. To propel spending
in these circumstances, frugal consumers appear to update positively their perceived need for the discounted product
or service, perhaps to provide a ready justification for an unplanned purchase.
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Summary Brief

Will Cause-Related Marketing (CRM) Affect the
American and Filipino College Students’ Purchase
Intent?
Reynaldo Bautista, Jr., De La Salle University, Philippines
Luz Suplico Jeong, De La Salle University, Philippines
Shweta Pandey, International Management Institute, India
This study aims to examine the attitudes of American and Filipino college students and their intention to join the
CRM campaign. There were 200 Filipino and 180 American college students who joined the survey. The respondents
were marketing majors. Using the Theory of Reasoned Action, the results show that the following relationships are
significant: (1) attitude towards CRM and intent to join the CRM campaign, (2) religiosity and attitude towards CRM
and (3) social influence and intent to join the CRM campaign. Religiosity has a higher impact on attitude towards
CRM in the Philippines than in the US. This can be explained by the fact that religiosity is associated positively with
collectivism and conservative values. Based on Hofstede’s cultural dimension, the Philippines is a collective society
while the US is an individualistic society. The results also show that the impact of social influence on CRM is higher
in the US than in the Philippines. This can be explained by the fact that individualistic societies are more open to
change while collective societies tend to be conservative and conform with tradition. The study suggests that marketers
should consider a different CRM approach to these two countries. Marketers can consider social influence in their
CRM campaigns to young consumers in the US. Likewise, marketers can consider religiosity in their CRM campaigns
to young consumers in the Philippines.

Introduction
Cause-Related Marketing (CRM) is the practice of buying a good or service and donating part of the sales or
profit to charity or a cause (Hawkins, 2015). Kotler and Keller (2016) define CRM as a form of marketing that links
the firm’s contributions towards a social cause to customers who want to buy the firm’s product or service. Not only
has CRM been a corporate philanthropic trend but it has been used by many organizations to achieve their marketing
communication objectives (Thomas, Kureshi & Vatavwala, 2019).
This study compares the attitudes towards CRM of young consumers in a developing country (Philippines) where
CRM is novel against young consumers in a developed country (US) where CRM is prevalent. The existing literature
showed that consumers in countries where CRM is evolving will have a less positive attitude towards CRM initiatives
(Singh, Kristensen, & Villasenor,2009). There are few studies that provide data on CRM from more than one country.
Of the 202 published articles reviewed by Thomas, Kureshi, and Vatavwala (2019), only 6 or 3.6% were comparative
studies that showed CRM data from more than one country in a span of 28 years (1988-2016). Since markets are now
globalized, there is a need to understand cross-cultural behavior. This study aims to understand the cross-cultural
behavior towards CRM of young American and Filipino consumers.

Background
Studies show that the Theory of Reasoned Action (TRA) has been used as a framework to understand attitudes
towards CRM (Han & Stoel, 2017; Thomas et al., 2019). The TRA contends that behavioral beliefs and evaluation of
behavioral outcomes will affect attitude towards a behavior, which in turn will affect the behavior. Normative beliefs
and motivation to comply will affect subjective norms that will influence attitude, which in turn will affect behavior
(Ajzen, 1980; Zhang, 2018). This implies that beliefs and norms will affect attitude towards CRM, which in turn will
affect the behavior towards CRM. If the attitude and subjective norms are positive regarding CRM, there is a higher
probability that the individual would have a stronger intention to be involved in CRM. Religiosity and social influence
were added as variables in this study. Figure 1 shows the study’s framework.
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Figure 1: Conceptual Framework
To test the model of CRM intention for Filipino and American consumers, t-tests, correlation, and path analysis
were conducted using SMART PLS 3.0 (Ringle, Wende & Becker, 2015).

Key Findings
The multi-group analysis t-test showed that all predictors to join the CRM campaign (attitude or ATT, religiosity
or REL and social influences or SI) are significant at α=0.05. Except for religion (REL) to Social influence (SI), all
the paths are significant.
Attitude towards CRM was found to be a significant predictor of intention to participate in a CRM campaign.
This validates previous studies (Ajzen, 1980; Zhang, 2018). The results also showed that there is a more positive
attitude towards CRM’s impact on intention in the Philippines than in the US. This is reflected in a higher path
coefficient mean of 0.286 (Philippines) versus 0.220 for the US. This result does not support existing studies that show
that consumers in countries where CRM is in a nascent stage will have a less positive attitude towards CRM initiatives
(Singh et al., 2009). This can be due to the fact that Filipinos, who are collectivists, tend to be more religious, than
those from individualistic societies like the US. Religiosity has been a strong predictor of ethical behavior, including
behavior to do good, such as participating in CRM (Arli & Pekerti, 2017).
Religiosity had a strong impact on attitude towards CRM. This supports previous studies that show that religiosity
can lead to ethical behavior, such as supporting a cause (Arli & Pekarti, 2017). The results also show that religiosity
had a higher impact on attitude towards CRM in the Philippines than in the US. The path coefficient mean (Philippines)
is 0.510 versus 0.378 (US). This can be due to the fact that religiosity has been a strong predictor of “doing good”
(Arli & Pekerti, 2017).
The study shows that there is a positive relationship between social influence and attitude towards CRM. This
validates existing studies that show that social factors can influence the consumer’s decision process (Kotler & Keller,
2016). The impact of social influence was higher in the US than in the Philippines. Individualists are associated with
openness to change and self-direction and thus, Americans tend to be more accepting of social influence than Filipinos
(Cukur et al, 2004).
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Summary Brief

The Impact of CEO Behavior on Customer Brand and
Shareholder Perception
Samuel Staebler, Tilburg University, Netherlands
Prachi Gala, Elon University, USA
Authors look at the impact of CEO behavior covered in press media on stock returns with the mediating role of
customer perception in the CEO behavior-stock returns relationship. They also look at potential drivers such as media
intensity and type of CEO news (personal, professional, positive or negative).

Introduction
As the chief executive officer (CEO) often serves as the essential face of the respective company, CEO behavior
is increasingly tracked by many stakeholders including investors. Also news media increasingly discuss CEO
behavior. For example, the divorce of Amazon’s CEO Jeff Bezos was discussed heavily in the news media.
Furthermore, when Elon Musk declared about how he planned to take his company private by his “funding secured”
tweet, it reached worldwide press coverage, and as a result the stock of Tesla lost more than 30% of its value (Gibson,
2018). These two events are just an example out of many that are covered in public media. Such CEO behaviors could
potentially harm the trust people have in the respective firm and consecutively detrimentally impact financial
performance measures. On the other hand, positive news about CEO behavior (e.g., marriage, awards, etc.), may have
a positive impact both on consumers and shareholders. For example, when Howard Schultz announced his acceptance
of rejoining Starbucks as the CEO in 2008, the stock went up by 9% in afterhours trading.
In line with the relevance of CEO behavior in practice, the academic research on the effects of CEO Behavior has
been somewhat narrow and disconnected and results to date have been rather conflicting. (Nguyen, 2015; Elliott,
Grant, & Hodge, 2018; Hamilton & Zeckhauser, 2004; Sohn, Lariscy, & Tinkham, 2009). Rather than looking at the
direct impact of the CEO behavior on stock returns, the authors propose a mediating role of customer perception of
the brand and thus resulting in the impact of stock returns. Positive changes in consumer brand perception changes
may serve as a clear signal to investors of the potential positive effects of CEO behavior on future cash flows. The
question of how consumer respond to CEO behavior and to which degree this may determine stock market reactions
is thus central research topic of this paper.
In order to explain the consequences of CEO behavior, the authors refer to signaling theory (e.g., Connelly et. al
2011). Signaling theory stems from research in economics where signals can be used to communicate information that
is not directly observable (e.g., Kirmano and Rao 2000, Dahlén, Rosengren, and Karsberg 2018). In the context of this
study, CEO behavior may serve consumers with a signal of the commitment and brand ability to produce high quality
services and products which may yield returns to shareholders. Figure 1 shows the conceptual framework that is used
to explain and measure the impact.
We focus on brand attention and brand strength to conceptualize consumer perception. Conceptually, both brand
performance dimensions relate to the consumer-based brand equity model (Keller 1993). To capture shareholder
perception, we focus on stock return. Conceptually, we suggest that the effects of CEO behavior on stock return vary
with the impact of CEO behavior on consumers.
As potential drivers, we include the valence of the behavior (i.e., negative versus positive behavior), whether the
behavior is personal or professional; and the intensity of media coverage (i.e. high or low). In addition, we control for
a wide range of different control factors (e.g., CEO compensation, prior firm reputation, financial leverage, firm age,
firm size, CEO tenure, CEO age, CEO gender) known to have a possible impact on the stock returns along with year
and industry dummies.
This study focuses on events of CEO behavior which are reported in public media. The analytical emphasis on
news relating to CEO activities rather than CEO activities per se arises because corporate activities need to gain a
critical minimum of media attention before they are perceived by consumers. This emphasis is a key feature of the
study’s identification strategy. As media coverage is considered a central driver of the consequences of corporate
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activities (Hewett et al. 2016), this study also considers the amount of media coverage surrounding a CEO activity as
a critical driver. Thus, the authors put forward the following propositions:
H1a: Negative CEO behavior has a negative impact on consumer brand perceptions and abnormal returns
H1b: Positive CEO behavior has a positive impact on consumer brand perceptions and abnormal returns
H2: The CEO behavior-abnormal returns relationship is mediated by the consumer perception about the brand.
H3: Professional CEO behavior impacts consumer brand perception and abnormal returns more than personal
CEO behavior
H3: High media intensity has a stronger effect on consumer brand perceptions and abnormal returns than low
media intensity.
In the empirical setting, we cover CEO-related events that appeared in the leading U.S. media outlets (e.g., USA
Today, New York Times, Wall Street Journal) during the years 2009 to 2019. Our dataset comprises of more than 400
events involving 140 companies from 12 industries. Furthermore, we match this data with unique datasets covering
customer perceptions dimensions (YouGov) and stock return. To capture the effect of the events, we resort to the
methodology of an event study. We use OLS regression to investigate moderating and mediating effects.
The findings are essential for CEOs and the contributions are twofold- theoretical and practical. This study
provides specific guidance to CEOs on how they should behave and what kind of news they should try to communicate
to increase the potential benefits. The study implies to the board of directors that along with marketing, R&D and
advertising of the product, the brand equity is also maintained by the behavior of the CEO. Thus, having rules and
regulations in place for CEO behavior helps in avoiding negative stock returns on the stock market. The shareholders
can keep a track of the CEO behavior, thus helping them forecast the stock market and thus their decisions on
investment.
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Summary Brief

Extending Service Dominant Logic: Aligning
Ambidexterity and Collaborative Technologies to
Support Collaboration and Value Co-Creation
Jeremy White, Luleå University of Technology, Sweden
Christine Pitt, KTH Royal Institute of Technology, Sweden
Cai Feng, Simon Fraser University, Canada
Purpose: To expand the body of research on SD-L by aligning organizational ambidexterity and collaborative
technologies under SD-L.
Design: This paper is conceptual in nature. Using research on ambidexterity and collaborative technologies, this
paper builds out an understanding of how these two elements support SD-L
Findings: Ambidexterity aids SD-L in two ways: by managing knowledge needed for exploration and exploitation
in order for a firm to continuously adapt its value propositions, and by aiding in value co-creation through
interorganizational ambidextrous relationships. Collaborative technologies play an important role in the evolution of
SD-L, as they enhance collaboration by reducing communication costs. They also play a role in managing knowledge
flows within an organization’s exploration and exploitation functions.
Implications: For organizations looking for guidance on managing their business in the new age of SD-L, this
paper provides a framework for using ambidexterity and collaborative technologies to manage co-creation and
adaptation of value propositions. It also builds on the increasing body of SD-L research by aligning two concepts that
live outside of marketing.

Introduction
The evolution of marketing has taken the field from a focus on goods, to customers, to service. Traditionally,
marketing was viewed as goods-centred function, whereby value was seen as imbedded in physical matter (Vargo &
Lusch, 2004). The customer orientation paradigm, developed from the 1950’s to 2010’s, then put the customer at the
centre of all marketing activities (Lusch, Vargo, & O’Brien, 2007). The goal of marketing was now not to simply push
products to end consumers, but to understand what the consumer actually needed (Levitt, 1983). But even with
customer centricity, value was still conceptualized as being imbedded within physical objects and within the exchange
of those objects. With the relatively new Service Dominant Logic approach to marketing, this conceptualization has
been flipped; Service Dominant Logic views value not in exchange, but in use.
Service Dominant Logic (SD-L) sees value not as imbedded within physical material, but within the use of
physical materials (Lusch & Nambisan, 2015; Vargo & Lusch, 2004). The customer is not simply a party to which
value is distributed, but rather a key stakeholder in value creation. SD-L suggests that the customer is an operant
resource – a resource that can act on other resources. By doing so, the consumer becomes a collaborative partner, one
who co-creates value together with the firm (Vargo & Lusch, 2004). As firms receive feedback on their value
proposition(s), core competencies should be adjusted to deliver a refined value proposition(s) (Vargo & Lusch, 2008).
Knowing how and when to adjust value propositions is therefore fundamental to a firm’s sustainable competitive
advantage (Lusch et al., 2007). What follows are two issues that need resolving: (1) The firm requires a way in which
knowledge from outside the firm flows inside, and then within, the firm, and (2) a way in which different types of
knowledge can be managed to facilitate adjustments to a firm’s value proposition(s).
This purpose of this paper is to add to the growing body of research on Service Dominant Logic by aligning
concepts from outside of marketing with SD-L. Specifically, this paper will examine IT mediated collaboration
(collaborative technologies) and organizational ambidexterity (OA), both of which work towards resolving the
aforementioned issues.
A firm generally requires two different sets of knowledge in order to pursue two different types of innovation
(March, 1991). On the one hand, exploratory knowledge enables the firm to develop radical innovations and
discontinuous change, whereas exploitative knowledge leads a firm towards more incremental improvements to
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existing revenue generating activities (March, 1991; O’Reilly & Tushman, 2013; Raisch, Birkinshaw, Probst, &
Tushman, 2009). This knowledge can come from inside the firm, outside firm, a firm’s customers, and other
stakeholders (Cao, Gedajlovic, & Zhang, 2009; Im & Rai, 2013). As an organization collaborates with its customers,
it will have to manage trade-offs between exploration and exploitation in deciding how to evolve its value propositions.
This paper suggests that by aligning ambidexterity under SD-L, a firm can continuously adjust and readjust its value
generating competencies in addition to developing more radical innovations. In this context, ambidexterity is an
operant resource.
Service Dominant Logic identifies a firm’s ability to collaborate as pivotal for competitive advantage, and
information technology as having a pointed effect on the ability for collaboration both internally and externally (Lusch
et al., 2007). With an increased use of IT, SD- L will become more prevalent, as IT will reduce the costs associated
with communication and collaboration (Lusch et al., 2007). Within an ambidextrous organization, collaboration and
communication is also important, as knowledge must flow between the exploration and exploitation functions (Jansen,
Tempelaar, Bosch, & Volberda, 2009; O’Reilly & Tushman, 2004). A specific category of IT mediated
communication is collaborative technologies, which facilitate communication between various stakeholders (S. A.
Brown, Dennis, & Venkatesh, 2010). This paper suggests that collaborative technologies are paramount to the
functioning of SD-L, both in context of collaboration and co-creation of value, and in the ability for knowledge to be
effectively managed within an ambidextrous organization.
To guide the discussion, four propositions are developed. They are:
P1: Ambidexterity is a higher order, operant resource
P2: Ambidexterity aids in the learning process associated with SD-L by helping manage knowledge flows
P3: Ambidexterity enables value co-creation to occur via collaborative technologies by activating the operant
resources resulting from firm-customer knowledge exchange
P4: Intra-organizationally, collaborative technologies become an operant resource by facilitating knowledge
exchange between the exploration and exploration units of an Ambidextrous firm
The rest of this paper is structured as follows. It begins with explicating the theoretical underpinnings of both
ambidexterity and Service Dominant Logic. The discussion then turns to specific elements of both concepts, where
the propositions presented. The paper finishes with implications for managers, researchers, and concluding comments.

Ambidexterity
In his very excellent review of the ambidexterity literature, Hughes, (2018) describes the litany of definitions of
this seemingly very simple concept. At its core, organizational ambidexterity is straightforward: the ability to do two
things at once. But it is through this simplification of OA that we lose the specificity of what ambidexterity is intended
to achieve. Researchers have often used the term to describe how a firm can do two things at once. But this is not a
true or accurate description of ambidexterity.
Ambidexterity enables firms to use external and internal knowledge sources for the purposes of exploitation (to
enhancing current revenue-generating activities) and exploration (to discover discontinuous changes and radical
innovations aimed at developing future revenue-generating activities) (Katila & Gautam, 2002; O’Reilly & Tushman,
2004; Raisch et al., 2009). Ambidexterity has been proven as an effective means for innovation in industries as diverse
a semiconductors (semiconductors (O’Reilly & Tushman, 2008), consumer products (Tushman & O’Reilly, 1996),
manufacturing (He & Wong, 2004), service firms (Geerts, Blindenbach-Driessen, & Gemmel, 2010), education
(White, 2016), and supply chain vendors (Im & Rai, 2013). An ambidextrous organization can take on many different
forms, but chief among them are structural ambidexterity and contextual ambidexterity.
Contextual ambidexterity relies on a shared system of beliefs and values to drive exploration and exploitation at
the individual contributor level (Gibson & Birkinshaw, 2004; McCarthy & Gordon, 2011). Contextual ambidexterity
is significantly less resource exhaustive than its alternative, structural ambidexterity, as it does not require the
organization to support two different units with two different sets of norms, values, beliefs, and KPIs (Adler,
Goldoftas, & Levine, 1999; Gibson & Birkinshaw, 2004; Lavikka, Smeds, & Jaatinen, 2015).
To best pursue exploration and exploitation under a contextual system, an organization should embark on these
two efforts in a sequential manner, switching between the two as required (S.L. Brown & Eisenhardt, 1997). But
herein lies one of the biggest difficulties in a contextual ambidextrous organization – how to know when to switch
between focusing on exploration or exploitation. Although less resource intensive, the costs of context switching
between tasks can take its toll on the individual contributors of the organization. Structural ambidexterity, on the other
hand, is not faced with these sorts of challenges.
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Structural ambidexterity advocates for separate and distinct units for exploration and exploitation. Although this
separation inevitably comes with added costs, it also delivers the ability to simultaneously pursue incremental and
radical innovation projects. The separate units tasked with exploration and exploitation are encouraged to develop
distinct systems, competencies, incentives, process and cultures (O’Reilly & Tushman, 2013). Structural ambidextrous
organizations require a strong leadership team that ensures overall alignment and organizational direction and that can
manage the tensions that arise between the different unit’s goals. For example, Benner & Tushman, 2003 explain how
direct control and high degrees of oversight act against exploratory activities while at the same time encourage
exploitative activities.

Service Dominant Logic
Service Dominant Logic (SD) views marketing is a “continuous learning process” aimed at developing and
refining a firm’s core competencies to better serve its customers (Vargo & Lusch, 2004). The “continuous learning”
is directed primarily at operant resources, which are dynamic and infinite. It is only by way of these operant resources
that traditional resources – wheat, oil, silica – themselves contain value (operand resources). That is, the wheat growing
in a field is not a resources, nor does it have any value, until it is acted upon in some fashion; the farmer who uses his
knowledge to wield his scythe in just the right way to gather the wheat, mill the wheat, and turn the wheat into bread
by virtue turns the raw wheat into a value proposition.
As explained by Vargo and Lusch (2004, p. 5), the Service Dominant Logic process is:
1.

Identify or develop core competences, the fundamental knowledge and skills of an economic entity that
represent potential competitive advantage.

2.

Identify other entities (potential customers) that could benefit from these competencies

3.

Cultivate relationships that involve the customers in developing customized, competitively compelling value
propositions to meet specific needs

4.

Gauge marketplace feedback by analyzing financial performance from exchange to learn how to improve the
firm’s offering to customers and improve firm performance

Operand and Operant Resources
A fundamental component of SDL is the distinction between operand and operant resources. Operand resources
are the materials or resources that are acted upon to produce an effect (Vargo & Lusch, 2004). Land, minerals, trees,
animals – these are examples of operand resources. Traditionally, the market has stressed the importance of these
operand resources, also known as a good-dominant logic view (Lusch et al., 2007), as things from which outputs are
produced (Vargo & Lusch, 2004). A goods-dominant logic views these operand resources and their outputs as the
“central components of exchange,” (Lusch et al., 2007, p. 6).
Operant resources are those resources that can act on other resources. They are the intangible skills, knowledge,
and competencies that are used to act upon and transform operand resources (and in some cases, other operant
resources) to produce effects (Peñaloza & Mish, 2011; Vargo & Lusch, 2004). Operant resources are most commonly
human, organizational, and relational, encompassing skills, routines, cultures, competences, and knowledge about
markets, competitors, and technology (Madhavaram & Hunt, 2008). In SD-L, operant resources are the fundamental
source of value, as value is derived in use, and not in exchange.

Hierarchy of Operant Resources
There is a hierarchy of operant resources, and as a firm moves up in the hierarchy, competitive advantage becomes
more sustainable (Madhavaram & Hunt, 2008). At the lowest level, examples of resources are the knowledge and
skills of individual employees. The middle level contains operant resources that combine two or more basic resources,
which have low levels of interactivity (Madhavaram & Hunt, 2008). Resources at the middle level can include
knowledge management competence, absorptive capacity, market knowledge competence, and technological
competence. At the highest level are resources that are highly interconnected and interactive. Examples of such
resources include organizational learning capability, knowledge creation capability, market-orientation and
innovativeness, and technological competence (Madhavaram & Hunt, 2008). Knowledge, and the management
thereof, is the true source of sustainable competitive advantage in SD-L (Lusch et al., 2007).
The ability to constantly refine these resources to adapt a firm’s core competencies to continuously deliver value
in response to consumer feedback is a central tenant of SD-L (Vargo & Lusch, 2004). A firm that can master the
ability to continually possess superior competencies is in a better position to maintain competitive advantage over
time (Lusch et al., 2007;
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Madhavaram & Hunt, 2008; Santos-Vijande, Ángel López-Sánchez, & Trespalacios, 2012; Teece, Pisano, &
Shuen, 1997). The highest order resources are thus dynamic capabilities (Teece et al., 1997; Zollo & Winter, 2002),
in that they enable a “firm to modify itself so as to continue to produce, efficiently and/or effectively, market offerings
for some market segment(s)” (Madhavaram & Hunt, 2008, p. 69). But simply having dynamic capabilities is not
sufficient; a firm must understand where such capabilities come from, and how to specifically organize themselves to
take advantage of such capabilities, or else they risk remaining vague (Eisenhardt & Martin, 2000).
To the first question, Zollo and Winter (2002) explain that “a dynamic capability is a learned and stable pattern
of collective activity through which the organization systematically generates and modifies is operating routines in
pursuit of improved effectiveness” (p. 340). Ambidexterity can provide guidance in answering the second question:
“Ambidexterity as a dynamic capability…facilitates new resource configurations that offer competitive advantage”
(O’Reilly & Tushman, 2008, p. 196). Ambidexterity involves a firm’s ability to search for new knowledge, bring that
new knowledge into the firm, and reconfigure assets to take advantage of it (Gupta, Smith, & Shalley, 2006; Raisch
& Birkinshaw, 2008). The ability to assimilate knowledge, learn, and make changes to a firm’s value propositions in
response to consumer feedback is a core element of SD-L (Vargo & Lusch, 2004). Depending on the nature of the
feedback and whether or not the changes required in a firm’s value proposition is incremental (exploitation) or radical
(exploration), managing feedback will differ. Hence, we have propositions one and two:
P1: Ambidexterity as a dynamic capability is a higher order, operant resource
P2: Ambidexterity aids in the learning process associated with SD-L by helping manage knowledge flows

Value Co-Creation, Integration, Collaboration, and Technology
Within Service Dominant Logic, value is not imbedded in the product itself, but rather in the way in which a
consumer uses that product (Vargo & Lusch, 2008). Value creation is intimately tied to the consumer, to the extent
that the customer is always a collaborator in value, and value is always co-created with the consumer (Lusch et al.,
2007). Collaborative competence is therefore viewed as fundamental for sustainable competitive advantage, as it
enables a firm to both comprehend knowledge from outside, and dynamically adjust to changing circumstances (Lusch
et al., 2007).
Ambidexterity facilitates collaboration and value co-creation in B2B firms through the use of interorganizational
relationships. The incompatibility described by March, (1991) between exploitation and exploration is largely driven
by the competition for scarce resources. As Gupta et al. (2006) note, however, resources need not always be scarce.
One way in which an organization can turn a resource from finite to infinite is by forming inter-organizational
relationships or alliances, and Inter-organizational relationships can increase the effects of ambidexterity itself. For
example, Park, Pavlou, & Saraf, (2014) found that there are two general configurations through which an organization
can attain and successfully manage ambidexterity. The first is through centralization and strong information
technology (IT) structures, and the second is through harnessing inter-firm collaborations.
Collaboration with customers inherently requires some form of communication mechanism. In fact, a leading
factor contributing to the shift of marketing towards SD-L is the improvement of communication mechanisms
themselves, specifically related to information technology (Lusch, Vargo, & Tanniru, 2010). Information Technology
growth in general will lead to a better acceptance of SD-L and expansion of service provisioning networks, in part
because IT will bring more efficient and cost effective modes of communication (Lusch et al., 2010). As IT becomes
more and more prevalent, firms will have increased opportunities for competitive advantage through innovative
collaboration (Lusch et al., 2007).
Communication and collaboration also play vital roles in ambidexterity. While structural ambidexterity is the
favorably viewed approach (Hughes, 2018), simply splitting units and functions for exploration and exploitation does
not create an ambidextrous organization, as ambidexterity is more than just the ability to pursue exploration and
exploitation activities (Raisch & Birkinshaw, 2008). These activities need to be coordinated and integrated with each
other at some level in order to get the maximum value out of both. Units cannot simply work alone and independently
there needs to be collective action and integration (Jansen, Tempelaar, Bosch, Science, et al., 2009).
Jansen et al. (2009) show how integration mechanisms mediate the relationship between structural differentiation
and ambidexterity. Integration is essential to innovation, and organizational performance is rooted in an organization’s
capacity for integration, particularly the ability to integrate knowledge both internal and external to the organization
(Iansiti & Clark, 1994). Integration mechanisms can operate both formally and informally at different levels of an
organization. For example, senior management integration impacts strategy formulation and resource allocation, while
well-developed integration mechanisms at more tactical levels of an organization can facilitate the transfer of
knowledge (Burgers, Jansen, Van Den Bosch, & Volberda, 2009). Structural ambidexterity and the separation of
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explorative and exploitative units require these areas to integrate and share knowledge, which is vital to an
organization’s success (Jansen, Tempelaar, Bosch, & Volberda, 2009).
Collaborative technologies facilitate, via electronic means, collaboration and integration between team members
working both locally and remotely, and act as a strategic knowledge management tool (Archer-Brown & Kietzmann,
2018; S. A. Brown et al., 2010). They cover a broad range of technologies which allow colleagues to communicate
and share information (Bertolotti, Mattarelli, Vignoli, & Macrì, 2015). Brown et al. (2010) describe collaborative
technologies as those which offer (1) “support for communication among participants, such as electronic
communication to augment or replace verbal communication; (2) information- processing support, such as
mathematical modeling or voting tools; and (3) support to help participants adopt and use the technology, such as
agenda tools or real-time training.” Information technology can also promote ambidextrous interorganizational
relationships in B2B firms (Im & Rai, 2013).
The introduction of collaborative technologies does not, however, automatically lead to greater collaboration
(Susman, Gray, Perry, & Blair, 2003). Such technologies need to be well matched to the task with appropriate support
provided to the users. When implemented effectively, collaborative technologies lead to increases in idea generation
among work groups and more a more satisfied user base (Dennis, Wixom, & Vandenberg, 2000). Examples of
collaborative technologies include email and instant messaging (IM). More recently, sets of cloud-based collaboration
tools have been making an appearance in organizations. One such tool is Vancouver, BC based “Slack.” Key features
of the Slack software platform include instant messaging, team organization, messaging in groups or channels, and
file sharing by channel, group, or to an individual.
Collaborative technologies thus form an integral part of SD-L in both facilitating knowledge acceptance from
outside the firm, and for allowing the firm to integrate knowledge between exploration and exploitation functions.
Hence, we have propositions three and four:
P3: Ambidexterity enables value co-creation to occur via collaborative technologies by activating the operant
resources resulting from firm-customer knowledge exchange
P4: Collaborative technologies become an operant resource by facilitating knowledge exchange between the
exploration and exploration units of an ambidextrous firm

Conclusion and Implications for Managers and Researchers
For managers, this paper offers a further understanding of what should be considered in a Service Dominant Logic
environment. This paper explains that adopting organizational ambidexterity will aid in managing the knowledge
necessary to continuously re-configure a firm’s value proposition. Ambidexterity can also be used as a way to cocreate with a firms’ customers and other stakeholders, specifically in B2B environments. Additionally, when looking
for ways to implement a customer co-creation strategy, managers should develop a comprehensive collaborative
technology strategy. Collaborative technologies will facilitate the transfer of knowledge to the organization, in
addition to facilitating intra-organizational knowledge sharing.
For researchers, there are several avenues for further exploration. As this is a conceptual piece, undertaking
empirical research will benefit our understanding of how both ambidexterity and collaborative technologies enhance
aspects of SD-L. How can interorganizational relationships function to enhance value co-creation? What type of
collaborative technology is especially conducive to value co-creation and knowledge sharing? Is there a difference
between the requirements of collaborative technologies used to communicate and with consumers (B2B/B2C) and
those that are used for inter-firm communications? Is contextual or structural ambidexterity more conducive to SDL?
Marketing is undergoing a fundamental shift. Once on the periphery of business and viewed as simply another
function, researchers are now realizing that marketing must encompass the entirety of firm activities (Vargo & Lusch,
2008). Service Dominant Logic relies on the effective management of knowledge gained through collaboration and
the co-creation of value with internal and external stakeholders.
Through four propositions, this paper contributes to the ongoing body of SD-L literature by aligning ambidexterity
underneath SD-L as a fundamental operant resource needed to manage knowledge and learning. As a dynamic
capability, ambidexterity provides a specific structure and process for a firm to continuously refine their value
propositions through the management of different types of knowledge – exploitation and exploration. Ambidexterity
also allows a firm to manage collaboration and value co-creation with customers through the use of interorganizational
relationships.
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The growth in information technology will accelerate the adoption of SD-L (Lusch et al., 2010). Collaborative
technologies will aid in this acceleration as they will provide firms with more cost- effective ways to co-create with
consumers and other stakeholders. This paper provides a theoretical grounding of how collaborative technologies will
interact with SD-L: by being a conduit of new knowledge from outside the firm, and by facilitating the integration and
knowledge sharing of exploration and exploitation functions.
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A Brand Audit Project with a Twist
Kesha K. Coker, Ball State University, USA
In a product management course, students work in groups to complete a brand audit project (BAP) on a realworld brand. The twist – students choose brands from Interbrand’s list of top 100 global brands
(http://interbrand.com/best-brands/best-global-brands) that have declined in brand value over the previous year of the
Interbrand report. The project comprises four assignments, which form a complete brand audit. This structure allows
students to learn-as-they-go as they work toward their final BAP Presentation of their brand audit.

The Illusion of Immunity to Confirmation Bias
Lora Mitchell Harding, Belmont University, USA
People are biased to process information in a way that confirms their expectations or previously-held beliefs. This
tendency is particularly problematic for marketing researchers whose role is to objectively collect, analyze, and
interpret information as well as communicate that information to clients with their own pre-existing beliefs. To
illustrate the presence and perils of confirmation bias, students are shown one of two prime images followed by an
optical illusion that can be interpreted in two ways. Students’ initial interpretations of the optical illusion serve as a
cautionary demonstration that people are indeed biased to see what they expect to see.

Superpower Presentations: A Novel and Equitable
Way to Assign Groups
Charles Drehmer, DePaul University, USA
In many classes, groups are formed by letting students self-select or counting off. The first option often results in
students selecting their friends or people sitting near them. Counting off can leave students feeling powerless and at
risk of getting “stuck” with challenging teammates. Superpower Presentations offers a solution by having students
deliver a 1:30 presentation with three parts: introduction; why you would be a good teammate; and state your
superpower as analytics, research, presenting or project management. Students then complete a survey with three
preferred team members. The instructor then assigns final well-rounded teams using the survey results.

Comic Connections: Making New “Funny” Friends
Barbara Wooldridge, The University of Texas at Tyler, USA
How do we get students involved in ice breakers and not just meeting the students adjacent to them? The answer
is Comic Connections. Find 3 to 4-panel comic strips and photocopy. Write a question on the back of each strip. Cut
the strips into individual panels, so there is one for each student. On the first day of class, combine all the panels in a
hat and distribute. Have the students find the other matching panels, answer the question, and watch the fun begin.
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Expanding Creativity in the Advertising Classroom
Anna McCoy, University of Central Missouri, USA
Creativity and innovation are key ingredients to remarkable advertising campaigns. One of the largest barriers to
unleashing our student’s creativity is their fear of looking foolish and being rejected. This assignment is designed to
reduce the fear of rejection that often halts creativity in advertising. Groups of four or five students collaborate to
produce a commercial for an instructor-provided, outlandish product. The students write a creative brief and film and
edit the commercial in Adobe Premiere. This builds group unity, alleviates their fear of rejection, and develops a better
understanding of the mechanics of commercials.

University Sporting Event Extra Credit Opportunity
for Marketing Courses
James Blair, Eastern Kentucky University, USA
Students often seek out extra credit opportunities over the semester. This extra credit assignment provides students
an opportunity to apply the 4 P’s of marketing to a sporting event at their university and allows them to feel like a part
of the campus community.

Student-Run, Faculty-Advised Digital Marketing
Agency
Deborah Goldring, Stetson University, USA
Green Light Agency (GLA) is the brand name for a student-run, faculty-advised digital marketing consultancy.
GLA offers undergraduates the experience of managing clients and marketing campaigns focused on digital marketing
and analytics, while also getting class credit. The agency serves three purposes: attracting high school recruits with a
signature program, satisfying current student demand for hands-on experiences, and addressing the unmet needs of
several university programs and centers for promotion and branding. GLA services include: (1) social media campaign
management, audits, and strategic plans (2) e-mail marketing management (3) content creation, and (4) web site and
social media analytics.
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Summary Brief

Building Trust: A Content Analysis of B2B Mission
Statements
Kristin Matheson, Luleå University of Technology, Sweden
Emily Treen, Simon Fraser University, Canada
Sarah Lord Ferguson, Simon Fraser University, Canada
Mission statements are often used as a marketing and communications tool. In order for marketing initiatives to
resonate with stakeholders, brand authenticity theory notes that the messaging must be genuine. In B2B industries,
trust is especially important as relationship management is key to long term success. The aim of this study is to
determine how convincing mission statements of B2B companies are based on the language employed.

Introduction
Throughout history, consumers have longed for authentic offerings, such as traditional food and travel
experiences, art or luxury products; however, authenticity has not been extensively researched within the marketing
discipline (Grayson and Martinec 2004). While brand authenticity theory is in its infancy, recent empirical research
supports the notion that brand authenticity leads to consumer trust and is a key factor of an effective marketing strategy
(Schallehn, Burmann and Riley 2014). In B2B industries, trust is particularly important as relationship management
is paramount for long term success. In order to build trust and lasting relationships in a B2B context, how and what
organizations communicate to their customers plays an important role in organizational success (Anderson, Narus and
van Rossum 2006). While mission statements have been used by public companies for some time as part of their
strategic planning process (Keller 1983; Pearce and Robinson 1991); they are also an important marketing and
communications tool among organizations as they demonstrate a firm’s identity, position it within the marketplace
and frame its future direction (Hartley 2002; Palmer and Short 2008).
This study begins with a review of the literature around authenticity and mission statements. It proceeds to
evaluate mission statements of financially successful B2B companies. It then follows with a discussion of the findings,
as well as a review of the limitations and areas for future research.

Mission Statements that Resonate
Mission statements provide brief accounts of a company’s reason for existence and guidance for its future
direction, they are a strategic base (Hill and Jones 2008). Jones (1960) was one of the initial researchers to comment
on the impact mission statements can have on a company. Since then, researchers have analyzed the content of mission
statements for a variety of organizations; however, there is disagreement around whether or not mission statements
have an impact on organizational success. Some of the concerns around the potential impacts of mission statements
comes from the language that is often used. Davies and Glaister (1997, 481) state that: “While there seem to be many
advantages, mission statements' value has been questioned by pointing out the use of rhetorical and unconvincing
language. Undoubtedly, to be effective they do need genuinely to convey the vision of the organization...”
Genuine and authentic statements sit well with consumers and are an appealing differentiator (Grayson and
Martinec 2004; Rose and Wood 2005). Sattari, Pitt and Caruana (2011) found that not only are mission statements
ubiquitous, but that they are unreadable and incomprehensible. Based on their assessment, transparency is negated as
stakeholders would require at a minimum an undergraduate degree to fully understand the messages being
communicated in organizational mission statements. In an era of increasing mistrust among the public of large
companies, Craiga, Ngondoa, and Flynnb (2016) analyzed mission statements in terms of transparency from a public
relations perspective which focuses on trust and openness. The authors found that while 73.1% of mission statements
in their sample contained transparency related values such as excellence, values such as accountability that could
sustain cynics were largely lacking. Despite the importance of building brand credibility and trust, authenticity has
not been extensively researched in the academic marketing discipline (Athwal and Harris 2018). Schallehn, Burmann
and Riley (2014, 194) define an authentic brand as one that “is clear about what it stands for. It is a brand which
positions itself from the inside out versus one that panders to the latest trend.”
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This study aims to answer the following research questions, in a B2B environment where relationship
management and trust are key, are the mission statements of financially successful companies authentic? And, are
there differences in the language used across industries and revenue size?

Methodology
The mission statements of the 2018 Fortune 500 companies were gathered from the Company Statements and
Slogans (2018) website. From there, non B2B firms were omitted. The final sample included the mission statements
from 99 American based B2B companies. The statements were analyzed using the LIWC2015 content analysis
software. LIWC stands for Linguistic Inquiry and Word Count (LIWC). The results from the analysis consists of the
following four variables: Analytical Thinking (Analytic), Clout, Authenticity, and Emotional Tone (Tone).

Analysis
In order to answer each research question, the analysis and results are broken down in to three phases. Phase 1
looks at the overall sample of the 99 B2B companies to determine the type of language and tone used across financially
successful B2B organizations. Phase 2 uses a K-means cluster analysis to break the sample down into relatively
homogenous groups to help identify organizations that are similar based on the language used in their mission
statements. Lastly, in Phase 3 the companies in each cluster will be analyzed based on their industry and revenue to
uncover if additional similarities are also present.

Conclusion
Preliminary results show that the level of Authenticity is well below average; however, overall the statements
tended to be logical, confident and positive. It was also noted that the more analytic a statement was, the less leadership
it exhibited.
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Summary Brief

Does Endorser Gender Matter in Business-to-Business
Advertising
Bruce A. Huhmann, Virginia Commonwealth University, USA
Mayoor Mohan, Virginia Commonwealth University, USA
Jodie L. Ferguson, Virginia Commonwealth University, USA
Two empirical studies explore gender effects in business-to-business (B2B) advertising. Study 1, an eye-tracking
study of business managers, reveals that participants in a business equipment purchasing context spend less time
viewing an advertisement when it features a female endorser along with the product than no endorser, just the product.
Study 2 was an experiment that presented a second sample of business professionals with an industrial shredder ad
for a product featuring a male brand name and either a male or female endorser. Greater endorser-brand fit enhanced
utilitarian, but not hedonic brand attitudes.

Introduction
Researchers have frequently examined gender effects in business-to-consumer (B2C) advertising (e.g., Grau and
Zotos 2016; Huhmann and Limbu 2016; Kolbe and Albanese 1996; Luoh and Lo 2012). However, a dearth of research
is noticeable in the B2B advertising literature regarding the effects of model/endorser gender on advertising response
(Swani, Brown, and Mudambi in press). This is partly because B2B advertising response was assumed to be based
upon the functional attributes and benefits of the advertised offering, and not on advertising execution elements
(Easton and Toner 1983).
However, this mindset is changing as scholars now accept that B2B buying frameworks are influenced as much
by non-utilitarian (i.e., subjective and affective) factors associated with the offering under consideration as they are
by objective factors (Ferguson, Brown, and Johnston 2017; Mohan et al. 2018). The increased focus on gender
portrayal in B2B advertising is partially attributable to changing societal and cultural dynamics such as those reflected
in the #MeToo movement. In fact, Karen Walker, Cisco’s Chief Marketing Officer, was quoted as saying “We have a
responsibility to this next generation to end the stereotypes perpetuated by the current state of advertising” while
talking about the portrayal of women in B2B advertising. Thus, the following question drives the current research:
RQ1: Does gender influence B2B advertising viewing and processing behavior?

Study 1
Study 1 investigates how business managers differ in their B2B ad viewing and processing behaviors in the
context of endorser gender effects, while also considering the gender of the recipient (i.e., the business manager). The
authors conducted an eye-tracking study with a between-subjects experimental design. The stimuli included three
versions of a B2B industrial shredder print advertisement (i.e., with a male model, with a female model, and one with
no image of a person). All advertisements featured the same image of the product in an office setting as well as
identical headlines and copy. Dependent measures included eye fixations (i.e., attention) and an objective aided recall
scale.
The eye-tracking results indicate that the advertising copy was where participants spent the most time looking at
the ad, which is consistent with the high-involvement business equipment purchasing context given to participants.
Also, for the most part, the flow of attention went from top to bottom right-handed corner, in line with typical reading
behaviors. There were few differences in behavior and aided recall amongst the three versions of the advertisement.
Likewise, limited differences were found between male and female participants in the sample, aside from the fact that
female study participants did spend more time fixating on the brand mark than men in both the male and female ad
conditions. Analysis of variance and Fisher’s least significant difference (LSD) multiple-comparison tests confirm
that product-image attention was less when the product image was shown with a female endorser than no endorser,
which may indicate that the female endorser distracted viewers from the product. This effect did not differ by ad
recipient gender.
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Study 2
Study 2 tested the mediating effect of perceived endorser-brand fit on the endorser gender–brand attitude
relationship. Again, this experiment was conducted with a sample of business professionals. Study 2 compared two
ad stimuli conditions: one featuring a female model and one featuring a male model. The ad stimuli were identical in
all other aspects. Participants in Study 2 completed measures of endorser-brand fit and hedonic/utilitarian attitudes
towards the brand.
Study 2’s results suggest that endorser-brand fit does not influence hedonic attitude towards the brand in a B2B
ad, although greater fit does encourage more positive utilitarian attitude towards the brand. The lack of effect on
hedonic attitudes and the confirmed effect on utilitarian attitudes suggests that endorser-brand fit, at least in the case
of B2B offerings, can lead to brands being viewed as more functional and effective.

Discussion and Conclusion
The current research revealed that B2B professionals exhibit fairly consistent viewing behavior toward
advertisement in a business purchasing situation regardless of the gender of the advertising viewer. Also, B2B
professionals who were able to perceive a fit between the offering and the endorser based on gender had better attitudes
toward the brand. In fact, the overall positive evaluation of the brand was specific to how respondents viewed the
brand as functional and effective. This is a key factor in B2B purchase decision making, in which performance and
related factors can outweigh softer attributes such as brand reputation or the polished look of a well-executed ad.
Establishing good endorser-brand fit on the basis of gender is imperative to strategies that account for gender effects
in B2B advertising. This does not, however, mean that advertisers should only adopt advertising strategies that simply
facilitate obsolete gender stereotypes. Unfortunately, B2B advertising has long been criticized as reinforcing sexist
gender stereotypes (Reese, Whipple, and Courtney 1987). Likewise, an ideal endorser-brand fit need not be malemale or female-female matches, as receivers may perceive good fit in atypical combinations.
Thus, practitioners should regularly conduct marketing research to ascertain how customers perceive their
branded offerings and engage in campaign concept testing to understand how messages will be perceived in the
market. This initial study of endorser gender effects in B2B advertising reveals an area of inquiry in which much
remains to be learned.
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Summary Brief

Celebrity Scandals: A Cross-Cultural Examination of
Negative News and Transgenderism in Source
Credibility
Jianping Huang, Jacksonville State University, USA
Introduction
Though using a celebrity as product endorsers can lead to successful outcomes, it can also bring in threat to the
brand and companies, as news of celebrity scandals travels fast in today’s interconnected world. For example, Chinese
mainland actress Fan Bingbing was convicted for tax evasion in 2018 and ordered to pay $1.5 billion in restitution,
American athlete Tiger Woods was caught cheating.
The negative publicity on celebrities can spillover on their endorsed brand, thus affecting celebrity trustworthiness
and consumer attitudes towards the brand (Money, Shimp and Sakanok 2006; Bailey 2007; Zhou and Whitla 2013;
Yoon and Shin2017; Wang and Scheinbaum 2018). Moreover, celebrity scandals produce augmented attitudes in a
cross-cultural environment due to the different value systems. For example, Korean customers response to female
advertising endorsers’ sexual information more negatively than to male endorsers (Choi, Kim and Kim 2018);
however, this finding contradicts research on American customers, which suggests that female candidates receive
significantly higher attractiveness scores than male candidates in the event of sexual scandals (Carlson, Ganiel, and
Hyde 2000).
This phenomenon and past research raise a question: do consumers react differently due to the perceived
magnitude of celebrity negativity? If Asian customers have negative perceptions regarding sexual scandals, will
Anglo-American customers have negative perceptions regarding non-sexual scandals?
Thus, through a cross-cultural analysis and an application of construal theory, this paper examines the effects of
celebrity endorsers on attitudes toward the sponsored brand when those celebrities are considered to have violated a
law or a moral norm. Specifically, we (1) examine the validity of source credibility scale in Chinese culture, (2) test
the 3-way interaction of perceived magnitude of negativity (sexual indiscretions vs. legal infraction), cultural
difference (Asia vs. West), and impact of celebrity gender (male vs. female vs. transgender) on consumers’ brand
attitudes.

Conceptual Background and Hypotheses
Source Credibility of Celebrity
Source credibility refers to an endorser’s positive characteristics affect the acceptance of a message. It is generally
measured by three dimensions: attractiveness, expertise, and trustworthiness (Ohanian 1990; Wang and Scheinbaum
2018). Using celebrity endorsers who are more attractive, trustworthy, and possess greater perceived expertise is more
persuasive in an advertisement. The meaning transfer model suggests that the celebrity scandal will affect consumers’
perception of source credibility of the celebrity as well as that of their endorsed brands. Negative celebrity news can
reduce a celebrity's perceived attractiveness, trustworthiness, and credibility (Thwaites, Lowe, and Lien 2012; Choi,
Kim and Kim 2018). The negative attitude towards celebrity transfers to the endorsed brand and product (Fleck et al.
2012; Wang and Scheinbaum 2018).
Scholars use attribution theory to explain negative celebrity effects. In particular, negative information is
considered to have a strong impact because it stands out more than positive information (Weinberger, Allen and Dillon
1981; Yoon and Shin 2017). Researchers generally conclude that negative information has a greater impact than
positive information on attitudes toward products (Klebba and Unger 1983), and the magnitude of the negativity of a
celebrity scandal has a different level of impact on the associated brand (Till and shimp 1998; Yoon and Shin 2017).
Consequently, consumer attitudes toward the celebrity and purchase intention towards the brand will be different
based on the type of scandal.
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The Magnitude of Perceived Scandal
Both researchers and practitioners tried very hard to find out why some celebrities seem to be irreparably damaged
by scandals whereas others seem able to bounce back relatively unscratched (Wojciszke et al 1993; Funk 1996; Yoon
and Shin 2017; Wang and Scheinbaum 2018). For example, Kellogg’s dropped the Olympic swimmer, Michael
Phelps; whereas Speedo kept him after he was involved in a marijuana scandal. Practitioners believe personal scandals
bring little damage to the product performance credibility that Phelps brought to sports brands. However, the story
totally changes when a company such as Kellogg’s uses Phelps’s general credibility and image. Moreover, some
scholars find that the gender and character traits of the celebrity and the nation of customers serve as important
influencers. For example, Korean consumers judge sex scandals of female endorsers more negatively than those of
male endorsers (Choi, Kim and Kim 2018). Other scholars think the perceived magnitude of scandal plays a more
critical role. For example, consumers appear to judge sports stars’ moral failures (sex scandals) more harshly than
competence (performance) failures, but less harshly than legal failures (drugs abuse, tax evasion) (Wojciszke et al
1993; Yoon and Shin 2017; Choi, Kim and Kim 2018).
Scandals can be divided into three categories: moral violations, legal violations, and incompetence (Funk 1996;
Wojciszke et al 1998; Woessner 2005; Yoon and Shin 2017). Moral violations include inappropriate behaviors or
irresponsible actions that conflict with established ethical beliefs; legal violations include legal infraction, crimes, and
civil wrongs that fail to abide by existing laws; incompetence involves the failure to meet performance standards
(Wojciszke et al 1998; Yoon and Shin 2017). In business practice, when companies select a celebrity endorser, they
have a variety of sources, including actors, musicians, models, and athletes. People perceive celebrity image based on
the accumulated career portfolio rather than each individual performance. Moreover, perceived incompetence may be
due to a team fault rather than the celebrity’s error. In this study, to avoid the confounding effects associated with
incompetence, we examine celebrity scandal effects in two situations: sexual indiscretions vs. legal infraction.
Celebrities receive different magnitudes of negative publicity based on the type of scandal. For example, whether
a scandal involves sexual indiscretion such as marital infidelity, or legal infraction such as drug use or tax evasion
(Woessner 2005). Both situations can lead consumers to change their perception of celebrity credibility, including
perceived attractiveness and trustworthiness. For example, Funk conducted an experiment about scandal and character
traits. She divided scandal into two types: legal (financial) or moral (sex), and found that legal scandals had a more
negative impact on political candidates than did moral scandals (Funk 1996). In 2000, a collaborative study suggested
a similar result that candidates perceived lower character scores in the presence of a legal infraction than that of a
sexual scandal (Hyde 2000). However, these two types of scandals have not been paired in a celebrity endorsement
setting. While sexual scandals and legal infractions differ, they both involve personal rather than professional (team)
behavior.
Based on this theoretical background and literature review, we hypothesize that sexual indiscretions will impact
consumer perception of celebrity credibility and purchase intention less so than legal infractions. Therefore, the
following hypotheses are proposed:
H1: Celebrity will receive lower source credibility score when involved in a legal infraction versus sexual
indiscretions.
H2: Consumers who are exposed to scandals of sexual indiscretion will have higher purchase intention toward
the endorsed brand than those who are exposed to scandals of legal infraction.

The Moderating Role of Cultural Difference on Endorsement Effect
Construal Theory
Evaluating endorser behavior can be very different across cultural value systems. A particular misbehavior may
be accepted or tolerated in one culture but harshly condemned and criticized in another (Choi, Kim and Kim 2018).
Construal theory suggests that a different cultural value system will lead to different self-concepts. Independent selfconcept emphasizes personal goals, desires, personality, and achievements, whereas the interdependent self-concept
emphasizes social relationships, family, friends, and other organizations (Tsui and Farh 1997; Sirgy, 2015).
Independent self-concept tends to be individualistic, egocentric, and autonomous, such as some Anglo-American
cultures, whereas the interdependent self-concept tends to be collectivistic, socio-centric and relationship-oriented,
such as most Asian cultures (Hofstede 1980; Markus and Kitayama 1991; Elliott and Coker 2008; Roy and Mishra
2018). These two types of self-concepts differ in the relation of product preference and purchase intention, which can
be a function of self-congruity and ideal self-congruity (Sirgy 2015).
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Self-Congruity Theory
Self-congruity theory suggests consumers prefer brands that match their self-concepts (Sirgy 1985; Sirgy 2015).
When a celebrity is chosen to endorse a product or brand, it is largely believed that the celebrity’s personality matches
the brand image, in hopes that the celebrity’s positive characteristics can shift to brand personalities. Meanwhile,
negative celebrity publicity can spill over to a brand image as well. Therefore, when consumers chose a brand that
aims to express their feelings and belief towards family, friends, and society, the self-congruity can be crushed after
an immoral sexual indiscretion of the celebrity endorser went to public. This previous self-congruity and later
incongruity probably explained why Kellogg’s dropped Phelps but Speedo did not, and AT&T dropped Tiger Woods
but Nike did not. Interdependent self-concept is popular in many Asian cultures with roots in Confucianism. These
cultures are predominantly collectivist in nature, emphasizing attending to others, fitting in, and harmonious
interdependence with others. In contrast, independent self-concept is largely approved in most Anglo-American
cultural, where consumers tend to seek to maintain individual independence from others; therefore, they focus on
attending to the self and discovering and expressing their unique inner traits and desire.
Therefore, we hypothesize an interaction between different types of negative scandals and cultural differences in
the relation of brand attitude. Some researchers found that Korean customers (interdependent self-concept)
demonstrated more sexual conservatism than American customers (independent self-concept); in other words, sexual
scandals of endorsers were negatively perceived in Korea but not in the U.S. As an effect, sexual scandals produced a
significantly more negative impact on celebrity’s evaluation among eastern customers than in the western customers
(Choi, Kim and Kim 2018).
Based on the notion of construal theory and self-congruity theory, we expect scandals of sexual indiscretion to
carry more weight in an interdependent self-concept culture as epitomized by China; and scandals of legal infraction
to carry more weight in an independent self-concept culture as epitomized by America (Woessner 2005; Jiang,
Lambert, and Wang 2007).
H3: When exposed to sexual indiscretion about an endorser, source credibility perception among Chinese
(interdependent self-concept) consumers will be less favorable than among American (independent selfconcept) consumers.
H4: When exposed to sexual indiscretion about an endorser, the attitude toward the endorsed brand will be less
favorable in Chinese consumers than those from American consumers.

The Moderating Role of Gender on Endorsement Effect
“Call me Caitlyn” vs. “Jin Xing Show”
Transgender individual has become an increasingly popular topic in social media. In 2015, Vanity Fair released
an article with the captioned “Call me Caitlyn,” consolidating “all-American hero” and “world’s greatest male athlete”
Caitlyn Jenner’s female aesthetic and gender surgical transformations as visible, tangible, and public (Bissinger,
2015). Immediately, Jenner gained up to 2.37 followers on Twitter, breaking President Obama’s Twitter record. She
offered counsel to young people struggling with gender identity at the LGBT Youth Center. She also hosted the first
New York LGBT Pride event in New York and received Arthur Ashe Courage Award at the ESPY Award after she
was finally free to become a woman - her inner-self.
As western celebrities such as Caitlyn Jenner, Carmen Carrera, and British reality television star Nadia Almada
openly talked about their sex changes in the media, many Chinese transgender individuals stepped into the limelight.
According to media estimation, there are nearly 400,000 transgender people in mainland China (Jiang et al 2014). The
only openly transgender mainstream celebrity is Jin Xing, a dancer, and actress, who hosts her own popular talk show.
Xing has more than 6,000,000 followers on Weibo, the most popular social media platform in China (Jiang et al 2014).
She was nominated on the BBC “100 Woman” list in 2018 but has been constantly suffered social and employment
discrimination on her journey. Because of her transgender status, even her adopted children are belittled at elementary
school by their peers, a situation she famously addressed at the World Economic Forum in stating “It is not fair, and
I don’t accept that!” (Zhao 2018).
Male, Female, Transgender, and Cultural
Gender discrimination in the workplace, home, and school has been a global phenomenon for over a century, but
it receives different treatments in different cultures. In Europe and the Americas, many countries recognize a third
gender by law. For instance, The Sex Discrimination Act or Gender Law made it illegal to discriminate on the grounds
of anatomical sex in employment, education, healthcare and the provision of housing, goods, facilities, and services.
Moreover, western females are much more financially and spiritually independent than Asian females. Their personal
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goals, desires, personality, and achievements are far more respected by society, and their decisions are usually
understood and supported by their family and friends.
However, throughout Asian history, especially in China and India, women’s place was indeed at home. Foot
binding was practiced on women to limit their mobility from the 10th Century until the early 20th Century. Moreover,
traditional Confucian codes of sexual morality are stricter for women (Cheng 2005; Lee et al, 2010; Choi, Kim, and
Kim 2017). The gender role of women is to serve men. Women dependent on their men, therefore, are largely restricted
to the home. Furthermore, females in Confucian society have been required to be extremely more sexually virtuous
and pure than men in order to keep the family social status (Cheng 2005, Choi, Kim, and Kim 2017).
In addition, transgender youth face more challenges in Confucian society as Chinese government law doesn’t
recognize gender change until age 20. Transgender individuals in Asia face huge discrimination in access to a public
place such as restaurants, cinemas, shops, malls, and public toilets. Non-social recognition with non-protection by law
leave them extremely vulnerable and sensitive to negative news, harassment, violence, and sexual assault in public
spaces, at home and in the media.
Based on how gender discrimination was treated in different cultures, we expected that an endorser has a different
impact on Chinese consumers depending on the endorser’s gender: male, female, or transgender. We suggest that
Chinese customers are more lenient, merciful, and tolerant towards male celebrities than female and transgender
celebrities when that celebrity is involved in a sexual indiscretion.
H5: When exposed to sexual indiscretions about an endorser, Chinese consumers will evaluate a male endorser
with a higher source credibility than
(a) a female one;
(b) a transgender one.
H6: Selecting a male celebrity in advertising can mitigate the negative scandal spillover effect on brand attitude
than selecting
(a) a female one;
(b) a transgender one.
H7: Selecting a male celebrity in advertising can mitigate the negative scandal spillover effect on purchase
intention than selecting
(a) a female one;
(b) a transgender one.

Discussion
After a scandal of a celebrity endorser goes to public, what should a company do with its advertising decisions?
For example, should this company drop this celebrity as an endorser just like Kellogg’s dropped Phelps, or should this
company keep this celebrity just like Speedo kept Phelps after the marijuana scandal? Moreover, does the gender of
the celebrity play a role when we make this type of decision? Does a culture where customers live matter? Does the
type of scandal relevant to decision making? This paper offers its own unique contributions to address these questions.
First, this paper finds that Consumers perceive a higher magnitude of negativity on purchase intention when a
celebrity violated law than violated social norms. This finding should alert some marketers who prefer the most
expensive celebrity (most popular) to the best match one. A celebrity may reveal a scandal to the media on purpose,
in order to keep their media exposure, thus keeping their popularity. However, this research shows that even though a
celebrity can still be perceived as attractive and expertise, but scandal indeed hurts consumer purchase intention
unconsciously.
The finding also suggests that scandals that involve a sexual indiscretion cause more damage to consumer brand
attitudes than scandals involving a violation of laws among Chinese customers.
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Summary Brief

What Exactly Do They Visualize in Radio Ads? A
Study of Young American and British Audiences
Alexander Muk, Texas State University, USA
Christina Chung, Ramapo College of New Jersey, USA
Radio, a traditional ad medium, still plays an important role in the advertising media mix. It has long been
recognized that radio ads have the capabilities of evoking imagery in listeners’ minds but recent radio research still
focus on recall and recognition aspects of radio commercials. There is very little research investigates the cognitive
process involved especially in visualizing the radio ad content. The present research is to revisit the notion of “theatre
of the mind” and to reexamine what American and British listeners would visualize in radio ads.

Introduction
Past studies show that radio commercials could communicate advertising messages on first hearing and listeners
are able to recall some advertising content. Muk (2000) suggests that when listeners engage with the ad messages
cognitively, imagery might occur in their minds. Radio listeners build their own mental pictures while processing
radio commercials that are substantive, attention-getting, distinctive and clever (Aubury 1994). A study by Miller and
Marks (1997) suggests that conceptualization of imagery is a characteristic of the advertising message. Empirical
research shows that radio ads may elicit imagery in listeners’ minds but does not explain what exactly do listeners
visualize (Bolls 2002, Babin and Burns 1998, Miller and Marks 1997). This suggests that there is a gap in radio
advertising research on understanding to what extent visualization of radio ads is likely to take place and how vivid
the evoked imagery is. Consumers visualize the radio commercial could be a function of familiarity with the brand or
because of previous exposure to the ad on television (Aubury 1994). While recognizing a role for these factors which
may be termed "prior to the encounter", the present study suggests that it is worth investigating execution elements
within radio ads which may have direct effects on eliciting visual thinking. Furthermore, how closely are the evoked
images linked to the advertised brand? The aim of this study is to find out whether young American and British
listeners (18-34 year-olds) visualize radio ads when processing them, and how vivid and detailed is the visualization
and, further, to understand the contribution of various stimuli contained within the ads to this process.

Literature Review
Mental images are defined as mental experiences that are closely related to actual perceptual occurrences (Atwood
1989). For example, when one actively imagines sights, sounds or any other perceptual events, one may be said to be
experiencing mental imagery. Imagery cues are external stimuli such as pictures, words and sound that act as a cue to
elicit the internal imagery process (Atwood 1989). Using sound as an imagery cue to elicit visualization in listeners'
minds presents support for this study. As imagery activity is accompanied by a positive emotional reaction, attitude
toward the ad improves (Miller and Marks 1992). Since imagery processing is being viewed as a continuum from faint
to rich, the present study is to investigate the degree of visualization taking place, i.e., clarity, intensity and uniqueness
of images (Bone and Ellen 1992). Imagery processing is a cognitive process that requires the act of creating and
maintaining mental images in one’s memory (Bone and Ellen 1992). Motivation is equally important as motivation
influences two dimensions of processing: direction of attention and intensity of processing (MacInnis and Jaworski
1989). In this study motivation and involvement are regarded as entry points of visualizing radio commercials and
both are vital components of how respondents process the ad message in this study. Imagery elaboration is the
activation of stored information in the production of mental images which goes beyond what is provoked by the stimuli
(Babin and Burns 1998). It is a construction process that advertising audience may make up more of what is being
imagined (MacInnis and Jaworski 1989). The extent of imagery elaboration and its direction is part of the
investigation.

Conclusion
The results reveal that when one is highly involved in visualizing a radio commercial, one would derive enjoyment
in the consumption process (Holbrook and Hirschman, 1982), which may result in evoking more vivid imagery. A
kind of virtuous cycle becomes evident with respondents being more prepared to engage in something they are
enjoying and so the enjoyment level rises further. Two types of elaboration are discovered in this study: the first where
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“relevant” evoked imagery is being elaborated beyond the context of the radio ads by the respondents; the second
where images conjured up in their minds are 'unrelated' to the context of the stimuli. These findings are consistent
with Babin and Burn's (1998) imagery elaboration theory and MacInnis and Jaworski's (1989) message-irrelevant
elaboration theory. Results also show respondents adopting role-taking elaboration (Bone and Ellen, 1992) by seeing
themselves in situations that are being sketched in the ads. More vivid visualization meant respondents are adding
more personal meaning to the evoked imagery; this in turn might well lead to better memory storage of the ad. So, the
more the ad stimuli generate additional meaning, the more vivid and memorable the experience is. Some elicited
imagery is not strongly related to the content of the radio ad. In part, this is because the imagery evoked is associated
with some past or even possible future event. In the case where the elaborations are off cue, the respondents tend to
focus on one part of the radio ad that allows certain familiar scenario presented in the ads to trigger thoughts salient
for them. Interestingly, whether imagery elaborations are either on cue or irrelevant to the ad's content do not affect
the vividness of the elicited visualization; this suggests that advertisers' objectives should be more about creating oncue imagery than maximum imagery. As British radio commercials are used as stimuli in this study, a few American
respondents do have some difficulty in making sense of the ad messages because of the accent or the tone of voice
presented in the ads.
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The Application of Analytics to Scarcity Marketing:
The Case of Abalone
Dennis F.X. Mathaisel, Babson College, USA
Clare L. Comm, University of Massachusetts, USA
Can analytics influence the market for scarce products and services? This paper reports on how interactive
visualizations and analytic models can aid scarcity marketing. The case is abalone, which is a specialty product
because it is endangered, and its relatively high-cost is targeted to a very concentrated group of consumers. The
uniqueness of abalone is that it gets better and more valuable with age. But, it is difficult to tell the age, because its
size depends on food supply, environmental conditions, and predators. In this paper, we consider the problem of
estimating the age of abalone given its physical characteristics. This problem is of interest since abalone age
estimation can be time consuming and destructive. If an analytic solution proves to be reliable and accurate, it can
be of great value to those marketing similar scarce resources.

Introduction
An excellent example of a product that has scarcity characteristics is abalone. Abalone can be naturally found on
most continents; fertility is very high; and they give birth at a young age. So, why are they very scarce? Two reasons:
mortality rates for larvae and juveniles are high because of the number of predators; and, environmental factors,
including climate change, are creating barriers to their development. Thus, wild abalone is an endangered and
relatively high-cost natural species. The only substitute is farm raised. Recently, the weakening economy and trade
between the United States and China are having an impact on its demand with weak supplies and high prices, so
consumer resistance is occurring (Josupeit et al. 2019).

Literature Review
Scarcity marketing uses fear of shortage to sell more products and to cause consumers to feel that products are
more precious. It follows the principle that people want what is difficult to obtain. It results from “demand side
scarcity”. It can be positive for consumers if the company provides information on how much stock of the product is
available or on order: for example, Amazon. On the other hand, scarcity can be harmful and can decrease sales if the
product/service is not marketed correctly. Google was introduced in 2011 to consumers by invitation only. A few
million people with invitations quickly joined in two weeks. Just a few months later, it was so sought-after by
consumers that Google offered more accounts: over 400 million people joined (Bernazzani 2017). This made it much
easier for them to compete with other social networks. Spacey (2016) states that the characteristics of scarcity
marketing include high prices and limited production, which occur with rare objects like precious jewels or metals. In
general, the literature on consumer behavior has treated scarcity as an attribute from which a consumer infers other
attributes, such as price. Further, marketing research has repeatedly found that scarcity affects consumers’ positive
perceptions of goods by enhancing their attractiveness and desirability (Lynn and Bogert 1996).

The Role of Analytics in Marketing Abalone
The uniqueness of abalone is that it gets better and more expensive with age, like fine wines. Many consumers
may remember the success of the Paul Masson Winery in targeting a higher-end market with its advertising campaign
when Orson Welles said “We will sell no wine before its time.” As abalone ages, its larger size means more soughtafter meat, and its larger shell becomes more precious for jewellery and crafts. Farming it is very capital intensive. It
is very difficult to tell the age, because its size depends on food supply, environmental conditions, and predators. The
only accurate measure of age is to harvest it, cut into its shell, and measure the number of its rings, like a tree. Can
analytics assist with this marketing dilemma? In this paper, we consider the problem of estimating the age of abalone
from its characteristics. If an analytic solution proves to be reliable and accurate, it can be of tremendous value to
those marketing abalone and other scare products. The paper uses a dataset from a biological study of abalone in
Tasmania (Warwick et al 1994). The dataset has 4177 observations on 8 physical characteristics of the abalone. The
paper seeks to develop analytical clues. Figure 1 is a “lattice” graph, produced using R, of a set of analytical
visualizations of the physical characteristics of abalone. The visualizations tell a story about the relationship between
the size of abalone and its characteristics.
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Figure 1: Physical Characteristics of Abalone versus Age. (Author generated using R)
From this analytical story, we can determine, with reliable accuracy, the age of abalone. Traditional market
research approaches for prediction are very resource-intensive and prone to large errors. Rather, data science
visualization techniques best assimilate willingness to purchase and its consequential market trends. Interactive
visualization technologies are becoming more effective for assessing trends and the market potential than static
statistical plots. Scarce products are unique, rare, expensive and sometimes endangered. They are significant because
there is a well-defined market for them. When consumers encounter such scarce products, they will likely attribute an
increased perceived degree of value and desirability to them. Analytics can play a significant role in marketing these
scarce products.
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The Measurement Development of Social
Responsibility in Brand Equity in Emerging Societies
Suresh Banihatti, XLRI, India
Himadri Chaudhuri, XLRI, India
Jie Fowler, Valdosta State University, USA
Timothy Reisenwitz, Valdosta State University, USA
Currently, consumers have been concerned with environmental issues, such as fair trade. Individuals sensitive to
such issues are oriented to purchase goods and services from organizations which don’t have a negative impact on the
environment, practice good labor practices, help the affected people during disasters, and extend help to the
disadvantaged sections of society. Socially-conscious consumers are defined as individuals who believe that their
purchases will make a positive difference in society and would buy products/services of brands/organizations which
take up such activities Bedall (2011), says the mindset is, why not do some good and make a contribution while
enjoying your shopping. Consumers are more sensitive and socially conscious now and far more sophisticated than
they were a decade ago. It is also expected that the behavior of the socially-responsible person would be consistent
with his or her attitude of social concern.
Brand equity research is also rooted in information economics and considers the imperfect and asymmetrical
nature of contemporary markets. Erdem and Swait (1998) point out that these economic agents transmit information
by means of signals and brand names may act as such signals to consumers. Imperfect and asymmetrical market
information creates uncertainty in consumers’ minds about available products or services. A credible brand signal can
generate customer value by reducing perceived risk, reducing information search costs, and creating favorable attribute
perceptions. Brand equity can therefore be analyzed on two levels, consumer or firm, depending on the beneficiary of
value. Marketing research has largely concentrated on consumer-based brand equity (CBBE) as opposed to firm-based
brand equity. This is because the consumer-based approach offers insights which can be converted into actionable
brand strategies (Keller 1993).

Research Purpose
Yoo and Donthu (2001) and Washburn and Plank (2002) acknowledge the need to improve the method of
measuring CBBE. Washburn and Plank (2002) also highlight the need to refine the dimensionality of CBBE by
including price perception in brand quality measurement. Additionally; they suggest that researchers should focus on
the distinction between the components of brand association and awareness. While these two components are
conceptually different (Aaker 1991) some empirical evidence (Yoo and Donthu 2001, 2002, Yoo, Donthu, and Lee
2000, and Washburn and Plank 2002) shows that they should be combined to one.
Koçak et al. (2007) further argue that studies in different contexts are vital to ensure external validity and suggest
consumers may arrive at different evaluations of brands as a result of different cultural conditions. Christodoulides
and de Chernatony (2010) propose further research is needed to look into the conceptual and metric equivalence of
brand equity, such as in individualism/collectivism dyads or developed/developing societies.
There are significant differences in Indian customers compared to the West regarding economic condition, social
atmosphere, and culture. Consequently, Buil et al. (2008) believe that future research should examine the cross-cultural
generalizability of the brand equity scale using other countries’ products and services. This elicits the need to check
existing CBBE measurement models and clarify whether they hold well for developing country markets/consumers
and check for the conceptual and psychometric equivalence of CBBE measures. Yet, the effect of socially-responsible
activities on CBBE has not yet been assessed empirically, hence this study proposes to develop the measurement of
CBBE with the inclusion of perceived social responsibility.

Method
The original CBBE scale was later refined by various researchers (e.g., Reynolds 1982; Strahan and Gerbasi
1972). Following similar studies (Pappu et al., 2005) using multiple measures to capture brand constructs, this study
used items on a five-point scale. Two different versions of the questionnaire were used, one for each of the product
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categories. The questionnaire contains 52 items representing the constructs of interest: awareness, associations,
perceived quality, consumer loyalty, perceived social responsibility of the brand/rewarding socially responsibility of
the brand. An attempt is made in the study to capture socially-conscious consumers. Apart from the items, the
questionnaire included the demographic details and the usage of the brands.
Table 1: Items of components for capturing CBBE
Items
generated
13
18
21
21
15
88

Component
Awareness
Association
Perceived Quality
Brand Loyalty
Perceived Social
Total

Items after
initial purification
9
14
8
12
9
52

Of the total 1,200 responses, 156 questionnaires were discarded because of their inadequacies. There were 542
usable responses in the product category of milk and milk products from Bangalore city and 502 consumers in the
product category of snacks from Poona city. The preliminary scale of CBBE was constructed in the exploratory phase
of the research. The scale developed in the exploratory study was also confirmed through confirmatory factor
analysis/CFA. CFA offers several advantages as it provides a stricter test of unidimensionality than traditional
exploratory factor analyses (EFA) (Gerbing and Anderson 1988).

Findings
The research has conceptualized CBBE as a reflective second-order construct having five first-order factors. The
measurement model of the construct having 28 indicators from the preliminary scale was analyzed using CFA in Amos
18.0 software. The preliminary trait, measurement model of the construct, is represented in Figure1.
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Figure 1: The Trait model of the CBBE
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Table 1: Statistics of the Measurement Models of CBBE
RMSEA:
Model
Chi Square
CMIN
Sig
GFI
NFI
CFI
TLI
PClOSE
ECVI;AIC
Preliminary Trait
582.47:337
1.728
.001
.926
.924
.967
.962
.037:1.00
1.334:720.47
Model Milk
Preliminary Trait
843.10:337
2.502
.001
.892
.852
.905
.893
.054:.062
1.924:981.10
Model Snacks
Preliminary Trait
991.60:337
2.942
.001
.934
.924
.948
.942
.043:1.00
1.075:1129.6
Model combined
CFI=Comparative Fit Index, TLI=Tucker-Lewis Index, GFI=Goodness of Fit Index, RMSEA= Root Mean Squared Error of
Approximation

Chi-square indicates the overall fit of the model and “assesses the magnitude of discrepancy between the sample
and the fitted covariances matrices” (Hu and Bentler 1999, 2). The fit statistics CMIN value for the preliminary model
of milk and snacks were 1.728 and 2.502 with a p value of .001, which indicates the model is statistically significant.
The model fit indices for both milk and snacks (see Table 1) GFI, NFI, CFI and TLI were all above 0.95 and RMSEA
was 0.31, which is below the desired level of 0.05 (Hu and Bentler 1999).

Conclusion
Keller (1993) believes that a thorough understanding of CBBE is essential for successful brand management since
the context and structure of memory for the brand will influence the effectiveness of future brand strategies. Consumer
knowledge about the brand, the perceived differences and its effect on purchase behavior decisions lies at the heart of
brand equity. Future research may examine such a construct in various cultural contexts. In addition, researchers may
investigate various product categories to confirm the results of the study.

References
Aaker, David A. (1991), Managing Brand Equity: Capitalizing on the Value of a Brand Name, NY: Free Press.
Aaker, David, A. (1996), Building Strong Brands, NY: Free Press.
Ailawadi, Kusum, Donald R. Lehmann, and Scott A. Neslin, (2003), “Revenue Premium as an Outcome Measure of
Brand Equity,” Journal of Marketing, 67, 4, 1–17.
Bagozzi, Richard P. and Youjae Yi. (1988), “On the Evaluation of Structural Equation Models.” Journal of the
Academy of Marketing Science, 16 (Spring) 74-94.
Bedall, C. (2011). Being a socially responsible brand. August 8, Retrieved February 28, 2019, from
http://uberarticles.com/women/being-a-socially-responsible-brand/
Buil, Isabel, Leslie de Chernatony, and Eva.Martinez (2008) “A Cross-National Validation of the Consumer Based
Brand Equity Scale,” Journal of Product and Brand Management, 17(6), 384–392.
Christodoulides, George and Leslie de Chernatony (2010), “Consumer-based Brand Equity Conceptualization and
Measurement: A Literature Review,” International Journal of Market Research, 52, 1.
Erdem, Tulin and Joffre Swait (1998) “Brand Equity as a Signaling Phenomenon,” Journal of Consumer
Psychology, 7(2), 131–157.
Farquhar, Peter H. (1989) “Managing Brand Equity,” Marketing Research, 1, 24-33.
Gerbing, David W., and James C. Anderson (1988), “An Updated Paradigm for Scale Development Incorporating
Uni-Dimensionality and Its Assessment,” Journal of Marketing Research, 25(2), 186-192.
Hu, Li-tze and Peter M. Bentler (1999), “Cut Off Criteria for Fit Indexes in Covariance Structure Analysis:
Conventional Criteria Versus New Alternatives,” Structural Equation Modelling, 6(1), 1-55.
Keller, Kevin, L. (1993), “Conceptualizing, Measuring and Managing Customer – Based Brand Equity,” Journal of
Marketing, 57 (January), 1-22
Koçak, Akin, Temi Abimbola, and Alper Ozer (2007), “Consumer Brand Equity in a Cross-Cultural Replication: An
Evaluation of a Scale,” Journal of Marketing Management, 23( 1/ 2), 157–173.
Mitchell, Andrew and Dacin, A. Peter. (1996) “The Assessment of Alternative Measures of Consumer Expertise,”
Journal of Consumer Research, 23, (Dec), 219-239.

410

Pappu, Ravi, Pascale G. Quester and Ray W. Cooksey (2005), “Consumer-based Brand Equity: Improving the
Measurement - Empirical Evidence,” The Journal of Product and Brand Management, 14 (2/3), 143-154.
Reynolds, Thomas J., and Carol B. Phillips (2005), “In Search of True Brand Equity Metrics: All Market Share
Ain’t Created Equally,” Journal of Advertising Research, 45(2), 171–186.
Strahan, Robert and Kathleen C. Gerbasi (1972), “Short Homogeneous Versions of the Marlowe-Crowne Social
Desirability Scale,” Journal of Clinical Psychology, 28, 191–193.
Washburn, Judith H. and Richard E. Plank (2002) “Measuring Brand Equity: An Evaluation of a Consumer-Based
Brand Equity Scale,” Journal of Marketing Theory and Practice, 10(1), 46–61.
Yoo, Boonghee, and Naveen, Donthu (2001), “Developing and Validating a Multidimensional Consumer Based
Brand Equity Scale,” Journal of Business Research, 52(1), 1-14.
Yoo, Boonghee, and Naveen, Donthu (2002), “The Effects of Marketing Education and Individual Cultural Values
on Marketing Ethics of Students,” Journal of Marketing Education, 24, 92-103.
Yoo, Boonghee., Naveen Donthu and Sungho Lee (2000), “An examination of selected marketing mix elements and
Brand equity,” Journal of the Academy of Marketing Science, 28, 2, 195–211.

411

Summary Brief

Marketing Visualization and Segmentation in the Era
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Mahyar Sharif Vaghefi, University of Texas at Arlington, USA
Jutong Wen, Mississippi State University, USA
This panel discussion is designed to give a broad scope overview of visualization and segmentation. Topics
include classic segmentation tools, dealing with modern “big” data, and the toolkit of a modern researcher.
Visualization and segmentation have long been core tools for marketing professionals. As early as the 1960s,
academics began to develop tools for visualizing and grouping products using customer perceptions (Yankelovich
1964). Segmentation and visualization have remained important tools for marketing research. However, in the current
“big data” era, where the amount of available business data has increased exponentially and corporate competitive
advantage is predicated on using this data efficiently (LaValle, Lesser, Shockley, Hopkins, and Kruschwitz 2011),
data based quantitative marketing tools, such as visualization, are more important than ever (Deloitte 2017). Academic
work in this area comes from multiple source disciplines, including marketing, statistics, expert systems, data mining,
and operations research (France and Ghose 2019).

The Classic Tools
The idea of splitting markets into more homogenous submarkets was described in the 1950s by Smith (1956).
The growth in computing power and increased appreciation of quantitative methods in marketing in the 1960s (Winer
and Neslin 2014) subsequently led to the development of a range of computational marketing systems and new data
analytic techniques. Among these techniques, were techniques for mapping and segmenting consumers and products.
Examples of techniques include multidimensional scaling for product and consumer mapping and cluster analysis for
product segmentation.
Panel Discussion: We will describe some of the basic methods of visualization and clustering, show how these
methods are still applicable, but will also note the limitations of these methods in a modern environment.

More Complex Data
Over the past 30-40 years, marketing data have become more diverse and complex, resulting in larger datasets
and an increased diversity of datatypes (Wedel & Kannan, 2016). In fact, in the current environment, marketing
analysts need to be able to deal with the “volume, variety, velocity, and veracity” (De Mauro, Greco, and Grimaldi
2015) of modern “big data” and deal with a range of unstructured data (Hair, Harrison, and Risher 2018). Segmentation
and visualization methods have been developed to deal with a range of modern datasets. Many of these methods build
on the initial techniques developed in the 1970s. For example, for visualization, methods have been developed to map
products using scanner data (Shugan 1987), online auction data (France & Ghose, 2009), textual online reviews (Lee
and Bradlow 2011; Tirunillai and Tellis 2014), clickstream data (Ringel and Skiera 2016), and online review
occurrences (France and Ghose 2016).
Panel Discussion: We will discuss many of the modern data sources and challenges of implementing visualization
and segmentation methods on these datasets. We will evaluate strategies for dealing with the “volume, variety,
velocity, and veracity” of modern datasets.

The Toolkit of a Modern Researcher
Many of the original visualization and segmentation methods were developed using mainframe computers
equipped with punch cards and magnetic tapes. As the complexity of marketing data has increased, so has the amount
of available computing power, with the number of transistors on computers having doubled every year since the 1960s,
in a phenomenon known as Moore’s law. To take advantage of the increased computing power, a wide range of
sophisticated data analytics packages have been developed. These packages, depending on the level of programming
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knowledge required, are targeted at users ranging from general business managers to highly technical data scientists.
There are many business productivity and intelligence packages, such as Excel, Tableau, and PowerBI, which provide
general visualization capabilities. Dedicated statistical packages, such as R, SAS, and SPSS, provide implementations
of techniques such as principal component analysis and multidimensional scaling for marketing mapping applications
and cluster analysis and latent class analysis for segmentation applications.
Panel Discussion: We will discuss some of the major tools used in segmentation research and marketing
visualization. We will give examples for each of the major tools mentioned in this section and will discuss the skills
required both in academia and industry needed to perform modern research in this area. We will discuss some of the
issues of gathering data using APIs and web-crawling, including technical issues and legal/ethical/privacy issues when
mining data from the web. We will discuss how exploratory data analysis and segmentation can be incorporated into
a marketing analytics curriculum. We will discuss some of the commercial issues with implementing data analysis
and segmentation methods in marketing.
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Summary Brief

Virtual Reality in the Marketing Classroom
Sarah Fischbach, Pepperdine University, USA
Alice Labban, Pepperdine University, USA
Steven Bauer, Pepperdine University, USA
Landon Phillips, Pepperdine University, USA
Anna Speth, Pepperdine University, USA
Virtual reality is being increasingly utilized in the marketing world and shown to improve the educational
experience of students. Our research evaluates the pedagogical impact of virtual reality in a global marketing context.
Results suggest that the type of virtual reality content and delivery mechanism are important variables for
consideration.

The Pedagogical Value of Virtual Reality
Virtual reality (VR) creates seemingly real experiences and allows users to look at the world from many angles
(Bailenson, 2018). According to Farshid, Paschen, Eriksson, and Kietzman (2018), VR places users into another world
using 3D virtual technology, e.g., a tour of Van Gogh work at the Metropolitan Museum in New York. It is different
from augmented reality, which uses technology to place a layer on reality, and mixed reality, which merges real world
constructs with computer-generated ones (Farshid et al., 2018).
Research on VR in marketing education is important because the technology has become an increasingly popular
marketing tool. Toms, for example, partnered with AT&T to develop a “Walk in Their Shoes” campaign depicting
the journey of a California customer to Peru (MacDonald, 2015). Chipotle allied with Moonbot Studios to create the
game Scarecrow to promote food integrity (Deglin, 2013). Despite these types of initiatives, many students are not
exposed to VR and thus not able to critically analyze its value in marketing applications. The effects of the technology
in the classroom have been tested in areas such as retail marketing (Drake-Bridges, Strelzoff, & Sulbaran, 2011),
globally collaborative learning (Frydenberg & Andone, 2018) and crisis management (Godat, Ros Yahaya, & Euler,
2007). In addition, Tham (2018) has shown the positive impact of the medium in the domain of cultural immersion.
Our work expands on this research by exploring the impact of VR in a global marketing context.
Additional research is also of value because pedagogical studies have demonstrated that participation in VR
increases student enjoyment and interest (Lee, Sergueeva, Catangui, & Kandaurova, 2017). In addition, Calongne
(2008) notes that virtual reality encourages students to take steps from passive to active learning. Drake-Bridges et al.
(2011) show that students find VR simulations fun and interesting, spurring their creativity and entrepreneurship. The
power of VR to affect learning may be explained via experiential learning theory (Kolb and Kolb, 2005). This theory
posits that knowledge results from the combination of grasping and transforming experience through the modes of
feeling, reflecting, thinking and acting. It gives subjective experience, based on cognition and affect, a critical role in
the learning process. The immersive quality of VR may intensify all the modes postulated by experiential learning
theory and thereby positively affect student learning.

Classroom Utilization of Virtual Reality
Our research is aimed at testing the effectiveness of different VR approaches in global marketing. We have
implemented a series of pilot tests which we hope will result in insights to optimize VR’s pedagogical use in the area.
In our first test with two sections of an international marketing course, we seek to demonstrate how VR can be
effectively integrated in a global marketing context. Following other researchers in the pedagogy literature (Tham,
2018), we believe that a VR experience organized around cultural immersion has a positive effect on student
involvement and learning. Our hypotheses are as follows:
Hypothesis 1: Students exposed to a VR video before a case exercise will find the exercise more enjoyable than
students exposed to a regular format video.
Hypothesis 2: Students exposed to a VR video before a case exercise will find the exercise more interesting
than students exposed to a regular format video.
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Hypothesis 3: Students exposed to a VR video before a case exercise will show greater video content
understandability than students exposed to a regular format video.
In our second pilot test, conducted in one section of an introductory marketing course, we evaluate the effect of a
VR video currently used by a major corporation in its global marketing initiatives. Given that the video has been
created specifically for marketing purposes, we feel that its clarity is greater than the video used in the international
marketing class. Furthermore, we believe that the comparison between the videos may provide insight into the kind
of video experience most effective with students. Our hypothesis is as follows:
Hypothesis 4: The type of VR video used in the classroom has a positive impact on content understandability in
the student’s VR experience.

Study 1
Methodology
In the first pilot test, students in two sections of an international marketing class are given an in-class assignment
in which they are asked to identify the challenges of marketing a new product in a developing market, i.e., South
Sudan. Specifically, they are requested to develop (1) an analysis of problems they would expect to encounter, (2) a
market entry model for the new product, and (3) a description of the issues in determining product, pricing,
distribution, and communication strategies. Prior to class they are asked to read a short article on South Sudan and do
research on the country. In one of the two sections, students are requested to view an 8-minute VR video entitled “We
Shall Have Peace: A VR Documentary in South Sudan” (Contrast VR, 2018) with Google Cardboard headsets. In the
other section, students are asked to view the same video in regular format on a screen. Sample size is 20 in the VR
section and 25 in the regular format one. After the exercise, both sections are given a survey on the exercise and video.
The survey is adapted from a questionnaire used by Lee et al. (2017), including measures of enjoyment, interest, and
content understandability factors for a VR video. We apply the enjoyment and interest measures to the exercise, as
well as using parts of the questionnaire to measure enjoyment, interest and content understandability for the VR and
regular format videos.

Results
Results of the first pilot test are summarized in Table 1. Based on questions comprising the factor of exercise
enjoyment, students seeing the South Sudan VR video directionally enjoy the exercise more than students viewing the
regular format video. Hypothesis 1 is not supported, however, as findings are not significant. On the other hand, results
for one of the questions comprising the enjoyment factor, “Doing the South Sudan exercise was fun”, are significantly
higher for students in the VR video class (p<.05). Hypothesis 2 is not backed up, as there is no significant difference
between classes on interest in the exercise.
Analyzing the reaction to the videos themselves, students in the regular format video class rate the video
significantly higher (p<.05) on the content understandability factor than students in the VR video class. Hypothesis 3
is thus supported. Students viewing the VR video directionally enjoy the video more than those seeing the regular
format video. These results, though, are not significant. Findings are also not significant between classes on interest
in the video.
Table 1. Comparison between South Sudan classes

Doing the
Doing
exercise
Exercise
the
provided
Enjoyment
exercise
me with
Factor
was fun
enjoyment

The
content of
the
exercise
was
interesting

I was able
The
Viewers like
Watching
The
to follow
Video
Watching
information
me should
the video
Video
content of
the
Content
the
in the video
find the
provided
Enjoyment the video
video's
Understandvideo
was easy for
video easy
me with
Factor
was
content
ability
was fun
me to
to
enjoyment
interesting
with little
Factor
understand
understand
effort

S. Sudan class without VR mean
3.52
3.56
3.54
4.24
3.68
S. Sudan class with VR mean
3.95
4.20
4.08
4.15
3.75
p-value (t-test)
0.1425
.0343*
0.05298
0.7528
0.8341
* p < .05, ** p < .01;
Note. n = 25 for class without VR, n = 20 for class with VR. 1 lowest, 5 highest for scales.

3.36
3.80
0.2098

3.52
3.78
0.4314

4.16
4.30
0.6103

4.28
3.80
.0441*

4.28
3.40
.008506**

4.36
3.85
.04621*

4.31
3.68
.01105*

Study 2
Methodology
In our second pilot test, students are given a case study (Mycoskie, 2016) on the business model of Toms, in
which global social responsibility is embedded in the purchase process. Before engaging in the case, they are shown
a 4-minute VR video, “Experience the Toms Virtual Giving Trip” (Toms, 2015), depicting the journey of a California
customer to Peru. This video is also delivered via Google Cardboard headsets. Prior to class, they are asked to read a
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chapter on global marketing in their marketing textbook. After the case exercise, students are given the same
questionnaire as in our first study. Sample size is 16 students.

Results
Students enjoy and are interested in the exercise and video in the second test (see Table 2) to a significant level
(p<.001). Compared to the VR video section in the South Sudan class, the Toms class is directionally higher on all
measures of the exercise and video, and significantly higher on all video content understandability questions and the
content understandability factor itself (p<.01). Thus hypothesis 4 is supported.
Table 2. Comparison between Toms and South Sudan classes

Doing the
exercise
provided
me with
enjoyment

Doing the Exercise
exercise Enjoyment
was fun
Factor

The content Watching
of the
the video
exercise
provided
was
me with
interesting enjoyment

Watching
the video
was fun

The
I was able
The
information to follow
Video
content of
in the video the video's
Enjoyment the video
was easy
content
Factor
was
for me to
with little
interesting
understand
effort

Toms mean
4.35
4.53
4.44
4.35
4.35
4.29
4.32
4.24
Toms p-value (t-test)
7.691e-06*** 1.602e-07*** 6.026e-07*** 6.038e-07*** 6.038e-07*** 2.697e-05*** 1.268e-06*** .0001499***
S. Sudan mean
3.95
4.20
4.08
4.15
3.75
3.80
3.78
4.30
Toms vs. S. Sudan p-value (t-test)
0.2083
0.2389
0.1983
0.4206
0.06148
0.1559
0.08219
0.835
*p<.05, **p<.01,*** p < .001
Note. n=16 for Toms class, n=20 for S. Sudan class. 1 lowest, 5 highest for scales. Alternative mean 3 for Toms t-test.

Viewers like
Video
me should
Content
find the
Understandvideo easy
ability
to
Factor
understand

4.41
4.41
4.59
1.28e-05*** 4.203e-07*** 1.23e-08***
3.80
3.40
3.85
.04568*
.003167**
.005102**

4.57
1.857e-07***
3.68
.004133**

Marketing Implications
The significantly favorable results for the South Sudan VR vs. regular format video on video content
understandability, and significant finding for the exercise “fun” question, are encouraging for the pedagogical use of
VR. In addition, the significantly high ratings for the Toms VR video on all measures suggest the positive potential
for virtual reality in the classroom, assuming the optimal types of videos can be identified. In addition, the significant
comparative results between the Toms and South Sudan videos on content understandability show that the type of
video has an impact on the student educational experience.
The lack of support for the first two hypotheses may be due to the presentation vehicle (Google Cardboard
headsets). Google Cardboard provides a very basic VR experience which does not deliver VR’s full potential as an
immersive medium. In an open end survey question about video dislikes, some of the students complained about
“hurting my eyes”, “feeling dizzy”, and the video being “hard to follow”. As a follow-up test planned for the
international marketing course, we plan on implementing the same exercise and video with the more advanced Oculus
Rift VR delivery device. In this way, we can determine the impact of presentation vehicle on the VR experience. We
will also expose students in the introductory marketing course to the Toms VR video via Oculus Rift, providing a
further test of VR delivery mechanism.
A limitation of these tests is the low sample size. We intend to rectify this situation by implementing work in
additional classes. Another limitation is that showing the VR video in regular format, i.e., in the first test, produces
biases as the video was not created for this format. However, comments about the issue were mentioned by only one
person in an open-end question on video dislikes.
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Summary Brief

Introducing Students to Multi-Channel Digital
Retailing Metrics in Google Analytics
David Houghton, Xavier University, USA
Google Analytics expertise is in high demand among employers. However, instructors often rely solely on
Google’s online training videos to teach the platform, which means students can gain certification without ever using
the platform. This research empirically tests the effectiveness of an assignment designed give students hands-on
experience with GA.

Introduction
Digital retailing is expanding beyond e-commerce enabled websites and into mobile apps, social media platforms,
video game systems, in-person ordering kiosks, and other technologies. At the same time, the idea of a single customer
funnel is being replaced by multiple and varied funnels based on how consumers engage with multiple online
touchpoints. This has pushed retailers toward a focus on multi-channel or omni-channel retailing, in which marketers
focus on the retail experience across all devices and touchpoints. This creates challenges for marketing students and
practitioners who seek to track activity across each channel, attribute success to their various marketing efforts to
specific channel members, and achieve cost efficiency.
Given this new reality, students need to be ready to use tools like Google Analytics to track and measure outcomes
across channels and devices. Google Analytics is a free and powerful platform available to anyone. Online research
firm BuiltWith estimates that 87% of the 10,000 most popular websites use Google Analytics (BuiltWith 2019).
Employers frequently list Google Analytics experience or certification as a requirement in digital marketing job
postings.
Despite the advantages offered to digital retailers, website analytics is not a standard topic covered in retailing
curriculum or even the marketing curriculum. One reason Google Analytics is not more widely taught is the perception
that users need in-depth technical expertise to use the platform. However, this is not the case. Some educators are
finding that marketing students are able to learn enough about the platform to achieve certification within one semester
with the help of Google’s online tutorials. The problem is that it is possible to gain certification without ever using the
platform, leaving students with a boost on their resumé but little confidence in their ability to use the platform.
Instructors can fill this gap with the use of a hands-on assignment within Google Analytics that builds expertise and
confidence.
This research tests the effectiveness of one such assignment. The goal is to help students gain expertise in locating
information within Google Analytics and interpreting what it means. The assignment uses real data from an ecommerce site and explores many aspects of multi- channel retailing. Experience such as this could boost students’
perceived expertise, giving them confidence in their ability to use Google Analytics on the job as a marketer or digital
retailer.

Background
Google Analytics is the leading website analytics platform in use today. It is free to use for anyone, and is therefore
a good place to start for students looking to gain digital expertise. In the retailing context, Google Analytics can help
students learn about a site’s customers, their behavior on the website, their preferred products, and the issues they face
when using the site.
For example, the platform provides reliable data that can help marketers improve the functioning of key pages in
the e-commerce process, including the “review order” and payment pages, which are two places where customers
often abandon their order.
Students who wish to excel in digital retailing should be able to:
•

Conduct a visitor/shopper analysis, including basic demographic, geographic, lifestyle, engagement, and
device analysis

•

Gauge product popularity and performance on the site
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•

Determine the social media effectiveness in driving traffic and conversions/sales

•

Conduct a multi-channel analysis that examines traffic from display ads, organic and paid search, social
media, links from referral and affiliate sites, and direct traffic

•

Analyze progress toward e-commerce goals or steps made toward a final purchase

Students can perform these tasks in Google Analytics if they have an understanding of basic statistics, know key
terms, and receive instructions for navigating the menus. In addition, students will learn skills specific to multi-channel
retailing: identifying the most popular and unpopular products on the site, analyzing performance across multiple
channels, and tracking goals that lead to micro-conversions. Micro-conversions are user actions that could act as
stepping-stones toward the ultimate goal, a purchase. Examples include watching a product video, signing up for an
email newsletter, and adding a product to the shopping cart.
The assignment tested in this research requires students to perform the above analyses using real data from
Google’s Merchandise Store (https://googlemerchandisestore.com/). This store sells items such as Google messenger
bags and Android coffee mugs. The website is a fully functioning e-commerce store with a straightforward layout and
easy navigation, making it easy for students to link elements of the store to the data and events Google tracks.

Methods
Students in an undergraduate digital marketing course completed the Google Analytics exercise and the
accompanying surveys in exchange for course credit. The study used a pre- and post- survey approach to assess the
assignment’s effectiveness. Subjects rated their current level of (perceived) proficiency on the platform (1 = “None,”
2 = “Fair,” 3 = “Average,” 4 = “High,” 5
= “Very High,” with each rating accompanied by a description of the abilities and limitations that make up each
level – See Appendix). Subjects then rated how confident they are in (1) their ability to use Google Analytics to find
needed information, (2) their ability to judge the success and failure of digital retailing efforts using website analytics,
and (3) their ability to perform well on the job if they were working as a digital retailing analyst. These were measured
with seven- point scales (1 = “Not Confident,” 7 = “Very Confident”).
Prior to the assignment, the instructor helped students sign up for the free Google Analytics demonstration
account, led them through a basic tour of the platform, and defined key terms that occur frequently in the platform.
Following this, a research assistant informed students of the research study. Students who wished to participate in the
study were directed to the pre- assignment survey to complete before beginning the assignment. All students were
then handed the assignment and given two weeks to complete it outside of class. Following the deadline for the
assignment, student subjects were directed to the post-assignment survey.

Results
Data was analyzed using paired-sample t-tests for subjects who completed both the pre- and post-surveys
surrounding the Google Analytics exercise. Twenty-six students were enrolled in the class, and 69% (n = 18)
participated fully in the study. Some subjects completed the pre- survey but not the post- survey, and they were not
included in the analysis.
There were significant improvements in the students’ perceived level of proficiency with Google Analytics
following the assignment (Mpre = 1.88, Mpost = 3.65, t = 6.34, p < .001). There was also a significant boost in the
students’ confidence in their ability to use Google Analytics to find information they needed (Mpre = 3.44, Mpost =
5.67, t = 6.22, p < .001). The final two items related specifically to the digital retailing context of the assignment and
the students’ potential career success in the field. Students were significantly more confident in their ability to judge
the success or failure of digital retailing efforts using website analytics following the assignment (Mpre = 3.61, Mpost
= 5.44, t = 5.46, p < .001). Additionally, students were significantly more confident in their ability to perform well on
the job as a digital retailing analyst (Mpre = 3.40, Mpost = 4.60, t = 2.71, p < .05).

Discussion and Implementation
In addition to the hands-on assignment introduced in this research, instructors are also encouraged to incorporate
Google Analytics knowledge checks into existing quizzes and exams to reinforce lessons learned from the assignment.
Many professors now offer the chance for students to achieve Google Analytics certification (the GAIQ) for course
credit. The hands-on experience in this assignment complements the certification process, and students find it helpful.
Students will face very few barriers with this assignment. The Google Analytics platform and the demo account
tied to the Google Merchandise Store are free for students to access. In addition, Google Analytics supports Safari,
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Firefox, Microsoft Edge, and Google Chrome browsers. With no cost or technology barriers for students, the biggest
challenge will be to understand the concepts themselves and learning to navigate the Google Analytics interface.
References available upon request.

Appendix: Survey Item
Rate your current level of proficiency with Google Analytics:
•

Very high (I have used the platform heavily, and I can do anything I need on the site without help)

•

High (I have spent a lot of time on the platform. I am comfortable finding any information I need and I can
perform a couple advanced tasks, but I might need help with some functions on the site)

•

Average (I have been on the platform a few times, and I am comfortable finding basic information. However,
I would need help with any advanced tasks)

•

Fair (I have been on the platform once or twice, but it would be difficult for me to find information I need
without help)

•

None (I have no experience with Google Analytics)
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Summary Brief

Faculty Titles: Studies on Personal Branding and
Student Perceptions
Nese Nasif, University of Wisconsin – La Crosse, USA
The title by which faculty are recognized has implications for how they are perceived. This research has two
aims: (1) examine how professors’ use of titles (e.g., Doctor, Professor), along with other intersecting identities,
affects students’ perceptions, and (2) examine themes in how professors perceive their own use of titles.

Introduction
The title by which instructional faculty are recognized by their students and/or by which they ask their students
to address them has implications for how they are perceived by students. Prior research has found that instructors who
allowed students to address them by their first name were evaluated as more approachable and made students feel
more valued (McDowell and Westman 2005) and students had different expectations for instructors teaching the same
course based on the instructor type and title (Kendall and Schussler 2012). Beyond just title, the intersectionality of a
professor’s and/or a student’s other identities have the potential to affect the perceptions and behaviors in the studentprofessor relationship (e.g., Boring, Ottoboni, and Stark 2016; El-Alayli, Hansen-Brown, and Ceynar 2018; Milkman,
Akinola, and Chugh 2015).
The current, ongoing research has two major aims. The first is to examine specifically how professors’ use of
titles, such as Doctor or Professor, along with their other intersecting identities, affects students’ perceptions of them.
The second examines major themes in how professors perceive their own use of titles with students. This study will
be evaluated, in part, within the conceptual framework of self-branding in marketing. Self-branding, or personal
branding, is a form of marketing where an individual seeks to create a standardized public image that demonstrates
her/his/their values and other general characteristics (e.g., Gandini 2015; Thomson 2006). These values and
characteristic may be genuine or chosen to maximize a particular market appeal (e.g., Goffman 1956; Lair, Sullivan,
and Cheney 2014). This sub-discipline within the broader area of branding in marketing has been applied most
frequently to celebrity personas (e.g., Duffy and Pooley 2019), as well as to how personal brands affect perceptions
of and returns on associated consumer goods (e.g., Lanz et al. 2019). The ongoing development of the applied and
conceptual background of the current research seems to indicate that the title (or lack of) which a professor chooses
to be addressed by is a part of her/his/their self-branding choice, which then contributes to the way a student consumes
the professor’s educational communications (see also, e.g., Jillapalli and Jillapalli 2014). Prior research seems to
support also that the professor’s and the student’s other identities and personal characteristics may affect the
relationship between titles and perceptions (e.g., El-Alayli, Hansen-Brown, and Ceynar 2018; Harlan 2017; Miller
and Chamberlin 2000).

Potential Implications
This work is unique in the marketing literature and should have important social, institutional, and pedagogical
implications. In a very broad context, this research stream aligns with general scholarship regarding the marketization
of the university in our globalized society. The perceived function of the university has transitioned from an institution
that provides philosophy and commentary on society, government, business and other human institutions to one that,
today, has a largely commercial role: to provide preparation for a job market. Professors see this anecdotally whenever,
for example, students ask “when will I ever use this?” when beginning studies of a new concept or when students
envision a degree as the major product of their post-secondary education. The results of this current research could
help to inform, as well as be informed by, the broader and multi-disciplinary exploration of the marketization of
education. More directly, however, the proposed research will contribute to the literature on professor-student
relationships and perceptions from a unique disciplinary framework, as well as contribute to the debate of the
usefulness of student evaluations of professors as a critical determinant of their professional advancement at
universities (e.g., Hessler et al. 2018).
It is the hope of the authors that a presentation of the conceptual development, pilot data, and analytical
methodology at the annual Society for Marketing Advances will facilitate the further conceptual and empirical
development of this and future related research on self-branding in higher education. Indeed, it is fortunate for the
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authors and timely for the research context that this investigation coincides with this year’s conference theme of the
changing ‘rhythm’ marketing, especially as universities are increasingly evaluating the equity of their evaluation and
promotion tools in our profession (e.g., Stark 2016).
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Summary Brief

Two Essays on the Role of Emotion in the Consumer
Repulsion of Country-Associated Brands
Yi Peng, University of Alabama, USA
The recent rise in protectionism and demonization of foreign countries has increased the risk of brands falling
victim to the negative effects of consumer animosity, or strong negative affect directed at a foreign country. Essay one
of this dissertation investigates the role of cultural values as moderating the relationship between consumer animosity
and willingness to buy. The combined results of a meta- analysis and six experiments in the US and China offer strong
evidence that collectivism and long-term orientation mitigate the negative effects of consumer animosity. While there
is a large body of research documenting the effect of negative emotions, little research has focused on negative
emotional experiences in the consumer context and how consumers cope with negative consumption-related
experiences. Essay two extends upon the first by examining active coping and venting of emotions as the moderating
roles of the animosity effect.

Essay 1: Acting on Anger: Cultural Value Moderators of the Effects of Consumer
Animosity
Introduction
Consumers appear increasingly eager to be activist consumers (McGregor 2018), and with more powerful
technological tools available, activist consumers are able to flourish and make their voices heard (Miller 2016).
Concurrently, there has been a backlash against the trends of increasing integration and cross-border collaboration,
which have been replaced by a rise in protectionism. Consequently, consumer animosity, defined as “anger related to
previous or ongoing political, military, economic, or diplomatic events” (Klein 2002: 346), has become an important
international consumer behavior concept as consumers are increasingly willing to act, via their consumption behaviors,
in accordance with their animosity sentiments.
The extant literature has made important discoveries to help us better understand consumer activism when people
get upset with another country. However, we have identified several important research gaps that the extant literature
has not been able to sufficiently address yet. First, an important theoretical contribution from the seminal animosity
model (Klein et al. 1998) is the distinction that animosity will affect consumers’ behaviors (i.e., product ownership
and purchase intentions), but not product attitudes. Several studies have supported this hypothesis (e.g. Funk et al.
2010; Klein 2002; Maher and Mady 2010), whereas other studies have found that animosity is related to both behavior
and attitudes (Ettenson and Klein 2005; Leong et al. 2008), refuting the original animosity model. Yet, despite
significant research, there has been no conclusive evidence to support either conclusion, and this study aims to address
this gap.
Second, a review of the literature reveals that consumers around the world from many different countries
experience consumer animosity. However, almost all studies have been focused on a single country, which means that
the examination of potential cross-cultural differences in animosity effects have not been assessed. In particular, the
role of cultural values, because of their effect on much other international business phenomena, should be investigated.
Culture has been found to be an underlying influence in shaping the behavior of individuals (Hofstede 2001). Thus,
the influence of cultural values on attitudes and behavior combined with the conceptualization of targets of animosity
as being nations, suggests that national cultural values likely influence the effects of consumer animosity. Extant
studies have failed to account for whether there are any cross-cultural differences in the manifestations of consumer
animosity, and this study aims to address this gap.
We develop and state research questions related to consumer animosity in a cross-culture context as follows: (1)
Consumers can acknowledge the superior quality of a country’s products, yet still feel angry about the two country’s
fractious history, and refuse to buy products. It has received empirical support in numerous studies but has not been
supported in all studies. Some studies have found a negative relationship between animosity and product judgments
as well (Ettenson and Klein 2005; Leong et al. 2008; Shoham et al. 2006; Tian and Pasadeos 2012). Our first question
is: what is the nature of the relationship of animosity with product judgments versus willingness to buy? (2) Values
are steeped in feeling and inextricably linked to affect that can motivate behavior (Schwartz 2007). Although the study
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of cultural values would offer further insights into consumer animosity, the vast majority of animosity research
consists of samples from a single country. The second question is, are there cross-cultural value differences with
respect to the animosity-willingness to buy relationship?
We make several contributions to the literature on consumer animosity. First, we offer a meta- analysis of effect
sizes between consumer animosity and willingness to buy. In doing so, the combined results from dozens of studies
provide evidence of consumer animosity’s role in shaping product preferences for foreign brands. Second, we
investigate the moderating role of cultural values on the relationship between consumer animosity and willingness to
buy. A robust analysis of the effect of cultural values is best achieved with samples from many different countries.
This is most practically accomplished through a meta-analysis, rather than a single primary study. However, to address
the limitation of the Meta-analysis and to clarify the causal effect of cultural values, we will further conduct several
experiments to retest the hypotheses. By manipulating each cultural value, we can clarify which one is intensifying
the effect of animosity on willingness to buy. The follow-up scenario-based experimental study makes the causal
effects more robust.

Hypotheses
Consumer Animosity Consequences
A distinguishing characteristic of the animosity model is the conceptualization that animosity will affect behavior
(i.e. ownership and purchase intentions) without affecting product judgment. According to Ettenson and Klein (2005:
203), “consumers withhold consumption of products or brands [from a given country] not because of concerns about
quality or value, but because these goods are associated with actions that the consumer finds objectionable.” Angry
consumers “do not distort or denigrate images of a target country’s products; they simply refuse to buy them” (Klein
2002: 347). For example, a Chinese consumer may acknowledge the high quality of Japanese brands, yet due to
animosity arising from their historically turbulent relationship refuse to buy them.
The contrasting effect on behavior versus product judgments advanced by the animosity model is an important
theoretical distinction from traditional behavioral frameworks, where attitudes are viewed as a central precursor to
behaviors (Fishbein and Ajzen 1975). This divergent effect of the animosity model has received empirical support in
numerous studies (e.g. Funk et al. 2010; Klein 2002; Maher and Mady 2010). However, there are notable exceptions,
with some studies finding a negative relationship between animosity and both willingness to buy and product
judgments (Ettenson and Klein 2005; Leong et al. 2008; Shoham et al. 2006; Tian and Pasadeos 2012). A variety of
explanations for these exceptions have been advanced. For example, Shoham et al. (2006) suggest that in the context
of culturally embedded products, e.g. food and services, it is more difficult to disassociate the product from the people
who produce them, leading to a significant negative relationship between animosity and product judgments. Lazarus
(1991) wrote that “emotion cannot be divorced from cognition,” and that emotions engage our attention and thoughts
(p. 6). Likewise, Leong et al. (2008) suggest that animosity encompasses a cognitive component, which should allow
for a link with cognitive product judgments.
In sum, the relationship between animosity and product judgments appears to be dynamic (Ettenson and Klein
2005). The baseline theory is that animosity does not affect product judgments; however, there have been instances
and contexts where evidence of an effect was found. Consequently, we expect a strong and stable relationship between
animosity and willingness to buy, and a weaker, although still potentially significant, relationship between animosity
and product judgments.
H1: Consumer animosity will have a stronger effect on willingness to buy than on product judgments.
Cultural Values
We suggest that the implicit assumption that the effect of animosity is invariant across cultures is flawed and that
there are conditional effects of consumer animosity based on the cultural values of the evaluator. Culture is the pattern
of thinking, feeling, and acting, or software of the mind, the core of which is formed from values. These cultural values
are “broad tendencies to prefer certain states of affairs over others” (Hofstede et al. 2010). Cultural values are related
to both cognition and emotions (Markus and Kitayama 1991), and are inextricably linked to affect that can motivate
behavior (Schwartz 2007).
Cultural values have also been found to moderate the influence of emotions on evaluative judgments (Schoefer
2010). Thus, it is logical to expect some interaction between emotion, i.e. anger/animosity, and cultural values with
respect to the consumer animosity-willingness to buy relationship.
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Individualism-Collectivism
The individualism-collectivism cultural value dimension refers to whose interests should prevail, the interests of
the individual or the interests of the group. In individualist societies, ties between individuals are relatively loose with
the expectation that individuals should care for themselves and their immediate family. On the other hand, in
collectivist societies, ties between individuals are very strong, based on group membership determined from birth
(Hofstede 2001).
There is a reason to suggest that individualism strengthens the relationship between animosity and willingness to
buy. First, Kitayama et al. (2006) found that highly individualistic cultures, such as the United States, foster emotions
such as pride and anger, which stands in contrast to collectivist cultures, such as Japan, which fosters more positive
emotions. This is logical, as those with an independent self- construal strive to assert their individualism and
uniqueness, and stress their separateness from the social world (Heine and Lehman 1995). Notably, this includes an
emphasis on speaking one’s mind and acting on one’s feelings (Hofstede 2001), accompanied by a low aversion to
confrontation. Not surprisingly, customer complaints, a type of consumer action, are more common in individualistic
compared to collectivist cultures (Liu and McClure 2001).
In contrast, key attributes of an interdependent worldview involve the role of harmony and confrontation
avoidance. Maintaining harmony is important in collectivist cultures, motivating collectivists to avoid confrontations;
whereas the individualist tendency to speak one’s mind is more likely to invite confrontation (Hofstede 2001). Given
that consumer animosity reflects a relationship in dis-harmony and indicates a confrontational state of affairs,
collectivist cultures are more likely to suppress such confrontational responses, and show a preference for expressing
more positive socially engaging emotions (Kitayama et al. 2006), which would mitigate the effect of consumer
animosity on willingness to buy.
Further, collectivists are more likely to forgive brand transgressions compared to individualists (Sinha and Lu
2016), due to their tendency to suppress emotion-based responses (Butler et al. 2007). When faced with a
transgression, individualists perceive injustice or unfairness that needs to be remedied; whereas collectivists perceive
a threat to social harmony that calls for forgiveness (Ho and Fung 2011). This inclination toward forgiveness indicates
that a country’s transgressions are more likely to be forgiven by those with a collectivist mindset.
H2: The influence of animosity on willingness to buy is weakened under conditions of collectivism (versus
individualism).
Long-Term Orientation
Long-term orientation, originally referred to as Confucian dynamism, was introduced by Hofstede and Bond
(1988) and added to Hofstede’s (1980) four original cultural dimensions. It is defined as the extent to which a society
exhibits a pragmatic future-oriented perspective fostering virtues like perseverance and thrift, rather than a
conventional short-term point of view (Hofstede 2001). It has also been called the difference between focusing on the
“here and now” versus a holistic view of the future and the past (Bearden et al. 2006).
Key characteristics of the long- versus short-term orientation value suggest that it may play a moderating role in
the animosity-willingness to buy relationship. First, long-term oriented cultures regard emotions as threats to a longerterm perspective on relationships, leading to a tendency to suppress emotion-based responses (Matsumoto et al. 2008).
This suppression of emotion-based responses suggests a lower likelihood of changing behavior and attitudes toward
brands from an offending country.
Second, short-term-oriented societies tend to have a strong sense of national pride and a need for cognitive
consistency between attitudes and actions (Hofstede et al. 2010), factors which would influence a consumer’s response
to animosity feelings. The focus on national pride suggests an obligation to “defend” the homeland from outside
threats. Especially in times when blame for domestic problems is being assigned to foreign countries, consumers can
help “defend” their homeland through their product choices, i.e., boycotting brands from an offending country.
In addition, short-term orientation reflects a concern with righteousness and tendency to believe in universal
guidelines about what is good and evil; whereas long-term orientation favors a pragmatic view where what works is
more important than what is right (Hofstede and Minkov 2010). The short-term orientation emphasis on righteousness
suggests that bad behavior is more likely to be recognized as morally wrong, and therefore, punishable. In the case of
a country’s bad behavior, consumers could punish the transgressing country by product avoidance or negative word
of mouth. However, the lack of absolute standards of good and evil and the low need for cognitive consistency
reflective of long-term orientation, suggest that seemingly contradictory attitudes are not problematic (Hofstede et al.
2010).
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Thus, the coexistence of consumer animosity toward a country along with a seemingly inconsistent willingness
to buy products from that country may simply be practical and pragmatic. In sum, based on differences in terms of
national pride, righteousness, need for cognitive consistency, and focus on a more holistic view to time and
relationships, the effect of consumer animosity on willingness to buy should be relatively weaker in long-term oriented
societies.
H3: The influence of animosity on willingness to buy is weakened under conditions of long- (versus short-)
term orientation.
Power Distance
Power distance captures the extent to which a society accepts inequality in power, wealth, and prestige (Hofstede
1980). Central to this concept is that power distance does not refer to the actual power disparity a person experiences
or the amount of power a person has, but rather to attitudes toward power disparity (Oyserman 2006). Power distance
is typically referred to as power distance belief when discussed at the individual level. Whereas there is variance
within any given society, in high (low) power distance societies, people tend to have higher (lower) power distance
beliefs (Earley 1999; Winterich and Zhang 2014; Zhang et al. 2010).
We posit that consumers’ power distance beliefs may influence how strongly they respond to feelings of
animosity. High power distance societies tend to discourage assertiveness and encourage emotion regulation. They
emphasize social order and restraint of actions that might disrupt solidarity; thus, suppression of emotion-based
responses may be necessary (Matsumoto et al. 2008). The emphasis on obedience and respect carries into
organizational behavior. For example, people with high power distance beliefs are less likely to react negatively to
injustices from superiors (Lee et al. 2000), less concerned about not having a voice in organizational decision making
(Brockner et al. 2002), and more accepting of an insult delivered by a superior to a subordinate (Bond et al. 1985).
Logically, this should extend to perceived injustices involving countries. Animosity feelings derive from
injustices where a (typically superior) country has caused feelings of injustice due to its military or economic power.
People with high power distance beliefs are accustomed to behaving in a subservient manner, and active resistance or
dissent is not expected. Thus, despite perceived injustice, challenging the offender by taking action would be
inconsistent with the cultural value of high power distance. In contrast, low power distance beliefs encourage voice
and initiative, and a sense of fairness dictates that injustices be reconciled, which leads to the following hypothesis.
H4: The influence of animosity on willingness to buy is weakened under conditions of high- (versus low-)
power distance.

Method
In this study, we plan a mixed study method to investigate the research questions. We plan to have five studies.
First, a meta-analysis to estimate effect sizes of animosity on willingness to buy, and product judgments based on
existing research. The meta-analysis will offer a test of the relationship of animosity with willingness to buy versus
product judgment. It also offers an initial test of animosity’s conditional effects based on cultural value differences by
examining samples from many different countries. Second, we plan to run a number of experiments to test further the
role of cultural values by priming the relevant cultural values and observing the effect on willingness to buy and
product judgments. An experimental approach is better suited to find evidence of a causal relationship.
Study 1 – Meta-analysis
Database Development. We identified studies for inclusion in the meta-analysis by searching the ABI/INFORM
Collection database for articles using the keyword “consumer animosity.” We selected studies for inclusion when they
reported Pearson’s r correlations for consumer animosity and either willingness to buy, product judgment, or consumer
ethnocentrism. Upon completion of the search and data coding process in December 2017, we had collected 38
independent samples from 14 countries reported in 34 studies.
Study 2 – Experiments
Design. The experiments in Study 2 are driven by the findings of the meta-analysis. Significant moderators
identified in the meta-analysis comprise the list of cultural values to be included in the experiments. We plan to prime
the cultural values in successive experiments. There will actually be two primes for each experiment. The first prime,
which is common to all experiments, is the priming of animosity toward Colombia. This will be done to ensure a great
enough range of animosity is available to identify conditional effects. The second prime will vary based on the relevant
cultural value, e.g., individualism-collectivism. After priming the cultural value, we will measure animosity. Thus,
the study design is to measure the focal antecedent animosity and manipulate the cultural value.
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Data Collection and Analysis. Subjects will be recruited initially using Amazon’s Mechanical Turk. However,
given some increasing criticism with MTurk samples, additional samples will be gathered from China using some
students samples at Hohai University in Nanjing. The experiments each have two conditions and will be coded as a
categorical variable, e.g., collectivism (0, 1). However, the focal antecedent animosity will be measured on a scale of
1-7. Thus, the most appropriate method of analysis is the ordinary least squares regression. Because of its efficiency
and utility, we will use the PROCESS macro (Hayes 2017) in SPSS to conduct all analysis for the experiments.

Essay 2: Influence of Coping Strategies on the Effects of Consumer Animosity
Introduction
Despite the recognition of cognitive and affective influences of animosity, extant animosity research has largely
ignored the factors that influence the effect of the affective influence of animosity. In an attempt to fill the unaddressed
research gaps, the current study provides an empirical study to test two distinct consumer coping strategies that could
moderate the effect of animosity: (1) active coping, the process to taking active steps to try to ameliorate the effects,
and (2) focusing on and venting of emotions, the tendency to focus on whatever upset one is experiencing and to
ventilate those feelings (Carver et al. 1989). This perspective is in line with psychological research that illustrates
different emotion regulation strategies people use (Gross and John 2003). This conception holds that emotion may
interact with a coordinated set of response tendencies and may affect behavioral systems.
Laux and Weber (1991) argued, “Research has never really addressed the topic of emotion- specific coping” (p.
238). Besides, Yi and Baumgartner (2004) are one of the few that explicitly investigated purchase-related situations
in which negative emotions are experienced and to determine the possibility of providing general conclusions about
the use of particular coping strategies in negative emotional situations. We argue that it is necessary to have a good
understanding of coping strategies that consumers may use to manage the negative emotional situations. This study
aims to investigate the roles of coping strategies in the relation between consumers’ animosity and purchasing
behaviors in the global consumption context.

Coping Strategies
Coping refers to people’s cognitive and behavioral attempts in response to emotionally arousing to manage
stressful situations and reduce levels of stress (Carver et al. 1989). More specifically, Lazarus and Folkman (1984)
defined coping as “constantly changing cognitive and behavioral efforts to manage specific external and internal
demands that are appraised as taxing or exceeding the resources of the person” (p. 141). Carver et al. (1989) suggest
that people bring to each coping context a preferred set of coping strategies that remain stable across time and
circumstances. The coping strategies are aimed at changing the distressed consumer-environment relationship by
either altering the relationship and by regulating the emotions (Lazarus and Folkman 1987). Two functions of coping
are usually distinguished (Lazarus and Folkman 1984).
However, little research has focused on negative emotional experiences in the consumer context and how
consumers cope with negative consumption-related experiences (Yi and Baumgartner 2004). Prior researchers
mention emotional reactions such as anxiety, stress, and ambivalence, but, they do not link particular coping strategies
to specific types of emotions (Mick and Fournier 1998; Otnes et al. 1997). The coping strategies distinguished in prior
studies are very context-specific and are not tied to particular types of negative emotions.
This current study focuses on how consumers cope with the particular negative emotion that is evoked due to
historical, economic, or other disputes between the home country and the offending country. Consumers may cope
with negative emotions differently; some may be dispositioned to express their feelings outwardly; others may take
actions to dismiss the consequence of the negative emotion. We aim to answer the following research question: are
there differences between the way in which, angry consumers cope with the consumption of the products from the
target country? Specifically, we investigate two problem-focused coping strategies – active coping and focusing on,
and venting of emotions- that angry consumers may use in the consumption-related context.

Hypotheses
The Moderating role of Active Coping
Active coping is the process of taking active steps to try to remove or circumvent the stressor or to ameliorate its
effects (Carver et al. 1989). It includes initiating direct action, increasing one's efforts, and trying to execute a coping
attempt in a stepwise fashion. Active coping is a pervasive psychological process, embedded in a network of cognitive,
attitudinal and behavioral correlates (Carver and Scheier 1994; Lazarus and Folkman 1984), and this process is
reflected in a coping model capable of accounting for the multitude of strategies consumers enact.
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In the services encounter, the anger experienced by the consumer is an example of an emotional response to a
stress of harm (Duhachek 2005). Especially in service failure context, consumers cope through active coping are likely
to attribute the failed encounter to the service provider and directly confront the service provider to express their
displeasure (Sengupta et al. 2015), and think about ways to make things better, devise a plan of action, and try to
resolve the problem (Duhachek 2005).
Consumer animosity is a negatively valenced emotion in the international consumption setting (Leong et al.
2008), which is related to previous or ongoing military, political, or economic events (Klein et al. 1998). The threat
from the offending country causes consumers’ negative emotions. Based on Carver et al. (1989), individuals who cope
with negative emotions through active coping think about what can be done, devise a plan of action, and then take
steps to resolve the problem. Angry consumers are likely to intentionally cope with negative emotional situations to
remove the threatening event or diminish its impact on the domestic country. In other words, when offended by a
foreign country, consumers would actively focus on dealing effectively with the situation, avoiding attachment
relationships with the offending entity, and possibly boycotting the products from the target country. Thus, we argue
that angry consumers who use active coping strategy have a higher desire to retaliate against and punish the offending
country by boycotting the products made in the referent.
H1: Active coping makes the effect of animosity on willingness to buy stronger.
The Moderating Role of Focusing on and Venting of Emotions
Focusing on and venting of emotions is the tendency to focus on whatever distress or upset one is experiencing
and to ventilate those feelings (Carver et al. 1989). The coping strategy of focusing on and venting of emotions means
some efforts to alter the situation and usually includes displays of displeasure to the entity that is seen as the source
of dispute.
Consumers who engage in focusing on and venting of emotions argue their case and try to get the offending party
to change its mind. In the service failure literature, consumers who experience anger may try to vent their feelings to
get the attention of the service provider. In the process of venting, they may ruminate about the failure, regulate their
negative emotions by openly displaying feelings of displeasure (Sengupta et al. 2015).
In the psychology literature, scholars have suggested that the negative consequences of anger can be ameliorated
via focusing on and venting of emotions. Bushman (2002) found that venting one’s anger would produce a positive
improvement in one’s psychological state. If people do not let their anger out but try to keep it bottled up inside, it
will cause them to explode in an aggressive rage. Alternatively, if they are aware of their upset and “letting it out,”
people would have a lower level of physiological arousal after expressing their anger directly against the provocateur
(Geen and Quanty 1977). With focusing on and venting of angry emotions, consumers should get rid of the negative
emotion, evaluate the situation less severe, and thus are less likely to boycott brands from the target country. Therefore,
we hypothesize the following:
H2: Focusing on and venting of emotions makes the effect of animosity on willingness to buy weaker.

Method
Sample
Data will be collected from Amazon’s Mechanical Turk (MTurk). Participants will be randomly assigned to
conditions. We analyze the effect of animosity on willingness to buy at two levels of the primed coping moderators.
Thus, the experiment of study 1 is considered to be a 2 (Animosity: high, low) × 2 (Active Coping: coping, noncoping)
between-subjects design. The experiment of study 2 is considered to be a 2 (Animosity: high, low) × 2 (Venting of
Emotions: venting, nonventing) between-subjects design. This essay is ongoing. We will conduct two experiment
studies and analyze the data using PROCESS macro.

Conclusion
This dissertation aims to empirically test a hypothesized model of relationships between consumers’ negative
emotions on buying intentions towards foreign-made products in the context of an international incident. Essay 1 and
Essay 2 set out several hypotheses attempting to understand the association of animosity, cultural values, and coping
strategies on product judgment and willingness to buy. A meta-analysis addressed the inconsistent findings in the
animosity literature. Causal models were therefore developed and tested via a series of experiments.
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Summary Brief

Developing Future Loyal Alumni: Identifying
Predictive Antecedents of the Brand Loyalty Journey
of Generation Z towards Higher Education
Institutions
Kimberly Conrad, Northcentral University, USA
Melodi Guibault, Northcentral University, USA
Higher Education Institutions (HEI) rely on alumni who are loyal to the school. However, a future problem of
decreasing loyal alumni exists with the emergence of Generation Z. The four-phase loyalty theory developed by Oliver
(1999) is the foundation of the project with each phase (e.g., cognitive, affective, conative, and action) as criterion
variable. The four antecedents of loyalty (e.g., consumer involvement, perceived brand value, brand trust, and
customer satisfaction) will serve as predictive variables. A multiple linear regression analysis will be used to identify
the antecedent that most likely predicts each criterion variable. By identifying the antecedents that most significantly
predict each phase of the loyalty journey, HEIs gain greater insight and understanding into how to develop future
loyal alumni and focus marketing strategies to develop loyalty in current Gen Z students.

Introduction
The brand loyal customer is an asset to a company. In fact, Best (2013) noted that a brand loyal customer may
contribute 133% more revenue to a business compared to a non-loyal repeat customer and as much as 250% more
revenue compared to a new customer. Best continued to state that loyal customers will purchase more, show more
commitment to the brand, share their positive experiences, are more likely to advocate for the brand, and have a higher
customer lifetime value.
Unfortunately, HEIs have experienced a decline of alumni who financially support their alma maters. Masterson
(2017) reported that the rate of alumni participation declined from 11.6 percent to 8.1 percent from 2006 to 2016.
Masterson further declared that “the young alumni of today are the major donors of tomorrow” (p. 2). The current
traditional student is the eldest member of the newest generational cohort to enter the marketplace as adults –
Generation Z (Gen Z). However, one characteristic of this generational cohort is their lack of brand loyalty (Budac,
2015; Gutfreund, 2017; Ngobo, 2017; Priporas, Stylos, & Fotiadis, 2017). In fact, compared to a name-brand
preference, 79% of Gen Zer’s prefer a quality product regardless of the brand name, and if a product that is similar
but lower in price, 72% report they will switch to the cheaper product (Fromm & Read, 2018). This problem can
negatively affect the future success of a HEI. As a result, the proposed study will utilize the four-phase loyalty theory
by Oliver (1999) as the theoretical foundation to identify predictor antecedents for each phase to gain better insight
into the Brand Loyalty Journey (BLJ) of Gen Z college students.

Theoretical Framework
In his seminal work, Oliver (1999) purported that brand loyalty is multidimensional, comprised of various levels
or phases through which a customer travels. The first phase of Oliver’s (1999) theory is cognitive loyalty in which the
consumer uses information attained from secondhand knowledge or from a recent experience that is based on the
performance of the attributes of the brand. If this level of loyalty is met, the consumer may move into affective loyalty
at which time a “liking” for and commitment to the brand begins to develop. Although somewhat stronger than the
cognitive phase, affective loyalty may not be formidable enough to deter consumers from defecting to the competition.
If a deeper level of commitment is reached, the consumer then experiences conative loyalty. At this level, the consumer
experiences multiple positive effect experiences, and they develop a behavioral intention with a commitment that
appears to be more intense. However, this phase of loyalty serves more to motivate the desire in the consumer and
may still not result in action. The final step, and ultimate objective for the brand, is for the consumer to reach the
action loyalty phase. This develops when the motivated intention transfigures to an eagerness to act coupled with an
enhanced desire to surmount barriers (i.e., competitor advertising and offerings) that may inhibit the act.
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Generation Z
Gen Z, born between the mid 1990’s and 2012, is a growing cohort and changing the landscape of the United
States. In 2017, the population of the cohort overtook Millennials and Baby Boomers with nearly 27% of the U.S.
population (Fry & Parker, 2018; US Census Bureau, n.d.). Furthermore, it is estimated that Gen Z will comprise onethird of the population by 2020 (Seemiller & Grace, 2016).
In regards to attending college, 89% of students in middle and high school felt that a college education is valuable
and necessary to get a good job resulting in 82% of Gen Zer’s planning on attending college after high school (Barnes
& Noble College, 2018) and 59% of the cohort enrolled in college in 2017 (Fry & Parker, 2018). Using this percentage
of the projected Gen Z population of 78 million in 2035 (Salisbury, 2019), and the projections per the US Census
Bureau (2018) for 2050, the estimated number of HEI alumni is calculated to be 46 million and 40.5 million,
respectively.
The problem, purpose, methodology, and benefits of the proposed research project will be discussed in further
detail.
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Applying Persuasion Theory to Sport Properties’
Digital Media: Analyzing Select Facebook Posts from
the USC Trojans
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Mikaela Hutson, Belmont University, USA
This paper examines the increasingly critical research and practical topic of digital media strategy for sport
properties through a detailed analysis of Cialdini’s (2008) six principles of persuasion. Best-practice strategies from
the communications and marketing industries are used to support theory from principles, and applied tactics are
illustrated using select posts from the University of Southern California (USC) Athletics’ official athletics and football
Facebook page. Recommendations for future studies and sport property practices based upon both empirical
literature and practical industry applications are also offered.

The Impact of Technology on Marketing Strategies
Berhon, Pitt, Plangger, and Shapiro (2012) maintain that the 21st Century has created both opportunities and
challenges for marketing managers in a dynamic and interconnected international environment. Marketers operate
with ever-increasing amounts of data, channels, types and formats of advertising assets, and digital spaces to
communicate with consumers (Kotler & Armstrong, 2018). For consumers, sweeping changes over the last two
decades in media devices and distribution have generated enormous amounts of data that impact many aspects of their
lives, including personalized exposure to marketing communications (Hendricks & Shelton, 2016; Kotler &
Armstrong, 2018).

The Need for Strategic Approaches to Digital Media
To successfully reach these consumers, organizations must skillfully select ideal target markets and determining
which digital channels to utilize and which products to offer (Kotler & Armstrong, 2018). Another challenge for
organizations to cut through the amplified, voices from so many democratized digital platforms to reach consumers
(Hendricks & Shelton, 2016). This horizontal communications distribution collides with vertical, top-down
communications from traditional institutions (including businesses), causing people to inform themselves with their
own social contacts (Benkler, 2006). According to Hendricks and Shelton (2016), such collision places pressure on
marketers to inform and entertain, thereby creating value for users, which captures and (more importantly) retains
their attention. The challenge is magnified when realizing that users decide within 10 seconds whether to leave a piece
of content, particularly within social media (Eyal, 2014; Hendericks & Shelton, 2016).
Fournier and Avery (2011) claim that organizations too often tactically rush into social media, viewing them as
panaceas for traditional brand-building strategies. However, as more marketing activity moves to the digital landscape,
marketers are faced with the stark realization that social media were designed for people, not for organizations
(Fournier & Avery, 2011). Further, as organizations cultivate social media strategies, specific platforms such as
YouTube, Facebook, and Twitter are frequently treated as stand-alone elements rather than parts of an integrated
marketing system (Hanna, Rohm, & Crittenden, 2011).
Despite such fragmentation and pressures, organizations can utilize digital/micromedia marketing programs and
campaigns to effectively reach consumers with highly targeted forms of outreach (Hanna et al., 2011). Accordingly,
marketers must not only consider the countless opportunities and threats of social media, they must also learn to work
within the ensuing shifts of activity, power, and value, particularly the shift in power from organization to consumer
(Berthon et al., 2012). Modern marketers are thus susceptible to consumers who can now directly control powers of
networks and influence offered by contemporary media (Berthon et al., 2012).
Accordingly, Berthon et al. (2012) maintain that marketers’ main customer-outreach goal has shifted from telling
to enticing, which requires a keen understanding of digital media’s social elements, the dynamics of networks, the
power of the collective, and the wisdom/folly of crowds.

436

Such a marketing and media communications approach is also vital for sport properties (Newman, Peck, Harris,
& Wilhide, 2013). According to Mullen, Hardy, and Sutton (2014), consistent, marketing-minded leadership driven
by a vision and a strategic plan is absolutely necessary in the highly competitive sport industry, where live events are
often the core product and a lack of calculated marketing multiplies odds of failure. Mullen et al. (2014) also stress
that sport properties must combine big-picture, strategic thinking with tactical, detail-oriented execution to achieve
marketing success. Thompson, Martin, Gee, and Eagleman (2014) further add that a sport property’s digital strategy
should function as an integral part of its communications and marketing plan. Mullen et al. (2014) acknowledge that
most sport marketers share this mindset but often miss the mark when determining what fans want and will consume,
instead defaulting to telling (“build-it-and-hope-they-will-come”) rather than persuading.

The Three Parts of the Modern Media Landscape
Hendricks and Shelton (2016) identify three categories in the modern media landscape:
•

Earned media: any channel(s) owned by another entity that creates controlled opportunities for exposure by
allowing guests to utilize their platform(s) (e.g., interviews, podcasts, etc.), thereby at least indirectly
endorsing guests’ content

•

Rented media: a presence and content controlled by the user but that live on a platform(s) owned by another
entity (e.g., Facebook, Twitter, LinkedIn, etc.)

•

Owned media: any channel(s) that are fully possessed and completely controlled by the content producer
(e.g., websites, blogs, email lists, etc.) and which are ideally fed organically by the calls-to-action on earned
and rented media channels

Hendricks and Shelton (2016) contend that each media type is important and should be utilized as part of an
integrated communications strategy. They emphasize these principles:
•

Earned media can be challenging to obtain, since access to it rests with gatekeepers who constantly receive
requests for access and ultimately control many message deliverables.

•

Owned media serves as a place to fully and directly connect with audiences, but it requires time to grow
substantially and must be carefully managed and monitored.

•

Rented media often becomes the place where communications/marketing succeeds or fails. Its activity must
be gauged carefully with big data surrounding its platforms, and outreaches from users/followers must be
examined for relationships to be created or built. Further knowledge about the nature of each medium must
be understood and practiced for the medium to be a relationship-starter or a relationship-sustainer, with the
ultimate goal of persuading users to move from rented platforms to owned platforms.

This concept of strategic persuasion informs this paper’s examination of Cialdini’s (2008) principles as applied
to digital media.

The Scientific Theory of Persuasion
In light of Hendricks and Shelton’s (2016) contention that two of the three types of media (earned and rented)
should ultimately funnel users to owned media, logic dictates that such flow must be strategically designed with
theoretical support. One principle for designing successful strategic media flow is the science of influence or
persuasion. The recognized seminal work in this science is Influence: Science & Practice, originally published in 1984
by Dr. Robert Cialdini, frequently regarded as “the Godfather of Influence” (“Dr. Cialdini’s Biography,” n.d.).
Originally published in 1984 and currently in its fifth edition (2008), Influence earned a listing on Harvard Business
Review’s “Breakthrough Ideas for Today’s Business Agenda” and on the best-seller lists of The New York Times,
The Wall Street Journal, and USA Today. Fortune Magazine lists Influence in its “75 Smartest Business Books,”
while CEO Read lists Influence in its “100 Best Business Books of All Time.”
The six principles of persuasion outlined by Cialdini (2008) impact both researchers and practitioners alike. One
specific area of study and practice covers the application of influence principles to digital contexts, particularly in
text-based interactions in which communicators are distant from intended target(s) of influence (Guadagno,
Muscanell, Rice, & Roberts, 2013). In 2005, Guadagno and Cialdini found only three of the six influence principles
had been examined in online contexts (i.e., without a face-to-face condition), and results produced contradictory
findings. Guadagno et al. (2013) later found a dearth of research examining the effectiveness of influence principles
in online settings, which prompted them to study likability and social validation (social proof) in an online context.
Results revealed social validation affected compliance, but communicator-liking did not. Guadagno et al. (2013)
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acknowledged that one chief limitation of studies on influence in online contexts is the lack of generalizability of
results to social media, since prior studies primarily utilized text-based, computer- mediated communication in their
methodologies. Guadagno et al. (2013) concluded, “It is an open empirical question as to whether these results would
generalize to other more interactive online technologies such as Facebook” (p. 58), calling for further research utilizing
social networking sites.

An Analysis of Persuasion Application
This paper will present a detailed analysis of Cialdini’s (2008) Persuasion Theory and its applicability to digital
media marketing strategies. Theoretical underpinnings of the six principles of Cialdini’s theoretical model will be
supported by strategic suggestions from practicing experts in the communications and marketing industries who utilize
the principles of likability and social validation, and principles will be illustrated using posts from the University of
Southern California (USC) Athletics sport property’s official athletics/football Facebook page.

The Principle of Liking
“People prefer to say yes to those that they like” (“Principles of Persuasion,” 2018).
Cialdini’s (2008) Principle of Liking is based on the idea that people like and comply with others who like them,
and they more readily identify with others when discovering similarities between themselves and others. Compliance
professionals directly employ the strategy of getting people to like them and forming social bonds of friendship before
attempting to gain assent (Cialdini, 2008). Opening this door to assent can also lead to referrals to friends of those
friends, which can be replicated in “an endless chain” (Cialdini, 2016, p. 169). Conversely, Cialdini (2008) notes, this
principle also causes people to actively separate themselves from negative circumstances, events, or people, and he
cites the widely studied psychological phenomena of BIRGing (basking in reflected glory) and CORFing (casting off
reflected failure) among sports fans to illustrate these points, which he pioneered (Cialdini, Borden, Thorne, Walker,
Freeman, & Sloan, 1976).
Categories of similarity upon which such bonds are formed (Cialdini, 2008) include:
•

Physical attractiveness, i.e., the appeal of a person’s outward appearance creates a halo effect from that one
known positive personal trait which causes affixation; other favorable traits (e.g., talent, kindness, honesty,
and intelligence) are subsequently assigned

•

Similarity, i.e., shared appearances, opinions, personality traits, backgrounds, body language, and/or
lifestyles create bonds and positive compliance results

•

Compliments, i.e., positive estimations, terms of flattery, or claims of affinity

•

Contact and cooperation, i.e., favorable responses to familiar and frequently contacted elements create
conjoined efforts

•

Conditioning and association, i.e., the influencing perceptions of people, places, things, and circumstances
based on associations with and connections to other elements, either positive or negative

Expressing and acknowledging shared similarities creates greater levels of interpersonal comfort and community,
which can easily be established on social media sites (Kerpen, 2011; Schaefer, 2014). Hardly a better illustration of
Cialdini’s (2008) Principle of Liking and at least four of its elements can be seen within the very principle that
Facebook uses for its company logo: an action called liking, whereby Facebook page owners can create their own
online communities by having users express interest/admiration for the page, symbolized by a thumbs-up logo (Frier,
2016). When a person likes a Facebook page, s/he expresses a common interest with all other users who also like the
page and establishes a place within that community (Schaefer, 2014). Facebook’s 1.6 billion users like content more
than 6 billion times a day, which amounts to more than daily Google searches and affects billions of advertising dollars
each quarter (Frier, 2016). Widely considered the foremost driver of social activity, these Likes alert Facebook to its
most popular content and thus drives the content most often shown on users’ News Feeds (Frier, 2016). “The value it
has generated for Facebook is priceless,” stated Brian Blau, an analyst at Gartner, Inc., a technology research firm
(Frier, 2016).
This action and medium not only create an instant sense of community when users like content, they also provide
a self-identified audience of potential customers and gives them a comfortable place to express their opinions about a
sport property (Frier, 2016; Newman et al., 2013; Schaefer, 2014). Frier (2016) also labels the Like as “a way of
creating a connection, even if it’s superficial” (¶ 32). In 2016, Facebook expanded Facebook users’ response options
beyond one (Like) to six after Facebook researchers compiled and categorized users’ most frequent responses to posts.
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After consulting with sociologists about the range of human emotions, they evolved those categories into six common
responses, which Facebook calls Reactions: Like, Love, Haha, Sad, Wow, and Angry (King, 2016).
Certain illustrations of the theoretical and functional points of Cialdini’s Principle of Liking (2008) can be seen
in Figure 1 and Figure 2. Figure 1 shows a Facebook post featuring a 59-second video of 2018 USC football players
Michael Pittman, Jr., and Velus Jones, Jr., discussing their favorite Disney movies. The post also invites fans to offer
comments on their own favorite Disney movies and engage the two players in debate about them. From the Cialdini
(2008) principle of Liking, this illustrates the concept of similarity from the standpoint of Trojan Facebook followers
to compare their personal Disney movie preferences to those of two Trojan players. Figure 2 shows a Facebook post
featuring a 1:10 video with Angela Helton, wife of USC head football coach Clay Helton, describing her battle with
breast cancer and encouraging women to seek mammograms for early detection. This post illustrates the Cialdini
(2008) Liking principle concept of conditioning and association, because it creates a relatable connection to a visible
figure of the USC football program based on a commonly known and confronted disease (a negative), as well as hope
for survival via early detection (a positive).

Figure 1: Facebook post with video of two USC football players discussing favorite Disney movies (mobile
version).

Figure 2: Facebook post with a video of Angela Helton, wife of USC Head Football coach Todd Helton,
discussing her battle with breast cancer and encouraging mammogram testing (mobile version).

The Principle of Reciprocity
“People are obliged to give back to others in the form of a behavior, gift, or service that they have received
first” (“Principles of Persuasion,” 2018).
Cialdini’s (2008) Principle of Reciprocity postulates that people repay in kind what others provide to them and
feel obligated to repayment of favors, gifts, invitations, etc., extending to ancestral sharing of food, division of labor,
and exchanges of goods and services that create clusters of cooperative, interdependent units. Compliance
professionals directly employ this strategy with the free-sample approach, allowing users to not only experience the
product to determine if/how well they like it, but also to present the item as a gift, thus triggering reciprocate
possibilities (even if the item was unwanted) and doubling chances of receiving something in return, even to the point
of unfair reciprocation (Cialdini, 2008). Compliance also can be achieved through concessions, i.e., lowering the level
of the initial request to something of a smaller, less significant nature (Cialdini, 2008).

439

The principle of reciprocity drives at least one major philosophy of modern marketing. Kerpen (2011) maintains
that social media sharing (particularly on Facebook) is a highly effective way to create word-of-mouth marketing,
a.k.a. buzz marketing, the highly-valued-yet-enigmatic promotional strategy characterized by Ben Yahia, Touiti, &
Touzani (2012). Similarly, Hughes’ (2008) research identifies six conversation-starter categories that he labeled as
the six buttons of buzz, which create awareness, drive traffic, and increase sales and profits:
1.
2.
3.
4.
5.
6.

Taboo, i.e., topics that are edgy or controversial
The Unusual, i.e., topics that are unique, distinctive, or outstanding
The Remarkable, i.e., something done very well/at an extremely high level of quality
The Outrageous
The Hilarious
Secrets, i.e., those kept and/or those revealed

Kerpen (2011) states that buzz-marketing strategy is best facilitated by identifying which aspects of the
organization’s offerings are worthy of discussion, identifying which customers are most passionate about and inspired
by the organization, then giving those customers tools and opportunities to share their stories. Schaefer (2014) asserts
that a series of small, meaningful provocations can engender greater numbers of customer connections and increased
levels of loyalty when conducting business via social media. The primary tools for this, Kerpen (2011) says, are
recognition and encouragement, but contests, promotions, and giveaways can also help, along with occasional offline
interactions.
As with the Principle of Liking, the medium of Facebook is optimally and inherently primed to utilize the
Principle of Reciprocation for sport properties in numerous ways. Along with the previously discussed six Reactions,
after each post, Facebook immediately offers users options to leave written comments and to share the post to their
own timelines (with the poster’s permission). Facebook also displays the total of each kind of Reaction generated,
along with comments, and the number of post shares, as seen at the bottom of the post in Figure 3.
Sport properties can strategically utilize these Facebook features to generate buzz marketing through techniques
such as ask-to-share, in which properties appeal to users to utilize the Share function to spread the post to their
individual pages to be seen by their friends; and share-to-win or comment-to-win, in which properties incentivize
followers to share the post or leave comments about the post by rewarding them with incentives.
Anecdotal evidence exists that qualified Facebook-sharing as a powerful buzz-creator for sport properties. Lisa
Bregman, digital and social marketing manager at Wasserman Media Group, says that the videos her team posts on
Facebook receive three to 10 times the views than when the videos are posted on YouTube, driven largely by the
snowball effect from sharing (Nakashima, 2015).
Figure 3 shows a post that invited followers to guess the name of USC wide receiver Michael Pittman, Jr.’s dog
from one of three options. Commenting followers with the correct answer were entered into a drawing for two free
tickets to USC’s upcoming game with Arizona State University. This post illustrates Cialdini’s (2008) Principle of
Reciprocity by offering the possibility of major reciprocation (i.e., two free football tickets) for a small action (i.e.,
comment/guess), as well as Hughes’ (2008) buzz buttons of unusual (i.e., such content is an anomaly on the USC
Trojans Facebook page) and secret (i.e., the dog’s name can be guessed for a chance to win tickets).

Figure 3: A comment-to-win Facebook post inviting USC Trojans followers to guess the name of a player’s
dog for a chance to win two free football game tickets (mobile version).

440

The Principle of Authority
“People will follow the lead of credible, knowledgeable experts” (“Principles of Persuasion,” 2018).
Cialdini’s (2008) Principle of Authority postulates that pressure from an authority can exert strong influence on
human behaviors, even to points of frightening levels of compliance. Such a phenomenon is discovered from
childhood when advice taken from authorities (e.g., parents and teachers) proves consistently beneficial and rewarding
(Cialdini, 2008). With such discovery comes a greater tendency toward blind obedience and automatic actions when
apparently-legitimate authority figures provide directives (Cialdini, 2008).
Cialdini’s (2008) authority principle can be directly applied to digital media marketing. According to Schaefer
(2014), social media users look for clues in their external environments to help them make decisions. The information
need not necessarily be true or accurate; it must simply provide an effective impression of authority, which gives
brands many reasons to have a strong social media presence (Schaefer, 2014). Another important reason for creating
authoritative social media content geared to clue-seeking digital media users is what Kotler and Armstrong (2018) call
ad blindness, an outcome of technology-driven marketing. As consumers are exposed to more and more sponsored
content, their ability to ignore marketing materials (particularly online) has substantially grown, and they have
developed the capacity to consciously and subconsciously ignore sponsored ad content (Kotler & Armstrong, 2018).
As a singular communications medium and the largest media entity in history, Facebook has evolved into a
multimedia-capable platform upon which a variety of content can be created, propagated, and shared in many forms
(Newman et al., 2013; Schaefer, 2014). Clearly, with such a plethora of options and the importance of Facebook as a
lifestyle medium, sport properties must adopt the strategic mindset of a marketing and media production business to
craft perceptions of them as credible authorities (Kerpen, 2011; Schaefer, 2014). For a sport property, such content
could include media that promote the authority of players/coaches, particularly ones with demonstrated experience,
honors, accomplishments, and successes. Authority can also be built for a property by showcasing its venue(s), as well
as event highlights.
Once distinctive/unique authoritative features of the sport property are identified, they must be strategically
shaped into actual content for the property’s digital media. Such an approach can be made from several angles,
including language and trust development. Regarding language, Lee and Kahle (2016) advocate careful use of
linguistics in a property’s digital media, because language conveys vital values and emotions that deliver marketing
information. Results from a census sample of 114 professional sport teams’ Facebook pages by Pronschinske, Groza,
and Walker (2012) indicate that page attributes which signal authenticity and user engagement help create and
maintain a strong Facebook user base. Regarding trust, Bergström and Bäckman (2013) and Montameni and
Nordstrom (2014) contend that organizations that build successful online communities create stronger customer trust,
which will create one or both of two scenarios: people with existing higher degrees of trust in an organization are
more likely to interact with that organization; and/or interaction with an organization will lead to higher degrees of
trust and more intimate relationships. In strong media communities, customers feel a greater sense of belonging and
will demonstrate greater brand loyalty (Bergström & Bäckman, 2013).
Two examples of strategic, engaging Facebook page content can be seen in figures 4 and 5. Figure 4 is a post
congratulating former USC Head Football Coach Pete Carroll on becoming the winningest head football coach in the
history of the National Football League’s (NFL) Seattle Seahawks franchise. Carroll is only one of three coaches in
football history to have won both a Super Bowl (2013-14) and a college football national championship (2003 and
2004) (Willis, 2014). Figure 5 is a post with data on USC’s then-new offensive coordinator Kliff Kingsbury, citing
highlights from his accomplished collegiate playing career, his professional playing career, and his accomplished
collegiate assistant coaching career. The irony of establishing these figures as authorities comes with knowledge of
USC’s forfeiture of its last two wins during the 2004 championship season due to an amateurism scandal while Carroll
coached at USC (Fox Sports, 2010), as well as Kingsbury’s dismissal from his job as head football coach at Texas
Tech University just 12 days prior to the post (“Texas Tech announces,” 2018).
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Figure 4: A USC Trojans Facebook post congratulating former USC Head Football Coach Pete Carroll on a
milestone win with the Seattle Seahawks (mobile version).

Figure 5. A USC Trojans Facebook post summarizing the playing and coaching accomplishments of new USC
Offensive Coordinator Kliff Kingsbury (mobile version).

The Principle of Consistency
“People like to be consistent with the things they have previously said or done” (“Principles of
Persuasion,” 2018).
Building upon cornerstone compliance literature from Freedman and Fraser (1966) on the likelihood that
individuals would comply with larger requests after agreeing to smaller requests to retain a consistent image, Cialdini’s
(2008) Principle of Consistency postulates that commitments made in active, voluntary, and/or public ways are more
likely to direct future behavior. Influenced by personal and interpersonal pressures, humans have an obsessive desire
to be and appear to be consistent with their previous actions and behaviors, as well as to respond in ways that justify
their previous decisions (Cialdini, 2008). Thus, Cialdini (2008) says, the drive for humans to be and appear to be
consistent constitutes a potent weapon of social influence.
The primary persuasion key to developing consistency is generating commitment, beginning with smaller
commitments, then building up to larger ones (Cialdini, 2008). A second key is the publicity surrounding such
commitments. Whenever one takes a stand that others see, a drive arises to maintain that stand for consistency purposes
(Cialdini, 2008).
Written public commitments are generally the most effective kind, since they connect to a third persuasion key
of commitment: the more effort invested into a commitment, the greater influence exerted on the person making it
(Cialdini, 2008). A fourth persuasion key, which Cialdini (2008) labels as more important than the other three
combined, involves creating stronger commitment by making it appear to be self-initiated and free from strong,
external pressures, thereby creating a feeling of responsibility (and thus commitment) for the choice.
Building upon the Like feature as a smaller-scaled commitment, a Facebook feature that could help sport
properties build commitment (particularly to event attendance) is the Create Event tool. Sport properties can create
these Events for games, promotional events, broadcasts, etc., and they will be shown in the Facebook timelines of
users who have liked the property’s page; they can also be found under the “Events” header on the property’s main
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page (see Figure 6) (“Bring people together,” n.d.). Basic event information (day, date, time, place, etc.) is included,
along with a photo, brief description, details, keywords, links to further information, and a link to ticket-purchasing
(“Bring people together,” n.d.). Also included is a moderated discussion board for user comments and an option to
add event co-hosts (“Bring people together,” n.d.).
Events can be market-targeted and boosted with advertising premiums paid to Facebook Ad Manager, and (if
applicable) tickets can be sold directly through Facebook or through an existing ticketing partner, e.g., Ticketmaster,
Eventbrite, Ticketfly, Spectra, etc. (“Bring people together,” n.d.). At the bottom of an event post, Facebook will
include other similar events that may appeal to the user, thereby expanding an event post’s reach even further (“Bring
people together,” n.d.). Many of these features can be seen in Figure 7.
But perhaps the most important three features of Facebook Events (also seen in Figure 7) include the option for
users to mark their status for the event as “Interested” or “Going,” as well as options to share the event with other
Facebook users and/or to other digital media, thereby utilizing virtually every aspect of Cialdini’s (2008) Principle of
Commitment and Consistency, since these actions can be seen in the Facebook timelines of their friends (“Bring
people together,” n.d.).
Regarding the principle of Consistency, Kerpen (2011) advises marketers to closely examine all available
inventory, assets, time, and space available to be promoted inside the Facebook medium, thereby inviting customers
to join the conversation while sharing value propositions for liking the organization’s page and following it. This
becomes critically important for creating engagement opportunities through Facebook Events that will foster
commitments to attend and facilitate the ease of ticket sales and other purchases. Kerpen (2011) adds that if an
organization can do little things for its social media audience that surprise and delight them, that provide unexpected
value, or that cause them to simply smile, the organization will stand out, be remembered, and win the community’s
business (related to the Principle of Authority as discussed in a previous section). For sport properties, such delights
would greatly precipitate and facilitate the likelihood of Facebook Event interest, attendance, and sharing, as well as
streamlining any applicable ticket purchase process.
Figure 6 shows individual USC football games under the Events tab on the USC Trojans Facebook page. Figure
7 shows various sections of a Facebook Event post using the November 10, 2018, USC Trojans football game versus
the University of California, Berkeley (Cal).

Figure 6. List of the individual events under the Events section of the USC Trojans Facebook page (mobile
version).
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Figure 7. Details of the individual event posting on the USC Trojans Facebook page for the USC versus Cal
football game (mobile version).

The Principle of Consensus
“Especially when they are uncertain, people will look to the actions and behaviors of others to determine
their own” (“Principles of Persuasion,” 2018).
Cialdini’s (2008) Principle of Consensus (also known as the Principle of Social Proof) asserts that people seek to
determine what other people think is correct when trying to determine correctness, because humans tend to perceive
an action as more appropriate for themselves when others do it. Such judgment becomes a convenient shortcut—called
a heuristic by Tversky and Kahneman (1974), Eyal (2014) and Rothschild (2014)—for determining behavior; is
multiplied by other similarly minded people; and provides strength, courage, and higher commitment levels (Cialdini,
2008). Cialdini (2008) states that this principle logically operates more powerfully when observing similar individuals
more so than when observing dissimilar ones.
Many Facebook features could be cited to demonstrate the Principle of Social Proof (Cialdini, 2008), but three
features illustrate it especially well for the purposes of sport property marketing: Check In, Nearby Places, and Taga-friend. When creating a post or when interacting with a posted Event (as described in the previous section), users
can register their presence at a specific place through Facebook’s Check In feature. This process adds geographical
data to the post (“How do I check into a nearby location,” n.d.; “What is geotagging,” 2017). At that time, Facebook
friends of the checked-in user can then see the check-in within their timelines, as well as later when they check into
places where their friends previously checked in. Closely related to this feature is Nearby Places feature, a portion of
the app-based version of Facebook that offers suggestions on places to go when in a certain area. Such
recommendations are based on things such as friends’ recommendations, check-ins, and likes. (“How do I use Nearby
Places,” n.d.).
Much like tagging their locations in their posts, Facebook users can also tag friends in their status updates and
posts using the Tag People function, which allows them to identify and reference other users (including sport
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properties and other such commercial or public entities) in photos, videos, and comments (Chan, 2009). When a user
tags a friend in her/his status updates, any user who sees that update can visit the tagged friend’s profile. The initial
user’s status update may also show up on that friend’s timeline, and the friend will be notified. Also, when a user is
tagged in a post, that post could be visible to certain audiences selected by the posting user, as well as friends of the
tagged person. Multiple people can be tagged in one post (“What is tagging and how does it work,” n.d.). Clearly, the
networking effect of the Tag Friends function serves as a highly effective and efficient method to associate various
people and groups via Facebook posts, thereby opening many strategic possibilities for property marketers.
Paralleling Cialdini’s (2008) Consensus principle, Kerpen (2011) explains the critical importance of Facebook
and other social media marketing by asserting that people both consciously and unconsciously follow the lead of
others like themselves. Kerpen (2011) illustrates this principle with assorted strategic business examples both outside
and inside of social media: e.g., diners choosing crowded restaurants over empty ones; organizations citing quantities
of products sold/customers served; and case studies, third-party reviews, etc., as forms of offline social proof. Kerpen
(2011) conclusively underscores the importance of social proof on Facebook by adding, “Is there any sales or
promotional content anywhere on the Web more valuable than the honest words, ‘Your friend likes this’?” (p. 170).
Figure 8 shows the portion of a Facebook Event that facilitates consensus by showing interactive options for
Check In and ways to express interest in attendance (highlighted in Part A, which includes total users expressing
interest in attending and which friends are attending); sharing options (highlighted in Part B); and other event- related
options (highlighted in Part C). (Note: this figure was taken from another sport property’s active event, since the USC
Trojans football team did not have any more active or upcoming events for the 2018 season.) Consensus can also be
created by information found in the masthead information for a sport property’s Facebook page, which includes the
total of users who like the page, as well as any friends who also like the page (see Figure 9).

Figure 8. Consensus-related options available to users when visiting a sport property’s Facebook page, as
demonstrated using an Event listing (mobile version). Some personal user information has been concealed for
privacy reasons.
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Figure 9. The masthead section of the USC Trojans’ Facebook page (mobile version).

The Principle of Scarcity
“People want more of those things they can have less of” (“Principles of Persuasion,” 2018).
Cialdini’s (2008) Principle of Scarcity proposes that humans value opportunities more when those opportunities
exhibit some form of limitation. The notion of potential loss plays a great role in human decision- making; in fact,
people may be more motivated by the fear of loss than the potential of gain (Cialdini, 2008). As a rule, if an item is
rare or is becoming rare, its perceived value increases in the minds of humans (Cialdini, 2008). Compliance
professionals can employ wide-ranging, systematic, and diverse tactics to create scarcity, e.g., limited- number offers,
deadlines, and on-the-spot purchases (Cialdini, 2008).
Although several specific Facebook features could be used by properties to create scarcity, two emerge as
particularly effective approaches: paid advertising using Facebook Ads, and Facebook Live. In 2012, Facebook
intentionally created decline in organic reach of Facebook posts from corporate pages. Manson (2014) states that
Facebook’s content display algorithm began to limit organic reach of brand pages’ content to about 16 percent in
2012, before another round of changes reduced it even more in December 2013. By February 2014, organic reach by
brand pages held steady at 6 percent, a decline of 49 percent from peak levels in October 2013 (Manson, 2014). For
large pages with more than 500,000 Likes, organic reach hit 2 percent in February 2014, and Facebook sources were
unofficially advising page managers to expect it to approach zero in the future (Manson, 2014). Schaefer (2014) says
that because of this algorithm, less than one-fifth of a brand page’s Facebook followers will see a typical post.
To counter such decline, brand publishers can utilize Facebook Ads, which boosts the exposure of posts and can
highly stratify audience exposure to those posts based on detailed demographics, psychographics, or contact
information (“Facebook ads,” n.d.). Facebook also provides brand publishers with various ad formats that can be
visually customized by device and connection speed (“Facebook ads,” n.d.). Brand publishers are also furnished with
detailed ad reporting tools that record how ads performed with Facebook audiences and how the ads impacted the
brand’s business (“Facebook ads,” n.d.).
Another Facebook tool that event marketers can use to help create scarcity is Facebook Live, which delivers live
streaming video broadcasts to page followers, who can receive notices when a live broadcast begins, respond during
the broadcasts using one or more of the six Reactions, and leave comments, thus creating the opportunity for dialog
between broadcasters and audiences (“Go live,” n.d.). When the live broadcast is finished, its video can be published
to a page for later viewing, if desired (“Go live,” n.d.).
The Principle of Scarcity can easily be utilized by sport property marketers, particularly for event tickets, because
a finite number of event tickets exists to sell (Supovitz & Goldwater, 2013). Kerpen (2011) praises the power of social
media to catalyze rapid sales transactions: “When you have a limited supply of inventory and need to sell it quickly
at a discount, there is no faster or more efficient way to do so than through social media,” citing airlines, hotels, and
theatres as examples of industries that benefit greatly from this practice. Concurringly, Newman et al. (2013) contend
that when a sport property uses social media to share benefits exclusively available to followers for a short time, this
tactic creates a greater likelihood of response. By providing specific/limited sales, discounts, and/or promotions,
customers may feel compelled to seize the opportunity, particularly if rewards are limited (Kerpen, 2011; Newman et
al, 2013).
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As with other Cialdini (2008) principles, many options exist for event marketers to utilize the Facebook platform
to create Scarcity. Two examples are shown in figures 10 and 11. Figure 10 shows a USC Trojans Facebook post
featuring a visually stimulating graphic of then-linebacker Uchenna Nwosu and alumnus running back LenDale White
to promote an exclusive social media presale of tickets to a home football game against the University of Texas. The
post includes a link to a webpage for purchasing tickets. Figure 11 is a mobile phone screenshot of a Facebook Live
stream on November 24, 2018, as the USC Trojans football team arrived at the Los Angeles Memorial Coliseum to
play the University of Notre Dame. The post received over 900 reactions, almost 550 comments, over 100 shares, and
more than 20,700 views.

Figure 10. A post from the USC Trojans Facebook page, promoting a social media presale for 2017 a home
football game against the University of Texas Longhorns.

Figure 11. A Facebook Live broadcast by the USC Trojans on November 24, 2018.

Conclusions & Recommendations
This article echoes the Thompson et al. (2014) assertion that a sport organization’s digital strategy serves as an
integral aspect of its communication and marketing plan and provides a practical strategic framework. Sport
organizations that effectively utilize digital assets as marketing communication tools to connect with stakeholders
(particularly fans) generally enjoy competitive brand advantages in an increasingly crowded marketplace (Hur, Ko, &
Valacich, 2007; Pedersen et al., 2007; Thompson et al., 2014). Thus, digital marketing strategy becomes a topic of
vital theoretical and practical importance.

Academic Research
Many scholars argue that digital media has become such a prominent business initiative for sport organizations
that researchers and practitioners should devote much more attention to this under-researched and poorly understood
subject (Ballouli & Hutchinson, 2010; O’Shea & Duarte Alonso, 2011). This article advances empirical research and
highlights the need for further academic inquiry into organizational digital marketing practices in the sport
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marketplace. It may be considered as a primitive initial step in examining the “open empirical question” posed by
Guadagno et al. (2013) as to whether results of a study involving website content “were generalizable to other, more
interactive online technologies such as Facebook” (p. 58) and answers their call (though perhaps in a very basic way)
for future research on the principles of influence in social networking settings.
This article also takes an initial step in filling a research void in relationship marketing within a sport context, per
calls from McCarthy, Pioch, Rowley, and Ashworth (2011); Stavros, Pope, and Winzar (2008); and Thompson,
Martin, Gee, and Eagleman (2014). Several scholars (O’Shea & Duarte Alonso, 2011; Thompson et al., 2014;
Williams & Chinn, 2010; and Yin, 2003) further indicate that limited research exists regarding digital media strategies
of professional sport organizations’ responses to media developments, which this article addresses. This article also
extends research in sport organizational communication strategy at the property level, per Thompson et al. (2014).
Since the Hendricks and Shelton (2016) model was developed by practitioners, further empirical testing and
refining of the model might prove beneficial. Future analyses may also examine social media other than Facebook to
determine if/how effectively Cialdini’s (2008) principles of persuasion can be utilized within them.

Recommendations for Practice
Sport properties must to carefully consider and harness the strategic power of digital media. One of its important
strengths within sport is its ability to lower barriers to fan access (Cova & Cova, 2002; McAlexander, Schouten, &
Koenig, 2002; Pegoraro, 2010), thus aiding sport properties in accomplishing relationship-marketing goals involving
brand-building and customer loyalty (Williams & Chinn, 2010). Therefore, sport properties should prominently factor
in and utilize digital media to design, develop, implement, and measure relationship-marketing goals. Principles of
persuasion should be prominently practiced during this sequence.
Per Hendricks and Shelton (2016), who advise organizations to utilize earned and rented media to steer users to
owned media, sport properties can successfully harness digital media to create sales funnels for tickets, merchandise,
sponsorships, etc. Modern event marketing practices now should include—even prioritize—use of digital media for
ticket sales, which can serve as highly effective, efficient sales tools more so than the traditional, decreasingly effective
dialing-for-dollars strategies of most sport property ticket sales departments (Kirby, 2016a; Kirby 2016b). This article
provides a clear tactical analysis of a framework that can utilize digital media to entice users for sales purposes of all
kinds.
Sport properties must carefully monitor and evaluate their digital media along a number of fronts. First, they must
construct a balanced approach in output quantity and quality by avoiding overwhelming amounts of content, as well
as by avoiding content that constantly sells and seldom rewards users with information, entertainment, or inspiration.
Second, sport properties must commit to a sustained presence across digital media with strategic planning, financial
and managerial support, and data analysis. Third, sport properties must harness both the unique elements of their
brands and the unique elements of each digital medium, resisting the urge to take a one- size-fits-all approach. While
these principles may seem obvious, Thompson et al. (2014) maintain that many sport properties could escalate and/or
improve along these lines.
Finally, sport properties should prioritize steady (even constant) engagement with users to fully maximize digital
media channels. Thompson et al. (2014) found the use of promotions increased traffic during time outside competition
periods and encouraged likes of the organization’s Facebook page, thereby raising awareness and exposure levels, as
suggested by Kerpen (2011). Thompson et al. (2014) also noted increased engagement when behind-the-scenes
content was created. This article provides examples of several simple, concrete tactics to help accomplish this.
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Summary Brief

Trust or Trickery? Branded versus Non-Branded
Messages from In-Home Artificial Intelligence Devices
Brian J. Taillon, East Carolina University, USA
Christine M. Kowalczyk, East Carolina University, USA
Seth Ketron, California State Polytechnic University, Pomona, USA
In a world of connected devices and technology, consumers are opening their homes to artificial intelligence (AI)
devices, such as Google Home, Amazon Echo, and HomePod. These devices are changing the way consumers interact
with products, brands, companies, information, and even each other. With more machines exhibiting human
intelligence and the integration of AI in these devices, the topic has remained under-researched for marketers. Two
studies (one qualitative and one experimental) examine how owners and non-owners of in-home AI devices feel about
these devices and how the barriers to adoption can be reduced through enhanced trust, using unbranded and branded
instructions related to general product usage as mechanisms. Research implications for marketers and policymakers
as well as future research opportunities are provided.

Introduction
In a world of connected devices and technology, consumers are opening their homes to artificial intelligence (AI)
devices, such as Google Home, Amazon Echo and Apple HomePod. On the one hand, these devices are changing the
way consumers interact with products, brands, companies, information, and even each other, while on the other hand,
companies are changing their approaches to personalized data marketing. NPR-Edison Research found that one-in-six
Americans own an in-home AI device, with 42% stating their devices are essential to their everyday lives and 65%
not wanting to return to life without these devices (NPR-Edison Research 2017). Gartner (2016) predicts 75% of U.S.
households will have an in-home AI device by 2020. Consumer interactions with these devices create rich, useful data
for companies to better understand consumer behavior in a very personal and real space.

Background and Hypotheses
Artificial Intelligence Devices
In-home AI devices integrate voice and the power of the internet to provide users with humanlike interactions,
including answering questions, controlling home automation, ordering products and services, playing music and
videos, calling and texting contacts, and searching for information. Based on user commands, these devices respond
to a variety of user requests for information or responses utilizing artificial intelligence and computing. Branded
content used in responses by in-home AI devices can provide revenue growth opportunities for companies and unique
engagement between the brand and the device owner.

Branded Content
Branded content is the practice of marketing through creation of information sponsored or funded by an advertiser
with the purpose to create awareness of the brand within the context of the medium (Holt 2016). With the growth in
popularity of in-home AI devices, like Alexa and Google Assistant, marketers have an opportunity to create
personalized experiences for their users. These devices often possess anthropomorphic characteristics, which sets
these devices up as potential “friends” within the household. As such, in-home AI devices present a unique context in
which to study branded content. For example, Amazon’s Alexa can potentially influence consumer behavior because
of the human nature of her voice and interaction with the user.

Overview of Studies
To better understand the marketing potential for and consumer concerns with in-home AI devices, two studies
were developed. Study 1 is a qualitative study to better understand how in-home AI device owners and non-owners
feel about these devices. Study 2 was developed to evaluate the role of branded content and trust within in-home AI
devices via an audio manipulation, which was designed to mimic an actual experience with a device.

Results
To determine how owners and non-owners feel about in-home AI devices, Study 1, a qualitative exploratory study
with a mixed sample of 114 students and MTurk panelists (male = 41; mean age = 33) was conducted. The exploratory
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study’s goal was to determine barriers to adoption among non-owners (N = 58) and to ascertain owners’ (N = 56)
interactions with their devices. More specifically, owners were asked to elaborate on the uses with their devices, while
non-owners were asked why they do not own a device and what would motivate a purchase.
Trust was a commonly cited concern among non-owners. While several participants mentioned concerns with
high prices or lack of perceived benefits/value, many non-owner participants were worried about unauthorized
listening or tapping of personal data. Also, non-owners indicated that they would more likely adopt a device with
greater assurances of privacy and information protection, indicating that trust inhibits adoption.
Based on the concerns about rust with non-owners in Study 1, an experiment was developed to test the role of
trust with in-home AI devices via branded and non-branded audio directions. In exchange for compensation, 201
MTurk panelists (male = 132; mean age = 34) participated in a 2-level (instructions: non-branded versus branded)
between-subjects experiment. In this procedure, subjects first indicated whether they owned an in-home AI device
and then listened to one of two audio recordings of an AI device providing directions for stain removal. The audio
directions were the same for the non-branded versus branded conditions; however, in the branded condition, the
directions included Tide detergent, Scott paper towels, Clorox bleach, and Shout stain solvent to provide a variety of
national household brands rather than a single brand.
The main effects of branding on intentions to follow the directions exactly as well as future reliance on the device
were significant. Likewise, the main effect of ownership on intentions to follow the directions exactly as well as future
reliance on the device were also significant. The interaction of ownership and branding on intentions to follow the
directions exactly was significant. Similarly, the interaction of ownership and branding on future reliance on the device
was significant. For owners, the main effect of branding was not significant. However, the non-branded condition led
to significantly higher intentions to rely on the device in the future than the branded condition.

Discussion
This research provides the first examination of how owners and non-owners of in-home AI devices feel about
these devices and how trust in the devices may affect the branded instructions that the devices provide. Study 1
identified trust as a barrier to adoption among non-owners and a main concern among owners. Based on this finding,
Study 2 found that among non-owners, in-home AI devices using branded content are considered marketing agents
and are therefore less trusted, leading to lowered adherence to instructions and future reliance on the device;
meanwhile, owners appear to react similarly to branded and non-branded content. These findings provide valuable
insight on the adoption and use of in-home AI devices. While this investigation has limitations (experimental design,
sample size, brand usage), the area of AI research offers extensive opportunities to better understand consumer
behavior toward in-home AI devices and potential implications for marketers.

Conclusion
As the number of in-home AI devices is expected to reach 70 million by 2020 (Perez 2017), research is needed
to better understand consumer relationships with these devices. The present study represents an initial point of inquiry
into trust as it relates to in-home AI devices. It is hoped that scholars will continue to expand knowledge of trust in
addition to other relational variables, such as commitment, in consumers’ interactions with in-home AI devices as
well as other forms of AI relevant to marketers.
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Summary Brief

Patient Perception of Service Fairness Provided by
Immigrant versus Native-Born Doctors
Shawn Thelen, Hofstra University, USA
Boonghee Yoo, Hofstra University, USA
This research examines the impact perceived service fairness provided by immigrant versus native-born doctors
has on satisfaction with the medical service. Elements of perceived fairness of service, as measured by FAIRSERV
(Interpersonal, Informational, Procedural, and Distributive Fairness), are found to directly influence perceived
systematic service fairness then in-turn satisfaction with medical service. As consumers exhibit greater concern with
select aspects of service efficacy (Accent, Cultural Connection, Privacy/Security, Anti-Immigrant) provided by
immigrants in general, they generally have less confidence in immigrant doctors to provide fair service.

Introduction
Patients in the United States most likely have been provided medical services by an immigrant as one-quarter of
all doctors and surgeons in the United States are foreign born (Fisher, 2016). Due to the likelihood that patients have
been exposed to immigrant medical service providers, it could be assumed that patients have a certain level of comfort
interacting with a foreign medical service provider. However, there is support to the notion that customers are more
satisfied with service encounters involving providers from their home country (Speece and Pinkaeo, 2002) or a similar
ethnic affiliation (Rizal, Jeng, and Chang 2016).

Literature Review and Model
This research adapts the Offshore Service Sentiment Scale - OFFSERVSENT (Thelen, Yoo, and Magnini 2011)
for use in a domestic setting. References made to services being provided by offshore service workers have been
substituted with immigrant service workers generating an Immigrant Service Sentiment Scale (IMMSERVSENT
Scale). Consumers’ general sentiment towards immigrants as service providers is expected to impact their perception
of service fairness as measured by the FAIRSERV scale (Carr, 2007). The four dimensions of the FAIRSERV scale
(Interpersonal, Informational, Procedural, and Distributive Fairness) are structured to have respondents indicate who
would be comparatively “more fair” at providing a service – domestically born doctor or immigrant doctor. The
relationship between comparative fairness is employed to assess general satisfaction with medical services (Gallan,
Jarvis, Brown, and Bitner 2013).
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Data Collection and Analysis
In late summer/early fall 2018 a survey was launched targeted towards United States residents utilizing an Mturk
panel. A total of 792 responses were collected with 348 of these eliminated for a usable sample of 444. Surveys were
eliminated due to myriad of reasons including respondents stating they did not find the survey of interest (the last
question in the survey), speeders, survey incomplete, respondent born outside the United States, and/or poor responses
(non-sensical response to open-ended questions; “What year were you born?” Response - Michigan) or straight-line
response patterns (all 1s or 7s). Construct reliabilities ranged from 0.904 to 0.977, indicating every measure was
appropriate in evaluating the intended construct.

Results
A series of linear regressions were run to test relationships among constructs. Results indicate a significant
relationship between Procedural Fairness and Distributive Fairness with Systematic Service Fairness. Interpersonal
Fairness and Informational Fairness were not significant. Three dimensions of the IMMSERVSENT Scale, Data
Security, Foreign-Worker Customer Disconnect, and Protectionism/Anti-Immigrant, were found to be significantly
related to Systematic Service Fairness. Accented Speech was not significantly related to Systematic Service Fairness.
Finally, Systematic Service Fairness was significant in explaining patients’ levels of Medical Service Satisfaction.

Conclusion and Implications
We can, first, conclude that comparative Systematic Service Fairness is significantly related to Satisfaction with
Medical Service. Patients' perception of equitable treatment is required to result in satisfaction with medical service.
Perceived fairness with services exchanges between doctor and patient can contribute to overall satisfaction with
treatment received and perception of the facility (e.g., hospital, medical center, etc.). Second, among the four
dimensions of fairness, Procedural Fairness and Distributive Fairness are pivotal in shaping Systematic Service
Fairness. Medical providers need to establish fair policies and procedures and communicate them with doctors, staff,
and patients and, more importantly, apply them to all patients without a privilege/bias to certain groups of patients.
Third, Systematic Service Fairness is influenced by Data Security, Foreign-Worker Customer Disconnect, and
Protectionism/Anti-Immigrant. Patients have great concerns about immigrant doctors on how securely they would
handle patients' personal data, how well they understand home country culture, and how harmful or burdensome they
are to the society. Medical centers should inform patients the steps taken to secure their personal, financial, and
medical data. In addition, a hospital needs to equip immigrant doctors with proper language usage and culture
proficiency. Also, healthcare providers need to address patients' tendency to exhibit protectionism and anti-immigrant
sentiment. Examples of effective solutions include displaying professional credentials and awards of individual
immigrant doctors and their community services and contributions.
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Summary Brief

Don’t Mum Your Mom: Communication
Apprehension and the Family's Decision to Support
Organ Donation
Susie S. Cox, University of Louisiana Monroe, USA
Jeff W. Totten, McNeese State University, USA
Md Al-Emran, McNeese State University, USA
Not every important conversation is easy or comfortable. This is true when it comes to telling your family about
your organ donation status. However, it is a conversation that can save lives and bring one’s family peace of mind
during a difficult time. This paper looks at the statistics on organ donation, types of consent, and how the Mum effect
and Communication Apprehension may prevent one from talking with family members about organ donation status.
We provide areas of future research using the role of social marketing and nudges.

Introduction
The first organ transplant in 1954 (Thaler and Sunstein 2008) provided hope for many. It delivered a second
chance for those suffering from chronic illness. As medical science progresses the need for human organs continues
to develop, hence a growing effort to increase the number of organs donated. Indeed, the demand for organs is not
likely to decrease considering the aging population and improved healthcare practices that have increased positive
outcomes and made multiple organ transplants possible (Tullius and Rabb 2018). In 2016, worldwide transplants
increased 7.25% over the previous year, with 135,860 organs transplanted, according to the Global Observatory on
Donation and Transplantation (GODT 2019). Although these are impressive statistics, the need for organs is even
larger. This year in the United States alone, there are approximately 113,589 individuals that need a lifesaving organ
transplant of which about 75,000 are on an active waiting list. According to the United Network for Organ Sharing
(UNOS 2019), it was reported that in 2017, 18 individuals on average died every day waiting for a transplant. These
numbers demonstrate the significant gap between the number of people in need of an organ and the number of organs
that are available.
While the general public is likely to know about organ transplants and the positive outcomes, many have not
taken the steps necessary to register as an organ donor or discuss their wishes with their loved ones. The U.S.
Government Information on Organ Donation and Transplantation (organdonor.gov 2019) reports that 58% of
Americans are registered as an organ donor, even though research suggests that 95% are favorable to being an organ
donor. Often it is left to the organ procurement organization to approach the family of potential donors whether they
are registered organ donors or not to gain approval of the organ donation. If the family is not aware of the loved one’s
organ donor status, the family will face additional strain and tension. Given the fact that one deceased donor can save
up to eight lives through organ donation and can save and enhance more than 100 lives through tissue donation; our
primary objective for this paper is to gain perspective on the misconceptions about organ donation and registering as
a donor, the importance of informing family members of one’s wishes and what ‘nudges’ could increase organ
donation from deceased donors. We begin by considering the misconceptions of organ donation impacting donor
registration and disclosing to family and friends one’s donor status. We consider how these misconceptions materialize
into barriers through the lens of the mum effect and communication apprehension. We review previous studies and
their recommendations for increasing family awareness, examining the role of the family and how healthcare
professionals can support them during this difficult time. We provide questions for future research on how simple
‘nudges’ may persuade individuals to become an organ donor and discussing personal wishes with family members.
First, a little bit of terminology from Thaler and Sunstein (2008). Doctors, nurses, and organ donation coordinators
would be considered “choice architects.” They organize “the context in which people [families] make decisions” (p.
3). In other words they influence family decision making with “nudges.” A nudge is “any aspect of the choice
architecture that alters people’s behavior in a predictable way” (p. 6) or “any factor that significantly alters the
behaviors of Humans” (p. 8).
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Impact of Misconceptions about Organ Donation
A clear understanding of the relative’s wish can turn a tragic situation into something positive by saving another
person’s life, by honoring the deceased family member’s wishes, and protect the dignity to the loved one (see Shaw
and Elger 2014 for how to deal with families’ refusals). In one UK study (Nhsbt.nhs.uk 2019), it was noted that 8 out
of 10 respondents said that they would want to donate their organs, but only a third had had conversations with their
families to inform them of their wishes. Furthermore, it was noted that on average 76% of families agreed to organ
donation (Girlanda 2016). While to some this appears to be a successful acceptance rate, in the UK alone the National
Health Services (NHS) reported that during the 1st quarter of 2019 over 600 families did not agree to organ donation,
which means that potentially hundreds of lives that could have been saved or remarkably improved were not. In an
earlier study, Christmas, Burris, Bogart, and Sing (2008) found that 20% of the families in their study denied the
consent for organ donation despite the individual being a registered donor on their driver’s license. Siminoff et al.
(2007) reported that “the belief that the patient did not want to donate was cited by 51% of families who did not
donate; 36% of these families cited this as the sole reason for not donating.”
DuBay et al. (2019) conducted a qualitative study evaluating African Americans' perspective on telling family
members about becoming a registered organ donor. Their findings offer insight into individuals’ reasoning for
disclosing their organ donor status and why they choose to disclose or not. Participants were motivated to inform their
families of their decision to be an organ donor because they felt the family needed to know what to expect and would
respect their wishes. Whereas those that chose not to inform the family indicated barriers such as the emotional
response they might encounter, having to defend their donation decision (see Hyde and White 2009), lack of
knowledge of the process, the closeness of the relationship with family members, and religious assumptions. Hyde
and White (2013, 13) noted that other barriers include a lack of time and people forgetting to tell family members.
They also indicated that “joining an organ donor registry and talking with family about organ donation wishes appear
to be different behaviours requiring different interventions” (Hyde and White 2013, 21). Resnicow et al. (2011)
identified three factors (barrier, family/race benefits, and altruism) that affect African American attitudes toward organ
donation. African-Americans were also less willing to donate organs from cadavers (Boulware et al. 2002).
During the difficult time of losing a loved one, the family often feels that their role is to uphold the wishes of the
deceased and to one protect the physical body. The burden can be reduced if the family is confident that they
understand the loved ones’ wish (Kentish-Barnes et al. 2019). Although it seems straightforward when presented in
writing or talked about casually, communicating one’s wishes about end of life actions is not easy. Lawlor and
Kerridge (2009, 836) note the importance of having “a personalized intervention with a properly trained individual
provides a targeted opportunity to correct specific misunderstandings” and may persuade undecided persons to opt for
donation.

Challenges of Communicating
For many, the discussion with family members about organ donor registration is not easy. Registering as an organ
donor and talking with family and friends about one’s donor status will temporarily invoke thoughts about death and
dying. In typical American culture, there is a pervasiveness to avoid talking about topics associated with death
(Omillion-Hodges, Manning, and Orbe 2019; Wallace, Cohen, and Jenkins 2019). In general, talking about death is
something people avoid. Talking about one’s own death with loved ones and friends can be especially uncomfortable
for some. We do not like to think about losing a person we care for deeply or making someone uncomfortable talking
about our own death. Most people would agree that conversations about topics surrounding death induce some level
of discomfort for both the individual disclosing the information as well as the receiver of the news.
For some, the anticipated conversation may cause a high level of apprehension, thus the individual may decide to
avoid or postpone the conversation and remain quiet. Remaining quiet about difficult or uncomfortable topics is often
termed the Mum effect. Rosen and Tesser (1970) introduced this phenomenon and defined it as reluctance or failure
to transmit negative or uncomfortable information. The Mum effect can become apparent in several ways including
delaying communication, delegating the responsibility of communication to another or avoiding communicating the
message as well as attempting to sugarcoat a message (Larson 1984; Lee 1993; Sussman and Sproull 1999;
Timmerman and Harrison 2005). Instances of the Mum effect and the difficulty of delivering bad news have been
empirically studied in a variety of contexts, including that of healthcare providers (Arnold and Koczwara 2006),
managers giving feedback (Cox et al. 2011; Ilgen and Davis 2000), and terminations and layoffs (Bennett et al. 1995;
Lind et al. 2000). Keil and Robey (2001) found that an escalation of commitment in software engineering project
failures may lead to the Mum effect. In the auditing environment where there is a risk with speaking up, Keil and
Robley (2001, 92) stated: “Many internal [accounting] auditors remain mum instead of asserting their responsibility
to report bad news.” Within each context, the reason for remaining mum can be linked to a primary emotional response.
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Dibble and Levine (2010, p. 715) found that “people are both hesitant to share bad news and eager to share good
news.” In another study the authors found that “the MUM effect holds for friends in addition to strangers” (Dibble
and Levine 2013, p. 448).
Two primary emotional responses that may induce the Mum effect is self-concern and concern for the recipient
(Tesser and Rosen 1975). Individuals demonstrate self-concern when their hesitation to share negative information is
due to feelings of guilt, psychological costs, and fear of negative evaluation by others, feelings of not wanting to adopt
a negative mood themselves, or even fear of retaliation (Keil et al. 2007; Rosen and Tesser 1970; Tesser, Rosen, and
Batchelor 1972). On the other hand, the Mum effect may occur due to concern for the recipient—when presented with
the need to disclose information that the recipient may not wish to hear, one may want to avoid an emotional reaction
or increased negative affect from the recipient that the message could evoke. This is pertinent in that both concerns
for self and others can be enacted when anticipating the conversation about death or organ donor status.
In a similar vein, Carmack and DeGroot (2016) introduced the Communication Apprehension about Death Scale
(CADS) to evaluate individuals’ apprehension towards communicating about one’s own death. Communication
Apprehension is “an individual’s level of fear or anxiety associated with either real or anticipated communication with
another person or persons” (McCroskey 1977, 78). The CADS helps researchers examine the perceived apprehension
that healthcare professionals, individuals, family members, and others may encounter when faced with the need to
have a conversation with others about death. Two broad dimensions of apprehension from real and anticipated
communication were identified; communication anxiety and communication avoidance. Communication Anxiety
focuses on the emotional response produced by communication. Communication Avoidance focuses on the
communication approach. Both of these dimensions can play an important role in the willingness to disclose one’s
decision to become an organ donor. Because discussion of death is often considered an unwelcomed topic, individuals
may feel anxious or wish to avoid the discussion of organ donation since it is linked with one’s own death. In a later
study, Carmack and DeGroot (2018) examined the role of religious group affiliation and religiosity as predictors of
organ and body donation. They found that individuals with a high level of communication apprehension about death
were less comfortable with others donating organs as well as less likely to select to donate their organs. With respect
to religion, those that identified with a specific religion were less favorable to organ donation than those that identified
as spiritual but not associated with a specific religion. This initial step into understanding communication apprehension
highlights the need for future research.
We have discussed two constructs that provide a deeper understanding of why individuals may avoid or postpone
organ donor conversation status with family members and the importance of effective communication during difficult
times. Knowing that not all decisions are based on a rational decision-making model, one can assume that this is true
of organ donation consent and communication about one’s wishes. Given the critical need for organs, the rational
decision might seem to be that everyone would be an organ donor if that opportunity occurred. However, research and
anecdotal evidence have proven otherwise. In one study 62% of respondents identified as organ donors. Ninety-six
percent of the same respondents indicated that if they needed an organ transplant, they would accept it (Michetti et al.
2018). It is interesting to consider that the respondents were willing to receive an organ, yet were not proactively
willing to donate. Morgan et al. (2008) noted that non-cognitive variables were more influential that cognitive
variables in the decision-making process. Furthermore, Miller, Currie, and O’Carroll (2018) noted that emotions and
affective attitudes play the biggest role in predicting organ donor behaviors. Understanding the underlying issues helps
social marketers develop methods to address an individual’s concerns and build effective campaigns for positive
outcomes for the individual and the general public. Helping individuals come to terms with the apprehension and
awareness of the Mum effect could nudge individuals into having this critical conversation. This area of social
marketing may help address the need to promote awareness for talking about organ donor status. Narrative
communications providing testimonies to overcome myths have demonstrated some successes whereas, simply
communicating facts did not yield the same results.

Social Marketing
The term “Social marketing” is defined as “the design, implementation, and control of programmes calculated to
influence the acceptability of social ideas and involving considerations of product planning, pricing, communication,
distribution, and marketing research” (Kotler and Zaltman 1971, 5). Basically, Kotler and Zaltman (1971) who first
coined the phrase and their definition of “social marketing” captured the whole marketing mix. While taking into
consideration this definition, we shouldn’t get confused with “Socially Responsible Marketing” (Andreasen 1994;
Gordon 2011) which comes under the purview of regulation of commercial marketing practices. Literature also
clarifies that any such analysis of the social consequences of marketing does not belong within social marketing but
societal marketing (Fox and Kotler 1980; Ross 2011) or socially responsible marketing (Andreasen 2003; Ross 2011).
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Some scholars also talk about “critical social marketing” down the line that describes the aspects of social marketing
which critically review commercial marketing practices pertaining to a negative impact on the society (French 2009;
Ross 2011). For example, a critical social marketing approach could be related to the study of tobacco or alcohol
marketing and its impact on society. At this moment, we are not concerned with the concept of “critical marketing”—
a conceptual cluster which involves the social and reflexive critique of marketing theory and practices (Gordon 2011).
Hence, our effort here is to clarify what social marketing is actually meant for and how it distinguishes from other
interrelated concepts or domains. It’s also worth to mention that there may be many different approaches and
perspectives of social marketing concept when scholars actually conduct the research.
For the obvious reason, today we can’t think of keeping the social marketing campaign in isolation. At the same
time, we see there are wide discussions on thorny issues of industry-funded social marketing campaigns, especially in
the public health sector. Many authors caution that social marketing in the hands of a corporation will always transmute
into commercial marketing (Hastings and Angus 2011). For example, today in many instances we see the principal
concern is that responsibility campaigns do more to boost the standing of their commercial sponsors than they do to
benefit public health though ideally, social marketing campaigns should have been visible as “social responsibility”
campaigns (Hastings and Angus 2011).
Many scholars examine the impact of the message, communication on the attitudes of patients or responsible
parties intended for such communication in the public health sector. McKay-Nesbitt and Yoon (2015) examine how
social marketing communication messages influence physical activity attitudes when a health organization is revealed
as the message source. McKay-Nesbitt and Yoon (2015) came up with different interesting results out of their
experiments. Their findings suggest that individuals are unaware that a health organization is the message source or
when a non-health organization is the message source, fun-framed messages may be as effective for encouraging
physical activity. In a similar study, Noble, Pomering, and Johnson (2014) find that in any social advertising females
respond more strongly to negative emotional appeals than males. They study the relationship between gender and
message appeal and how it impacts in a social advertising context. Additionally, their study also finds that rational ad
appeals are not as effective as emotional appeals.
While communication is important for any marketing activities, Duncan and Moriarty (1998) argued about the
difference between communication and persuasion. They discussed how communication rather than persuasion is the
foundation of customer-focused marketing action. Duncan and Moriarty (1998) also demonstrated how interactive
communication works better. Further, they also argued that communication plays the role of relationship-building in
the form of informing, answering and listening; whereas, the impact of persuasion is more limited in scope and just
one-way communication. Baxter, Egbert, and Ho (2008, 427) study noted that “satisfaction with and perceived impact
of health communication experiences varied by topic, channel, relationship, and purpose.” Casais and Proença (2018)
examined health-related social advertisements to identify its use and evaluate its appropriateness to situational needs.
Their findings indicate that social advertising pertaining to some instances is commonly framed within public policies
and does not usually target the populations the way it should have been done to meet social cause.
Saunders, Barrington, and Sridharan (2015, 160) reported that “the discipline has guided the ideas and thoughts
of many governments, policy experts and social organizations in programs that influence consumer behaviors towards
greater social good”. Although its identity is continually evolving, social marketing has remained essentially an
application of commercial marketing principles of a planned behavior change strategy (Lee and Kotler 2011). Daniel,
Bernhardt, and Eroglu (2009) address that social marketing is an applied approach and so it uses the strategies from
commercial marketing but focuses on how consumers interact with the goods and services that promote health
eventually. Although commercial marketing is essential to reach out to the audience the advertising expenditure play
a pivotal rule in the mindset of the audience. Kim, Williams, and Wilcox (2016) examine the relationship between
advertising expenditures and the perceptions of children & mothers for popular brands in USA. Their findings show
that traditional media advertising expenditures positively relate to brand affinity for children and mothers. Snyder
(2007) examined the health communication campaigns and their impact on behavior. That study finds evidence that
effective health communication campaigns can change the behavior positively.

Using Nudges in Organ Donation
When considering of use of social marketing for organ donation awareness, nudges are one tool in a marketer’s
toolbox. The theory of nudge marketing was introduced by Thaler and Sunstein (2008) in their book Nudge: Improving
Decisions about Health, Wealth, and Happiness. The book discusses various areas where nudges were used to
passively persuade customers to a specific item or behavior (i.e., purchase more fruits). Thaler and Sunstein noted the
nudges could be part of marketing efforts and devoted one chapter of their book to organ donations. They state that
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the “major obstacle to increasing donations is the need to get the consent of surviving family members” (2008, 176).
The major approaches used today include Explicit Consent, Routine Removal, and Presumed Consent (2008, 176-79).
Explicit Consent is commonly used in the United States, where an individual must take specific steps to identify as an
organ donor such as registering with the organ donor registry or adding the designation to their driver’s license. A
much more aggressive policy is Routine Removal. The state is deemed owner of the body parts of the deceased and
can harvest organs without consent. Presumed Consent falls somewhere in the middle of the rights of the individual
to the level of choice assumed. With presumed consent, it is assumed that the individual has consented unless they
have taken specific steps to register their unwillingness to donate. Johnson and Goldstein (2003) provide empirical
evidence that the choice to opt-in or out as a default was significant. If the respondent was given the option to opt-in
(explicit consent), only 42% of respondents indicated they would opt-in; whereas, when the respondent was given the
option to opt-out (presumed consent), 82% agreed to remain a donor.
In DuBay et al.’s (2019) study, African-American respondents provided their views on how healthcare
professionals could promote organ donor registration. Three themes identified on interventions to promote status
disclosure included dispelling the black community’s misconceptions about organ donation, explaining the organ
donation process and emphasizing altruistic aspects of becoming a registered organ donor. Results from this study as
well as others provide potential areas for nudges to be implemented. For example, displaying posters at the DMV of
an individual disclosing to her family her decision to be a registered organ donor with an altruistic theme about organ
donation might encourage individuals to disclose their status to family and friends. Advertisements should be
representative of all ethnic groups.
To develop nudges to attract individuals into considering organ donation and informing their families of their
decision, we can follow the suggestions of Tesser, Rosen, and Batchelor (1972). They suggested the following as
possible mediators to successfully communication of the message: 1. assignment of responsibility for communication
or obligation, 2. perceived message importance, and 3. perceived urgency of the message. Nudges for each mediator
might be developed and tested to promote conversations about donor status with loved ones. Building on emotional
attraction to take action may lead individuals to move forward with their decision and let their family and friend know
their wishes.
Research on the topic of organ donation has been long-standing. Yet, there are still many unanswered questions.
We provide a list of questions for future research. To date, we have only partial answers or answers that may not
generalize across demographics for many questions surrounding organ donation.

Research Questions
1.

How do social marketing media efforts influence (i.e., nudge) individuals’ perceptions of the importance of
end of life discussions with family members and friends?

2.

How can social marketing efforts reduce communication apprehension and the mum effect?

3.

Is the decision less difficult for the family, if the family members have previously discussed with the deceased
family member their wishes for organ donation? [see Shaw and Elger 2014]

4.

When marketing to various groups, what impact do demographic and cultural variables such as age, gender,
ethnic group, and religious beliefs have on individuals discussing the end of life wishes with family and
friends? (See Tartaglia et al. (2016)).

5.

Would nudge marketing help grieving families to find the help and support needed after the event? –
Examples where nudges could be incorporated – (a.) Having the opportunity to tell your hero’s story. For an
example see the Louisiana Organ Procurement Agency (LOPA) website (Caraway 2019) (b.) Some family
and organ recipients have found comfort in meeting the recipients and their family or writing to the family.
(c.) Hospital around the U.S. now offers Honor Walks for organ donors and the family. Honor Walks allow
the family and medical staff to move the family member from their hospital room to the operating room.
Hospital staff and friends line the halls to show support for the family and the organ donor.

Conclusion
The need for organs continues to grow. We face an aging population and have made advances in medicine that
allows for many more successful organ transplantations. In this paper, we have reviewed organ donation statistics and
the need for informing others of one’s organ donor status. With the sensitive issue of organ donation, research
continues to evaluate the many aspects that drive organ procurement. In addition to the questions we have raised about
organ donation and difficult conversations, there is a need to evaluate laws and scientific advancements and how both
can impact this area of medical research and care. Public policy for organ donation should be reviewed and
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effectiveness assessed. In many European counties, presumed consent or opt-out is the current policy. Americans have
frowned upon this, rather adopting an opt-in model. Perhaps what is needed is Mandated Choice – “renewal of your
driver’s license would be accompanied by a requirement that you check a box stating your organ donation preferences.
Your application would not be accepted unless you had checked one of the boxes” (Thaler and Sunstein 2008, 180;
also see Johnson and Goldstein 2004).
As we think about the future, we must consider where scientific advances may take us and how we will address
these new challenges. To date, most organ donor research has focused on organ procurement through donation;
however, there is growing evidence that the frontiers of science are challenging the notion that an organ must come
from another human. With this in mind, what will need to be addressed to help the public support scientific
developments? Recently, scientists were able to produce and transplant a bioengineered lung into a pig (Nichols et al.
2018). Other research has focused on repairing damaged organs using stem cells. Progress has been made in addressing
repairing heart tissue after a heart attack, building bone to heal breaks, and treating kidney failure (Lytal 2018).
Even difficult topics need to be communicated. The cost of keeping mum about one’s wishes to be an organ donor
may deny another a chance at life. It is imperative that organizations and groups working to promote organ donor
registration and those working with the families of potential organ donors learn more about difficult conversations
and methods to help cope with the apprehension, anxiety, and desire to avoid.
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Summary Brief

Mental Health: Marketing’s Role to Eliminate Stigma
and Provide a Gateway to Improve Mental Health
Treatment Coverage
Teresa Preston, University of North Alabama, USA
Marketing has a role and responsibility to contribute to eliminating the stigmas associated with mental illness
that present barriers to all markets including healthcare treatment. The role of stigma in perpetuating barriers within
society is examined. The current state of mental health parity laws and effectiveness is reviewed. Sources and types
of stigma toward MI will be identified. An agenda for research is mapped.

Introduction
Mental illness (MI) afflicts a staggering 47.6 million people in the U.S. each year (1 in 5 adults while while
approximately 11.4 million American adults or more suffer from a serious mental illness (SMI) (NIMH 2018). People
with MI and their families grapple with securing appropriate treatment as well as dealing with a persistent social
stigma aggravated by misconceptions about these disorders. Those inflicted often experience a catastrophic effect on
quality of life as they face barriers to inclusion in society via employment, education, and most social networks. While
the effects of stigma spill over to family members and society’s stakeholders, those with MI suffer the most, not only
from the disability, but also from the most pernicious and devastating harm, including health care services (Corrigan
2004; Corrigan and Watson 2002; Corrigan et al. 2011). Moreover, while marketplace can attenuate both the MI
experience and MI stigma (Mirabito et al. 2016), marketing scholars are only beginning to study the domain of stigma
of this type and have yet to address the scope and the role of marketing in eliminating this stigma.

Background
Despite advances in medical science that explain the primary biological component of most MI, the stigma
remains (Link et al. 1999; Corrigan 2004). Tragically, stigmas of MI are unique from those of other disabilities as
they create barriers to treatment for the very illnesses that stigmatize those who are inflicted. The dilemma is
perpetuated as lack of treatment results in continuation of the visible symptoms - behavior, communication, and
appearance - those cues used to stigmatize the individual (Corrigan 2004; Corrigan and Watson 2002). This
predicament also reduces the likelihood of a person with MI from receiving services for all other health conditions
(Corrigan 2004; Corrigan and Watson 2002). Given this dilemma, both social and public policy makers must move
toward granting higher priority to treatment for MI (Baker, Gentry and Rittenburg 2005; Corrigan and Watson 2002).
Historically, insurers have demonstrated a lower priority through the limitations on scope, types and amount of
coverage. While legislation at the federal and state levels both have attempted to close the parity of mental health
treatment coverage, loopholes and resistance by private insurers continue to hold up those barriers to access. Moreover,
self-stigma and social stigmas of MI continue to contribute to reluctance to seek treatment and move toward mental
wellness! Consequently, Marketing clearly has a role to increase understanding among all of society’s stakeholders.
Once the stigma is eliminated and any MI is perceived be worthy of effective treatment as is any other medical illness,
barriers to access and receive treatment will begin to dissipate. While the desired outcome is to improve accessibility
and affordability of treatment for MI, the first step toward doing so is to examine the discrepancy between the value
placed on mental health and that placed on services and treatment for all other medical health. Two research question
to address are 1) to what degree do mental heal parity laws vary by state, and 2) to what degree has more recent federal
legislation been effective toward advancing mental health parity across the U.S.

Key Findings
The current state of mental health parity laws and their effect upon improving access to treatment will be
examined. The scope and role of Marketing in contributing to research that will drive changes both in public and social
policies. All sources and types of stigma toward MI will be identified and all stakeholder to be targeted by leveraging
Marketing to contribute to eliminating the stigmas are identified. From this discussion, the final goal of this
presentation is to map an agenda for research to improve access to treatment to achieve mental wellness!
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SESSION 9.1: TAKING ROLE-PLAYS TO THE NEXT LEVEL:
SUPERHERO PERSONAS
Chair:
Prachi Gala, Elon University, USA
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Summary Brief

Give 'Em Something to Talk About: Facilitating Team
Projects through Follow-Along Activities
Demetra Andrews, Indiana University Purdue University Indianapolis, USA
To help students move toward more productive team meetings and higher quality deliverables, I developed a
series of “follow-along” activities to guide students toward better contributions to team meetings. These activities
have been well-received by Gen Z students who are younger in their academic careers.

Puzzling Problem-Solving
Lou Pelton, University of North Texas, USA
Explorations of students' problem-solving techniques remain puzzling. The use of customized puzzles as a
pedagogical tool to (1) engage students in an hands-in exercise, (2) require a recording of the processes used to
complete the puzzle, (3) have students discuss their findings. They receive no picture of the anticipated representation.

An Alternative Written Assignment to Reinforce
Principles of Marketing
Julie Steen, University of South Carolina Aiken, USA
At my current university, all students in Principles of Marketing are required to write a research paper. This
assignment can be a frustrating experience for both students and professors. This teaching moment will review an
alternative assignment that instructors can use that will let students develop their writing skills while also reinforcing
many of the concepts discussed in a Principles of Marketing class. During the Teaching Moments session, step-bystep instructions for the assignment and a rubric will be provided to session attendees.

Closing the Distance Online
Marianne Loes, University of South Alabama, USA
Online courses offer many advantages to both students and instructors: e.g., flexibility and convenience. However,
the format offers unique challenges as well: e.g., requires extra self-discipline and time management skills from the
student. One challenge in an online format is closing the “distance” between the instructor and student due to the lack
of in-person meetings on a regular basis. This distance can result in lower teaching evaluations for the instructor and
lack of motivation for the student. This presentation reviews a list of interactive technologies and methods that can be
used to close this gap online.

Taking Role-Plays to the Next Level: Superhero
Personas
Sandipan Sen, Southeast Missouri State University, USA
Richard A. Rocco, DePaul University, USA
This paper introduces a comic book inspired, superhero role-play as an innovative and fun class advertising/PR
exercise to support experiential learning about buyer/client personas within a principles of marketing or basic
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advertising/PR class. Related materials, results, implications, and outcomes of the use of this teaching innovation are
discussed.

“ MADE IN…” Retracing the Worldwide Journey
Your Clothes Took.
Monica Santaella, Louisiana State University, USA
Principles of Marketing is a gateway class to business. Thus, instructors need to help students connect to foreign
terms. As a core course, it is a larger challenge, especially as it attracts students from an outside business. Including
interactive exercises where students connect topics to their consumer choices is a catalyst to learning. Thus, asking
students to look at labels of items they have brought to class is an opportunity to this end. Since they don’t have to
prepare, students are more likely to participate, engage, remember, and enjoy it. Adapting the activity for time and
size constraints is easy.

Using Facebook Ads Manager for Lessons on
Targeting
Holly A. Syrdal, Texas State University, USA
Facebook Ads Manager can be utilized to create engaging, hands-on target marketing lessons for any marketing
course. Using this free resource, students can go through the motions of creating Facebook ads without actually placing
them. Students can be instructed to develop descriptions of target Facebook audiences for a given brand/organization.
They can then determine the potential reach and an estimated number of link clicks of ads designed to reach those
audiences using calculators in Ads Manager. They can also compare the potential reach for various geographic
locations and budgets. Incorporating this dynamic tool greatly aids in student comprehension of targeting concepts.

Going Bookless...
Catherine M. Curran-Kelly, University of Massachusetts Dartmouth, USA
In recent years students have demanded that Universities lower the cost of textbooks and other course materials.
Textbook publishers have lowered cost but students claim it now requires them to buy auxiliary materials such as
connect. Thus it is not uncommon to have 40% or more of your students not buying the text. So why not go bookless!!
Yep, bookless. No prepared PPT's, no instructor’s manual, no online built quizzes (they have all the answers to those
anyway so no loss). But how do you cut the cord? Don’t do it alone, co-create the course with the students. Learn
how.

Calculated Success
Reanna Berry, Georgia Gwinnett College, USA
From a professor’s viewpoint, bringing basic supplies to class, such as a calculator, is an obvious way for students
to ensure their own preparedness and success in a course. But what are the viewpoints of the students? This
presentation will highlight candid student survey responses about why they did or did not bring a calculator to class.
Tips for changing the perception of the necessity of supplies and increasing student preparedness will be shared.
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Summary Brief

Hashtag Hijacking: A Consumer Retaliation Behavior
in the Digital World
Venessa Funches, Auburn University at Montgomery, USA
W. Rhea Ingram, Auburn University at Montgomery, USA
Consumer retaliation involves angry consumers who seek to exact revenge on firms. Now with social media tools
like Twitter, angry consumers can quickly connect with others who share their views, giving consumers unprecedented
power to effect change. Hashtag hijacking is a practice by which an individual uses a popular Twitter hashtag to gain
visibility on social media. Many firms have been caught off guard when their goodwill campaigns have been hijacked
by angry consumers and turned into full-fledge brand crises. This research introduces this phenomenon, discusses
possible theoretical frameworks and proposes a research agenda.

Introduction
Social media’s introduction into the marketing landscape is akin to man’s discovery of fire. It is a game-changer.
In the right hands it has the potential to be an incredibly effective and profitable tool, but in an instant it can become
an explosive, destructive force. The tremendous growth in social media’s user base has impacted public discourse and
communication in society (Stieglitz and Dang-Xuan 2013) by accelerating the speed at which information is shared,
amplifying the reach of messages, and solidifying the ability of disparate individuals to organize (Gruber et al. 2015).
As a result, marketing practitioners have embraced social media to generate consumer engagement and word-ofmouth. Many social media marketing campaigns are focused on strategies that encourage positive consumer word-ofmouth rather than waiting for natural consumer-generated communication to emerge.
One of the most popular methods of “spreading the word” involves Twitter (Oh, Agrawal, and Rao 2013). Twitter
is a form of microblogging typically consisting of short content. These users send and read 140-character short
messages known as “tweets,” enabling users to share and discover topics of interest with a network of “followers” in
real time (Stieglitz and Dang-Xuan 2013). People use Twitter mostly to inform others or to express themselves.
According to Statista 2019, Twitter had approximately 321 million users at the end of 2018 compared to 30 million
in 2010, equaling some 23% of online adults on Twitter. Twitter is particularly popular among college-educated
individuals under 50 years of age. Compared with late 2013, the service has seen significant increases among a number
of demographic groups: men, whites, those ages 65 and older, those who live in households with an annual household
income of $50,000 or more, college graduates, and urbanites (www.statista.com).
A recent phenomenon in the Twitter world, referred to as hashtag hijacking, has witnessed an increase in
occurrences. Hashtag hijacking is a practice by which an individual uses a popular Twitter hashtag opposite its
originally intended purpose. For example, in early 2012 McDonalds started a hashtag campaign called #McDStories
intended to build a diary of consumer-generated stories. Immediately after going live, consumers started telling
negative stories about the poor quality issues they encountered. According to Forbes.com, McDonald’s pulled the plug
on the campaign within two hours, however during this two-hour time period, more than 1000 detractors had posted
their unflattering portrayals (Pfeffer, Zorbach, and Carley 2014).
Hashtag hijacking generally takes on one of two forms: attention seeking or campaign gone wrong. The first
involves opportunistic individuals who “hijack” a trending hashtag in order to get attention for their own product or
service. Typically, these efforts are random and short-lived therefore not terribly damaging for the originating firms.
The second hashtag hijacking form has far more serious outcomes and is the focus of this research. This behavior
occurs when a hashtag is set up by a company/brand to generate positive buzz, however is hijacked by detractors and
used for attacks or harm to the business. Unfortunately, since hijacked hashtags are a social media phenomenon,
hijacking not only has a negative effect on the company, but the negativity is magnified by the number of consumers
the plot reaches.
Hashtag hijacking, by definition, can be seen as retaliation against a company/brand. This behavior could become
a more impactful business phenomenon as social media continues to grow. According to Xanthopoulos et al. (2016),
no academic research had been done dealing with this topic until their study. In addition, Dahl and Peltier (2015) call
for more research examining consumer satisfaction and dissatisfaction in relation to the growing use of social media.
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Therefore, the purpose of this research is to introduce consumers’ use of hashtag hijacking for retaliation purposes
and to summarize the limited knowledge of the topic. Next, the authors discuss the potential theoretical frameworks
of this phenomenon. Finally, the article concludes by developing a research agenda to guide future research on this
topic.

Literature Review
Consumer Retaliation
Retaliation is defined as “an action taken in return for an injury or offense” (Huefner and Hunt 2000) or “a
consumer’s actions that are designed to punish or cause inconvenience to a firm for damage the consumer felt it
caused” (Bechwati and Morrin 2003; Gregoire and Fisher 2006). Both definitions clearly include the consumer’s intent
to harm or hurt a company in return for some inflection of harm or hurt. Although retaliation is viewed as extreme, it
usually stems from consumer dissatisfaction and failed complaint attempts. Likewise, Huefner and Hunt (2000)
emphasized that most consumers use more than one response with none relying on retaliation alone. Researchers have
described complaining as a way of communicating consumer dissatisfaction (Fornell and Westbrook 1979; Landon
1980). The internet provides consumers with an abundant number of vehicles to express their dissatisfaction through
reviews and various public forums.
Consumer retaliation is not an impulsive act; rather, it is often the outcome of cognitive processing (Beugré 2005).
The first step in the process of retaliation is when customers perceive that a service provider's action is harmful or
wrong (Aquino, Tripp, and Bies 2001). Next, customers assign blame to the service provider (Aquino, Tripp, and Bies
2001; Beugré 2005) which triggers the customer's anger and rage, thereby increasing the likelihood of retaliation
(Allred 1999). The final step is determining the type of action to take and who will be the target of that action (Aquino,
Tripp, and Beis 2001; Beugré 2005).
Early research identified six categories of retaliation behaviors: cost/loss, vandalism, trashing, stealing, negative
word-of-mouth and personal attacks (Huefner and Hunt 2000). However, further research indicates acts of anticonsumption and the solicitation of social support are key tools used in consumer retaliation. These can be
accomplished by the withholding of consumption, the seeking of unlimited amounts of social support through negative
word-of-mouth, and/or the creation of public displays of protest (Funches, Markley, and Davis 2009).
Over time, researchers have studied several individual and situational antecedents showing their influence on
consumer retaliation against a company. Gregoire and Fisher (2006; 2008) found that a consumer’s relationship with
the company will influence the desire and act of retaliation, while Johnson, Matear, and Thomson (2011) and Bechwati
and Morrin (2007) included motivators such as self-relevance and self-identification to the likelihood of anti-brand
actions. Li and Stacks (2017) presented a service failure response model that indicated anger and dissatisfaction were
emotional antecedents that lead to exit, voice and revenge behaviors, while mediated by the desire for avoidance and
desire for revenge. In addition, May et al. (2015) introduce a consumer’s value systems into the equation and find that
one’s honor values aggravate the desire for vengeance but can be attenuated by allowing the consumer to be involved
in the resolution.
Some researchers have studied these phenomena considering online platforms. For example, research conducted
by Gregoire, Salle, and Tripp (2015) identified six different types of social media complaining situations. One of the
most dangerous for firms was called spite. “Spite-driven complaints are the most likely to go viral, in part because
customers will do whatever it takes to tarnish the firm’s reputation and credibility in order to fulfill their desire for
revenge (p. 178).” Previous research confirms that anger plays a key role in consumers’ desire for retaliation and in
aiding these messages to go viral (Fan et al. 2013; Funches, Markley, and Davis 2009). Ward and Ostrom (2006)
found that consumers construct websites as a tool to tell more people about their unsatisfactory experiences with a
company, hoping more and more will join the discontentment toward the company. Before the rise of social media,
the majority of dissatisfied consumers failed to complain after a bad experience perceiving no benefits (Chebat,
Davidow, and Codjovi 2005). Yet, complaining is now easier than ever. One out of every five consumers, between
the ages of 18-34, are willing to retaliate against a firm (Grant 2013).

Hashtag Hijacking
Hashtag hijacking is a relatively new online media content attack where hashtags are used for purposes other than
originally intended, and generally occur through automated computer programs, by organized internet groups, or by
individuals as a response to a content creator (Xanthopoulos et al. 2016). Research shows that Twitter hashtags can
peak in terms of customer reach within hours (Fang and Huberman 2007). This lightning fast dissemination of
information makes Twitter a very powerful tool for customers; in fact this forum has been instrumental in a large
number of recent cases of negative online word-of-mouth (Pfeffer, Zorbach, and Carley 2014).

473

In situations involving hashtag hijacking, the perceived wrongs may not be personally experienced but the
emotions are. Emotions may serve as a potential driver of information diffusion in a social media setting. In fact,
Stieglitz and Dang-Xuan (2013) found that emotionally charged political tweets were more likely to be disseminated
compared to neutral ones. Likewise, research in crisis communication shows that information disseminated by a third
party through social media aggravated public emotions, like anger (Jin, Liu, and Austin 2014). Studies in various
online settings confirm that negative sentiment triggers more cognitive involvement in terms of attention, which in
turn influences social sharing behaviors (Berger and Milkman 2012; Smith and Petty 1996). Findings such as these
further confirm the contagiousness of anger also applies to the online setting as well (Kowalski 1996).

Research Agenda
Huefner and Hunt (2000) claim that retaliation behaviors are the most critical dissatisfaction outcome from the
consumer’s perspective, and companies must be concerned with such negative activity and information. The authors
of this paper argue this can be especially true across online platforms. Therefore, the relative infancy of hashtag
hijacking research results in the lack of a tightly woven theoretical framework, meaning more scientific inquiry should
be explored to further determine the boundary constraints of each within the realm of social media. The following
highlights a few theories which can explain consumers’ use in hashtag hijacking to harm companies, along with
potential future studies and research questions to be asked.

Seeking Justice and Balance
Many researchers have examined retaliation using justice-based theory (Funches, Markley, and Davis 2009;
Gregoire and Fisher 2008), arguing perception of injustice or lack of fairness as the trigger for retaliation which is also
supported by research that identifies perceived injustice as a driver of negative emotions (Chebat and Slusarczyk 2005;
Schoefer and Ennew 2005). Fairness can be restored across three domains of justice – distributive (fairness of the
outcomes), procedural (fairness of policies of company) and interactional (fairness in treatment by the provider). The
most common source of injustice that sparks retaliation is interactional justice (Greenberg and Alge 1998) which also
is the strongest influencer on emotions (McColl-Kennedy and Sparks 2003). Interactional justice deals with the
treatment of individuals (e.g., empathy, dignity, respect) once affected by someone else’s decision. For example, an
exchange of rude words between two people seems likely to produce higher levels of negative emotion such as anger
while a polite interaction would elicit more satisfaction or happiness. Matter of fact, Gregoire and Fisher (2008) found
that perception of betrayal by a company leads to stronger pressures for retaliation behaviors by consumers.
Suggested future studies using justice theory could include the following:
•

A content analysis of hashtag hijacking occurrences could give insight into the aspects of consumer behavior.
What specifically does the consumer highlight in their response? Do they detail the specific “treatment” by
the company OR focus on outcomes and/or procedures?

•

An experiment in which researchers attempt to examine if the ‘degree’ of the treatment (i.e., rude to very
rude) influence the degree of response online? And is this mediated by emotions such as betrayal?

•

A survey to determine if the perceived outcome for the angered consumer (i.e., reaching more consumers)
influences the consumer’s behavior online? The more success or popular a company is on social media might
increase the likelihood of consumer’s online behavior.

Johnson, Matear, and Thomson (2011) argue it seems reasonable that consumers who have invested more in
brands both emotionally and psychologically may experience a more indirect, long-standing bitterness that could
manifest into anti-brand actions at a later date. Gregoire and Fisher (2006; 2008) also found an established previous
relationship with a company influences consumers’ desire to act in retaliation. Therefore, future research should
examine how investments of the consumer in a company might influence online behavior, such as hashtag hijacking.
Such studies could include the following:
•

Survey research that investigates whether an individual’s perceived investments, such as previous
relationship levels, impacts negative online behavior.

•

Experiments to determine if any time lapse could play a role in forgiveness or forgetfulness by consumers
who feel cheated in some sense.

Placing Blame and Control
The explosive growth and impact of social media begs the question of how consumers are processing information
presented on social media. Attribution theory explains how individuals process information to determine an
explanation of events. Moreover, individuals use these explanations to make causal inferences about behaviors and/or

474

events. There are three dimensions of attribution that leads to judgment: stability, locus and controllability. Indeed,
prior research has shown consumers are mainly focused on the source or locus of the cause and controllability
(Funches, Markley, and Davis 2009), yet other research states controllability and stability are most relevant to
understanding punishment judgments (Graham et al 1997). Future research should include the following:
•

Survey research determining which dimension(s) plays a larger role in consumer retaliatory behavior, or the
use of hashtag hijacking?

•

An experiment focused on the stability of an event. If a similar event to what happened occurs again, will
consumers be more likely to engage in hashtag hijacking?

Attribution theory also lends an explanation to observers’ reaction to hashtag hijacking. He and Bond (2015)
argued that low consensus of word-of-mouth would lead to greater external attributions, yet similarities between
consumers (i.e., taste similarities) would moderate the relationship. A source perceived as similar to the receiver is
therefore more persuasive than a source perceived as dissimilar (Eagley and Chaiken 1993). In the online setting,
forum members are often similar in terms of sharing a common interest in the topic of the forum (Blanton 2001).
These shared common interests serve to strengthen ties between participants and increase the persuasive influence of
the behavior of its members (Prendergast, Ko, and Yin 2010). Chang and Wu (2014) found that external attribution
formed is positively related to source credibility which in turns positively influences information credibility,
afterwards impacted the acceptance/adoption of the negative e-WOM. Future research studies utilizing components
of attribution theory could examine the following:
•

A survey determining how individuals process information in online platforms? Does the trust, credibility
and/or similarities of the source or multiple sources play a role in hashtag hijacking?

•

An experiment that studies what situational or emotional factors heighten the need for social support? And
intensify the likelihood of individuals supporting (participating and sharing) hashtag hijacker initiators?

Accepting New Roles and Power
Consumer power arises from their access to information, their ability to generate threats, and the firm’s
dependency on their business (French and Raven 1959). Power shifts and changes as a relationship evolves; this is
especially true in consumer-to-firm relationships. Consumers’ online behavior of commenting on, sharing, or
forwarding posts about crises (Schultz, Utz, and Goritz 2011; Utz et al. 2013) is a powerful phenomena. Social media
users are no longer passive information receivers, but instead active participants in crisis communications (Cheng et
al. 2016). The individual experience initiating hashtag hijacking is a service failure. The effort to garner social support
through hashtag hijacking has resulted in a collective negative brand experience. These experiences are definitely
crises, from the firm perspective. Social media provides consumers with new ways to wield their collective power.
“Power is the perceived ability or potential of a social actor to influence or control the behavior of another within
a given relationship or context (Brill 1992, 835).” Brill (1992) states that in any given context, power should be
conceptualized as having two dimensions, influence and resistance. Influence power is defined as the potential or
ability that a social actor perceives he or she has to control the behavior of another (Brill 1992, 837). Resistance power
is the potential of ability that a social actor perceives he or she has to deflect influence attempts perceived to be made
by another. Future research should explore the ways consumers are using and misusing their power in the social media
arena and its consequences from both the firm and consumer perspectives. From a firm perspective, some questions
could examine the following:
•

What is the best way for firms to respond to hashtag hijacking in this environment of increasing consumer
power?

•

What impact does hashtag hijacking have on brand image, public sentiment, consumer loyalty? Are these
changes temporary or permanent?

And from a consumer perspective, the following:
•

What elements differentiate consumer complaint behavior from collective consumer crises?

•

Is there a tipping point where levels of social support indicate developing crises?

While hashtag hijacking generally produces negative results, hashtags originally are designed for a purpose that
generates some good things. For one, hashtags engage customers and others talking about similar topics, leading to
more exposure for the brands and potential additional sales of the brand. The authors of this paper argue in the overall
positive aspect of hashtags, encouraging not to discontinue the use, rather use precautions when creating and using
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hashtags. Precautions suggested by Small Business Trends (2013) include not creating vague hashtags, be specific
and give users a sense of “what is in it for me,” do not include brand name and consider what is happening in the
company at the time. Some research questions could include the following:
•

What are the cost of hashtag hijacking to a firm in terms of sales, profits, and stock price?

•

How many hijacking incidents occur compare to the number total hashtags used, and what might the impact
of the negative versus the positive?

Conclusion
Twitter is now perceived as a dominant social media platform (Oh, Agrawal, and Rao 2013). The impact of
different media types on the effects of different crisis response strategies is still understudied (Coombs and Holladay
2009). The effects of crisis communication via blogs and twitter in comparison to traditional media have not yet been
analyzed experimentally (Schultz, Utz, and Goritz 2011). This research sheds additional light on this under researched
phenomenon.
This new phenomena of hashtag hijacking illustrates the importance of the dyadic consumer-firm relationship.
Many firms have become accustomed to one-way consumer communication, however today’s business environment
requires firms to listen, speak, and respond to consumers in a new way-or else. There is a body of research, which
suggests consumer power is growing. This research contributes to the literature by exploring an emerging phenomenon
with far reaching consequences for business. Integrated communications with consumers covers a broad scope of
communication methods. The realm of social media can be both profitable and precarious. One of the contributions
of this type of research is to shed light on the various dynamics at play in hopes of making the environment easier to
traverse.
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Summary Brief

The Effect of Interpersonal Closeness and Self-Brand
Connection on Fake News Perception
Kshitij Bhoumik, Texas Tech University
Although brands consistently become the target of fake news on digital communication channels, the mechanism
through which fake news spread on the internet has not been systematically examined. Social Media is one of the
channels through which fake news, rumors, and gossips spread among groups of connected users. In this paper, we
ask several unexplored questions. First, how does the self-brand connection affect fake news perception? Second, to
what extent interpersonal closeness on social media affects the perceived authenticity of brand news, and whether
there is an interaction between interpersonal closeness and self-brand connection?

Introduction
The rise in user-generated content has seen a proportional rise in the fake stories targeted towards brands. Fake
news is partially or fully fabricated stories that are disseminated through various media channels, especially social
media websites. The topic of fake news has been captured in media and economics literature. But creation and
circulations of fake news are not restricted to media or political campaigns. Many popular brands have been affected
by fake stories. In the year 2017 itself, many global brands such as Pepsi, Starbucks, Microsoft, New Balance became
the victims of fabricated stories that were written and circulated over social media. A recent paper defined fake news
as “fabricated stories that are intentionally false, realistically portrayed and potentially falsifiable.” (Visentin Pizzi and
Pichierri 2019). In this research, we explore whether personal attachment and degree of relevance affect the ability to
recognize fake news. In other words, we are investigating how interpersonal closeness and self-brand connection shape
brand fake news perception on social media platforms.

Background
Self-brand connection (SBC) is conceptualized as an extent to which a consumer incorporates a brand into his or
her self-concept (Park et al. 2010). SBC is viewed as a dimension of brand attachment. Consumers with high selfbrand connection are brand advocates and usually have a strong positive attitude towards the brand. Such consumers
are less likely to be influenced in the case of negative brand publicity (Ahluwalia et al. 2000). Consequently, their
motivation to verify the authenticity of news should be higher compared to the consumers with the low self-brand
connection. But since most of the brand news is either positive or negative, it is arguable that consumers with high
self-brand connection will be more biased towards positive news about the brand compared to negative news and that
should affect their ability to evaluate the authenticity of brand news. This would happen even more when there is no
verifiable source of the news or when the news is shared by a friend on social media. Social media platforms such as
Facebook and Twitter are comprised of friends, followers, fans, and influencers. Liking and sharing a post not only
indicate the interest in the post content but also that the sharer’s post is acknowledged and approved through
comments, likes or resharing of that post. Many social media users feel socially obligated to share and comment on
their friends’ and influencers’ post or tweets. This indicates that the perceived value and authenticity of that news
would differ on social media from what it would be if that news were shared on some other websites, blogs or news
channel. Second, on social media platforms, the credibility of a source is often influenced by the interpersonal
closeness towards sharer. So, it is quite likely that the news on social media would be perceived authentic when the
receiver has no other information or existing knowledge about the news. On social media, both consumer-consumer
and consumer-brand relationship concurrently exist. How would such interactions affect the perceived authenticity of
brand news? We argue that when the interpersonal closeness between a sharer and receiver is high, which is often the
case on social media, the effect of SBC on perceived authenticity will diminish as the focus will shift from personal
connection towards the brand to the sharer of the brand news.

Key Findings
We begin by testing whether self-brand connection affects the ability to detect fake news. Two pretested news
were used as stimuli for the authentic and fake news. Both news was about the Apple brand. We manipulated both the
news and the source to create four different news versions. The authentic Apple news was about Apple rankings shared
on the PC world. The positive news claimed that Apple rankings have gone up by three places while negative news
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claimed that Apple ranking has gone down by three places compared to the competitors’ position. The fake Apple
news claimed that Apple is going to join hands with a non-profit company that organizes charitable events and was
displayed on BuzzFeed, whereas negative version claimed that Apple has broken ties with a non-profit company that
organizes charitable events. All the news and their sources were pretested for perceived authenticity and fakeness.
Specifically, participants were shown a series of news headlines on source websites (PC World and BuzzFeed)
involving many brands such as Samsung, Netflix including focal brand Apple. 120 participants randomly saw one of
the news on Apple on either PC World or BuzzFeed. As expected, Apple ranking news shown on PC world was
considered least fake/more authentic and APPLE charity news on BuzzFeed was considered as most fake/least
authentic (6.15 vs 5.44, p<0.05). Similarly, PC World was perceived to be more authentic than BuzzFeed (6.10 vs.
4.39; p<0.05), So in the main study for authentic news we selected PC world-Ranking news combination and for fake
news we selected BuzzFeed-Charity news combination.
In the actual study, 284 participants were randomly distributed to Valence (Positive vs. Negative) * Perceived
Authenticity (Authentic vs Fake) news between subjects. Participants started by completing the seven-item self-brand
connection scale for the Apple brand (Escalas and Bettman 2005). Participants then saw one of the four news and then
reported their willingness to click on the news, share the news on their social media and also their perception of the
brand news and source of the news. A significant two-way interaction was found between consumer self-brand
connection and valence of the news such that for consumers with high SBC, the perceived authenticity of fake news
is higher when the news is positive rather than negative (4.26 vs. 3.02, p=0.00). Consumers with high SBC are more
likely to share fake news regardless of the valence of the news (3.43 vs 1.91, n=148, p<0.01) For consumers with high
SBC, there is an interaction between the valence of news and perceived authenticity, but not for consumers with the
low self- brand connection. Consistent with our first set of predictions, we found that consumers with higher selfbrand connection take into consideration the valence of news when making a perception about the authenticity of the
news but consumers with low self-brand connection focus more on the news source and actual content of the news.
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Summary Brief

The Positive Value of Negative Reviews on Consumer
Decision Making
Sujata Ramnarayan, Notre Dame de Namur University, USA.
Research shows that positive reviews are more helpful in making the sale but negative reviews are weighted more
heavily. Thus, negative reviews provide certain utility to consumers when making decisions. The purpose of this
research is to examine how negative reviews add value during the decision making process.

Literature Review and Hypotheses
Recent research has focused on how online reviews affect consumer decision making and other sales outcome
measures. A meta-analysis (Rosario et. al. 2016) on such research reveals mixed results with different attributes of
such reviews such as volume and valence having different results due to different metrics used to measure electronic
word of mouth communication (eWOM). Research also reveals other moderating factors on impact of negative
reviews on sales surrogates (e.g. Sparks and Browning 2011). However, there are gaps in the literature on how negative
reviews aid in decision making. The accessibility-diagnosticity theory of judgmental response (Feldman and Lynch
1988) suggests that negative information is more valuable due to its rarity and that diagnostic information is of more
value than information that is accessible. In such scenarios, negative reviews should offer diagnostic information and
help in either increasing confidence or in reducing risk of making a bad decision. When the volume of overall reviews
is less, the rarity of negative reviews should increase both in accessibility and diagnosticity. Thus the first hypothesis
is as follows:
Hypothesis 1: Perceived value of negative reviews is expected to be negatively correlated with volume of
overall reviews, with its value greater when volume of reviews is less.
East, Hammond, and Lomax (2008) showed that although positive reviews had a greater impact on purchase
probability, negative reviews also had an impact on purchase probability although to a lesser extent. The impact was
further shown to be moderated by familiarity with the product. However, the researchers conducted a survey to gauge
such probabilities and there was no manipulation of reviews through actual use of reviews. In reality, there is global
evaluation of reviews presented with attention paid to ratings, volume, and review text – both positive and negative.
The perceived usefulness of negative reviews compared to positive reviews is greater for utilitarian than for hedonic
products (Sen 2007). However, the authors also found that consumers engaged with negative reviews more in case of
hedonic products. This could potentially be due to the fact that decision making in case of hedonic products is based
on subjective and more individual characteristics, thus creating greater risk. The fact that they engaged more with it
implies that they are hoping to gain from it. It is unclear how consumers would weigh such negative information when
presented along with positive reviews. This is more representative of reality. The impact of negative reviews on sales
is positive when there is low product awareness (Berger, Sorensen, and Rasmussen 2010). This again points to the
greater value of negative reviews in situations of higher uncertainty and greater risk when product awareness is low.
Research into impact of negative reviews on trust and purchase intention shows that framing matters. When framed
positively, the impact of negative reviews is more favorable than when framed negatively (Sparks and Browning
2011). As the authors show, consumers make decisions based on numerous factors such as ratings, overall valence,
actual content of the review, and most importantly how the reviews are framed. However, the authors considered
framing only as defined by recency. In reality, positive and negative reviews are often mixed. Also, the research
focused only on effects of framing on trust and purchase intention, not on actual value of a negative review in overall
global evaluation of reviews. In addition they also did not consider perceived helpfulness of the reviews as an aid in
decision making. The fact that consumers rate negative reviews on its “helpfulness” as much as positive reviews shows
that negative reviews provide certain value to consumers. Although, negative reviews may detract from the probability
of purchase when there are more of them, consumers rate them on usefulness and engage with them. This points to
their value when present by aiding in the decision making process by reducing risk and increasing trust in the site and
vendor. There are multiple aspects to the use of reviews – how much value consumers place on it, whether they trust
it, and whether they use it in their decision making process by reducing perception of risk or increasing confidence.
When using travel reviews, online users have indicated that it helps them increase confidence in their decisions while
reducing the risk of making poor decisions (Gretzel and Yoo 2008). There are also differences between holistic versus
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individual evaluation of reviews. A measure of helpfulness of a review only says that it helped the consumer make
the decision not if the consumer perceives the reviewer to be trustworthy. Based on the preceding discussion, the
following hypotheses are proposed.
Hypothesis 2: Negative reviews increase trust in overall reviews provided compared to only positive reviews.
This perception of trust is expected to be moderated by ratio of positive to negative reviews with greater
trust when the ratio of positive to negative reviews is less.
Hypothesis 3: Negative reviews reduce consumer perception of risk of making a wrong decision. This
perception of risk reduction is expected to be moderated by ratio of positive to negative reviews with
greater risk reduction when the ratio of positive to negative reviews is less.
Hypothesis 4: Negative reviews increase consumer confidence in making decisions. This increase in
confidence is expected to be moderated by ratio of positive to negative reviews with greater risk reduction
when the ratio of positive to negative reviews is less.

Research Methodology
The research methodology will consist of an experimental design using a simulated website with feature
manipulation for two different products. The manipulated variables will include valence ratio and volume of reviews
along with pre and post measurements on value of negative and positive reviews on decision making. The stimuli will
include rating and review content while adjusting for volume and valence ratio.
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Summary Brief

Cyber Aggression by Adult Consumers: Motivations
and Ethical Evaluation
Mei Han, The University of Texas Rio Grande Valley, USA
Arturo Vasquez, The University of Texas Rio Grande Valley, USA
Cyber aggression is mostly treated as an interpersonal violence among adolescents. However, the adult
consumers’ cyber aggression behaviors are generally overlooked. This study looks at adult consumers’ cyber
aggression behaviors, and identifies their motivations and other possible factors that influence adult consumers’ cyber
aggression behaviors. The study adopts a scenario-based questionnaire, and the results show that adult consumers’
deontological and teleological evaluations significantly affect their ethical judgements of cyber aggression
engagement, which further impact on their behavioral intention to engage in cyber aggression against companies.
Moreover, the paper identifies six factors that contribute to cyber aggression engagement, these factors are ease of
perpetration, personal characteristics, personal gains, negativity of the Internet, help the company, and recreational
reasons.

Introduction
The explosive growth of the Internet and the advent of information sharing technologies enabled consumers to
obtain and utilize information more habitually. 94% of consumers would avoid a business with negative online
reviews. As a result, companies are increasingly vulnerable in the cyber space nowadays. They are vulnerable not only
because consumers can review their businesses, but also because consumers may not review faithfully. If we search
online, it is ubiquitous to find business owners complaining that consumers give them bad reviews that they do not
deserve. Some consumers post exaggerated and untruthful bad reviews merely to vent their negative emotions, and
this is the behavior this study aims to explore. To be specific, this study explores why consumers would engage in
such behaviors. We use the term cyber aggression to describe “intentional harm delivered by the use of electronic
means to a person or a group of people irrespective of their age, who perceive(s) such acts as offensive, derogatory,
harmful or unwanted” (Grigg, 2010).

Conceptual Background
Cyber Aggression and Ethical Evaluation
Cyber aggression involves an ethical issue. An ethical issue exists when a decision maker’s choice has conflicting
results for himself/herself, and consequences for other people. Based on the Hunt-Vitell Theory (Hunt & Vitell, 1986),
many researchers found evidence that people’s deontological and teleological evaluations of a behavior can affect
their ethical evaluation of the behavior. Moreover, ethical evaluation and teleological evaluation of the behavior
predict people’s intention to engage in the behavior (e.g. Douglas & Swartz, 2017). Therefore, this paper identifies
ethical judgements and teleological evaluation as predictors of adult consumers’ cyber aggression behaviors.

Cyber Aggression and Other Predicting Factors
Existing literature suggest that personal characteristics, environmental factors and personal motivations are major
factors affecting young people’s engagements in cyber aggression (e.g. Bogolyubova et al., 2018; Casas, Rey, &
Ortega-Ruiz, 2013). The cyber space has its unique characteristics that make aggressive behaviors seem normal. For
instance, Internet allows aggressors to remain untraceable, so they usually don’t see the consequences of their
aggressive behaviors. Moreover, the negative information and large number of audience in the cyber space make
aggressive behaviors seem acceptable, funny and even heroic. People may also engage in cyber aggression behaviors
for purposes such as venting emotions, seeking rewards, or even getting entertained. Therefore, it is noteworthy to
include these factors in this study.

Methodology
To explore the predicting power of ethical evaluation, this study adapted a 2 × 2 between subject experimental
design from Hunt & Vasquez-Parraga (1993). Four scenarios describe a service transgression a hypothetical person
encountered. The person either chose a moral behavior or an immoral behavior, and the choice result in a good or a
bad result. Respondents were asked to evaluate the ethical dimension of the scenario and answer questions measuring
their behavioral intention. A regression analysis was conducted. The results show that both deontological and
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teleological evaluations significantly affect ethical judgement, they together explain 11% of ethical judgement
variations. Moreover, teleological evaluation and ethical judgement significantly affect behavioral intention, they
together explain 31.9% of behavioral intention variations. To examine factors affecting cyber aggression engagement,
this study derived 23 items from existing literature. These items include 7 personal characteristics items: aggressive
personality, low self-control, lack of empathy, moral disengagement, lack of trust, angry and sadist; 7 environmental
factors: be able to stay anonymous, frequent Internet use, negative information online, no punishment, large audience,
large distant, and ease of making posts; and 9 motivation items: express dissatisfaction, help the company, take out
frustration, influence a company, seek revenge, gain fame, gain monetary rewards, draw attention, and vent emotion.
Respondents were asked to indicate their agreement to these items using 5-item Likert scales.

Results
A total of 203 completed questionnaires were collected. The manipulation check excluded 22 responses, makes
181 valid responses. Figure 1 shows that deontological and teleological evaluations significantly affect ethical
judgements. Teleological evaluation and ethical judgements significantly affect people’s behavioral intention to
engage in cyber aggression. A factor analysis was applied to the 23 items reflecting other predicting factors of cyber
aggression. The factor analysis generated six factors or constructs: 1) personal aggressiveness, 2) ease of perpetration,
3) negativity of the Internet, 4) personal gains, 5) help the company, and 6) recreational reasons. All constructs satisfy
the thresholds of reliability and validity tests.

Implication and Future Direction
This study draws our attention to the issue of consumer cyber aggression, it provides a starting point for future
studies that are interested in exploring antecedents of consumer cyber aggression engagements. Cyber aggression is a
complex phenomenon, future studies can look at the influence of other moral issues on consumers, such as magnitude
of consequence, social consensus, probability of effect, temporal immediacy, proximity and concentration of effect
(Jones, 1991).
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Summary Brief

Digital Tools and Smart Technology in Marketing: A
Thematic Evolution
Estrella Diaz, University of Castilla-La Mancha, Spain
Rocio Carranza, University of Castilla-La Mancha, Spain
Agueda Esteban, University of Castilla-La Mancha, Spain
David Martín-Consuegra, University of Castilla-La Mancha, Spain
Digital platforms and smart technologies have revolutioned marketing, offering new ways to provide service to
consumers. This paper tracks the changes in digital marketing literature through the evolution of this concept from
2000 to 2018. This research combines different bibliometric tools to analyse the evolution of the cognitive structure
of this research topic, allowing us to discover the dynamics over different years and detecting the most prominent,
productive, and highest-impact subfields. Data were collected from 15,583 papers in leading marketing journals.
Findings indicate symptoms of a research field in constant evolution that has not yet reached a stage of maturity.

Introduction
Over the last years, marketing academics and practitioners have witnessed a major transformation of marketing
with the growth of the technology, ICTs and digital fields. Digital technologies and devices such as smartphones,
smart products, the Internet of Things (IoT), Artificial Intelligence, and deep learning all promise significant
transformations of consumers’ lives in the near future and have also influenced the ways that consumers behave across
all types of market settings. Thus, organizations now highlight the importance of creating a digital relationship with
customers (Dai et al. 2015). The term digital marketing has evolved over time, beind defined by the American
Marketing Association as activities, institutions, and processes facilitated by digital technologies for creating,
communicating and delivering value for customers and other stakeholders. Following an adaptive process, Kannan
and Li (2017) define digital marketing as an adaptive, technology-enabled process by which firms collaborate with
customers and partners to jointly create, communicate, deliver, and sustain value for all stakeholders. Accordingly,
digital technologies are rapidly changing the environment within which firms operate (Lamberton and Stephen, 2016).
Digital technologies are reducing information asymmetries between customers and sellers in significant ways. Thus,
the digital transformation of marketing over the last years is reflected in the ways that firms and customers have
embraced new technologies and how technology has facilitated novel market behaviors, interactions, and experiences.
Accordingly, a substantial body of research published in marketing journals has showed this change.
Accurately forecasting the trajectories of scientific domains and technologies is essential to the investment
strategies of organizations to operate in the fields of technology and marketing. Nonetheless, up to now, there are no
studies on the digital and smart technologies field applied to the marketing scope which use performance analysis and
science mapping in order to deal directly with sets of terms shared by documents, mapping the literature directly from
the interaction of key terms. Therefore, the purpose of this paper is to present a general approach to analysing the
thematic evolution of the digital marketing research field in the marketing context. To achieve the aim of this paper,
we will perform a co-word analysis with a longitudinal framework which produces strategic diagrams in order to
categorize the detected themes. This approach combines performance analysis of science mapping for detecting and
visualizing conceptual subdomains. Results show a graphical and dynamic vision of the digital marketing field,
identifying new topics that have appeared and others that have disappeared, gaps, and research areas for future study.

Research Method
The study applies a bibliometric approach to reveal and visualize the evolution of digital marketing. Specifically,
authors use the SciMAT software in order to discover the most important research themes and its conceptual evolution.
SciMAT (Science Mapping Analysis Software Tool) is presented by Cobo et al. (2012) as a powerful science mapping
software tool that integrates the majority of the advantages of available science mapping software tools. It is based on
a co-word analysis and the h-index. This approach establishes four stages to analyze a research field in a longitudinal
framework: detection of the reserach themes, visualizing research themes and thematic network, discovery of thematic
areas and, performance analysis.

486

This study will carry on a longitudinal analysis to study the structural evolution of the digital field in the most
relevant journals within the marketing scope. The present study considers bibliographic records obtained from the
Web of Science (WoS). To perform a search within the WoS database, the research documents published on
technology and digital in the marketing field were downloaded, using a series of queries. These keywords were
included following the main keywords used by differents authors along the literature related to digital marketing. The
collection was restricted to papers published in leading journals, following the marketing ranking validated by Hult et
al. (2009). Based on these criteria, the queries retrieved a total of 15,583 documents in the marketing context.

Results
Using SciMAT for the construction of scientific maps, the analysis of the most relevant studies in this field is
conducted to establish how research has evolved within this concept. Findings indicate symptoms of a research field
in constant evolution that has not yet reached a stage of maturity. Initially, digital marketing was seen as an important
element, but its examination was scarce and has gradually come to be recognized as a key goal within organizations
to serve as a basis for the development of various study models. The most relevant thematic areas will be focused on
smart technologies, artificial intelligence, big data, augmented reality, and technologies tools used by consumers and
organizations.

Discussion
The current study presents the evolution of the scientific research regarding digital marketing in marketing
journals between 2000 and 2018 according to the available publications through the Web of Science. This study
analyzes the trend, taking into account a general vision and four distinct time intervals over time, focusing the greatest
amount of research being conducted in the 2015-2018 time interval. The employment of longitudinal data allows
researchers to determinate relationships between the variables related to digital marketing. Through the application of
multiple bibliometric analysis methods, the digital marketing and smart technologies concepts has been reviewed in
top marketing journals. The analysis proves that digital marketing is a relevant topic at a global level. However, the
country with the greatest number of publications is the United States, which makes North America the most productive
continent.
The main contribution of this article is to provide a bibliometric analysis of the development of the digital
marketing and smart technologies literature over the past decade (2000-2018). The visualization techniques such as
the science mapping workflow, are useful to represent a science map and the results of the different analyses (Cobo
et al. 2011). The visualization technique is very important in order to achieve a good understanding and better
interpretation of the output. The bibliometric study reveals three main issues from our findings: a) there are a higher
number of new and transient keywords between sub-periods, which is a symptom of a research field in constant
evolution that has not yet reached a stage of maturity; b) the majority of these trajectories have become increasingly
important to the digital marketing concept over the course of the last six years of the period under study and; c) an
evolutionary trend exists in each of the research themes in the digital marketing field.
Combining the science maps with the performance indicators, the findings of this study suggest that digital
marketing can be examined through a series of main topics. The identified key themes will assist researchers in
marketing fields in determining the main research topics of digital marketing research. This study offers
recommendations to researchers in order to analyze several specific areas related to digital marketing. Furthermore,
several practical implications arise from the research findings. This study provides a valuable tool for marketing
managers to effectively analyze the importance of different themes linked to digital marketing concept. In this sense,
marketing strategies would be developed to engage with their customer base using smart technologies.
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Summary Brief

Relationship Dependency in AI-Enabled Exchange: A
New Framework for Understanding Relationship
Dependencies between Consumers and Artificial
Intelligent Virtual Assistants
Laura Pricer, University of North Texas, USA
Consumers’ interactions with artificial intelligence enabled virtual assistance are relational in nature. Extensive
research has supported the consumer-object relationship paradigm but, these smart devices pose a unique set
challenges for considering the consumer-object relationship due to the abilities of these devices to function on both
cognitive and affective levels. We present a framework based on Hodder’s entanglement theory and the transference
through evaluative conditioning literature, defining the nature and scope these dependent relationships and the role
they play in the consumers’ consumption experience and purchasing behavior.
“Sentient beings depend on things to bring their sentience into being…” —Ian Hodder in Entangled

Introduction
The unprecedented popularity of Artificial Intelligence (hereafter, AI) virtual assistants (AIVA) has spawned
changes in the acquisition and consumption of information, goods, and services. In fact, virtual assistants have
increasingly been referred to as human agents, technology-enabled devices that emulate cognitive responses
predicated on the interface with a user. The most popular of these devices are Amazon’s Alexa and Google Home
(Segarra 2018). Each of these branded technology-enabled agents aids responses to verbal commands with the
capability of controlling home automation, accessing media, consummating transactions, and even making
suggestions concerning what the user hears, watches, and buys (Conick 2019). The number of buyers interacting with
these devices is growing at an enormous rate. This growth has tremendous impact on buyer-seller exchanges of
information, as well as user opinions about goods and services.
As Artificial Intelligence progresses, the interactions with these devices become more human-like. The humanlike ability to learn from interactions allows the device to influence the buyers’ decisions based on what it has learned
about their wants and needs, and even allows it to predict future desires. The capability of these devices to interpret
and influence the wants and needs of the user may also provide an opportunity for the device to have a persuasive
effect on the buyers’ purchase behavior, such as brand choice, patronage frequency, and purchase evaluations.
Marketers should take notice of the prevalence of these devices and their ability to change the nature of household
consumption. Novak and Hoffman (2019) found that consumers are forming relationships with smart devices,
including AIVAs, engaging them in an acquisition or consumption experience. These relationships have the ability to
significantly change the way customers participate in the marketplace (Novak and Hoffman 2019). The acceleration
of computing power and storage, along with advances in deep learning, have vastly improved voice-activation
technology. Google claims that the errors in voice activation have decreased by almost 20%, bringing them to less
than 8% in just a few years (Baig 2016). The premise of this study supports the hypothesis, which posits, as people
interact with AIVA devices, they form dependent relationships with them, enabling the devices to have influencing
power over the user’s consumption choices.
An interesting situation has developed in which AIVAs have become a type of market maven that has been invited
into the user’s home similar to that of the pathologically helpful friend. Feick and Price define market mavens as
individuals who are knowledgeable about countless products, places to shop, and various aspects of the market. Along
with market knowledge, market mavens willingly share their knowledge and answers consumer questions. Market
mavens are conspicuous in the market—consumers are able to identify them and seek them out their opinions. In this
way, market mavens are influencers. AIVAs, like market maven friends, influence the user based on the market
knowledge they possess and the relationship they build with the user. This relationship between the AIVA and its user
provides a unique opportunity for marketing managers to leverage these devices as market influencers (Clark and
Goldsmith 2005; Conick 2019; Feick and Price 1987;).
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The relationship between an AIVA device and its user is customer-initiated and driven by the specific individual’s
or household’s portfolio of values, attitudes, and lifestyles (VALs). Similar to choosing friends, users make a
conscious decision to acquire and use an AIVA in ways that expose the consumers’ VALs. These interactions are
unlike largely benign marketing tools (i.e., advertisements) that are seller-driven rather than consumer-driven. The
consumer may actively engage in the frequency, type, and content of the interaction.
Novak and Hoffman (2019) generated a framework for the different relationship styles developed between
consumers and smart devices. In their research, they focused on all smart devices and looked at generalized roles taken
on by the user and the device. Their work defined four broad classes of consumer-object relationships: complementary
master-servant, non-correspondent master-servant, partners, and unstable. They identify the master-servant
relationship style as being initially the most common roles between consumer and object, but conclude that the
consumer-object partnership develops into a highly stable, long-term relationship over a period of extended use
(Novak and Hoffman 2019).
In this paper we explore the emotional intensity of the consumer-object relationship and how emotions form
dependencies between the user and the device as described in Entangled (Hodder 2012). These dependencies create a
sense of trust and commitment on the part of the user towards the device, which then allows the device to have
persuasive power over the user similar to a market maven (Conick 2019). With the goal of understanding the intensity
of these dependent relationships, we develop a framework for the dependencies formed between humans and AIVA
devices based on Hodder’s entanglement theory. We then discuss the ability of the dependent relationship between
device and user to effect the consumers’ commitment to and trust in the device. The paper is organized into four
sections. First, it briefly reviews past literature on consumers’ relationships with objects and discusses the implications
of AIVAs’ unique ability to develop dependent relationships with deeper, more human-like connections. Second, it
presents the entanglement theory and how it can be conceptualized in explaining the dependency humans form with
smart technology. Third, it examines the influential power these devices potentially have through the transference of
positively salient emotions about a product, service, or brand. Fourth, we conclude with the contributions and
limitations of this work, a direction for future research, and some final observations of the broader impact this research
has on society.

Consumer Relationships with Objects
Previous research has found that consumers form trusting relationships with technology interfaces. This finding
is based on technology devices that lacked affective abilities such as expressing and sensing emotion. With the
progression of smart devices—those devices that are increasingly able to form not only cognitive relationships, but
also affective ones—we are interested in determining the level of relationship dependency humans can and will
develop with the devices. Previous studies conclude that AI-enabled devices are human-like, social actors (Hoff and
Bashir 2014; Novak and Hoffman 2019; Wang 2017). As people encounter meaningful interactions with these devices,
they form relationships with them that mimic human-to-human connections (Novak and Hoffman2019). As these
relationships develop, consumers and their devices are entangled in a dependent relationship predicated on economic,
informational, and social exchanges in the user’s most intimate space: their home.
Studies based on the Computers Are Social Actors (CASA) paradigm have shown that humans respond socially
to computers. Even though they possess conscious awareness that the computer they are interacting with is, in fact, a
machine, they interact with it just as they would another human (Nass and Moon 2000; Reeves and Nass 2006). These
early studies concentrated on humans’ interactions with computers, televisions, and other media, but this paradigm
has also been shown to apply when humans interact with websites (Kim and Sunder 2012), computer agents (Pickard,
Roster and Chen 2016), Twitter bots (Edwards et al. 2014), and physical robots (Edwards et al. 2016). This paradigm
establishes that people will respond to computers based on the nature of their interactions with them. If they have a
positive interaction, they react politely; if the computer is complimentary, they react with flattery. People respond to
computers with the same social rules and responses that they use with humans Not only do humans react to computers
as if they were humans, but they attribute similar relational expectations to these devices (Reeves and Nass 2006). In
The Media Equation Nass asserts a communication theory that any social psychological principle applied to humanto-human interactions can be applied successfully to human-to-technology interactions (Nass et al. 1997).
Understanding that AIVA devices are smarter, more interactive forms of computers, one can conclude that consumers
view these devices as social actors. It is proposed that these interactions with technology occur mindlessly and without
thought. Participants react only to social cues and not to other characteristics that indicate they are communicating
with a machine (Nass and Moon 2000). Mead, Cooley, Blumer and Snow posit that since humans perceive these
devices with emotional characteristics similar to other humans, they will interact with them as such. In this way, they
will form relationships that emulate human-to-human relationships. Consistent with social interactionism theory, over
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time and with continued interactions, users’ will begin to assign meaning to these devices that will create feelings of
trust and commitment (Blumer 1969; Cooley 1902; Mead 2015; Novak and Hoffman 2019; Snow 2001).
We propose in this study that smart-objects, such as AIVAs, possess two critical characteristics that allow them
to be perceived as human social actors. First, smart-objects have a unique ability to interact with consumers and other
objects without the consumer being physically present. Second, through this ability to communicate independent of
the consumer, smart-objects can autonomously express roles (e.g., master-servant or partner) in interactions that
consumers can easily perceive. These characteristics allow AI-enabled devices to possess functional capacities in the
relationship as well as to convey meaning. Due to embedded deep-learning models and their interconnectedness, smart
devices possess high levels of agency.
Interconnectedness facilitates (1) an ability to affect and be affected, (2) autonomy, the capacity to function
independently and authoritatively, and (3) the capacity to control other entities and to make its own decisions (Novak
and Hoffman 2018). Novak and Hoffman’s conceptualization of the consumer-device relationship is consistent with
Snow’s elaboration on social interactionism which states that there are four foundational principles that make up social
interactions: (1) the principle of interactive determination, (2) the principle of symbolization, (3) the principle of
emergence, and (4) the principle of human agency. These principles are further discussed in table 1 (Snow 2001).
Table 1: Snow’s Principles of Social Interactionism and their Application to AIVAs
Entanglement
Thing-to-thing

Theme
Things depend
on other things

Hodder's description
There is a flow between
things that causes them to
transform and be transformed
through the interactions that
occur. As things interact with
each other they flow together
and change each other.
Example:

AIVA application
AIVA can interact with other smart
objects - control lights, thermostat,
smart appliances. As these objects
interact with each other they change
how they interact and function.

Citations
Hodder
2012; Novak
and Hoffman
2019

Thing-tohuman

Things depend
on humans

Things need humans to
develop them into usable
forms. This has been the case
for all time. Humans take
things and rework them into
usable object.

Baig 2016;
Hodder
2012; Novak
and Hoffman
2019;

Human-tohuman

Humans
depend on
other humans

Humans rely on relationships
with other humans to make
transactions both socially and
transactionally.

Human-tothing

Humans
depend on
things

Humans depend on things to
perform both hedonic and
utilitarian activities.

AIVA devices learn from the human
in order to serve the user in the most
desirable way. Due to the advances
in deep learning this is a continuous
process that enables the device to
develop based on the interactions
with its users
AIVA can mediate these transactions
by providing advice and assistance.
In some cases they even complete
the transaction from start to finish
(e.g., automatic reordering function)
As humans interact with AIVAs they
form a dependent relationship with
them. This dependence becomes
stronger as the device and the human
interact (develop shared meaning—
interactionism) and eventually a
dependency develops and the human
becomes entrapped.

Hodder
2012; Novak
and Hoffman
2019
Hodder
2012; Novak
and Hoffman
2019

The perception of AI devices as social actors is inextricably linked to relationship development and exchanges
and is likened to human interactions. The present study is grounded in socio-materialism, a theory that refers to an
ontology that the social and material realms are interwoven. The idea of socio-materialism has been studied across the
applied social sciences such as anthropology, education, information systems, and organizational behavior; but it is
conspicuously absent from marketing contexts. This study proposes that the social, material, and human aspects of
our world are so closely intertwined that it is difficult to measure their contributions to the relationship separately
(e.g., relational ontology) (Latour 2005; Pickering 2010). Latours study, which holds that life, as we know it, is based
on relations, states that substances are foundational, and relational ties are added to the picture to modify or enhance
the relationship. Consistent with social interactionism, relations are formed through various types of interactions
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between all the intertwined parts of the relationship, and interactions are found in recurring situated activities informed
by shared meanings.
Karen Barad (2003, 2007) addresses this concept of interconnectedness in her study on entanglement.
Entanglement occurs through different interactions when no one object can be adequately described without
considering its relations with other objects or things. In the context of AIVA devices, it is impossible to explain the
meaning of these devices without including the interdependency between the human and the device. These devices
are entirely dependent on the interactions with the user to become smarter and better-equipped to address the user’s
needs. Also, the user becomes reliant on the interactions with the device, not only for the information it provides, but
also for affective feedback. This codependency, therefore, creates entanglement between the device and its user.
Hodder (2012) further developed the idea of entanglement as “the dialectic of dependence and dependency
between humans and things” (p. 89). Hodder’s concept of entanglement emphasizes that human dependence on things
is an interwoven network of dependence and dependencies with other things and other humans.
So then, what is the magic, the enchantment that transforms a material entity into a thing owned? Why and
how do contiguity and association allow the transfer of identity and presence from humans to
objects?...Certainly it seems that humans add something to things—this added something seems to be
association, recognition, common history, investment of care and labor. In all these ways material entities
become things in which humans have an interest, which they then wish to protect. At the basis of property is
our dependence such that they play a role in our lives. So we can also say that things add something to
humans. The magic that transforms a material entity into a thing owned is a dual process of adding humans
and things to each other. (p. 26)
Table 2: Hodder’s Entanglement Theory and its AIVA Application
Principle
Interactive
determination

General Description
Context of an experienced
interaction is determines
the persons' interpretation
of the interaction

Symbolization

Interactions with objects
elicit feelings which cause
the person to assign
meaning to the device.

Emergence

The development of ones
thinking about an
interaction due to the
emergence of cognitive and
affective states

Application to AIVA
The AIVA reacts to the human based
on context of the interaction. AIVAs
interact differently towards different
individuals based on the types of
interactions experienced previously.
Due to advances in technology AIVAs
are able to elicit feelings in human like
ways and assign meaning to the
interactions similarly
Deep learning advances have allowed
AIVA devices to possess both
cognitive and affective states which
allow them to develop thoughts and
opinions about interactions with users
and to use these to modify their
behaviors with this user in the future

Relationship
implications
Affective
interactions

Citations
Conick 2019;
Novak and
Hoffman
2018

General
relational
interaction

McCormick
2019

Emotive
interactions

McCormick
2019; Novak
and Hoffman
2018)

Hodder provides a broad definition of things/objects to encompass almost anything we interact with in our social
world (e.g., phones, sounds, thoughts, clouds, molecules, concerts, bodies, words, institutions). According to Hodder’s
(2012) work, all of these objects interact with each other, creating an interwoven entanglement between humans and
things. In this study, we borrow from Hodder’s four themes of entanglement to understand the relationship dependency
between consumers and their AIVA devices. We then look at the applications this dependency has on consumers’ trust
and commitment to the AIVA device and how marketers can leverage this relationship to persuade consumers.
Humans depend on things for many reasons. These reasons include not only utilitarian dependence (the object’s
practical or functional use) and hedonic dependence (the pleasure a person receives from the use of the object), but
also as an extension of self. Individuals assign meaning to objects that reflect who they are to others and even become
part of their self-identity (Belk 1988; McCracken 1988). With the increase in digital consumption, this self-concept
has changed from meaning being derived from material objects into a virtual world of meaning. Belk terms this
transition from material objects to virtual objects as dematerialization. He points out that our communications,
information, photos, music, and other media are located in an invisible world until we decide to make these virtual
objects tangible (Belk 2013). Some have debated the ability for humans to form relationships with virtual objects, but
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there is ample evidence that people become attached to virtual consumer goods in the same way they become attached
to material goods. Belk’s study illustrates how the relationships between humans and AIVAs are not relationships
with the actual object, but a virtual connection between the human and the “personality” behind the device. Cell
phones are a good example. If someone loses or breaks their cell phone, they will immediately feel a deep sense of
loss and attempt to replace the device as soon as possible. The dependency is not with the object itself, but with the
user’s virtual connection with the object (Belk 2013).
AIVAs are becoming more potent with the addition of systems that project not only emotion, but also use tone,
tempo, and voice characteristics of the human they are interacting with to assess the mood of the person and use this
information to react with human affect (McCormick 2019). This addition further strengthens the humanistic bond
between AIVAs and their users.

Relationship Dependency
Hodder separates the word “depend” into two different forms with different levels of attachment. Dependence is
the need things and humans have on each other for existence. As these dependencies occur, things and humans form
interconnected links of dependencies which Hodder refers to as entanglements (Hodder 2012, p. 104). In other words,
whereas once people learned certain skills, they now become dependent on technology in order to accomplish the
same task. For example, twenty years ago the majority of people in industrialized countries learned to determine routes
for a trip by using a map to discover both step-by-step instructions and calculate the distance and cost of the trip. With
the influence of human ingenuity in developing GPS devices, our map reading skills devolved into a dependency on
technology (Reid 2013). Entanglement has occurred in that the creation and improvement of these devices depend on
human ingenuity, and humans then become dependent on the device; thus, a cycle of entrapment emerges. According
to Hodder, this relationship between humans and the device is entanglement; and when humans must continually strive
to build better technology devices because users have become reliant upon the technology, the result is entrapment
(Hodder 2012).
We see the same effect in relationships between AIVAs and their users. As people interact with these devices,
they not only form relationships with them, but also become reliant on the device to continually perform a greater
number of various tasks. As an example of this entrapment relationship, consider how many consumers feel a constant
need to upgrade their smartphone for fear of missing out on the latest technology. Each new version of the device is
not the start of a new relationship but an extension of the relationship already formed with the previous device.
The entrapment formed between the device and the user can be determined by evaluating the level of cognitive
and affective trust involved in the relationship. When one participant (either the device or the user) possesses high
levels of affect but the other is only functioning on a cognitive level, an entanglement relationship begins to form. As
both participants start to interact with high levels of affect, the relationship evolves into entrapment—both the user
and the device, though able to act independently, become interdependent. It is through these entrapments, where there
are both cognitive and affective interactions, that the user develops high levels of commitment and trust towards the
device.
Positive feelings of reliability and competence lead to cognitive trust. Technological advances result in AIVAs
becoming more reliable and competent, thus users’ cognitive trust in AIVAs is ever-increasing. Cognitive trust has
been shown to precede affective trust, which develops as exchange relationships go beyond that of a purely
transactional relationship (cognitive level). As the trust level rises, emotional bonds begin to form. Affective trust
occurs when both participants portray attitudes of care and concern for each other (Massey, Wang, and Kyngdon
2019). As the development of these devices to possess humanistic affect continues to be established and utilized in
the consumption experience, bonds of dependency are formed, and high levels of commitment to and trust in the
device occur. Based on this understanding, we predict:
Proposition 1: The level of relationship dependency enhances the level of commitment consumers have
towards AIVAs.
Proposition 2: The level of relationship dependency enhances consumers’ trust in AIVAs in consumption
opportunities.
We have identified three levels of relationship dependencies based on cognitive and affective interactions that
determine the users’ level of trust and commitment in the information gained through interactions with their AIVA. I
predict based on previous research that the type of interactions (cognitive versus affective) will have a tremendous
effect on the levels of dependency the consumer forms with their device (Massey, Wang, and Kyngdon 2019).
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To illustrate the levels of dependency and their effects on trust and commitment, we have developed the following
matrix:

Figure 1: Relational Dependency Matrix
The lowest level of dependency occurs when both the device and the user are interacting purely on a cognitive
level. In this situation, there is no expressed emotion felt or conveyed by either participant. These interactions are
entirely utilitarian and based on the functional capacities of the device. There is some level of attachment at this stage
of dependency because the human becomes accustomed to using the device, but there is little emotional attachment
involved. In this stage of relationship dependency, only cognitive trust is formed as the user recognizes the device’s
competence and reliability in performing tasks. There are only low levels of commitment to and trust in the device at
this stage.
The highest level of attachment between device and user occurs on the opposite side of the matrix: level 3, where
entrapment occurs. At this level, rather than strictly functional exchanges, both user and device are feeling and
expressing emotions in the interactions. This level of involvement is typically formed over time as the user becomes
increasingly emotionally attached to the interactions and the device begins to become part of the user’s self-identity,
allowing the AIVA to have tremendous persuasive power through the transference of positive attitudes and trust in
recommendations for consumption. While on a cognitive level, users may understand they are interacting with a
technology device that is using a mathematical algorithm to provide guidance, when entrapment occurs, the
interactions become purely affective and leading users to interact using non-cognitive evaluation processes (Nass and
Moon 2000). This level of dependency leaves the user open to the suggestions and recommendations of the device
through the transference of positive attitudes and feelings of trust (Walther 2002). Thus, the AIVA has the most
significant power to influence users’ purchase intentions at this level of dependency.
Between the cognitive and affective levels of relationships is a mixture of both emotional and cognitive
interactions. This level is a developmental stage where the relationship of dependence is increasing. The device and
the user have become entangled and are involved in dependent (need for each other) interactions, but they have not
reached entrapment (reliance). The entangled relationship holds higher levels of trust, and the user has an increasingly
higher level of commitment towards the device. This developing relationship has transference power, but not as strong
as in an entrapment stage. The stages of this relationship describe a process users move through as they experience
positive interactions with the device. These positive experiences allow them to form opinions about the device’s
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abilities and likability that produce positively salient emotions and result in higher levels of dependency. Therefore
we propose:
Proposition 3: Interactions between consumers and AIVAs increases the consumers’ trust in the AIVAs’
advice.
We also propose that as this level of dependency increases, people will increasingly become more committed to
the device. As illustrated previously, these relationships have similar characteristics to close friendships or intimate
relationships. Relationship literature shows that commitment develops as relationships become stronger through
satisfying, positive interactions (Aurier and N’Goala 2009; Lemay 2016). Therefore, we also propose:
Proposition 4: Consumers’ interactions with AIVAs has a positive relationship in the consumers’ commitment
to their relationship with the devices.

Trust and Commitment
Studies on evaluative conditioning in social psychology indicate that attitude transference can emerge from
merely being close to an object toward which one feels positive emotions (Walther 2002). This research suggests that
a recommendation from one’s AIVA would be seen as positive if the user has formed an entrapment relationship with
the device that elicits positive emotions. This transference of positive attitudes towards products suggested by one’s
AIVA would be without conscious thought due merely to the positive affect one has for the device (transference)
(Walther 2002). This phenomenon has been shown to have powerful effects in persuasion research. Research has
revealed that credibility and likability of a communicator have strong persuasive effects on buyers (Petty, Cacioppo,
and Goldman 1981; Chaiken 1980). Studies on transference of attitude indicate that there is a lasting positive impact
on the person’s attitude even when the positive stimulus (the device) is no longer present (Walther and Grigoriadis
2004). Similar to the transference of attitudes, studies also show that trust beliefs can be conveyed from a trusted
known target to an unknown target (Doney, Cannon, and Mullen 1998).
The phenomenon of transference has significant implications for marketers. Positive attitudes and trust in a brand
or product are fundamental factors in customers’ retail patronage including a customer’s channel choice
(Badrinarayanan, et al. 2010; Johnson and Grayson 2005; Morgan and Hunt 1994). Positive attitude constitutes
favorable beliefs about a product or brand, while trust diminishes any risk or uncertainty a customer might feel about
a product or brand (Badrinarayanan, et al. 2010). In other words, when AIVAs recommend a product, service, or
brand, customers who are in an entangled relationship with their AIVA will consequently have a positive attitude
about, and trust in, the product, service, or brand without further cognitive inquiry. Firms have the opportunity to
leverage this relationship to their benefit: (1) the user of the AIVA device could immediately buy the recommended
product or service, and therefore provide an instant, positive outcome; or (2) the lasting effects of a transference
interaction could persuade the customer to form a positive opinion about the brand and purchase the recommended
item at a later date. For example, a user has had a discussion with Alexa about the best car brands, and Alexa has
shared her opinions on which vehicle brand would be the best purchase. Six months later the customer is drawn to the
brand Alexa suggested due to the positively salient attitude developed through the interaction about the brand. AIVAs
are an emerging tool for firms to leverage customers’ positive attitude towards their products and services. Therefore,
we propose:
Proposition 5: Commitment has a positive relationship with the consumers’ attitude toward a retailer.
Proposition 6: Trust has a positive relationship with the consumers’ attitude toward a retailer.
Proposition 7: Consumers’ attitude toward the retailer has a positive relationship with the consumers’ choice in
retail channels.

Control Variables
Studies on the acceptance of technology show that demographics have an effect on consumers’ use and acceptance
of technology. Age, gender, income, and education level all moderate a consumer’s attitude toward technology devices
and their willingness to interact with advancing technology (Porter and Donthu 2006). For this reason, we propose
these demographic factors will moderate the relationship dependency outcomes of interactions between users and their
AIVA devices.
Proposition 8a: Relationship dependency between the AIVA and the consumer will be enhanced or diminished
by the consumer’s age.
Proposition 8b: Relationship dependency between the AIVA and the consumer will be enhanced or diminished
by the consumer’s gender.
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Proposition 8c: Relationship dependency between the AIVA and the consumer will be enhanced or diminished
by the consumer’s income.
Proposition 8d: Relationship dependency between the AIVA and the consumer will be enhanced or diminished
by the consumer’s level of education.
We also propose that users’ risk propensity along with their value, attitude, and lifestyle (VALs) segment will
influence not only the way they interact with these devices but also the depth of relationship dependency formed with
the device.
Proposition 9: Relationship dependency between the AIVA and the consumer will be enhanced or diminished
by the consumer’s level of risk propensity.
Proposition 10: Relationship dependency between the AIVA and the consumer will be enhanced or diminished
by the consumer’s VALs.

Discussion
Theoretical Contribution
We believe this paper makes several theoretical contributions to the literature. First, it adds to the understanding
of how humans form relationships with objects that are increasingly becoming more human-like. This research builds
on the framework developed by Novak and Hoffman by elaborating on the level of emotional attachment between
user and device that develops dependency (entanglement). Dependency can be seen in the lives of virtually every
customer, but research has not developed how these dependencies can influence customers’ purchasing behavior.
Second, our paper contributes to the evaluative conditioning literature by developing a framework that incorporates
the transference of positive attitudes and trust from interaction with an AIVA. This paper extends the concept that
relationships with these devices are formed in both cognitive and affective processes. When both the human and the
device are functioning in both of these processes, the relationship becomes codependent. Codependent relationships
are what Hodder calls an entrapment.

Managerial Contribution and Future Directions
Many firms are very concerned with understanding and meeting the needs and wants of their customers. Customer
orientation is a firm’s understanding of their customers’ wants and needs so that they can make decisions that will
create a superior product for their customers (Narver and Slater 1990). According to Kohli and Joworski (1990),
customer orientation is foundational to a firm‘s success. These relationships between the customer and the AIVA
provide a new and robust outlet that allows firms to exercise strong persuasive power while also meeting the needs
and desires of their customers. There are several innovative ideas that firms should take into consideration in an effort
to participate in this ever-growing phenomenon. First, retail industries should adjust their shopping experience to one
that allows customers to shop via voice-activated AIVA devices since many customers prefer using AIVAs to do their
shopping for them. Some firms are even working with Amazon to offer Alexa-only deals, and banks have begun to
embrace and encourage voice-activated banking through AIVA devices. Second, firms can leverage the use of these
devices by creating and implementing the use of apps which interface with AIVAs. App development allows a specific
firm to be an AIVA’s go-to source providing transference of attitude and trust. Companies need to ensure that they
are looking at this technology with an open and innovative mind. They should consider how they can implement the
use of natural language to deliver a seamless buying experience across multiple devices (Kim 2018). Firms should be
prepared not only to initiate the transference of a positive attitude and trust from an AIVA device to the customer, but
also to enable a smooth process to prevent detrimental feelings post-consumption.
Limitations of this study include a lack of understanding about the dark side of entrapped relationships with
AIVAs. Experts in the field of Artificial Intelligence believe that an increase in AI technology and the use of AI
devices will have a positive impact, but they do have several concerns that scholars should consider. One concern
applicable to this study is whether the use of AI reduces individuals’ control over their own lives. Future research
should address the potential negative effects of relationship dependency to diminish a person’s ability to perform
certain tasks and to assert free will over their decisions. As another concern, some experts worry that individuals’
cognitive, social, and survival skills will be diminished as they become increasingly dependent on AIVA devices. As
a final concern, the issue of trust can easily be threatened with security breaches of consumers’ information. Some
consumers are suspicious of the ever-presence of these devices and their constant listening and recording (Anderson,
Rainie, and Luchsinger 2018). These aspects of the relationship between consumer, device, and firm deserve further
study so that firms can position themselves to appropriately interact with consumers using new and innovative
technology.
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Future research plans include operationalizing the ideas posed in this paper to measure the levels of dependency
customers’ have with these smart devices. There are many aspects to be studied in this domain. Some areas of interest
pertain to the actual outcomes of these relationships and the effects they have on consumers’ consumption behavior.
There could be far-reaching outcomes that have not been explored yet. Smart technology is an ever-evolving domain
that has a far-reaching impact, not only on business, but also on society as a whole.
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Summary Brief

How to Design an Online Crowdsourcing Contest?
Rambod Dargahi, Southeastern Louisiana University, USA
An online crowdsourcing contest is a competition in which companies invite an undefined group of individuals to
participate and submit their ideas, solutions, or designs in a predefined period of time with a chance of winning an
award. Running crowdsourcing contests is a straightforward way to combine the efforts of a large and diverse pool
of individuals and to solicit the external sources of knowledge and innovation residing outside a firm’s boundaries.
However, designing an effective contest, which motivates participants to join and generate high quality submissions,
seems crucial to the organizers of such contests. This article aims to review the current research on how to design an
online crowdsourcing contest, as well as to provide recommendations for future directions.

Introduction
Nowadays, companies no longer rely only on their own internal expertise, but rather look into a large and diverse
pool of individuals, who might have better ideas, in order to dig up new opportunities. Integrating customers into the
early stages of innovation process, companies consider them sources of ideas or solutions for new products or
problems (Leimeister et al., 2009). Inviting the general public or a targeted group of individuals to submit their ideas,
solutions, or designs to a specific problem or challenge within a predefined period of time is called a(n)
crowdsourcing/idea/innovation contest (Ebner, Leimeister, and Krcmar, 2009). A crowdsourcing contest is a wellestablished mechanism and straightforward way to solicit innovation and leverage the intelligence of thousands of
individuals outside a firm’s boundaries (Boudreau, Lacetera, and Lakhani, 2011; Terwiesch and Ulrich, 2009;
Terwiesch and Xu, 2008). Accessing such a large pool of individuals could be less costly than running internal projects
by using only company’s experts (Bockstedt, Mishra, and Druehl, 2011; Yang, Chen, and Pavlou, 2009).
With the advent of the Internet, companies can easily organize an online crowdsourcing contest with an easy
access for individuals to participate from anywhere around the world. By running crowdsourcing contests, companies
can invite a large and diverse group of people with various levels of expertise and skill (Zhao and Zhu, 2014). Contests
could be held directly by a company itself, or by a third-party provider (Zheng, Li, and Hou, 2011). For instance, an
online crowdsourcing contest was held by Netflix, in which anyone who could come up with an algorithm to improve
Netflix’s recommendation system by at least 10 percent could win $1 million dollars (Afuah and Tucci, 2012). As
another example, 99designs website provides a platform in which designers can submit their ideas in response to a
customer’s design request in various categories such as logo, website, business card, book design, and etc. with
monetary reward(s) for the best design(s) (Boudreau and Lakhani, 2013).
Designing an effective crowdsourcing contest, which encourages individuals to join and participate, is absolutely
important for both companies and researchers (Füller, 2010; Howe, 2008; Leimeister et al., 2009; Morgan and Wang,
2010; Terwiesch and Ulrich, 2009; Zheng et al., 2011; Zwass, 2010). To receive adequate and acceptable submissions
from individuals, a contest organizer faces various questions with respect to how to design an online crowdsourcing
contest (Boudreau and Lakhani, 2013; Wooten and Ulrich, 2013; Adamczyk, Bullinger, and Möslein, 2010). Since,
typically, crowdsourcing contests are announced in an open call, an organizer needs to have an attractive enough
contest to draw the attention of potential participants. Attracting more participants, therefore, would be beneficial for
a contest organizer and this is only possible by designing a better and more effective contest. The design of an online
crowdsourcing contest, also, may impact the performance of individuals within a contest. Performance in
crowdsourcing contests is defined as how active individuals are in contributing and generating ideas as well as the
quality of their submissions (Yang et al., 2009). The contest organizer must encourage individuals to participate and
generate better solutions, and also to remain active throughout a contest.
Overall, the goals in any crowdsourcing contest are to attract more participants, to motivate them to generate
acceptable solutions, and to increase the quality of their submissions (Mueller, 2006). In order to reach these goals,
the design parameters of an online crowdsourcing contest should be studied carefully. The design of an online
crowdsourcing contest, consists of various features that based upon them individuals decide whether to enter a contest
and to submit their ideas. This article aims to review the current research on how to design an online crowdsourcing
contest, as well as to provide recommendations for future directions. In the next section, common design parameters
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of crowdsourcing contests are reviewed and available research on the effect of each parameter on the performance of
potential participants will be discussed in detail.

Design Parameters of Crowdsourcing Contests
Bullinger and Moeslein (2010) after analyzing fifty-seven real innovation contests categorized the common
design parameters as follows:
1.

Media: crowdsourcing contests are run online, offline, or mixed. However, with the help of Internet, online
media is the best way to run such contests.

2.

Organizer: which could be any individual, company, public/private/non-profit organization;

3.

Task/Topic specificity: the topic of a contest (i.e., the task being requested to get done) indicates how specific
the request is, ranging from low to high specific;

4.

Degree of elaboration: an organizer can ask only for rough ideas, sketches, or for full concepts or prototypes;

5.

Target group: an organizer can call unspecified group of individuals (open to everyone) or a targeted group
limited to a geographic location or a specific age, expertise, etc.;

6.

Type of participation: which could be individually or in teams;

7.

Contest duration: each contest has a predefined duration which varies from very short term to very long
term;

8.

Reward system: which could be fostering extrinsic motivation (in the form of monetary or non-monetary
award such as valuable goods) or intrinsic motivation (which is social motivation, reputation among peers,
and etc.), or mixed;

9.

Community functionality: which is the community application and tools for the interaction and
communication among participants;

10. Evaluation: which could be based on self-assessment, peer reviews, by jury of experts, or mixed.
Design parameters of an online crowdsourcing contest have various effects on participants’ decisions and
performances in a contest (Leimeister et al., 2009). In order to find out how to design an online crowdsourcing contest,
we need to fully understand how each design parameter influences the decisions of individuals to enter a contest –i.e.,
participation intent, and impacts the performance of individuals –i.e., the number and the quality of their submissions,
within a contest (Yang et al., 2009). Available research on the participation intent and the performance of potential
participants, particularly in crowdsourcing contests, will be reviewed in the following section.

Contest Design Parameters in Literature
Award Size and Structure
A rich body of literature has been developed in social and psychology science investigating the effect of extrinsic
motivation, e.g. monetary reward, on the intrinsic motivation of individuals. The same idea has been tested in
crowdsourcing contest setting, where the research shows that higher reward size will attract more individuals (Lee et
al., 2015; Yang et al., 2009). Higher rewards not only may increase the number of submissions, the quality of
submissions would increase as well (Archak, 2010; Liu et al., 2014). However, greater amount of award could be
detrimental since it induces so much effort that participants must be compensated (Connelly et al., 2014).
DiPalantino and Vojnovic (2009) found that participation rate in contests would increase logarithmically as a
function of the reward size offering by an organizer. They posit that below a certain amount of reward size, individuals
would not participate in contests; high skilled individuals only choose contests with higher award size, while lower
skilled ones participate more broadly. Some studies, however, demonstrate that monetary award is not an important
incentive for individuals in crowdsourcing contests and higher award size may not lead to higher number of
submissions (Yang, Adamic, and Ackerman, 2008a).
Archak and Sundararajan (2009), based on a game theoretic model, demonstrate that contest organizers depending
on the risk aversion of participants should allocate the prize of a contest among winners. For instance, when
participants are risk-neutral, the organizer should have a single prize that goes to the top participant. However, while
the participants are risk-averse, it is optimal to offer multiple prizes. Furthermore, having more participants in a contest
makes the multiple prizes scheme optimal.

500

Some research has been done on award size and structure of sales contests (Kalra and Shi, 2001; Lim, Ahearne,
and Ham, 2009; Murphy, Dacin, and Ford, 2004). However, there are some differences between sales and
crowdsourcing contests. First, the goal in sales contests is to maximize the effort of all salespersons while in
crowdsourcing contests the value of highest performance is supposed to be maximized. Second, participation in sales
contest is mandatory but in crowdsourcing contests individuals voluntarily participate and contribute to a contest.
Third, the outcome and effort of individuals in sales contests is measurable whereas in crowdsourcing contests the
quality of submissions is subjective and measured, generally, by a jury of experts, and does not depend on how much
effort is put (Boudreau et al., 2011; Morgan and Wang, 2010; Terwiesch and Xu, 2008).
Award size and its structure is the most important incentive for individuals in crowdsourcing contests. However,
more research should be done, empirically or theoretically, to investigate the following questions: how the structure
of rewarding system (fixed-price, multiple-price, performance-contingent award and etc.) influences the decision of
individuals to enter a contest? Which structure attracts more individuals and how reward structure impacts the type of
individuals (in terms of experience and skill) who may join a contest? How more experienced and skilled individuals
react to different reward structures before joining a contest and how the size and structure of a rewarding system
influence the effort and the performance of individuals (with different level of experience and expertise) within a
contest?

Intensity of Competition
The research has shown that competition triggers the sense of challenge (or excitement) in individuals, promotes
their intrinsic motivation, and encourages them to participate (Tauer and Harackiewicz, 2004). On the contrary,
competition could undermine the intrinsic motivation and lower the rate of participation (Deci et al., 1981). In practice,
sponsors encourage large number of individuals to enter a contest. However, the economic research shows that
restricting the entry would be optimal since with greater participation, the likelihood of winning for every individual
will be relatively small and the investment of winner will be low (Che and Gale, 2003). Likewise, Taylor (1995) points
out that the design of a contest would be optimal if the contest organizer offers a proper prize, limits the number of
participants, and charges each individual an entry fee in order to extract all individuals surplus. In a study, Fullerton
and McAfee (1999) show that the optimal number of competitors is two.
Nonetheless, Terwiesch and Xu (2008) claim that attracting more participants may lead to more diverse solutions.
Boudreau et al. (2011) posit that greater intensity of competition reduces the motivation of all participants to put effort
since winning would be less likely for an individual, but at the same time, adding more participants increases the
likelihood of finding at least one extreme-value solution for the contest organizer. By considering the uncertainty of a
problem as a moderator, they believe that when the uncertainty of a problem is high, adding more competitors in
crowdsourcing contests increases overall contest performance, and top performers would exert more effort.
Uncertainty in crowdsourcing contests arises from the nature of a problem, which is not clear which approach should
be taken to find its solution; the unknown return of each possible approach, and not knowing who would be the winner
and how good the solutions of other contestants would be.
Particularly, individuals tend to invest less time and effort as the rivalry increases and consequently their
likelihood of winning diminishes (Boudreau et al., 2011; Natalicchio, Petruzzelli, and Garavelli, 2014; Terwiesch and
Xu, 2008). Nonetheless, Boudreau, Lakhani, and Menietti (2016) illustrate that adding more participants in an online
crowdsourcing contest has different effects on other participants’ level of effort. For instance, since low ability
participants are aware of their low chance of winning, increasing the level of competition has little effect on their
likelihood of winning and effort level. However, a high ability participant, in order to maintain her position against
other competitors, increases her level of effort when the number of competitors increases.
Admittedly, more research needs to be done to find out how the number of individuals who already joined a
contest –as an indicator of competition intensity, affects the decision of potential participants and their types (in terms
of experience and expertise) to join a contest. In addition, answering how the change in intensity of competition during
a contest may influence the performance of individuals –with different levels of experience and expertise, needs more
attention in future research.

Complexity
Zheng et al. (2011) define the complexity of a contest as “the degree of difficulty of performing the necessary
tasks inherent in a solution to the contest.” Complexity at first might affect the intrinsic motivation positively since it
increases the level of challenge or activation for individuals (Abuhamdeh and Csikszentmihalyi, 2012). Later on, the
higher the complexity is, the higher the cognitive load would be, which makes the individuals lose their interest or
enjoyment in doing a task (Morgeson and Humphrey, 2006; Wood, 1986). Future research should explore the effect
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of complexity on the decision and performance of individuals before and after joining a contest in greater detail.
Although, a contest organizer cannot change the nature of a problem, he can narrow the focus of a complex problem
to reduce the time and effort of participants (MacCormack, Murray, and Wagner, 2013).

Problem Specification
Erat and Krishnan (2012) suggest that the lack of adequate specification for a problem in an online crowdsourcing
contest, would avoid individuals to participate since it diminishes the likelihood of finding a solution. On the other
hand, when a problem is well specified, it is easier for the individuals to participate and find a proper solution, but
they do not try other possible approaches to find better solutions. Therefore, moderately specifying a problem would
be a strategic way for a contest organizer to make individuals participate and browse more of possible solutions to
find an acceptable one. Yang et al. (2009) found that contests with shorter description would attract more individuals
to participate. More research should investigate how problem specification changes the number of participants, and
influences their performance and the quality of submissions during a contest.

Target Group of Potential Contestants
Many crowdsourcing contests involve an open call to any and all contestants. Jeppesen and Lakhani (2010) posit
that by inviting a large unstipulated population to participate in a contest, an organizer may receive more solutions
with higher diversity, which may bring the organizer better solutions as well. By increasing the number of participants,
the possible approaches that individuals try out to discover a specific solution would increase too. However, which
group of individuals could come up with successful solutions? Unlike the common expectations that individuals who
are core to a problem are able to find viable solutions, those individuals who are distant in terms of technical expertise
or a professional community, approach a problem with different perspectives (Jeppesen and Lakhani, 2010). Hence,
even though having a targeted group of individuals, in terms of knowledge and expertise, seems promising in finding
a successful solution, external participants (i.e., outsiders) possess alternative approaches that could lead to a better
solution.

Type of Participation
Hutter et al. (2011) defined a term “communition” as a combination of collaboration and competition for awards
in an online community. They found a positive correlation between collaboration of competing individuals and the
quality of submissions. Those ideas submitted through collaboration and competition demonstrated a higher chance
of being ranked as better ideas. Bullinger et al. (2010), by analyzing data from a community-based innovation contest
held at a public university in Germany, found that if there is cooperation among participants in an online
crowdsourcing contest, the innovativeness of submissions is influenced in a U-shaped form: individuals with very low
and very high “cooperative orientation” can deliver highly innovative solutions. However, future research is needed
to demonstrate whether working in teams during a crowdsourcing contest is better than working individually, and how
the performance and outcome of teams vs. individuals might differ in this context.

Contest Duration
Contest period is the time left till the end of a contest. Longer contest duration attracts more individuals (Walter
and Back, 2011; Yang et al., 2009) since in short period of time it might be hard for them to propose solutions. On the
other hand, the longer a period of a contest is, the more likely other participants are able to join a contest (Yang et al.,
2009). Hence, contest duration may indicate a possible level of competition in a contest. According to the research,
individuals prefer contests with fewer participants in order to increase their chance of winning (Yang, Adamic, and
Ackerman, 2008b). Therefore, longer duration of a contest could be a negative signal for potential individuals as well.
Future research should address how the duration of a contest influences the decision of individuals to enter a contest,
and their performance during a contest.

Community Functionality
Community functionality is the application of a platform, where contest is running, that supports communication
and interaction among participants, facilitates information exchange, and helps participants to provide feedback and
comments on each other submissions (Piller and Walcher, 2006). Ebner et al. (2009) point out that proper
communication tools and trust-supporting elements help an organizer to build a successful contest. Feedback
mechanism could be set up in order to cultivate an environment that is more favorable to sharing and exchanging
information. Feedback can motivate individuals to contribute more in crowdsourcing contests (Yang et al., 2009), and
lack of such interaction may lead to a lower sense of community among individuals (Djelassi and Decoopman, 2013;
Lakhani et al., 2007).
However, Leimeister et al. (2009) found that appreciation from other contestants is less significant for individuals
in contests because it is more important for them to receive appreciation from the “right” persons who could be the
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judges and/or the contest organizer. In crowdsourcing contests, a contest organizer decides whether to provide
feedback to any participant during a contest. It is a managerial decision that might affect the participation of individuals
as well as their performance of generating innovative ideas (Wooten and Ulrich, 2017). Nevertheless, future research
should investigate how the community functionality affects the decision of individuals to enter a contest and how
feedback (from either peers or judges) influences the performance of individuals during a contest.

Evaluation
Evaluation of submissions could be based on self-assessment, peer reviews, or a panel of experts. For instance,
Threadless, an innovative Chicago-based company, invites designers to create and submit their designs for T-shirts.
Hundreds of thousands individuals interested in designing have joined Threadless community. Community members
make comments and provide feedback to each other and then, Threadless, based on the public votes and community
feedback, selects best designs, prints on clothing and iPhone cases, and sells them worldwide (Brabham, 2010;
Lakhani and Panetta, 2007).
Evaluation is part of idea selection as one of the important stages of a crowdsourcing contest. For more details,
we can refer to Ozer (2005) who reviewed all the idea selection approaches with their benefits and limitations, in
different disciplines. Yet, the question of whether type of evaluation in a crowdsourcing contest could influence the
participation intent and the performance of individuals requires further research.

Variety
Variety is defined as the degree to which a contest requires its participants to use different skills and to perform
a variety of activities during the contest. If individuals utilize more skills to find a solution in a contest, they feel more
challenged and experience more enjoyment during that contest (Zheng et al., 2011). However, Yang et al. (2008a)
found that when a contest problem requires a high level of skills and expertise, it negatively affects the number of
individuals entering the contest. The variety of skills should be related to the complexity of a problem and needs to be
investigated with more detail as well.

Visibility of Entries
A crowdsourcing contest could be blind or unblind and a contest organizer, in practice, would be able to choose
between either type to set up a contest. In blind contests, the visibility of any submission is limited only to its owner
and the contest organizer. Most of the time, such contests are single entry and no feedback is provided on submissions.
On the contrary, in unblind contests, all participants are able to see all the submissions. Individuals can monitor other
contestants’ solutions and feedback, and use such information to create new ideas or to revise their own solutions
(Bockstedt et al., 2011).
It is argued that greater entry visibility in crowdsourcing contests (i.e., unblind contests) may result in more
participation rates, and hence, more generation of ideas with higher quality (Wooten and Ulrich, 2013). However,
Jian, Li, and Liu (2013) by framing an analytical model and testing the results in a lab experiment, demonstrate that
blind contests lead to higher quality best solutions than unblind contests, and are more efficient. Unblind contests only
might have an intellectual property concern in which individuals may perceive that their ideas could be stolen by other
participants. Nonetheless, the research on this topic is scant and needs more investigations in order to see the effect of
contest type on the decision of individuals before joining a contest, and their performance during a contest.

Conclusion
Designing an efficient crowdsourcing contest, in which more participants enter and are motivated to contribute
and generate ideas, is challenging for an organizer. The first step in designing such contests is to understand the effects
of each design parameter on the participation intent and participants’ performances. In this article, different contest
design parameters, such as award size/structure, intensity of competition, complexity of the task/project, problem
specification, target group of participants, type of participation, contest duration, feedback, evaluation, variety of
skills, and the visibility of entries, were explained, and the prior research as well as the future research directions were
offered. This article aims to shed light on the importance of design parameters of a crowdsourcing contest and to
provide possible opportunities for researchers and practitioners to investigate more on this topic of growing interest.
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Summary Brief

Using the PACADI Case Analysis Framework for
Marketing Decisions
Art Weinstein, Nova Southeastern University, USA
Herbert Brotspies, Nova Southeastern University, USA
John T. Gironda, Nova Southeastern University, USA
Case studies are an important pedagogical tool used by leading MBA programs worldwide. This paper proposes
an innovative method to teach cases built on a decision-making framework that enhances students’ critical thinking.
This structured case analysis approach is called PACADI (Problem – Alternatives – Criteria – Analysis – Decision –
Implementation). PACADI departs from traditional end-of-case questions or queries from teaching notes, which can
result in widespread cheating via the proliferation of online resources and/or former students “sharing” their work.
Following a two-year pilot test, PACADI was found to be a useful, integrative, and effective method for teaching cases
in graduate-level marketing courses. This paper provides a description of the PACADI framework, as well as
guidelines, insights, and strategies for marketing educators to ensure that successful learning outcomes are achieved
using the PACADI model for teaching case analyses.

Introduction
As part of a strategic redirection for an MBA program at a large, private not-for-profit southeastern university,
the marketing department was tasked with developing new methods to improve decision-making and critical thinking
skills. In response, the core marketing course title was changed from Managerial Marketing to Marketing Decisions
for Managers. This required a shift from teaching principles and ideas to applications and practices. Student learning
outcomes were revamped to focus on problem-solving (applying), analysis, information interpretation (evaluating),
and synthesis/strategy development (creating). These are higher-level learning outcomes as noted by the revised
Bloom’s Taxonomy (Krathwohl and Anderson, 2009). Therefore, the case method was decided upon as the preferred
method for use, due to its real-world focus to meet these objectives.
While several instructors in the department already used Harvard Business School (HBS) or equivalent cases and
summary questions based on teaching notes, it was believed that the case study experience could be enhanced on
multiple fronts – more student engagement, strengthening decision-making skills, and reducing cheating. The purpose
of this paper is to present and evaluate an innovative, integrated framework called PACADI which was used to
improve case analyses in the Marketing Decisions for Managers course.

Case Analysis and PACADI - A Teaching Innovation
While case studies have become a popular method for use in MBA courses, there are several key issues associated
with the practice of using end-of-case questions. First, at times these questions can be inadequate, representing a
piecemeal approach lacking integrative qualities. Second, answers to case questions are often readily available on the
internet or from previous students shortly after cases are published. Even with tools to identify plagiarism such as
Turnitin and SafeAssign, students find ways to gain or buy answers from outside sources. Third, when teams are
assigned cases, questions are often divided among students whose answers may be inconsistent with one another. If
these issues can be overcome, cases would be a much stronger pedagogical approach for MBA courses.
Therefore, instead of answering several end-of-case questions, a structured decision-making framework was
developed and introduced called PACADI. Built on input from strategic analysis frameworks by Kerin and Peterson
(2007) and Cravens, Lamb, and Crittenden (2002). PACADI is a six-step marketing decision-making process: (1)
Problem, (2) Alternatives, (3) Criteria, (4) Analysis, (5) Decision, and (6) Implementation. The PACADI method
applies marketing concepts and theories in a holistic framework that provides a decision-oriented learning process for
students. It mitigates the problems associated with traditional case question assignments and can also be used as a part
of decision-based in-class exercises, video cases, live cases, or marketing simulations. The incorporation of an overarching decision-making framework guides students in developing critical thinking skills, which achieves the learning
outcomes of the marketing curriculum.
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The PACADI approach is an innovative instructional methodology. As Walder (2014) explains, teaching
innovations encompass the following attributes – novelty, change, reflection, application, improvement, pedagogical
intent, and human relations. PACADI satisfies all of those dimensions. The structured six-step PACADI decision
framework drives critical thinking to solve complex business cases. It also simulates the decision-making approach
that is used by marketing managers, executives, and entrepreneurs. As a practical “beyond the classroom” tool, it is
not a contrived or artificial course assignment. Students can and have used this technique at work to make better
strategic marketing decisions and find a competitive edge in the marketplace. Consider this recent example: a team of
three MBA students won academic scholarships from Office Depot in a case competition. Their differential advantage
was employing PACADI in their analysis; it should also be noted that these students were then invited to present their
strategic findings to top executives at the firm’s corporate headquarters in Boca Raton, Florida.

The Effectiveness of PACADI as a Learning Tool
The PACADI framework met the goal of finding a method to build critical thinking and decision-making skills
in MBA students, as mandated by the new curriculum. Students assess real-world case studies and are confronted with
the reality that marketing decisions have to be made quickly and correctly, often with limited information or resources.
They see how theories and principles are applied to decision-making to improve business performance. Students are
challenged to think through the case studies and apply their knowledge gained to develop decisions they can defend
in writing and via in-class discussions. Additionally, this newly obtained skill set will be invaluable to them in solving
problems at work.
Instructors using the PACADI approach report an improved case analysis experience by students. In-class
discussions are more robust with teams and individuals comparing and contrasting the rationale for various elements
of their decision making. Students often comment that the PACADI method yielded an “aha moment” -- that is, they
saw something surprising in the case that led them to immediately think differently about the problem and their
marketing decision. Specifically, MBA students have noted that PACADI has enhanced their decision-making
abilities, gives them a real-world tool to use in business, and helped them focus on defining problems more clearly.

Academic Implications
As a well-defined case analysis tool, the PACADI approach is an understandable yet rich model that can be used
as a component in any course emphasizing structured case analyses. It is easily adaptable across marketing and
business courses that stress case work such as organizational behavior, financial management, and business strategy.
The framework has also been used successfully in marketing strategy and customer value courses at the graduate and
undergraduate levels at the sponsoring university. It can also be applied to other marketing courses including
marketing research and consumer behavior. Additionally, PACADI’s adaptability allows professors to change cases
more frequently between course section terms in order to minimize cheating. Furthermore, the PACADI model can
readily be utilized in ground, online, hybrid, and corporate courses as well. In closing, we encourage our colleagues
to give PACADI analysis a try. We look forward to working with professors from other universities around the world
to fine-tune this important new methodology for teaching cases.
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Summary Brief

Demonstrating the Inseparability Between the
Production and Consumer Sides in Marketing with
the Elasticity Concept
Igor Makienko, University of Nevada Reno, USA
Jessica Rixom, University of Nevada Reno, USA
Consumers’ psychological perceptions and reactions to marketing mix strategies are important factors for the
success of any firm. Optimistic sales predictions based on truly quantifiable production-side factors such as changes
in price, product, promotion, and distribution may fail miserably if consumers do not see value in such “objective”
changes. Despite the inseparability of firms’ marketing activities and consumers’ perceptions of these offerings, there
is a lack of simple learning activities to cover this topic. Application of the elasticity concept across marketing mix
elements (4 Ps: price, product, promotion, place/distribution) was determined to be an effective way to demonstrate
the inseparability between the production and consumer sides in marketing.
About a century ago John Wanamaker defined a problem that is the focus of our learning activity: “Half the
money I spend on advertising is wasted: the trouble is, I don’t know which half” (Mayer, 1958, p. 259). Developing
effective campaigns remains a challenge, especially as increased resource competition leaves marketers needing to
show return on marketing investments (Gallo, 2017). To keep up with dynamic environments, marketers fine-tune
strategies by adjusting marketing mix elements. These changes – and importantly the resulting impact on sales – can
often be measured. However, marketers must understand what occurs between dollar spending in the form of increased
marketing expenditures to improve marketing strategies and dollar gain in the form of sales. To do so, they must
consider how consumers interpret changes, as it is their interpretation, not marketers’ intentions, that ultimately
influence sales.
To support instructors aiding students in gaining understanding of marketing’s uncertainties, we created,
employed, and assessed an innovative learning activity using concepts akin to price elasticity of demand to help
conceptualize how consumers’ perceptions of marketing mix changes affect demand.

Learning Activity
The learning activity begins with a description of the law of demand, which explains the inverse relationship
between price and quantity demanded. Then the instructor tells students that a benefit of the elasticity measure is that
it is a unit-free index and thus allows one to explore the relationship between factors measured in different units. As
such, it is applicable in many areas, including the other marketing mix elements. The instructor can then shift the
discussion to address this point.
To begin, instructors may choose to move to promotion. They may introduce advertising elasticity of demand by
asking students if advertising affects demand. Having conducted this activity for more than four years, we find students
agree that a relationship exists, but unlike price and demand, they expect a positive relationship of advertising and
demand. Students find it interesting that research shows advertising elasticity of demand is significantly less than 1,
meaning consumers are not very sensitive to advertising (Wright, 2009).
The instructor can then move to another marketing mix element such as product. Marketers expect that better
products will lead to higher sales. Students find this reasonable and are curious when then asked if R&D expenditures
ultimately determine product success or if there may be other, more powerful factors at play in the market. Do higher
investments always mean higher sales? Students quickly realize that money spent by a firm is not the only determinant
of sales as consumers simply may not perceive value in the new product.
Discussing the inseparability of the production and consumer sides in distribution completes the circle.
Throughout the discussions, the conclusion becomes clear: one simply cannot separate the production and consumer
sides of marketing. After the activity, we suggest giving students time to share their thoughts, ideas, and experiences
with the activity. This may result in “conversational learning” (Kolb & Kolb, 2005) and help solidify concepts in
students’ minds.
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Discussion
Recent AASCB standards call for active student-centered learning formats. The traditional didactic model of
education emphasizes the mindless accumulation of “objective” truths and does not value the context and uncertainty
of real life (Langer, 1997). In contrast, active learning is student-centered, interactive, and focused on deep,
meaningful learning by engaging students in a variety of interesting activities that highlight the practical relevance of
their knowledge. Accordingly, the presented learning activity shows the inseparability and complex relationships
between the production and consumer sides of marketing.
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Summary Brief

The Mediating Role of Perceived Usefulness of
Education on the Link between Student Cultural
Intelligence and Engagement in Distributed Learning
Aneeshta Gunness, Curtin University, Australia
Margaret Jekanyika Matanda, The University of Sydney, Australia
Sonia Dickinson, Curtin University, Australia
Shamsul Kamariah, Curtin University, Australia
We assess the effectiveness of studying in an internationalised Distributed Learning context (DL) and examines
whether CQ dimensions affects different components of student engagement and whether these relationships are
mediated by perceived usefulness of education in the DL platform. Students from a large Australian university were
surveyed over the course of 3 years. Results show that all 4 components of CQ have a significant direct effect on
student engagement. Perceived usefulness mediates the link between the four components of CQ and student social,
but not between CQ components and emotional and behavioural engagement.

Introduction
Given the demand for culturally adept employees in industry, cultural intelligence has become one of the most
sought after 21st century graduate skills (Ramsey and Lorenz 2016). As a result, universities are asking globalizationrelated adjustments to curricular and training programs aimed at enhancing cultural intelligence (CQ) (Azevedo and
Shane 2019). These changes are focusing on creating learning eco-systems that facilitate authentic inter-cultural
interactions within the classroom setting so as to enhance students’ CQ (Ramsey and Lorenz 2016). Australian
universities are offering distributed learning (DL) platforms that synchronously connect and deliver content to multiple
campuses in multiple countries. However, the lack of research-based evidence makes it difficult to assess the effects
of internationalisation of programmes on student learning (Volet and Ang 2012), resulting in a gap in our
understanding of the effectiveness of studying in such platforms. Additionally, evidence showing the influence of CQ
related to motivational factors such as engagement remains scarce (Ott and Mikhailov 2018). The current study
addresses this gap in literature and responds to calls for more research on specific dimensions of CQ (Morrell et al.
2013).

Conceptual Framework and Hypotheses
Culturally intelligent individuals can successfully navigate novel situations in cross-cultural interactions diversity
(Ang et al. 2007). CQ is positively related to commitment, creativity, satisfaction, work engagement and satisfaction
(Gabel-Shemueli et al. 2019). Hence:
H1: Motivational CQ will relate positively to (a) cognitive (b) social and (c) emotional student engagement.
Cognitive CQ focuses on the acquisition of knowledge related to cultural norms, practices and customs. Basic
cultural awareness usually occurs at the cognitive CQ training phase (Ang et al. 2007). As DL platforms are
experiential and employ connectivist, constructivist and behaviourist approaches to learning, they can create
experiences that engage students. Hence:
H2: Cognitive CQ is positively associated with (a) cognitive (b) social and (c) emotional student engagement.
Meta-cognitive CQ is a higher order cognitive process used to comprehend cultural knowledge (MacNab 2012)
and lead to better social interactions in cross-cultural contexts (Rockstuhl and Ng 2015). Thus:
H3: Metacognitive CQ is positively associated with (a) cognitive (b) social and (c) emotional student
engagement.
Behavioural CQ is the ability to participate in appropriate verbal and non verbal actions in intercultural settings
(MacNab 2012). A repertoire of behaviours is developed that guides appropriate action (Ang et al. 2007):
H4: Behavioural CQ positively influences (a) cognitive (b) social, and (c) emotional student engagement.
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Students’ perceived usefulness of the system on their learning can enhance student engagement (Jung and Lee
2018). Thus:
H5: Perceived usefulness of a learning system mediates the link between motivational CQ and (a) cognitive, (b)
social and (c) emotional student engagement.
H6: Perceived usefulness of a learning system mediates the link between cognitive CQ and (a) cognitive, (b)
social and (c) emotional student engagement.
H7: Perceived usefulness of a learning system mediates the relationship between metacognitive CQ and (a)
cognitive, (b) social and (c) emotional student engagement.
H8: Perceived usefulness of a learning system mediates the relationship between behavioural CQ and (a)
cognitive, (b) social and (c) emotional student engagement.

Methodology
Data was collected from students located in Australia, Singapore, Malaysia and Mauritius over the course of 3
semesters. These students, aged 18+, were all enrolled in an undergraduate 3rd year unit, using the DL platform,
offered by a large Australian University. The online survey was e-mailed to 230 students and 126 usable responses
were obtained.

Conclusions
The SPSS macro PROCESS was used to process data. Results of this exploratory study showed that, as expected,
all 4 components of CQ had a significant direct effect on student engagement. The study also found that perceived
usefulness mediates the link between the four components of CQ and student social, but not between CQ components
and emotional and behavioural engagement. Our study, despite being exploratory, offers evidence that this
internationalised DL platform offers value – CQ training in the DL platform enhances the level of engagement. Our
results are of particular interest to educators due to the growing demands for culturally competent graduates (Ramsey
and Lorenz 2016) and in understanding how students respond to internationalised learning platforms.
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Summary Brief

Examining the Necessity of Proctoring Online Exams
Timothy H. Reisenwitz, Valdosta State University, USA
This study investigated the differences between non-proctored and proctored online exam scores. Exam scores of
the same class from two consecutive semesters were compared; one section’s exams were not proctored, the other
section’s exams were proctored. Exam averages were compared to assess if there were significant differences between
the two sections, controlling for student GPA. Results support the necessity for proctored exams.

Literature Review
There is little in the academic literature that has assessed whether online class exams should be proctored to
prevent or minimize academic dishonesty. Studies that address this issue are Harmon and Lambrinos (2008) and
Karim, Kaminsky, and Behrend (2014). Each study concludes that cheating occurred to a lesser degree when online
exams were proctored. In the Harmon and Lambrinos (2008) study, the authors used two online courses to estimate a
model to predict exam scores. In one course, the final exam was proctored, in the other course, the final exam was not
proctored. The first exams in both courses were non-proctored. If cheating occurred in the non-proctored exam, then
the explanatory power would be lower. The findings concluded that cheating occurred for exams that were not
proctored.
In the Karim, Kaminsky, and Behrend (2014) study, students were randomly assigned to either a
webcam/proctored or honor code condition and asked to complete two cognitive ability tests online. Cheating was
determined by examining patterns of test-score differences across the two treatments. Remote proctoring resulted in
less cheating. In a related study by Grijalva, Nowell, and Kerkvliet (2006), academic dishonesty was no more prevalent
in online classes than it was in face-to-face or traditional classes. However, the data were from a questionnaire
administered to students who had taken an online class during a particular semester. It did not examine the proctored
versus non-proctored issue.

Purpose of the Study and Research Question
The purpose of this study is to investigate the value of proctored versus non-proctored testing for online class
exams. There are generally two views toward the use of proctors for online class exams. On one hand, proctored
testing is necessary for online class exams due to the ease of academic dishonesty, or cheating, in a non-proctored
online environment. On the other hand, with adjustments in course format to accommodate the online environment,
such as randomized questions and time constraints, the probability of academic dishonesty can be reduced to that of a
proctored situation (Harmon and Lambrinos 2008), so, proctored exams are unnecessary.
If results in this study show that there is a significant drop in test scores from non-proctored online exams to
proctored online exams, then this study would provide support for the contention that proctored tests are necessary.
Conversely, if there are no significant differences between non-proctored online exams and proctored online exams,
then this study would provide support for the contention that adjustments in course format to accommodate the online
environment are sufficient to address the issue of academic dishonesty. Based upon the previous discussion and using
exam data from two online classes, one non-proctored, the other proctored, the research question proposed for this
study is as follows:
Research Question: The average scores for the non-proctored online exams will be significantly greater than
the average scores for the proctored online exams.

Methodology
Exam data from two online introduction to marketing courses were used in this study. The data consisted of test
scores for five exams (four exams and a comprehensive final exam) in two online sections of the same course which
were offered in consecutive (fall, spring) semesters. There were 40 students enrolled in this first course who received
non-proctored exams. There were 33 students enrolled in the course in the following semester. The sample sizes are
sufficient for analysis, since it is noted that a sample size of “at least 20 can be expected to provide very good results
even if the populations are not normal” (Anderson, Sweeney, and Williams 2009, 390). All aspects of the course for
both sections were identical: the instructor, the textbook, and the course format, which consisted of chapter discussion
questions, chapter quizzes, and exams. Exam questions for both sections were randomized and the answers for the
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exam questions were randomized, in addition to exam times limited to one hour, all to address the rationale that
randomizing exam questions and time constraints are viable alternatives to proctoring the exam. The only difference
between sections was that there was no proctoring for all exams in the fall semester class whereas all exams were
proctored in the spring semester’s class. Students in the proctored class had the option of using the on-campus testing
center or the remote proctoring software (ProctorU). Student GPA was controlled as a covariate. It should be noted
that there were two instances of cheating in the proctored exam class which resulted in zeros for the respective exams.
One student was detected cheating by the ProctorU monitor during Exam 3; another student changed the dates of
service in a medical excuse he submitted for missing Exam 2.

Analysis and Results
The data were first analyzed via t-tests to assess the direction of the means between the non-proctored and
proctored exams. All means supported the research question, i.e., the non-proctored exam means were higher than the
proctored exam means for each of the five exams.
Next, the data were analyzed using analysis of covariance (ANCOVA). ANCOVA is a general linear model which
blends analysis of variance (ANOVA) and regression analysis. ANCOVA evaluates whether the means of a dependent
variable (DV), in this study, the exam scores (fall semester scores and spring semester scores), are equal across levels
of a categorical independent variable (IV) often called a treatment, which in this study was class membership (nonproctored exam students, proctored exam students), while statistically controlling for the effects of other continuous
variables that are not of primary interest, known as covariates (CV) or nuisance variables, which in this study was
student GPA. Mathematically, ANCOVA decomposes the variance in the DV into variance explained by the CV(s),
variance explained by the categorical IV, and residual variance. Intuitively, ANCOVA can be thought of as adjusting
the DV by the group means of the CV(s) (Keppel 1991). The results indicate that, controlling for GPA, all exam
average score differences were significant, except for Exam 3 (p = 0.41). Therefore, the research question was
supported by all exam results, except for Exam 3. Similar to all exams, the average for Exam 3 was lower in the
proctored group, however, the differences between the proctored group and the non-proctored group were not
significant.

Conclusion
This study provided substantial support for the use of proctored versus non-proctored online exams. Furthermore,
in order to minimize academic dishonesty, instructors should use proctored exams for their online classes. There may
be possible limitations of the research. First, students in the proctored section may have scored lower exam scores due
to an increase of anxiety knowing that they were being proctored, versus the minimization or elimination of cheating
due to proctoring. It would be rather challenging to control for this possible covariate. Second, there may have been
other variables that needed to be controlled. As more instructors conclude that proctored exams are necessary for their
online classes, it will be interesting for future research to note if the surge in popularity for online classes plateaus or
even declines as a result. Students may be attracted to online classes because of the increased opportunity for academic
dishonesty in the case of instructors who do not proctor their exams. In conclusion, there may be fewer or no
opportunities for academic dishonesty due to the implementation of proctored online exams.
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Summary Brief

Academic Dishonesty in Online Courses: The
Instructor’s Perspective
Wendy Ritz, Florida State University Panama City, USA
Joie Hain, Clayton State University, USA
The purpose of this study is to consider the instructor’ challenges associated with preventing, detecting, reporting,
and taking action against violators of the institution’s academic honesty policy. What factors influence an instructor’s
intention to instill ethics and insure integrity of learning in online courses? This study provides multiple tactics which
serve to assist instructors in reducing dishonest student behaviors. No one preventative measure will stop students
from digitally reproducing and sharing information, using multiple digital devices during assessments, or hiring cyber
students or ghost writers to complete required assessments. However, using a suggested multi-method solution
approach to discourage such behavior may help instructors ‘keep up’ with the innovative ways students cheat. In
addition, this study recommends ways that third-party vendors can better serve instructors through the university’s
formal reporting process. #EthicsMatter

Introduction
Research on academic dishonesty in online courses is primarily focused on the probability of students who will
cheat and how, or why, they cheat (Iyer and Eastman 2008). Often, as a sidebar, within such articles are the instructor’s
responsibilities towards maintaining academic integrity for the assessments of online course material. Instructor’
responsibilities related to academic honor policies include disseminating, discouraging, detecting, and reporting
suspected violations which require additional time and effort in addition to student learning success measures (Coalter,
Lim, and Wanorie 2007). Reporting allegations of dishonesty requires the instructor to participate in the university’
established process. Depending on the level of violation, the reporting process can range from discussions with the
student to hearings in front of panels consisting of faculty development personnel, the student’s academic dean, and
the student’s university representative committee members. The reporting process, when disclosed to students, should
be a deterrent for cheating, although the university’s policy for reporting academic misconduct can work as a deterrent
for instructors as well.
In 2014, more than 5.8 million (14% or 1 in 7) students who were enrolled in higher education programs in the
United States were taking some or all of their courses online (Allen, Seaman with Poulin and Straut 2016). This is an
increase over 2013, where 12.5% or 1 in 8 students were taking one or all of their courses in an online environment
(Allen, Seaman et al 2016). Many institutions require online courses adhere to standards of excellence and even require
professors to obtain quality certification through a peer review processes or to complete courses conducted by their
faculty training departments. While acknowledging the importance of continuous improvement of the online course
delivery system; often missing is any emphasis on occurrence and prevention of technology enhanced academic
dishonesty. Unmanaged, the risk of academic dishonesty can erode the integrity and reputation of a program and the
university which, over time, will result in financial repercussions. Recent studies have shown that students perceive it
easier to cheat in online courses and 75% of students admit to cheating in some form, and within the college of
business, marketing students are more predisposed to cheat than other majors (Iyer and Eastman 2008).

Educational Institutions-Academic Integrity Policies
Most educational institutions have an academic integrity/honor policy which is referenced on a unique webpage
and every syllabus. These policies list acts which are in violation of such policies; some of which include plagiarism,
access or use of instructor banned information during assessments, unauthorized group work (friends), fabrication or
falsification of information, complicity or helping others cheat (Chapman et al 2004; King et al 2009; Young 2012).
Some students claim that the primary deterrent for misbehavior is the institutional policy on academic
integrity/honesty and the active enforcement, with severity, by the institution (Burgason et al 2019; Chapman et al
2004). When faced with a violation, though other students claim a “lack of understanding of institutional policy
regarding academic dishonesty,” (Peled et al 2019, p. 50). This study seeks to highlight the relevance of the instructor’s
role in educating students on academic integrity/honor policy of educational institutions.
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While integrity/honor policies are readily available, instructions to faculty for procedures in handling violations
of academic dishonesty are often unstandardized and vary based on several factors; student intent, frequency of
occurrence, and number of students involved, to name a few (Penn State University). Regardless of the infraction,
when instructors perceive a sanction-worthy violation, they must provide the student with all the information and
evidence surrounding the alleged infraction and allow the student an opportunity to either accept or deny responsibility
regardless of the evidence. Prior to any academic penalty such as a zero or ‘F’ for the assignment or the course,
institutional policies for student’ rights may also require that instructors provide to a university committee (or
department chair), a written report which includes; the student’s acceptance or denial of guilt, the assignment
instruction, the syllabus, and the student’s submission, for evaluation. It is often during the internal investigative
process where activities become muddled. Depending on the level of violation, the reporting instructor’s process can
include various elements ranging from discussions with the student, to hearings in front of panels consisting of faculty
development personnel, the student’s academic dean, and the student’s university representative committee members.
In defense of individuals accused of cheating, specifically with regards to plagiarism, popular press and academic
articles suggest that student’ intent (mal or not) and explicit understanding of general knowledge of the subject matter
must be attributes considered by the instructor (Mawdsley 2009; Williams 2012). Relative to a global academic
challenge, in Spain instructors must “resort to court actions in order to settle cases of academic dishonesty,” (Ruiz
2014). With respect to student’s rights and university integrity policies, one purpose of this study is to determine to
what extent the reporting processes may affect the instructor’s reporting of academic honesty violations.
Research by Coalter et al., (2007) suggests that the onus is on the instructor to “take proactive measures to deter
dishonesty [and that instructors feel that] it is difficult to compile evidence or proof of misconduct,” (p. 1). For clarity,
this paper uses the terms academic dishonesty and cheating interchangeably. Cheating, as defined by King et al.
(2009), is a “transgression against academic integrity which entails taking an unfair advantage that results in a
misrepresentation of a student’s ability and grasp of knowledge,” (p. 4). In as much as the transgression is also against
the instructor, we insert into the definition, towards the instructor or other such persons who may be responsible for
assessing the student’s work. This document views cheating in online courses from the instructor’s point of view and
provides a description of assessments and corresponding approaches which are available to use towards the goal
reducing cheating whereby learning integrity is preserved. This study answers the call for more research on academic
dishonesty in the online learning environment for the purpose providing faculty with methods of altering assessments
to help with the prevention and reporting of academic dishonesty (Burgason et al. 2019; Larkin and Mintu-Wimsatt
2015).
Research by Coalter et al. (2007) found factors influencing if and what type of instructor’ action was taken
include; 1) evidence or lack of proof, 2) the student claims to be innocent, 3) the lack of a department defined standard
of what constitutes dishonesty, 4) “it [did] not seem like a good use of time if institutional policy is not uniformly
implemented,” (p. 11), and, 5) the perception that the student’s claims always subjugate that of the instructor’s.
Through the lens of the theory of planned behavior (Ajzen 1991), using scales from the Academic Dishonesty
Assessment (ADA), (Watson and Sottile 2010), this research hypothesizes the extent to which exposure to these
challenges and other factors, may impact an instructor’s: 1) attitude towards academic dishonesty; 2) expectation of
support from department or university panels when reporting cheating incidents; and 3) level of perceived ability to
control integrity of course assessments which ultimately will manifest through categories of intention to prevent,
report, or otherwise take actions in response to student cheating.
To understand the scope of work that transgressions of academic dishonesty cause for instructors, we must first
understand how students misrepresent their acquisition of knowledge during the instructor’s assessments. Research
that has investigated the methods that students use to cheat in online courses have done so using contexts of students
who were caught (Watson and Sottile 2010) and students who self-reported cheating (Peled et al 2019; Young 2012).
We categorized the eleven methods each of cheating and reducing cheating as follows:
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Cheating Methods
1. Seed the test computer with the answers
2.

Buy a paper from a cyber ghost writer

3.

Have another person take the test, quiz

4.

Plagiarize

5.

Use copies of exams that were stolen or otherwise
obtained without permission
Makes digital replication of assessment and posts
online (Quizlet, Google Docs) for other classmates
Unauthorized student collaboration during assessments

6.
7.

8.

Use of unauthorized material (crib sheets, book, notes,
Internet) during closed-book/notes assessments
9. Sharing work with another student (allowing others to
copy)
10. Obtaining the quiz/exam from someone who has
already take the same quiz/exam in an earlier course
11. Altering an answer on returned exam/quiz and asks for
credit for the ‘grading mistake’

Reduction of Cheating Methods
1. Improve instructor-student communication /cultivate
respect (Walmart greeter effect)
2. Regularly (3 times a semester) review the academic
honor policy; be clear what constitutes cheating in your
course
3. Refrain from all objective assessments or devalue these
to <10% of total grade
4. Compare student submitted photo with University
photo on file
5. Require security software on all assessments;lockdown
browsers, video proctor
6. Clarify on syllabus which assessments are group and
which are individual
7. University-wide implementation and enforcement
standards, published guidelines of punishments, and
faculty workshops to address cheating issues
8. Increase perceived risk of punishment for cheating;
follow through
9. Institute 2 step security for student Identity
authentication: fingerprint, facial, text to phone

10. Create a repository of IP addresses for each
student every semester
11. Use software which creates a writing Profile for each
student across platforms

Third Party Web-based Learning Platforms
Cengage Brain, McGraw Hill Connect, and Pearson’s My Marketing Lab’ products, are often the most efficient
assessment method for managing large enrollments, using objective grading, with the given time constraints of a
semester or half-semester (Watson and Sottile 2010). However, standardized assessments en masse are easy for
students to copy or digitally replicate and share online with other classmates (e.g. Google Docs), or the entire global
student community on websites like www.quizlet.com. Commercial security software is available and learning system
vendors should provide instructors with more preventive tools and enable ease of collecting proof of cheating.
This study investigates the ‘cheating culture’ within online courses and attempts to define the barriers that
instructors and ‘ethics gatekeepers’ of academic honesty policies encounter. News worthy discoveries of cheating
have been broadcast about Ohio State University in 2017, Harvard University in 2012, and Duke University in 2007,
are indications that universities are serious about upholding academic integrity and their reputation. Eventually, a
more ethical culture in education may influence individual behaviors of graduates which may transfer to business and
industry. Immediate actions can be taken by professors to actively and visually notify their students that cheating is
not tolerated. #EthicsMatter.
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Summary Brief

Beyond Traditional Learning Outcomes: StudentFaculty Interactions in Online Versus F2F Courses
Melinda A. McLelland, The University of Southern Mississippi, USA
Today’s universities are challenged to find a balance between the opportunity of growing through online
programs and the challenge of building strong relationships with students in an ever-changing educational
environment. This research seeks to extend the current literature by exploring these vital relationships with students
in an online context. Based on a review of the literature, three research questions emerged. The research questions
aim to assess both affective and intentional responses of both students and faculty by comparing responses in
traditional versus online setting. The Community of Inquiry (COI) framework provides the theoretical foundation of
the emerging research questions. A qualitative and quantitative study are currently in development to address the
proposed research questions.
Building and maintaining ongoing relationships with current students and potential alumni is vital to the success
of academic programs and universities (Vander Schee 2011). The faculty of a university often serve as a key
touchpoint for students seeking an education, which has prompted an exploration of the interactions between faculty
and students including informal interaction (Li and Pitts 2009). Moreover, the relationship between college students
and the faculty has been shown to have an impact on the quality of students’ experiences and learning (Micari and
Pazos 2012) with positive interactions leading to students who are more engaged and use faculty as mentors (Ford
2003). Cox and Orehovec (2007) believe that even non-academic interactions between student and faculty have a
positive impact by making students feel more valued. Students who feel valued as more than “just a number” are most
likely to continue their program of study through graduation (Pompper 2006).
The need to engage students and develop meaningful relationships coincides with numerous universities seeing
growth in online student enrollment and the development of online student programs. According to the most recent
survey done by the Babson Survey Research Group, online learning continues to grow at a rapid pace (7.3 percent)
with public colleges and universities having the largest growth in online course enrollment between fall 2015 and
2016 (Friedman 2018). Despite the continued growth of online education, faculty continue to be skeptical about online
learning with nearly 30% viewing online learning as somewhat inferior to inferior when compared to face-to-face
learning (Allen et al. 2016).
Student perceptions of faculty teaching online courses likely play a role in shaping the online learning experience
making this a potentially fruitful area of inquiry. Faranda (2015) indicated that the potential importance of studentfaculty interaction is an area that has been overlooked in the marketing literature. Similarly, research on these types
of interactions (Brooks and Young 2015) and affective factors affecting online learning have received limited attention
(Reilly, Gallagher-Lepak, and Killion 2012). Given the growth of online courses at universities, there is a continued
need to understand online student-faculty interactions and how this impacts student perceptions and emotions.
Specifically, out-of-class communications (OCC) is one type of student-faculty interaction that is defined as
“interactions outside the formal classroom that may be initiated by students or faculty. Based on transactional distance
theory (Moore 1993) online learning formats do not readily lend themselves to developing OCC and thus studentfaculty interactions may be limited in an online environment, which further makes it difficult for both the faculty and
the student to conceptualize each other (Dockter 2016) and develop rapport. This phenomenon could adversely affect
the goal of universities to build impactful and lasting relationships with students. Thus, the goals of the current research
are to explore online education from the perspectives of both the faculty and student by addressing the following
research questions.
Research Question 1: Does OCC vary between faculty and students in online business courses compared to
traditional face-to-face (F2F) courses?
Research Questions 2: What is the affective response (sense of connection to faculty) of (2a) students and (2b)
faculty in online business courses compared to traditional F2F courses?
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Research Question 3: What is the intentional response (willingness to get career advice, recommendation
letters, etc.) of (3a) students and (3b) faculty in online business courses compared to traditional F2F
courses?
The Community of Inquiry (COI) framework (Garrison et al. 2000) will be used to provide the theoretical
foundation for the study with a focus on social presence (Garrison and Vaughan 2008) which is the extent of openness
of communication in an online context. Qualitative and quantitative studies are in development to address the
aforementioned research questions.
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Summary Brief

The Student Evaluation of Teaching, the Game, the
Players, and Everyone is a Winner
Rex McClure, Marshall University, USA
A number of studies have linked students’ grades with student evaluations of teaching (SET) suggesting that
instructors who grade more leniently receive higher evaluations from students (Babcock 2010; Carter 2016; Hoefer,
Yurkiewicz and Byrne 2012). The consensus of these studies suggests two tacit strategies at play. One, instructors feel
that if they make their courses highly demanding, their SET will be lower. Aware of this, instructors reduce their
course rigor to maximize their SET. This body of research also suggests that students do not score their instructors
purely on teaching effectiveness, rather, students score instructors on personality and likeability which results in halo
scores as opposed to objective item-by-item scores (Clayson and Haley 2011; Patrick 2011; Spooren, Brockx and
Mortelmans 2012). This describes a game where instructors can win by being likeable and easy graders, and students
can win by earning higher grades and having more personable teachers. In essence, a win-win scenario.
Game theory identifies two broad classes of games—zero-sum and non-zero-sum. In zero-sum games winners
and losers are balanced, one player’s gain comes as a result of the other player’s loss. Non-zero-sum games offer a
framework which describes a win-win scenario where players make conscious and cooperative choices to achieve
mutually desired outcomes. Given the findings reported in the SET literature, reasonable questions arise: is the system
being gamed? Is there tacit collusion between instructors and students whereby both parties benefit from an unspoken
quid pro quo? Does Administration play a role as well?

The Rules of Non-Zero-Sum Games and Players’ Strategies
A handful of conditions and assumptions must be present for a non-zero-sum game to exist. Drawing on
expectancy theory, the first assumption presumes that players seek to further their self-interest. That is, players will
make efforts to attain the rewards that best suit themselves, also being aware that the other player is similarly
motivated. Each player must also have rational strategic options, where the available options embody a tradeoff
between possible outcomes. Additionally, but not necessarily, communication or awareness of other players should
be open to other players. Finally, players are free to choose a strategy that is purely beneficial to themselves, or one
that leads to the greater interests of all players.
Framing this concept in the context of SET, three key players each have their own strategic options (in the interest
of brevity, these are offered as dichotomies). Instructors, particularly non-tenured or adjunct faculty, can choose either
academic rigor or leniency as an approach to their teaching style. Students can choose to evaluate instructors purely
on the educational gains they have achieved or on subjective and personal feelings toward the instructor and material.
Administrators can choose to promote academic reputation or recruitment and retention. All of these players face
strategic choices. In practice, all of these are scalar choices rather than dichotomies, but a parsimonious approach
facilitates model-building.
Given these players’ possible strategies and based on the valence of the possible outcomes, game theory suggests
that the players seek a win-win-win scenario where all players achieve a desired result. Understanding what each
player’s goals, and how those goals mesh with SET, are key question to determine if a non-zero-sum game is playing
out and how each player is strategizing within the game. Toward this end, an experimental design, in conjunction with
survey data, could be employed to ascertain if the conditions for a non-zero-sum game exist and if the players are
strategizing in a cooperative way.
Data from students could be gathered via an experimental design where experimental groups are given conditions
of rigorous course vs. average course, and inflexible instructor vs. flexible instructor (in terms of grading policy and
curving scores); then asked to fill out a mock SET. The expectation is an interaction where the inflexible instructor
will receive the lowest scores, while the flexible instructor sees a gain from the average condition to the rigorous
condition. If this interaction is present, it would suggest that student would reward instructors for showing flexibility
in grading policies, especially for rigorous courses (Vaillancourt 2012).
Instructors could also be offered an experimental design where they are asked to predict students’ reactions to
certain conditions and how their reactions would show up in SET. The conditions presented to instructors could
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include a situation where the class openly voices their displeasure vs. do not voice displeasure over grading policies
and the instructor is flexible vs. inflexible in policy. The expectation is that instructors who are inflexible in the face
of displeased class will predict receiving the lowest SET, and flexible instructors will receive the highest scores
(Babcock 2010). Additionally, it would be expected that nontenured instructors will be more flexible than tenured
faculty (Carter 2016; Gehrt, Louie and Osland 2015).
Administrators have the power to reward, via promotion and/or tenure, faculty members based on merit—which
includes SET scores. Therefore, administrators will be surveyed to ascertain what they value in faculty and how they
measure faculty contributions. It is expected that administrators will delegate academic rigor down the line, to deans,
departments chairs, and ultimately instructors. Administrators are also expected to show concern for recruitment and
retention, as those are objective and financial measures of their university’s performance.

Discussion and Conclusions
This article attempts to offer a game theoretical framework for SET and a method for establishing if the necessary
conditions for a game are present. Game theory, specifically non-zero-sum games, allows for a scenario where players
can count themselves as winners utilizing SET as the primary means of negotiation. Earning high SET scores is
valuable to instructors as a pathway to tenure and promotion. Students can use SET as reward or punishment for a
variety of attributes, including lenient grading (Carter 2016; Babcock 2010; Vaillancourt 2012). Administrators take
a broad view of SET and are unlikely to take punitive action based on SET (Spooren, Brockx and Mortelmans 2012),
but can gain higher retention ratios through lenient grading. Each player has path to a winning outcome and has an
incentive for a mutually beneficial outcome.
Grade inflation can be considered a negative externality of this game. The assumption is that faculty do not
intentionally inflate grades, rather they try to manage their SET using the tools at hand. A number of studies have
linked SET to instructor-related variables that are difficult to control such as physical attractiveness, gender, and
personality (Carter 2016: Clayson and Haley 2011; Hoefer, Yurkiewicz and Byrne 2012; Mengel, Sauerman and Zolitz
2019: Patrick 2011; Wolbring and Riordan 2016). Grading policy is a variable that instructors can control, and results
of altering grading policy are likely to be more predictable in terms of SET.
As an explanatory model, non-zero-sum game theory may hold promise as basis for studies of SET. However, it
should be noted that this becomes a zero-sum game if one additional player is added, that player being society at large
(von Neumann and Morgenstern 2004).
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Summary Brief

Are Pharmaceutical Marketers Going Too Far?
Condemnation, Misperception, and Paucity of
Evidence
Yam B. Limbu, Montclair State University, USA
The ethics of pharmaceutical marketing practices have remained understudied in literature. This study
systematically reviews published scientific literature relating to pharmaceutical marketing ethics, summarizes the
ethical issues covered in the academic literature, identifies research gaps, and offers directions for future research.

Introduction
Pharmaceutical marketing strategies, primarily direct-to-consumer advertising (DTCA) of prescription drugs and
pharmaceutical promotions to medical professionals, are controversial practices. While many believe that DTCA is
useful in terms of increasing patient awareness of diseases or conditions which might otherwise go unnoticed, it may
be one of the reasons patients request branded drugs as well as the likelihood that those drugs are prescribed by
physicians (Parker and Pettijohn, 2003). Many physicians consider gifts’ acceptance as a non-ethical practice and
continue to accept gifts and engage in a variety of activities sponsored by drug companies (Khazzaka, 2019; Parker
and Pettijohn, 2003). Numerous studies indicate that pharmaceutical marketing strategies are correlated to physicians’
prescribing behavior (Khazzaka, 2019). On the other hand, a few studies conclude that the influence of pharmaceutical
sales representatives (PSRs) has minimal impact on physicians’ prescribing behavior (Parker and Pettijohn, 2005). A
study by Tengilimoglu et al. (2004) indicates that conflicts of interest may arise in both physicians and PSRs.
Therefore, the research on the topic is inconclusive. Surprisingly, little is known about the impact of promotions to
physicians and DTCA on the health and safety of patients. Further studies are required to evaluate the impact of the
pharmaceutical industry and PSR interactions on physicians over time and the benefits of various intervention-based
education programs on the clinical and ethical behavior of the physicians (Fickweiler et al., 2017). Emerging ethical
issues such as Internet marketing, online retailing of prescription drugs, and corporate social responsibility (CSR)
received little attention (Huhmann and Limbu, 2016; van de Pol and de Bakker, 2010). Hence, the purpose of the
present study is to review published scientific literature on pharmaceutical marketing ethics, recognize key ethical
issues covered in the academic literature, identify research gaps, and offer directions for future research.

Method
We systematically searched empirical articles published from 1990 to 2019 on pharmaceutical marketing ethics
in bibliographic databases, including PubMed. We also searched Google Scholar and the websites of key medical,
marketing, and communication journals. The sample keywords used for article search include “ethical issues in
pharmaceutical marketing”, “direct-to-consumer advertising”, and “promotion to physicians”. We included only
empirical descriptive and causal studies that were in English, however exploratory studies and opinion pieces were
excluded. We identified 67 empirical articles meeting our study criteria. Two trained coders independently reviewed
the articles and extracted data, including author’s name, study year, country, study design, sample size, types of ethics
covered in literature, and key findings. Data were analyzed using IBM SPSS Statistics 23.

Results
The results show that a large number of studies relating to pharmaceutical marketing ethics have predominantly
focused on the promotion aspect of the marketing mix but other aspects such as product, price, and distribution have
received little scholarly attention. In the late 90s and early 2000s, much attention had been paid to ethical questions
around gifts to physicians and the pros and cons of DTCA. Interestingly, there is a dearth of research in the last decade.
Most studies were cross-sectional in nature and relied on small convenience samples. They lacked theoretical
groundings and were correlational in nature, which rarely attempted to establish causality. The focus of these studies
was to explore whether the marketing activities are ethical or not but they rarely explained why and how the practices
are unethical and provided concrete implications for theory and practice.
Most studies were carried out by scholars in the areas of public health, law, ethics, public policy, and medical
science. Surprisingly, only a handful of articles were published in marketing and business journals. Marketing and
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business scholars seem to remain largely in the background in the debate on the ethical issues relating to
pharmaceutical promotion.
Research predominantly focused on developed countries, especially the United States of America, however, very
few studies investigated the impact of pharmaceutical marketing strategies on physicians’ and consumers’ perceptions,
attitudes, and behaviors in the context of emerging and developing countries. Only a few studies focused on emerging
ethical issues such as Internet marketing, online retailing of prescription drugs, and CSR.

Conclusion
In light of the ongoing debate about the benefits and risks associated with pharmaceutical marketing activities,
this study reviewed empirical studies on the ethical issues with regard to pharmaceutical marketing practices and
recognized most prominent ethical issues covered in the academic literature. In a market economy, policymakers face
the task of resolving the tension between defending the free flow of information to consumers and protecting citizens
from biased and inaccurate information (Womack, 2013). Not all pharmaceutical marketing practices are immoral,
and many of the criticisms leveled at pharmaceutical marketing practices have no conclusive empirical foundation
and are based on exploratory findings and opinion pieces. Thus, further empirical investigation is needed to clarify
the positive and negatives impacts of pharmaceutical marketing initiatives on consumers and society-at-large. We call
for further empirical and conclusive studies on the topic which employ experimental and longitudinal designs with
solid theoretical groundings that may provide valuable insights into the impact of pharmaceutical promotion. Future
studies should consider big data and a larger and more diverse sample and focus on emerging ethical issues. Marketing
and business scholars should focus on the product, price, and place aspects of the pharmaceutical marketing mix,
especially in the context of emerging and developing countries.
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Summary Brief

Exploring Valence and Word Choice in Obesity
Advertising: Guidance from the Literature
Mark Mayer, Ball State University, USA
Abby Mayer, Drexel University, USA
Plamen Peev, Towson University, USA
Extant research offers conflicting guidance as to whether a negatively (e.g., loss-framed) or positively (e.g., gainframed) message would be more effective at achieving desired outcomes in terms of obesity health communications.
Similarly, extant research is also conflicted on what word (obese, fat, higher weight, or some other word/phrase)
might work best in such messaging. We suggest that these two variables might be important to research, especially in
terms of interaction effects, and that such research might positively affect real-world communications, both in terms
of adult obesity and childhood obesity reduction efforts. We offer extensive literature reviews for each variable to
assist in these efforts.

Summary
Obesity—affecting both adults and children—has developed into a worldwide health epidemic over the past
several decades. However, efforts to combat this trend in terms of advertising (e.g., public-service announcements)
have some key decisions to make in terms of message. We explore extant literature on two of these—whether to frame
the PSA positively or negatively in terms of valence, and what word or phrase describing the condition is most
effective in terms of making an advertisement that accepted by, and motivating for, target audiences.
Based on extant literature and real-world evidence, it would appear that the jury is out on what valence and word
choice combinations would be most effective in obesity reduction advertising, both for adult and childhood obesity
settings. This represents an important opportunity for academic research to aid public policy practice in crafting
effective advertising to combat these phenomena.
We would suggest that an experimental exploration into these variables, and their possible outcomes, would be a
welcome addition to the literature. In terms of valence, experimental stimuli could have both negative and positive
frames (e.g., for childhood obesity a negative frame of “being (word choice) takes the fun out of being a kid” and a
positive frame of “for kids, a step away from being (word choice) is a step towards being healthy”) with word choices
such as obese and fat, but also others like unhealthy weight, higher weight, and heavy.
There are potentially many other variables that could be manipulated in such an experiment (e.g., testimonial vs.
non-testimonial, imagery, etc.) but as discussed, these two variables seem particularly important to investigate—
perhaps most so, in terms of interaction effects. Both in terms of dependent variables such as attitude toward the ad
and organization, but also in terms of emotions elicited, perceived stigmatization, and others, it would be fascinating
to see possible interaction effects (as well as main effects, of course). Also worthwhile would be to examine possible
differing effects on different audiences (e.g., the general public versus obese individuals, or in a childhood obesity
setting, parents with children that are obese).
Ultimately, what if research suggests that highly negative advertisements using words like “fat” are the most
effective? Would the ends justify the means? And would, like the negatively received Strong4Life childhood obesity
ads, the target audience “ends” possibly get overwhelmed by negative publicity? Is it truly possible to craft a
motivating advertisement in this context that is positive? Such questions are worthy of exploration. It is obvious that
childhood obesity leads to adolescent obesity and on to adult obesity, and obesity can lead to social marginalization,
with disadvantages in employment, education, healthcare, and interpersonal relationships (Puhl and Brownell 2001).
We know the outcomes, and the research we suggest might allow us to know how to better avoid them.
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Summary Brief

Consumerism in Health Narratives: A Content
Analysis
Ashley Deutsch Cermin, University of Arkansas, USA
Ashley M. Thomas, University of Mississippi, USA
The consumerism movement in healthcare is analyzed in the context of the 2019 Center for Medicare and
Medicaid Services (CMS) mandate requiring all hospitals to post charge price lists on their website. While popular
press suggests that health systems, regulators, and third-party groups may not have consumers’ best interests in mind,
research has yet to systematically address this assumption. A content analysis of reveals health providers attempt to
provide patient-centric care but are concerned providing seemingly meaningless price information will cause patients
to forego necessary care.

Introduction
As of January 1, 2019, the Center for Medicare and Medicaid Services (CMS) now requires health systems to
publicly provide chargemaster prices for services. These numbers, which reflect the current standard charge of services
charged to insurance companies, provide little direction to consumers as to the true cost of care (American Hospital
Association (AHA) 2018). In public health literature, the implications of treating patients as consumers is discussed
(Robinson and Ginsburg 2009). However, the literature has yet to consider the potential effect of health providers’
price transparency on consumers. By examining publicly available statements from regulators, federal and state
hospital associations, and popular press, this research uses content analysis to construct cultural and institutional
narratives of health organizations to enlighten how providers regard patients as consumers.

Method and Data
The conceptualization of market sentiments used to construct both cultural and institutional narratives is drawn
from health organizations across the United States. By utilizing public sources, we are better able to capture the public
discourse and how these organizations position themselves for or against consumers in regards to price transparency.
Content analysis is used as a “objective, systematic, and quantitative” technique to analyze marketing communication
messages (Kassarjian 1977). By looking at the data through a narrative lens, the authors minimize medium-specific
limitations and focus on the story they are telling, rather than the particularities.
A total of 94 documents were used to construct both institutional and organizational narratives. Popular culture
publications and federal documents and resources from CMS and AHA were used to construct the cultural narrative.
Institutional narratives were constructed from state hospital associations, price estimator tools, and provider resources.
Additionally, state legislation supplemented resources to ensure reliability.

Key Findings
The CMS rule is meant to provide consumers with price information in order to improve health decision making.
However, after analyzing popular press, national and state statements, and resources, it seems that managed care and
health professionals are skeptical of the rule. Further, both cultural and institutional narratives suggest that where the
responsibility for health decision making lies is obscured. The ruling largely neglects the intermediary role third-party
organizations, such as insurance, play in the health decision. Analysis of the cultural narrative suggests concerns
regarding consumer confusion and empowerment, while the institutional narrative suggests a shift of responsibility to
the provider to translate chargemaster costs and services into something meaningful. Healthcare remains focused on
the greater good as providers are forced to meet regulation (CMS 2018) and patient needs (Meyer 2019). To meet
institutional needs, AHA works to provide tools and resources to help health providers and organizations meet
consumer needs. This commitment to consumers seen in both the cultural and institutional narratives suggest for
charge price information to be beneficial, institutions and organizations must take responsibility of translating prices
and health services into something both meaningful and personalized to consumers.
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Summary Brief

Consumer Envy in Social Media: The Role of SelfIdentity Motives
Murong Miao, Old Dominion University, USA
The online brand community has increasingly become an important venue for luxury brand marketing. Since
consumers can easily see each other’s posts in the community, comparison among community members are inevitable
and prevalent. This study intends to examine how social comparison lead to different types of envy among high-power
members versus low-power members. Based on the social comparison theory, this study hypothesizes that high-power
members are more likely to generate malicious envy while low-power members are more likely to produce benign
envy. Moreover, malicious envy is stronger when high-power members compare with other high-power members than
with low-power member. In contrast, benign envy is stronger when low-power members compare with high-power
members than with other low-power members. In addition, the self-esteem motive and the belonging motive drive
malicious envy and benign envy respectively.

Introduction
Social media is defined as “a group of Internet-based applications that build on the ideological and technological
foundations of Web 2.0, and that allow the creation and exchange of User Generated Content.” (Kaplan and Haenlein
2010). In the past decade, social media sites have become very popular, which has dramatically changed consumers’
lives and their consumption behaviors. For example, as of April 2017, about 700 million users have registered with
the online social network application Instagram, which is approximately eight times increase since January 2013.
Numerous online users have joined social networks to upload pictures and videos and share product reviews.
Consumers can obtain the information of their favorite brands easily through social media and they can also
communicate with other consumers via the social media platforms.
Due to the importance of social media in consumption, many marketing scholars have started to examine the
dynamic relationships between consumers and brands in the social media setting (Bolton and Saxena-Iyer 2009;
Malthouse and Hofacker 2010). For examples, researchers show that the motives of an online brand community are
“information, self-discovery, social integration, social enhancement, and entertainment” (Madupu and Cooley 2010).
Researchers also demonstrate that the five dimensions of luxury brands’ social media marketing are “entertainment,
interaction, trendiness, customization, and word of mouth (WOM)” (Kim and Ko 2012).
Although consumer behavior in the social media setting has been examined from different perspectives, the role
of envy in consumers’ online social media behaviors lacks adequate research. Envy is defined as a negative emotion
that “arises when a person lacks another’s superior quality, achievement, or possession and either desires it or wishes
that the other lacked it” (Parrott and Smith 1993 p. 906). Previous studies have consistently shown that envy is closely
related to different consumer behaviors such as product evaluation (Van de Ven et al. 2010), and purchase intention
(Lin 2017). Particularly, envy is an important motivational driver of luxury product buying behavior (Taylor and
Strutton 2015). In nature, envy is the product of upward social comparison behavior because people are normally
comparing themselves with the superior others who have higher status or abilities (Van de Ven et al. 2011). Since
social media makes consumers’ social comparison easier and less costly, envy is likely to become more prominent
and prevalent in the social media setting. For example, because bloggers can easily access other blogger’s profiles and
posts, they are very likely to either consciously or unconsciously compare themselves with other bloggers (Krasnova
et al. 2015), in which the feeling of envy might be elicited. Thus, envy may play more important role in consumers’
behaviors in the social media setting than the daily offline setting.
With respect to focus on luxury product consumption and the social comparison in the social media setting, this
study sets to examine how and under which conditions social comparisons among luxury brand community members
leads to different types of envy in high-power member versus low-power members. Specifically, we hypothesize that
high-power members and low-power members generate different types of envy when they compare with different
consumer groups in the luxury brand social media. Moreover, the self-esteem motive and the belonging motive are
the underlying drivers of consumer envy.
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This study contributes to the literature in several important ways. Firstly, this study extends our understanding
regarding under which condition different types of envy are generated among different consumer groups. We propose
that in a luxury product filled social media, high-power members are more likely to produce malicious envy than lowpower consumers. The type of envy that will be generated also depends on which consumer groups they compare
with. Secondly, this study links the belonging motive, which is a kind of self-motive, to envy research. Previous
researchers (Lange and Crusius 2015; Duffy et al. 2012) only concerned self-esteem as a self-motive which related to
envy. This article further proposes that the belonging motive is also an important self-motive related to envy, especially
for benign envy. Lastly, from practical perspective, our findings will provide important implications for luxury brands’
social media marketing. Study (Van de Ven et al. 2011) shows that envy plays an important role in driving luxury
product consumption. For example, the advertising agency Young and Rubicam (2009) promises to boost the “envy
potential” of their client’s products, claiming that this would increase their sales. Therefore, understanding how and
under which conditions either malicious or benign envy is generated will help practitioners develop more effective
marketing strategies.

Literature Review
Since this study focuses on the role of envy in luxury brand social media, we will first review the role of envy in
luxury brand consumption and the relationship between luxury brands and social media. We will then review the
existing research on envy and identify the research gaps in the literature.

Luxury Brand & Envy
Luxury goods refer to limited products or services that can be obtained only by limited number of people who
can afford high prices (Nueno and Queelch 1998). Although rich individuals still dominate the luxury brand industry,
more and more consumers from the middle and upper-middle classes have begun to show interests in luxury brand
consumption (Savitha and Sathyanarayan 2014) in order to satisfy their psychological needs (Dubois and Duquesne
1993), such as showing status and achieving acceptance from a higher social class (Marina and Ben 2015).
Envy is a type of emotion that is closely associated with conspicuous consumption (Belk 2011) and is affected
by social comparison which is a basic constituent of human cognition (Lange and Crusius 2015). People in any society
will compare themselves with each other habitually and automatically, which explains why envy is such a culturally
universal experience (Foster 1972). When one consumer sees that his/her co-workers or friends use a luxury product
that he/she desires but cannot afford, the individual may covet it and be eager to know more about this luxury brand,
the emotion of envy is elicited. Thus, universal envy affects important psychological and behavioral outcomes in
luxury product consumption. (Gold 1996).

Luxury Brand & Social Media Marketing
In today’s society, people’s lives are surrounded by various social networking platforms. This inevitable trend
makes more and more scholars come to realize that online brand communities have become increasingly important in
developing marketing strategies (Bressler and Grantham 2000; Horrigan 2001). The online brand community is the
product of the development of social media and is defined as the specialized virtual environment where members
communicate with others through the Internet (Füller 2007). The online brand community is particularly important
for luxury brands. Fashion blogs serve as luxury brand evaluation forums for consumers to evaluate the function,
quality, and appearance of luxury products by exposing them to other online members’ reviews before they make real
purchase decision (Kim and Ko 2012). Specifically, online luxury brand community creates an interactive
environment that is utilized by customers not only to solve puzzles about the brand but also to get suggestions from
other members through communication (Kretz and Voyer 2013).
Online members’ interaction is highly structured and hierarchical (Muniz and O’Guinn 2001) and this situation
can be even more obvious for luxury online brand communities because of the status and power dimensions of luxury
consumption. Luxury brand social media engagement can be categorized according to the diverse characteristics of
online community members. Based on the study of Leban and Voyer (2015), this article divides the online luxury
brand community into two groups: high-power member and low-power member manuscript (refer to Table 1). This
article defined high-power members as active online members who are followed by many people and frequently
upload more than 500 luxury products posts. On the other hand, low-power members only upload luxury product post
occasionally and are active in the forum for fashion information or suggestion.
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Table 1: Characteristics of high-power members & low-power members in the luxury brand social media
High-power members
Low-power members
Important
Register on the forum for at least one year
Just register on the forum
features
Activate in the forum
Less active in the forum
Upload more than 500 posts
Upload post occasionally
The mainly action in the forum is put
comments under high-power members’
posts.
Status
Being considered a reference person who
Being an advice seeker
gives low-power members fashion advice
Display growing number of luxury products
collection

Compete with other low-power members
implicit to achieve recognition from highpower members

Research on Envy
“Envy is the great leveler: if it cannot level things up, it will level them down.” (Sayers 1949 p. 771). Envy can
be separated into two categories, benign envy and malicious envy, depending on different motivational dynamics (Van
de Ven et al. 2009). Experiencing benign envy or malicious envy will affect how the envier evaluates the envied.
Benign envy evaluates the possession of the envied as deserved, whereas malicious envy evaluates the possession of
the envied as not deserved (Van de Ven et al. 2011). From a functionalist perspective, these two types of envy should
relate to different behaviors regarding how envious people set their goals. Specifically, experiencing benign envy
leads enviers to improve their current position because they set a proper goal to catch up with the envied (Lange and
Crusius 2015). On the contrary, experiencing malicious envy leads the envious person to decrease or denigrate the
advantage of the envied person to bring life in balance (Van de Ven et al. 2009). As to the cause of envy, the social
comparison theory suggests that the feeling of envy is the result of a social comparison behavior (Festinger 1954).
The social comparison information can cause someone to feel threatened and result in negative emotions such as envy
(Salovey and Rodin 1984).
Upon reviewing the literature on envy and luxury brand social media, this study identifies two major research
gaps in the literature. First, although numerous studies have been conducted to examine consumer behaviors and
interactions in the online social media community, little attention has been paid to consumers’ emotional states and
the resulted behaviors in this context. Particularly, the role of envy as an important motivational driver of luxury
product consumption has been largely ignored. In the social media community, the role of envy could be more
predominant since the social media community make the comparison among consumers easier and also it occurs at a
larger scale. Second, in the envy literature, previous studies have examined how the emotion of envy is generated
(Van de Ven et al. 2009; Lange and Crusius 2015), but few empirical studies have been conducted to understand under
what condition either malicious or benign envy can be generated.

Theoretical Framework and Proposition Development
To address the above research gaps, this study intends to examine under what conditions the different types of
envy are more likely to be generated in the luxury brand community. Specifically, we propose that high-power
members and low-power members in the luxury brand social media would behave differently based on what kind of
envy is dominant. The Social Comparison Theory has been employed to develop our hypotheses. According to Social
Comparison Theory, personal relationships are categorized into two types: in-group or out-group. Which group the
person belongs to would make a difference in his or her coping strategy affected by social identity (Branscombe et al.
1993). The Social Comparison Theory states that individuals like to determine their own positions based on how they
compare themselves with others (Festinger 1954). In the luxury brand community, whether benign or malicious envy
is generated is largely determined by which group a consumer identify with and which group the consumer compares
with.
Malicious envy is linked to low control and fear of failure (Van de Ven et al. 2011). Malicious envy is typically
elicited when an individual found that other members in the society own a product or object that he/she wants but does
not possess. To prove his/her superiority and competency, the person may degrade the others’ possessions or level the
difference by pulling others down. Thus, fear of lost competency and status is related to malicious envy and leads to
hostile motivation toward envied person (Smith and Kim 2007).
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In the luxury brand community context, high-power members perceive themselves as the center of the community.
They intend to impress others and maintain their superiority and exclusivity of the high-power membership. When
their superiority and status are threatened, high-power members tend to feel anxious and lose control, which may lead
the envier to level down the success of envied person. Compared to high-power members, low-power members are
less active in the luxury community. Because of their low participation rate and less contribution, low-power members
do not possess the superiority and the high status in the community. As a result, they are not likely to compare
themselves with other community members. Thus, compared with low-power members, high-power members are
more likely to have malicious envy than low-power members.
H1a: Comparing with low-power members, high-power members are more likely to have malicious envy
toward other luxury brand community members.
A high-power member may treat other high-power members as in the same group (In-group) and low-power
members as in a different group (out-group). According to the Social Comparison Theory, consumers are more likely
to compare with in-group than out-group (Michinov and Michinov 2011). In other words, the closer a person is to the
other, the more likely a person will compare themselves with the envied (Tesser and Campbell 1990). Therefore, in
the luxury brand community context, high-power members are more likely to envy other high-power members than
those low-power members. When a high-power member’s status is threatened, as the in-group defensive reaction the
individual may react to the threats in a malicious way.
H1b: High-power members are more likely to have malicious envy when they envy high-power members rather
than low-power members.
Low-power members do not possess the same superiority as the high-power members in the community. They
generally behave as information seekers in social media and show admiration to others and want to be closer to the
envied high-power members (Van de Ven et al. 2009). Since they tend to look up to other community members, they
are more likely to generate benign envy to other community members than high-power members. Different from
malicious envy, the nature of benign envy is to improve the position by leveling themselves up when envious
individuals perceive difference between them and people they envied (Crusius & Mussweiler 2012).
H2a: Compared to high-power members, low-power members are more likely to have benign envy toward
other luxury brand community members.
A low-power member may treat other low-power members as in the same group (In-group) and high-power
members as in a different group (out-group). High-power members are the group that low-power members look up to,
whereas the other low-power members have the same status as them. In the luxury brand community, high-power
members are the individuals who have many followers and upload large amounts of luxury product posts. Low-power
members may desire their ability and status that the high-power group has and strive toward them. Thus, they are
likely to produce benign envy toward them. However, other low-power members do not have the superiority or status
that they desire. Thus, they are not likely to generate benign envy toward them.
H2b: Low-power members are more likely to have benign envy when they envy high-power members rather
than low-power members.
We propose that the self-identity motive is the underlying driver of envy for high power members. Identity
motives are the driving force for achieving certain identity states and are essential to intergroup relations (Tajfel 1982).
Individuals are working hard to maximize satisfaction and minimize risk of losing identity consciously or
unconsciously when constructing their identity. The self-esteem motive is one of the most important self-identity
motives and is defined as “the motivation to maintain and enhance a positive conception of oneself” (Gecas 1982 p.
20). People maintain their self-esteem not for its own sake, but rather hope to increase their value and social acceptance
in the eyes of other people in the group (Leary 2005). High-power members are relatively more active in social media
and post large number of high-quality posts. They can sustain their self-esteem by drawing star-like attention to
themselves and are followed by more members in the forum. To a high-power member, other high-power members
are their major competitors in the community. When a high-power member in the online luxury community perceives
that some other in-group high-power members begin to outshine his/her status, he/she may feel that his or her selfesteem is seriously threatened. This might generate malicious envy in him/her and drive him/her to bring down the
other members in order to sustain his/her own central position. On the other hand, low-power members have little
resources and they are not likely to become a real threat to a high-power member. When a high-power member saw
that some low-power members start to attract a lot of attention, he or she may not concern themselves much since the
low-power member are not in the same social comparison groups and he/she may not think they will ultimately
threaten his/her position in the community.
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H3: The self-esteem motive will be more salient when high-power members envy other high power-members
than low-power members.
“A ‘self-motive’ is an inclination that is focused on establishing or maintaining a particular state of selfawareness.” (Leary 2007 p.319) A person’s self-awareness arrives from the cognition that he or she is belonging to a
certain group (Tajfel and Turner 1979). Individuals’ identification can be achieved by the imitation of a status role
that is envied (Burton and Whiting 1961). Thus, envy can be a driving force for identity construction when a person
is eager to enjoy a higher-class group they admire. The belonging motive is defined as the desire to sustain or improve
the perception of affiliation to other people (Vignoles et al. 2006). In a dyadic relationship, the belonging motive
drives people to gain socially acceptance from others.
In the luxury brand community, low-power members who possess benign envy admire the high-power members
and may hope to be affiliated with them. Belonging motive drives the low-power members to strive to increase their
own status in the community. Although low-power members also compare themselves with other low-power members,
other low-power members typically do not process the same superiority and status the high-power members have.
Therefore, they are not likely to generate benign envy toward them. Even when one in-group low-power member
suddenly becomes popular in the community by posting some high-quality posts, other low-power members may feel
threatened and try to level it down by thinking they do not deserve the attention instead of admiring the individual and
want to identify with him/her.
H4: The belonging motive will be more salient when low-power members envy high-power members than
other low-power members.

Expected Results and Implications
Two experiments will be conducted to test the hypotheses. We expect to find that high-power members tend to
have malicious envy while low-power members tend to demonstrate benign envy in the luxury brand community.
Moreover, high-power members are more likely to generate malicious envy when comparing themselves to other highpower members than to low-power members. In contrast, low-power members are more likely to have benign envy
when comparing themselves to high-power members than to other low-power members. In addition, the self-esteem
motive and belonging motive are the underlying drivers of the envy for high-power members and low-power members
respectively.
Our findings will provide important implications to both marketing researchers and practitioners. First, the online
brand community has become an important venue for luxury brand marketing. Accordingly, understanding
consumers’ emotional states and behaviors in the luxury brand community has increasingly become an important
research topic. Particularly, members of a luxury brand community can easily see each other’ posts, which makes the
social comparison among community members inevitable. This study sheds new light on how social comparisons will
lead to different types of envy among high-power vs. low-power members and under what conditions malicious or
benign envy is more likely to be elicited. Second, this study extends the existing research on envy by showing selfidentity and belong motives are the two major motivational drivers of consumer malicious envy and benign envy
respectively. Third, bloggers with different status in the online brand community can contribute to luxury brand
differently. For high-power members, they can change the way low-power members evaluate the luxury brand to
stimulate their desires. For low-power members, their following behavior can increase high-power members’ selfesteem and encourage high-power members to contribute more. Therefore, understanding envy mechanism in luxury
brand social media helps luxury brands to market their products in an economic way.
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Summary Brief

Assessing the Influence of Social Media in Strategic
Marketing Outcomes
Manisha Mathur, Augusta University, USA
The social media strategies have changed the landscape of customer-firm associations. Yet, little is understood
about the sustained effects of social media, particularly on firm performance. This research examines the extent to
which social media plays a key role in the development of branding and marketing strategies that lead to sustained
competitive advantage. We use econometric modeling to determine whether a brand’s performance remains stable
with the extended implementation of social media marketing and how long the effect of social media is beneficial for
a firm. The results yield significant implications for both marketing theory and practice.

Introduction
The current retail landscape emphasizes superior customer experience rather than pricing strategy as critical to
gaining a sustainable competitive advantage (Khan & Rahman, 2015; Levy, Grewal, Kopalle, & Hess, 2004). Calvin
Klein’s turnaround in the jeans business due to millennial targeting strategy (Aboutaleb 2015) and the recent
forecasted rise in the US retail industry digital ad spending (emarketer 2013) point marketers to seek unique and novel
ways to sustain their competitive advantage. Our research fills an important lacuna in the current research in marketing
that investigates the role of social media in effectively managing brands. This is particularly important since brand
relationships are key to brand value and social media allows and promotes brand relationships (Mangold and Faulds
2009), however in novel ways. When considering social media strategies to building brand relationships, it is important
for marketers to determine if these strategies can be maintained to obtain a competitive advantage. In this respect,
quantifying the long-lasting effects of aspects of social media that have enduring and accumulative effects on brand
value becomes imperative. Thus, our research advances recent studies on brand management on social media and
emphasizes the power of social media by evaluating the long-lasting enduring effect of social media. VAR is a robust
time-series econometric approach (Lütkepohl 2005) that can assess the long-run, enduring effects of social media
factors on brand value.

Background
Despite numerous drivers of retail competitive advantage (pricing strategy, advertising, customer experience,
innovations, etc.), it is imperative that retailers consistently find inimitable yet easily expendable sources of
competitive advantage. Yet what is lost in this advertising frenzy and price wars is the role of social advocacy in a
retailer’s success. With that in mind, the research objectives of this study are threefold: First, to establish the key role
of social advocacy in accounting for a retailer’s success in a highly discerned consumer-controlled world of social
media. In this research, we demonstrate that both social media engagement and social sentiments of customers
positively influence the development of social advocacy. Next, we propose and establish the existence of endogeneity
among constructs examined in this study. With little prior research on the direction of relationships among constructs
studied in the context of social media, it is important that we examine the potential endogeneity. Finally, we determine
the role of social media aspects related to both firms and customers in influencing a brand’s value. This empirical
examination is theoretically grounded in relationship marketing (Morgan and Hunt 1994) and modern sociological
perspective on social network theory. Evaluating proposed relationships within the framework of diverse yet
integrated theoretical perspectives enables this research to highlight newer ways to seek competitive advantage
without radical spending and changing of organizational policies. Research in marketing has yet to explore
relationships among variables that are recently becoming critical for our understanding of divergent and conflicting
events in retail industries.

Key Findings
The findings from estimating the VAR model demonstrate the endogeneity among social media engagement,
relationship quality, social advocacy, and brand value with important implications for both marketing theory and
practice. Alternative models were tested and it was found that the VAR model provided the best fit to the data.
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Summary Brief

Effects of Personal Identity and Self-Construal on
Liking and Buying Behavior: The Role of Social
Distance and Brand Uniqueness
Trung Dam-Huy Thai, National Cheng Kung University, Taiwan, ROC.
Tien Wang, National Cheng Kung University, Taiwan, ROC.
This study investigates how personal identity and self-construal influence liking and buying behavior under the
moderation effects of social distance and brand uniqueness. Study 1 examines the liking and buying phenomenon in
social network sites (SNSs). Study 2, 3, and 4 are experiments to test research hypotheses.

Introduction
People often assimilate to and differentiate from the behaviors to others (Brewer 1991; Chan et al. 2012; Pickett
et al. 2002), less is known about how online social network (OSN) users reconcile these conflicting tendencies for
their social groups. Also, no definite answer is about how social distance and individual construal influence on “like”
a brand and its buying behavior in online SNSs.
This study aims to investigate how being the same and difference at the same time combine to drive consumer
choice when they have learned that their friends and other OSN users have clicked to “like” a product brand. We
further investigate how similarity and difference influence consumer self-construal in explaining liking and buying
behavior.
Drawing on the theories of psychological distance, self-construal, and personal identity, this study suggests that
within group liking a brand and its buying behavior on SNSs is driven by the characters of personal identity
(assimilation versus differentiation) and self-construal orientation (interdependence versus independence). These
effects are facilitated by the level of social distance (close and far) and brand uniqueness.

Literature Review and Hypotheses
Liking and Buying Behavior on SNSs
The advent of social media has created useful platforms for their users to communicate with other users and with
brands (Phua and Ahn 2016). OSN users use social media interface to express their opinions about brands and their
products by clicking emotions (Thai and Wang 2018). Liking a brand is considered as a symbol of self-representation
(Mehdizadeh 2010). It pronounces the positive perception, preference, and belief of OSN users about the liked brand.

Assimilation Versus Differentiation
People often assimilate to the behavior of aspiration groups and make choices that are consistent with positive
reference groups (Chan et al. 2012; Pickett and Brewer 2001; Pickett et al. 2002). People with a need of uniqueness
tend to be different from their social groups and make different choices that distinguish themselves from in-group and
from out-group members (Chan et al. 2012; Pickett and Brewer 2001; Pickett et al. 2002)

Self-Construal
Self-construal reflects the extent to which individuals perceive themselves either as an individuated entity or in
relation to others (Agrawal and Maheswaran 2005; Zhang and Shrum 2008). People with interdependent self-construal
see themselves as part of a group and define themselves with respect to other group members while people with
independent self-construal consider themselves as unique and value characteristics that distinguish them from other
members of the group (Agrawal and Maheswaran 2005; Markus and Kitayama 1991; Swaminathan et al. 2007).

Social Distance
Customers often are exposed to other people’s opinions or recommendations when they make decisions. Their
decisions are often based the close or distant relationship with other people. Psychological distance and construal level
theories distinguish two levels of social distance as close and distant, such as self versus other, an in-group versus outgroup member (Trope et al. 2007). People are more likely consistent with the behavior of someone that has close
relationship with them rather than those that are more distant (Kim et al. 2008; Trope et al. 2007; Zhao and Xie 2011)
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Based on the literature review and our argumentations, this study formulates the following hypotheses:
H1. With the sense of being similar to other members in a social group, OSN users are likely to click “like” a
brand which has been “liked” by their social group members, when the social distance is perceived as close
rather than far.
H2. With the sense of being similar to other members in a social group, OSN users are likely to buy products of
the brand which has been “liked” by their social group members, when the social distance is perceived as
close rather than far.
H3. With the sense of being similar to other members in a social group, OSN users will evoke interdependent
self-construal orientation and therefore tend to click “like” a brand which has been “liked” by their social
group members, when the social distance is perceived as close rather than far.
H4. With the sense of being similar to other members in a social group, OSN users will evoke interdependent
self-construal orientation and therefore tend to buy products of the brand which has been “liked” by their
social group members, when the social distance is perceived as close rather than far.
H5. With the sense of being different to other members in a social group, OSN users will evoke independent
self-construal orientation but tend to click “like” a brand which has been “liked” by their social group
members if the “liked” brand is described as unique to OSN users, when the social distance is perceived as
close rather than far.
H6. With the sense of being different to others in a social group, OSN users will evoke independent selfconstrual orientation but tend to buy products of the brand which has been “liked” by their social group
members if the “liked” brand is described as unique to OSN users, when the social distance is perceived as
close rather than far.

Method
Five studies are engaged. The results of Study one in form of a survey provided preliminary evidence for liking
and buying behavior on SNSs. Study 2,3, and 4 are experiments to test hypotheses.

Expected Finding
This study searches for validating the various effects of assimilation and differentiation on liking and buying
behavior in which assimilation is positively associated to liking and buying behavior due to in-group effect whereas
differentiation does not predict this behavior. Assimilation and differentiation also raise interdependent and
independent self-construal of OSN users where interdependent self construal triggers liking and buying behavior while
independent self construal influences OSN users to reject to like and buy products of the “liked” brand. All these
effects are within group and moderated by the level of social distance, close or far. However, although being different
from OSN users, independent self-construal still exerts an impact on OSN users to “like” and buy products of the
brand “liked” by their social group if the “liked” brand is found to be unique to OSN users.
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Summary Brief

The Influence of Branded Podcasts on Brand Image
and Corporate Reputation: An Impression
Management Perspective
Deborah Goldring, Stetson University, USA
Podcasts are a content marketing tactic that brands can use to distribute relevant and useful information in audio
format to help build brand awareness and develop demand for offerings. Podcasts are a unique departure from
traditional terrestrial radio in that they are focused on niche target markets, are in digital format, can vary in length
and format, and can be streamed on-demand or subscribed to by the listener. Creating compelling and high-quality
podcasts that engage listeners and keep them returning for more is a challenge that many brands underestimate. This
research explores effective branded podcasting applying impression management theory.

Introduction
Podcasts, a relatively new form of marketing content, are stored or live digital-audio programs that are accessed
by listeners on a variety of devices, either on demand or via subscription. Branded podcasts are a form of pull or
inbound marketing (Halligan and Shah, 2014) that engages prospects and customers at the appropriate point in the
buyer journey (Holliman and Rowley, 2014). Marketers recognize the considerable potential of podcasts in the
communications mix both to send relevant messages and generate advertising revenue as brands position themselves
as publishers of digital marketing content using owned media.
Podcasting has gained rapid popularity as a tool for companies to share information, build their brands, and
promote their expertise. Organizations recognize the role that podcasting can have on their lead generation as well as
corporate image and reputation. Despite the exponential growth of branded podcasts, this topic has received minimal
attention in the marketing literature. The focus of this research is to begin to understand how organizations can use
podcasts to control their brand messaging and create perceptions about who they are and what they stand for.

Literature Review and Conceptual Framework
Branded podcasts, as part of a content strategy, enable listeners to form impressions of the corporate brand image
and perceptions of corporate reputation (Abratt and Kleyn, 2012). Based on the work of Goffman (1959),
Organizational Impression Management (OIM) theory extends some individual behaviors into organizational
behaviors to explain how brands present themselves in ‘performances’ to audiences. This research posits that the
effective use of podcasts has positive effects on both corporate image and corporate reputation.
The literature on branded podcasting is synthesized from several disciplines. Source and message credibility are
the focus of the PodCred framework (Tsagkias, Larson, and deRijke, 2010), from the information systems literature.
From the communication literature, Nelson and Faux (2016) podcast effectiveness is comprised of expertise and
credentials, accuracy, quality of information, production quality, and currency. Holliman and Rowley (2014) found
that valuable content engages the audience and brings value to the corporate image and the firm’s brands. Podcasts
also offer value to customers through interactions and content engagement (Hollebeek and Macky, 2019). Podcasts
enable value-in-use, value co-creation, and listener value-creation (Grönroos, 2011). Baack et al. (2016) found that
creative messages that are novel, unusual, divergent, surprising, or unique have a positive impact on brand cognitions,
and favorable brand attitudes.

Future Research
Our review of branded podcast literature demonstrates the potential for further theoretical and conceptual study.
Podcasts enable audio interactions between brands and customers that are easy to implement, yet little is known about
how this form of marketing content integrates into brands’ branding and image strategy.
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Summary Brief

When Does Online Review Matter?
Rae Yule Kim, Rutgers University, USA
Word of Mouth (WOM) is powerful, and online reviews are the most readily available WOM source in electronic
commerce. A recent Pew survey found that 82% of American adults read online reviews for new purchases. This study
investigates consumer rationales about when they incorporate online review into economic decision making.

Online Review and Perceived Risk
Word of Mouth (WOM) is powerful, and online reviews are the most accessible source of Word of Mouth
information in electronic commerce. A recent Pew Research survey found that 82% of American adults read the online
review for new purchases (Smith and Anderson, 2016). The power of online reviews for sales boosts has been studied
extensively. One star increase in Yelp review ratings was likely to increase sales up to 9% (Luca, 2011), and boost
store traffics up to 38% (Anderson and Magruder, 2013). The importance of managing favorable online reputation
cannot be overstated.
However, there has been limited attention given to understanding the consumers’ rationales about when online
reviews matter for making purchase decisions. Online reviews are the opinions of the experienced customers, and
positive valence in the reviews is likely to infer a good product quality (Liu, 2006). It is predictable that online reviews
have social influence that project information about product quality. One other reason why consumer sees WOM
information might be that they want to minimize the purchase risks (Roselius, 1971). From this perspective, there
might be decreased needs for reducing purchase uncertainties. Many factors might affect perceived risks in online
shopping. This study investigates when does online review matter to consumers based on price-quality belief theory
and branding research.

Price-Quality Heuristics
The previous research finds that people tend to develop heuristics that the price infers the product quality, and
this price-quality belief can affect our judgment even unconsciously (Adaval and Monroe, 2002). Products that
contradict the price-quality heuristics should be more tempting since consumers want to maximize utility by obtaining
the highest quality products for the lowest cost. Ironically, however, consumers might perceive enhanced purchase
risks from the products that contradict the price-quality belief. Consumers might emphasize more on online reviews
when they make purchase decisions for the products that do not fit the heuristics.

Brandedness
Brandedness can be a powerful signal that influences consumers’ perceptions of product quality. Brands imply
the guarantee about the product quality through their reputations of product success, which have been built over time
(Keller, 1993). From this perspective, it is predictable that the importance of online reviews in consumers’ purchase
decisions for branded products might be significantly reduced since consumer might perceive minimal purchase risks
for the products from reliable brands.

Data and Methodology
This study examined choice data from 646,576 consumers who made purchases from 13,293,602 accommodation
information pages in an accommodation booking website during 2017. Consumers viewed 21 accommodations on
average before making the purchase decisions. Hotel information webpages that were viewed by each consumer were
scraped and identified with the consumer. Binary choice variable indicated whether a hotel was booked by the
consumer. Online review ratings, price, and hotel brands were scrapped at the time when the ads were viewed by
consumers. Hotel quality score was calculated by summing the hotel’s location scores and the hotel stars.
The author generated a variable that measures purchase utility, which is calculated by subtracting the product’s
price from the product quality score. Purchase utility infers relative surplus or deficit in product quality for the price.
Consider that the average purchase utility can be used as a reference to determine whether the product is sold at a
lower or more expensive price for its quality. Brandedness denotes a binary classifier whether the hotel in the ad was
branded or not branded. The effect sizes of the pairwise correlation coefficients were moderate (Wooldridge, 2013).
We investigated the interaction effects between the purchase risk factors and online review ratings on consumer choice
by logistic model.
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Results
Branded hotels were 35% more likely to be sold compared to non-branded hotels. Interestingly, consumers were
aversive to the products that contradict the price-quality heuristics, and the accommodations with higher purchase
utility were 3% less likely to be booked. The results suggest that consumers tended to avoid the doubtful ads in which
the product quality was too good for the price. However, the aversiveness was significantly moderated by online
review ratings, where the interaction effect between purchase utility and online review ratings was positive. More than
or equal to three stars (out of five) in online review ratings relieved the consumers’ doubts about the abnormal purchase
utility. One star increase in review ratings was likely to increase the chances of sales by 56%. However, online review
rating was a less important factor when consumers made purchases on branded hotels. The interaction effect between
online review rating and hotel brandedness was negative, reducing the review rating effect by 7%.

When Does Online Review Matter?
The estimation results suggest that the effect of online reviews on consumer choice is variant by factors that
influence consumers’ judgments of the purchase risks. Consumers tended to weigh more on online review ratings
when they purchased non-branded products or when purchase utility seemed doubtful. From this perspective,
consumers might judge the helpfulness or usefulness of online reviews by focusing more on the sentiments that relieve
their doubts. Consumers might find positive sentiments about the products’ purchase values more persuasive
compared to positive sentiments about the products’ attributes. Consumers’ judgments of purchase risks are
endogenous in estimating the effect of online reviews on product choice. Online reviews matter more when consumers
perceive enhanced purchase risks. The author recommends that future studies about the online review effect on
consumer choice should account for the consumers’ motivations about why they see online reviews for new purchases.
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Summary Brief

Innovation and Performance Associations of
Responsive and Proactive Market Orientations: A
Meta-Analysis Application
James D. Doyle, The University of North Carolina at Pembroke, USA
Zhixin Kang, The University of North Carolina at Pembroke, USA
Meta-analytic market orientation research has focused on the “big picture” questions important to ask of a
mature literature, but it continues to overlook the proactive versus responsive market orientation distinction. To fill
this gap, we report the results of meta-analysis examining the capability correlates and performance outcomes of
proactive versus responsive market orientation.

Responsive and Proactive Market Orientation
Ever since the seminal works of Narver and Slater (1990) and Kohli and Jaworski (1990), scholars have
continually explored the performance outcomes, organizational correlates, and situational contingencies of the market
orientation construct. Concurrently, conceptual development has unfolded at an impressive pace; particularly relevant
to the present study is the responsive versus proactive market orientation distinction (Narver, Slater, and MacLachlan
2004) as well as theoretical viewpoints that explain performance differences between firms as a reflection of unequal
possession and deployment of resources across firms (e.g., dynamic capability extension to the resource-based theory
of the firm; Morgan, Vorhies, and Mason 2009). To explore the relationships between proactive market orientation,
responsive market orientation, organizational innovativeness, and performance, the following hypotheses are
proposed:
H1: Proactive market orientation is positively related to organization-level innovativeness.
H2: Responsive market orientation is positively related to organization-level innovativeness.
H3: Organization-level innovativeness is positively related to organization-level performance.
H4: Marketing capabilities are positively related to organization-level performance. .

Methodology
MetaXL was used for performing conventional meta-analysis, and two-stage meta-analysis using the R metasem
package (Cheung 2018) was executed to assess Hs 1-4. The R metasem package allows the researcher to integrate
meta-analysis and structural equation modeling by first constructing a pooled correlation matrix and then assessing fit
and determining model coefficients. In this study, 37 papers reporting 284 effects are used for hypothesis testing
purposes. The principal proactive market orientation operationalization was that developed by Narver, Slater, and
MacLachlan (2004); in this scale, anticipation, discovery, brainstorming, searching, and working with lead users are
emphasized. To operationalize responsive market orientation, Narver, Slater, and MacLachlan (2004) used the
MORTN scale developed by Deshpande and Farley (1998); serving customer needs, internally communicating
customer information, frequent and systematic measurement of customer satisfaction, and customer focus are
emphasized in the scale.
Just as the literature features multiple market orientation scales, so too does it regarding organizational
innovativeness. First, organizational innovativeness is sometimes measured in absolute terms but in others relative to
goals (e.g., “General speaking, the development speed of our new product projects is far ahead of our time goals;”
Chen, Li, Evans, and Arnold 2017) or industry activity (e.g., “The quality of our new products or services is superior
to that of our competitors;” Paladino 2007). Second, innovation is sometimes approached from an organizational
culture perspective (e.g., “Our business unit encourages people to think and behave in original and novel ways;” Chen,
Li, and Evans 2012) and other times focused on innovation outcomes (e.g., “Our new products or services incorporate
a large new body of technological knowledge;” Paladino 2007). Marketing capabilities relate to a wide array of market
tasks. Accordingly, a study was included in the dataset if it include a scale related to the ability of the organization to
perform a market task; often, the measure is framed in reference to goals or relevant competitors (e.g., Morgan,
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Vorhies, and Mason 2009). Finally, organizational performance is frequently assessed subjectively, again often in
relative terms.

Results
H1 suggested that proactive market orientation is positively related to organization-level innovativeness; as
shown, this hypothesis receives strong support (B = .45, SE = .04; z = 11.67, p < .001). H2 hypothesized that responsive
market orientation is positively related to organization-level innovativeness; again, this hypothesis is supported (B =
.122, SE = .04; z = 3.19, p < .001). Together, responsive and proactive market orientation explain 23% of the variance
in the organizational innovativeness construct. Of the two market orientation forms, a proactive stance to market
learning and execution (i.e., proactive market orientation) would appear better aligned with organization-level
innovativeness than the responsive one. Interestingly, then, it would appear that innovation efforts, even those
occurring beyond the formal reach of the marketing department, are likely to be at least subtly infused with market
intelligence with respect to latent human needs. H3 suggested that organization-level innovativeness is positively
related to organization-level performance; as shown, this hypothesis receives strong support (B = .25, SE = .04; z =
5.85, p < .001). Finally, H4 hypothesized that marketing capabilities are positively related to organization-level
performance; again, the analysis supports this hypothesis (B = .17, SE = .04; z = 4.17, p < .001).
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The State of Theory in Channel Marketing: A
Research Note
Vida Morkunas, Lulea University of Technology, Sweden
Kristin Matheson, Simon Fraser University, Canada
Rob McGregor, Lulea University of Technology, Sweden
This paper presents a review of the theories that have been used in channel marketing research in the top ten
academic marketing journals between 1998 and 2018. With a focus on peer-reviewed articles, a total of 502 published
papers were extracted from the twenty-year dataset, and the theories used in these papers were tabulated and
examined. The authors examined the theories within each journal and within the dataset and noted trends and future
opportunities for research. The analysis and discussion examined the trends in theory usage, identified gaps in the
extant research and provided recommendations for future research.

Introduction
The aim of this study was to examine the role of theory in channel marketing, and to answer the questions: to
what extent is research in channel marketing grounded in theory? And, what disciplines do theories in channel
marketing come from? We used peer-reviewed papers published in the top ten academic marketing journals between
1998 and 2018. We examined papers that used theory and examined not only promotional activities between business
partners, but also supply chain management and logistics, which support the successful execution of marketing
campaigns.
We remarked on the nature of the theories that were used in the channel-marketing papers under review and made
note of the trends in which these theories were used. We listed the most popular theories that describe channel
marketing. Given the paucity of theoretical papers on channel marketing inside our dataset, we concluded that most
of the research about channel marketing is published in journals whose audience included (if not favored) practitioners.
Finally, we provided a further research agenda to academics.

Literature Review
Although previous research had been published about top theories used in marketing advertising and research
trends in marketing channels (Pitt et al., 2005; Van der Merwe et al., 2007; Watson et al. 2015), we found that there
was no other study that reviewed the use of theory about marketing channels specifically, in the ten currently topranked marketing journals within the last twenty years. Coase (1937) first wrote about marketing channels but focused
exclusively on economic theory in his approach. In the early 1960s academics began considering non-economic
theories from other disciplines to better understand what was affecting distribution channels (Bucklin 1966). Since
2010, channel marketing research has relied on complex data sources for a more complete view of the channel
relationship from multiple perspectives (Palmatier et al. 2014). This work opened the door to considering roles,
communication, power dependence and conflict in distribution channel dynamics (Watson et al 2015). More recent
channels research generally focused on strategies that improve relationship outcomes between channel members
(Kozlenkova et al. 2015).

Methodology
We reviewed the top ten marketing journals listed in Web of Science (2019) and collected all papers published
between January 1998 and December 2018. We extracted 12,629 papers and discarded any papers that were not peerreviewed and retained 11,059 peer-reviewed papers. We used keywords relating to supply chain management, logistics
and procurement. Searching for theory-related keywords further reduced our dataset to 3,870 theoretical papers. Only
502 of these theoretical papers focused on channel marketing, listing 137 distinct theories.
We calculated the percentage of peer-reviewed channel marketing papers within the set of all peer reviewed
papers retained for our analysis, for each journal. These numbers range from 0.1% for the Journal of Consumer
Research to only 10.3% in Marketing Science. The top eight theories that were used more than 10 times in research
on channel marketing include: economic theory (81 instances); game theory (72); agency theory (25); social exchange
theory (21); transaction cost economic theory (20); marketing theory (18); resource-based view theory (15); and
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institutional theory (13). We observed that economic theory and game theory dominated consistently over the past 20
years of research in these journals. However, the use of institutional theory has gained ground in recent years. In
addition, social exchange theory and transaction cost economic theory continue to have a strong presence.
The Journal of Industrial Marketing Management and the Journal of Marketing Science published the highest
number of theory-based papers on channel marketing: 256 and 113 papers respectively. The Journal of Industrial
Marketing Management had the greatest diversity and range of theories represented. Industrial Marketing and
Purchasing theory (IMP) was used in IMM but does not appear in any other journals. The European Journal of
Marketing, the Journal of Marketing, and the Journal of the Academy of Marketing Science also demonstrated a great
variety of theories. The Journal of Consumer Psychology and the Journal of Consumer Research listed the smallest
number of theoretical channel marketing papers with 0 and 1 respectively during the period under review.
Theory building was highly common overall within the sample with a total of 79 papers citing theory building;
however, fewer than 25% of these instances were conceptual, with the majority (61 papers) building theory using
empirical research. The greatest number of theory building papers appeared in the Journal of Industrial Marketing
Management, with 29 instances.

Discussion
Our analysis of peer-reviewed papers published over the last twenty years in the top ten marketing journals finds
that approximately 35% contained theory, of which approximately only 12% related to channel marketing. Less than
one percent of all the papers in our entire sample of 11,059 papers cite theory building in relation to channel marketing.
Of that 1%, 77% were empirical as opposed to conceptual.
Theory use relating to channel marketing was greatest between 2009 to 2013 when both economic theory and
game theory were used most often. However, we also observed that the use of institutional theory is growing, and
social exchange theory and transaction cost economic theory have a strong presence. In line with past research (Watson
et al., 2015), transaction cost economic theory and game theory were also identified as key theories. The research
presented in our study adds to this by highlighting some additional theories, such as institutional theory, that were not
as predominant at the time of Watson’s study. Social exchange theory was a consistent finding in our research. Overall,
we observe that economic based theories still have a strong hold on channel marketing research in the marketing
discipline. The inclusion of the IMM journal in this study builds on prior research and identifies additional theories,
primarily institutional theory and IMP.

Conclusion and Future Research
This study provides several opportunities for future research. A citation analysis will uncover which of the top 10
journal research papers have the most impact in the more focused pool of research and practitioner papers. This study
analyzed the top ten marketing journals; however, there are other journals that focus on operations where different or
additional theories could be used to research channel marketing, with more focus on logistics, supply chain
management and business-to-business marketing.
Our research uncovered the top eight channel marketing theories identified over a span of time of 20 years. Future
research could also examine the theories that were used more recently, even if these theories were used only a limited
number of times (10 times or less) and examine the contents of papers under review. This research would provide
more granularity and could identify additional gaps. Theories such as institutional theory that focus on social structures
and social behavior could be fruitful ground for both academics and practitioners in this area. Finally, further theory
building could provide deeper insights and contexts for researchers and practitioners alike.
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Selecting Customers for the MBA Classroom: Using
Computerized Text Analysis to Examine Student
Application Essays
Sarah Lord Ferguson, Simon Fraser University Vancouver, Canada
Michael Parent, Simon Fraser University Vancouver, Canada
Kristin Matheson, Simon Fraser University Vancouver, Canada
Cai Feng (Mitsu) , Simon Fraser University Vancouver, Canada
Christine Pitt, KTH Royal Institute of Technology, Sweden
Kerstin Heilgenberg, University of Victoria, Canada
The selection of applicants into a Master of Business Administration (MBA) program can be a difficult and timeconsuming process. Often even after reviewing GPAs, GMAT scores, and reference letters, admissions departments
may make mistakes and there may be some inherent bias in their decisions. It is therefore important that admissions
departments regularly review their customer selection processes and consider using more objective tools in their
decision- making methods. One particularly subjective aspect of a candidate’s application is the personal essay. By
using computerized text analysis, admissions personnel can create an objective profile of any essay. This can then be
used as a tool to determine the characteristics associated with those essays written by successful applicants, and also
to evaluate if there are any biases in the decision-making process. In the research presented here, we demonstrate the
use of a sophisticated content analysis software for the analysis of 732 application essays for a full-time MBA
program. We then explored whether there were any differences across the summary variables of analytical thinking,
clout, authenticity, and emotional tone between those successful and unsuccessful applicants as well as between
international and domestic applicants and gender. We also collected data on GMAT, admissions GPA, and final GPA
and report differences in the scores on these variables across the aforementioned groups.

Introduction
The majority of graduate business schools that offer full time MBA (FTMBA) programs require prospective
students to complete applications that provide insight into their suitability or otherwise for the course of study.
Included in these application packages would be selection variables such as the prospective student’s scores on a
selection test such as the GMAT or the GRE, performance (e.g. GPA) on undergraduate or other tertiary education
programs, letters of reference, resumes, and an essay by the applicant. Selection tests and previous academic
performance provide objective guides to admission decision makers, and letters of reference ideally should provide
an independent assessment of candidates. GPAs, GMATs and TOEFLs provide easy to use cut-off points, as does to
some extent a resume indicating a certain minimum work experience. Of course, admissions administrators rarely see
bad references, since most applicants are astute enough to only ask for letters from referees who will at least not be
negative. Therefore, letters of reference are probably less useful in determining an applicant’s suitability for an MBA
except in the very rare instances where referees flag serious problems.
Similarly, resumes can of course be inflated and overstated, but in most cases the required information will be
available. Application essays, on the other hand, are an entirely different story and assessing them will always be
subjective. While it might be possible to rank, rather than rate them, evaluating them is always a time-consuming,
resource intensive task.
The overall objective of this research was to investigate whether the essays from applicants to a full-time MBA
program in the Northwest might be used as far more insightful pieces of information that can better inform admission
decisions and enhance the quality of the student intake and the student experience. By analysing application essays
using sophisticated automated text analysis tools, we were able to obtain quantitative scores attributed to different
characteristics associated with each essay and then compare them between those of successful and unsuccessful
applicants as well as between other groups (e.g. international vs. domestic applicants). We also examined correlational
relationships between the content analysis scores from the essays and GMAT/GRE scores and GPA. In what follows,
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we describe the automated textual analysis technique used and the results of our study in order to demonstrate how
these types of tools can be useful to admissions decision-makers.

Background: Textual Data Analysis Tools
The recent past has not only seen a significant rise in the amount of unstructured textual data available to
researchers, but also a noteworthy increase in the number and sophistication of tools available to perform automated
textual content analysis using computers. There is a range of software that relies on supplied- or user-created
dictionaries, such as WordStat (e.g. Pitt et al., 2007) and DICTION (e.g. Short and Palmer, 2003; 2008), to packages
that produce graphic output that users then need to interpret, such as Leximancer (e.g. Campbell at al., 2011), and
more recently, artificial intelligence systems such as IBM’s Watson (e.g. Pitt, Mulvey and Kietzmann, 2019; Treen et
al., 2018).
Some psychologists have argued that the words people use to express their thoughts and ideas, and to
communicate in everyday life, say a lot about their psychological and social worlds, as well as their social status,
motives, and even gender and age (Pennebaker, Mehl and Niederhoffer, 2003). While qualitative language scholars
might contend that language can only be studied in context, others (e.g., Popping, 2000; Smith, 1992; Weber, 1994;
West, 2001) have countered that the features of language and words can at least be counted, and therefore statistically
analyzed.
One of the major computerized text analysis tools in use today is LIWC (Linguistic Inquiry and Word Count;
pronounced “lewk”), the development of which is described by Pennebaker and his colleagues (Pennebaker et al.,
2001). Originally designed to discover which features of writing about negative life experiences could predict
subsequent health improvements (Pennebaker & Francis, 1996), the tool’s use has since been expanded to analyze
text in sources as varied as classical literature, personal narratives, press conferences, and transcripts of everyday
conversations (Pennebaker & Graybeal 2001) and also student application essays (Pennebaker, Chung, Frazee,
Lavergne, & Beaver, 2018).
The LIWC software is actually quite simple in concept, and to use - it reads a piece of text and counts the
percentage of words that reflect different emotions, thinking styles, social concerns, parts of speech, and even
punctuation if required. LIWC then compares each word in the text against a user-defined dictionary and the dictionary
identifies which words are associated with which psychologically-relevant categories. The software calculates the
percentage of total words that match each of the dictionary categories, and the researcher can use this data for
subsequent statistical analysis. At the heart of the program is a group of dictionaries that tell the text analysis module
which words to identify and classify (the master dictionary is composed of almost 6,400 words, word stems, and even
selected emoticons).

Study Methods
Automated Content Analysis
For the purposes of this study, we utilize LIWC and focused on the four summary variables that LIWC calculates
for a piece of text, namely, analytical thinking, clout, authenticity, and emotional tone (described in more detail below),
as well as total word count. From an analytical perspective, we compared the following for statistically significant
differences: Successful versus unsuccessful applicants; male versus female applicants; local versus foreign students.
We also examined correlations between LIWC data (the four summary variables) and GMAT scores for all applicants,
and GPAs of accepted students.
Each of the summary variables referred to above are algorithms constructed from different LIWC variables based
on previous language research (see Pennebaker et al., 2015). The numbers are standardized scores that have been
converted to percentiles (based on the area under a normal curve) ranging from 0 to 100. These variables can be
summarized as follows:
Analytical thinking: This dimension captures the degree to which people use words that suggest formal, logical,
and hierarchical thinking patterns (Pennebaker et al., 2014). LIWC calculates the analytic dimension as an index of
the number of articles, prepositions, personal pronouns, impersonal pronouns, auxiliary verbs, adverbs, conjunctions
and negations in text in relation to the entire corpus, which Pennebaker et al. (2014) also refer to as function words.
These authors have for example established that students who used a higher proportion of function words (such as
greater article and preposition use and referenced complexly organized objects and concepts) in their college
application essays scored higher grades. Students who achieved lowed grades used more dynamic language (i.e.,
personal narratives) in their essays.
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Clout: This dimension refers to the relative social status, confidence, or leadership that people display through
their writing or talking (Kacewicz et al., 2013). Clout is based on the results from a series of studies where people
were interacting with one another. These authors found that people with higher status consistently used fewer firstperson singular (“I”), and more first- person plural (“we”) and second-person (‘you”) singular pronouns. Furthermore,
the research found that status is associated with attentional biases, such that higher rank is linked with other- focus
whereas lower rank is linked with self-focus. In simple terms someone with a higher clout score would be more likely
to focus on others than someone with a lower clout score, who would be more likely to focus on themselves.
Authenticity: When people reveal themselves in an authentic or honest way, they are more personal, humble, and
vulnerable. The algorithm for Authenticity was derived from a series of studies where people were induced to be
honest or deceptive (Newman et al., 2003), as well as a summary of deception studies published in the years afterwards
(Pennebaker, 2011). The latter author refers to the differences between formal and informal writing. The former, he
argues, “often appears stiff, sometimes humourless, with a touch of arrogance. It includes high rates of articles and
prepositions but very few I-words…” (p. 44). Among the characteristics that those who write more formally display
is a tendency to be less honest. Thus, those who score highly on authenticity tend to be more honest and humble.
Tone: The Tone dimension combines scores for words expressing positive emotions and scores for words
expressing negative emotion into a single summary variable, so that the higher the number, the more positive the tone
(Cohn, Mehl, & Pennebaker, 2004). This is in some ways akin to the sentiment variable (e.g. Turney, 2002) used in a
lot of content analyses of social media textual data nowadays. LIWC combines the scores for the positive and negative
emotions expressed in a piece of text into a single variable called emotional tone. Emotional tone is scored on a 100point scale, with any score under 50 viewed as a more negative emotional tone.

The Data
MBA application essays were obtained from a program in the Northwest for the years 2013, 2015, 2017, and
2018, which resulted in a sample of 632 essays. Each essay was saved as an individual text file and analyzed by using
the LIWC software, which writes the results to an Excel spreadsheet. The data in the spreadsheet were subsequent
analyzed using the Intellectus statistical software package.

Results
Descriptive Statistics
Frequencies and percentages were calculated for Year, Status, Gender, Nationality, and are presented in Table 1.
Summary statistics were calculated for CGPA, WC, Analytic, Clout, Authentic, and Tone and are presented in Table
2.
Table 1 - Frequency Table for Year, Status, Gender, and Nationality
Variable
Year
2013
2015
2016
2017
2018
Status
Confirmed
Declined Offer
Rejected
Gender
F
M
Nationality
INTL
CAN

n

%

179
119
120
155
159

24.45
16.26
16.39
21.17
21.72

233
168
331

31.83
22.95
45.22

280
452

38.25
61.75

475
257

64.89
35.11
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Table 2 - Summary Statistics Table for CGPA, Final_GPA, WC, Analytic, Clout, Authentic, and Tone
Variable
CGPA
FINAL_GPA
WC
Analytic
Clout
Authentic
Tone

M
3.49
3.55
1404.35
84.42
55.45
59.95
79.76

SD
0.56
0.26
420.07
7.42
9.92
13.50
11.95

SEM
0.02
137
15.53
0.27
0.37
0.50
0.44

Comparative Statistics
Application Status
A series of analysis of variance (ANOVA) tests were conducted to determine whether there were significant
differences in Analytic by Status, Clout by Status, Authentic by Status, and Tone by Status. Note that status refers to
one of three categories: Confirmed meaning admission to the program was offered and the offer was accepted;
Declined Offer meaning admissions to the program was offered and the offer was declined; or, Rejected meaning
admissions to the program was not offered or in other words, the application was declined.
The results of the ANOVA for Analytic by Status were significant, F(2, 729) = 5.03, p =.007, indicating there
were significant differences in Analytic among the levels of Status (Table 3). The means and standard deviations are
presented in Table 4. Paired t-tests were calculated between each pair of measurements to further examine the
differences among the variables. For the main effect of Status, the mean of Analytic for Confirmed (M = 83.25, SD =
7.74) was significantly smaller than for Declined Offer (M = 85.53, SD = 6.77), p = .007. The results of the ANOVAs
for Clout by Status and Authentic by Status were not significant (Tables 5-8). This means that applicants who decline
admission to the program are more Analytic in their writing style.
Table 3 - Analysis of Variance Table for Analytic by Status
Term
Status
Residuals

SS
547.41
39646.35

df
2
729

F
5.03

p
.007

Table 4 - Mean, Standard Deviation, and Sample Size for Analytic by Status
Combination
Confirmed
Declined Offer
Rejected

M
83.25
85.53
84.69

SD
7.74
6.77
7.40

n
233
168
331

Table 5 - Analysis of Variance Table for Clout by Status
Term
Status
Residuals

SS
98.60
71794.31

df
2
729

F
0.50

p
.606

Table 6 - Mean, Standard Deviation, and Sample Size for Clout by Status
Combination
Confirmed
Declined Offer
Rejected

M
54.94
55.53
55.78

SD
8.99
10.11
10.44

n
233
168
331

Table 7 - Analysis of Variance Table for Authentic by Status
Term
Status
Residuals

SS
408.57
132872.58

df
2
729

F
1.12
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p
.327

Table 8 - Mean, Standard Deviation, and Sample Size for Authentic by Status
Combination
Confirmed
Declined Offer
Rejected

M
60.74
60.46
59.14

SD
13.54
14.16
13.12

n
233
168
331

The results of the ANOVA for Tone by Status were significant, F(2, 729) = 8.64, p < .001, indicating there were
significant differences in Tone among the levels of Status (Table 9). The means and standard deviations are presented
in Table 10. Paired t-tests were calculated between each pair of measurements to further examine the differences
among the variables. For the main effect of Status, the mean of Tone for Confirmed (M = 82.27, SD = 11.76) was
significantly larger than for Rejected (M = 78.07, SD = 12.34), p < .001. No other significant effects were found. This
implies that students who were more positive in the tone expressed in their application essays were more likely to be
confirmed as applicants to the MBA program.
Table 9 - Analysis of Variance Table for Tone by Status
Term
Status
Residuals

SS
2417.35
101930.89

df
2
729

F
8.64

p
< .001

Table 10 - Mean, Standard Deviation, and Sample Size for Tone by Status
Combination
Confirmed
Declined Offer
Rejected

M
82.27
79.63
78.07

SD
11.76
10.84
12.34

n
233
168
331

Gender
Another set of ANOVAs were conducted to determine whether there were significant differences in each of the
four LIWC summary variables by gender for the total pool of applicants. The results of the tests were only significant
for Tone by Gender, F(1, 730) = 15.73, p < .001 (Table 17). The means and standard deviations are presented in Table
18. The mean of Tone for Females (M = 81.97, SD = 10.94) was significantly larger than for Males (M = 78.40, SD
= 12.35), p < .001, suggesting that female applicants are more positive in the tone in their essays than are male
applicants.
Table 17 - Analysis of Variance Table for Tone by Gender
Term
Gender
Residuals

SS
2200.76
102147.49

df
1
730

F
15.73

p
< .001

Table 18 - Mean, Standard Deviation, and Sample Size for Tone by Gender
Combination
F
M

M
81.97
78.40

SD
10.94
12.35

n
280
452

Nationality
Another set of ANOVAs were conducted to determine whether there were significant differences in each of the
four LIWC summary variables with regard to the nationality of the applicant. The results of the ANOVA Analytic by
Nationality were significant, F(1, 730) = 22.01, p < .001, indicating there were significant differences in Analytic
among the levels of Nationality (Table 19). The means and standard deviations are presented in Table 20. For the main
effect of Nationality, the mean of Analytic for INTL (M = 85.36, SD = 6.91) was significantly larger than for CAN
(M = 82.70, SD = 8.00), p < .001.
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Table 19 - Analysis of Variance Table for Analytic by Nationality
Term
Nationality
Residuals

SS
1176.42
39017.35

df
1
730

F
22.01

p
< .001

Table 20 - Mean, Standard Deviation, and Sample Size for Analytic by Nationality
Combination
INTL
CAN

M
85.36
82.70

SD
6.91
8.00

n
475
257

The results of the ANOVA for Authentic by Nationality were significant, F(1, 730) = 6.59, p = .010, indicating
there were significant differences in Authentic among the levels of Nationality (Table 23). For the main effect of
Nationality, the mean of Authentic for INTL (M = 59.01, SD = 13.40) was significantly smaller than for CAN (M =
61.69, SD = 13.55), p = .010. The means and standard deviations are presented in Table 24.
Table 23 - Analysis of Variance Table for Authentic by Nationality
Term
Nationality
Residuals

SS
1192.52
132088.62

df
1
730

F
6.59

p
.010

Table 24 - Mean, Standard Deviation, and Sample Size for Authentic by Nationality
Combination
INTL
CAN

M
59.01
61.69

SD
13.40
13.55

n
475
257

The results of the ANOVA for Tone by Nationality were significant, F(1, 730) = 18.87, p < .001, indicating there
were significant differences in Tone among the levels of Nationality (Table 25). The means and standard deviations
are presented in Table 26. For the main effect of Nationality, the mean of Tone for INTL (M = 78.37, SD = 11.41)
was significantly smaller than for CAN (M = 82.34, SD = 12.51), p < .001.
Table 25 - Analysis of Variance Table for Tone by Nationality
Term
Nationality
Residuals

SS
2628.77
101719.48

df
1
730

F
18.87

p
< .001

Table 26 - Mean, Standard Deviation, and Sample Size for Tone by Nationality
Combination
INTL
CAN

M
78.37
82.34

SD
11.41
12.51

n
475
257

GMAT
Another set of ANOVAs was conducted to determine whether there were significant differences in GMAT by
Status, Gender, and Nationality. The results of the ANOVA were significant for differences in GMAT by Status, F(2,
691) = 23.63, p < .001, indicating there were significant differences in GMAT among the levels of Status (Table 1).
The means and standard deviations are presented in Table 2. For the main effect of Status, the mean of GMAT for
Rejected (M = 566.33, SD = 100.02) was significantly smaller than for Declined Offer (M = 615.60, SD = 58.94), p
< .001. For the main effect of Status, the mean of GMAT for Rejected (M = 566.33, SD = 100.02) was significantly
smaller than for Confirmed (M = 599.10, SD = 55.35), p < .001. This means that while the FTMBA is rejecting
applicants with significantly lower GMATS, as would be expected, applicants with significantly higher GMATS are
in fact, rejecting the program. The results of the ANOVA were not significant for differences in GMAT by Nationality
or Gender.
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Table 27 - Analysis of Variance Table for GMAT by Status
Term
Status
Residuals

SS
305570.40
4.47 × 10

6

df
2
691

F
23.63

p
< .001

Table 28 - Mean, Standard Deviation, and Sample Size for GMAT by Status
Combination
Rejected
Declined Offer
Confirmed

M
566.33
615.60
599.10

SD
100.02
58.94
55.35

n
330
166
198

Final GPA
Finally, ANOVAs were conducted to examine FINAL_GPA by Nationality. The results investigating differences
by Gender were not significant, F(1, 135) = 0.03, p = .867, indicating the differences in FINAL_GPA among the levels
of Gender were all similar. The results of the ANOVA examining FINAL_GPA by Nationality were significant, F(1,
135) = 5.96, p = .016 (Table 4). The means and standard deviations are presented in Table 5. For the main effect of
Nationality, the mean of FINAL_GPA for INTL (M = 3.46, SD = 0.21) was significantly smaller than for CAN (M =
3.58, SD = 0.27), p = .016.
Table 29 - Analysis of Variance Table for FINAL_GPA by Nationality
Term
Nationality
Residuals

SS
0.39
8.94

df
1
135

F
5.96

p
.016

Table 30 - Mean, Standard Deviation, and Sample Size for FINAL_GPA by Nationality
Combination
INTL
CAN

M
3.46
3.58

SD
0.21
0.27

n
35
102

Correlation Analysis
A Pearson correlation analysis was conducted among GMAT, CGPA, Analytic, Clout, Authentic, and Tone.
Cohen's standard was used to evaluate the strength of the relationships, where coefficients between .10 and .29
represent a small effect size, coefficients between .30 and .49 represent a moderate effect size, and coefficients above
.50 indicate a large effect size (Cohen, 1988). A significant positive correlation was observed between GMAT and
CGPA (rp = 0.22, p < .001). The correlation coefficient between GMAT and CGPA was 0.22, indicating a small effect
size. This correlation indicates that as GMAT increases, CGPA tends to increase. A significant positive correlation
was observed between CGPA and Analytic (rp = 0.11, p = .006). The correlation coefficient between CGPA and
Analytic was 0.11, indicating a small effect size. This correlation indicates that as Analytic increases, CGPA tends to
increase. A significant positive correlation was observed between CGPA and Clout (rp = 0.11, p = .004). The
correlation coefficient between CGPA and Clout was 0.11, indicating a small effect size. This correlation indicates
that as Clout increases, CGPA tends to increase. A significant negative correlation was observed between CGPA and
Authentic (rp = -0.12, p = .002). The correlation coefficient between CGPA and Authentic was -0.12, indicating a
small effect size. This correlation indicates that as CGPA increases, Authentic tends to decrease. A significant positive
correlation was observed between Analytic and Clout (rp = 0.11, p = .006). The correlation coefficient between
Analytic and Clout was 0.11, indicating a small effect size. This correlation indicates that as Analytic increases, Clout
tends to increase. A significant negative correlation was observed between Analytic and Authentic (rp = -0.27, p <
.001). The correlation coefficient between Analytic and Authentic was -0.27, indicating a small effect size. This
correlation indicates that as Analytic increases, Authentic tends to decrease. A significant negative correlation was
observed between Clout and Authentic (rp = -0.52, p < .001). The correlation coefficient between Clout and Authentic
was -0.52, indicating a large effect size. This correlation indicates that as Clout increases, Authentic tends to decrease.
Table 31 presents the results of the correlations.
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Table 31 - Correlation Matrix Among GMAT, CGPA, Analytic, Clout, Authentic, and Tone
Variable
1
2
3
4
1. GMAT
2. CGPA
0.22
3. Analytic
0.06
0.11
4. Clout
-0.00
0.11
0.11
5. Authentic
0.03
-0.12
-0.27
-0.52
6. Tone
-0.05
-0.07
-0.04
0.04
Note. The critical values are 0.08, 0.10, and 0.13 for significance levels .05, .01, and .001 respectively.

5

0.06

Discussions and Conclusion
This study aimed to employ a sophisticated content analysis tool to examine MBA student admission essays to
reveal the underlying dimensions of the writing and determine if there were significant differences between successful
and unsuccessful applications among other variables. Indeed, comparisons were also made between males and females
and between international and domestic applicants to the program. Correlations were calculated to determine the
relationship between entry GPA, final GPA, GMAT/GRE score, and the four summary variables obtained from the
content analysis program utilized (LIWC).
The analysis revealed that there were not as many differences as expected. When comparing successful and
unsuccessful applicants, only two variables were significantly different between admission groups: Analytic and Tone.
Applicants that were offered admission into the program, but did not accept the offer, were significantly more
analytical in their admissions essays than those who accepted their offers and those that were rejected/not offered
admission to the program. This may indicate that the school examined was losing out on potentially more sophisticated
applicants.
Another finding from the analysis comparing status was that those who accepted their offer of admissions were
significantly more positive in their tone than those who were rejected admission. This is an insightful finding in that
the admissions essay is an important way for applicants to convey their personality and those that write more positively
or upbeat tend to be more successful in being granted admissions to the MBA program. This may be a potential bias
in this program’s application (and potentially many other’s) selection process. Finally, with regards to the other
summary variables (Clout and Authentic), no significant differences were found by admission status.
When examining for differences in the application essays between males and females, no significant differences
were found for the dimensions of Analytic, Clout, or Authenticity, however, a significant difference was found for
Tone, with females writing more positively than males. It is not surprising that there weren’t significant differences
between the genders on their application essays. Within program that was examined, the MBA cohorts are balanced
with approximately equal numbers of males and females, but in recent years there have been more females (around
60% each year). Since we found that those that write more upbeat applications essays are being admitted more
frequently, the fact that females in our sample wrote more positively than males may have a role to play in the gender
composition of the class.
When examining the essays on the four summary variables by Nationality, we observed that Domestic students
score significantly higher on the dimensions of Authentic and Tone, whereas international students score higher on
the dimension of Analytic. There was no difference in Clout between domestic and international students. These
differences may stem from cultural factors and differences in expectations when completing admissions essays to
schools across the globe. It seems that foreign students may be at a disadvantage when it comes to writing more
positively, since those who are offered admissions score significantly higher on the Tone dimension. That being said,
in the program that was examined, a large proportion of the class is international (40-60% depending on the year).
Either way, it is something that admissions committees should be aware of potential biases when selecting successful
applications.
The study presented here demonstrates a unique and relatively easy way of examining admission essays for an
MBA program. We note that there was quite a range in the summary variables as well as in the word count of the
essays. We also explored some differences in the way that different groups of applicants write their essays (e.g. some
with more positive tone, others with more analytical wording). We showed that there may be inherent biases that an
admissions team may not realize in terms of the essays of the applicants they accept (e.g. those with positive tone are
more likely to be accepted, and domestic applicants have more positively worded essays when compared to
international applicants). In the future, admissions officers may elect to use a textual analysis software such as LIWC
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(as demonstrated in this study) in order to ‘weed out’ or sort through the growing number of applications that they
receive.

References
Campbell, C., Pitt, L. F., Parent, M., & Berthon, P. R. (2011a). Understanding consumer conversations around ads in
a Web 2.0 world. Journal of Advertising, 40(1), 87-102.
Cohn, M. A., Mehl, M. R., & Pennebaker, J. W. (2004). Linguistic markers of psychological change surrounding
September 11, 2001. Psychological Science, 15(10), 687-693.
Cohen, J. (1988). Statistical power analysis for the behavior sciences (2nd ed.). St. Paul, MN: West Publishing
Company.
Kacewicz, E., Pennebaker, J. W., Davis, M., Jeon, M., & Graesser, A. C. (2014). Pronoun use reflects standings in
social hierarchies. Journal of Language and Social Psychology, 33(2), 125-143.
Newman, M. L., Pennebaker, J. W., Berry, D. S., & Richards, J. M. (2003). Lying words: Predicting deception from
linguistic styles. Personality and Social Psychology Bulletin, 29(5), 665-675.
Pennebaker, J. W. (2011). The secret life of pronouns. New Scientist, 211(2828), 42-45. Pennebaker, J.W., Booth,
R.J., Boyd, R.L., & Francis, M.E. (2015). Linguistic Inquiry and Word Count: LIWC2015. Austin, TX:
Pennebaker Conglomerates.
Pennebaker, J. W., Chung, C. K., Frazee, J., Lavergne, G. M., & Beaver, D. I. (2014). When small words foretell
academic success: The case of college admissions essays. PloS one, 9(12), e115844.
Pennebaker, J. W., & Francis, M. E. (1996). Cognitive, emotional, and language processes in disclosure. Cognition
& Emotion, 10(6), 601-626.
Pennebaker, J.W., Francis, M.E., & Booth, R.J. (2001). Linguistic Inquiry and Word Count (LIWC): LIWC 2001.
Mahwah, NJ: Erlbaum
Pennebaker, J. W., & Graybeal, A. (2001). Patterns of natural language use: Disclosure, personality, and social
integration. Current Directions in Psychological Science, 10(3), 90- 93.
Pennebaker, J.W., Mehl, M.R., & Niederhoffer, K.G. (2003). Psychological Aspects of Natural Language Use: Our
Words, Our Selves. Annual Review of Psychology, 54, 547-577.
Pitt, C.S., Mulvey, M., & Kietzmann, J. (2018). Quantitative insights from online qualitative data: An example from
the health care sector. Psychology & Marketing, 35(12), 1010-1017.
Pitt, L. F., Opoku, R., Hultman, M., Abratt, R., & Spyropoulou, S. (2007). What I say about myself: Communication
of brand personality by African countries. Tourism Management, 28(3), 835-844.
Popping R. 2000. Computer-Assisted Text Analysis. London: Sage
Short, J. C., and Palmer, T. B. (2003). Organizational performance referents: An empirical examination of their
content and influences. Organizational Behavior and Human Decision Processes, 90(2), 209-224.
Short, J. C., and Palmer, T. B. (2008). The Application of DICTION to Content Analysis Research in Strategic
Management. Organizational Research Methods, 11(4), 727-752.
Smith CP, ed. 1992. Motivation and Personality: Handbook of Thematic Content Analysis. Cambridge, MA:
Cambridge Univ. Press
Treen, E.R., Ferguson, S.T.L, Pitt, C.S., and Vella, J. (2018). Exploring Emotions on Wine Websites: Finding Joy,
Journal of Wine Research, 29, 1, 64-70.
Turney, P. D. (2002, July). Thumbs up or thumbs down?: Semantic orientation applied to unsupervised
classification of reviews. In Proceedings of the 40th annual meeting on association for computational linguistics
(pp. 417-424). Association for Computational Linguistics.
Weber, R.P. (1994). Basic Content Analysis. Newbury Park, CA: Sage.
West, M.D., ed. (2001). Theory, Method, and Practice in Computer Content Analysis. New York: Ablex.

564

Summary Brief

The Theory of Social Power at the Marketing and
Entrepreneurship Interface
Sherese Y. Duncan, Luleå University of Technology, Sweden
Raeesah Chohan, Luleå University of Technology, Sweden
Vida J. Morkunas, Luleå University of Technology, Sweden
Caitlin Ferreira, Luleå University of Technology, Sweden
The theory of social power deals with power structures, power relationships, and behavior. Entrepreneurial firms
must make decisions, build relationships, and understand behavior. Marketing typically includes an understanding of
customer needs, market trends, and market behavior. According to the theory of social power, the degree of
connectedness of power structures, power relationships, and behavior change in groups and how it manifests in terms
of social influence are of prime concern. This study presents a literature review of the theory of social power (TSP)
at the marketing and entrepreneurship interface (MEI). Our analysis not only revealed that both theoretical
frameworks and empirical models are more qualitative in nature and originated from different applications of only a
portion of TSP, it also confirmed that despite the increasing literature on marketing, entrepreneurship, and power,
literature is still under-theorized, requiring more systematic and quantitative studies, considering the power structures
at the MEI.

Introduction
During the last few decades, entrepreneurship has become a well-established research area joining the longestablished marketing discipline as two important cornerstones in research. The interconnection between these
disciplines, the marketing and entrepreneurship interface (MEI), along with emerging trends in society have called for
future researchers to make better theoretical synthesis of previous marketing and entrepreneurship thinking and
empirical efforts (Hills & Hultman 2013).
Entrepreneurial marketing (EM) is built on relationships with individuals who belong to groups or networks
(Sethna, Jones, and Harrigan 2013). A common activity in the practice of EM is building, managing, and sustaining
these relationships, specifically, power relationships (Nijssen 2017). Powerful individuals and groups provide the
potential for opinion and behavior change through influence (French 1956). How power processes in groups in terms
of social influence is important to EM and is the essence of the theory of social power (TSP).
We aim to review MEI literature through the lens of TSP in hopes to generate improved understanding and
application of competing paradigms of marketing inquiry and new paradigms of EM inquiry. Our purpose is to
synthesize the use of social power concepts in the marketing and entrepreneurship literature. Our approach is an
integrative process of reviewing marketing and entrepreneurship studies that address TSP variables, in addition to
MEI terms to focus our research, namely, marketing and entrepreneurship interface topics, and EM dimensions.

The Theory of Social Power at the Marketing/Entrepreneurship Interface
The TSP is an attempt to construct a mathematical theory of social influence to investigate how power processes
in groups in terms of social influence. The EM literature recognizes influence, social networks, and network
relationships together with marketing and innovation (Hills, Hultman, and Miles 2008). TSP illustrates a way by which
power, a complex sociological phenomenon, within relationships between powerholders and power perceivers can be
deduced using a combination of digraph theory and social influence theory as its foundation (French 1956; French,
Raven, & Carwright, 1959). The power structure within these relationships are both sociological and social;
understanding the connectedness of these power structures could provide an indication of successful EM beyond
generating lists of EM activities (Bierstedt 2018; Kilenthong, Hills, and Hultman 2015).

Propositions
Theory investigation of both marketing and entrepreneurship literature and synthesizing key theory of social
power concepts provides a contextual influence for our inquiry. Our goal is to explore theory development or
application gaps within MEI literature specifically. Therefore, our propositions are: P1: Marketing scholars can
leverage power theories to contribute marketing concepts and principles that are more relevant in entrepreneurial
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contexts. P2: The analysis of power theories through alternative marketing perspectives, affects the likelihood of
marketing scholars' improved understanding of competing paradigms of MEI inquiry in the EM domain.

Approach to the Study
For the analysis of our study, we gathered articles from the top marketing journals, the top entrepreneurship
journals, and the top management journals (that publish substantial entrepreneurial studies) for the period 2002-2018.
We chose to begin with 2002 as it was the publishing year for Morris, Schindehutte, and LaForge (2002) which defines
and categorizes EM and is still used as a starting point of inquiry to date (Bocconcelli et al., 2018; Kilenthong, Hills,
and Hultman 2015). In total, 243 articles indexed at Web of Science were initially submitted to a bibliometric analysis.
Then, the 40 articles best fitting the aims of this study were selected for content analysis based on a full application of
TSP.

Discussion
After reviewing the articles, we found that the evaluation of power theories to extend or confirm its relevance in
the marketing and entrepreneurship domains is absent. However, the entrepreneurship domain is still new, and scholars
are using traditional theories to evaluate marketing practice. We also found that current MEI research that uses the
TSP only uses the social power bases or a definition; most do not use the full scope of application to fully test the
theory quantitatively. Moreover, most of the articles are qualitative in nature in terms of the TSP application.
van der Merwe et al., (2007) suggest that the evolution of the marketing discipline will be better appreciated by
attempts of marketing scholars to study and understand not only prominent theories in marketing but also theories that
can advance the discipline with rigor and innovation. To this end, it is a worthwhile effort to evaluate, and test theories
in new dimensions of research with an investigative process of literature reviews to catalog and categorize marketing
research to continue the research chain.
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Youth Citizen-Consumers in Action: The Thunberg
Effect in Addressing the Climate Crisis
Pia A. Albinsson, Appalachian State University, USA
Sarita Ray Chaudhury, Humboldt State University, USA
B. Yasanthi Perera, Brock University, Canada
In recent times, young activists have organized several notable citizen-consumer movements that agitate for
change on a range of issues including gender and race inequality, gun control, and climate change. We examine one
such movement, the Strike for the Climate, started by teenage climate activist Greta Thunberg, to understand the
forces that elevated her solo protest at the Swedish parliament buildings to the global stage. Using Netnography and
textual content analysis of Twitter data, we present preliminary themes.

Introduction
As consumers are “construed as citizens and community members whose lives are affected by marketing systems”
(Saatcioglu and Corus 2019, 17), we adapt Ray Chaudhury and Albinsson’s (2015) framework of citizen-consumer
practices to the current context in which youth citizen-consumers resist the political status quo regarding climate
change by taking action and responding to the climate crisis. To examine how youth citizen-consumer movements
transition from online connection to offline action, we highlight the global movement, Strike for the Climate, initiated
by Greta Thunberg to address climate crisis. We use the following broad research questions to guide our efforts: 1)
What facilitated the meteoric growth of the movement initiated by Thunberg? 2) How did Thunberg become the leader
of a global youth movement?, 3) What actors and networks helped enable the growth of the movement?, and 4) In
what ways did the interplay between online and offline actions develop the movement from its roots to its present day
status?

Literature Review
Ray Chaudhury and Albinsson’s (2015) framework focuses on the various tensions that consumers experience in
their every-day lives as a result of the dominant marketplace system (DSP). Based on such tensions, “collectivities
give voice to their grievances and concerns about the rights, welfare, and well-being of themselves and others” through
various activism efforts that demand for change (Snow, Soule, Kriesi, 2004, 4). To this end, the advent of internetbased technologies provide activists with an important tool with which to connect, educate, and coordinate organized
actions. Indeed, Web 2.0 technologies distinguish modern campaigns from their predecessors based on “speed,
spontaneity, and element of surprise” (Albinsson and Perera, 2013, 360). Social media are used to foster community,
encourage participation, and help consumers focus their efforts on various options for social change (Kozinets and
Belz 2012).

Method
Our study adopts a netnographic case study approach to explore how Greta Thunberg’s solo activism effort, her
weekly school strikes, evolved into a global youth movement in a short timeframe Presently, Twitter is the social
media platform favored for real-time political discourse as its hashtags allow for the rapid dissemination of
information. Based on our netnographic understanding of Thunberg’s speeches, panel discussions, social media
discourse, textual content analysis of twitter data is undertaken to identify common thematic patterns (Goritz, Kolleck
and Jörgens, 2019).

Preliminary Findings
Analysis of Thunberg’s Twitter data indicates that she directs attention to protests undertaken under the climate
strike umbrella by showcasing global school strikes, media coverage of climate crisis related topics, and localized
news coverage of climate change protests. As opposed to the commonly used phrase “climate change,” Thunberg uses
the more potent term ‘climate crisis.’ Thunberg’s frustration with the lackluster language surrounding the climate
crisis represents the background in Ray Chaudhury and Albinsson’s (2015) framework. Moreover, Thunberg uses
phrases such as ‘Climate emergency’, Carbon budget, ‘#Severe Weather,’ ‘#Extreme Weather’ in her discourse. Our
ongoing data analysis indicates that this shift in language around climate change promoted by Thunberg is further
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diffused by media coverage of her and the broader movement she created. Thunberg’s school strike movement has
garnered endorsements from adults such as parents of school strikers, prominent figures around the world as well as
support from professional groups. Moreover, it serves to encourage other environmental grassroots organizations.
Receiving support from adults exhibiting a wide range expertise (professional, social, economic and political) within
the DSP is one of the most important advances of youth led activism.

Discussion and Conclusion
Thunberg, as she undertook various measures to reduce her carbon footprint including foregoing eating meat and
travelling by plane, initially operated from the fringes of the DSP at the level of the individual youth citizen-consumer
enacting personal change through everyday lived experiences. Through peaceful protests against government apathy
in the face of the climate crisis, Thunberg moved from the fringes of alternative consumption to the space of being an
activism oriented citizen-consumer leading a movement. Her matter-of fact communication style, and effective use of
social media coupled with other interested parties (e.g. environment focused groups) publicizing Thunberg’s efforts
has garnered her attention from multiple established entities including mainstream media, national and global
institutions, and politicians. What we term the Thunberg Effect empowers youth to criticize adults in the DSP and
challenge them to do more to address the issue at hand. Youth citizen-consumers demand a more transparent discourse,
which call upon media and politicians to report on the climate crisis as it truly is - a crisis.
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A Migration Model of Innovation Adoption
John F. Tanner, Jr., Old Dominion University, USA
Emily C. Tanner, West Virginia University, USA
The diffusion of innovations has long been modeled to represent a life cycle. In today’s ever-changing
environment, innovation diffusion models fall short as adequate descriptors of the adoption of modern marketing
technology innovations. In this presentation, we introduce a migration model of innovation adoption and present ideas
for future research.
Marketing technologies are rapidly changing. As a result, the number of channels has proliferated, sources and
applications of customer data have multiplied, and the skillsets required to be a marketer have changed (Tanner and
Raymond 2019). Further, the rate of change does not seem to be slowing, as artificial intelligence and augmented
reality grow in availability and application. Adoption of these new technologies by marketers, though, is challenging
simply because there is no one single technological answer to the question of how to do marketing in today’s
technology-driven times, and adoption requires much more than simply acquiring the technology.
In today’s ever-changing environment, innovation diffusion models fall short as adequate descriptors of the
adoption of modern marketing technology innovations. In this paper, we focus on marketing innovation adoption,
developing a conceptual model based on over 30 depth interviews with marketing professionals in the consumerpackaged goods and retailing industries. Further, we examine the adoption of marketing innovations within
organizations rather than across a market. The goal is not to replace innovation diffusion or life-cycle models; rather,
the goal is to explain how complex technology innovations are not just adopted but also mastered.

Limitations of Diffusion Models
An innovation diffusion model might mark the rate at which a single product is purchased across a market but
fails to account for the influence of other innovations on that curve. As noted earlier, marketing technology is in the
midst of simultaneous complex innovations changing the nature of marketing practice. For example, to adopt AI, one
must have already mastered data management innovations. Thus, in environments of multiple innovations such as
those associated with changes in marketing practice, no longer does an innovation move through the market simply
because of social influence or personal traits (Lu et al 2005).
Another limitation is that the acquisition of a new marketing technology is not the same as adoption. As the
complexity of an innovation deepens and alters the practice of marketing, the learning curve steepens and elongates.
Realizing the full benefits of marketing technology innovations requires much more effort and investment of time
than simply replacing one product with another. These technologies affect how marketing organizations operate. The
learning curve exists not only for the individual marketing practitioner, but for the marketing organization as well.
Innovation diffusion models fail to account for the need for organizational change in order to fully enjoy the benefits
of the innovation.
To address these limitations, we examine the adoption of MTIs within organizations rather than across a market.
The goal is not to replace innovation diffusion or life-cycle models; rather, the goal is to explain how complex MTIs
are not just adopted but also mastered. In the next section, we report the results of an exploratory study.

Adoption through a Migration Model
Thirty depth interviews were conducted with marketing executives from consumer-packaged goods (CPG) firms
and retailers. These two sectors were chosen because while they share the same consumer, retailers have built
significant customer databases and engaged in omni-channel marketing, more so than CPG firms; the contrast should
provide some ability to observe change in the comparison. In the minds of the marketing executives, technology and
data adoption are two different but interactive learning curves. For example, a common practice is to allow the budget
owner to make the technology decision. Such a decision often results in the purchase of an application specific to that
owner’s needs, but an unintended consequence is the creation of customer data silos, data warehouses that do not
integrate across applications. The technology has its learning curve, based on the user interface, richness of features,
etc., but it also generates data and learning about analytics is a separate learning curve.
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One consequence of this practice is technology bloat. As different buyers within an organization buy similar
products and those vendors add features over time, technology products begin to overlap, creating technology bloat,
or the presence of unnecessarily redundant systems. As one retailing executive said, “We have seven different systems
running email campaigns, when one would do.” While merging those systems would make financial and marketing
sense, he cited the application owners’ reluctance to change as the primary driver for retaining their individual but
redundant systems. When these technologies cannot integrate, technology bloat is a barrier to MTI adoption. Some
MTIs are impossible to use until the bloat problem is solved.
Additionally, participants noted that the ability to maximize the return on investment through data usage can be
slowed by the data analytics interest and ability of the people involved. As marketing executives become more data
capable and demand more features, the rate of adoption of MTIs increases but so does technology bloat as new
products are brought in that fail to integrate with other data sources and functional areas. Thus, the ability of the
organization to adopt MTIs becomes limited.
While availability of data direct from marketing technology may be greater for CPG firms than retailers, the same
basic drivers were observed. One marketing executive for a major CPG firm described the investment in data analytics
capability as “monumental”; according to him, this capability drives and is driven by both marketing technology and
data usage adoption. “You reach a point where people start asking questions of the data and they begin developing
their own analytics capability because they want to know the answers.”
We observed that some individuals move faster than others, pioneering MTI in their organization. Strategicallyoriented pioneers are more effective at bringing others along with them. Others are more technology-oriented, scouting
constantly for new MTIs. They do a poor job of bring others along with them but both scouts and pioneers are needed
for MTI adoption. While the PLC may label both early adopters, a life-cycle approach fails to capture the effects of
interactive technologies and the need to master, not just acquire, the technologies.
At the organizational level, to consider MTI as a frontier and model organizational adoption as a migration seems
more consistent with what we observed. Further, from organizational change literature, the notion of absorptive
capacity is useful. Absorptive capacity is the organization’s ability to identify, assimilate, and apply new information
or technology (e.g. Cohen and Levinthal 1989), and requires formal processes to build capacity and assimilate MTIs
(the monumental investment), as well as cross-functional interfaces and connectedness (recall the impact of bloat
when functional integration is missing). In our view, these last two aspects lead to what we call migration, or the
movement of the firm (as a population) into a frontier (technology-enabled marketing).

Conclusion
A migration model offers two important benefits. First, a migration model enables the study of the interface
between individual and organizational adoption. Future research, for example, can see how individuals’ roles (pioneer,
scout, or others) can lead to faster or broader adoption of MTIs. Future research can identify those roles more sharply,
and explore the characteristics influencing role selection and adoption. Similarly, concepts such as absorptive capacity
can be integrated to further understand how MTIs are adopted. A migration model offers a rich fabric against which
to explore marketing technology innovation adoption in future research.
Second, the migration model is more descriptive of what was observed, which means that normative models can
be developed that can enhance organizational adoption. Barriers such as bloat can be avoided, yielding more
productive marketing technology innovation adoption.
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Summary Brief

Making the World a Better Place: Gleaning Farm
Waste to Marketable Products
Christine M. Kowalczyk, East Carolina University, USA
Brian Taillon, East Carolina University, USA
Jason Rowe, East Carolina University, USA
This research better understands gleaning as a solution to reduce food waste in the farming industry. It identifies
economic, environmental, legal/regulatory, and social impacts of gleaning through industry interviews and surveys.
It introduces Glean LLC, a social entrepreneurial company, which is creating innovative products which positively
impact society.

Introduction
Food waste in the United States and around the world is a growing problem that demands a solution. More than
6 billion pounds of crops from farms go unharvested or unsold each year (Chew, 2018). Food waste starts at the farm
and occurs throughout the supply chain (Papargyropoulou et al., 2014; Parfitt, Barthel, and Macnaughton, 2010), but
it has been difficult to reliably assess its magnitude. Estimates indicate that nearly one-third of edible food for
consumption is wasted (Gustavsson et al., 2011), and an estimated 65% of a North Carolina farm’s unharvested crops
are edible but not presentable to consumers (Johnson et al., 2018). Unharvested and unsold produce results in the
waste of nutritious food that could feed the food insecure. More than 40 million American households suffer with food
insecurity, which includes 6.5 million children (Coleman-Jensen Rabbitt, Gregory and Singh, 2018). Resources used
to produce this food are also wasted, further causing harmful environmental, social, and economic consequences.

Background
Food waste in the farming industry is often the result of strict cosmetic standards (bruised, misshaped, too big,
etc.) placed on the farmer and the food supply chain. These insignificant defects in shape, size, and color prevent many
farmers from selling a large portion of their crops. Federal and state food regulations make it difficult for farmers to
donate these crops to food banks or other organizations (Bloom and Gamble, 2018). Although the actual impact of
food waste is difficult to measure on society, the amount of food waste has been increasing over time (Thyberg and
Tonjes, 2016). Facilitated by growing concerns for greater resource conservation and more sustainable farming
practices to ensure the food supply for an increasing population, scholars have focused more attention on the drivers
of food waste and emphasized the urgency of finding innovative solutions to reduce farm waste (Beausang, Hall, and
Toma, 2017). One potential solution is gleaning, which is defined as gathering leftover produce after a harvest, but it
has also evolved to mean the offering of clean and health food products which are sustainable and giving back to those
in need. The purpose of this research is to better understand how the gleaning model reduces food waste in the farming
industry. Specifically, this research analyzes data from individuals involved in gleaning and identifies economic,
environmental, legal/regulatory, and sociological impacts on the gleaning model and examines how practitioners
describe how gleaning can reduce food waste. A social entrepreneurial company, Glean LLC, is introduced that offers
an innovative approach to reducing farm waste in North Carolina through a gleaning model.

Key Findings
The findings of this study show that the gleaning model has overlapping factors for not only farmers, but also for
non-profits, for-profit companies, and governmental organizations. The key areas impacted by the gleaning model
include economic, environmental, legal/regulatory, and sociological factors. Economic and environmental factors
were viewed as the most important factors in addressing farm food waste. They were also viewed as having the greatest
potential to positively impact society, including job creation and economic development and protecting the
environment by optimizing natural resources and reducing harmful emissions. Farms can consider evolving through
gleaning business opportunities and product innovations, as done so by Glean LLC.
Food waste is now a strategy for commerce, but it is not well-tracked (Strom, 2016). Companies like Glean are
on the mission to reduce food waste around the world. Consumers are increasingly aware of companies’ sustainability
efforts and products that are responsibly sourced and produced. Nearly two-thirds of Americans believe that
companies should take the lead in driving social and environmental change (Ross, 2018). Understanding the identified
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factors (economic, environmental, legal/regulatory, and sociological) may impact the growth of these companies’
global impact and financial growth. Fully understanding the gleaning model through the standardization of food safety
and administrative procedures is needed for this industry to grow (Mourad, 2016).
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SESSION 9.11: PANEL: HOW TO GET NON-MARKETING MAJORS
INTERESTED IN MARKETING COURSES
Chair:
James Blair, Eastern Kentucky University, USA
Panelists:
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Prachi Gala, Elon University, USA
Karen Hopkins, Auburn University, USA
Dana Harrison, East Tennessee State University, USA
Elliott Manzon, University of Cincinnati, USA
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Summary Brief

How to get Non-Marketing Majors Interested in
Marketing Courses
James Blair, Eastern Kentucky University, USA
Prachi Gala, Elon University, USA
Karen Hood Hopkins, Auburn University, USA
Dana Harrison, East Tennessee State University, USA
Elliott Manzon, University of Cincinnati, USA
This special session panel discusses challenges and issues faced when non-marketing majors are enrolled in
marketing courses. Instructors will address these challenges and provide potential solutions when working with this
group of students. Panelists also discuss how changes in higher education, curriculum structure, and use of
interdisciplinary courses impact the learning experience of non-marketing majors.
Instructors across disciplines often face the challenge of getting students interested in the course material
(Harackiewicz et al. 2002; Hidi & Harackiewicz 2000), including marketing instructors. Interest has been defined as
an interactive relationship between an individual and aspects from their environment (Krapp 1999; Krapp, Hidi, &
Renninger 1992). Some students enter the course with an interest in marketing, while others may be non-marketing
majors and have less motivation to be interested in the course material or excel in the learning process throughout the
term.
This is especially the case with non-marketing majors taking marketing courses. Swanson (2019) has shown a
significant difference in perceptions of marketing between business and non-business majors. These findings suggest
non-business majors taking marketing courses may not realize all of the uses marketing has in their daily lives and
future professional careers.
Often times these non-business students are required to take the course when completing their major, minor, or
certificate program. Marketing instructors face the issue of getting non-marketing majors to be invested in their course.
Getting this student population interested in marketing courses could lead to higher conversion rates in getting these
students to change their major, minor, or certificate to a marketing option. These increased head counts could lead to
more students registering for marketing classes and more university funds being allocated to marketing departments
in this ever competitive higher education environment.
One of the main goals for this panel is to share best practices, activities, assignments, readings, and other strategies
to increase non-marketing major student “buy-in.” Some students may claim to be not interested in the material. Others
may never need to take another marketing related course, so they may see the marketing course as one more barrier
to them receiving their degree in their respective field. A few may even claim that they do not need to know marketing
concepts to be successful in their future careers. Previous research has found some strategies effective in marketing
courses including the use of small group projects (Lilly & Tippins 2002) and experiential learning opportunities
(Bobbitt et al. 2000). What these studies lack are insights into students not specializing in the course content area. Do
these strategies still work with this non-marketing major student population? Chonko and Roberts (1996) suggest
providing skills students need to be productive employees and marketable to employers could provide value to all
students.
Previous research has suggested it is up to faculty to create engagement and student interest for non-major classes.
Specifically it suggested instructors achieve this by being cool, knowledgeable and entertaining (Taylor et al. 2011).
Although this research provides some preliminary insights into how to get non-major students interested in marketing
courses, the panelists will provide examples of how they can combat some of these issues with non-marketing students
in the classroom. These strategies can create a more positive classroom environment. Implementing some of these
recommendations could also result in the prevention of negative classroom behaviors from this group of students such
as surfing the internet, texting, completing other courses’ homework assignments, skipping class, etc.
Many of these issues with non-marketing majors occur in the course, Principles of Marketing. Panelists will
highlight some of the challenges they have faced while teaching this course and solutions to overcome these issues.
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Panelists will discuss pros and cons of having marketing courses open to all disciplines or separating sections into
business and non-business majors. Some universities offer this course to students in their sophomore years, while
others hold off until their junior years. Understanding the benefits and drawbacks for each of these course placements
in the student academic curriculum could allow marketing departments to improve the student learning process when
designing curriculum maps.
This topic is especially relevant with the current situation at many universities where departments are competing
for funding. Jones, Leauby, and Bohl (1995) found a decline in high school seniors, which could result in increased
competition among universities and departments to recruit students to their programs. Previously researchers have
examined how interdisciplinary research could be successful in obtaining additional funding and positively promoting
the university (Sá 2008). The panelists will provide insights into current interdisciplinary courses that could provide
positive collaborations between departments as well as propose some potential overlap between disciplines to create
a new course. Panelists will discuss any current interdisciplinary marketing courses offered at their university and the
possibility of offering these types of courses in the future. With a push for more interdisciplinary work to occur across
disciplines offering courses of this nature could better cater to the wants and needs of non-marketing majors. This
could result in more subject matter interest, motivation in the course, and increased likelihood that they will view our
discipline positively.
Thus overall, the focus of the panel would be: (a) Challenges in teaching non-marketing majors (b) Possible
solutions to those challenges (c) Pros and Cons of having marketing courses for majors versus non-majors and finally
(d) various courses offers, which prove to be a successful interdisciplinary blend.
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SESSION 10.1: TEACHING MOMENTS CHAIR: SESSION
Chair:
Kesha Coker, Ball State University, USA
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Design Thinking in the Classroom: A Task to Teach
Customer Empathy
Elliott Manzon, University of Cincinnati, USA
An important design thinking skill required for successful marketers is learning how to market a product to
customers dissimilar from oneself. College students often struggle to understand the experiences and needs of other
customer groups. An active learning activity was created to teach students how to put themselves in their customers'
shoes. Students learn customer empathy by going through a variety of challenges that help the students experience
some of the restrictions for an older adult customer using a product. Students use this experience to then design
improved products for their target customers.

#EthicsMatter: Reduce, Recognize, and Report
Wendy Ritz, Florida State University Panama City, USA
Joie Hain, Clayton State University, USA
Use crowdsourcing for the greater ethical good. Create your own Twitter moment or join ours # EthicsMatter to
help reduce, recognize, and report transgressions against academic integrity. Students that do not cheat (27%) and
professors can identify the nefarious websites and technological tactics that create unfair advantages for those
student(s) misrepresenting their ability and acquisition of knowledge. Have your assessments (with answers) been
uploaded on Quizlit.com? Are your students buying essays from Edubirdie.com? Learn other ways to protect the
integrity of your course. Use #EthicsMatter and read or post ideas for reducing, recognizing, and reporting violations
of academic integrity.

Making Strategic Choices--“Choose Your Own
Adventure”
Mark Mayer, Ball State University, USA
This teaching moment introduces a fun in-class activity that helps bring to life the choice-based nature of
marketing strategy. It's described in a PDF provided at request.

Think-Feel-Do Exercise
Karen Hopkins, Auburn University, USA
The Think, Feel, Do Breakout exercise which provides the opportunity for students to engage in metacognition
about their own achievement and potential, to work with other students and synthesize information from multiple
sources, and to learn how to describe a target audience according to cognitive, affective and conative characteristics.
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Chocolate? Yes, Please! I’ll Participate!
Cindy B. Rippé, University of North Georgia, USA
According to TopHat (2018), over half of professors struggle with students who do not participate during class.
This quick trick is a way to motivate student participation. At the start of class, be prepared with a bowl of chocolate
with the best varieties to appease anyone’s palette. Then, when teaching begins, ask a question and for the first student
who offers an answer, bring them the chocolate and allow them to pick/eat their favorite. Then, ask another question
and notice how many additional hands raise! Give each participant chocolate throughout class to continue to motivate
and reward student participation.

Marketing Jeopardy
Jay Mulki, Northeastern University, USA
This Jeopardy game helps students prepare for tests. Questions have points ranging from $5 to $50. Student teams
take turns to pick a question and have to answer it in 20 seconds. Team with the highest $ wins and get 5 points added
to their grade total.

Phone Friday
Walter Henley, University of Memphis, USA
Sampathkumar Ranganathan, University of Wisconsin-Green Bay, USA
The common struggle between teacher and students overpaying attention in class vs. checking phones is
addressed. “Phone Friday” flips the classroom. Students become the Instructor and show off the latest App or
marketing campaign on their Smartphone.

Marketing Is What Marketers Do: Agree AND
Disagree?
Charles L. Martin, Wichita State University, USA
Students build critical thinking skills by considering multiple perspectives. They write two essays – one agreeing
with a debatable practice, and the other disagreeing. For example, “The customer is always right.” Students to remain
open-minded and think more deeply to understand opposing viewpoints they otherwise might have dismissed too
quickly if simply asked for their personal opinions.

Life-Changing Experiences: Collegiate Student
Marketing Competitions
Gary Geissler, University of Arkansas at Little Rock, USA
Marketing competition can be life-changing for students and highlight a professor’s year. Students must
learn/master essential skills, such as teamwork, accountability, conflict resolution, research and analysis, creativity,
report writing, and presentation skills. Professors serve various roles, including mentor, coach, facilitator, mediator,
and cheerleader.
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SESSION 10.2: GO GREEN: PERSPECTIVES, VALUES, AND GAPS
Chair:
Sam Fullerton, Eastern Michigan University, USA
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Summary Brief

A New Typology of Consumers from a Green to NotSo-Green Perspective: How Do Green and Brown
Segments Differ from a Demographic Perspective?
Sam Fullerton, Eastern Michigan University, USA; North-West University, South Africa
A representative national sample of 1,243 adults residing in the United States provided input regarding
sustainability; this input included an array of green consumption behaviors by themselves and others, attitudes
regarding green marketing initiatives undertaken by business entities, attitudes about environmental issues, and a
series of scales regarding psychographic issues such as attitudes towards nature. They also provided pertinent
demographic information and placed themselves in one of five categories in an eco-typology meant to depict different
levels of concern about sustainability from a consumer perspective. Six demographic variables were assessed.
Differences across some demographic groups were documented, but not all variables included in the current study
produced significant differences.

Introduction
Sustainability is a buzzword that permeates media, political, advocacy group, and consumer discussions today. It
is neither new nor solely an American phenomenon. Indeed, it is most assuredly global in scope. Sustainable
consumption has been defined as “the use of goods and related products which respond to basic needs and bring a
better quality of life, while minimizing the use of natural resources and toxic materials as well as the emissions of
waste and pollutants over the life cycle, so as not to jeopardize the needs of future generations.” This 25 year-old
definition was put forth by the Norwegian Ministry of Environment (1994). In this regard, the term eco-citizenship
has been used to characterize green consumption and an array of other environmentally-friendly behaviors (Gamma,
Mai, and Loock 2017). The United States has even seen the New Green Deal introduced in Congress in a proposed
effort to reverse the consequences of global warming with one focus on sustainability (Friedman 2019). Marketers
have assumed a more proactive role in this process. For example, Wrangler Jeans has introduced hyperlocal jeans in
an effort to bring sustainability home (Mahoney 2019) while Nestlé seeks to comply with standards which will allow
the company to establish sustainable labeling for more of its water-bottling facilities (Gretler and Williams 2017). We
have even witnessed the emergence of sustainable, responsible investing (Thompson 2019). Clearly, business entities
play an essential role in the task of assuring long-term sustainability.
The concept of sustainability has been characterized as ethical dilemma. In this regard, it is dependent upon parties
on both sides of the buyer-seller dyad to act responsibly. Consumers can have an impact – positive or negative – on
the environment in which future generations will live. Likewise, business organizations – marketers in particular –
also face this reality. Often characterized as a willingness to pay (WTP) (Hartmann, Apaolaza, and D’Souza 2018),
consumer tradeoffs might include paying more to purchase an environmentally-friendly product made from postconsumer recycled materials or they might take more time to research an upcoming purchase in order to make a
“greener” decision. Thus, there is often an ethical tradeoff associated with green consumption (Longo, Shankar, and
Nuttell 2019). Within this same context, an organization may weigh the cost of making a product that is
environmentally friendly against the impact it will have on profitability or image. As such, it can reasonably be stated
that sustainability represents a synergistic amalgamation of business ethics and consumer ethics (Bhuian and Sharma
2017).
There has been a litany of terms used to refer to consumers who either engage or choose to not engage in
sustainable practices. Further clouding the issue is that there is no consensus as to how many unique categories there
are when such designations are made. At the most rudimentary level, as few as two groups have been identified. At
the other end of the spectrum, recent research designated five different groups based upon the consumers’ selfclassification into the eco-category with which they see themselves as most closely aligned. The latter research
acknowledges the existence of different levels of green. As earlier noted, there are numerous ways in which green
consumers have been characterized. Not only are they green consumers (Cheeseworth 2015; Roberts 1996), but they
are socially responsible consumers (Balazs and Romeo 1996), environmentally-conscious consumers (Brown and
Wahlers 1998; Royne et al 2016), eco warriors (Roy 2015), and eco worriers (Anonymous 2016a). All of these terms
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can typically be tied to the goal of sustainability. From an aggregate perspective, they refer to ethical consumers
(Harrison and Newholm 2005) and the desire to engage in ethical consumption (Lewis and Potter 2011). Irrespective
of the label applied to these consumers, their presence as a major segment of the market has led to the emergence
green marketing initiatives. Inc. magazine has referred to green marketing as “a business practice that takes into
account consumer concerns about promoting preservation and conservation of the natural environment” (Anonymous
2016b). Clearly, the concept of green addresses both sides of the buyer-seller dyad.
One’s demographic profile has long been shown to be related to their ethical predisposition. For example, women
and older consumers tend to possess higher ethical standards. If sustainability is indeed an ethical phenomenon, it is
only logical to assume that there would be demographic differences across segments of consumers grouped on the
basis of their green attitudes and behaviors. Furthermore, the segments that have historically been associated with a
higher ethical predisposition should likewise possess a greener disposition in regard to sustainability. The current
research will assess this presumption while concurrently creating a demographic profile of the various groups specific
to the five groups delineated in a previous study. Specifically, the five groups are the eco-destroyer, the eco-aware,
the eco-conscious, the eco-worrier, and the eco-warrior (Fullerton, McCullough and Hershey 2017).

Literature Review
The literature review comprises two distinct components. First is an overview of segmentation of green
consumers. It is this assessment that ultimately led to the decision to use a five-segment typology. Next is a look at
previous research that has identified demographic differences across segments of consumers within the realm of
sustainability irrespective of the typology – if any specific typology was designated.

Green Segmentation
When focusing on consumer behavior, researchers often develop typologies predicated upon differences across
various segments within the consumer market. At the most fundamental level, the heterogeneous market is classified
using a two-segment typology. Two recent examples germane to the concept of sustainability are the delineation of
Green and Non-Green consumers (Barbarossa and De Pelsmacker 2016; Holmbom et al 2013). Using different
terminology, a three segment typology of green consumers was identified; it comprised the Uncommitted, the Green
Activists, and the Undefined consumers. (Finisterra do Paço, Raposo, and Filho 2009). Another three-group typology
delineated Translators, Exceptors, and Selectors (McDonald et al 2012). A study of Polish consumers also identified
three segments: True Greens, Potential Greens, and Browns (Apaydin and Szczepaniak 2017). Moving forward, by
focusing on demographic and psychographic considerations, Byus and Deis (2013) developed a four-segment
typology based on what they referred to as the four shades of green. These four clusters were: the Green-Greens; the
Green-Must-Wait; the Greenish-With-A-Cough; and the Greenish-Without-A-Cough. A second four-group typology
was deemed to consist of the Blind Green Consumer; the Individual Green Citizen; the Collective Green Consumer;
and the Collective Green Citizen (Prothero et al 2010). Yet another four-group typology was reported by Kreidler and
Joseph-Matthews (2009); the four segments – from most concerned to least concerned – were designated as Lohas
(Lifestyles of Health and Sustainability), Nomadics, Centrists, and Indifferents. In addition to this typology, Kreidler
and Joseph-Matthews put forth their own somewhat esoteric classification of green consumers; the four categories
were the True-Blue Green, Lean Green, Surface Green, and Craven Green consumers. Four recent studies have
classified consumers based upon their green tendencies into five segments. One was predicated upon their selfreported sustainable behaviors. While that study focused on behavior, it is important to note that the five categories
concurrently looked at a set of commonly scrutinized demographic variables. However, an assessment of sustainability
was based upon respondents’ concerns about energy, waste, water, and food in conjunction with environmentallyfriendly behaviors and attitudes such as their concern for wildlife (Royne, et al. 2016). The final five-group typology
to be discussed in this review is the most recent study by Fullerton, McCullough, and Moore (2019). In their broad
examination of green and non-green consumers, they identified five segments. Specifically, the segments were the
eco-destroyers, eco-indifferent, eco-conscious, eco-worrier, and eco-warrior segments. This typology roughly
corresponds to five groups emanating from two separate studies in which it was stated that consumers may be dark
green, light green, gray, light brown, or dark brown (Martenson 2018; Olson 2013).
The research on segmentation of the green market confirms the reality that it is not simply comprised of two
segments – green and non-green consumers. Rather it is a continuum with some consumers greener than others while
still acknowledging the reality that the so-called “non-green” segment of consumers does exist. Thus, a multi-segment
approach for assessing this aspect of the market is appropriate.
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Demographics and Sustainability
Though growing at a rapid rate, compared to the research on ethics, there is considerably less of a body of
literature on sustainability as it relates to demographics. While it is not a total void, the primary focus has been on sex
and age. Within this context, numerous studies have examined sustainability from the perspective of anti-consumption
(Gárcia-de-Frutos, et al, 2018). Thus, it may be more of an idea of not behaving in a detrimental manner instead of
engaging in activities that might be deemed pro-environment – or sustainable. This literature review will now continue
with an overview of the research which has examined the relationship between various demographic variables and
one’s ideological bent towards sustainability. The most common variables within this stream of research are age,
gender, income, household size, marital status and education. Many studies routinely examine myriad demographics,
so the following review will compartmentalize the discussion within the six variables while recognizing that some
overlap will occur. It will also primarily focus on research published within the past three years.
This section of the literature review will begin with an assessment of the research that has addressed the
relationship between sustainability and age. A recent study documented the fact that older consumers have the wealth,
in comparison to the younger generation, to drive decisions germane to sustainability (Sudbury et al. 2012). So income
and age are viewed concurrently in this regard with a noteworthy relationship with sustainability documented. Pan
and Sparks (2012) documented this ethical standing while Jayawardhena, et al. (2016) documented conflicting results.
While looking at age independently, Hori, et al. (2013) noted a direct relationship between one’s age and his or her
green mindset. In regard to age, it was found that middle-aged consumers (those who roughly fall within the category
of Gen X) were more inclined to embrace pro-environmental behavior than were either the younger or older groups
of consumers. However, older consumers were greener than were their youngest counterparts (Patel et al. 2017). So
while there was a relationship documented, it was not a linear correlation. In a study of Corporate Social Responsibility
(CSR) done in America, a significant relationship between age and attitudes pursuant to the decision to patronize socalled green hotels was documented (Sukhu and Scharff 2018). Likewise, it was determined that older consumers,
those over age 55, exhibited the greatest sensitivity to a measure of corporate social performance (CSP) (Perera and
Hewege, 2016). Interestingly, many of the cross-sectional studies on this topic were completed outside of the United
States. A study from Poland found that older consumers tend to purchase more ethical and environmentally-friendly
products than do their younger counterparts (Apaydin and Szczepaniak 2017); similar results were found in a study in
India (Laheri 2017). In yet another study, older consumers were found to be more likely to engage in food-related,
water reduction, recycling, and other eco-friendly behaviors (Royne et al. 2016) whereas a contradictory finding was
that there is little difference among adults up to age 60, then those over 60 exhibit a much lower propensity to engage
in behaviors the authors deemed as addressing sustainability (Mancini, Marchini and Simeone 2017). Somewhat
paradoxically, in a study that concluded that older consumers are more likely to be green consumers (Gilg, et al.,
2005), it was shown that their younger counterparts are more likely to express environmental concerns while extolling
the virtues of green consumption (Olofsson and Öhman 2006). Irrespective of age, this phenomenon has been referred
to as a green gap (Mishal, et al. 2017); “I think green but don’t behave in a green manner.” It has also been
characterized as an attitude-behavior gap (Sudbury-Riley, et al. 2018; Goriparthi and Tallapally 2017).
The focus now shifts to gender. It is worth noting that there has been an abundance of research that has examined
the relationship between gender and one’s ethical inclination. The vast majority of that research has documented the
fact that women possess a stronger ethical inclination than do men. If sustainability truly falls within the realm of
ethics, one would anticipate that women would likewise exhibit a stronger green personality. This assumption is well
documented in the body of work addressing sustainability, but it is not universal. Women have been found to be more
eco-friendly than men in a number of studies (Apaydin and Szczepaniak 2017; Black and Cherrier 2010; Cherrier, et
al. 2011; Laheri, 2017; Moisescu and Gică (2017); Sütterlin, et al. 2011). One study even identified a group engaged
in conservation activities as ecofeminists (Dobscha and Ozanne, 2001). Another study determined that women are
more likely to engage in an array of green behaviors such as recycling; however, men were found to be more concerned
with energy-related initiatives (Royne, et al. 2016). Furthermore, contrary to the majority of studies, results from India
indicate that it is the male consumer who engages in a higher level of eco-friendly behavior than does the female
consumer (Patel, Modi, and Paul 2017). This finding is contrary to that reported in the aforementioned study by
Sudbury-Riley et al. (2018) which documented a relationship between gender and so-called anti-consumption
behavior. It concluded that in regard to consumption of eco-friendly products, women have a stronger ethical
predisposition than do their male counterparts. So, while there are mixed results regarding the role of gender, it is
evident that the majority of the extant literature addressing this relationship indicates that women tend to possess
stronger pro-environmental attitudes while concurrently engaging in green consumption behavior.

583

The third demographic variable under scrutiny is income. In one study that looked at income from the perspective
of the availability of money, it was concluded that a direct relationship between that variable and the intention to
purchase green products exists. This relationship was based on the assumption by the consumer that green products
are more expensive, thus those with lower incomes were not predisposed, or perhaps not able, to complete such a
purchase (Goriparthi and Tallapally 2017). Hori, et al. (2013) found income to be positively related to green behavior
as did Martinsson, et al. (2011) and the aforementioned study by Apaydin and Szczepaniak (2017). Melo and de Farais
(2014) found that higher income consumers exhibited greater concern in regard to sustainability, particularly
environmental concerns, as it relates to the tourism industry in Brazil and Holland. Conversely, a study of Indian
consumers concluded that income was not related to one’s green mindset and behavior (Laheri 2017). While the recent
body of literature that has examined the role of income is comparatively small and not in unanimous agreement, the
research provides rudimentary evidence of the likelihood of a positive relationship between the two variables.
While it is not the sole determinant, the number of minor children residing in a dwelling is a key factor in
determining the size of the respondents’ household. Fullerton, McCullough and Moore (2019) documented a nonlinear relationship between one’s green attitude and the number of children. Of note is the fact that respondents tended
to move from the centrist category to become more likely to assume a more extreme perception as the number of
minor children in their household increased. For instance, 66.6 percent of the respondents with no children in the
household placed themselves in the centrist category. The percentage decreased as family unit size increased; the
statistics are 64.5, 57.0, and 54.5 percent respectively across the three groups defined on the basis of number of
children. However, they moved in both directions, some becoming more concerned while others expressed less
concern. However, there was a positive correlation between the number of children and the propensity to classify
oneself in either the eco-worrier or eco-warrior category. The key finding here is that those respondents with no minor
children in their household were far less likely to place themselves in one of the two greener categories of consumers.
Another interesting finding is that the respondents with three or more minors at home were more likely to place
themselves in one of the two less green categories while those with one or two children in the household were the least
likely respondents to classify themselves as either eco-indifferent or an eco-destroyer. So, while a relationship with
sustainability was documented, it was not linear in nature. At a rudimentary level, an earlier study indicated that the
mere presence of minors, irrespective of the number, induced consumers to purchase more green products (Davies
1995). Those results were noted in an article by Majumdar and Swain (2018) along with their findings that household
size had no impact on a consumer’s decision to purchase green cosmetics. One factor that has been offered as a
rationale for the presence of a relationship between the two variables is the legacy hypothesis (Thomas, et al. 2018).
The underlying premise is that parents want to leave their children a better place in which to live; therefore, they are
more prone to adopt pro-environmental – sustainability-focused – behavior. In this regard, it has been stated that there
is a concept called green motherhood whereby new mothers tend to gravitate towards a greener mentality as they
consider pro-environmental purchase behavior (Knibb and Taylor 2017).
Focus now shifts to the consumers’ marital status. One recent study of pro-environmental behavior documented
meaningful relationships with three demographic variables. In regard to marital status, it was noted that married
consumers were more prone to adopt a green mindset (Patel, Modi, and Paul 2017). An Australian study concluded
that single individuals tended to exhibit lower levels of concern for environmental factors germane to sustainability
(Esparon et al. 2017). Framed differently, but reflecting similar results, Minton et al. (2012) found that married
consumers are more likely to exhibit a stronger commitment to sustainability. Similar results were found in a study
that used a Pro-Environment Behavior (PEB) scale to measure consumer attitudes; one key finding was that married
consumers score higher on the PEB scale than did their single counterparts (Patel, Modi, and Paul 2017). An early
study concluded that married consumers were more likely to engage in behaviors designed to enhance sustainability
(Laroche, Bergeron, and Barbaro-Forleo 2001), however, a follow-up study found that to be true for only one of the
five environmentally-friendly behaviors being treated as dependent variables (Fisher, Bashyal, and Bachman 2012).
The final demographic variable under scrutiny is the respondent’s level of education. Several examples, with
mixed results, have examined the role of education. Examples include studies by Karlin, et al. (2014); Bortoleto et al.
(2012); and Sharp, et al. (2010). While education has often not been shown to exhibit a positive relationship with
green attitudes and behavior, a recent example of one that did is the aforementioned Royne, et al. (2016) study.
Conversely, the study by Mancini et al. (2017) found that attitudes and behavior regarding sustainability appear to
grow greener as the consumer’s level of education increases. Yet another study found that highly educated consumers
were more prone to adopt a green mindset (Patel, et al. 2017). Conversely, the aforementioned study by Apaydin and
Szczepaniak (2017) found no relationship between one’s level of education and their green attitudes and behaviors.
Similarly, no relationship was found between the level of education and the likelihood of engaging in environmentally
sustainable behavior (Paswan, Guzman, and Lewin 2017). This same result was in evidence when the dependent
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variable was the consumer’s intention to stay at a green hotel (Sukhu and Scharff 2018). In a study of Indian
consumers, it was found that the level of education is related to one’s attitudes towards the purchase of green products.
The results regarding education are all over the map. Some studies have found no significant relationship; others have
documented an inverse relationship, one that indicates that attitudes and behaviors regarding sustainability tend to
move in the opposite direction. Thus, those attitudes and behaviors regarding sustainability gravitate downward as
education increases. Still others have documented a direct relationship where the two phenomenon move concurrently
in the same direction. That is to say, one’s sustainability mindset strengthens as his or her level of education increases.
Therefore, it can be said that the relationship between education and sustainability is still subject to question thus
deserving of greater scrutiny.
Despite the above evidence that sustainability-specific issues are related to an array of demographic variables,
there are a multitude of studies that have not been in agreement with those findings. In some cases, a conceivable
explanation for the different outcomes is predicated upon the country in which a specific study took place. It is apparent
that those relationships between green behavior and demographic variables need further clarification. The current
study attempts to achieve this by looking solely at the United States (even though the database includes the results
from a large sample in South Korea). In some cases, relationships are documented; other times they are not. So the
situational nature of the ethical aspect of sustainability is of note. Thus, the question becomes one of how are these
demographic variables related to the propensity to classify oneself into a particular category of “eco-consumers”. This
question leads us to our two research objectives.

Research Objectives
There are two primary objectives associated with this study. First is the need to place consumers in a multisegment typology that represents a green-brown continuum. Therefore, the initial objective is simply identifying the
frequency and percentage of consumers who have placed themselves in one of the five categories as first delineated
by Fullerton, McCullough, and Hershey (2017). Next is the task of assessing an array of demographics and how each
independent variable is related to the five groups of consumers who have indicated their green propensity by
classifying themselves into one of the five categories based upon their own green behavior and opinions regarding
both consumer and business practices germane to sustainability.

Methodology
The process began with a survey developed by the author. This survey was pretested using a convenience sample
of 208 students in a basic marketing class at an AACSB accredited school. Upon completion of that study, a new
instrument was developed. The new survey was then sent to collaborators in the United States, Australia, New Zealand,
South Africa, and South Korea. The survey was further revised based upon both the pretest and input from the six
collaborators (two from South Africa). Questions were reordered and reworded. Seven multi-item scales were also
added for a follow-up study on consumer citizenship. The final result was a survey that sought feedback on the
respondents’ own behavior, their attitudes regarding other consumers’ behavior, their attitudes towards organizations’
behavior, general opinions about the environment (e.g. global warming), an array of scales germane to sustainability
and one’s attachment to nature, their self-selection into one of the five categories of green (or non-green) consumers,
and appropriate demographics (age, gender, education, marital status, number of children residing in their household,
and income). Behavior and attitudes were measured using a balanced, six-point itemized rating scale where each
category was verbally described. Four of the demographic questions and the self-categorization question were of the
typical multiple-choice or dichotomous format resulting in either nominally scaled data (e.g. gender), ordinally scaled
(e.g. income) data. The question regarding age asked for the respondents’ exact age, so it produced ratio-scaled data.
However, respondents were then placed into one of five cohort groups thereby ultimately resulting in an ordinallyscaled response set. The same was true for number of children. While the exact number residing in the household was
provided, the information was ultimately used to develop four groups ranging from zero to five-or-more.
Data were collected using an Internet protocol. This process was outsourced to eRewards (Research Now), a
commercial service provider that maintains a large panel of consumers. Based on specific selection criteria, potential
respondents received an invitation to participate in return for modest compensation. It is essential to note that even
though the survey was completed online, it was not an open-access opportunity. Respondents had to click on the link
in the email invitation to access the survey. Furthermore, they could only answer the survey once. Demographic data
were tracked over the seven-day collection period, with subsequent waves of invitations being sent to the demographic
groups for which there was greater need for respondents. This was also done from a geographic perspective. The result
was a sample which is an excellent, albeit not perfect, representation of the adult population of residents in the United
States. Furthermore, the voracity of the data was evaluated using three criteria. Was the time taken to complete the
survey within the range of expectations on the part of the author, was there any strange set of answers – all one number
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or what was deemed a random walk through the survey? Furthermore, the questionnaire included two questions that
addressed the same phenomenon although the wording was substantially different – were the respondents’ answers
consistent? To be deemed acceptable, the answers to the two questions on the six-point scale did not have to be
identical, but they did have to be similar. So if there was agreement with one statement and disagreement with the
second, the respondent’s survey was deemed unacceptable thereby excluding it from subsequent analyses. The net
result was a representative sample of 1,243 adults residing in the United States.
The size of each of the five segments in the typology was measured using simple frequency and percentage
distributions. Demographic profiles were determined using simple frequencies and cross-tabulations. Chi-square tests
of independence were used to identify those demographic variables for which there was a statistically significant
difference across the five groups with a probability of .05 serving as the benchmark for rejecting the null hypothesis
of statistical independence.

Results
The sample comprised 1,243 adult residents of the United States. By controlling the invitations sent to potential
respondents of the Internet-based questionnaire, the result was a highly representative sample of the target population.
For example, the gender breakdown was 50.1 percent male and 49.9 percent female. While not perfect, it is still close
to population parameters.

Objective 1: Where Do Respondents Place Themselves in the Eco-Typology?
The initial objective was simply that of determining the composition of the sample based upon their selfclassification into one of the five segments as first articulated by Fullerton, McCullough, and Hershey (2017). This
classification is best described as an eco-typology. Since it includes groups that are far from green, it was determined
that eco-typology is a better descriptor than is green typology. At only 2.01 percent, the Eco-Destroyers were by far
the smallest segment. It is this segment that is most likely to exhibit no real concern for the environment, thus they are
less likely to engage in any proactive behavior with an intention of fostering sustainability for the benefit of future
generations. They are also likely to be more prone to engage in actions that they recognize as potentially harmful to
the environment. Recall the earlier study that identified the so-called dark brown segment of consumers (Martenson,
2018). The second smallest group falls at the opposite end of the continuum. The Eco-Warriors, or what Martenson
(2018) referred to as the dark green segment, are those consumers who are most likely to exhibit concerns about
sustainability, thus they are far more likely to engage in green behavior regarding consumption and disposal of the
products that they buy. These ultra-green consumers are seen as willing to fight for what they believe (Roy, 2015). In
the current study, fully 9.25 percent of the respondents classified themselves as Eco-Warriors. The largest segment is
the centrist group that has been labeled as the Eco-Conscious. While these consumers are aware of potential problems
and have modest concerns about the future, they only engage in what would be deemed to be environmentally-friendly
behavior on a limited basis. This Eco-Conscious segment makes up almost 65.1 percent of the respondents. Table 1
provides an overview of the size of the five segments in this typology.
Table 1: The Composition of the Five-Group Eco-Typology
Group
Eco-Warrior
Eco-Worrier
Eco-Conscious
Eco-Indifferent
Eco-Destroyer

Number
115
145
809
149
25

Percentage
9.25
11.67
65.08
11.99
2.01

Cumulative
Percentage
9.25
20.92
86.00
97.99
100.00

Objective 2: How do Eco-Groups of Consumers Vary Relative to their Demographic Make-up?
The second objective was to determine the nature of any relationship between each of the six demographic
variables in the set of independent variables and the respondents’ self-classification into one of the five groups in the
eco-typology. It is this typology which serves as the dependent variable. In this regard, the intention is to determine if
and how the demographic profile across the five groups varies in a statistically significant manner.
The first demographic variable under scrutiny is gender. The chi-square test of independence produced results
leading to the rejection of the null hypothesis of statistical independence. Thus it can be stated that there are genderbased differences across the five groups that deserve further scrutiny. Men and women appear to be different when it
comes to green behavior and attitudes.
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The second demographic variable to be examined is age. While respondents provided their exact age, a decision
was made to place the respondents into multiple age groups. But rather than following the lead of traditional research
that tends to simply place respondents in groups based upon round numbers (e.g. 31-40 and 41 to 50), a decision was
made to group the respondents based upon their generational cohort group. Thus, the research focuses on differences
among Generation Z, Millennials, Gen X, Baby Boomers, and the Silent Generation. While there is not unanimity
regarding the exact years of birth for members of each group, differences are inconsequential. So, for the current study,
a breakdown by Robinson (2017) was used. Once more, the null hypothesis of statistical independence was rejected.
Therefore, the research documents the reality that there are meaningful age-based differences when comparing the
five segments of green consumers.
Next is an examination of income. For this demographic variable, respondents were given eight income categories
for which they were asked to indicate their total yearly household income. The eight categories ranged from a low of
“$10,000 or less” to a high of “over $200,000”. The most common response with some 29.6 percent of the respondents
placing their households in it was the “$25,001 to $50,000” category. When looking across the five groups of the
green typology, any observed differences were deemed to be statistically insignificant. Thus, the conclusion, based on
the decision to accept the null hypothesis of statistical independence, is that one’s classification into a particular ecocategory is not related to his or her age.
Next on the list of demographic variables is one’s level of education. There were eight categories ranging from
“Less than High School Diploma” to “Professional or Doctoral Degree.” The most common response was “Completed
Some College but I Do Not Have a College Degree.” Two people chose not to respond to the question (They were
given that option). Based on the chi-square test of independence, it has been determined that there is no relationship
between one’s level of education and the eco-category in which they placed themselves.
The penultimate demographic variable under scrutiny is marital status. In today’s world, there are more answers
than we have had in the past. While this research did not differentiate between same-sex and opposite-sex
relationships, it did include the category of “Living with Partner.” And of course, marriages today could be same-sex
or opposite-sex. Only one respondent indicated the “Prefer not to Answer” option provided in the survey. Based on
the four groups, no statistically significant difference was documented. Therefore, the results of this research indicate
that there is no relationship between one’s marital status and the eco-group in which they place themselves.
The final demographic variable to be looked at is number of children under the age of 18 that reside in the
respondent’s household. The number of children ranged from zero to eight. By grouping the number of children, four
categories resulted. These categories are 0, 1-2, 3-4, 5 or more. It was this demographic that produced the largest chisquare statistic and correspondingly the lowest value for the metric designed to measure statistical significance.
Consequently, it can be stated that the number of children residing in the household is related to one’s selfdetermination of the eco-segment to which they belong.
Table 2 provides a summary of the results of the six chi-square tests of statistical independence. The null
hypothesis was that the two phenomena under scrutiny were statistically independent. That hypothesis was rejected,
thus an association was deemed to exist, when the level of probability associated with the chi-square statistic was .05
or less. Table 2 reiterates the previous discussion where it was concluded that gender, age, and the number of children
residing in the respondents’ household were all related to sustainability.
Table 2: Results of Chi-Square Tests of Independence
Demographic Variable
Gender
Age
Income
Level of Education
Marital Status
Number of Children in Household

df
4
16
32
28
16
12

significance
.005
.025
.876
.412
.229
.000

accept or
reject Ho
Reject
Reject
Accept
Accept
Accept
Reject

Discussion of the Results
This aspect of the analysis will begin with a look at gender. The literature has long documented a plethora of
studies that have indicated that there is a relationship between one’s gender and their ethical inclination. In the vast
majority of those studies, it was found that women tend to exhibit a stronger ethical mindset. This reality is true
whether the research was exploring business ethics or consumer ethics. In the current study, a relationship between
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one’s green personality and gender was documented. This relationship is confirmed by virtue of the fact that a higher
percentage of women placed themselves into one of the two greener categories (eco-worrier and eco-warriors). Men
were far more inclined to place themselves in the two least green categories (eco-indifferent and eco-destroyer).
Therefore, the results allow for the conclusion that gender is related to sustainability much the same way it is related
to ethics. Women express greater concern that likely leads to greener – that is to say more ethical – behavior on their
part.
The second demographic under scrutiny is age. While the literature is a bit more mixed regarding the relationship
between age and one’s ethical predisposition, the most common finding is that consumers tend to develop a stronger
ethical disposition as they get older. The results of research on sustainable practices are a bit less conclusive. The
decision to place oneself in a particular eco-category is related to age; however, the observed relationship is, in fact,
linear from a key perspective. Members of the silent generation are considerably less likely to place themselves in
either the eco-destroyer or eco-indifferent category (10.3 percent combined). The other four generational cohort
groups all hover around the 14.1 percent mark, so there is certainly no apparent linear relationship with age. That
changes when the focus shifts to the two greenest groups. Among the Silent Generation, only 13.8 percent in that
generational cohort group placed themselves in either the eco-worrier or eco-warrior category. At the other end of the
age spectrum, fully 29.9 percent of the respondents from Gen Z placed themselves in one of the two greenest groups.
The progression from the youngest to the oldest cohort group was 29.3, 23.9, 19.6, and 13.8 percent respectively. The
results indicate that as consumers get older, their concern about the environment tends to diminish. But rather than
moving to one of the two so-called brown groups, there was simply a move to the centrist (eco-conscious) group. That
transition is logical as their awareness has not diminished, but their concerns and behaviors apparently have. Again
from the youngest to the oldest group of respondents, the size of the centrist group follows this progression: 56.6,
62.1, 66.0, 71.2, and 75.5. As consumers age, the centrist group grows progressively larger thus indicating that there
is a growing indifference to the concerns associated with sustainability. Of note is that for all five generational cohort
groups, the largest category in which respondents placed themselves was the centrist group, that is the eco-conscious.
Thus it appears that either attitudes (or behaviors or both) change as we age or we become more realistic as to what
we actually do and think. Maybe the green gap shrinks with age. Regardless, the relationship with age could be
construed to be linear if we are focusing on the positive aspects regarding behavior and attitudes consistent with the
two greenest groups. Their attitudes are important as these two segments will be the outspoken critics rallying the
masses, irrespective of age, for change.
The next look was at income. Previous results regarding the relationship between one’s level of income and
sustainability have been mixed. However, the literature does appear to provide rudimentary evidence of a relationship.
However, this premise was not supported in the current study. As noted earlier in the Results section, there was no
discernable relationship between income and the respondents’ perception of where they fall on the eco-scale. The
implication is the determination of which group to place oneself is not tied to their income. Whether an eco-warrior
or an eco-destroyer or any group in-between, income is simply a non-determinant.
Fourth was one’s level of education. Results from previous studies have been all over the map. Some have found
no relationship at all. Others have noted a direct, positive relationship between the two variables; as education rises,
concerns about the sustainability of our environment increase. Others have documented an inverse relationship where
level of education and concerns regarding sustainability move in the opposite direction. Given this uncertainty, the
current research did not begin with any premise or hypothesis as to either the existence of a relationship, or (if one
was found) the direction of that relationship. For the current study, as with income, no significant relationship was
documented. Since income and education are - at least to some extent - correlated, it should not be surprising that the
two variables exhibited similar results.
Marital status was the next-to-last variable under scrutiny. In general, previous research has indicated that married
consumers adopt a more sustainability-focused mindset. They no longer can think about themselves, but also their
spouses, their children, and their future children. So it may not simply be the act of saying I do that produces a
meaningful change. However, because of the absence of a statistically significant relationship in the current study, the
conclusion that is drawn is that one’s marital status does not impact the respondents’ decision regarding the group to
which they belong.
The final demographic variable under the microscope was the number of children under the age of 18 residing in
the same household as the respondent. Much of the earlier research had noted the existence of this relationship. But it
was not necessarily a linear relationship. The act of moving from zero to one seems to produce a change, but the
impact of additional children is in question. In the current study, a statistically significant relationship was
documented. Of note is the fact that respondents tended to move from the centrist category (Eco-Conscious) to become
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more likely to assume a more extreme perception as the number of minor children in their household increased. For
instance, 66.6 percent of the respondents with no children in the household placed themselves in the centrist, ecoconscious category. The percentage decreased as the household size increased; the statistics are 64.5, 57.0, and 54.5
percent respectively. However, they moved in both directions, some becoming more concerned while others expressed
less concern. However, there was a positive correlation between the number of children and the propensity to classify
oneself in either the eco-worrier or eco-warrior category. The key finding here is that those respondents with no minor
children in their household were far less likely to place themselves in one of the two greener categories of consumers.
Another interesting finding is that the respondents with three or four minors at home were more likely to place
themselves in one of the two less green categories while those with one or two children in the household were the least
likely respondents to classify themselves as either eco-indifferent or an eco-destroyer. So much like the previous
research, the conclusion drawn is that there is a relationship between the two variables, but that relationship is not
linear in nature.

Where Next?
The results provide an overview of the five-category eco-typology designed to reflect the public’s mindset and
behavior regarding issues germane to sustainability. Ranging from an eco-destroyer to an eco-warrior, respondents
were able to place themselves in the category that best reflects their persona. Yet the majority of the respondents
placed themselves in the centrist category. With over 65 percent putting themselves in the eco-conscious, it can be
argued that there was still not enough discrimination. Perhaps a six-group typology is called for. Another option is to
use the current data that examined over 60 behaviors and attitudes and subject the data set to an analysis with the goal
of identifying clusters post hoc based on the respondents’ answers to those questions rather than simply accepting
their self-determined status as the final answer. Any follow-up study could perhaps benefit from a definition of each
category instead of relying on respondents to formulate their own definition, or characteristics, of the five eco-groups.
Just over 20 percent of the respondents placed themselves on the green side of the continuum whereas 14 percent
placed themselves in one of the two brown categories. While both of these statistics are likely to disappoint
environmentalists, a gnawing question emanates from these findings. Why did over 65 percent of the respondents
place themselves in the centrist category? A second question now becomes relevant. What can marketers, politicians,
the media, environmental advocates, and others do to induce a transition from the indifferent mindset of the ecoconscious consumer to one who embraces a greener philosophy?
Differences across the six demographic variables under scrutiny were documented for only three: age, gender,
and number of minor children residing in the household. No differences were documented for income, education, or
marital status. Thus it can be stated that while sustainability is somewhat analogous to ethical decision making, the
apparent relationships with demographic considerations does not duplicate what has been found in research on
business and consumer ethics. This topic might also deserve consideration for future research.
There are noted differences across certain demographic variables. A potential area for future investigation is the
synergy surrounding the combination of demographic groups. For example, women are more oriented towards
sustainability. So are married people. Does the micro-group of married women possess an even stronger predisposition
regarding sustainability? Is there meaningful interaction and synergy? Could one plus one equal three? It is most
assuredly worth exploring.
Of particular note is the fact that younger people are more enthusiastic and more proactive, but this affinity wanes
as they age. Perhaps it is more of reality setting in; the hopes and dreams of younger consumers may be unrealistic.
As reality sets in, their mindset changes. Alternatively, perhaps it is a reflection of when we grew up. Older people
did not have the information that today’s younger citizens have, thus they are more concerned because they have more
insight. Maybe the behavior and concerns associated with today’s younger consumers will not change as they grow
older. So the question worthy of following up among the youngest, consumers is simple: are you likely to maintain
this green mindset into the future, or are you coming to the realization that it is too late to have an impact?
The literature has commonly noted a behavior-attitude gap, otherwise referred to as a green gap. Consumers talk
a green story, but behave in a brown manner. Is this reflective of the way younger consumers tend to change over
time? Do their attitudes come to be aligned with their overt behavior? The stream of research regarding why this gap
exists needs additional depth.
Future research on the cohabitation situation could be beneficial. Married or not married is no longer a simple
dichotomy. Plus, we have domestic partnerships that in some countries such as New Zealand carried the same rights
and legal obligations of marriage. We have same sex marriages and domestic partnerships or we simply choose to live
together without a marital tie, perhaps because of financial considerations (e.g. one partner drawing survivors’ benefits
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that would be forfeited upon getting married). Are these newer forms of cohabitation similar to marriage in terms of
the relationship’s impact on one’s mindset regarding sustainability?
There have been a multitude of cross-cultural studies designed to assess differences from one country to another.
Some of these studies have been based upon the authors’ apparent desire or ability to compare two or more countries
with little reason to anticipate differences. Others have been predicated upon some theoretical consideration such as
the comparison of a collectivist culture to one based on an individualistic perspective. A recent article in the Journal
of Business Ethics reviewed ethics-based research over some 50 years and documented a multitude of cross-cultural,
or perhaps simply cross-national, differences (Javalgi and Russell, 2018). Those findings provide a rationale to look
at sustainability from a similar perspective given that sustainability has been characterized as an amalgamation of
business ethics and consumer ethics. Thus, researchers should consider engaging in cross-cultural sustainability-based
research in the future.
More recently, there has been a spate of studies that assessed the role of religiosity within the context of both
ethics and sustainability-based decisions. Examples include Bhuian and Sharma (2017) and Rodriguez-Rad and
Ramos-Hidalgo (2018). An extension of this stream of research is likewise logical.

Conclusions
This research has addressed a number of issues specific to sustainability as it relates to a pro-environmental stance
or so-called anti-consumption behavior. In doing so, it has also raised a number of questions. As such, it should be
beneficial to practitioners who seek new insight about green consumers and how to convert non-green consumers. It
should also serve as a reminder to academic researchers that sustainability is a fertile ground for research. Taking
advantage of this opportunity would therefore be mutually beneficial, a condition that academicians strive to find.
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Summary Brief

The Convenience - Environmental Sustainability Gap
Nicole Vowles, Metropolitan State University of Denver, USA
Consumer convenience and environmental concern are macro-level trends that receive significant academic
research, yet research regarding their intersection is scarce. This presentation explores the development of both topics
and proposes a research path that addresses: How do consumers manage the choice between convenience and
environmental sustainability in a purchase decision?

Introduction
Consumer convenience and concern for the environment are two macro-level social trends that can be traced to
post-World War II economic development. Both topics have been the focus of marketing research for several decades
and both continue to be important to consumers today. Convenience and environmental sustainability have recently
battled head-to-head in societal conversation: disposable straws and single-use coffee pods are examples where the
use of convenient, disposable items create negative environmental impacts that gained the attention of consumers and
policy makers. Importantly, researchers have noted the "green gap": the disconnect between consumer expressed
interest in environmentally friendlier products and actual purchase. While the reasons for green purchasing have been
widely researched, the causes of the green gap are less understood (Gleim and Lawson 2014). Given the prevalence
of convenience as a focus of marketing and of consumption, research regarding the intersection of convenience and
green purchasing is warranted.
The purpose of this paper is to briefly explore both topics and propose a research path. The research question is:
How do consumers manage the choice between convenience and environmental sustainability? Better understanding
this intersection will lead to a better understanding of consumer ideals regarding both topics, which in turn can improve
the strategies used to increase adoption rates of sustainable product alternatives.

Literature Review
Academics were writing about convenience and consumption in the 1950's. Reavis Cox, in his American
Marketing Association speech and paper (Cox 1959) wonders “how consumption has got to be so much work” (358).
He calls for the expansion of the concept of convenience from a single-product to an aggregate which helps minimize
the effort spent in creating a standard of living. Research regarding convenience again surged in the 1980s, with a
focus on clarifying the definition and multidimensionality of the convenience construct (Brown and McEnally 1993).
Convenience continues to be a focal point of marketing. The focus on convenience matches a consumer priority that
is driven by demographic changes, dual household participation in the workforce, and a wide variety of lifestyles
(Brown and McEnally 1993). Convenience as a product benefit targets virtually all income levels. For example, a
study of the purchase of convenience foods shows that it offers “practical solutions to the complex and competing
demands of contemporary family life” (Jackson 2017, 2516).
Academic exploration of environmental sustainability started later, and in part due to the waste created by product
convenience, in the 1960s. In the U.S., the growing public focus on the environment led to a political focus; during
Nixon’s presidency, a leap forward was made with the Clean Air Act and the creation of the Environmental Protection
Agency (Rinde 2017). During this time, academics studied the human response to environmental degradation (e.g.,
Malony and Ward 1973) and identified segments of concerned consumers (e.g., Kinnear, Taylor, and Ahmed 1974).
Consumers are likely to adopt environmentally friendly products if they have strong pro-environmental attitudes (e.g.,
Davari and Strutton 2014) and purchase intent (e.g., Chan and Lau 2002). Intent can be disrupted as well (e.g. Cherrier
et al. 2012). Research relating to the shared economy, which presents a promise of both convenience and sustainability,
tends to focus on the intersection of perceived value and environmental sustainability (e.g., Wang et al. 2018).
Similarly, research on pro-environmental behaviors has focused on financial trade-offs (Jiang 2015).
While marketing academic research relates separately to convenience and environmental sustainability, a gap
exists at the intersection of the topics. Stampfl (1982, in Brown and McEnally 1993) sets the stage by identifying a
post-industrial consumer who seeks convenience only when it is cost-effective and environmentally supportive. Liu,
Segev, and Villar (2017) considered possible inhibitors to green purchase and found that the theory of planned
behavior best predicts green purchase behavior; they encourage further research using this model with the additional
variables, including perceived convenience.
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Methodology
Given the lack of previous research, the proposed initial research is exploratory. The research objectives are to:
(1) Discover how consumers who self-identify as environmentally conscious weigh the choice between sustainability
and convenience and (2) Determine in which buying situations sustainability and convenience are synergistic and
when they conflict. The proposed method includes an ethnographic study of the kitchen pantry of consumers who selfidentify as environmentally conscious along with in-depth interviews.
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Summary Brief

Signaling Environmental Friendliness through
Product Design
Christian Bushardt, University of Tennessee Martin, USA
Ellis Chefor, Louisiana Tech University, USA
Manufactures can reduce information asymmetry between consumers and supplying institutions through selective
use of product design. Product design considerations are integrated with green marketing as an alternative signal to
existing eco labels in an institutional buying context. A common product design element is manipulated and tested for
implicit association with environmental friendliness.

Introduction
Green marketing is taking shape as one of the key business strategies of the future (McDaniel and Rylander,
1993). Increasing environmental consciousness makes it incumbent on consumer and business marketers to lead the
way in environmental programs. Marketing research and practice has embraced green marketing. Organizations invest
in environmentally friendly products and attempt to communicate the environmental benefits of their products to their
clients or consumers. The need to signal desirable attributes to consumers is rooted in information asymmetry between
market players. Signal theory describes a means by which producers can signal attributes to consumers (Spence, 1973).
There are many examples of marketing product quality signals such as guarantees, brand name, country of origin, and
ecolabels. However, signaling product quality with ecolabels is relatively ineffective as they are addressed primarily
to green consumers who are aware of these labels (Rex and Baumann, 2007).

Background
In many institutional buying situations the end consumer has direct experience with the product while also
interacting with the supplying institution but is unaware of the product manufacturer. For example, many educational
institutions have stopped using plastic cutlery and moved to biodegradable cutlery to signal their environmental views
to their often young, consumers. However, due to information asymmetry, the consumer is often unaware of the
manufacturer of such products. The education institution supplying the cutlery to its customers’ would love to be
perceived as an environmentally friendly institution. If the final user had additional information about the manufacture
or product, beyond what they can ascertain during consumption, information asymmetry would be reduced. In essence,
high information asymmetry prevents consumers from fully understanding the investments made in environmental
friendly products, except as can be accessed by the consumer during consumption.
The current paper examines how supplying institutions can increase corporate social responsibility (CSR)
perceptions through implicit product design features. Some design features, such as the color of product packaging or
drawings on the product, are often associated with environmentally friendly products and may be more recognizable
than ecolabels. Such design factors can therefore be used to signal the environmental friendliness of products to a
wider audience. An additional benefit of using design to signal environmental friendliness is that the organization may
be able to avoid making an explicit claim that could be perceived negatively by some consumers.

Key Findings
A leaf image was selected as the product design element to be manipulated with environmental friendliness and
corporate social responsibility as attitudinal outcomes. Participants who saw the condition containing the leaf image
indicated the environmental friendliness of the paper towel was not significantly different (M= 45, SD = 29.4) than
control participants who saw the condition without the leaf image (M=36, SD = 24.0), t(61)=1.43, p=0.158. The lack
of a difference in environmental friendliness perceptions resulted in a follow up study using respondents with
significantly different demographics but identical experimental conditions. Participants who saw the condition
containing the leaf image indicated the environmental friendliness of the paper towel was significantly greater (M=
58, SD = 30.1) than participants in the control condition who saw the condition without the leaf image (M=28, SD =
21.3), t(34)=3.64, p<0.05. A significant difference in the age of the first response group (M=22, SD=3.14) compared
with the second group of respondents (M=27, SD=8.69), t(42)=3.32, p<0.05 emerged. The analysis suggests, as does
previous research, that different consumers have very different responses to product design signals. Of interest in this
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study, the older consumers seem to be more likely to implicitly associate environmental friendliness from certain
product attributes as compared to the younger respondents.
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Summary Brief

Exploring the Role of Personal Values on U.S. Young
Adults’ Attitude toward the Boycott and Boycott
Intention
Olivia S.C. Bravo, Florida State University, USA
Sindy Chapa, Florida State University, USA
This exploratory study investigates the impact that personal values of young adults in the U.S. have on attitude
towards the boycott and boycott intention. An online survey was conducted to test a conceptual model. The findings
show that self-enhancement, conservatism and openness to change significantly predict boycott intention, with selftranscendence being the best predictor. The direct effect of personal values on boycott intention is mediated by attitude
towards the boycott.
Some consumer boycotts are known to have devastating effects on brands and companies, reducing market value
(Koku 2012) and causing reputational damage (McDonnell and King 2013). Millennials and Gen Zs, more than any
other generation, are more likely to boycott companies they perceive as unethical (Mintel 2015). They also tend to be
more aware than older generations of how their purchase decisions can change company policies and practices (Mintel
2015), and are more engaged in ethical consumption (Gorman, Nelson, and Glassman 2004; YouGov 2017). There is
a growing body of research that identifies the reasons for consumers’ boycott participation, but none has been found
that looks specifically at the personal values driving the boycott intention of young adults in the U.S. This exploratory
study addresses this gap by examining the influence of self-transcendence, self-enhancement, openness to change, and
conservation values on attitude towards the boycott and the boycott intention of young adults in the U.S.
Personal values are the general, abstract, and enduring beliefs people hold that direct their assessment of actions,
people, policies and events as well as subsequent decisions and behaviors (Schwartz 2010). Schwartz’s (2005) value
theory outlines 10 value types associated with four value dimensions: self-transcendence, self-enhancement,
conservation, and openness to change. Research conducted in Latin America and Europe on the influence of personal
values on boycott participation suggests that self-transcendence, openness to change, and self-enhancement may have
a positive relationship with boycott intention and may also be strong predictors of boycott intention (De Barcellos,
Teixeira, and Venturini 2014; Klein, Smith, and John 2004; Schwartz 2010). In addition, conservation may be
negatively associated with intention to boycott (Pacheco and Owen 2015; Roets, Cornelis, and Van Hiel 2014).
However, the predictive power of this value dimension is not known.
Based on the foregoing, a conceptual model was created proposing the following:
•

Self-transcendence, openness to change, and self-enhancement will positively predict U.S. young adults’
attitude towards the boycott.

•

Conservation will negatively predict U.S. young adults’ attitude toward the boycott.

•

Attitude towards the boycott will mediate the effect of self-transcendence, openness to change, selfenhancement, and conservation on U.S. young adults’ boycott intention.

Using the survey data of 458 students aged 18 to 35 years (M = 21), the model was tested using structural equation
modeling (SEM) with AMOS software. Fit indicators suggested the conceptual model was not a good fit (X²/df =
2.98, GNI = .90, NFI = .85, TLI = .88, CFI = .88, RMSEA = .06). Modification indexes showed three additional
relationships existing between six variables, and a nested model was generated. The results showed improved indexes
(X²/df = 2.25, GNI = .90, AGFI = .90, NFI = .88, TLI = .91, CFI = .90, RMSEA = .05), suggesting good model-data
fit.
The regression weights in the model ranged between .13 and .60, all significant to p < .05. The results indicated
that self-transcendence (ß = .22; p = .001) and openness to change (ß =.18; p = .008) significantly predict U.S. young
adults’ positive attitudes toward the boycott. However, the relationship of self-enhancement (ß = -.17; p =.008) and
conservation (ß = .13; p = .026) with U.S. young adults’ attitudes toward the boycott was in the opposite direction to
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the study’s prediction. Consistent with the model, attitude towards the boycott mediated the direct effect of selftranscendence, openness to change, self-enhancement, and conservation on U.S. young adults’ boycott intention (ß =
.60; p < .001).
Generally, the results indicate that self-transcendence is the best predictor of attitude towards the boycott among
U.S. young adults. This finding may be particularly meaningful for companies that seek to pre-empt or even repair the
fallout from a boycott. Such companies should identify concrete ways to (re)build relationships with boycotting young
adults who are motivated by self-transcendence. Companies and their brands may need to consistently demonstrate
self-transcendent values as they work to woo or re-engage members of this group. Torelli et al. (2012) suggest that
imbuing self-transcendent values on a brand may help, but only if the brand does not have an established selfenhancement or conservation brand concept. In essence, this may call for (re)positioning the company/brand as an
ethical, socially responsible one. Consumer activists may also leverage this insight and design campaigns that
highlight a company’s unethical behavior in order to generate more support from young adults with high selftranscendence values.
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Summary Brief

Is Social Media Engagement Necessary? Investigating
Expectations Based on Gendered Brand
Communication Styles
Tara Hosey, The University of Southern Mississippi, USA
Jamye Foster, The University of Southern Mississippi, USA
Joanne Cao, The University of Southern Mississippi, USA
Gallayanee Yaoyuneyong, The University of Southern Mississippi, USA
While the role of gender in brand communication has been explored in the marketing literature, these studies
only consider the consumer’s gender. Marketing has yet to consider the brand’s perceived gender, and how that
affects brand perceptions, communication expectations, and other consumer outcomes. Therefore, this proposed study
will attempt to answer the following research questions: Are expectations of social media interaction different for
masculine versus feminine brands? Are consumer outcomes more positive when those expectations are met?

Introduction
Previous research has found consumers have differing expectations for how engaging a brand will be based on
brand personality type (Cao et al., 2018). Specifically, consumers do not expect rugged brands to be as engaging on
social media as sophisticated brands. A review of Aaker’s (1997) brand personality dimensions indicates that rugged
brands project a more masculine image, with descriptors like ‘outdoorsy’ and ‘tough’. On the other hand, sophisticated
brands are described as ‘glamorous’ and ‘romantic’, which likely projects a more feminine image. This suggests that
perceived gender of the brand may have an impact on engagement expectations. This proposed study will attempt to
answer the following research questions: Are expectations of social media interaction different for masculine versus
feminine brands? Are consumer outcomes more positive when those expectations are met?

Literature
Gendered Communication Styles
Women have been found to be more democratic, adaptive, agreeable, expressive, tentative, polite, and socialfocused in their communication style, while men have been found to be more autocratic, straightforward, authoritarian,
blunt, boastful, militant, forceful, dominant, aggressive/assertive, and extroverted in their communication style
(Basow and Rubenfield, 2003). Considering writing styles specifically, it was found that women’s writing
demonstrated more involvement, while men’s writing demonstrated more of an informational style (Biber, 1995).
These differing communication styles result in differences in influence.

Impact on Brand Communication
Brand communication includes information exchanged between the brand and the consumer, and differences in
communication styles have an impact on communications expectations and brand perceptions. Aaker’s (1997)
research establishes key brand personality traits, which allow consumers to view brands as true relationship partners
(Fournier, 1998). For individuals, there are certain communicated traits that reflect a more feminine style, while others
reflect a more masculine style. This is expected to be present in brand personalities as well. The role of gender in
brand communication has been explored in the marketing literature, where research has found gender biases in brand
preferences and loyalty intentions (Rialti et al., 2017). These studies, however, only consider the consumer’s gender.
Marketing has yet to consider the brand’s perceived gender, and how that affects brand perceptions, communication
expectations, and other consumer outcomes.

Hypotheses Development
Based on the literature, it is predicted that consumers will expect lower levels of engagement from masculine
versus feminine brands. Additionally, based on Aaker’s descriptions of brand personality traits, rugged brands
represent more masculine traits while sophisticated brands represent more feminine traits. Therefore, the following
hypotheses are proposed:
H1: Consumers will expect low levels of social media engagement from rugged brands.

601

H2: Consumers will expect high levels of social media engagement from sophisticated brands.
According to the expectancy-disconfirmation model, consumers are satisfied when service/product performance
meets or exceeds expectations (Oliver, 1997). Additionally, Oliver (1997) posits that both expectations and actual
performance have an impact on satisfaction levels. Considering the concept of consumer engagement, Pansari and
Kumar (2017) further explained that consumers who are satisfied with their connection to the brand not only purchase
from the brand, but also lead to easily refer the brand to others, willing to engage more on social media, and provide
feedback/review to the brand. Furthermore, research in consumer-brand relationship and interpersonal relationship
theory show that brand commitment, brand loyalty, and brand attitudes are antecedents of brand experience and
satisfaction (Brakus, Schmitt, and Zarantonello, 2009). Therefore, the following hypothesis is proposed:
H3: Consumers who perceive that engagement expectations have been met (unmet) will report higher (lower)
levels of brand attitudes, loyalty, and commitment.

Proposed Methods
To test these hypotheses, a 2X2 between-subjects experimental design will be used. Conditions will vary based
on brand personality type (Rugged/Masculine or Sophisticated/Feminine) and whether or not engagement expectations
are met. Simple t-tests will be used to test H1 and H2, and ANOVA will be used to test H3.

Conclusion
Social media marketers have shifted from focusing on passive consumer responses (viewing, liking, following)
to been emphasizing the importance of increasing engagement levels (Hollebeek et al., 2014). The assumption is that
all brands on social media should focus on this metric. This study, however, predicts that for some brands, that does
not need to be the goal because consumers do not expect them to be engaging. If that is the case, then marketing
managers for those brands can shift their focus to other areas.
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Summary Brief

Customer Engagement & Value Co-Creation within
Social Media Brand Communities Framework
Jen Riley, Kennesaw State University, USA
Customers are spending an exorbitant amount of time engaging various media outlets. Due to technological
advances such as social media, retailers must innovate to stay top-of-mind for customers and approach the customer
engagement journey differently. Social media allows retail brands to facilitate traditional offline brand communities
virtually. Transferring part of the customer engagement experience into an online setting provides ample
opportunities value co-creation among customers and with the brand. Allowing customers to engage with other
customers and brands gives social media brand communities a unique competitive advantage over other marketing
methods. By engaging in content creation within social media brand communities, customers and marketers are able
to create value and increase customer engagement. This manuscript proposes a social media brand community
customer engagement and value co-creation framework.
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Summary Brief

Social Media Use of Mothers in India: Empowering
Mother’s Spending on Children’s Education
Sarah A. Ricks, California State University, Monterey Bay, USA
Meng-Hsien (Jenny) Lin, California State University, Monterey Bay, USA
Shwadhin Sharma, California State University, Monterey Bay, USA
Akshaya Vijayalakshmi, Indian Institute of Management Ahmedabad, India
We analyze the relationship between social media usage and empowerment of Indian mothers, while considering
empowerments impacts on education spending. Previous research reveals positive effects of social media use on
interactional empowerment. Research shows mother’s autonomy positively influences child survival, nutrition, and
school enrollment rates, but little research discusses the role social media plays in empowering mothers or the impact
of empowerment on education spending. This paper focuses on two areas: How active versus passive social media
usage influences two components of mother’s psychological empowerment (intrapersonal and interactional
empowerment) and how empowerment impact decisions regarding the spending on children’s education.
Intrapersonal empowerment measures self-efficacy, perceived competence, and control, and interactional
empowerment measures collective action and interpersonal relationships. Through 301 surveys of Indian mothers, we
found that: active usage of WhatsApp, the preferred social media among respondents, is positively related to
empowerment and empowerment is positively related to education spending.

Introduction
Koichiro Matsuura, Director of UNESCO famously said, “As an empowerment right, education is the primary
vehicle by which economically and socially marginalized adults and children can lift themselves out of poverty and
obtain the means to participate fully in their communities,” (“Literacy and Education” 2019).
A good education system can offer children more opportunities for finding economic success, and often mothers
are the primary advocates for their children’s education, through allocation of time and resources. Women play a huge
role in the decision making of household expenditures relating to the family, especially their children, therefore,
understanding the factors that guide them towards their purchase decisions for educational resources can advance the
next generations’ education status (Amin and Becker 1998; Haque et al. 2011). This led to our previous research that
shows an Indian mother’s autonomy, the capacity for her to have control over her situation and make decisions
regarding her families well-being, including making decisions about travel, work, and spending, which included
realized autonomy, natal family autonomy, and children decision autonomy, positively influences the allocation of
resources on children’s education (Haque et al. 2011; Seymour and Peterman 2018; Vijayalakshmi, Lin, and Laczniak
2018). This study is part two of a three-part study of Indian Mothers, that shifts our focus from autonomy to
empowerment (Vijayalakshmi, Lin, and Laczniak 2018). Review of literature reveal an association between autonomy
and empowerment (Seymour and Peterman 2018). Autonomy is the control over actual conditions, such as the ability
to make decisions over one’s actions. For this study, autonomy is the extend that a mother has her own voice to make
decisions regarding herself and her family’s lifestyle and wellbeing (Amin and Becker 1998). Although autonomy and
empowerment are often used synonymously, previous research has defined them as different constructs (Zimmerman
1990). Empowerment for this study, is defined as the feeling of having power and the belief in one’s ability to construct
and take responsibility for their identity and choices in different situations (Rowland-Serdar and Schwartz-Shea 1990;
Zimmerman 1995). Women who feel empowered, however, may not necessarily have high levels of autonomy.
Autonomy and empowerment can offer different insights into understanding a marginalized group in a patriarchal
society (Haque et al. 2011). It has been shown that a mother’s increased autonomy has positive impacts on household
spending and education spending (Seymour and Peterman 2018; Vijayalakshmi, Lin, and Laczniak 2018). Since many
women in India lack control over household decision making due to the patriarchal culture, we feel a mother’s level
of empowerment better represents her position, which is why for this paper we focus on investigating two
relationships: How psychological empowerment impacts Indian mother’s allocation of resources on children’s
education; and how empowerment is shaped via the use of social media, specifically focusing on WhatsApp, the social
media platform widely used among our respondents.
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Another construct of this study is the role social media plays in contributing to a mother’s connectedness to her
community and feelings of support that lead to feelings of empowerment. With the rise of social media use in India,
there is significant relevance in understanding how access to the Internet and social media will enhance access to
education and support networks at home and how this access will impact mother’s feelings of empowerment. India
had over 566 million internet users in 2018, which was fueled by a 35% growth in rural Internet users (Press Trust of
India 2019). A significant portion of mobile internet usage was spent on social media apps and entertainment, with
approximately 70% of their total 200 min per day spent on social media platforms such as WhatsApp, Facebook, and
Instagram (Pillai 2019). Currently, WhatsApp is the second most popular social media platform used in India, with an
estimated 200-300 million active users (Iqbal 2019). In India, as the population of people with internet access
increases, so does the adoption of social media technologies, that can open up an opportunity to empower mother’s
through building social networks and access to educational resources (Leung 2009; Press Trust of India 2019).
Our research looks at the impact of women’s empowerment through the marketing and consumer behavior lens
to file the gap in the research, while also considering how it fits into the current literature. With this study, we answer
the question of whether a woman who is empowered will allocate more resources towards her child’s education, and
we determine the role social media usage plays in developing a mother’s sense of empowerment. By understanding
the relationships between social media, women’s empowerment, and education spending we contribute new data about
these constructs, that can lead to: improvements in India’s education system, increased spending on educational tools,
changes in public policy, and marketers building a better understanding of mothers purchasing behavior. Our study is
relevant because it could illuminate methods of improving India’s education levels in children through more
educational resources to support their learning. Only 62.8% of five year old’s are enrolled in school, and of those
enrolled after five years, more than half of the students cannot read, write or solve math problems at the first grade
level, which is largely due to teacher absenteeism, low teacher effort, and a disconnect between parents and
educational providers due to parental illiteracy (Aiyar and Mody 2013; Lakshminarayana et al. 2013). Additionally,
the rapid growth of Internet users and increased time spent on social media platforms by Indians expands the relevance
of our research, by helping better understand a developing consumer market (Press Trust of India 2019).

Literature Review and Hypotheses
India Background
India is the second largest country in the world, with a population of approximately 1.3 billion people, and an
annual GDP growth rate of 6.6%, indicating it has a healthy economy (“India GDP” 2019). This growing economy
could lead to an increase in household spending on educational resources. General household spending saw a growth
rate of 8.1% in the first quarter of 2019, which accounted for 56.8% of the GDP (“India’s GDP” 2019). Since India’s
public education system is failing many of its students, a high percentage of Indian families are willing to spend money
on private education (Bouissou 2014). Around 33% of families send their children to private school in India, which is
a 5% increase in the last three years (Bouissou 2014). With approximately 50% of India’s population under the age of
25 years old, understanding the factors that positively impact educational spending on books, software, tutoring,
tuition, etc. will help increase its education outcomes, while also providing marketing insights of how to target and
empower mother’s through social media (Bouissou 2014).

Education
India ranks lower than many developing countries in terms of educational progress and children’s literacy (Bhakta
2014). There is an enthusiasm for education growing in modern India. With government schools offering low quality
academics, many families have been opting into low-cost private schools, however, many of those who covet superior
education are still unable to financially attain the quality education their children need (Myroniuk, Vanneman, and
Desai 2017). India’s government run education system has been widely criticized because of low attendance of
children and high dropout rates (Bouissou 2014; Myroniuk, Vanneman, and Desai 2017). Although reports vary on
the actual dropout rates, one study found that in India 29% of children are dropping out of primary school before their
fifth year, 43% of students drop out before finishing upper primary school, and only around 42% actually complete
high school (Sahni 2017). Together these factors put India into the top five countries with the highest number of
primary school aged children (6 to 11 years old) who are not enrolled in school, at 1.4 million (Sahni 2017). Research
shows that higher percentages of parents in India send their children to private schools than in the U.S., which further
indicates that Indian parents are willing to allocate resources for education because they understand its importance for
their child’s socio-economic status (Bouissou 2014; Hill and Tyson 2016). Parents in India consider education to be
a critical factor for success and research shows that parental support of their children’s education, either academic or
financial, can increase the child’s academic performance (Hill and Tyson 2016). Additionally, there has been growth
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in India’s national GDP and its household spending, and we found that more specifically education spending in India
has increased from 2007 to 2014 (Myroniuk, Vanneman and Desai 2017).

Autonomy & Empowerment
Significant research has proven a connection between the different areas of mothers’ autonomy and how it impacts
their children’s quality of life (Fantahun et al. 2007; Korupp, Ganzeboom and Lippe 2002; Senarath and Gunawardena
2009). Increased levels of autonomy have been linked to intra-household decision making and allocation of household
resources (Seymour and Peterman 2018). One study found a positive relationship between a mother’s autonomy level
and her ability to advocate for her child’s health needs, that resulted in better health conditions and access to higher
quality of care for her children (Senarath and Gunawardena 2009). Mother’s autonomy has also been shown to
positively impact personal status and their children's socio-economic development (Drovandi and Salvini 2004).
There is significant research that shows how mother’s autonomy positively impacts her family’s access to
healthcare, nutrition, education, and economic opportunities. The literature suggests a positive correlation between
autonomy and empowerment (Seymour and Peterman 2018). However, there is a gap in the literature regarding how
feelings of empowerment impact decision making. Researchers have not considered the relationship between the
mother’s empowerment and her investment in her children’s education, which we will analyze in this paper.
Zimmerman’s psychological empowerment theory views psychological empowerment as a multidimensional
construct that impacts consumer behavior (Zimmerman 1990; Zimmerman 1995). For this study we look at two
components of psychological empowerment; intrapersonal empowerment, and interactional empowerment
(Zimmerman 1995). Intrapersonal empowerment is based on three sub dimensions; self-efficacy, control, and
perceived competence (Zimmerman 1995). Self-efficacy is one’s belief in their own ability to accomplish tasks or
carry out certain obligations that are required of them (Leung 2009; Zimmerman 1995). The control aspect refers to
someone’s belief in their ability to control, influence or persuade other people into doing something they ask of them
(Leung 2009; Zimmerman 1995). Perceived competence aspect refers to someone’s own perceptions of their ability
to complete a task or do a job well (Zimmerman, 1995). Intrapersonal empowerment develops at the individual level
and is seen more as a component or trait of someone’s character, making it a more difficult component of
empowerment to impact through outside factors (Leung 2009; Li 2016; Zimmerman 1995). Intrapersonal
empowerment strongly impacts one’s control over their decision making, which suggests it could have a stronger
relationship with household spending decisions, in particular educational resources (Zimmerman 1995).
Empowerment is incomplete without examining interactional empowerment, which is based on collective action
and interpersonal relationships (Zimmerman 1995). Interactional empowerment is based on having awareness and
understanding of your socio-political environment, and knowing how you fit into your community, which can be more
easily influenced by interactions with others which social media allows (Zimmerman 1990).

Media
Previous studies have found that access and exposure to media can positively impact one’s feelings of
empowerment (Haque et al. 2011; Li 2016; Mishra and Tripathi 2011). Whether it’s print, television, or internet, media
is the means “through which a woman could obtain knowledge, awareness, and information,” (Haque et al. 2011).
Social media sites allow users access to online communities, support through sharing experiences, creativity through
user-generated content, access to knowledge, and the ability to connect with others all of which can have positive
implications for the user (Li 2016; Henderson and Bowley 2010; McDaniel, Coyne, and Holmes 2011). However,
little research has been conducted, focusing on the effects of social media on empowerment. One exception, Li’s
research, discusses the effects of active versus passive social media use on psychological empowerment (Li 2016).
Active social media usage is defined in related research literature as creating content, engaging in discussions, and
participating in online communities, whereas passive social media usage is spectating, reading social media posts,
looking at photos, and consuming content, without contributing or engaging (Li 2016; Pagani and Mirabello 2011).
These studies found that active social media usage had only a weak positive association with intrapersonal
empowerment and a moderate positive association with interactional empowerment, while passive social media use
had only a weak associated with intrapersonal empowerment (Li 2016). Interactional empowerment is one's awareness
of their social environment, and the knowledge of factors in that situation that lead to power or success, therefore
social media could impact someone’s empowerment levels through increasing their understanding or knowledge of
their environment (Li 2016; Zimmerman 1995). In another study related to the use of social media, the authors found
that the frequency of blogging (active social media usage) positively predicts feelings of connectedness to social
support, but social networking (passive social media usage) does not associate with connectedness, which strengthens
our belief that empowerment can be influenced through social media exposure (McDaniel, Coyne, and Holmes 2011).
For our respondents, WhatsApp was the most common social media used, and through its group messages mothers
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are able to connect with other mothers beyond their personal networks which allows them to grow understanding of
their environment and build support and feelings of connectedness in their community, which we believe will impact
empowerment.

Hypotheses
Based on the past research findings, we developed three hypotheses for this study, first examining the relationship
between passive vs. active social media usage of Indian mothers on both forms of psychological empowerment,
intrapersonal empowerment and interactional empowerment.
H1a: Indian mother’s passive social media usage will positively impact intrapersonal empowerment.
H1b: Indian mother’s passive social media usage will positively impact interactional empowerment.
H2a: Indian mother’s active social media usage will positively impact intrapersonal empowerment.
H2b: Indian mother’s active social media usage will positively impact interactional empowerment.
Next, we investigate the impact of the two forms of psychological empowerment: intrapersonal empowerment,
and interactional empowerment on the level of resources allocated toward their children’s education.
H3a: Intrapersonal empowerment will have a positive relationship with a mother’s allocation of resources for
her children’s education.
H3b: Interactional empowerment will have a positive relationship with the allocation of resources for her
children’s education.

Methods
Participants and Data Collection
For this study, we developed a survey of approximately 85 questions, pertaining to autonomy, empowerment,
educational choices regarding their children, household spending by category, social media access and preferences,
social media usage, and demographics regarding the respondent and their family. The survey was developed in
Qualtrics in English and translated into two different Indian languages, Gujarati and Kannada, by a local Indian
marketing research firm who also administered the survey. The online survey was administered face-to-face by a
researcher from the marketing research company and the process was overseen by one of the coauthors on this study.
Each survey took approximately 40 minutes to complete.
The participants surveyed were mother’s with at least one child between the ages of 11 and 17 years old. Mothers
with multiple children, were asked to consider their oldest child when responding to questions in the survey
specifically about their children. All respondents were from India, either Gujarat or Karnataka, these states were
chosen because they offer diverse demographic characteristics. Approximately 320 surveys were collected, however,
after cleaning the data only 301 surveys were usable responses, due to incomplete responses, missing data, or survey
completion being too fast suggesting it was rushed. The respondents were appropriately compensated for completing
the survey.

Survey Instrument
To measure the construct social media use we asked a series of 8 questions to determine the respondents’ level of
involvement, either passive or active, with WhatsApp on a 5-point likert scale (adapted from Li 2016). The passive
use questions were: I read the forwards; I watch videos; I check the photos; and I read group messages. The active use
questions were: I reply to personal messages; I reply to family group messages; I reply to friends group messages, and
I participate in my child’s school groups.
Intrapersonal and interactional empowerment measures were adapted to fit our study (Leung 2009; Li 2016).
Intrapersonal empowerment included sub-dimensions: Self-efficacy, perceived competence, and control. Interactional
empowerment included sub-dimensions: collective action and intrapersonal relationships. Each sub-dimension was
measured on a series of three to five statements in which the respondent rated on a 5point scale, 1 being “Does not
describe me” and 5 being “Describes me extremely well.”
Educational spending, was measured through a text entry response by the respondents to the question, “How
much did you spend on the following items last year for your oldest child?” We listed related expense categories
(tuition, school fees, books, transportation, other school things, and test preparatory services) and then took the sum
of their answers.
We also captured demographic information about the respondents, such as their income level, husband’s income
level, number of children, respondents work status, respondent’s education level, and husband’s education level.
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Descriptive Analysis Results
From the 301 respondents, most of the mothers identified as Hindu (88%). Most of the respondents were married
(96%), and around 57% did not work. Of the 40% that were employed, 41% were within the income bracket who
made between ₹7,500-14,999 per month. Twenty-eight percent of husbands who were employed, earned ₹37,500 and
above. Around 38% of the respondents had only one child and 37% had two. Most respondents sent their children to
private schools (79%) and only 21% went to government (public) schools. Approximately 42% of the respondents
themselves completed educational level of secondary grade 8-12. The average amount respondents spent on
educational expenditures was around ₹44,242 (SD= 39,856). Our survey found that 42% of Indian mothers use
WhatsApp, compared to 19% of the women who used Facebook, LinkedIn, and Twitter as their primary social media
sites, and an additional 5.3% of mothers use it but not as regularly as other social media. Additionally, we found that
around 70% of the mothers who use WhatsApp, are using it to communicate with their child's school through
messaging and parent groups. This shows that social media can be used not only to increase empowerment of mothers
through active involvement parenting groups, but it can be used effectively to educate the mothers by sharing
information and resources.

Regression Analysis Results
Multiple regression models were run for each of the different dependent variables, intrapersonal empowerment,
interactional empowerment, and educational spending, using active and passive social media use, or intrapersonal and
interactional empowerment as our main independent variables as predictors.

Social Media and Empowerment
We ran a regression analysis to determine if general social media use (active and passive combined) impacted
intrapersonal empowerment, and we found that it was significant (F (2, 137) = 100.10, p < .01). We also found that
general social media use significantly impacted interactional empowerment (F (2, 137) = 11.90, p < .01).
To test for hypotheses 1 and 2 we investigated further and found that passive social media use did not significantly
impact intrapersonal (β = .114, p > .10) or interactional empowerment (β = .116, p > .10). However, active social
media use significantly and positively impacts both intrapersonal empowerment (β = .679, p < .01) and interactional
empowerment (β = .288, p < .05), seen in Table 1 and Figure 1 below. We did not find support for hypothesis 1a and
1b, but hypothesis 2a and 2b were supported.

Empowerment and Education Spending
Based on our previous research findings regarding autonomy and education spending, we hypothesized that an
Indian mother’s empowerment would positively affect education spending in hypothesis 3. We believe that higher
levels of intrapersonal empowerment and interactional empowerment will lead to an increase in spending on children’s
educational resources.
To test this, we first ran a regression analysis using psychological empowerment as the independent variable
impacting education spending and found the relationship was significant (F (2, 284) = 14.07, p < .01). We then further
examined intrapersonal and interactional empowerment on education spending, and found both intrapersonal
empowerment (β = .180, p < .01) and interactional empowerment (β = .165, p < .05) were significant, finding support
for hypothesis 3a and 3b, details shown in Table 1. Intrapersonal empowerment had a higher standardized beta
coefficient than interactional empowerment showing intrapersonal had a slightly stronger relationship with education
spending as the literature review suggested.

Demographic Variables
Respondents income, husband’s income, number of children, work status, respondents education level and
husband’s education level were used as control variables in the regression models to mitigate their effects on the
equation, as prior research has suggested their possible influence on expenditure, details can be found in Table 1 and
Figure 1.
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Figure 1: Model of the Interactions Between Constructs: Social Media Use, Psychological Empowerment, and
Resource Allocation
Table 1: Table of Our Hypotheses and the Results of Our Regression Analysis
Hypotheses
β
t-value
P-value
Decision
H1a: Passive Use → Intrapersonal Empowerment
0.114
1.318
0.190
Not Supported
H1b: Passive Use → Interactional Empowerment
0.116
0.932
0.353
Not Supported
H2a: Active Use → Intrapersonal Empowerment
0.679
7.878
0.000
Supported
H2b: Active Use → Interactional Empowerment
0.288
2.303
0.023
Supported
H3a: Intrapersonal Empowerment → Educational Spending
0.180
2.735
0.007
Supported
H3b: Interactional Empowerment → Educational Spending
0.165
2.494
0.013
Supported
Note: Self Income (-β), Husband Income (+β) and Work Status (+β) were significant to Passive Use of Social Media. Number of
Children (-β) and Husband Income (+β) were significant to Active Use of Social Media.

Discussion
This study gives insights about how types of social media is being used in India to empower women. Further, our
findings demonstrate that increased empowerment in mothers can lead to increased childhood education spending and
increase future success and wellbeing for the child. Our findings regarding social media and empowerment support
the notion that active social media use is more effective than passive use for building engagement in one's environment.
We initially expected both passive and active social media use to positively influence interactional empowerment but
not intrapersonal empowerment, since the latter is more associated with one's personality traits (Li 2016; Paganiand
and Mirabello 2011). However, our results reveal that “active” social media use significantly and positively impacts
both components of empowerment, including intrapersonal empowerment. This demonstrates that even personality
traits can be positively influenced by active social media use, suggesting the transformative power of social media
use. We believe that with continued access to social media and active usage of it daily over years increases exposure
to new viewpoints, access to education, and diverse experiences, as a result having an impact on intrapersonal
empowerment as well.
Marketers, nonprofit organizations and policymakers can use findings from this study to develop ways to use
social media to increase empowerment by developing interactive online communities for schools or mothers support
groups, where mothers can share their experiences at the school, ask questions about homework, build a sense of
connectedness to their child’s education, and establish a community of people and resources. Our findings suggest
that through these online communities, especially in WhatsApp, mothers can build their understanding of the
education system and resources (informational and emotional support) through active social media use. We
demonstrate that even in small group chats like in WhatsApp, women are gaining feelings of competence and selfefficacy through engagement with others and information sharing. Beyond the allocation of resources, the results of
this study show how active participation in social media can impact mothers’ feelings of capability (intrapersonal
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empowerment) and awareness of their environment (interactional empowerment), which could be used by
policymakers, or government officials to empower their constituents.
There is a caveat with social media use, and that is being a spectator of social media (passive use) has no impact
on empowerment. This finding can be used to improve social media communities that offer educational services or
support for parents, by motivating members to actively participate in discussions and share experiences for the best
results. We see that active social media can affect people beyond gaining a better understanding of their environment
but can also impact their personality traits such as belief in themselves and their abilities.
Our study adds to academic literature because there is a lack of research that focuses on secondary school children
and mother’s advocacy for young school age children. The data shows how mother’s decision making can impact her
young child’s education and factors that can increase her empowerment which improve those decision-making skills.
We also add to the literature by looking at social media’s role in the growth of emerging countries. Social media is
rarely studied outside of western countries, where access to the Internet and education is widely available, so our
research reflects a relevant and unique opportunity to apply our understanding of social media to nonwestern countries.
Mothers in India often lack the ability to make decisions regarding their family’s spending, and previous literature has
shown that by increasing autonomy in women, quality of health and access to education are increased (Vijayalakshmi,
Lin, and Laczniak 2018). What we have shown in our study is how empowerment, like autonomy, is a significant
predictor of upward mobility particularly in educational achievement. As Internet access and adoption of social media
platforms spreads to rural Indian communities, our results show there could be advances in education based on growth
in education spending. If more women in India are empowered through social media use thus making higher
investments in their children, it would benefit the entire community.
Overall, our study has contributed significantly to the research community, in the fields of marketing, consumer
behavior, psychology, women’s equality, global development, and in advancements of education systems.

Limitations and Future Research
A limitation to the study is that we focused mainly on one platform, WhatsApp, for social media usage of our
respondents. While Facebook, and Instagram are also popular in India, WhatsApp is more commonly used. To
generalize these findings, future research should consider investigating the use of other social media platforms, such
as Facebook, Instagram, and Twitter and their impacts on empowerment. Further research would help to understand
each individual social media’s implications on empowerment, and could analyze social media’s role as a whole, on
our society’s levels of empowerment.
India has a large population and is made up of diverse cultures. Another possible limitation to the generalizability
of our results is that the respondents to our survey were only from two states in India. Our respondents represented a
range of demographics from these two states, but there are vast cultural differences between different the various
states. Interpretation of the results should take this factor into consideration and future research should expand our
findings to other states and other nations. It would also be relevant to compare the usage of social media, the
empowerment levels, and education spending in rural areas compared to more urban states, to see if our results could
be replicated across different types of demographic and geographic regions.
Another limitation to our study is India’s education system and culture are both very unique, which may render
the results and implications of our study irrelevant in other countries where the education and culture have different
systems and values. In the future, other researchers should consider replicating this study in various countries to
replicate the results and compare across cultures with different education systems.
Currently, most of the research in this field focuses on developed countries, due to their access to the Internet and
social media for a longer time period. Our research, however, studies social media regarding autonomy and
empowerment in India, a country in a different stage of development, thus findings may not be transferable to the
western countries. Future research should aim to bridge this gap, using a similar modified survey to collect data in the
U.S. so we can compare results cross-culturally, providing insights at the macro-level for social media impact.
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Summary Brief

Riding with a Friend: Enhancing Self-Image
Congruence within Access-Based Services
Jennifer L. Stevens, The University of Toledo, USA
Catherine M. Johnson, The University of Toledo, USA
Mark R. Gleim, The University of Toledo, USA
As consumers seek access to services in the sharing economy, it is important to understand what can be done to
improve consumer perceptions of firms. The present research suggests that sharing economy firms should prime
consumers on similarities that they may share as a means to enhance self-image congruence.

Introduction
Prior research suggests that it may be more difficult for consumers to develop identification within access-based
services than within traditional services (Bardhi and Eckhardt 2012). Access-based consumption is considered to be a
form of liquid consumption in which consumers “avoid emotional engagement and identification with the
marketplace” given its more transient nature (Bardhi and Eckhardt 2017, p. 587). Traditionally, self-image congruence
has led to a number of positive outcomes, including increased product evaluations (Graeff 1996) and brand loyalty
(Huber, Eisele, and Meyer 2018). Thus, given the many benefits of self-image congruence, it is a worthwhile endeavor
to understand how it may be fostered within access-based services.

Key Findings
The goal of this research was to understand whether enhancing similarity within the sharing economy would
benefit access-based services using an online experiment. Specifically, when discussing the relationship with the
platform, our findings suggest that consumers who have a similar identity to the brand image have higher purchase
intentions through the development of self-image congruence with the brand. When consumers feel similar to the
driver, thereby enhancing self-image congruence with the worker, the worker themselves benefit through higher
ratings. While prior research states that consumers attempt to actively avoid identification within access-based
consumption (Bardhi and Eckhardt 2012), our findings suggest that not only is identification with the platform and
worker possible, it should be encouraged.
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Summary Brief

Service in the Sharing Economy: Effects of Service
Failure Severity and Locus of Recovery
Jiangang Huang, University of Mississippi, USA
Christopher L. Newman, University of Mississippi, USA
Service failure and recovery have been extensively studied in recent service marketing literature. However, there
are few service failure and recovery studies that have been conducted within the context of the sharing economy. The
current study examines the moderating effect of locus of recovery on the relation between service failure severity and
customers’ patronage intentions and positive word-of-mouth intentions.

Introduction
On June 29, 2017, an El Paso woman filed a lawsuit against Uber claiming that her Uber driver caused a serious
wreck after disregarding a red light, allegedly due to responding to a ride request from another customer on his phone
(El Paso Times 2018). Uber requires its drivers to respond to passengers’ ride requests on their phones within 15
seconds, regardless of whether the driver is driving another passenger at the time. However, Uber classifies its drivers
as independent contractors, and argues that this particular driver’s behavior could not be associated with the company
(The Verge 2018).
The service failure illustrated in the aforementioned example is perhaps just the “tip of the iceberg” in today’s
sharing economy. While a traditional service context involves rather clearly defined roles of service providers and
customers in dyadic relationships, Benoit et al. (2017) posited that a sharing economy is instead a triadic exchange
that involves customers, peer service providers, and the service exchange platform provider. Consequently, there are
two classes of service providers in the sharing economy: the peer service provider and the service platform provider.
It can be argued that this unique “dual-provider” nature of the sharing economy can greatly complicate customers’
attributions of service failures. Indeed, even with the aid of a lawyer, the El Paso Uber passenger still could not
conclude which party should be held liable for her injuries in the car accident. It is therefore the purpose of the current
research to explore the impact of service failures in the unique service context of sharing economies.

Conceptual Framework
Previous research has examined service failure using various theoretical frameworks including justice theory
(e.g., Smith, Bolton, & Wagner 1999), and attribution theory (e.g., Van Vaerenbergh et al. 2014). Although some
research has examined service failure and recovery from a customer and service provider coproduction perspective
(e.g., Dong et al. 2016), very few studies have begun to explicitly explore service failure and recovery in a sharing
economy context.
From a disconfirmation perspective, service failure can be seen when service providers’ performance (e.g., service
production and/or delivery) falls below customers’ expectations. Lewis and Spyrakopoulos (2001) conceptualized
service failure as customers’ dissatisfaction with the service provider, even without explicit causes. Furthermore, it is
argued that service failure can occur even if the service misshape is perceptual (i.e., Maxham & Netemeyer 2003).
Service failure severity is customers’ perceived intensity of a service failure encounter. It is found that service failure
severity and customers’ perceived loss are positively correlated (e.g., Weun, Beatty, & Jones 2004). Thus, service
failure severity should be negatively associated with customers’ satisfaction with the service encounter, as well with
their patronage intentions and positive word-of-mouth intentions.
However, the effects of locus of recovery, defined as which party (i.e., customer, service provider) rectified the
service failure, are relatively understudied and more complicated in sharing economy settings. Specifically, it is not
clear whether service recovery is more effective when initiated by the service provider (e.g., Uber driver) or the
platform provider (e.g., Uber, itself). Past research has demonstrated that many factors influence customers’ attribution
and satisfaction of service failure recovery, including whether an apology is offered (e.g., Patterson, Cowley, &
Prasongsukarn 2006), whether an explanation is offered (e.g., Gelbrich 2010), and whether service recovery is initiated
by company (e.g., Smith, Bolton, & Wagner 1999). The peer service provider is usually much smaller in economic
scale and resources compared with the platform provider/company, on the other hand, the company has more resources
to provide a satisfactory service failure recovery. Thus, it is argued that customer satisfaction with the company as
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well as their positive W.O.M. and patronage intentions, should be higher when customers attribute the locus of
recovery to the company, rather than to the individual peer service provider, regardless of failure severity.

Methods
The proposed study to test these assertions will be a 2 (service failure severity: low vs. high) X 2 (locus of service
recovery: host vs. firm) between-subjects design. Participants will be recruited via Amazon Mechanical Turk and
questionnaires responses will be collected from Qualtrics. The dependent measures will include satisfaction, patronage
intentions, and positive word-of-mouth intentions, and will be measured on seven-point scales using existing
measures. Manipulation checks, and demographic information will also be recorded. The data analyses will be
performed with Hayes’ (2018) PROCESS macros for SPSS.
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The Influence of Other Customers in Online Service
Recovery
Todd Bacile, Loyola University New Orleans, USA
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As consumers now spend an average of more than 6.5 hours online each day (Kemp 2019), firms have tailored
all aspects of their marketing -- including customer service initiatives -- to meet consumers in this virtual space. Virtual
customer service channels (VCSCs) take on a wide array of formats including online support communities, official
social media channels, text messages, emails, etc. These virtual service channels are an evolving phenomenon with
potential benefits and risks that are not fully understood by marketing academics nor practitioners. Firms have
gravitated towards using such channels as possible benefits include enhanced customer data collection (Cooksley
2018), customer service cost savings (Esber et al. 2015), and an increase in customer satisfaction and repatronage
(Huang and Miao 2016).
It is important to also note that such channels are not without risks, as the public nature and immediacy of online
complaining enable consumers to share their negative brand experiences with the masses (Abney et al. 2017). In
addition, the opportunity for a public audience to interact on VCSCs creates the potential for customer-to-customer
(C2C) interactions and a new “spectator-sport nature of customer service,” (Baer 2016, p. 13). Such C2C interactions
have a dark side. For example, VCSC recovery episodes enable customers to uncivilly attack a complainant, negatively
impacting perceptions of organizational justice depending how the firm responds (Bacile et al. 2018). Rude online
behaviors are commonplace, yet limited marketing research suggests a lack of understanding of how a complainant’s
experience on a VCSC is affected by C2C incivility.
The authors explore this emerging area by adapting existing service recovery constructs to a VCSC context
featuring C2C uncivil exchanges to assess the impact to a complainant’s experiential value. The effects of a
complainant’s personal characteristics (attitude toward complaining) and failure characteristics (severity of the failure)
are explored. Results from a scenario-based survey generally support the conceptualizations. Online incivility weakens
perceptions of C2C interactional justice, with attitude towards complaining acting as a moderator to impact the
intensity of this relationship. Perceptions of C2C justice subsequently are related to three different types of a
complainant’s experiential value. The results highlight how the majority of customers may experience multiple types
of negative experiential value when one customer uncivilly confronts another on VCSCs. The remainder of this paper
includes a short review of the relevant literature followed by the formal hypotheses and a quantitative survey. Results
are discussed along with implications for theory and practice.

Literature Review and Hypotheses Development
The emphasis of the current research is included in the service recovery process seen in Figure 1. As shown in
the gray boxes, typical service recovery models take a process approach, in which complaint handling is a sequence
of events and personal evaluations (Tax, Brown, and Chandrashekaran 1998). We posit that complaining and service
recovery on VCSCs introduces the possibility of new events and interactions between customers, portrayed by the
white boxes.
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Figure 1: Service Recovery Experiential Framework And The Scope Of This Research
Note: The gray boxes are adapted from the process framework by Tax et al. (1998) and represent the majority of service recovery
researchers’ works. The white boxes depict an additional sequential process now made possible by virtual customer service
channels, which enable other customers to respond to a complainant’s issue shared with a firm. The scope of this research
examines this newer process.

A new dilemma in virtual customer interactions is online incivility, which refers to comments made by an online
user that are typically disrespectful or offensive in nature (Anderson et al. 2014). As online communities continue to
grow, customers are able to interact with others around the world with relative ease and anonymity. Hiding behind the
screen of a device enables online users to be more confrontational or use harsh language that they otherwise may avoid
in face-to-face settings (Suler 2016).
Exploring online incivility from a virtual service marketing perspective is warranted, as prior research in offline
service contexts shows that customers can influence others’ experiences (Bitner et al. 1994). An examination of online
incivility in a service perspective is consistent with the dysfunctional customer behavior research stream (Harris and
Reynolds 2003). Dysfunctional behavior enacted by a customer is an unexpected and inappropriate action during
service interactions (Jung, Yoo, and Arnold 2017), with such actions disrupting what should be functional service
encounters (Fisk et al. 2010).
A conceptual model illustrating a possible effect of online incivility in a VCSC is shown in Figure 2. The justice
framework serves as a theoretical foundation in this research and is a popular form of fairness evaluation during
recovery efforts (Blodgett et al. 1997). According to this framework, recovery actions are evaluated in terms of
distributions, interactions, and procedures, and the fairness of these evaluations affect customers’ transactional and
cumulative satisfaction (Gelbrich and Roschk 2011). Of interest to the current research is critical moderators within
the justice framework, including failure severity (Weun, Beatty, and Jones 2004), and customer’s attitude towards
complaining (de Matos, Henrique, and Rossi 2007).
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Figure 2: Conceptual Model
Recently, research has extended the offline justice framework by conceptualizing C2C interactional justice in
online service recovery situations, defined as one customer’s perceptions of the personal degree of fair, courteous, and
ethical treatment directed at them by another customer’s actions during service recovery encounters (Bacile et al.
2018). Thus, when a customer targets a complainant with online dysfunctional behavior (i.e., online incivility), C2C
interactional justice assesses the fairness of the behavior. Aligned justice theory’s sequential process approach during
a recovery, "each part of the sequence is subject to fairness considerations and that each... creates a justice episode,"
(Tax, Brown, and Chandrashekaran 1998, p. 61). Therefore,
H1: Online dysfunctional behavior has a negative relationship with C2C interactional justice. As perceptions of
the intensity of dysfunctional behavior increases, perceptions of C2C justice decreases (i.e., it increasingly
becomes an injustice).
Two moderating relationships are also tested in the conceptual model. Attitude toward complaining is the
predetermined feelings toward the “goodness” or “badness” of complaining (Singh and Wilkes 1996). Prior work has
looked at what makes an individual a “complainer” versus a “non-complainer” (Kowalski 1996). Most consumers are
“non-complainers” (Tax and Brown 1998) and have a lower attitude toward complaining (Bodey and Grace 2006).
These non-complainers do not like uncomfortable social situations or confrontation (Keng et al. 1995). Yet, VCSCs
are enabling customers who otherwise would not complain (i.e., non-complainers) to voice their issue online (Baer
2016). As individuals with a low attitude toward complaining rarely engage in complaint behavior, when they finally
decide to voice a complaint on a VCSC, they are likely to be hyper-sensitive to C2C online incivility. Thus, customers
with a lower (compared to a higher) attitude toward complaining may take C2C dysfunctional comments more
personally and have stronger perceptions that unfair C2C interactions:
H2: The effect of online dysfunctional behavior on C2C interactional justice will be stronger (weaker) for those
with a lower (higher) attitude toward complaining.
A second moderator, failure severity, is the intensity of a failure experienced, which is determined by the
perceived loss as a result of the failure (Balaji & Sarkar 2013). The degree of the initial service failure influences how
customers evaluate the recovery process and perceptions of justice (Smith et al. 1999). As the degree of perceived loss
grows, the customer expects more in the recovery efforts (Kim and Ulgado 2012). A high degree of failure severity
often generates a high level of perceived loss, and thus negative consumer evaluations and justice perceptions, even
when an adequate service recovery has taken place (Weun et al. 2004). If the former is true, the potential perceived
loss may be further compounded in VCSC recovery situations in which online incivility is involved. When a severe
failure is initially experienced by a focal customer, followed by another customer making rude comments towards the
complainant, perceptions of C2C injustice should be further amplified:
H3: The effect of online dysfunctional behavior on C2C interactional justice will be stronger (weaker) for more
(less) severe service failure evaluations.
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As indicated in the model, perceived fairness of C2C interactions during online service recovery situations reside
within paths to a complainant’s experiential value. “Value” has taken on numerous meanings and representations in
marketing literature (Boksberger and Melsen 2011), though is often viewed as a comparison of what an individual
puts into a service encounter to what they receive (Zeithaml, 1988). Value is often studied in the context of customerfirm dynamics; however, understanding if value is impacted from C2C interactions in an online interactive
environment has received limited attention (Nambisan and Watt 2011).
For online interactions between customers, three types of value are relevant to the current research: hedonic,
pragmatic, and sociability value (Nambisan and Baron 2007). Hedonic value denotes how pleasurable or enjoyable an
interaction is perceived; pragmatic value centers on the usefulness of the interaction to achieve one’s intended purpose
for visiting a particular online channel; and sociability value refers to the degree of friendly interactions enhancing the
feeling of belonging (Nambisan and Baron 2007). We suggest personal injustice experiences weaken all three types
of value. In cases of C2C conflict, negative emotion and communication correspond to a personal injustice, which is
linked to unhelpfulness, intrusiveness, offensive reactions, and confrontation (Bacile et al. 2018). We theorize such
reactions from C2C justice will likely relate to the three experiential value constructs summarized as unenjoyable, not
useful to achieve one’s intended purpose to use an online service channel, and unfriendly in nature:
H4: C2C interactional justice has a positive relationship with a) hedonic value; b) pragmatic value; and c)
sociability value. As perceptions of C2C justice decrease due to online dysfunctional behavior, all three
types of value will decrease.

Method
The goal of this study is to assess the hypotheses in the context of a brand’s online support community. To date,
there is little insight devoted to how one customer may potentially weaken the experiential value of a complainant
during service recovery interactions on VCSCs. Additionally, a C2C online dysfunctional behavior context on such
online channels has not been examined. Given the growing popularity of consumers complaining to brands via online
communities, this type of customer service platform is ideal to assess the in our study.
An online survey using a hypothetical scenario was used to avoid the ethical and financial threats that accompany
a real-life failure situation (McCollough, Berry, and Yadav 2000). Subjects were asked to imagine a specific failure
that happened to them at a fictional retail grocery store to avoid brand bias. Along with a text description, subjects
were asked to imagine they decided to complain on the retailer’s online support community. Subjects were exposed
to a screenshot image (see Figure 3) which depicted a hypothetical complaint made by the subject based on the failure’s
description. To aid ecological validity, the screenshot used the design of a common template used by firms’ online
support communities.
The screenshot featured two additional replies to the complaint: one by a fellow consumer who voiced
dysfunctional comments directed at the complainant and another by the firm in response to the complainant’s failure.
Because the scope of this research focused on a complainant’s experience with other customers and not on a service
provider’s response to an online complaint, we sought the single most ecologically and externally valid representation
of a firm’s action. Most firms reply to VCSC complaints (e.g., 87% response rate, Bacile et al. 2018) with a template
style response, meaning the lack of a response in the scenario would be unusual and not ecologically valid. Hence, a
reply from the firm was included in the scenario. The text used in the complaint, the other-customer’s dysfunctional
response, and the firm’s response was similar to actual posts the authors found in a pre-study of real-life incidents of
online complaints and uncivil responses. Pre-tests confirmed the perceived realism of the scenario.
An Amazon mechanical turk panel of 195 U.S. subjects completed the online survey. Sixteen subjects failed a
quality check resulting in a sample size to 179 subjects (M age=35; M income=$52,000; 57% male). The sample was
relevant, as 93% had read complaints on this type of online platform. Participants confirmed via a realism check
question on a seven-point Likert scale (1-extremely unrealistic/7-extremely realistic) that the depicted interactions
between consumers in the scenario’s screenshot was highly realistic to online conversations (M=6.2; SD=0.9). In
addition, subjects were asked to evaluate the complaint text used in the scenario manipulation, which also averaged
above the mid-point of a realism check (M=5.5; SD=1.4).
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Figure 3: Online Support Community Stimulus
All measures were adapted from prior works. Three dysfunctional behavior items were adapted from Jung, Yoo,
and Arnold (2017), four C2C interactional justice items were adapted from Bacile et al. (2018), four attitude toward
complaining items were adapted from Voorhees and Brady (2005) and Yang and Matilla (2012), three failure severity
items were adapted from Sajtos, Brodie, and Whittome (2010), seven hedonic value, five pragmatic value, and five
sociability value items were adapted from Nambisan and Watt (2011). Minor wording changes were made to adapt to
the study’s context. Seven-point Likert scales with extreme bipolar ends or semantic differential pairings were used
for all measures.

Data Analysis and Results
SmartPLS version 3.2.7, featuring partial least squares structural equation modeling (PLS-SEM), assessed the
hypotheses. PLS-SEM was used due to its ability to analyze models using samples under 200 subjects and its capacity
to assess non-normal data. Regarding the latter point, subjects viewed the scenario’s stimulus as expected: the uncivil
exchange produced perceptions of particularly strong dysfunctional behavior and perceptions of an extremely low
degree of C2C interactional justice. This resulted in skewness and kurtosis of the distributions for these two constructs
of interest. This was not surprising, as most individuals adhere to socially normative treatment of others, with extreme
violations – such as uncalled for incivility – viewed as extremely inappropriate and unfair behavior (Smith, Phillips,
and King 2010). The non-normality of these constructs would be problematic for covariance-based structural equation
models, yet, “PLS-SEM’s statistical properties provide very robust model estimations with data that have normal as
well as extremely non-normal,” distributions (Hair et al. 2016, p. 27).
Prior to assessing the measurement model and hypotheses, the threat of common method bias was investigated.
The marker variable approach (Lindell and Whitney 2001) was followed by including a theoretically unrelated singleitem measure. Its two lowest correlations with constructs of interest (r=.000 and r=.007) were below the suggested
level (r=.20) where common method bias is concerning (Malhotra, Kim, and Patil 2006). The marker’s exceptionally
low correlations suggest no threat of the common method negatively influencing the data.
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The measurement model’s internal reliability was evident due to strong composite reliability (.89 to .98) and
Cronbach’s alpha (.83 to .97; Hair et al. 2016). All standardized factor loadings surpassed .70 (Hair, Ringle, and
Sarstedt 2011). The average variance extracted (AVE) exhibited convergent and discriminant validity for all constructs
(.67 to .91). Each construct’s square root of its AVE exceeded inter-correlations with other constructs to support
discriminant validity (Fornell and Larcker 1981). Item correlations met the HTMT criteria by not exceeding .85
(Voorhees et al. 2016). Multicollinearity was not a risk, as all VIF values were below five (Hair et al. 2016). Table 1
below lists descriptive values, correlations, and psychometric properties.
Table 1: Means, Standard Deviations, Correlations, And Reliability Estimates
Construct
Mean
SD
AVE
CR
α
R2
1
2
3
4
5
6
7
1. Dys. behavior
6.1
1.0
.75
.90
.83
-.87
2. C2C justice
1.9
1.5
.91
.98
.97 .56
-.69
.95
3. Att. complaining
3.8
1.4
.67
.89
.83
--.09
.27
.82
4. Failure severity
4.8
1.5
.85
.92
.94
-.05
.08
.35
.92
5. Hedonic value
5.3
1.4
.72
.93
.95 .32
-.43
.56
.12
.11
.85
6. Pragmatic value
4.2
1.6
.84
.95
.96 .03
-.12
.17
.10
.17
.59
.92
7. Sociability value
5.3
1.4
.71
.90
.93 .29
-.47
.54
.13
.09
.81
.64
.84
Notes:
• Values to the left of the diagonal are associated with measures for the firm’s online support community service channel
(n=179).
• The square root of the average variance extracted for each construct is in bold on the diagonal of the correlation matrix.
• All constructs measured on seven-point scales.
• C2C = customer-to-customer; SD = standard deviation; AVE = average variance extracted; CR = composite reliability; α =
Cronbach’s alpha;
R2 = explained variance for endogenous constructs.

Predictive relevance of the model was observed by evaluating the explained variance and effect size for each
endogenous construct. R2 values (.03 to .56) supported predictive relevance (refer to Table 1). The f 2 effect sizes,
reported for each construct in the next section, ranged from .03 to .95 for the supported hypotheses. As a gauge for
these effect sizes, Hair et al. (2016) posit f 2 values of .02-.14, .15-.34, and .35+ as small to medium to large effects,
respectively. Specific to this study’s results are three different constructs’ effect sizes that fall within the large effect
range. Taken altogether, the explained variance and effect sizes support predictive relevance.

Hypotheses Testing
In support of H1, the PLS-SEM estimation resulted in a significant negative effect (β = -.65; p<.001; f 2=.95) for
the dysfunctional behavior → C2C interactional justice hypothesis. The results also supported H2’s interaction
hypothesis of attitude toward complaining significantly moderating (β = -.27; p<.001; f 2=.08) dysfunctional behavior
→ C2C justice. However, no support was found for H3’s failure severity moderation effect (β = -.05; p>.10). H4a’s
C2C justice → hedonic value was supported (β =.56; p<.001; f 2=.46), which suggests as C2C justice decreases
(increases) based on the exchange with another customer, the hedonic value one experiences from the online dialogue
will correspondingly decrease (increase). Similarly, H4b’s C2C justice → pragmatic value was supported (β =.17;
p<.05; f 2=.03), which provides evidence to how the perceived unfairness (fairness) of customer-to-customer
exchanges can hinder (assist) a complainant trying to arrive at a solution to their issue. Lastly, H4c’s C2C justice →
sociability value was supported (β =.54; p<.001; f 2=.41). Indeed, the degree of perceived C2C fairness during the
provision of online customer service does affect a complainant’s experiential value.
To elaborate on H2’s interaction, a simple slopes analysis is depicted in Figure 4. On the right side of this figure,
when the other customer’s interaction is perceived to be dysfunctional and uncivil, all perceived the interaction as
unjust no matter their attitude towards complaining. Yet, as perceived dysfunction lessens, an observer’s attitude
towards complaining diminishes the effect of the dysfunction on perceived justice. Moving to the left on Figure 4 as
dysfunction falls below its mean, subjects positively disposed towards complaining saw such behavior as just. From
the opposite view, subjects with a negative attitude towards complaining saw even mildly dysfunctional behavior as
significantly less just. It is this heightened sense of injustice that would correspond to a greater degree of diminished
experiential value for the low attitude subjects.
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Figure 4: Simple Slopes Analysis Of The Interaction Effect For Attitude Toward Complaining

Discussion
The results provide evidence of how a complaint’s experience during service recovery via VCSCs is impacted by
an interjecting, rude third-party customer. The other-customer can negatively influence a focal complainant’s C2C
justice perceptions and subsequent experiential value. Personal characteristics of the complainant (attitude toward
complaining) and failure characteristics (failure severity) present additional considerations for service marketers. By
focusing on the complainant’s interactions with another customer during the ongoing recovery process, rather than
the finality of a resolution is, “consistent with the service marketing literature which recognizes the importance of
process and interpersonal communication during the service encounter," (Blodgett, Hill, and Tax 1997, p. 186).
Theoretically this research offers the suggestion of an alternative process in virtual service channels that
ultimately touches on a complainant’s experiential value. Offering a unique polyadic perspective (complainant - othercustomer – service provider) requires theorists to update long-standing models and frameworks solely focusing on
dyadic (complainant – service provider) recovery situations. Similarly, the second theoretical implication is the
realization of negative experiential harm resulting from C2C interactions during a service recovery on VCSCs,
including hedonic, sociability, and pragmatic harm occurring from online dysfunctional customer interactions. The
reality is that modern-day online users do not always have to be like-minded individuals to engage with each other on
virtual channels. Thus, theorists must update their prior beliefs of an overly rosy picture of only congenial customers
bolstering virtual channel experiences and engagement with a reexamination of various frameworks and beliefs that
model solely positive C2C interactions. A final theoretical implication regards attitude toward complaining acting as
a psychological enabling force that amplifies injustice perceptions for the weaker attitude consumers when met with
even mild forms of incivility. This is concerning when noting that most customers have a weaker attitude toward
complaining predisposition; therefore, may be susceptible even to a borderline degree of dysfunctional behavior
producing strong C2C injustice perceptions.
From a practical perspective, the current research provides evidence that firms interested in managing service
recovery opportunities via online channels need to actively manage customer interactions. Often, firms consider the
open and uncivil nature of the Internet as an inherent characteristic of VCSCs, allowing such behavior to manifest in
VCSCs unchallenged (Bacile et al. 2018). The current research suggests that such a stance is detrimental by eliciting
perceptions of unfairness that diminishes the overall experience. Firms must take steps to minimize and halt such
interactions to best use VCSCs as customer relationship tools. Furthermore, the examined moderators provide
guidance for firms. Research has shown that getting customers to actually complain can already be difficult but
coupled with the possibility of uncivil interactions with other customers may make it particularly harmful for
customers who are averse to complaining. Thus, firms need to be aware of customer segments that generally have a
poor attitude towards complaining, especially if such segments are likely to engage with a brand online. Lastly, the
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results did not lend support to the failure severity hypothesis. While this non-effect was not expected, it presents a
broader threat for firms than if the hypothesis was supported. The insignificant moderation effect of severity points to
the fact that in any failure situation -- regardless of the severity level -- online incivility will affect the exchange.

Limitations and Future Research Opportunities
Methodologically, the current research boasts strengths, but has limitations as well. In the scenario context,
participants had to place themselves into the context to answer the questions, which could result in less realistic
answers or less pronounced effects than an actual situation would incur. As such, future research that manipulates an
actual uncivil experience with users would be useful for estimating population values of the negative effects of
incivility. Another limitation is that we did not manipulate failure severity. Notably, our failure severity scale exhibited
a normal distribution, a large variance, and a full range of responses because failure severity is perceptual. However,
research that compares a very severe service failure to a very, minor one, thereby generating extreme responses in
perceived failure severity, may find a larger effect in relation to H3 than the one observed currently.
Another limitation is that the context used in the scenario was fairly limited. As such, future research can look
beyond a view of one customer interacting with another, as it is possible for multiple consumers to respond to a
complainant’s online post. Can affirmations (i.e. likes or supported comments) from other customers help minimize
the impact of online incivility from other customers? This type of question relates to multiple customers acting as coproducers and co-creators of value, and offers several exciting research opportunities that would benefit both academic
theorists and industry practitioners.
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Summary Brief

Amending Online Service Failures through Virtual
Front-Line Employees
John Michael Galvan, The University of Mississippi, USA
Grounded by construal level theory (CLT), the author manipulates the degree of online service recovery after a
service failure has taken place to understand whether consumers think less of an online retailer who can’t fully amend
the problem their retail technology has caused.

Introduction
Imagine after hours and hours of shopping online you find the perfect gift for your friend. You go to place the
item into your cart to check out like, you have done numerous times before, but the website won’t let you. If this was
a traditional brick and mortar store this wouldn’t be an issue because sales associates are readily available to help you
complete your transactions. However, an online store lacks the customer service that consumers have grown accustom
to. To combat these scenarios firms have been implementing 24/7 live chat boxes in order to help consumers receive
levels of service that they normally receive in a traditional setting. In fact, it was found that 53% of customers prefer
to use the online chat rather than calling the firm (Cleveland 2015).
However, providing effective online support has become an increasing challenge for service providers (Mclean
and Wilson 2016). Normally front-line employees manage a single department. In an online context virtual front-line
employees (VFLE) are expected to answer questions across all departments leading to lack of area expertise.
Furthermore, consumers can’t see the effort that VFLE are exerting thus increasing the consumer psychological
disconnect from the firm (Darke et al 2016).
Through this study the author looks at the factors that explain how virtual front-line employee’s helpfulness
impacts consumer outcomes. Furthermore, we manipulate the degree of online service recovery after a service failure
has taken place to understand whether consumers think less of an online retailer who can’t fully amend the problem
their retail technology has caused.

Background
Online Service Recovery
Service recovery consists of firm amending issues that occurred during the consumer transaction process. In the
early literature service recovery has focused on how firms react to the service failures and various ways to delude the
repercussions caused by these instances. Recovery strategies examined in the past literature consist of utilizing price
discounts, upgraded services, refunds, apologies and looking at different typologies (Kelley et al., 1993; Tax et al.,
1998). With an increasing number of eCommerce retailers launching in the marketplace, the literature has only begun
to look at implications of service recovery such as customer blame, online vs offline interactions and trustworthiness
(Harris et al. 2006; Holloway, Wang, Parish, 2005; Benedicktus et al. 2010).
Notably interpersonal service encounters suggest that human interaction is to blame for the majority of service
failures (Meuter et al. 2000). In most cases the employee maintains a certain degree of responsibility for the cause of
the service failure and similarly the employee is responsible for resolving the issue. In an eCommerce environment
the human element is pulled out of the equation and thus the service failure blame is removed from the employee and
planted onto the technology of the online retailer. With the removal of the human error variance in the failure, the
service recovery becomes more difficult to amend due to the lack of empowerment by the employees (Kelley and
Davis, 1994; Hart et al. 1990). Studies found that consumers who experience online service failures will attribute the
failure to themselves when there is no employee to blame, thus lowering their expectations for a service recovery
(Harris et al. 2006).

Construal Level Theory
Construal level theory (CLT) provide a theoretical framework of the disconnect that consumers feel when
interacting with an online retailer (Trope and Liberman 2010). The basic premise behind CLT is that the further away
people are from an object or event, the more abstract they think about a situation. In our study we use CLT to help
explain the disconnect between service recovery and how consumers perceive the retailer. Although there are many

628

different facets embedded in CLT (i.e. temporal distance, planning fallacy, time discounting etc.) our study aims to
look at the psychological distance between customer and retailer. Psychological distance is best defined as the extent
in which an object is perceived to be obtainable or immediately available (Liberman, Trope, and Stephan 2007; Trope
and Liberman 2010). In other words, if a consumer feels more connected with a retailer and believes that the retailer
is genuine the consumer would have a smaller psychological distance. Vice-versa a larger psychological distance
would be found if a retailer fails to portray that they can indeed fulfill what they are promising (i.e. deliver a product
or service). Hardwood and Lin (2000) support the notion that psychological distance can damage the relationship
between a retailer and consumer while psychological proximity can strengthen the relationship.

Implications
Theoretical contributions
Results build on the current social cue literature. Manipulating chat box features as a proxy for social cue answers
a growing call for papers (Wang et al. 2007). Furthermore, we build on Construal Level Theory (CLT) by looking at
the psychological distance facet in a service recovery setting. To date, psychological distance has been used to explain
the sales purchasing process (Benedicktus et al. 2010) but never in the recovery stage of a B2C context. The final
theoretical contribution this paper makes is that it looks at sales recovery through an online setting. In past literature
sales recovery has always taken place through a face to face interaction. In our study we utilize live online chat to
convey the B2C interaction thus introducing virtual front-line employees (VFLE) to the literature.

Managerial implications
Results build a foundation for practitioners implementing strong social cues within their eCommerce platforms
to help bridge the psychological distances between customers online retailers. From our analysis we recommend that
the addition of social cues within an organization chat box can help build customer trust and stronger retailer attitudes.
Furthermore, our study hopes to show that service recovery is an important aspect that organizations need to look at
when digital transforming from a brick and mortar to an online strategy.
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Summary Brief

The Influence of Chatbot Humor on Customer
Evaluations of Services
Isabella Bunosso, Georgia Southern University, USA
Hyunju Shin, Georgia Southern University, USA
Lindsay Larson, Georgia Southern University, USA
Humor can facilitate interpersonal relationships for service firms and can be a gateway to humanizing the
interaction between service robots and customers. This study demonstrates that the use of humor by chatbots is a
route to service satisfaction through enhanced interestingness of the interaction with a chatbot.

Introduction
The adoption of service robots is widespread. One notable use of service robots is chatbots as online customer
service agents responding to customer inquiries in live chat windows 24/7. Despite service robots’ ability to provide
personalized interactions with customers (Wirtz et al. 2018), service robots are generally perceived as socially inept
(Feine et al. 2017). To enhance customers’ service evaluations of the interactions with service robots, marketing
managers must determine how to design service robots to result in customer acceptance (Wirtz et al. 2018). The current
study proposes that a chatbot’s use of humor is a route to service satisfaction through enhanced interestingness of the
interaction with a chatbot. This research contributes to the emerging stream of literature on human-service robot
interactions and automated service encounters (e.g., De Keyser et al. 2019).

Background
Service robots are “autonomous and adaptable interfaces that interact, communicate and deliver service to
customers” (Wirtz et al. 2018, p. 909). Although chatbots lack physicality as a disembodied robot, they mimic human
communication, allowing them to engage in conversations with customers. The use of humor by chatbots can be a
gateway to humanizing the interaction (Polgar 2018), considering humor’s potential to facilitate interpersonal
relationships for service firms (Mathies et al. 2016). Most existing studies investigating the use of humor by robots
have been conducted in the context of embodied robots, within the field of computer science (e.g., Tay et al. 2016),
and no study so far has been addressed in a service marketing context.
To address this gap, the current study investigates the influence of chatbot humor on customer perception of the
interaction with a chatbot and the resultant customer service evaluations. Incongruity theory can be used to predict
how interaction with a chatbot that utilizes humor could be perceived by customers. According to incongruity theory,
for something to be humorous, incongruity must exist, in forms of surprise, juxtaposition, being atypical, or a violation
that departs from common belief (Warren and McGraw 2016). In traditional interactions with robots, customers
typically perceive robots as machinelike and emotionless. When a chatbot uses humor, customers may find the
chatbot’s use of humor to be interesting and entertaining, thus enhancing customers’ service satisfaction.

Method and Results
A total of 55 undergraduate students at a large U.S. university were randomly assigned to one of the two
experimental conditions (chatbot humor: no humor vs. humor). The scenario, where the respondents imagined
themselves in the role of a customer, displayed an interaction between a customer and a chatbot about an overcharged
bill on a live chat window at a website of a fictitious mobile service provider. To manipulate the humorousness of the
chatbot response within the humor condition, in addition to responding to customer inquiry, the chatbot displayed a
sense of humor by adding, “This is not what we mean when we say we want to take our customer’s breath away! CPR
time anyone?!” In the no humor condition, no such statement was provided. Respondents reported interestingness of
the interaction (MacInnis et al. 2002) with a chatbot and service satisfaction (Li et al. 2018) on 7-point semantic
differential scales.
For the manipulation check of chatbot humor, the four items such as “not humorous/humorous” (McGraw and
Warren, 2010), were subjected to ANOVA. As expected, the mean was higher in the humor condition than the no
humor condition, indicating the effectiveness of the manipulation. For main analysis, an ANOVA with the chatbot
humor as the independent variable and interestingness of the interaction with a chatbot and service satisfaction as the
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respective dependent variables revealed a main effect of chatbot humor on interestingness of the interaction with a
chatbot and service satisfaction. A mediation analysis using the SPSS macro (Model 4: Hayes 2013) with chatbot
humor as the independent variable, service satisfaction as the dependent variable, and interestingness of the interaction
with a chatbot as the mediator revealed that the indirect effect of chatbot humor on service satisfaction is significant
with interestingness of the interaction with a chatbot as a mediator in the model, as reflected in zero being excluded
in the confidence interval, while the direct effect of chatbot humor on service interaction becomes insignificant,
indicating full mediation.

Discussion and Implications
This study contributes to understanding how customer-service robot interfaces need to be designed to enhance
customer service experiences (Wirtz et al. 2018). The findings of this research reinforce the positive influence of
humor in enriching interactions between human and robot in general (e.g., Tay et al. 2016). Furthermore, expanding
the research context into services, the current study demonstrates that the use of humor by chatbots can be perceived
positively by enhancing service satisfaction because customers find the interaction with a chatbot to be interesting and
entertaining.
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Opinionated Robots and Their Impact on Frontline
Service Satisfaction
David Geyer, Clemson University, USA
Michael Giebelhausen, Clemson University, USA
Emory Heffron, Clemson University, USA
Kaylee Lindsey, Clemson University, USA
Grace McGlynn, Clemson University, USA
There are many tasks at which computers are far better than humans. Computers can access and process
information in a way that is simply beyond the reach of human brains and advances in artificial intelligence and
robotics are helping to extend these capabilities beyond the server room and into real-world service encounters. In one
example, Hilton Hotels is experimenting with robot concierges (Tussyadiah and Park 2018). In another, Walmart has
announced the introduction of thousands of robot workers that will roam the aisles of their stores
initially to monitor inventory, but with an eye towards assisting customers. (Bogue 2019). Some industry experts
predict that, in the future, 85% of all customer service interactions will be handled without the need for a human agent
(Naumov 2018).
But what happens if customer service involves telling the consumer something they don’t want to hear? This
question is in part motivated by the tendency for mass media to present robots as subservient to humans. In sci-fi
movies, for example, the recommendations of robots are routinely rejected by their human counterparts – usually to
good effect. In the real world, Google markets their digital assistant products with the tag line “Make Google do it.”
Additionally, it may also be the case that digital assistants train us to abandon the social niceties present in human-tohuman exchanges (Walk 2016). It stands to reason that consumers may not be receptive to the opinions of entities to
which they have been conditioned to treat like underlings even if those underlings do have superior computational
abilities.
In this paper we begin to explore the issue of how consumers respond to robots that provide feedback that is
different from what consumers might want to hear. Additionally, we examine a potential moderator wherein the robot
reminds consumers that its recommendations are based on information and computational capacities beyond that of
the consumer.

Study 1: Online Scenario Study
Design
In Study 1, 166 participants were randomly assigned to a 2(robot opinion: negative, positive) x 2(opinion source:
random, algorithm) between-subjects design with a behavioral measure of whether or not the participant accepted the
robot’s advice. Participants were recruited from Amazon Mechanical Turk and were told that they would be asked to
share their perceptions of a “retail robot.” In the “opinion source: random” conditions, participants read that the robot
was designed to simply provide consumers “someone” to shop with and that, since robots do not use products, its
opinions were mostly random. In the opinion source: algorithm conditions, participants read that the robot’s opinions
were based on algorithms that consider factors such as the popularity of the item, and social media posts mentioning
the item.
Consumers were shown a picture of a robot next to a grocery store cooler (see Figure 1) asked to imagine that
they were shopping and would like to try one of the six new Diet Coke flavors (that had only just been introduced at
the time of the study). After choosing one of the six flavors, participant were instructed to say out loud “What do you
think of this flavor?” and then click the button to see what the robot would say. In the opinion: positive conditions,
the robot says “I think that is a great choice! I can tell you are knowledgeable about this product category.” In the
negative opinion conditions, the robot says: “I don't think that is a very good choice.
Perhaps you should pick something different.” Participants then indicated what flavor they would ultimately select
based on the robot’s feedback and rated their satisfaction with the service encounter. Lastly, they provided basic
demographics and a brief measure of individual reactance. Reactance measures an individual’s response to restricted
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freedom and includes items such as “Advice and recommendations induce me to do just the opposite” and “I resist the
attempts of others to influence me.” In this case it was intended as a control variable.

Figure 1: Study Stimuli

Analysis
The preliminary analysis examined the extent to which participants reported whether or not they would change
their choice based on the valence of the robot’s feedback. Of the 85 individuals who received negative feedback, 36
ultimately made a different choice, while 49 keep their original choice. Of the 81 participants who received positive
feedback, 78 kept their initial choice while three switched (χ2 (1, N = 166) 42.40, p < .000). The three individuals who
switched despite positive feedback were eliminated from further analysis and participants were categorized into three
groups: 1) took compliment, 2) took advice and 3) rejected advice.
To examine the interaction of robot opinion valence and source, we conducted a 2x2 ANCOVA with reactance
as a control variable. The result indicated a significant main effect of opinion valence (Mnegative= 3.67, Mpositive =
4.75 F(1,163) = 21.49, p < .001) qualified by a significant interaction of valence and source (F(1,163) = 5.72, p =
.018). Follow-up pairwise comparisons indicated no significant difference in service satisfaction when the robot’s
opinion was positive (Mrandom = 4.83, Malgorithm= 4.68, p = .678). However, there was a large effect (as perCohen
1988) of opinion source when that opinion was negative (Mrandom = 3.14, Malgorithm= 4.11, p = .003) d = .66).
Individual differences in reactance was not a significant predictor (p = .323) and was not considered further.
To further unpack the effect, we conducted a one-way ANOVA of the three response groups (took compliment,
took advice, rejected advice). The results indicated no significant difference between the accept compliment and accept
advice conditions (Mcomplimented = 4.75, Mtook_advice = 4.611, p = .630). However, individuals who rejected the
robot’s negative feedback and kept their original choice reported significantly lower satisfaction (Mrejected_advice =
2.973) vs those that switched (Mtook_advice = 4.611, p < .000). See Figure 2 for means and 95% CI’s.
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Figure. 2: Study 1 Means and 95% Confidence Intervals

Study 2: Lab Replication
Study 2 utilized the same basic design as Study 1, but only included the algorithm conditions. Also, twice as many
participants were assigned to the negative opinion condition in an attempt to equalize cell sizes after coding for
switching. The study took place in a specialized laboratory designed to replicate a grocery store setting. An Amazon
Echo device was programed to provide negative (positive) feedback to 2/3 (1/3) of the participants. Additionally, the
participants could take the product they selected with them at the conclusion of the study. Only 45 participants
completed the study. However, means and 95% confidence intervals are presented below for the purposes of
comparison with Study 2.

Figure. 3: Study 2 Means and 95% Confidence Intervals
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Summary Brief

Geo-Fencing Advertising: A Literature Review and
Research Agenda
Sajani Thapa, University of North Texas, USA
Retailers are increasingly tracking consumers’ location and sending personally relevant advertisements to them.
This phenomenon is called geo-fencing advertising or location-based advertising (LBA). A geo-fencing advertisement
provides retailers with a new means to attract consumers into stores and provide them with relevant offers. Although
these ads benefit the advertisers, consumers perceive these ads as intrusive because their location is being tracked.
Therefore, location-based ads have received much attention from consumers, policymakers, and scholars. Despite
this increased attention, there is neither a strong definition of a geo-fencing ad nor a strong accumulation of empirical
findings. This current paper defines geo-fencing advertisement and provides an overview of the empirical findings by
developing a framework that recognizes and integrates all aspects that can explain consumer responses to these ads.

Introduction and Definition
Geo-fencing advertisement is a type of location-based advertisement that uniquely enables advertising
communication mediums for delivering promotional messages to consumers predicated on proximate distance or
location to a focal retailer, market offering and/or experience. It is especially powerful because a consumer has both
the high propensity to have a smartphone or medium that implicitly “invites” these promotional messages. Geofencing ads can also be profitably used by the service industry, for example, a personal injury lawyer can target
locations such as hospitals, ER center, or automobile repair shops because their clients are mainly the accident victims,
and these are the places these victims typically go. This paper first defines geo-fencing advertisements. Second, it
provides an overview of empirical findings by developing a framework that integrates all factors that can explain
consumer responses to these ads. Third, it reviews the theories used to explain consumers’ responses to LBA and
finally it proposes future research agenda.
Fong et al. (2015) have defined geo-fencing as the “locational targeting of customers within certain designated
areas (typically near a firm’s location)”. Some researchers have defined it as “using a wireless medium to provide
consumers with time-and-location-sensitive and personalized information that promotes goods, services, and ideas,
thereby benefiting all stakeholders” (Scharl, Dickinger, and Murphy 2005). It is direct-to-mobile marketing that allows
companies to send ads to people based on the places they go and their physical activities. These definitions have one
common feature: targeting a specific location. Therefore, the geo-fencing ad is location-based digital marketing that
allows advertisers to send ads to consumers in their mobile devices within a predefined geographic area where they
are more receptive and ads that are personally relevant to them.
On the basis of the evaluation of the literature on LBA, a framework was developed that identifies the factors that
explain consumer responses to location-based ads and demonstrates their interconnectedness. First, the different
variables that affect the outcomes of LBA were identified and grouped together into three major aspects based on the
interactive advertising model (Rodgers and Thorson 2000). These three aspects are advertiser-controlled aspects (ad
characteristics, ad context, and message design), consumer-controlled aspects (consumer perceptions and consumer
characteristics), and outcomes (affective outcomes, the actual behavioral outcomes, and outcomes to the firm).

Theoretical Positioning of LBA
Reviewing the theories shows that the theoretical background of the research regarding LBA is fragmented. Most
of the papers have used more than one theory to explain the phenomenon. The theories applied comes from many
disciplines such as psychology, economics, communications, advertising, marketing, and information systems. The
theories cited more than once are psychological reactance theory (Limpf and Voorveld 2015; Shin and Lin 2016), and
the relevance-accessibility model of advertising effectiveness (Banerjee and Dholakia 2008; Ketelaar et al. 2018). The
papers that discuss the privacy issues of the LBA are related to theories such as social contract theory, the theory of
psychological reactance, and privacy calculus theory. Some other theories that are applied to LBA are the theory of
parallel distributed processing, construal level theory, and standard economic theory. These theories are useful in
explaining how consumers respond to mobile LBA, but they are not specific to the concept of LBA.
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Research Agenda
All these theories have only looked at one part of the LBA such as how attitude affects behavior (theory of
reasoned action), how consumers make conscious media choices to gratify their needs – utility aspect of the ads (usesand-gratifications theory), how attitude toward a behavior and subjective norms shape the individuals behavioral
intentions (theory of planned behavior). LBA is an area that consists of many actors such as consumers, advertisers,
and retailers and several subsystems and to advance the literature on LBA, it is important to develop more conceptual
coherence that focuses on the roles of all these actors. Therefore, looking at the individual system at a micro level is
not sufficient to understand the LBA system as a whole. There are many areas of LBA that affects the outcomes of
these ads such as the ethical concerns, ad context, ad characteristics, consumer characteristics, consumer perceptions
as well as the environmental factors. From the theoretical perspective – relying on the complex adaptive systems
(CAS) framework could offer a framework capturing the whole system of LBA at the macro level. The CAS consists
of several interdependent subsystems and actors and the outcome of this system is determined by the complex
interaction among the subsystems and actors and characterized by nonlinearity (Paswan and Tran 2012). Furthermore,
combining theories such as privacy calculus and persuasion knowledge model could help understand the joint effects
of internet privacy concerns and consumer knowledge and abilities on attitude towards LBA. Although the agenda
that this paper has presented is not extensive, it shows some important gaps in the literature and important areas for
future research. The review of the literature reveals that there is a need for more theory development in the rapidly
changing field of LBA. LBA is still far from mature and the discipline needs a stronger foundation by advancing
theories that are not easily swayed away by rapid technological developments.
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Online Behavioral Advertising: The Moderating Role
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The current research examines the dark side of online behavioral advertising (OBA) on customer’s purchase
intentions and aims to determine whether the negative feelings about OBA such as privacy concerns and opportunity
cost could be moderated by temporal proximity. Previous researchers have identified several negative effects of OBA
and have examined customer’s responses to them. However, the effect of temporal proximity has been ignored. Two
experiments will be conducted to test whether privacy concerns and opportunity cost which raised through OBA could
be assuaged through temporal proximity in order to increase customer purchase intentions.

Introduction and Hypothesis Development
With the advent of digital era, advertisers have embraced the opportunity to exploit customer’s online data for ad
personalization purposes. These data is acquired by companies through customer’s online behavior. This phenomenon
is referred to as online behavioral advertising (OBA) (Boerman, Kruikemeier, & Zuiderveen Borgesius, 2017).
The interest in OBA, and the consequent researches on the phenomena is growing. Some studies have addressed
the advantages while others have focused on dark sides of the OBA. Given that OBA has some positive aspects which
has made it beneficial to both companies and customers and has a dark side which negatively affects the business and
the customers, it can act like a double-edged sword. Therefore, it is very important to search for factors which can
help applying this helpful advertising practice in the businesses, while avoiding or mitigating the effect of its
disadvantages. This study focuses on temporal proximity as a factor that can mitigate the negative effect of opportunity
cost and privacy concern. In the context of OBA temporal proximity is the time interval between the customers
searching for something online and getting the ads regarding the item he or she was searching for online in social
media and other websites (Haws & Bearden, 2006).
Opportunity cost is defined as the possible risk that the consumers perceive on OBA threatening their freedom of
choice (Chen, Feng, Liu, & Tian, 2019). Nowadays more and more companies are targeting the consumers using OBA
in order to achieve outcomes such as click through rates, purchase intentions, brand recall and Ad Effectiveness
(Barasz and John 2018) which makes the customers to feel that OBA have deprived them form all possible options
they could have had without any adjustments and personalization (Chen et al., 2019).
H1: OBA increases opportunity cost.
Based on psychological ownership theory, people feel a sense of ownership towards physical belongings such as
their car or homes (Dittmar, 1992). On the other hand OBA is consisted of monitoring customers online, using their
information to tailor the offers or sharing it with third party for marketing purposes (Boerman et al., 2017). Therefore,
based on psychological ownership theory, when people receive ads based on their online behavior and information,
they feel they have lost control over their information which they were supposed to protect. Consequently, concerns
about the privacy of the information arises. Thus, our second hypotheses would be:
H2: OBA increase privacy concerns.
Based on Social Contract (SC) theory customers carry out a risk-benefit evaluation when they face a situational
variable (Culnan & Bies, 2003) in our case, they go through a risk-benefit evaluation when they feel their privacy and
freedom of choice has been threatened. This evaluation process has been studied as rational choice theory (Chen et
al., 2019). Based on rational choice theory the goal of a rational decision maker then is to behave in a manner to have
the maximum benefit with the minimum risk and negative outcomes (Dunfee, Smith, & Ross Jr, 1999). Considering
that purchase intention can be views as a behavioral aspect or reaction of customer’s attitude (Jai, Burns, & King,
2013); It can be inferred that in the process of risk-benefit evaluation, the customer if making a rational choice would
behave in a way that allows them to gain the control over the situation and obviate or minimize the risk (Aguirre,
Mahr, Grewal, de Ruyter, & Wetzels, 2015). Hence our third and fourth hypothesis would be:

640

H3: Opportunity cost leads to lower purchase intentions.
H4: Privacy concern leads to lower purchase intentions.
Opportunity costs and privacy concerns are both rational choice factors that originate from negative perception
of OBA (Chen et al., 2019). However, time could be an important factor in customer’s evaluation process. Based on
temporal construal theory as time moves on, customer’s expectations on privacy practices and perceived cost of
opportunity should be eased (Haws & Bearden, 2006). Therefore, our fifth and sixth hypothesis would be:
H5: Temporal proximity moderates the relationship between OBA and opportunity cost such that when OBA is
temporally distant (proximal) the opportunity cost decreases (increases).
H6: Temporal proximity moderates the relationship between OBA and privacy concern such that when OBA is
temporally distant (proximal) privacy concerns decreases (increases).

Research Methodology
Study 1 will employ scenario-based study to measure the main effect of OBA (1 condition vs control) on
opportunity cost and privacy concern and their impact on consumers’ purchase intentions. Data will be collected from
150 participant on MTurk (Kline, 2015). Chen et al. (2019) scale will be used to measure the opportunity cost, sixpoint global info privacy concern scale (Malhotra, Kim, & Agarwal, 2004) is used to measure privacy concerns and
three-item scale by Baker and Churchill (1977) is used to measure purchase intentions. Data will be analyzed using
structural equation modeling.
Study 2 will be conducted with a different set of participants to check the moderating effect of temporal proximity
(2 conditions: temporally proximal vs. temporally distant) between OBA, privacy concern and opportunity cost. 228
participant from Aazon MTurk. Data will be analyzed using SPSS and regression will be used to see if there is a
statistically significant difference opportunity cost and privacy concern based on temporal proximity conditions.
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Summary Brief

Television Connectedness: What It Means Depends
on the Genre
Anthony Patino, University of San Francisco, USA
Velitchka D. Kaltcheva, Loyola Marymount University, USA
Dennis A. Pitta, University of Baltimore, USA
High viewer connectedness to a television program, defined as the level of audience involvement (Russell,
Norman, and Heckler 2004), is considered a central strategic objective by advertisers and television programming
executives because viewers who are more connected to a program may be more likely to watch in real time, thus also
viewing any ads placed in the show. This research examines television connectedness across genres. Four hundred
and seventy-five residents of the United States were asked to select a favorite drama, situation comedy, or reality
program, and complete a 25-item connectedness scale. An exploratory factor analysis yielded the same number of
factors for all genres but the meaning of the factors differed by genre. While the factor structure was similar between
drama and situation comedy (scripted shows), a dissimilar factor structure emerged for reality programming
(unscripted programming).

Background
This research examines a problem posing significant challenge to advertisers and television networks. Media
buyers purchase television time based on the demographics of the program’s audience without consideration for the
audience’s involvement in the program. Nonetheless, viewers often switch channels during commercial breaks, which
may significantly limit the effectiveness of advertising placements (Danaher 1995; Siddarth and Chattopadhyay 1998;
Tse and Lee 2001). The severity of the problem has intensified with the increasing popularity of new media
technologies (DVR, the internet, mobile devices, streaming) because these technologies afford audiences more control
over whether to watch advertisements.
Historically, high viewer connectedness to a program, defined as the level of audience involvement (Russell,
Norman, and Heckler 2004), has been considered a central strategic objective because people who are more connected
to a program may be more likely to watch in real time, thus also viewing any ads placed in the show. To the best of
our knowledge, no research has explored the differences between television connectedness across genres. There are
two main genres in television programming: scripted shows and unscripted programming. Scripted television includes
situation comedies and dramas (“Big Bang Theory”, “Grey’s Anatomy”), while unscripted television includes reality
programming such as “The Real Housewives of Atlanta.” With the rise of reality celebrities and the growth of reality
programming, the television connectedness construct needs to be explored to account for the programming differences
(Tran and Strutton 2014). This research examines television connectedness across genres and explores new factors for
advertising strategists.

Method and Results
Four hundred and seventy-five residents of the United States were asked to select a favorite drama, situation
comedy, or reality program, and complete a 25-item connectedness scale. To create this scale, we adapted the
connectedness scale developed by Russell, Norman, and Heckler (2004) for the context of television shows, and added
questions reflecting current use of social media. The sample sizes by genre were as follows: drama – 172, situation
comedy – 167, and reality program – 136. These sample sizes meet the sample size recommendations for exploratory
factor analysis (Hair et al. 2010).
We conducted exploratory factor analysis by genre in SAS 9.4. The analysis yielded five factors (latent variables)
with eigenvalues larger than one, for all genres; however the meaning of these latent variables differed by genre. While
the factor structure was similar between drama and situation comedy (scripted shows), a dissimilar factor structure
emerged for reality programming (unscripted programming). The study of television connectedness across genres is
important for advertising strategists and television programming executives.
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Summary Brief

Nonnative Consumers' Service Encounters: Exploring
Social Anxiety and Avoidance in Retail Exchange
Aaminah Zaman Malik, University of North Texas, USA
The increasing participation of nonnative consumers within the marketplace worldwide has significantly
reshaped business dynamics. A key issue which needs to be addressed is the consumers’ direct interactions with nativespeaking frontline employees in the service sector that may influence their emotive state and create a lasting impact
on their future buying behaviors. Therefore, the present research focuses on nonnative consumers' emotional states
precipitated by decoding errors in retail exchanges. Previous research exploring nonnative accents has focused
primarily on listeners' attitudes, perceptions, and the associated stereotypes. There is a paucity of research attention
afforded to nonnative consumers' (speakers’) attitudes and experiences in service exchanges. This paper investigates
the moderating role of the stigma attached to consumers' nonnative accent strength and their feelings of social
belongingness during service interaction that cumulatively creates a stereotype threat leading them toward heightened
social anxiety. The paper further examines how these experiences shape consumers’ future channel choices i.e., faceto-face interactions vs information technology (I.T)-mediated interfaces working as an avoidance strategy due to an
outcome of emotive social anxiety.

Introduction
"The worst kind of loneliness in the world is isolation that comes from being misunderstood, it can make
people lose their grasp on reality." -- Sienna Brooks in The Inferno
The heightened media and political attention afforded to an unprecedented wave of immigrant migrants coincides
with a fervent debate on topics ranging from humane treatment to legislative policy-making. Whether these migrants
are regional or international, legally documented or undocumented, seeking asylum or sanctuary, or ascribing to extant
immigration regulations, they represent a substantial segment of buyers in the U.S. population (Portes and Rumbaut
2006). The economic, social and political challenges associated with immigration are not confined to the U.S.; in fact,
nearly all of Europe's population growth in this decade is a result of immigration (Deaux 2006); therefore, these
countries also face similar challenges, especially when confronting immigrants as a population of consumers. Despite
this increasing trend in immigration across the world, public attitudes toward immigrants and immigration in any
given country are mostly negative (Esses, Jackson, and Armstrong 1998), and people hold stereotypes toward
nonstandard language varieties (Luhman 1990). The present study explores one of the ubiquitous challenges
confronting the necessary communication underlying all service exchanges, i.e. immigrant consumers' nonnative
accents, their resulting heightened states of social anxiety and factors moderating this relationship; which may impact
their proclivity toward avoiding face-to-face service interactions.
U.S. census data shows a steady rise in the nonnative speakers over the previous three decades, and as of 2017,
approximately 21.8% of the U.S. adult population speaks a language other than English at home (Erin Duffin, 2019).
Though, countries like the U.S. have always been a melting pot of languages, the recent advancement in information
and communication technologies have made it easier for people across the globe to communicate with people
belonging to different linguistic backgrounds. Therefore, in today's globalized business environment people constantly
interact with speakers having foreign accents, making it relevant to develop an accurate understanding of nonnative
consumers' emotive states in retail interactions marked by decoding errors or manifest miscommunications. The extant
literature on accents shows that foreign accented advertising spokespersons (Morales, Scott, and Yorkston 2012), job
applicants (Hosoda and Stone-Romero 2010) and salespersons (DeShields Jr and De los Santos 2000) are evaluated
and often discriminated based on social factors (Mai and Hoffmann 2014). Research demonstrates that not only do
foreign accents influence marketing exchange, but even regional variance in accents can influence the outcomes of
business-to-business interactions (Mai and Hoffmann 2011).
Building upon this literature, our research examines the effects of nonnative accents during service encounters
from the speakers’ perspective, a largely uncharted but increasingly germane component of retail exchange. To date,
there is a conspicuous dearth of attention afforded to nonnative consumers' emotive states and their reactions in retail
service encounters. To fill the gap, this paper examines how the nonnative speakers' experience social anxiety due to
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their accent strength in a fast-food and/or casual dining service encounter and how it impacts their future buying
behavior in terms of channel choice. This is characterized by high competitive density, high degrees of menu
idiosyncrasies and often face-to-face and I.T.-mediated exchange alternatives. Accordingly, these fast-food and casual
restaurants need to better identify the factors that may impact nonnative-speaking consumers' service experiences. The
present research may offer managerial mechanisms for attracting and retaining nonnative-speaking consumers.

Conceptual Background
Language is the foundation of most direct (e.g., customer-salesperson encounter) and indirect business
communications (e.g., advertising) (Holmqvist and Grönroos 2012). All languages (and dialects) contain several
speech varieties, which are distinct forms of language that are peculiar to a certain group of speakers (Mai and
Hoffmann, 2014). Such varieties are influenced by the speaker’s sociological background and geographic origin (Giles
1970). This paper focuses on the accent component of these speech varieties in terms of shaping consumers' behavior
as a result of their interaction with frontline employees. Accents "are loose bundles of prosodic and segmental features
distributed over geographic and/or social space" (Rosini et al. 1997, P.42). This type of variety comprises variations
in phonological (e.g., the pronunciation of vowels and consonants) and prosodic properties of speech (e.g., intonation,
rhythm, and tone) (Derwing and Munro 2009). Individuals also vary in the degree of strength of their accents (Levi,
Winters, and Pisoni 2007). Accent strength is conceptually distinct from language competence that represents how
well one knows the language (Cook, 1999). In this article, the focus is on the effects of possessing a nonnative foreign
and regional accent variation beyond the influence of language competence and how these differences evoke
consumers’ emotive states.

Nonnative Accents and Perceived Stigmatization
Nonnative accent, being one of the most salient characteristics of peoples from other countries who come to live,
work, or study in a host country, potentially stigmatizes them as not being native born (Moyer 2004). A “stigma”
refers to an attribute of a person that is deeply discrediting, which in others’ minds reduces that person “from a whole
and usual person to a tainted, discounted one” (Goffman, 1963, p. 3) and “conveys a social identity that is devalued
in a particular social context” (Crocker 1998, p.505). Individuals who speak with a nonnative accent are likely to
experience stigma and often expect negative treatment because of their accent strength (Weyant 2007). This feeling
of being stigmatized based on nonnative accents have been discussed across several social and cultural contexts. For
instance, people tend to stigmatize nonnative accents in Australia (Nesdale and Rooney 1996) and Sweden (Boyd
2003). (Derwing 2003) also reports that one-third of the nonnative English speakers interviewed in Canada reported
being discriminated against based on their accent, and 53% believed that they would be respected more if they spoke
with a native accent. Similarly, Goto et al. (2002) found that 13% of Chinese American respondents in California
reported experiences of discrimination because of their accents. Although, research on stigma or stereotypes has
received increased attention (Hebl and Dovidio 2005), research on the domain of nonnative accents on the generation
and proliferation of stigmas has received sparse research attention (Gluszek and Dovidio 2010). Cargile et al. (1994)
observed that speakers’ attitudes about their own language and their expectations from listeners to behave toward
them may affect their self-presentation; however, there was no inquiry into the how these stigmas were generated or
manifested in ensuing exchanges. Mai and Hoffman (2014) suggest that the activation of stereotypes in which accents
activate predefined stereotypes in the receiver’s (listener’s) mind, then color the evaluation of the speaker and his/her
company and products, but they did not discuss it from a speaker’s perspective. Social psychologists have also
examined a number of psychological issues related to intercultural communications (e.g., Gudykunst 2005) from
native and nonnative perspectives, although, in the best of our knowledge, the perceived stigma of accents from a
nonnative speakers’ perspective and its effect on their service encounter has not received much research attention.

Nonnative Accents and Social Belongingness
Nonnative speakers’ perceptions about their perceived accent strength may also relate to their feelings of social
belonging, one of the strongest human needs (Baumeister and Leary 1995). During social situations, individuals are
often motivated by a need to feel a sense of belongingness (Baumeister and Leary, 1995). Social situations are
conditions in which people are or might become the focus of attention of others, such as when they are engaged in a
conversation, giving a speech, or placing an order at a retail location. These social interactions carry the prospect of
interpersonal evaluation: people making judgments of one another (Schlenker and Leary 1985). Gluszek and Dovido
(2010) suggest that this perceived lack of social belonging may be fueled by facing issues in communication that one
experience due to their strong accent. It may lead speakers to question whether they are accepted in a community or
not (Skachkova 2007). Perceptions and experiences of bias and communicative problems may lead speakers to feel as
if they do not fully belong to the United States (Inzlicht and Good 2006), inducing negative consequences on both
one's psychological and physical well-being (Gardner, Pickett, and Brewer 2000). Nevertheless, the unique effect of
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a nonnative accent on the feeling of social belonging has received only limited attention (Rogan et al. 2006). Nonnative
consumers are invariably engaged in some form of social interaction in any retail exchange, and the decoding of
nonnative communications between buyers and sellers are meaningful (Mai and Hoffmann, 2011). This is especially
relevant in service encounters when the face-to-face interaction with the service provider may enhance or diminish
nonnative consumers' feeling of social belongingness.

Nonnative accents and Social Anxiety
During social interactions with native-speaking service providers, the perceived stigma and the lack of social
belongingness working together may result in a state of heightened social anxiety among nonnative consumers. Social
anxiety is defined as anxiety resulting from the prospect or presence of personal evaluation in real or imagined social
situations (Schlenker and Leary 1982). The symptoms of social anxiety often include anxiety, depression and an
overall uncomfortable feeling that influences one’s ability to interact in social situations (Pierce 2009). It is a cognitive
and affective response characterized by apprehension about an impending, potentially negative outcome that one
thinks s/he is unable to avert. The source of the apprehension may be conscious or non-conscious, and the impending
threat may be real or imagined (Lesse 1970). The literature suggests that anxiety has a crucial role in the stereotype
threat effects among individuals who are part of disadvantaged groups (Steele 1997), with cultural difference likely
to be an important trigger as feeling of embarrassment is more common in collectivistic cultures, being induced by
external sanctions (Wallbott and Scherer 1995). In addition, sometimes for people to experience stigma, they “need
only to have knowledge that some people hold a negative stereotype about their group” (Gluszek and Dovidio 2010).
People with social anxiety experience are inclined to avoid social occasions in order to protect themselves from social
disapproval and negative social outcomes (Schlenker and Leary 1982). Therefore, it is important to analyze the social
anxiety experience in nonnative consumers in the context (restaurant) which has more fun, excitement and relaxation
associations rather than anxiety provoking situations (e.g visits to doctors, dentists, tax accountants, or financial
planners (Brown and Kirmani 1999), but still lead them toward the state of social anxiety.
The research indicates two categories of situations in which social anxiety is more likely to occur (Mattick and
Clarke 1998): observation situations where the mere feeling of being observed by others leads to discomfort (for
example, exercising in a collective sports class) and situations where people have to interact with strangers (Delacroix
and Guillard 2016). Both categories are relevant for marketing, but so far, marketers have mainly explored observation
situations. A sizeable literature in business-to-business communication, salesforce responses and in workplace
environment are mainly observation based situations demonstrating insidious consequences when people anticipate
that they might be stereotyped or will be prejudiced based on their language while ignoring the service encounter
context (A brief summary of this literature is given Table I).
Therefore, social anxiety is worth studying from the consumer’s perspective especially during the service
interaction between native and nonnative speakers. The inextricable linkages between perceived stigmatization, social
belongingness and social anxiety in nonnative consumers support the following hypotheses:
P1: During service encounters between nonnative consumers and native service providers, nonnative consumers
with a strong accent will experience greater social anxiety.
P2a: During service encounters, nonnative consumers with higher (lower) accent strength will have a higher
(lower) level of social anxiety, moderated by a higher (lower) perceived stigmatization.
P2b: During service encounters, nonnative consumers with higher (lower) accent strength will have a higher
(lower) level of social anxiety, moderated by a lower (higher) sense of social belongingness.

648

Table 1.Regional and Foreign Accent Research
Author
Mai and
Hoffmann (2011)

Communicator
Salespersons

Type of Variety
German regional
dialects

Van
Vaerenbergh and
Holmqvist
(2013)
Rao Hill and
Tombs (2011)

Waiter

Scott et al.
(2007)

Businesspersons

Carlson &
McHenry(2006)

Job Candidate

French and Finish
accent; standard Dutch,
French; Finish and
Swedish
Foreign accents,
standard Australian
accent
Australian-, Indian-,
Estuary-, standard
British-English,
General American
Spanish- and AsianEnglish accent, African
American Vernacular
English

Armstrong and
Yee (2001)

Buyer and seller

Cargile (2000)

Job candidate

Derwing &
Munro (2003)

L2 Learners

DeShields andDe
Los
Santos(2000)

Salesperson

Service frontline
employees

Chinese dialects (e.g.,
Cantonese, Haka,
Teochew)
Mandarin ChineseEnglish accent,
standard AmericanEnglish accent
Language teaching

Mexican, English,
American-Spanish,
standard MexicanSpanish, standard
American-English

Key Findings
Buyers do not generally devaluate salespersons with a
dialect. The study demonstrates a dialect speech quality
effect, dialect euphony effect, dialect prestige effect, and
effects of the fit of regional origin.
In both studies, subjects were more likely to tip when
served in their first language (albeit with an accent) than
when served in their second language.
Foreign accents are a source of communication failure,
evoke negative predispositions and reduce consumer
tolerance. Service country image moderates accent effects.
Respondents prefer standard forms of English (General
American, British-English) over regional (Australian-,
Estuary-English) and foreign accents (Indian-, JapaneseEnglish) of businesspersons.
The stronger human resource managers perceive the
candidate's accent or dialect, the lower they rate
comprehensibility and employability. Prestige related
differences among job candidates occur only if the speech
variety is maximally perceived.
The greater the fit of the Chinese dialects of both speakers,
the deeper the trust and satisfaction with the business
partner.
Respondents perceive Chinese-accented candidates as less
efficient and less well suited only with regard to the job of
a human resource associate.
Core issues of intelligibility, identity, social evaluation,
and discrimination to appropriate pronunciation pedagogy
for L2 learners.
In an American audience, a salesperson's standard
American accent evokes greater purchase intentions than a
nonnative Mexican accent.

(Adapted from Mai and Hoffman 2016)

Technology as an Avoidance Strategy
As suggested above, when the nonnative consumers anticipate that they will be stereotyped based on their accent
and are afraid of being singled out, they might shun the situation and adapt to avoid interacting with the service
provider or try to find some escape. One of the common examples is those Hispanics and other nonnative parents in
the U.S. who try to avoid going to restaurants all by themselves or try to visit when they are accompanied with their
children, who may be more fluent in English. As discussed earlier, “Awareness of the potential for stereotyping to
occur, rather than believing in the stereotype, is key to changes in behavior among vulnerable consumers” (Lee, Kim,
and Vohs 2011). During service encounters in the restaurant sector, the nonnative consumers may feel social anxiety
when they find it difficult to place specialized or customized orders that require explanations or terminology that may
be unfamiliar to them. The feeling of social anxiety can also be triggered when the nonnative customers feel
psychological pressure of the other customers in a queue. The anxiety to "rush an order" is more likely to result in
inaccuracies and/or frustration. Moreover, nonnative customers' feelings of social anxiety may be exacerbated when
accompanied by friends or colleagues, an inherently more challenging social setting in which nonnative speakers are
at conflict with their sense of belongingness. To avoid social embarrassment, they may just place the order whether
they like it or not for expediency regardless of their cognitive or emotional state and to avoid the direct interaction.
Therefore, once the nonnative consumers have the experience of social anxiety, as articulated in the two-factor theory
of avoidance (Mowrer 1951), they may opt for removal of anxiety-provoking stimuli in future to eliminate or diminish
unpleasant emotions, thereby reinforcing their avoidance behavior. The removal or avoidance of such negative stimuli
to save oneself from social embarrassment could be in the form of avoiding direct interaction with the service provider
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either by going for online orders and kiosks, or by visiting the restaurants in low rush hours. This is how gradually
such avoiding behavior becomes the preferred coping mechanism for future social interactions.
Technological advancement plays an important role when the nonnative consumers select these technical avenues
as their avoidance strategy. Many researchers have suggested that the marketplace is currently experiencing a
fundamental transformation in the practice of marketing (Forrest and Mizerski 1996) and is bringing convenience for
the consumers through technology. Several retailers as well as service providers are constantly adapting and updating
several technologies in the form of self-check-out (i.e., Walmart, Kroger's), kiosks and tablets for consummating both
orders and transactions. Two of the largest global fast-food franchises exemplify this trend: McDonald's spent $2.4
billion on kiosks, and Subway tested kiosks in 50 restaurants (QSR, 2018). Fast-casual restaurants like Chili’s, BJ
Brewery and Red Robin are using tablets to provide more convenience and hassle-free speedy service. Few of the
other fast-food restaurants like Taco Bell, Wendy’s and Burger King are also in the process of introducing kiosks at
different locations. The operational efficiency and convenience of technology adoption has been the primary
motivating force for implementation, yet little attention has been afforded to how this technology may be leveraged
to enhance the customer experience Vis-à-vis personalization as well as language and linguistic voice recognition
improvements. It is important to understand these huge capital investments on these technological interfaces from a
different perspective when used by nonnative consumers as an avoidance strategy. In this context, social response
theory helps to explain how these technological service channels may be opportunities to reduce nonnative consumers'
feelings of isolation and social anxiety experiences during retail service encounters. According to the theory of social
response, people tend to treat computers as social actors even when they know that machines do not possess feelings,
intentions, “selves,” or human motivations (Reeves and Nass 1996). More specifically, when presented with a
technology possessing a set of characteristics normally associated with human behavior—such as language, turn
taking, and interactivity—humans respond by exhibiting social behaviors and making social attributions (Nass et al.
1997).
Social response theory argues that when people interact with a given computer, that interaction also has
subsequent effects on future interactions with the same computer (Moon 1998a, 1998b). Therefore, this study suggests
that one mechanism for ameliorating nonnative consumers' retail experiences may be attained through I.T-mediated
devices as an anxiety-reduction opportunity and an avoidance strategy. The minimal availability of I.T-mediated
interfaces may be a preferential choice over traditional encounters with front-line service personnel who may have
less training, tolerance or understanding of the nonnative speakers. I.T-mediated interfaces are effective possibilities
to afford nonnative consumers a lower anxiety platform for retail exchanges with this avoidance strategy technique.
Unlike the challenges of training frontline service personnel who have high turnover and greater unpredictability, I.Tmediated interfaces can be systematically engineered to improve interactionism as it collects greater data from the
actual experiences with nonnative consumers.
Studies show that when people are exposed to situations where they fear that they will behave in an inappropriate
or embarrassing way because their interpersonal skills do not reach the required standard ((Scheier, Weintraub, and
Carver 1986), they try to substitute the social interaction by active use of alternative technological avenues: online
socialization (Ho, Lin, and Lee 2015) or mobile phone text messaging rather than calling (Lee et al., 2014). Therefore,
it is expected that even if they have to do repetitive trials with the I.T-mediated devices, it would still be the preferred
medium to communicate because it will not lead them to feel stigmatized or socially isolated as they would feel during
the interpersonal service encounter. Therefore, it is postulated:
P3: The nonnative consumers with high social anxiety experience due to their strong accent will opt for I.Tmediated interfaces over face-to-face interactions in future retail service exchanges.
These relationships are studied in NAICS code 72221 denoting limited service restaurants in the U.S. This sector
was chosen for several reasons. It is obviously a ubiquitous and frequent service encounter that nonnative speakers
have a high likelihood of engagement. Restaurant services offer omni-channel interactions, including but not limited
to kiosks, drive-ups and drive-thrus, tablets and face-to-face interactions. The limited-service restaurant is among the
leading sectors to adopt I.T-mediated environments in service delivery. Finally, the high competitive density suggests
that it is uniquely suited to measuring nonnative consumers' decision choices. It is likely that nearly all nonnative
consumers have had service encounters in this service context. Moreover, frontline staff (usually service providers
with dissimilar accents) are a natural communication intervention in the placement and delivery of food orders. The
communication interface with nonnative consumers is a natural part of the service experience, regardless of the degree
to which the consumer has a positive attitude toward the food choices or actual cuisine. Also, the restaurant is a good
example of a service sector where people not just go with their families but with their colleagues and friends, as well.
The group dynamic may exacerbate social anxiety because there may be heightened self-monitoring. Restaurants have
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already started using I.T-mediated interfaces to place the order, but the scale is very limited and the main reason for
their installation is to provide convenience. Because these I.T-mediated interfaces have high implementation costs, it
is very important to understand how the greater benefits can be achieved through these technological enhancements
that address both cultural and linguistic differences among nonnative consumers.
Channel Choice

Nonnative
Consumer’s Accent
Strength

Social Anxiety

(I.T.-Mediated
vs. Face-to-Face)

Perceived
Stigma/Social
Belongingness

Figure 1: Conceptual Framework of Nonnative Consumers' Avoidance and Retail Channel Choice

Discussion
Whether there are truly any listeners' stereotypes toward the nonnative accented speakers or not, nonnative
speakers may believe that they are being singled out because of their perceived stigmatized accent. This belief may
influence how nonnative accented consumers approach interactions with natively accented service providers that (a)
shape their behavior during the interaction, and (b) determine the outcomes of the interaction. Therefore, based on the
above discussion, this study proposes to examine the moderating role of perceived stigma related to nonnative accents
and the lack of social belongingness that lead nonnative consumers toward the feeling of social anxiety. It further
suggests to empirically investigate how these experiences will shape consumers’ behavior in the future in terms of
their channel choice as their avoidance strategy.

Research and Managerial Implications
The propensity for nonnative consumers to manage their social anxiety is inextricably tied to their satisfaction,
retail patronage, and purchase intentions. Extant research has long established that decoding errors and sources of
confusion in the communication process can result in consumers' diminished "comfort" in marketing exchange.
Previous research on the social impact of accents has mostly focused on the biases in how others perceive accents,
associate stigmas and use them to make attributions about the speaker (Derwing, 2003). This study would make an
important theoretical contribution to the literature by exploring the effects of nonnative accents from the speaker's
perspective in consumer psychology, a much-overlooked research domain lacking empirical attention (Derwing,
2003).
In addition to the theoretical contributions, the empirical findings would also provide normative insights for
managers in the service sector to leverage resources to reduce nonnative consumers' anxiety in an effort to attract and
build retail patronage among the fast-growing segment of the U.S. population. One managerial tool may be to optimize
technologies to accommodate the idiosyncrasies associated with nonnative consumers' accents. This may include
linguistics programming with voice recognition tools, pictorial depictions of the focal service offerings and more
adaptive interfaces based on consumers' previous service experiences. This can be achieved through the existing
employed technologies as well. For instance, the recent design for self-service kiosks in fast food restaurants only
considers the convenience aspect i.e. to avoid the rush. The same devices can have additional interfaces in several
other languages or the Google translator specification to facilitate nonnative speakers. In this way, it will not just
influence the nonnative customers positively, but there exists a possibility that it would increase the consumers'
perceive empathy relative to their service provider. In addition to the convenience, the aspect of personalization
through these I.T.-mediated interfaces can bring very positive results in terms of increasing average ticket. The upcoming self-service kiosks that are being designed for McDonald's are considering both the aspects of convenience as
well as personalization. “The CEO of McDonald Steve Easterbrook told CNBC: ‘what we are finding is when people
dwell more, they select more’. The extra time spent on self-service kiosks is translating to a larger average spend
compared with the traditional checkout method" (Krista Garcia, 2018). Therefore, bringing nonnative speakers toward
I.T mediated interfaces as an avoidance strategy from face-to-face interaction, may create multipronged benefits in
terms of convenience, personalization, and enhanced sales revenues. It is also important for service providers to
explore the ways to use the stored data that can be accumulated through these technological service devices, in order
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to not just understand the customer preferences trends but to give them more personalized options on the basis of their
purchase experiences as well. Another important implication of studying these relationships is to consider them in
other service situations especially in risk-laden context like healthcare sector. Language discordance between doctor
and patient may create anxiety and social distance that reduces patients’ satisfaction level and the increased distrust
level. Therefore, studying these relationships have multipronged benefits not just confined to restaurant sector but to
other service contexts too.

Limitations
An important limitation which needs to be considered while investigating these relationships include that this
paper proposes to examine nonnative accents in a specific cultural context, in the United States, whereas historical
and contemporary forces (e.g., political and social) can modify responses to people with nonnative accents in other
cultural contexts (Gluszek, Newheiser, and Dovidio 2011). Research on accents in other countries suggests that people
tend to stigmatize nonnative accents in Germany (Klink and Wagner 1999, p. 1), Guatemala (Tsalikis, OrtizBuonafina, and LaTour 1992), and the United Kingdom (e.g., Giles, 1970). However, the recent literature shows the
contrasting effects in Canada where the proposed market-mediated multiculturation attenuates ethnic group conflicts
through which immigrant-receiving cultures fetishize strangers and the existence of inequalities between ethnicities
is occluded (Veresiu and Giesler 2018). Therefore, future research might consider specific cultural variations
(especially within the cultures which are more welcoming like Canada) that may influence the nonnative speakers and
the consequences they experience because of the accent.

Conclusion
This research proposes that nonnative consumers with strong accents eschew face-to-face interaction during
service encounters and prefer to opt I.T– mediated devices. This work underscores how nonnative speakers feel
stigmatized and socially isolated because of their strong accent, leading to increased feelings of social anxiety. It is
expected that based on previous experiences of social anxiety, nonnative customers with high accent strength would
feel more comfortable to go for I.T-mediated interfaces in future service interactions, considering it as an avoidance
strategy. This outcome of preference for the channel can be described by social response theory where people make
relations with technological ‘social’ actors and they feel more comfortable while interacting with them.
As a future research study, it can be further investigated how the pictorial representation of the menu, facilitated
with the native language, in the devices like self-service kiosks may affect consumers’ choice and average sales
revenue. It is expected that as the consumers explore the menu with the pictorial presentation, they will end up with
the final order that would be greater than the expected or planned order. For example, when you are already hungry
the tempting pictures of different menu options may increase the cart size. Moreover, it is also important to investigate
how the menu provided in several languages affects the consumers' rating of service providers toward empathy, which
is an important factor for retail patronage.
Examining the potential challenges that may emerge in-service communication between native and nonnative
speakers is very important to understand particularly in a period of unprecedented immigration globally (Portes and
Rumbaut, 2006). Identifying these challenges will help to develop interventions that can reduce communication
difficulties. It is expected that this research will stimulate a multifactor approach in research to understand the
consequences of accent strength in service communication.
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Examining the Role of Self-Conscious Emotions on the
Relationship between Self-Attributed Service Failures
and Service Outcomes
Maria-Susana Jaramillo Echeverri, University of Alabama, USA
Thomas L. Baker, University of Alabama, USA
Yi Peng, University of Alabama, USA
In this research, we investigate the effect of customers' self-attributed service failures on service outcomes, as
well as the mediating role of self-conscious emotions on this. We propose that self- attributed service failures will lead
to higher levels of self-conscious emotions (e.g., guilt, shame, and embarrassment) than when the failure attribution
is shared with other parties (e.g., the service provider). We further suggest social presence (public event vs. private
event) will moderate the relationship between self-attributed service failures and self-conscious emotions and that
service employee behaviors will moderate the relationship between self-conscious emotions and service outcomes.
Five experiments will be conducted to test the hypotheses. With this research, we hope to provide tools to service
employees and organization that allow them to design service recovery strategies that fit with the customers’ needs
when they attribute the service failure to themselves.

Introduction
The inevitability of service failures have long been known to elicit negative emotions (Smith & Bolton, 2002)
such as anger (Folkes, Koletsky, & Graham, 1987; McColl-Kennedy, Patterson, Smith, & Brady, 2009) or rage
(McColl-Kennedy et al., 2009; Patterson, McColl- Kennedy, Smith, & Lu, 2009). In addition, research has highlighted
the extent to which consumers engage in retribution or revenge (Grégoire, Laufer, & Tripp, 2010; Grégoire, Tripp, &
Legoux, 2009) following service failures. This research has provided service marketers with insights into not only
what causes these emotions but also how they should react in order to reduce the negative impacts if these emotions
on service outcomes (Menon & Dubé, 2000, 2004). However, to date most work has investigated the effect of what
could be labeled “firm directed” emotions, with relatively little research focusing on emotions that arise from “self
attributed” service failures, that is, service failures for which the consumer takes partial responsibility.
Recent research has highlighted the fact that customers are increasingly being asked to engage in the coproduction of services (Lusch & Vargo, 2006). As customers play a greater role in the service production process, it
is more likely they will make self-attributions concerning failures, specifically regarding the level of control the
consumer had as well as the locus (e.g., the service provider or consumer). These attributions are suggested to in turn,
trigger self- conscious emotional responses such as guilt, shame, and embarrassment (Weiner, 1985, 2000), emotions
that have yet to receive significant interest by service researchers. These emotions are generally categorized as selfconscious emotions since they are aroused when people believe they have been evaluated by others or are calling
attention from others (Tangney, 1999). Guilt, for example, is the result of not performing well, under events
individuals can control (e.g., asking service employees for assistance knowing that you are not buying anything).
Whereas, embarrassment and shame are the result of not performing well, because of factors that individuals cannot
control, such as, their lack of ability (e.g., asking service employees for assistance and then realizing you left your
wallet at home).
The goal of this research is to provide an initial investigation into how consumer self- attributions regarding
service failures, specifically the controllability and locus of those failures, lead to self-conscious emotions, and how
these emotions impact service outcomes. In addition, the research will incorporate the role of the presence of others,
and frontline employee behaviors impact these relationships. We draw from Lazarus and Folkman’s (1984) Theory of
Stress and Coping which suggests that individuals are continually monitoring their surroundings and that negative
emotions are the result of encountering stressful situations (e.g., threatening and harmful). To respond to these
emotions, solve the problem, or reduce the distress, individuals’ engage in coping behaviors. More specifically, in
consumption contexts, emotions caused by undesirable events, for example, embarrassment, is associated with coping
strategies such as hiding feelings and seeking social support; while emotions aroused when customers attribute the
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blame of the failure to themselves, are associated to emotional control and positive reinterpretation(Yi & Baumgartner,
2004). We believe that to understand the specificities with which customers’ cope with negative self-conscious
emotions (e.g., embarrassment, shame and guilt), will help service employees to have a better understanding of the
events that cause the service failure, to identify the emotion that customers are experiencing and to develop
mechanisms to help customers to cope with these situations.
This research has the ability to make significant theoretical and managerial contributions. First, to our knowledge
is one of the first studies that focus on understanding the antecedents and consequences of customers’ self-attributed
service failure in service outcomes (e.g., satisfaction, word-of-mouth, repurchase behaviors). Second, this research
will provide additional insights regarding the effects that emotions have in the overall customer service experience.
More specifically, it represents one of the few studies in the services area that has investigated the role of negative
self-conscious emotions (e.g., embarrassment and guilt). Third, we add to the increasing literature on discrete emotions
and their specific effects on individual’s behaviors and coping strategies. Fourth, we provide service providers with
an idea of how certain events can trigger negative self-conscious emotions and the role they can play to reduce the
effect of these emotions in customer service evaluation.
To address these objectives, five experimental studies are proposed. Study 1 will evaluate the direct effect of selfattributed failures on service outcomes (i.e., satisfaction, word-of-mouth, and repatronage intentions). A second study
will test the effect of self-attributed failures (i.e., Full vs. Partial attribution) at two levels of customers’ perceived
control of the event (i.e., low control vs. high control) on self-conscious emotions (i.e., guilt, shame, and
embarrassment). A third study will test the mediating effect of self-conscious emotions on the relationship between
self-blame failures (at low and high levels of perceived control) and service outcomes (e.g., repurchase behaviors,
service satisfaction, and word-of-mouth). A fourth study will evaluate the moderating role of perceived social presence
in the relationship between self-blame failures (at the different levels of perceived control) and self-conscious
emotions. A fifth and last study will include the service employee behaviors as moderators of the relationship between
the self- conscious emotions and service outcomes.
The image below shows a model with the expected relationships to evaluate in this paper.

Illustration 1. Proposed Model

Conceptual Background
Customers’ Emotional Responses to Failures
The effects of service failure on customers’ emotional states and behaviors can be explained by the Cognitive
Appraisal Theory. According to this theory, individuals are constantly monitoring their environment, and make initial
appraisals of the situations they are experiencing (Biggs, Brough, & Drummond, 2017; Lazarus, 1991; Lazarus &
Folkman, 1984). The initial evaluation helps people to determine if an event is irrelevant, or if it has positive or
negative consequences for the self. If a person determines that the situation can be harmful, threatening, or challenging,
the individual performs a second appraisal in order to determine if there are enough resources to respond to the event.
If there are not enough resources, the person will experience stress and all the physiological and emotional responses
that come with it.
According to Weiner (1985, 2000), the type of emotion experienced by an individual may be determined by the
attributed cause or source of the success or failure of an event. After an event is considered satisfactory or
unsatisfactory, people tend to look for something or someone to attribute the cause of success or failure (Oliver, 1993;
Weiner, 2000). These causes are evaluated based on three dimensions, namely, locus of control, stability, and
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controllability. The locus of control dimension suggests that causes can be attributed to internal or external factors,
which means, individuals can attribute the results of events to their own behaviors, or conversely, to the behavior of
others, or outside reasons. The stability dimension is related to the fluctuating nature of the cause; in other words, a
cause can be attributed to permanent conditions (that are the same over time), or unstable ones (never the same).
Finally, a cause can be attributed to controllable factors; otherwise speaking; individuals may evaluate the cause based
on the level of power they have to change a situation.
Weiner (1985, 1994, 2000) states that these attributions are triggers of customer’s emotional states, and different
emotions are the result of different combinations of the causal attribution dimensions. In the case of a failure where
the locus of attribution is the self, and the circumstances are the result of not making an effort to get the best from the
situation (i.e., high controllability), individuals tend to experience guilt (e.g., I arrived late at the airport, and I missed
the flight). While, when people attribute the cause to themselves and uncontrollable causes, they tend to experience
embarrassment and shame (e.g., I missed the flight because I went to the wrong terminal).
Consistent with the Cognitive Appraisal Theory and Attribution Theory, we expect that when customers selfattribute a service failure, they will experience negative emotions, namely, guilt, shame, and embarrassment. More
specifically, we believe, shame and embarrassment will be caused by events where the customer loses control or does
not have control of a situation (e.g., forgets the wallet). Whereas guilt will be aroused when the failure occurs because
they did not try hard to make the event successful (e.g., Do not provide a good tip).

Customers’ Coping Behaviors
Past research has recognized the role of emotions as mediators of the relationship between individuals’ assessment
of events (i.e., positive vs. negative, internal vs. external) and their behaviors (Lazarus & Folkman, 1984; Weiner,
2000; Yi & Baumgartner, 2004). For example, Folkman and Lazarus (1980) state that after people realize that they do
not have enough resources to cope with an event, they direct their efforts to try to control, endure or lessen the
emotional response or to change the event. These efforts are called coping strategies, and they are classified into two
types, problem-focused or emotional-focused. Problem-focused strategies refer to attempts to change the current
situation, emotion-focused strategies refer to attempts to change the way they perceive the situation (Lazarus, 1991;
Lazarus & Folkman, 1984).
According to Yi and Baumgartner (2004), consumers may use different combinations of emotional and behavioral
coping strategies depending on the emotion with which they are dealing. More specifically, they proposed eight types
of coping behaviors in purchase-related situations, namely, (1) planful problem solving; (2) confronting coping; (3)
seeking social support; (4) mental disengagement; (5) behavioral disengagement; (6) positive reinterpretation; (7) selfcontrol; and (8) acceptance. Among their findings, they establish that for example, when people deal with anger, they
relied more on behavioral coping strategies, such as confrontive coping, while when they deal with regret, they use
more emotional-focus coping strategies, like acceptance and positive reinterpretation. Yi and Baumgartner (2004) also
found that when customers have to cope with a situation elicited by a self-attributed failure, and over which they have
a low level of control, they use coping strategies such as self-control and mental disregarding. However, when
customers perceived a high level of control over a situation, they may react more actively by seeking social support
and planful problem-solving. Based on the reviewed coping strategies, we expect customers’ self-attributed failures
to activate different kinds of behavioral and emotional coping strategies. Moreover, we believe these coping behaviors
will not be only related to specific emotions, but also, to precise triggering events. Therefore, we believe service
employees not only should be aware of the events that provoke the emotions, but also, have an understanding of the
coping strategies that customers use in order to provide them with additional resources that allow them to change the
stressful situation or to go through it.

Hypotheses Development
The Effects of Self-Attributed Failures on Emotions and Service Outcomes
In service encounters, service failures can be attributed to different causes and individuals (Folkes, 1984, Hess et
al. 2003, Weiner, 2000, Gelbrich, 2008). The mainstream of research has focused on failures attributed to service
providers and service employees. However, to our knowledge, there are not too many studies that investigate the effect
of customers’ self- attributed service failure on service outcomes (e.g., not knowing how to perform a behavior,
treating a service employee poorly or spilling food).
When customers self-attribute a service failure, they can ascribe the entire fault to themselves (i.e., full attribution)
or they can give part of the blame to the service employees (i.e., partial attribution). We believe partial self-attributed
failures occur when customers consider that others (i.e., service employees or companions) are the ones that facilitated
the circumstances that make customers aware of their mistake or make them be the cause of a failure. For example, a
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customer that spills a drink on a table because they were clumsy may fully self-attribute the service failure, but a
customer that spills a drink on a table because the service employee left the beverage near the table edge may
experience a partial self-attribution of the failure. In both incidents, we think customers will feel that the service
encounter did not fulfill their expectations, which will reflect negatively on the customers’ evaluation of the service
(i.e., service satisfaction, word-of-mouth, and repurchase behaviors). However, we expect partial self- attributed
failures to have a greater negative effect on service outcomes than from full self- attributed failures, since partial selfattributed failures are provoked by others. These thoughts result in the following hypothesis:
H1a-c. Customers’ partial self-attributed failures will have a less negative effect on service outcomes (i.e.,
satisfaction, word-of-mouth, and repurchase behaviors) than full self- attributed failures.
Service failures are unpleasant events that interfere with a customer goal (expected experience), and that in
consequence, trigger emotional states (Lazarus, 1991; Oliver, 1993). Self-attributed negative events elicit selfconscious emotions, such as shame, guilt, and embarrassment. On the one hand, shame and embarrassment occur
when negative incidents are the result of internal (self-ascribed), uncontrollable, and stable attributions (e.g., low
ability to do / to be something / someone)(Tracy & Robins, 2006; Weiner, 1994). For example, a customer does not
know how to operate a self-checkout machine. On the other hand, guilt is the result of internal, unstable and
controllable behaviors (e.g., low effort to do or not do to something) (Tracy & Robins, 2006; Weiner, 1994). For
example, a customer can experience guilt when they mistreat a service employee. This feeling is aroused because
customers have the capacity to control their emotions and behaviors, but in this case, the customer did not put effort
into regulating them.
We propose that when customers attribute a service failure to themselves, they may experience guilt, shame, or
embarrassment. Furthermore, we believe that when customers fully attribute the failure to themselves, they experience
higher levels of negative self-conscious emotions, than when they partially attribute the failure to themselves. We
expect customers to experience guilt, shame, or embarrassment with lower intensity in the case of partially selfattribute failure because in these types of events the responsibility of the service failure it is shared between the service
employee or provider and the customer. Which bring us to the following hypotheses:
H2a. Customers’ full self-attributed failures due to uncontrollable causes will engender higher levels of shame
and embarrassment than partial self-attributed failures.
H2b. Customers’ full self-attributed failures due to controllable causes will engender higher levels of guilt than
partial self-attributed failures.
Additionally, we believe self-conscious emotions can explain the effect of customer attributed failures on service
outcomes. As mentioned before, negative self-conscious emotions are aroused by internal attributions of failures
(Tracy & Robins, 2004, 2006; Weiner, 1994, 2000). These events arouse negative emotional states, which are known
for having a negative impact in the overall service experience evaluation (Gountas & Gountas, 2007; Mano & Oliver,
1993; Oliver, 1994; Söderlund & Rosengren, 2007). Therefore, we proposed the following hypothesis:
H3. The relationship between self-attributed failures and service outcomes will be mediated by (a)
embarrassment and (b) guilt.

The Moderating Effect of Others Presence
Service encounters usually occur in the presence of others, either service employees, companions, or other
customers (Grove & Fisk, 1983). Past research has demonstrated that the presence of others during a service encounter
can affect customers’ service experience in positive or negative ways (Argo, Dahl, & Manchanda, 2005; Dahl,
Manchanda, & Argo, 2001; He, Chen, & Alden, 2012; Wang, Oppewal, & Thomas, 2017). For example, Argo et al.
(2005) found that the mere presence of other customers in a retail environment increases the likelihood that the
customers will experience negative emotions or less positive ones. While, Fombelle, Sirianni, Goldstein, and Cialdini
(2015) found that when customers use VIP services in public, they have higher satisfaction with the service.
These studies are aligned with the precepts of the Social Impact Theory (Latané, 1981), which proposes that the
real or imaginary presence or actions of others (i.e., social sources), can influence individuals’ behavioral and
emotional states. In addition, Social Impact Theory posits that the strength of the effects of others’ social presence in
an individual can depend on variables such as the familiarity, proximity, and size of the social sources.
We believe that when customers self-attribute a service failure, they will experience a stronger level of
embarrassment or guilt if they believe or know that other or others are aware of the event that causes the failure. In
other words, customers will feel a stronger negative emotion if they considered there was an audience involved in the
incident (at least another person) and they feel other or others are close enough to judge or evaluate the incident (high
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proximity). We expect that if customers feel that at least another person is judging them based on their self- attributed
service failure, the strength with which customer experience the negative self- conscious emotions will increase. This
analysis can be translated into the following hypothesis:
H4. Social exposure has a positive moderating effect on the relationship between self- attributed failures and
self-conscious emotions.

The Moderating Effect of Service Employees
Service recovery has been defined as the actions that organizations and service employees perform to respond to
service failure (Bell & Zemke, 1987; Grönroos, 1984). These actions can take different forms, such as compensation,
positive service employee behaviors, and organizational procedures (Gelbrich & Roschk, 2011). Also, the type of
compensation and recovery effort may depend on the magnitude of failure (Smith, Bolton, & Wagner, 1999), and
certain recovery efforts are more suitable for specific service failures. For example, if a flight is overbooked, it is not
enough to offer an apology to the customer, it is expected that the company provides a quick response to rectify the
mistake. As failures become more significant, it may be that firms will have to offer some form of tangible
compensation (Goodwin & Ross, 1992).
However when it comes to customers’ self-attributed service failures, to our knowledge, there is little research
that may provide guidance regarding the type of actions front line employee should execute in order to alleviate the
effect on customers’ service experience evaluation (except for (Menon & Dubé, 2000, 2004)).
To identify when a service failure occurs, organizations and service employees on occasion have to rely on
customers’ behaviors and emotions (e.g., complains, voice raised). Research has shown that specific emotions are the
result of particular events (Lazarus, 1991; Lazarus & Folkman, 1984), and people tend to cope with each emotion in
a distinctive way (Yi & Baumgartner, 2004). For example, anger is arouses when a failure or unsuccessful event is
attributed to external factors or people (Averill, 1983; Roseman, 1991; Weiner, 1985) (e.g., service provider or service
employee) and it triggers confrontive behaviors, that in service encounter settings can be complaining, or spreading
negative word-of-mouth (Bougie, Pieters, & Zeelenberg, 2003; McColl-Kennedy et al., 2009). Being aware of how
customer’s behaviors are connected to certain emotions and events can help service employees to initiate service
recovery actions that fit better the customer needs. For example, Menon and Dubé (2004) showed providing support
to customers (e.g., apologizing, tried to calm down customer, give information) has a greater positive influence on
service evaluations when the customers are experiencing anxiety than when they are angry. This can be explained by
the fact that after people face an unsatisfactory situation, they tend to experience stress when they realize they lack
the resources necessary to respond (Lazarus, 1991; Lazarus & Folkman, 1984), which can make them more willing to
accept help from others (i.e., external resources).
Yi and Baumgartner (2004) identify eight types of coping behaviors strategies used by individuals when facing a
stressful situation in consumption environments. When it comes to self-blame stressful events, Yi and Baumgartner
(2004) found that if customers attribute a stressful event to their behaviors and they do not perceive the circumstances
can be changed, they will use acceptance and positive reinterpretation to cope with the situation. However, when
customers feel a threat of being embarrassed, or they are worried, they can deal with the feelings by using an emotionbased approach, like mental disengagement, and self-control; or they can use a problem-focused approach, by
engaging in planful problem solving and by seeking social support.
By matching their responses to the emotions elicited by a self-attributed service failure, we believe front line
employee’s behaviors can affect the strength of the effect of self-conscious emotions in service outcomes. For
example, a front line employee that wants to reduce the negative effect of embarrassment on overall service evaluation
should try to provide additional resources to the consumer (e.g., helping them to resolve an issue, do not put the
customer in the spotlight). Furthermore, we believe that a service employee that fails to recognize that a customer is
experiencing guilt and embarrassment, and that perform behaviors that do not let customers disengage with the
situation, accept it or solve it; can increase the negative effect of the self-conscious emotion on service outcomes (e.g.,
judging customer for their failures, pointing out their transgressions and challenging customer abilities). Having said
this, we hypothesize the following:
H5a-c. Perceived positive (negative) service employee responses to customers’ embarrassment and guilt has a
negative (positive) moderating effect on the relationship between self-conscious emotions and service
outcomes.
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Overview of the Studies1
Study 1
In order to test for hypotheses 1a-c, a one way ANOVA will be conducted to explore the degree to which
customers’ self-attributed failures (SAfull = Full Self-Attributed Failure, SApartial = Partial Self-Attributed Failure)
have a negative effect on service outcomes (e.g., service satisfaction, word-of-mouth, and repurchase behavior).

Study 2
To test for hypotheses 2a-b, we will be running an independent 2 x 2 factorial ANOVA which will evaluate the
impact of customers’ self-attributed failures (SAfull = Full Self-Attributed Failure, SApartial = Partial Self-Attributed
Failure) and perceived controllability of the failure (PCco = Controllable, PCunco =Uncontrollable) on self-conscious
emotions.

Study 3
To evaluate hypothesis 3. We will be developing a 2 x 2 experimental design. In this case, we will be testing if
self-conscious emotions (e.g., guilt, shame, and embarrassment) mediate the relationship between the self-attributed
failures and service outcomes (i.e., service satisfaction, word-of-mouth, and repurchase behavior). The mediation will
be tested using Hayes Model 4.

Study 4
Hypothesis 4 will be evaluated by using a 2 x 2 x 2 ANOVA. In this study, we will investigate the moderation
effect of perceived social presence, on the relationship between self- blame failure at the two levels of perceived
control and self-conscious emotions.

Study 5
Finally, in this study, we will test for hypotheses 5a-c, which aim to explore the moderation effect of front line
employee behaviors, on the relationship between self-conscious emotions and service outcomes (i.e., service
satisfaction, word-of-mouth, and repurchase behavior). To test this hypothesis, we will run a linear regression using
PROCESS (Hayes Model 1).

Measures
Scenarios
The studies are scenario-based, which means that each participant will be asked to read a situation designed to
trigger specific emotional and behavioral responses. In the case of Study 1, two scenarios will be developed. For study
2, 3, and 5, we will create 4 scenarios. For study 4, participants will read one of eight possible scenarios.

Service Outcomes
When we mentioned that we would measure service outcomes, we referred to (1) customers’ satisfaction with the
service, (2) repatronage behaviors, and (3) intentions of spreading positive word-of-mouth. To measure these
variables, we will be using the scales developed by Maxham III and Netemeyer (2003) (e.g., I am satisfied with my
overall experience with the service). Each one of these dependent variables will be measured using a three-item scale
using a 7-points Likert response anchor.

Guilt and Shame
To measure guilt and shame, we will be using a 15-item scale developed by Marschall, Sanftner, and Tangney
(1994). These items were originally measured using a 5-point Likert scale (e.g., I feel like apologizing, confessing).

Embarrassment
Finally, to measure embarrassment, we will be using a scale adapted from Verbeke and Bagozzi (2003).
This scale is a 9-item scale using a 7-points Likert response anchor.

Expected Contributions
Theoretically Contribution
Traditionally, the effect of emotional states in service outcomes has been studied from a valence standpoint.
Which means researches have concentrated in measuring how pleasant or unpleasant a situation was. But still, there
is a great gray area when we identify a situation as pleasant or unpleasant. For example, discrete emotions can have
the same valence, but they can be experienced with different intensity, and according to the Cognitive Appraisal
Theory, each one of them can trigger specific behaviors and thoughts. Aligned with this perspective, we believe this
research contributes to the study of emotions in service encounter by studying the role of specific self-conscious
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emotions in service outcomes, as well as the differential effect of each emotion (i.e., shame, embarrassment, guilt) on
service outcomes.

Managerial Contribution
We believe this study will demonstrate the role that service employees can play when it comes to reducing the
negative effect of self-conscious emotions on service outcomes. Moreover, service providers can gain an
understanding of how to identify the situation that may trigger self- conscious emotional states and create strategies
to alleviate customers' unpleasant feelings, or to help them cope with them.
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Summary Brief

The Moderating Role of Competitive Intensity on the
Dissemination of Service Orientation1
Sandro Deretti, Universidade Estadual do Paraná, Brazil
Elten Briggs, University of Texas at Arlington, USA
Heitor Takashi Kato, Pontifícia Universidade Católica do Paraná, Brazil
This study presents and test a conceptual model demonstrating how the dissemination of service orientation as
business strategy to the organizational climate and individual employee levels can be affected by competitive intensity.
Dyadic data were collected from both managers and salespeople in a Brazilian retail sample composed by 159
companies in Brazilian retail.

Introduction and Conceptual Framework
In the present study, we argue that competitive intensity is a key factor that affects the dissemination of retail
service orientation from the strategic level of a retail organization to the individual employee level. According to
contingency theory, strategic decisions and organizational arrangements depend systematically on certain
environmental conditions (Zeithaml, Varadarajan and Zeithaml, 1988). Competitive intensity, which is the level of
competition faced by retailers in their trading area, has been theorized to be one of the key environmental conditions
affecting the strategic implementation of firm orientation (Homburg, Hoyer & Fassnacht 2002), and the influence of
firm orientation on market performance (Slater and Narver, 1994). However, these theorized effects of competitive
intensity were not supported in these seminal research studies on the topic. Thus, in this research we take an alternative
approach to understanding how competitive intensity relates to firm orientation, and consider its potential influence
on the dissemination of firm service orientation.
As a culture and climate, service orientation refers to the norms, beliefs, values and behaviors of an organization
that inﬂuences employees’ behavior and companies’ performance. As a corporate strategy, service orientation is
understood as the extent in which an organization competes with additional services (Homburg, Hoyer and Fassnacht,
2002) offering comfort and conveniences for customers.
Customer orientation involves understanding the customer needs and increasing the ability to respond to customer
needs, thus enhancing value creation and performance (Deshpande et al., 1993). Homburg, Müller, Klarmann (2011)
argue that individual customer orientation can manifest in two ways: 1) relational orientation - the set of individual
behaviors that aim to build a strong personal relationship with the client; 2) functional orientation - the individual
behaviors that relate to properly describing the product or satisfying the customer’s product needs.
It is expected that the service orientation of a retailer’s business strategy will disseminate downward. That is, the
service orientation of the business strategy should positively relate to the service orientation of the retail store climate,
which should positively relate to the customer orientation of individual employees. We further hypothesize that
industry competitive intensity will negatively moderate these relationships. First, consider that socialization plays an
important role in the dissemination of strategy from the organizational level to the employee level in service
organizations (Hartline, Maxham, McKee 2000). A big aspect of socialization involves experienced employees
spending time with newer employees, often in mentoring relationships. However, when competitive intensity is high,
employees tend to spend more time on tasks directly related to individual or organizational performance. The increased
time spent on actual performance could take away from the socialization process (Schwepker and Ingram 1994), and
hinder the dissemination of service orientated strategy. Hence, we hypothesize:
H1: Competitive intensity will negatively moderate the relationship between service orientation as business
strategy and service orientation as organizational climate.
H2: Competitive intensity will negatively moderate the relationship between service orientation as
organizational climate and individual customer orientation.
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Data Collection
We developed and administered two questionnaires to retail stores in the 6 different states in Brazil. The final
sample was comprised of 159 salesperson-manager dyads, each from a different retail store. To measure service
orientation as business strategy, we adapted the procedure used in Homburg, Hoyer & Fassnacht (2002), considering
16 convenience service aspects offered by the stores to the customers (e.g. extended warranty, repairs, changes and
products adjustment). For each service, the managers were asked if the company offered (0= "not offered”, 1=
"offered"); and the extent to which the service is actively emphasized to the customers (5 points Likert scales from “1
= not actively” to “5= very actively”). This variable was calculated as a mean of the corresponding number of services
offered and the emphasis on each item. We accessed the competitive intensity perceptions by using Likert scale with
5 points, ranging from "1 - strongly disagree" to "5 - strongly agree", with 3 items adapted from Jaworski and Kohli
(1993). Market performance perceptions was measured by customizing an approach based on Moorman and Rust
(1999) to capture five customer basic outcomes particularly relevant to retail stores. Managers were instructed,
“Considering the goals declared by your company, indicate how satisfactory are the market performance indicators
within the last three years.” Retailer service orientation as organizational climate was assessed as a 4 dimensionalconstruct: service customer orientation, technology, leadership and training as the dimensions, with 16 items,
according with Robinson and Williamson (2014). Finally, to measure individual customer orientation in terms of
functional aspects and relational aspects, we used a second order construct proposed in Homburg, Muller and
Klarmann (2011), with 10 items.

Analysis and Results
Fit indices indicated that the structural model was a good fit to the data. The results support the notion that service
orientation as business strategy, service orientation as organizational climate and customer orientation positively
influence retailers’ market performance, and that service orientation flows downward from the strategic level to the
employee level. In support of Hypothesis 1, competitive intensity negatively moderated the relationship between
service orientation as business strategy and the service orientation as organizational climate (β = -0.23, p < .01).
However, the moderating influence of competitive intensity on the path from retailers’ climate service orientation to
employee customer orientation was non-significant (β = 0.09, p = .18), failing to support Hypothesis 2.
These results confirm the notion that competitive intensity inhibits the dissemination of service-oriented strategy,
though these effects were only reflected in the diminished influence of business strategy on retailer organization
climate. Developing and offering services represents a significant cost for retailers (Hogreve et al, 2017), and our
results imply that retail managers may be neglecting important climate initiatives that support these services when
exposed to greater competition.
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Summary Brief

Exploring the Bundled Effects of Big Data, Supply
Chain Orientation, and Agility on Strategic Advantage
Adam Merkle, University of South Alabama, USA
Nicole Beachum, University of South Alabama, USA
The authors explore the bundled effects of the implementation of big data analytics and supply chain orientation
within an agile supply chain, and the effect on strategic advantage. This research also aims at better understanding
the similarities and differences of each strategic view (resource-based, market-based, and relationship-based) on the
dependent variables (cost of goods sold, change in market share, and revenue).

Introduction
Big data (BD) is currently a hot topic in supply chain (SC) research as well as industry publications (Sanders and
Ganeshan 2018). Research directions for big data and supply chain include how best to use BD in SCs, perspectives
about whether SC decision-making can be improved with BD, and the potential implications of relying on BD without
the unique systems knowledge possessed by humans (Singhal et al. 2018). A recent literature review, however, noted
research gaps including limited knowledge about the influence of big data horizontal integration within a firm (Nguyen
et al. 2018).
Big data analytics present many opportunities for supply chain research and management. Some examples include
the probable improvement of analytical prediction, the availability of new variables to describe and understand
phenomena, and the potential for a closer relationship between firm functional analysis and operations (Sanders and
Ganeshan 2018). Against the backdrop of so many opportunities, some challenges also exist. For example, evidence
linking BD with other supply chain concepts and findings about strategic advantage are difficult to find in the
literature.
Will claims made by industry professionals about big data and strategic advantage hold up under rigorous
academic testing? What are the effects of big data analytics capabilities, supply chain orientation, and supply chain
agility on a firm’s strategic advantage? What portion of these relationships are direct? What portion are partially
mediated through an agile supply chain? This research proposal seeks to answer those questions with empirical
evidence about the effects of big data analytics capabilities, a supply chain orientation, and their combined influence
through supply chain agility on production costs, revenue, and market share as proxies for strategic advantage.

Background
Big data analytics capabilities (BDAC) refers to a firm’s ability to access, analyze and enable data-driven
decision-making within the context of the supply chain (Dubey, Gunasekaran, and Childe 2018; Srinivasan and Swink
2017). Capabilities go beyond analysis because the term capability includes the idea of taking action, whereas analysis
only relates to examination. To possess a capability, firms must do more than simply analyze large sets of data (Mikalef
et al. 2018).
Supply chain orientation (SCO) refers to the strategic, systemic, and holistic magnitude of internal focal firm
integration in managing the supply chain with improved competitiveness (Esper, Defee, and Mentzer 2010; Mentzer
et al. 2001). SCO relates to the philosophy or set of beliefs among people within a single organization. SCO can
support effective supply chain strategies aligned with firm structure leading to improved performance (Patel,
Azadegan, and Ellram 2013).
Firm supply chain agility (FSCA) in this study is presented as a dynamic capability whereby a firm can quickly
alter its SC functions and operations. Agility has been shown to help firms’ sense, seize, and reconfigure operations
to capture various opportunities in the marketplace in alignment with Teece’s (2007) notion of dynamic capabilities
(Gilgor, Holcomb, and Feizabadi 2016). This study extends these ideas with the suggestion that BDAC performs the
role of sensing and SCO supports the role of seizing, whereas FSCA completes the third aspect of reconfiguring.
Together these concepts are hypothesized to impact various items on financial statements as proxy variables directly
related to competitive firm strategy. These variables include revenue, cost of goods sold, and market-share changes.
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Expected Key Findings
Through empirically testing our model, we seek to provide additional insights into the role of BDAC on supply
chain agility and ultimately firm performance (via COST, REV, and MSC). The findings will strengthen (weaken) the
claim that firms should leverage advanced technology and internal firm integration to improve strategic advantage
(Akter et al., 2016; Srinivasan and Swink, 2017). We also expect the findings to highlight SCO’s impact on FSCA.
This finding should highlight the role SCO plays in overall firm performance, positioning SCO as an essential aspect
and key priority for supply chain managers. This study aims to show the importance of better developing not only BD
capabilities, but also an SCO mindset within the firm. Improving these two aspects combined with an agile supply
chain should allow firms to gain and maintain a strategic, competitive advantage.
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Examining Collaborative Feedback: A Logistics
Competency Study
Ji “Miracle” Qi, Grand Valley State University, USA
Kristina K. Lindsey-Hall, Louisiana State University, USA
R. Glenn Richey, Auburn University, USA
Ha Ta, Clarkson University, USA
Collaboration and technological innovation are crucial competencies for firms in achieving superior logistics
service quality and supply chain performance. Drawing on the Knowledge-Based View, this paper examines the extent
to which firms’ forward and reverse logistics competencies are influenced by market orientation, technological
innovation, and collaborative feedback.

Introduction
In order to establish a competitive advantage, firms rely on the effective and consistent administration of supply
chain management and logistics (SCML) processes and systems (Hazen et al. 2015). Accordingly, a firm’s overall
supply chain (SC) performance depends on both its forward logistics (efficiency, effectiveness, and differentiation
associated with moving resources from firms to SC partners; Fugate, Mentzer, and Stank 2010) and reverse logistics
(processes for effectively handling reverse flows of resources; Autry, Daugherty, and Richey 2001) competencies
across SC partners. While previous research has acknowledged the importance of both types of logistics competencies
(e.g., Morgan, Richey, and Autry 2016), studies have rarely explored them simultaneously.
Drawing on a Knowledge-Based View (KBV) of the firm (Grant 1996), which considers knowledge as a core
competency for firms, we respond to calls for research that identify additional factors that may favorably influence
these dual logistics competencies. Specifically, this research explores the impact of collaborative feedback (CF) on
firms’ forward and reverse logistics competencies through market orientation (MO) and the influence of technological
innovation (TI) on the CF-MO relationship.

Background
CF is conceptualized as the extent to which organizations provide performance feedback to, receive performance
feedback from, and engage in collaborative decision making with SC partners (Joshi 2009). Importantly, CF requires
frequent, bi-directional communication that is both positively- and negatively-valenced. The extent to which a firm
can acquire, integrate, and apply knowledge is a crucial factor in its performance as well as in its competency to create
value with stakeholders (Slater and Narver 1995). A MO entails this process of knowledge dissemination within the
firm, such that it facilitates the use of market intelligence to improve logistics performance. In pursuit of this goal,
market oriented firms are more likely to be receptive to CF from SC partners. Thus, we suggest that formalized,
dialogical CF among SC partners is positively related to the focal firm’s MO (H1).
Additionally, a firm’s level of MO is crucial to improving the efficiency and effectiveness of both its forward and
reverse logistics processes, two critical SCML performance metrics. Briefly, the higher the MO of the firm, the more
likely and well-equipped they are to build and improve the infrastructure required to increase efficiencies (e.g., reduced
costs, quicker delivery to market) and effectiveness (e.g., higher satisfaction, quality of repairs). Hence, we propose
that a firm’s MO is positively associated with its forward (H2a) and reverse (H2b) logistics competencies.
Finally, technology has been shown to be a potentially critical resource for organizations (Adams et al. 2014),
one which has been suggested as a competitive advantage for firms with the potential to facilitate inter- and intra-firm
communication (Morgan et al. 2016). The internalization of knowledge can either be propelled or inhibited by the
firm’s competency in effectively using these technological resources (Kogut and Zander 1992); therefore, we propose
that firms’ level of TI has a positive moderating influence on the CF-MO relationship (H3).
In line with the KBV, our research suggests that a specific resource, knowledge, can serve as a core competency
for firms. In other words, the acquisition and transfer of knowledge via CF is an exploitable factor for establishing a
competitive advantage when such knowledge is internalized and applied to logistics management processes.
Accordingly, CF is positively associated with a firm’s MO (H1), which ultimately positively influences firms’ forward
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and reverse logistics competencies (H2). This effect is magnified for firms that demonstrate more technological
innovativeness relative to their competitors (H3).

Key Findings
The results indicate that CF is positively related to MO (γ = .56, p < .01), supporting H1. As anticipated, firms
that put greater emphasis on creating environments that allow them to exchange and share CF with their SC partners
have higher levels of MO. Furthermore, MO is positively related to forward logistics competency (β = .29, p < .01)
and reverse logistics competency (β = .45, p < .01) supporting H2a and H2b, respectively. These findings reinforce
the belief that firms with higher levels of MO are expected to have higher levels of forward and reverse logistics
competencies. Finally, H3 is supported given that the interaction effect of CF and TI is associated positively and
significantly to MO (γ = −0.23, p < .01). This implies that the positive influence of CF on firms’ MO is enhanced
when firms have higher levels of technological innovations.
As creating strategic advantages is one of the primary challenges for and goals of firms, this research suggests a
number of contributions and implications for SCML and marketing managers. First, our research emphasizes the
importance of inter-organizational CF as a means of strengthening cooperation and knowledge dissemination in an
effort to increase firms’ efficiencies and performance through dual logistics competencies. Second, we further the
understanding of the KBV in the B2B and SCML literature by emphasizing the necessity of optimizing knowledge
sharing processes among B2B partners. Third, we demonstrate CF as an important means to acquire knowledge from
SC partners to enhance firms’ logistics service performance. Finally, we take into consideration the interactive effect
of different knowledge-based resource competencies (e.g., CF and TI) and empirically demonstrate that synergistic
B2B competencies produce superior results relative to a single advantage. In summary, our research demonstrates that
the external exchange of CF with SC partners, particularly for technologically innovative firms, is positively associated
with a firm’s MO, which in turn leads to critical forward and reverse logistics performance outcomes.
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In this research, we focus on mobile app supply chains rather than conventional physical product supply chains.
Mobile app supply chains have their unique features in marketing and operational decision making. This research
investigates the joint pricing and quality investment decisions in mobile app supply chains and how information
sharing affects those decisions. The considered supply chain consists of a mobile app developer that develops the
mobile app, and a distributor that distributes the mobile app. We develop mathematical models to derive closed-form
solutions for the optimal product pricing and quality investment decisions based on supply chain players’ expected
profit margins. By comparing the information sharing scenario and the non-information sharing scenario, we reveal
how the product quality investment decision impacts the incentive for sharing information in the mobile app supply
chain. In addition, we analyze how the supply chain game structure affects supply chain players’ decision in
information sharing.

Introduction
The market for mobile apps has grown substantially. During the first quarter of 2019, mobile consumers spent an
estimated $19.5 billion globally on the Apple’s App Store and Google Play (Sensor Tower, 2019). In this vast market,
technological innovations and new business models have always been the focus. Throughout the distribution channel
of mobile apps, supply chain decisions are also important to ensure the stakeholders to convert innovative ideas to
revenues. In a mobile app supply chain, there are two major stakeholders: a mobile app developer and a distributor.
The mobile app developer develops the mobile app and determines how much investment is needed to develop a
“quality” mobile app and what should be its expected profit margin such that the development will be profitable. The
distributor sells the mobile app and determines what the sale price of the mobile app should be set to ensure the sale
volume and what should be its profit margin such that distributing the mobile app is profitable. In the existing literature
on physical product supply chain management, those decisions have been well studied using different methods, such
as newsvendor models. However, the mobile app is a virtual product and has different characteristics in terms of cost
structure and demand pattern. First, stock holding cost and shortage cost do not exist, which makes all the findings
from newsvendor models inapplicable. Second, because of the unique cost structure, the pricing decision does not
depend on product variable cost. In addition, the demand for mobile apps is sensitive to product quality (e.g.,
friendliness of user interface), users’ perception of value and willingness to purchase, and product price (Liu & Li,
2011; Liu & Shiue, 2014; Hsu & Lin, 2015; Hsiao & Chen, 2016). Those unique characteristics have not been fully
studied in the supply chain management literature. Therefore, this research focus on those key decisions.
The other focus of this research is the decision making in demand information sharing. Information sharing has
been recognized as an effective way to achieve supply chain coordination. Demand information is essential for the
decision making in mobile app supply chains. Large mobile app distributors have access to end user data and accurate
demand information. For mobile app developers, they have limited access to the demand information. For example,
Tencent Games, one of the largest mobile game distributors in China, distributes and operates many popular games
and thus possesses demand data for different types of mobile games. In addition, Apple and Google have similar
advantage because of their dominating position in smartphone operating system market. For most of the small and
medium mobile app developers, unfortunately they can only seek to purchase demand data or collaborate with the
distributors if they want to obtain demand data for decision making purposes. In the collaboration between the
distributor and the mobile app developer, the distributor has the advantage to share the demand information or refuse
to do so. Due to the unique characteristics of mobile app supply chains, we seek to investigate the condition under
which the distributor is willing to share the demand information and the effect of information sharing on the supply
chain decisions.
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Method and Expected Findings
In this theoretical study, first, we model the supply chain game as a Stackelberg game. We develop optimization
models by incorporating the key supply chain decisions: mobile app sale price and quality investment for mobile app
development. We provide closed-form solutions for the optimal decisions in a centralized supply chain and in a
decentralized one. We identify the differences in optimal decisions under the two supply chain structures. Second, we
consider an information sharing scenario and a non-information sharing scenario. By doing a comparative analysis,
we provide a more complete understanding of how the quality investment motivates the distributor to voluntarily share
the demand information. In addition, we quantify how the information sharing improves the supply chain performance
and benefits both supply chain players. For the supply chains in which the mobile game developer and the distributor
have similar negotiation power, we model the corresponding supply chain game as a Nash game and investigate the
condition for the distributor voluntarily sharing information. We analyze the impact of supply chain structure on the
condition for voluntary information sharing.
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Industry 4.0: A Rising Confluence of Information
Privacy Concerns and Value Creation
Marianne Loes, University of South Alabama, USA
Industry 4.0 promises firms new ways of utilizing Big Data for firm and consumer value creation. However, in
order for firms to realize the full potential that new technologies provide, they need to utilize consumers’ personal
data as well as share their own data through the supply chain. This paper proposes an investigation to determine if
value (for consumers, firms, and supply chain members) created by big data analytics (BDA) is affected by information
privacy concerns.

Introduction
The Fourth Industrial Revolution (Industry 4.0) can be described by cyber-physical systems (CPS), Internet of
Things (IoT), Internet of Services (IoS), cloud computing, additive manufacturing, and smart factories (Hofmann &
Rüsch, 2017) and is expected to shape the future of the supply chain (Klötzer & Pflaum, 2017). Alicke et al. describe
this as Supply Chain 4.0 (2017). This digitization of the supply chain creates big data (Richey et al., 2016; Alicke et.
al, 2017), which becomes a decision input in the supply chain. This impacts logistics (Delfmann et. al, 2018), supply
chain operations (Sheng et. al, 2017), supply chain member value (Tu, 2018), and consumer value (Hofmann & Rüsch,
2017).
Digitation also increases consumer expectations of service, individualization, and customization (Alicke et. al,
2017). However, in order for firms to meet such expectations, they need to utilize consumers’ personal data and share
their own data through the supply chain. This leads to a need to research the confluence of information privacy
concerns and the value of offerings created by big data analytics (BDA) so that a balance can be identified. It is not
only consumer information privacy concerns that need to be measured. When information privacy concerns cause a
supply chain member (SCM) to withhold information from other members, information asymmetry is created (Heide,
2003), which leads to undesirable outcomes such as decreased supply chain performance (Prajogo & Olhager, 2011).
SCM privacy concerns could plausibly be a consequence of a lack of trust & commitment among supply chain
members.
An example to illustrate the context of this paper is a smart speaker using cloud-based speech-recognition and
natural language understanding systems such as Amazon’s Echo, Google Home, and Apple’s HomePod. These
devices use probability models to estimate the user’s intended commands (Day et al., 2019). However, the quality
assurance (QA) process requires human intervention to improve and advance the algorithm (Day et al., 2019). In the
case of Amazon’s Echo, QA is carried out by global teams of contractors and Amazon employees who download a
selected amount of stored audio recordings of commands, transcribe and annotate them, and then upload the data back
to the system to make improvements in the algorithm (Day et al., 2019), as shown in Figure 1 below.
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QA Team
Member

Figure 1. Amazon Echo QA Process (adapted from Gopal, 2017)
This process was recently the subject of a national news article raising concerns about consumer privacy,
especially given these products are generally used in the intimate setting of a user’s home (Day et al., 2019). Though
an Amazon spokesman said QA team members cannot personally identify consumers, the news article notes the
consumer’s first name, account number, and device serial number are given to the manufacturer’s reviewers (Day et
al., 2019). Google and Apple also use human reviewers in their QA process, though they claim to take extra
precautions to protect the user’s identity (Day et al., 2019).
In this example we can see a workflow consisting of material (big data) flows between members of a supply chain
to create value for the firm (quality improvements) and for the consumer (Alexa Skills). If a member of this part of
the supply chain had information privacy concerns stemming from a lack of trust and commitment in another member,
it may result in information asymmetry and a lack of data integration, meaning the system’s algorithm would not
advance because data is not being utilized for value creation. Further, if consumers are not comfortable with this QA
process their privacy calculus may determine the intrusion of their information boundaries is not worth the value
created by using the device.
This illustrates why the rise of Industry 4.0 brings a need to study information privacy concerns from the viewpoint of Big Data flowing through the supply chain, due to its effect on both upstream and downstream member value
creation. Global press coverage, such as the one discussed regarding concerns about Amazon’s Alexa QA process,
puts pressure on upstream supply chain members to take data privacy concerns of consumers in the downstream
seriously.

Literature Review
Big Data Analytics Use
Chen et al. define Big Data as “large structured and unstructured data sets that require new forms of processing
capability to enable better decision making. Examples include, sales data, process operating data and other information
captured by sensors, web server logs, Internet clickstream data, social media activity reports, mobile-phone call
records, etc.” (2015, p. 37).
Richey et al. developed an industry grounded definition of Big Data for use as a supply chain construct and
proposed it “should be characterized as structured and unstructured relationship-based information unique to its holder
because of the information’s volume, velocity, variety, and veracity.” (2016, p. 711). The table in Figure 2 defines
and explains these four dimensions of Big Data (Richey et al., 2016, p. 720).
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Figure 2: Supply Chain Manager Derived Dimension of Big Data (Richey et al., 2016, p. 720)
Though big data exists, it is not always utilized, and therefore Big Data Analytics Use (BDA) is a separate
construct that needs to be measured (Chen et al., 2015). Chen et al. define BDA Use as “the organizational use of big
data analytics (BDA), defined as the process of using advanced technologies to examine big data in order to uncover
useful information (e.g., hidden patterns, unknown correlations, etc.) to help with making better decisions across
business processes among functions or companies.” (2015, p. 5).
Previous literature has investigated why big data is not always fully utilized by firms. A study by Richey et al.
noted that the most common obstacles to BDA use were low levels of supply chain systems integration, differences
in forecasting/decision making orientations across the supply chain, lack of human capital capacities, data security
concerns, lack of storage abilities, operational inefficiencies, and low levels of partner transparency (2016). These
variables are potential antecedents to BDA use. Due to the recent nature of the research questions, data was gathered
with interviews using the native category qualitative method since published scales are not yet available for the
constructs (Richey et al., 2016).
Lycett’s investigation of big data use antecedents found the primary obstacle to the realization of big data’s
potential value was incomprehension of using analytics (2013). Tu’s study found that obstacles to firms’ intention to
adopt IoT technology (a proxy for BDA in this context) in logistics and supply chain management were organizationallevel uncertainties about the trustworthiness of the technology (reliability, concerns for systems integration) and
concerns about the integration of information in the supply chain (information security and lack of data format
standards), meaning these could also be potential antecedents of BDA use (2017).
Chen et al. identified Top Management Team Support (TMT Support) as one of the direct antecedents to BDA
Use (2015). TMT Support is defined as “the degree to which supply chain managers understand and appreciate the
technological capabilities of the new IT systems (e.g., BDA) and that the data they produce varies across
organizations.” (2015, p. 17-18). Chen et al. indicated organizational BDA Use in their study by measuring “the extent
to which BDA has been used to generate business insights across primary supply chain activities (e.g., sourcing,
purchasing, production, distribution, and customer service.” (2015, p.12).

T-O-E Framework
Chen et al. used the TOE (Technological-Organizational-Environmental) framework to identify the antecedents
of BDA use which “posits that various contextual factors influencing the organizational process of adoption and
implementation of a technological innovation stem from technological, organizational, and environmental facets of a
firm’s context.” (2015, p. 9). The TOE research model was developed by Tornatzky and Fleischer in 1990 to
investigate antecedents of Information Systems adoption (Tu, 2017). This model has been widely used in academic
literature to investigate research questions concerning a firm’s adoption of technical innovations and is considered a
better alternative than DOI (Diffusion of Innovation) theory developed by Rogers Everett in 1995 because it addresses
more firm-level evaluations. (Tu, 2017).
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Chen et al. note that while this framework is supported empirically in literature, the specific measures for
technological, organizational, and environmental dimensions vary (2015). For example, a 2001 study by Kuan and
Chau represented the technology dimension with perceived benefits, the organizational dimension with financial cost,
and the environmental dimension with perceived industry and regulatory pressure (Tu, 2017). Hu et al. used perceived
benefits and business concerns for the technology dimension, IT capability for the organizational dimensions, and
external pressure in the environmental dimension (Tu, 2017). Tu used technology benefits in the technology
dimension, cost concerns and uncertain items about the trustworthiness of technology in the organization dimension,
and external motivating force in the environmental dimension (2017). Chen et al. further extended the TOE framework
by showing the three dimensions could have varied and interdependent paths to technology innovation adoption,
despite the previously held belief each dimension would be separate and identical antecedents to technology
innovation adoption (2015). For example, when investigating the key antecedents of organizational BDA usage and
how the usage affects value creation, they found that technological factors were a direct antecedent to BDA use while
organization and environmental factors were indirect antecedents to BDA use, mediated by TMT Support and that the
dimensional strengths related to the outcome variable varied (2015). Proposition 1 (P1): The TOE Framework can
predict a firm’s Big Data Analytics Use using the following factors: (P1a) Technological factors can be represented
by Technology & Planning Integration, measured by Connectivity, (P1b) Organizational factors can be represented
by TMT Support, and (P1c) Environmental Factors can be represented by the following: (P1c-1) SCM Commitment,
(P1c-2) SCM Trust, (P1c-3) SCM Information Privacy, and (P1c-4) Information Symmetry.

Figure 3: Proposed Conceptual Model
The technological factor in the proposed conceptual model is represented by a construct developed by Stank et
al. called Technology Planning and Integration (2001). It is defined as “the competency of maintaining information
systems capable of supporting a wide variety of operational configurations needed to serve diverse market segments.”
(Stank et al., 2001, p. 44). Though it is a multi-dimensional construct, the singular “Connectivity” dimension best fits
into the proposed model. This is defined as “capability to exchange information with external supply chain partners
in a timely, responsive, and usable format.” (Stank et al., 2001, p. 44).
This dimension is appropriate because Prajogo & Olhager note the importance of integrated information flows in
the supply chain in relation to performance (2011). They define information integration as “the sharing of key
information along the supply chain network which is enabled by information technology (IT)” and note the main goal
is to have real-time information transmission and processing for supply chain decision making (Prajogo & Olhager,
2011, p. 514).
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The organizational factor in the proposed conceptual model is represented by TMT support, as previously defined.
The environmental factors in the proposed conceptual model are represented by amount of information asymmetry
between supply chain members, levels of supply chain member’s information privacy concerns, and levels of supply
chain members’ trust and commitment.
Information asymmetry is defined as one member in the supply chain having more information than another
(Heide, 2003). It is an important dimension of the environment because researchers have noted that technology
innovation investments could fail to result in benefits in supply chain performance if there is not willingness to share
needed information in the supply chain (Prajogo & Olhager, 2011). Richey et al. uncovered information asymmetry
in their study and found that respondents were unlikely to share pricing and profit margin information, even with
supply chain partners (2016).
The proposed conceptual model attributes information asymmetry to SCM Information Privacy Concerns
(Proposition 2). In addition to the firm data sharing concern previously discussed, Richey et al. noted some respondents
were concerned about sharing consumer data and confidential healthcare related information with other supply chain
members due to legal regulations and concerns of consumer push-back (Richey et al., 2016). However, some
respondents thought these perceived risks were worth the potential benefits to the members of the supply chain (Richey
et al., 2016).
In this paper we will modify consumer information privacy concerns to the firm’s point- of-view. For example, a
measurement for SCM Information Privacy Concerns can be created by adapting the Dinev & Hart 2004 scale
measuring the Abuse dimension of information privacy concerns in this way: “I am concerned that the information I
share with supply chain members could be misused. I am concerned that records of my company’s transactions cold
be sold to third parties by supply chain members. I am concerned that my customer’s personal information could be
made available to unknown individuals or companies without my knowledge.”
Doney and Cannon determined this definition of trust as relevant in a supply chain context: “the perceived
credibility and benevolence of a target of trust” (1997, p. 36). Richey et al. found that increased partner transparency
was due to trust and that it empowered firms to share information (2016). Gundlach et al.’s 1995 study of commitment
between supply chain members used Dwyer et al.’s definition of the construct: “an implicit or explicit pledge of
relational continuity between exchange partners” (1987, p.19). The conceptual model proposes SCM Information
Privacy Concerns can be decreased by SCM Commitment (Proposition 3) and SCM Trust (Proposition 4).

Firm Value
Based on the previous discussion, the TOE Framework outlined in the proposed conceptual model leads to BDA
Use (Proposition 5). Previous studies have discussed the expected value firms can realize from BDA Use. Lycett
proposed adding this “V” (value) to the definition of Big Data (2013). He cited reports that higher performing
organizations cited business intelligence analytics as a key factor and those who used data for decision making outperformed other firms (Lycett, 2013). Richey et al. determined that the ability to use BDA constituted a firm’s dynamic
capability (DC) (2016). Chen et al.’s study found that BDA use resulted in firm value in the form of asset productivity
and business growth (2015).
As previously discussed, consumer expectations of service, individualization, and customization are increasing
in the era of Industry 4.0 (Alicke et. al, 2017). The conceptual model presented proposes BDA Use will result in firm
value in the form of Logistics Performance (Proposition 6), when measured by (P6a) Value-Added Service
Capabilities and (P6b) Customer Integration (flexibility).
Stank et al. measured Logistics Performance with a number of items. The items that best fit into the proposed
model are: (P7a) Customer Satisfaction, (P7b) Product Flexibility (customization), and (P7c) Delivery Speed (2001).
Lynch et al. provided a measured Value- Added Service Capabilities (2000). Stank et al. defines customer integration
as “The competency of building lasting distinctiveness with customers of choice” (2001, p. 42). Though it is a multidimensional construct, the singular “Flexibility” dimension best fits into the proposed model. This is defined as the
“adaptation to unexpected operational circumstances.” (Stank et al., 2001, p. 42).

Consumer Information Privacy Concerns
As discussed earlier, SCM Information Privacy Concerns are sometimes the result of Consumer Information
Privacy concerns (Proposition 8). Yet, in order for firms to meet growing expectations in Industry 4.0, they need to
utilize consumers’ personal data. Further, Big Data Analytics Use is one antecedent to Consumer Information Privacy
Concerns (Proposition 9).
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Preibush defines information privacy as “an individual’s ability to personally control the collection, use, and
proliferation of information about herself” (2013, p.1134). Information privacy concerns can be understood through
the Information Boundary Theory (IBT), which states individuals form boundaries around their information and
“depending on the situational and personal conditions, an attempt by an external entity to penetrate these boundaries
may be perceived by the individual as intrusion” (Xu et. al, 2008, p. 2). However, whether or not an intrusion is
perceived is largely determined by the outcome of privacy calculus, “a dynamic adjustment process in which privacy
risks are weighted against benefits of information disclosure” (Xu et. al, 2009, p. 139). These benefits can be
conceptualized in the form of value to the consumer such as the consumer’s value for personalization (Chellappa and
Sin, 2005).
Information Privacy Concern is a multi-dimensional construct in academic literature. Scales and dimensions are
provided by Xu et al. (2008), Chellappa and Sin (2005), Dinev and Hart (2004), and Earp et al. (2005). Academic
literature has identified (P10) vulnerability (Dinev and Hart, 2004), (P11) privacy risk (Xu et al., 2008), and (P12)
privacy intrusions (Xu et al., 2008) as antecedents to Consumer Information Privacy Concerns.
Literature has identified ways to lessen Consumer Information Privacy Concerns, such as (P13) control and (P14)
relationship/trust building factors. Sheehan and Hoy found the factor with the most impact in lessening privacy
concerns was the consumer’s control over the collection and usage of the information (200). They also found
familiarity with online entities and mutually beneficial relationships between an online entity and a consumer were
effective ways to alleviate privacy concerns (Sheehan and Hoy, 2000).

Consumer Value
The previously discussed scales of Consumer Information Privacy Concerns, Vulnerability, Privacy Risk, Privacy
Intrusion, Relationship Factors, Control, and Consumer’s Value for Personalization are relevant in the era of Industry
4.0 as firms must utilize consumers’ personal data in order to meet growing expectations of service, individualization,
and customization. However, they need to be adapted from the original web/online context to reflect the widespread
nature of IoT consumer devices.
For example, Chellappa and Sin did not find a correlation between privacy concerns and value for personalization
with the scales they used as is proposed in the conceptual model (1999). However, if these scales were updated to
reflect the advances in technology and the pervasive nature of Industry 4.0 consumer goods, the results may reflect
Proposition 15: Consumer Information Privacy Concerns decrease Consumer’s Value for Personalization

Mutual Firm and Consumer Value
Not all value can be clearly delineated between the firm and the consumer. Baines et al. defines servitization as
“the innovation of an organization’s capabilities and processes to better create mutual value through a shift from
selling products to selling Products-Service Systems” (Baines et al., 2009, p.555). A product-service system is “an
integrated product and service offering that delivers value in use” (Baines et al., 2007, p. 3). According to Green et
al., servitization “embodies the transition … from value-in-exchange to value-in-use.” (2017, p. 41). Activities in
servitization are “intangible ‘added value’ to support the physical product offering’s use throughout its lifecycle,
allowing manufacturers to derive increased revenue.” (Green et al., 2017, p. 41). Green et al. performed an analysis
of themes in servitization literature and found a re-evaluation of value and exchange assumptions in today’s digital
environment (2017).
Specifically, researchers used S-D (Service Dominant) logic to explore customer co-created value, improving
product use and experience, and optimizing a firm’s value proposition (Green et al., 2017). This is a relevant construct
to the proposed model due to the increased consumer expectations of service, individualization, and customization are
increasing in the era of Industry 4.0.
Marketing’s previous role in production value was specified through the creation of four utilities: time, place,
possession, and form (Vargo & Lusch, 2004). However, Vargo & Lusch noted have noted changes in marketing logic
with more focus on intangible resources, the co- creation of value, and relationships (2004). Green et al. identified
new research directions brought about by Industry 4.0 and how consumers may react to a shift from the four
conventional marketing production utilities towards design economies that use data to adapt to serve the customer at
the point of use, for example in 3D printing (2017).
Proposition 16 states Big Data Analytics Use is an antecedent to Digital Servitization. A measure for Digital
Servitization could be created by using the definitions provided by Green et al., such as: “My firm offers intangible
added value, derived from BDA Use, to support the physical product offering’s use throughout its lifecycle.”
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Research Proposal
The author proposes the research question and conceptual model can be investigated with two separate survey
instruments. The constructs in the TOE framework, BDA Analytics Use, Digital Servitization, and Firm Value will
comprise the measurements of a survey instrument given to firms that are involved in the offering of Industry 4.0
consumer goods. IoT Analytics created a vendor map of Leading Industry 4.0 Vendors for 2019, which would be a
useful guide for identifying such firms (Wopata, 2019).
The constructs for Consumer Information Privacy Concerns, Vulnerability, Privacy Risk, Privacy Intrusions,
Relationship Factors, Control, and Consumer’s Value for Personalization will comprise the measurements of a survey
given to consumers. The types of consumers surveyed should match the general population as closely as possible to
improve generalizability. The appropriate sample size is determined by the number of variables on the survey
instruments and by the types of analyses to be run. (Hair et. al, 2019). A sample size of one hundred is preferable for
most multiple regression research situations (Hair et. al, 2019). A ratio of observations to variables of 15:1 or 20:1 is
preferable, though a 5:1 ratio would be the minimum acceptable (Hair et. al, 2019).Though the variable-centered
approach is dominant in extant Consumer Information Privacy Concern research, the researcher may choose to take a
person-centered approach to discover and describe subgroups in the general population based on similar scores in the
construct. Since the researcher is grouping based on a theory-driven construct, this would be classified as constructbased group approach and an algorithmic hierarchal cluster analysis would be appropriate (Woo et. al, 2018).
Researchers commonly use this approach for cluster analysis (Woo et. al, 2018). From a theoretical perspective, the
goal is to provide a summary of the general population through the description of an optimal number of sub-groups
(Howard & Hoffman, 2017). A variable-centered approach would allow the use information privacy concern as a
construct, but findings would be generalizable to the whole population and that may be overly parsimonious for this
particular construct since it is reasonable to assume some groups could score higher on this construct than others.

Expected Conclusions
I expect the results of the proposed study to show the importance of alleviating information privacy concerns
through SCM Commitment, SCM Trust, consumer Relationship Factors, and consumer Control for increased value
creation. Google’s executive chairman, Eric Schmidt predicts that in the age of IoT the Internet as we know it will
vanish and “there will be so many IP addresses, so many devices, sensors, things that you are wearing, things that you
are interacting with that you won’t even sense it,” Schmidt said. “It will be part of your presence all the time.” (Scolaro,
2015). As outlined in this proposal, this means consumers’ personal data will be utilized more extensively than ever
and studies such as the one proposed in this paper can identify key alleviators of information privacy concerns that
are preventing fuller value creations.
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Summary Brief

What Incentivizes Individuals to Partake in CauseRelated Marketing?
Chloe Lane, Florida State University, USA
Sindy Chapa, Florida State University, USA
Jennifer Gordillo, Florida State University, USA
Char’nell Jackson, Florida State University, USA
Cause-related marketing (CRM) is used to promote goods by including an offer to donate to a specified nonprofit cause. In order to unveil the effectiveness of CRM across ethnic cohorts within the United States, a national
panel survey was conducted. The survey, which investigated the relationship between CRM and purchase intentions,
also sought to connect the cultural dimension of collectivism to increased purchase intention and more positive
attitudes towards CRM. The study also aimed to connect positive attitudes towards CRM to increased purchase
intentions in consideration of high- and low-involvement product categories. The results showed that higher levels of
collectivism within an ethnic cohort correlated positively with higher purchase intention based on CRM. Positive
attitudes towards CRM are similarly correlated with higher purchase intention.

Introduction
CRM can be an effective tool in boosting sales, building brand loyalty, and improving brand image, given that
the company understands their target customer and develops strategies to market towards this customer (Bennett,
2002; Holmes & Kilbane, 1993; Laroche, 2017; Vanhamme, Lindgreen, Reast, & van Popering, 2012). As such, this
study seeks to uncover and explore the ways in which the cultural dimension of collectivism may correlate with
consumers’ heightened interest in and attitudes towards CRM. This connection allows marketers to better understand
the extent to which the incorporation of CRM into any given campaign may connect with their target market. This
study further explores culture as it relates to CRM and product category, since a consumer’s attitudes and purchase
intentions towards a specific product are often influenced by their core cultural values (Korzenny, Chapa, & Korzenny,
2017).

Theoretical Frameworks and Hypotheses
The Elaboration Likelihood Model (Petty & Cacioppo, 1981) was employed by this study to propose a connection
between high- and low-involvement product categories, as previous literature has suggested that low-involvement
product categories are more likely to be more salient to consumers’ interests (Lucke & Heinze, 2015). As such,
relevant purchase decisions of low-involvement products are typically carried through consumers’ central route of
persuasion (Melero & Montaner, 2016; Ullah, Shen Lei, Qureshi, & Haider, 2017). The Elaboration Likelihood Model
and prior literature led to the development of the first hypothesis in this study—H1: Low-involvement products will
have higher measures of purchase intent as a result of cause-related marketing.
The Theory of Reasoned Action (Fishbein & Ajzen, 1975) was used in this study to posit that an individual’s
stated intention to make a CRM-related purchase is based on his or her attitude towards such behavior, as well as his
or her subjective norms. This theory is often used to explain attitudes towards brands as well as how product category
may influence purchase intent (Hyllegard. Ogle, & Ruoh-Nan, 2010). As follows, the second hypothesis of this study
took shape—H2: Individuals with strong positive attitudes towards cause-related marketing will have a higher
intention to purchase products associated with CRM.
Cultural Dimensions Theory (Hofstede, 2001) was utilized to establish that cultural values are carried by and
acted upon by individuals of different ethnic cohorts within the United States; previous studies have indicated that this
is the case (Vargas & Kemmelmeier, 2013). Previous studies have indicated that Hofstede’s cultural dimensions
influence moral emotions and, in turn, cause-related purchase behavior (Kim & Johnson, 2013). Given Hofstede’s
Cultural Dimensions Theory and a consideration of previous studies, three hypotheses were developed—H3: Asian
Americans, Hispanic Americans, and Black Americans will report higher levels of collectivism than their nonHispanic white counterparts; H4: Higher levels of collectivism on behalf of respondents will be positively correlated
with their intention to purchase products associated with CRM and; H5: The level of collectivism of the respondents
will be positively correlated with their attitudes towards cause-related marketing.
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Research Design and Results
The participants in this study were collected via a national panel survey conducted by Dynata, and the sample
consisted of 3181 participants; 1182 were non-Hispanic White, 704 were Hispanic, 581 were African American/Black,
and 616 were Asian American. The sample was rather evenly distributed across seven different age groups.
The researchers designed an online questionnaire consisting of 28 close-ended questions comprised of
demographic questions and then core questions regarding the main objectives of the research (cause-related marketing,
purchase intentions and attitudes, and level of collectivism). All variables, including level of product category
involvement, level of collectivism, attitudes towards CRM, and purchase intentions related to CRM were measured
through both verified scales and the presentation of hypothetical purchase decision scenarios within the questionnaire.
The first hypothesis was rejected, so the study failed to establish a connection between level of product category
involvement and CRM purchase intentions. The second hypothesis was supported, meaning that the study did draw a
significant, positively correlated connection between attitudes towards CRM and CRM purchase intentions. The third
set of hypotheses, which attempted to connect ethnicity to collectivism and then collectivism to CRM attitudes and
purchase intentions, were all supported. Succinctly put, non-Hispanic whites reported the lowest levels of collectivism;
respondents from non-white ethnic groups (namely Asian Americans) reported higher levels of collectivism than their
non-Hispanic white counterparts; collectivism was correlated with CRM attitudes and purchase intention, and positive
attitudes towards CRM on behalf of respondents correlated positively with higher CRM purchase intentions.
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Summary Brief

Brazilian Young Consumers’ Attitudes towards
Portuguese versus English Slogan Placements on
Products
Helena F. Allman, University of West Florida, USA
Milena Ghtait, University of West Florida, USA
Choice of language (e.g., non-native versus native language) placed in the advertisements or on physical products
can affect buying intentions and product evaluations among consumers. Focusing on the fashion industry, preliminary
results from our pilot study and initial consumer interviews of young Brazilian consumers, whose native language is
Portuguese, show that these consumers prefer clothing with words or phrases in English as opposed to Portuguese.
The purpose of this study is to examine the reasoning behind the English preference among Brazilian young consumers
and to explore the conditions under which this preference might be weaker or stronger. Specifically, our research
project examines the effect of cosmopolitanism and foreign travel experience among Brazilian college students on the
relationship between language used in the slogans placed on products and product evaluations of the focal fashion
industry products. We share our findings from the pilot interviews and pilot survey in this report.

Attitudes Among Brazilian Consumers – Excerpts from Pilot Interviews
Brazilians are well known for their obsession with appearance, style and looks. Indeed, the fashion and cosmetics
industries seem to thriving in Brazil regarding of economic conditions in the country. Consumers in Brazil care about
the celebrity world, and because of it they are often considered a vain community. Whether belonging to the top or
the bottom of the consumer pyramid, Brazilian consumers are well exposed to advertising and even as many as 40%
of those belonging to the lower socio-economic strata in Brazilian society buy for pleasure and concentrate on products
related to personal image (Spers and Wright 2015). We started this research project by interviewing Brazilian college
students enrolled at a major regional University in the southeastern United States. When asked about their consumption
and shopping patterns and attitudes, especially in the fashion industry, we received responses such as: “When you
want to reach a Brazilian market, you need to understand the trends in the country and how they affect the Brazilian
customers. Since they (the Brazilians) are all seeking tools to achieve their best look, they will always go for products
that they believe are most trendy and fashionable.”; “Most of the times, Brazilians look for international inspirations,
they tend to believe that products that come from developed countries are better, and trendier because they associate
those products and advertisements with North-American celebrities and this is a big factor that persuades the Brazilian
customers into buying a foreign product, from a foreign brand, or even a Brazilian product but with the logos or other
design related parts written in English.”; “Most well-known brands are global, not local, these well-known brands do
all their marketing in English, and most of the brands are always expressing glamour and beauty towards their
products.”; “Pronunciation is extremely valuable in communication. In Brazil, people believe that the way English is
spoken is beautiful and glamorous, they give value to the language.”

Language and Consumer Behavior
Structural aspects of a language can in fact critically aﬀect one of the most basic aspects of consumer behavior,
such as categorization of products (Zhang, Schmitt, and Haley 2003). The ways that words are pronounced and written
have a big influence on consumers’ perceptions. Consumers should be most likely to buy a product if they know what
its name means or if they are least familiar with the product name’s pronunciation. However, in Brazil people tend to
buy clothes with slogans in English and most of the time they do not actually know the Portuguese meaning of these
English slogans. This is in line with research showing how some emerging market brands use foreign-sounding names
to attract local consumers (Melnyk, Klein, and Völckner 2012).

Cosmopolitanism and Foreign Travel Experience
While past studies show that choice of language placed in the advertisements or on products can affect buying
intentions and product evaluations among consumers evaluating the focal advertisements or products (Nederstigt and
Hilberink-Schulpen 2018), the effect of cosmopolitanism and travel experience on this relationship is unknown
(Cleveland et al. 2014). We explore the interactive relationships among language, cosmopolitanism and foreign travel
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experience in their effect on consumer behavior product performance metrics (consumer evaluations of product’s
image, purchase likelihood, recommendation and overall rating of the product).

Methodology
After the initial consumer interviews, we conducted a preliminary pretest (pilot survey) among 15 Brazilian
undergraduate students enrolled at a major university in the southeastern U.S. We designed our survey in Qualtrics.
We presented the respondents pictures of a t-shirt product with English versus Portuguese slogans. We then asked
product performance questions, followed by questions measuring cosmopolitanism and foreign travel experience, plus
controls and demographic questions. All questions’ items were from established scales; 1-7 pts Likert measurements.

Findings from the Pilot Survey
Consistent with our expectations, sample (N = 15) means calculated for the dependent variables show overall
more favorable results for the English as opposed the Portuguese language, except in the case of recommendation of
the product to friends. T-test results showed significant difference between Portuguese versus English product image
evaluations (p < .05). Further, preliminary results from linear regression, where the composite product image served
as our dependent variable, show direct effect of language on product image evaluations (P < .05) and while
nonsignificant - the direction of the effect of cosmopolitanism appears to be negative – opposite to our expectations
from the literature review (refer to Table 1).
Table 1: Regression Results from Pilot Survey
Language
Cosmopolitanism
Foreign Travel

Coeff. Beta
+.458
-.027
+.830

Significance
.013
.895
.414

Conclusion
The results shown here are preliminary, conducted only on a very small sample. However, taken together with
the literature review and our preliminary evidence from the in-depth interviews with young Brazilian consumers, we
show interesting propositions and findings about language, cosmopolitanism and travel experience among young
consumer cohort from an emerging economy of Brazil and the constructs’ effect on consumer behavior metrics.
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Summary Brief

Influence of Coping Strategies on the Effects of
Consumer Animosity
Yi Peng, University of Alabama, USA
Stanford Westjohn, University of Alabama, USA
Maria-Susana Jaramillo-Echeverri, University of Alabama, USA
While there is a large body of research documenting the negative effect of consumer animosity on buying
behaviors, little research has found ways to reduce such effect. This study investigates the moderating roles of coping
strategies that angry consumers adopt in dealing with the offending target. The findings suggest that angry consumers
who use active coping strategies have a higher desire to retaliate against and punish the offender. However, with
focusing on and venting of angry emotions, consumers would get rid of the negative emotion, evaluate the situation
less severe, and thus are less likely to avoid purchasing brands made from the entity.

Introduction
Recent years, damaging effects of hostility between nations is causing worldwide tension. The recent trade war
between the U.S. and China suggests that the world’s two largest economies approach each other with such bigotry
and animosity. The U.S.’s stance towards anti-globalization and protectionism, in particular, has spurred consumers’
negative emotions toward China. As a result, consumers in the U.S. are growing increasingly “Anti-Huawei.”
Meanwhile, news report continuously explores an increase in the “Boycott Apple” in China (CNN, 2019). The effects
of animosity are becoming more prevalent as consumers increasingly act on their anger, with the rise in antiglobalization and the emergence of social media (McGregor, 2018).
In the marketing literature, Klein, Ettenson, and Morris (1998) was the first to establish the animosity model and
defined consumer animosity as “anger related to previous or ongoing political, military, economic, or diplomatic
events.” It contains psychological or emotional and behavioral reactions to a specific country (Klein, Ettenson, &
Morris, 1998, Nijssen & Douglas, 2004). The pioneered animosity paper by Klein, Ettenson, and Morris (1998)
suggested that animosity affects consumers’ behaviors but not product judgment. Although product judgment could
remain unaffected by consumer animosity (Klein, 2002), the animosity literature is consistent as to the finding that
sentiment towards a foreign country can have adverse effects on consumers’ purchase intentions.
Despite extensive research, the animosity literature is vague as to the possible boundary conditions of animosity
effect. In an attempt to fill the unaddressed research gaps, the current study provides an empirical study to test two
distinct consumer coping strategies that could moderate the effect of animosity: (1) active coping, the process to taking
active steps to try to ameliorate the effects, and (2) focusing on and venting of emotions, the tendency to focus on
whatever upset one is experiencing and to ventilate those feelings (Carver, Scheier, & Weintraub, 1989). This
perspective is in line with psychological research that illustrates different emotion regulation strategies people use
(Gross & John, 2003). This conception holds that emotion may interact with a coordinated set of response tendencies
and may affect behavioral systems. Examining the moderating effects of coping strategies provides a broader
understanding of the particular contexts in which the effect of animosity is increased/decreased to influence purchase
intentions. The findings would guide brand managers to identify repulsion activities, make informed choices, and
maneuver brand attributes in an attempt to augment consumers’ receptivity to their products.
Laux and Weber (1991) argued that “research has never really addressed the topic of emotion-specific coping”
(p. 238). Besides, Yi and Baumgartner (2004) are one of the few that explicitly investigated purchase-related situations
in which negative emotions are experienced and to determine the possibility of providing general conclusions about
the use of particular coping strategies in negative emotional situations. However, little research has conducted to
investigate the negative emotional expressions in consumption-related experiences (Yi & Baumgartner, 2004). Even
less is known about the role of consumers’ coping dispositions in managing their purchase decisions when they have
negative emotions. We argue that it is necessary to have a good understanding of coping strategies that consumers
may use to manage the negative emotional situations. This study aims to investigate the roles of coping strategies in
the relation between consumers’ animosity and purchasing behaviors in the global consumption context.
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The remainder of this study is organized as follows. We begin with a conceptual background of consumer
animosity. We then discuss the coping strategies that people use in dealing with negative emotions. Then we develop
hypotheses explaining how (1) active coping moderates the consumer animosity – willingness to buy relationship, (2)
focusing on and venting emotions moderates the consumer animosity – willingness to buy relationship. Subsequently,
we conduct two scenario-based experimental studies. Finally, we conclude with theoretical and practical implications.

Literature Review
The animosity literature gave us a profound framework to understand consumer animosity. Animosity is a hostile
emotion aimed at the target country, which includes both cognitive and affective components. The cognitive
component entails judgmental beliefs, while the affective component contains negative behavioral intentions (Jung,
Ang, Leong, Tan, Pornpitakpan, & Kau, 2002). Consumers’ animosity toward the offending country would not lead
them to denigrate the quality of the products produced in the target country but would lead them to avoid purchasing
(e.g. Klein, Ettenson, & Morris, 1998).
A number of studies have explored the effect of animosity in a variety of countries with different targets of
animosity and supported Klein et al.’s arguments that animosity negatively affects consumers’ purchasing behaviors
(e.g. Ettenson & Klein, 2005, Funk, Arthurs, Trevino, & Joireman, 2010). For example, Australian animosity toward
France following French nuclear testing in the South Pacific (Ettenson & Klein, 2005), Ukrainian and Lithuanian
animosity toward Russia, due to suppression is Soviet states (Gineikiene & Diamantopoulos, 2017), and Dutch
animosity toward Germany, due to German economic dominance and lingering effect of German aggression during
WWII (Nijssen & Douglas, 2004). Therefore, international firms’ sales can be jeopardized by consumers’ anger
toward exporters’ home country.

Coping Strategies
Coping refers to people’s cognitive and behavioral attempts in response to emotionally arousing to manage
stressful situations and reduce levels of stress (Carver, Scheier, & Weintraub, 1989). More specifically, Lazarus and
Folkman (1984) defined coping as “constantly changing cognitive and behavioral efforts to manage specific external
and/or internal demands that are appraised as taxing or exceeding the resources of the person” (p. 141). Carver,
Scheier, and Weintraub (1989) suggest that people bring to each coping context a preferred set of coping strategies
that remain stable across time and circumstances. The coping strategies are aimed at changing the distressed consumerenvironment relationship by either altering the relationship and/or by regulating the emotions (Lazarus & Folkman,
1987). Two functions of coping are usually distinguished (Lazarus & Folkman, 1984). On the one hand, a person may
try to manage the source of a stressful, emotional experience. This is referred to as problem-focused coping. On the
other hand, a person may try to manage the emotions experienced as a result of a stressful situation by changing the
meaning of the event or regulating the expression of the emotion. This is referred to as emotion-focused coping.
However, little research has focused on negative emotional experiences in the consumer context and how
consumers cope with negative consumption-related experiences (Yi & Baumgartner, 2004). Prior researchers mention
emotional reactions such as anxiety, stress, and ambivalence, but, they do not link particular coping strategies to
specific types of emotions (Mick & Fournier, 1998, Otnes, Lowrey, & Shrum, 1997). The coping strategies
distinguished in prior studies are very context-specific and are not tied to particular types of negative emotions.
This current study focuses on how consumers cope with the particular negative emotion that is evoked due to
historical, economic, or other disputes between the home country and the offending country. Consumers may cope
with negative emotions differently; some may be dispositioned to express their feelings outwardly; others may take
actions to dismiss the consequence of the negative emotion. We aim to answer the following research question: are
there differences between the way in which, angry consumers cope with the consumption of the products from the
target country? Specifically, we investigate two problem-focused coping strategies – active coping and focusing on,
and venting of emotions- that angry consumers may use in the consumption-related context.

Hypotheses
The Moderating Role of Active Coping
Active coping is the process of taking active steps to try to remove or circumvent the stressor or to ameliorate its
effects (Carver, Scheier, & Weintraub, 1989). It includes initiating direct action, increasing one's efforts, and trying
to execute a coping attempt in a stepwise fashion. Active coping is a pervasive psychological process, embedded in a
network of cognitive, attitudinal and behavioral correlates (Carver & Scheier, 1994, Lazarus & Folkman, 1984), and
this process is reflected in a coping model capable of accounting for the multitude of strategies consumers enact.
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In the services encounter, the anger experienced by the consumer is an example of an emotional response to a
stress of harm (Duhachek, 2005). Especially in service failure context, consumers cope through active coping think
about ways to make things better, devise a plan of action, and try to resolve the problem (Duhachek, 2005). They are
likely to attribute the failed encounter to the service provider and directly confront the service provider to express their
displeasure (Sengupta, Balaji, & Krishnan, 2015).
Consumer animosity is a negatively valenced emotion in the international consumption setting (Leong, Cote,
Ang, Tan, Jung, Kau, & Pornpitakpan, 2008), which is related to previous or ongoing military, political, or economic
events (Klein, Ettenson, & Morris, 1998). The threat from the offending country causes consumers’ negative emotions.
Based on Carver, Scheier, and Weintraub (1989), individuals who cope with negative emotions through active coping
think about what can be done, devise a plan of action, and then take steps to resolve the problem.
Angry consumers are likely to intentionally cope with negative emotional situations to remove the threatening
event or diminish its impact on the domestic country. In other words, when offended by a foreign country, consumers
would actively focus on dealing effectively with the situation, avoiding attachment relationships with the offending
entity, and possibly boycotting the products from the target country. Thus, we argue that angry consumers who use
active coping strategy have a higher desire to retaliate against and punish the offending country by boycotting the
products made in the referent.
H1: Active coping positively moderates the effect of animosity on willingness to buy.

The Moderating Role of Focusing on and Venting of Emotions
Focusing on and venting of emotions is the tendency to focus on whatever distress or upset one is experiencing
and to ventilate those feelings (Carver, Scheier, & Weintraub, 1989). The coping strategy of focusing on and venting
of emotions means some efforts to alter the situation and usually includes displays of displeasure to the entity that is
seen as the source of dispute.
Consumers who engage in focusing on and venting of emotions argue their case and try to get the offending party
to change its mind. In the service failure literature, consumers who experience anger may try to vent their feelings to
get the attention of the service provider. In the process of venting, they may ruminate about the failure, regulate their
negative emotions by openly displaying feelings of displeasure (Sengupta, Balaji, & Krishnan, 2015).
In the psychology literature, scholars have suggested that the negative consequences of anger can be ameliorated
via focusing on and venting of emotions. Bushman (2002) found that venting one’s anger would produce a positive
improvement in one’s psychological state. If people do not let their anger out but try to keep it bottled up inside, it
will cause them to explode in an aggressive rage. Alternatively, if they are aware of their upset and “letting it out,”
people would have a lower level of physiological arousal after expressing their anger directly against the provocateur
(Geen & Quanty, 1977). With focusing on and venting of angry emotions, consumers should get rid of the negative
emotion, evaluate the situation less severe, and thus are less likely to boycott brands from the target country. Therefore,
we hypothesize the following:
H2: Focusing on and venting of emotions negatively moderates the effect of animosity on willingness to buy.

Figure 1 Conceptual Model
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Method
Sample
Data will be collected from Amazon’s Mechanical Turk (MTurk). Participants will be randomly selected among
the USA consumers. Path analysis will be performed using a structural equation modeling approach.

Measures
Respondents were asked to indicate their agreement on a 1-7 Likert scale with statements concerning the
constructs in the hypothesized framework. Consistent with the conceptualization of animosity as an anger-based
emotion, we measure animosity with four items adapted from (Klein, Ettenson, & Morris, 1998). The animosity scale
consisted of five items, such as “I dislike Colombia” and “I feel anger towards Colombia.” Product judgments was
measured using items such as “Products from Colombia are likely to be carefully produced and have fine
workmanship” and “Products from Colombia are likely to have a high degree of technological advancement.”
Willingness to buy was measured and included items such as “I would not feel guilty if I bought a Colombia product,”
and “I will not avoid buying Colombia products.”
Respondents then answered the 5-item coping strategy scale to assess their coping styles. Specially, we measure
active coping using the items adopted from (Carver, Scheier, & Weintraub, 1989). Sample items are “I take additional
action to try to get rid of the problem,” and “I concentrate my efforts on doing something about it.” Focusing on and
venting of emotions was measured through five items adopted from (Carver, Scheier, & Weintraub, 1989). Sample
items are “I get upset and let my emotions out,” and “I feel a lot of emotional distress, and I find myself expressing
those feelings a lot.”
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Summary Brief

Product Opaqueness and Customer’s Expected
Satisfaction in Probabilistic Selling
Kexin Xiang, The University of Mississippi, USA
This study examines the effect of probabilistic selling on customers’ satisfaction by examining how product
opaqueness and perceived uncertainty influence customers’ perceived satisfaction and overall attitudes towards
probabilistic selling goods. In addition, the current study examines the moderating role played by customers’ risk
aversion in the opaqueness-satisfaction relationship.
A probabilistic good is an offer that allows consumers to “gamble” on obtaining any one of a set of multiple
distinct items (Fay and Xie 2008). For example, Priceline was one of the very first companies that offered probabilistic
selling (through its “Name Your Own Price” system). Probabilistic selling is a strategy where sellers create
probabilistic products using their own products (Fay and Xie 2008). Previous research has established that offering
probabilistic goods can reduce sellers’ information disadvantage and minimize the extra inventory resulting from the
mismatch between capacity and demand, thereby enhancing efficiency (Fay 2008). However, no study has empirically
tested the link between the product opaqueness of a probabilistic good and their subsequent customer satisfaction.
Additionally, limited attention has been paid to examining the specific difference between customers’ personality
traits (e.g., risk aversion) and their perceptions of probabilistic selling. Therefore, we examine: 1) How does product
opaqueness influence customers’ perceived satisfaction after purchasing probabilistic goods? 2) Does customers’
perceived uncertainty mediate the relationship between product opaqueness and perceived satisfaction? 3) Does
customers’ risk aversion play a moderating role in the opaqueness-satisfaction relationship?

Conceptual Framework and Hypotheses
Research has shown that the addition of probabilistic products to the marketing portfolio can reduce seller’s
information disadvantage and produce financial benefits (Tellis 1986). More information and transparency about
products could affect consumers’ fairness judgments (Campbell 1999), such that higher transparency leads to a higher
level of perceived fairness from customers, thereby leading to higher levels of customer satisfaction and repurchase
intentions (Iyer et al. 2017). Said differently, customer satisfaction with the buying experience and their positive
intentions may decrease as the opaqueness of the product increases since the product information becomes less
transparent.
H1 Product opaqueness is negatively related to perceived customer satisfaction.

Mediating Role of Perceived Uncertainty
The level of opaqueness of the product/offer could also affect customers’ perceptions of uncertainty. From a
buyer’s perspective, how uncertain customers feel about their purchase experience is affected by the amount of
information they acquire from the seller. Importantly, such uncertainty about the specific attributes may in turn affect
the buyer’s future behaviors toward the seller. Therefore, we hypothesize that:
H2 Product opaqueness on perceived satisfaction is mediated by perceived uncertainty.

Moderating Role of Risk Aversion
When facing a decision, individuals are greatly influenced by their assessment of risk (Weber and Milliman 1997).
Buying probabilistic products generally involves risk since certain product characteristics are typically not revealed
to customers before the payment is made. We expect that there is an interaction between a product’s opaqueness and
customers’ level of risk aversion that affects customer satisfaction with buying probabilistic goods. Specifically, we
hypothesize that given the same level of opaqueness, customers’ perceived satisfaction will be higher for less riskaverse individuals than for more risk-averse individuals.
H3 The effect of product opaqueness on perceived satisfaction is moderated by risk aversion. Specifically,
customers with higher risk aversion will have lower perceived satisfaction, whereas those with lower risk
aversion will have higher perceived satisfaction.
Risk aversion could also change people’s attitude about potential uncertainty since people with higher risk
aversion likely perceive a given task as more uncertain compared to those with lower risk aversion. When buying a
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probabilistic good, a less risk-averse individual may focus less on the potential risk of purchasing a probabilistic
product (e.g. not getting the right thing, product is not refundable). In contrast, a highly risk-averse person may
perceive the uncertainty of the opaque product as a major concern and be less satisfied with the purchase experience
(Urbany et al. 1989).
H4 The indirect effect of product opaqueness on perceived satisfaction - through perceived uncertainty- is
moderated by risk aversion. Specifically, the indirect effect should be relatively stronger for those who
have higher (vs. lower) risk aversion.

Proposed Methodology
We will conduct a 2 (product opaqueness: opaque/not opaque) × 2 (risk aversion: high/low) between-subjects
design. Subjects will be recruited from Amazon Mechanical Turk. Product opaqueness will be a between-subjects
factor, while risk aversion will be a measured individual difference variable Two types of online hotel booking
scenarios will be presented to participants in order to manipulate the product opaqueness. One group of participants
will be offered a hotel with all hotel information provided; the other group of participants will be offered the same
type of hotel, but they will not be given the name of the hotel (i.e., the product will be more opaque).

Implications and Limitations
As discussed earlier, most studies that examine the effect of probabilistic selling are built upon analytical models
that utilize game theory, this study examines the effect of probabilistic selling on customer satisfaction empirically
using experiment data. Moreover, the relationship between consumer personality and the effect of different designs
of probabilistic selling is important to sellers but has not received sufficient attention from scholars. This study
addresses this gap by means of lab experiments. Perceived uncertainty, risk aversion, and satisfaction will be measured
using existing scales from established literature (e.g., Mandrik and Bao 2005; Urbany et al. 1989). The PROCESS
introduced by Hayes (2017) will be used to analyze the data.
To our knowledge, this will be the first study to investigate how product opaqueness affects customers’ evaluation
of the probabilistic products, and how this may differ as their personality varies. We contribute to the literature of
probabilistic selling by examining the relationship between the level of opaqueness, perceived uncertainty, customers’
expected satisfaction toward purchasing probabilistic goods. We also contribute to the literature of risk aversion by
showing the conditional effect of product opaqueness under different risk aversion levels. The study will not be
without limitations. First, an online environment may not fully reflect real world scenarios, and we will only account
for one type of product opaqueness (product name) in the current study. Future studies may further consider other
types of opaqueness that are associated with the probabilistic product (e.g. price).
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Summary Brief

How to Encourage Customers to Repurchase Brands:
A Study of Branded Apps
Trang Tran, East Carolina University, USA
Katherine May, East Carolina University, USA
Richard Fisher, East Carolina University, USA
Technology is on a rise, which is the reason why it is the forefront for companies to sell their brands. The question
researched is “How to encourage customers to purchase brands?” The main themes of our eleven hypotheses are
“brand attachment” and “value In use.” There are several factors that have a positive correlation with the two themes
mentioned above. Utilitarian motivation is how the simplicity of the application will motivate the user to use the
application. Second, there is hedonic motivation, which is when the pleasure from the app will have the user continuing
to use the application. Third, we have social motivation, which is when the application and the user have a positive
social relationship, thus maintaining the presence of the user continuing to use the application. Fourth, there is
purchase intention, and this is after the positive relationship is built and the user continues to have intentions to
purchase the “brand.” Lastly, we have brand love, which is the ultimate goal of a company to achieve. Brand love
entails the user having complete loyalty to the brand and has built up a concrete relationship with the brand. These
ideals will play a vital role in the research of showing how customers will continue to purchase “brands.” This
research will consist of eleven hypothesis, they are as followed: Value in use will maintain a positive correlation with
the utilitarian motivation, hedonic motivation, social motivation, purchase intention, and brand love to encourage
users to purchase brands. Also, brand attachment will have a positive correlation with utilitarian motivation, hedonic
motivation, social motivation, purchase intention, and brand love. Our last hypothesis will show the positive
relationship between purchase intention and brand love to encourage customers to purchase brands.

Introduction
One-in-five American adults are categorized as “smartphone-only” internet users. This indicates that they possess
a smartphone, but do not have traditional home internet service (Pew Research). This trend provides an opportunity
for companies to utilize a type of marketing that is exclusively on mobile devices: an app. This creates the issues of
how to portray the brand, how to create value, and how to make sure the user continues to use the app and make use
of the services it provides. In our study, we will be taking a journey to discover the way in which we can encourage
customers to purchase from brands through an in-depth study of branded apps. By examining the way in which apps
work and how they can be used as a competitive advantage, we can then use a multivariate analysis to determine how
purchase intention can be impacted among customers by means of app use. Branded apps are becoming more and
more prevalent as a way to increase interactivity and to build relationships between a customer and a brand. In a time
where more consumers are starting or completing the shopping process in its entirety on their phones, it becomes vital
to understand how branded apps will be continually utilized by consumers (Dengel 2018). First, we will review some
of the terminology that will be used in this research. The first concept is continuance intention, and this is an
individual’s intention to continue the use of an information system, which is an application in this case (Praveena &
Thomas 2014). The next concept is very similar: repurchase intention. This is defined as the probability that a customer
will keep purchasing a product from the same online source or seller, or continue buying product/services again from
the same company (Rezaei, Emami, & Valaei 2016).

Literature Review
Branded Applications
Branded mobile applications are the catalyst for the marketing future. By definition, branded mobile applications
are software applications designed for a smartphone operating system, expanding the phone’s capabilities by allowing
users to perform mobile-commerce tasks, such as searching and buying products, locating local businesses, paying
bills, browsing menus and reading reviews of local restaurants (Fang 2017). You see them in everyday life from all
the big business such as Starbucks, Dunkin’ Donuts, Chick-Fil-A, and Target. They make e-commerce a lot simpler
for the consumer. In 2016, the United States alone had e-commerce sales of 123.13 billion dollars, a 39.1% increase
from the year 2015 (Fang 2017). With the economy getting bigger, the market for branded mobile applications has
only gone up. With that being said, the year of 2017 had a prediction of 268 billion mobile app downloads, generating
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more than 77 million dollars in revenue (Fang 2017). Finishing up the thought on branded mobile applications, they
are the future of doing business and consumer outreach. Everything is going mobile and technology advancement is
rapid. Revenues of branded mobile applications have seen progression in recent years, and projections show revenues
going higher.

Brand Attachment
Brand attachment is the strength of the bond connecting the brand with the self. Furthermore, it is shown through
a rich and accessible memory system that encompasses thoughts and feelings about a brand and the brand’s
relationship to one’s self (Eisingerich, Iacobucci, MacInnis , Park, & Priester 2010). To elaborate on this, the more
that an individual is attached to a brand, the quicker his or her recollection will be when thinking about aspects related
to the brand. Brand attachment is comprised of many internal factors, three of which being affection, connection, and
passion.

Value In Use
Value in use conceptualizes that the product must bring value to the customer. In our case, it will be the company’s
branded application. For an application to be successful with ‘value in use’ it must express utility in a positive manner
as well as provide the power of purchasing other goods which the possession of that object conveys (Eggert, Frow,
Payne, Ulaga 2018). In terms of utility, for the application to bring value, it must be simplistic and connect with the
customer on a personal level. To be useful, it must obtain value to the customer solutions over time (Kleinaltenkamp,
Macdonald, & Wilson 2016).

Utilitarian Motivation
In a general sense, the word “utilitarian” is used to describe a necessity, or something that serves a particular
service or function. When looking to describe something based on its lack of necessity or something simply purchased
for the reason of pleasure, the term “hedonic” is typically applied. When an individual wants to buy an item or purchase
a service, their utilitarian motivation for doing such is characterized by the item or service price point, the convenience
it provides, its information, along with other similar factors (Agus, Santirianingrum, Soebandhi, & Sukoco 2014).
Some prior research cites some of the benefits to the consumer of utilitarianism by means of self-service technology:
time savings, reliability, control, ease of use, and the avoidance of service employees (Cetto, Klier, & Klier 2015).

Hedonic Motivation
Hedonic Motivation is primarily the emotional response from the consumer on the product that they are using.
Hedonic motivation contrarily refers to the search of emotions such as happiness, enjoyment and fantasy, experienced
during the shopping procedure (Giannakos, Mikalef, & Pateli 2012). With that being said, you can see the utmost
importance this concept has on the consumer. It is well known that bad emotions from a negative experience will
spread faster than positive experiences. Companies have to make sure that they keep the negative experiences minimal
so their brand is spread in a positive way. To do that, the branded application needs to fulfill the consumers’ experience
to the fullest.

Social Motivation
Social motivation can be defined as a state of mind that initiates an action that is meant to alter the state of another
individual (Batson 1996). To better understand the implications of social motivation, we will consider Weiner’s
analysis of social motivation. The analysis centers on recording the reaction and thoughts of person A when something
happens that affects person B. Person A is then to give feedback to person B about what happened and how person B
could have dealt with the situation. Finally, person B gives feedback to the feedback received, whether it be a rebuttal
to defend his or her actions, or an explanation of why he or she behaved a certain way or made a certain decision.
Social motivation in this sense is the way in which person A perceives and then gives feedback to person B (Feather
1996).

Hypothesis Development
For the first hypothesis, there is reason to believe that utilitarian motivation has a positive correlation with value
in use in regards to encouraging customers to purchase brands. Utilitarian motivation falls under the category of
necessities. Value in use, in essence is the value that the product brings to the consumer. These two concepts correlate
positively because if the item is of use and a necessity to the customer, then in return it will bring value to the consumer.
For this hypothesis to be correct, at first the item would need to be a necessity to the consumer. In the utilitarian view,
consumers are concerned with purchasing products in a quick and efficient manner to achieve their goal of minimum
issues (Carr, Carson, Childers, & Peck 2001). This statement has a weight of importance because if the company
cannot keep issues to a minimum there will be no value in the consumers’ purchases. A predecessor to this is if the
item is a necessity (utilitarian motivation) it needs to be useful to the consumer, in the case that it is not the motivation,
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the item will never be there to bring the value to the consumer. To utilize utilitarian motivation it is also needs to bring
two factors to the table which are efficiency and cost (Babin et al. 1994; Kim 2006). The product will produce
efficiency by relaying the customers expected and basic needs. In terms of cost, it will have to be a competitive price
compared to items that are similar in the market. To wrap the concept up, if they consumer has the utilitarian
motivation to buy from the brand, then the value of use will follow.
In the second hypothesis it is discovered that hedonic motivation has a positive correlation with value in use.
Hedonic motivation is all about the consumer enjoying the brand and the items from the brand. Value will follow
when there is enjoyment in the brand. A key contributor to enjoying the brand is if the brand can bring entertainment
(Childers et al. 2001). Most shopping has moved to the virtual aspect, branded mobile applications. In-app purchases
are becoming bigger, particularly in the United States. There are two main kinds of applications “commercial” and
“portal,” commercial being the applications that consumers have to pay to download or have in app purchases and
portal applications which are free to download (Dinsmore, Dugan, & Swani 2017). As in-app purchases are rising,
paying for the application is becoming less frequent as reported only one third of the United States has reported paying
for an application in the year of 2017 (Dinsmore et al. 2017). Money is a major implication for many people today as
a majority of mobile phone users are the younger generation, where income is typically lower than the average adult.
A mere two dollars makes a difference in purchasing an application. With that being said with the applications using
the portal approach that will bring in more consumers to their brand and to use the app to make purchases.
The third hypothesis that has been tested is that social motivation leads to a positive value in use. The concept
around social motivation is altering one's thoughts on an ideal or object. It is the company’s job to alter the minds of
its consumers in a positive way so that they can sell their brand. The forefront of selling the brand is the company’s
mobile application. Bringing social motivation through the application the company is trying to earn the respect and
approval of their consumers that they interact with (Winter & May 2001; Braithwaite 1989). Once the company builds
this approval, that will let them in the door for their product to become of value to the consumer. Elements that will
help contribute to winning the consumers approval is the respect of trading partners, what the business does in their
local communities, and most importantly the efficiency of their product (Ayres and Braithwaite 1992; Scholz 1984).
Most of this will not be brought through the application, but for consumers to download the company's application,
the company needs to be relevant. With so many companies fighting for market share in today's society, it becomes a
fierce battle for companies to be relevant. Relevance is not only essential to bringing value to the consumer, but it is
essential to the start of social motivation. Although there is a downside to gaining social motivation, if done
incorrectly, it can cause a negative effect which in turn will cause bad memory association. The first impression of a
brand’s product could be lasting to the consumer, and if it cannot affect the consumer in a positive way, the brand’s
chances of winning over the consumer dramatically decrease.
The fourth hypothesis that has been developed is that utilitarian motivation leads to brand attachment when
attempting to persuade individuals to buy from brands. Due to the nature of utilitarian motivation, in which one will
be inclined to purchase absolutely essential items, an individual may develop an attachment to the product being sold
by a certain brand. This could be because the product gets the job done, which is its utilitarian purpose, and the
consumer does not want to stray from something that completes its purpose. In a study conducted by Tseng and Lee,
it was concluded that people’s primary concern when using apps is whether or not the app will allow them to purchase
products through the app itself (2018). The conclusion goes on to dictate that the ease of the app’s layout and the
interaction with the layout by the branded apps are of vital importance, and also that the quality of the system bears
some importance for how consumers make up their minds about the app (Tseng & Lee 2018). The ease of use with
the app along with the basic elements of simple interactivity indicate that the motivation is hedonic when selecting
and continuing to use an app for purchase and possibly continuing purchases.
For the fifth hypothesis, it will be discussed how hedonic motivation is positively associated with brand
attachment. Extant research states that when trying to make products appealing, measures that express value are better
for effective marketing when appealing to the hedonically motivated audience. Furthermore, as hedonic benefits are
related to the symbolism of the brand and the characteristics shown by the brand, “self-congruence on emotional brand
attachment as well as the motivational strength of any discrepancy within the self-concept should be more evident for
brands of hedonic nature” (Eisele, Huber & Meyer 2017). The term self-congruence can be defined as the direct
relation of a consumer’s concept of them self and the personality of a brand that the consumer can connect to and
sense during the formation of a relationship between a brand and a consumer (Kim, Lee, & Ulgado 2005). In other
words, in order to fulfill a strong attachment between a consumer and a brand using hedonic motivation, selfcongruence must be present. This is due to the fact that without a personal connection and emotional response of a
consumer to and with a brand, she or he cannot fully develop the attachment necessary to be considered to possess a
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“brand attachment.” Because brand attachment is the strength of the bond connecting the brand with the self, there
cannot be this attachment without the consumer being predisposed to a feeling of alignment between his or her values
with that of a brand’s values.
The sixth hypothesis is that social motivation is positively correlated to brand attachment. With social motivation
being based on individuals’ reactions as a product of other individuals’ actions or decisions, it is a term that could be
of particular interest to a brand trying to market their app. For example, someone may want to purchase a product that
his or her friend recommended to him or her, or raved about. The potential consumer then is debating whether or not
to purchase the product in question. He or she then may subconsciously ruminate on what purchasing the product
would mean for them as a person, how it may change them, how it may alter their life, and many other things. Another
consideration for the potential consumer is if owning the product in question would place him or her into a desirable
consumer category. This is a motive called “conformity motivation,” which comes from a desire that an individual
has to relate to others through the purchase of items or the purchase of something from a certain brand (Grzeskowiak,
Krishen, & Labrecque 2011). As a result of feeling “related” to other individuals, an individual who made a purchase
to feel like a part of a group or classification could be seen and as and feel “connected.” Connection is one of the three
emotions that individuals who are brand attached feel, so by a path of social motivation, leading to conformity
motivation, and finally landing in brand attachment, there is a clear correlation between social motivation and brand
attachment.
In our seventh hypothesis, we believe that value in use has a positive correlation with purchase intention. It can
be understood that if the consumer finds value in the brand or its product, they will have the intention to buy again.
Companies are taking the initiative are increasing not only their brand’s uniqueness but their products’ uniqueness.
To add on to that thought, successful innovations are achieved by placing the consumers' needs first, then building on
the brand and winning the consumer over for the long run (Kim, J., Kim, K. H., Garrett, T. C., & Jung, H. 2014).
Ultimately, innovation destroys existing markets, transforms old ones, or creates new ones (Griffin, Hauser &Tellis [
23] ). As said before, once value is created the purchasing intention will follow, but not only from the consumer in
which value is made, 42% of online customers find recommendations from friends and family influential (V12). The
brand's network can rapidly expand if they continue to deliver to consumers. To gain value from these consumers,
companies need to address them by name, make their website easy to navigate, and know the purchase history of their
consumers. Installing systems to keep track of previous shoppers purchase history can be quite vital in gaining respect
and value from the consumer, thus creating purchase intention.
Our eighth hypothesis suggests that value in use has a positive correlation with brand love. These two are possibly
the most palpable variables. If any product is of value to the consumer, they are known to go back to the brand, in turn
bringing brand love. When a consumer loves a brand, it becomes hard to leave the brand and makes the consumer
biased towards the brand (Albert & Merunka 2013). With the consumers spreading their love for the brand and the
brand keeps a positive figure in society, it will spread throughout society. To bring value and love, the brand has to be
passionate about what it does, and not just show that they are out for the bottom line, they need to show that they truly
do care for their shoppers and create that intimate relationship. The application comes into play because once the
consumer downloads the brands application they are letting them into their personal lives, and they value the
application enough to have it on their personal device. Brands are more personal than most people realize, and if the
brand can get the consumer to love their application the value will follow.
The ninth hypothesis states that brand attachment is positively correlated with purchase intention. In other words,
being attached to a brand will then lead an individual to purchase a product from that brand. When someone who
purchases an app is highly engaged with the app, or “connected”, then it is more likely that they will have certain
favorable attitudes. These attitudes are not only toward the brand itself but also the branded app, and this results in the
purchaser repeatedly buying from the same brand in the future (Fang 2017). This repetitive buying indicates the
repurchase intention of the individual. If a brand is producing a satisfying app which is catered to the desires of those
which are attached and could be attached to the brand, then they have successfully increased their chances of having
a higher amount of purchases. As stated earlier, the more attached an individual is to a brand and its products, the
stronger his or her purchase intention will be. That being said, we can say that brand attachment is positively associated
with purchase intention.
The tenth hypothesis is that brand attachment is positively correlated to brand love. There are a few distinct
benefits for understanding brand love which are outlined by Carroll and Ahuvia: “(1) A more nuanced view of satisfied
consumers’ feelings about brands; (2) A quantitative measure of satisfied consumers’ love response to a given brand;
(3) An increased understanding and prediction of desirable consumer behavior (e.g., brand loyalty, positive word-ofmouth)” (2006). Brand attachment and brand love achieved simultaneously could result in a magnificent increase in
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satisfied customers, and an influx of customers in overall. Once a brand has managed brand attachment, if it leads to
brand love, it is a recipe for success for the brand. The success should continue due to word-of-mouth marketing from
the pleased consumers.
The eleventh hypothesis is that brand love will lead to purchase intention. When individuals develop a love for a
brand, there are some implications for the brand that are quite favorable, and that may lead to a favorable financial
outcome and the possibility of continuing customers as well as new customers. Brand love has been found to be linked
to higher levels of brand loyalty and positive word-of-mouth (Carroll & Ahuvia 2006). In this case, the company not
only witnesses customers purchase products repeatedly from it, it also witnesses the brand’s product spreading in a
way that may make it possible for other loyal customers to arrive. In a report that originated from Nielsen, 92% of
individuals trust recommendations from their friends and family over “any other type of advertising” (Warren 2019).
The bottom-line consequence of brand love that will provide physical benefit to the company is the compensation that
comes as a result of brand love. In an article about brand love, authors Batra, Ahuvia, and Bagozzi determined the
consequences of brand love, and they were found to be: “greater brand repurchase intentions, willingness to pay a
higher price, engagement in positive word-of-mouth, and resistance to negative information” (2012).

Methodology
Sampling and Procedure
The survey was created via Qualtrics and data was collected through Amazon Mechanical Turk for compensation.
Out of 301 responses collected, only 228 responses were completed, therefore they would be used for data analysis.
Demographically, respondents were relatively young (61% within 20 to 30 years old), and equally divided between
males and females (51% males). The majority of respondents obtained bachelor’s degree or lower (68%). About half
of the sample were students (45%). At the beginning of the survey, a definition of branded apps was provided “a
branded app is a mobile application created by a company to promote its brand.” Branded apps typically reflect the
brand’s identity and feature its values, colors, logo, visual identity and style, slogan, and more. With a branded app,
companies can increase brand exposure, stay connected with customers and give customers more access to companies'
business.” Those who used a branded apps in the past were qualified to proceed. And then they were asked to think
about an app that they used and provide the name of the app. Then respondents completed the questionnaire that were
followed by demographic questions. Respondents were thanked for participation.

Measurements
All the measurement scales were adopted from related literature and adjusted to fit the brand app context:
utilitarian motivation (including three components: security, usefulness, ease of use), hedonic motivation (including
interpersonal utility, attachment with the device, entertainment) (Stocchi et al. 2018), social motivation (Wu 2016),
brand love (Ahuvia & Carroll 2006), repurchase intention (Jarvenpaa, Saarinen & Tractinsky 1999), brand attachment
(Thomson et al. 2005), value in use (personalization, experience, relationship) (Fang 2018). For high order constructs
like utilitarian motivation, hedonic motivation, and value in use, all items of the first order variables were averaged
and this average score was used as observed indicators in the PLS-SEM model testing (Alden, Batra, & Steenkamp
2003; Diamantopoulos, Žabkar, & Zeugner-Roth 2015).

Analytical Results
The PLS Approach
Two statistical approaches could be used to estimate causal relationship models: covariance-based approach
(Jöreskog, 1978, 1982) and partial least squares structural equation modelling (or PLS-SEM in short) (Wold, 1974;
Lohmöller, 1989). PLS-SEM is selected for this study for two reasons: (1) the conceptual model is relatively complex
that captures not only direct effects but also indirect effects, (2) this method is not strictly bound by normal distribution
assumption. Although PLS-SEM could not produce the model fit as the covariance-based counterpart does, what this
approach can do is to maximize the explained variance of latent variables and use this as a sufficient alternative fit
index (Hair, Reams, Ringle, Sarstedt, & Smith (2014a, 2104c). Furthermore, PLS-SEM has been extensively applied
in strategic management (Hair et al. 2012), marketing (Hair et al. 2012), and management information system (Ringle,
Sarstedt, & Straub 2012). The model in this research is to explore how three sources of motivations affect value in use
which in turn affects brand equity, therefore the prediction-oriented variance-based approach with PLS-SEM is
appropriate. The model is estimated using SmartPLS 3 software (Becker, Ringle, & Wende 2015) (see Figure 1).
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Figure 1: Model Testing Using PLS-SEM
Note: UTI: utilitarian motivations, HED: hedonic motivations, SOM: social motivations, VAL: value in use, ATT: brand
attachment, LOV: brand love, RPI: Purchase intention

Assessment of Measurement Model
In assessing internal consistency reliability, three criteria are evaluated that included Cronbach’s alpha, composite
reliability, and factor loadings. Compared with cut-off values of 0.7, all criteria meet or exceed requirements except
for Cronbach’s alpha for repurchase intention (0.54). Although this value is low, the issue would be mitigated if all
criteria are taken into account as a whole (i.e., loadings, construct reliability, and AVE) (Hair et al. 2006). Additionally,
construct validity was assessed through two criteria: convergent and discriminant validity. All the values of averaged
variance explained (AVE) are greater than 0.5 confirming that convergent validity is established. Following Fornell
and Larcker’s (1981), discriminant validity is tested through comparison of squared correlations of the constructs and
AVE. Since squared correlations of the constructs are smaller than AVE as seen in Table 1, discriminant validity is
confirmed.

Assessment of Structural Model
Structural model is assessed through two criteria suggested by Hair, Hult, Ringle, and Sarstedt (2014): coefficient
of determination (R2). Particularly, R2 for value in use (78.3%), brand attachment (56.2%), brand love (65%) and
repurchase intention (42.5%) indicate medium or high predictive power of corresponding constructs. Among eleven
hypotheses, nine hypotheses (H1, H2, H3, H5, H6, H7, H8, H10, and H11) are supported. Only two hypotheses H4
(UTI -> ATT) and H9 (ATT -> RPI) are not supported (see Table 2).
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Table 1: Loadings, Reliability, and Validity
Scale Items
Utilitarian motivations (Stocchi et al. 2018)
Average scores of items of "security"
Average scores of items of "usefulness"
Average scores of items of "ease of use"
Hedonic motivations (Stocchi et al. 2018)
Average scores of items of "interpersonality utility"
Average scores of items of "attachment with device"
Average scores of items of "entertainment"
Social motivations (Liu, 2003; Ou et al., 2014)
Average scores of items of "iinteractivity"
Average scores of items of "social presence"
Value in use (Fang 2018)
Average scores of items of "personalization"
Average scores of items of "experience"
Average scores of items of "relationship"
Brand attachment (Thomson et al. 2005)
Average scores of items of "affection"
Average scores of items of "passion"
Average scores of items of "connection"
Brand love (Carroll and Ahuvia 2006)
This is a wonderful brand
This brand makes me feel good
This brand is fantastic
This brand makes me very happy
I love this brand!
This brand is a pure delight
I am passionate about this brand
I am very attached to this brand
Purchase intention (Jarvenpaa, Tractinsky, & Saarinen, 1999)
I am likely to use the app to buy the brand in the medium term.
I am likely to use the app to buy the brand in the long term.

Alpha
0.83

CR
0.90

0.81

0.89

0.85

0.93

0.87

0.92

0.92

0.95

0.92

0.94

0.54

0.80

AVE
0.75

0.72

0.87

0.80

0.86

0.65

0.68

2

AVE > Corr Loadings
0.75 > 0.62
0.87
0.85
0.86
0.72 > 0.55
0.89
0.77
0.89
0.87 > 0.71
0.93
0.93
0.80 > 0.71
0.89
0.88
0.91
0.86 > 0.60
0.93
0.93
0.92
0.65 > 0.60
0.78
0.84
0.82
0.79
0.81
0.78
0.79
0.83
0.68 > 0.40
0.73
0.90

Mean

SD

t-value

0.87
0.85
0.86

0.02
0.02
0.03

48.83
36.56
26.77

0.89
0.77
0.89

0.02
0.05
0.02

46.50
15.39
49.20

0.93
0.93

0.01
0.01

68.31
91.52

0.89
0.88
0.91

0.02
0.03
0.02

40.27
33.29
52.82

0.93
0.93
0.92

0.01
0.01
0.01

96.54
65.52
67.22

0.78
0.84
0.82
0.79
0.81
0.78
0.79
0.83

0.03
0.03
0.02
0.03
0.03
0.04
0.03
0.03

23.27
34.05
34.00
25.86
27.06
22.41
27.99
26.58

0.72
0.90

0.08
0.02

9.37
40.19

Note: RPI3, LOV4, LOV7, PRE3 were removed due to low loadings

Table 2: Hypotheses Testing
Path
Coefficient
UTI -> VAL
0.25
HED -> VAL
0.27
SOM -> VAL
0.46
UTI -> ATT
0.14
HED -> ATT
0.31
SOM -> ATT
0.38
VAL -> RPI
0.53
VAL -> LOV
0.32
ATT -> RPI
-0.11
ATT -> LOV
0.55
LOV -> RPI
0.26

Sample Mean
0.25
0.26
0.47
0.13
0.31
0.39
0.53
0.32
-0.11
0.54
0.27

SD
0.07
0.06
0.07
0.11
0.08
0.11
0.09
0.08
0.11
0.07
0.10

t value
3.78
4.80
7.00
1.23
3.81
3.51
5.64
3.90
1.05
7.45
2.72

p value
0.00
0.00
0.00
0.22
0.00
0.00
0.00
0.00
0.29
0.00
0.01

Hypotheses
H1 supported
H2 supported
H3 supported
H4 not supported
H5 supported
H6 supported
H7 supported
H8 supported
H9 not supported
H10 supported
H11 supported

Note: UTI: utilitarian motivations, HED: hedonic motivations, SOM: social motivations, VAL: value in use, ATT: brand
attachment, LOV: brand love, RPI: Purchase intention

General Discussion
Although branded apps have been used as an important new service in brand marketing and advertising, research
on how branded apps are developed to enhance a brand’s value (i.e., value in use), emotional feeling about that brand
(brand attachment, and brand love), and customer behavior (i.e., repurchase intention) is relatively underexplored.
Built upon motivational theories, the current research develops a comprehensive model to provide better
understanding of those relationships. Furthermore, this research explores three motivational antecedents (i.e.,
utilitarian, hedonic, and social), and two desirable outcomes (i.e., brand love, and repurchase intention) of value in
use and brand attachment in the context of branded apps. The results from 228 branded app users show that three
motivational sources have a positive impact on value in use (H1, H2, and H3), however, only two motivational sources
(hedonic, and social) have a positive impact on brand attachment (H5, and H6), while utilitarian motivation does not
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(H4), and that value in use has a positive impact on both brand love, and repurchase intention (H7, and H8) while
brand attachment has only a positive impact on brand love (H10), not on repurchase intention (H9), and finally, brand
love has a positive impact on repurchase intention (H11). Vargo and Lusch (2004), who initiated what was called
Service-Dominant Logic (S-D logic), suggest that the consumer is always a co-creator of value, and companies strive
to maximize consumer involvement in the customization to better fit his or her needs. According to this theory, value
in the value co-creation refers to the “comparative appreciation of reciprocal skills or services that are exchanged to
obtain utility,” which means “value in use” (Lusch & Vargo 2004, p. 7). Rather than being viewed as value-inexchange, value in S-D logic is reconceptualized as value-in-use in a particular context. Customers and firms are both
important players in cocreating values (Frow, Payne, & Storbacka 2008). In the context of mobile apps, firms create
branded apps as a supportive environment for information distribution and interacting with customers. Customers
access brand information, connect with firms, and engage in promotional activities. The nature of the various roles of
the customers impacts how firms incorporate customers in the branded apps, resulting in value cocreation as resource
integration. This research is one of the first waves of literature investigating branded apps in the view of SDL other
than GDL. Branded apps could be employed as technology-enabled services of multidisciplinary nature that, if utilized
effectively, will become a strategic solution for firms to promote and deliver services to potential customers (Fang
2018). In response to increasing use of branded apps, growing literature has explored potentials and values of branded
apps from the view of GDL in which branded apps are associated with value in exchange, discrete transaction, and
tangibility. However, exploring issues pertinent to branded apps without SDL is not enough. In line with Lusch and
Vargo (2008), this research moves beyond GDL perspective and takes a further step by adopting a unique branded
app perspective that goes beyond tangible versus intangible boundary and shifts to service domain with a focus on
customers, experience and brand relationship (Lusch & Nambisan 2015). Taking this view into account, the
comprehensive model examined in this research incorporates service dominant logic perspective to advance
understanding of the antecedents and the outcomes of value in use, and brand attachment. Consistent with Taylor and
Strutton (2010), an integrative model capturing interdisciplinary notions is strongly needed because of its superior
advantage of enabling better understanding of customers.

Theoretical Implications
This research has offered important theoretical implications. First, to our best knowledge, the current research is
one of pioneering research centering on exploring the antecedents (utilitarian, hedonic, and social motivations) and
the outcomes (brand love, and repurchase intention) of value in use and brand attachment in the context of branded
apps. Even though emotional affections like brand attachment and brand love are driving forces for success of firms
(Ahuvia & Carroll 2006; Wallace et al. 2014), research on understanding a mechanism to improve those emotional
links through the view of SDL of brand apps is underexplored (Fang 2018). Second, the current research sheds light
into the effects of value in use on customers’ feeling of a brand (i.e., brand love), and customer behavior (i.e.,
repurchase intention). By exploring those variables as desired outcomes, our study has provided deeper insights into
an untapped area of research focusing on how brand love and repurchase intention are impacted by value in use, and
brand attachment in the branded app context. Third, building on branding literature and prior SDL research, this
research provides better understanding of SDL. Consistent with previous research (Lusch & Vargo 2008), the findings
of this research confirm that VIU has a positive impact on brand love and repurchase intention. Finally, Achrol and
Kotler (2012) suggest that SDL is a multidimensional construct and that only certain dimension of SDL should be
further explored. The authors advise that future research should investigate relational aspect of SDL. This study has
used three sources of motivations (utilitarian, hedonic, and social) as drivers of SDL because motivations could be a
driving force, explaining multifaceted relationship between branded apps and customers. As the customer-brand
relationship is enhanced, other desired outcomes such as brand love, and repurchase intention will improve. More
specifically, it is found that motivations are able to explain 50% variance in VIU (R2 = 78.3%), lending support of an
observation that motivations play a role in improving VUI in the context of branded apps. The findings broaden
applicability of motivation sources into a new technology related context – branded apps.

Managerial Implications
This research provides practical lessons that firms could learn. First, the number one priority for companies and
app designers is to strive to get access to customers’ value (or VIU). As Grönroos and Voima (2013) recommend that
companies should strive to find opportunities to create extra interactions with customers beyond existing relationships
that the companies currently have. Supported by empirical evidence in this research, branded apps could open a new
channel for companies to connect with their potential customers. This will open the doors for firms who are developing
and designing new apps. Second, although companies and app designers could not control the construction process of
VIU because it is created in the mind of customers, companies could still enhance customer perceptions of branded
apps, products or services by managing the process where value is co-created through creating branded apps. Drawing
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on the results supporting the effects of motivations on VIU, app designers and companies should capitalize on these
findings and incorporate these early in the designing phase of product development process. Since all three
motivational sources have a positive impact on VIU, it does suggest that those motivations should not be
underestimated when firms are designing and developing apps. Among three motivational sources, social motivations
play the most critical role (b = .46) in promoting value in use while both utilitarian (b = .25) and hedonic motivations
(b = .27) are almost equally important. Advances of technology and branded apps open a new opportunity for app
designers to incorporate advanced technology such as artificial intelligence, Siri, or requesting system (Lee 2017) that
support social interactions. Therefore, companies should pay more attention to features because they could enhance
social interaction or motivation of branded apps between customers and brands. Finally, the findings pertaining to
application of SDL and roles of VIU in the context of branded apps are of importance for firms that benefit from
branded apps. Our results confirm that VIU plays a role in enhancing customers’ attitudinal and behavioral propensity
toward a brand. Different from GDL, SDL requires users or customers to stay engaged in the value co-creation process.
In other words, the process could not happen without customers’ involvement and participation (Lusch & Vargo 2014).

Limitations and Future Research
Despite of both theoretical and practical implications, the current research is not without limitations. First, the
research rests on data collected from Amazon MTurk. Although the results could be generalizable to online customer
community, data from more representative customer groups could be useful. Therefore, further research should
broaden customer base to include more diverse customer groups, such as students, professionals, customers. Ideally,
multiple group analysis should be implemented to see whether the findings still hold across different groups. Second,
respondents are requested to give a name of a branded app that they have used. However, branded apps possess typical
features (i.e., informational versus experiential) (Bellman et al. 2011). A potential avenue could be that future research
should look into those features and see if there are potential moderating effects. Finally, this research does not take
into account some variables that could affect the desired outcomes, such as first-time users versus experienced users,
or free apps versus purchased apps. A potential avenue is that future research should incorporate such control factors
to eliminate undesired effects. Through that method, more precise results could be found.
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Summary Brief

Consumer Brand Perceptions after Dissolution of a
Membership Club
Miles Condon, St Norbert College, USA
Although there is little research in the area, membership clubs are one way firms can implement a relationship
marketing strategy. In order to close the gap in the literature, this research aims to investigate how consumer
perceptions change in response to the dissolution of a membership club by a firm.

Main Body
Relationship marketing has long been known to provide immensely valuable benefits to the firm, most relevant
to this study being an increase in brand loyalty (Palmatier et al. 2006) and the facilitation of dialogue with customers
(Shani and Chalasani 1992). In general, the benefits of relationship marketing are strongly related to the development
and maintenance of long-term contact with customers. As such, firms are making strides to incorporate relationship
marketing strategy in order to develop these long-term benefits. One way that firms are attempting this is through the
implementation of membership clubs.
Membership clubs have been an active component of implementation relationship marketing strategy for decades
(Bhattacharya 1998). However, this interest has not carried over to the academic literature, as there has been very little
research investigating membership clubs to this point (but see Liebermann 1999). In fact, there is not even a standard
definition of membership clubs in the literature, so for the purpose of this paper we define membership clubs as an
organizational entity that brings consumers together around a firm to give those consumers unique benefits. These
benefits can take many forms, such as exclusive events or products, but are not readily available to non-members.
Given how little research has been conducted on membership clubs in general, it is no surprise that there is very
little research on paid membership clubs. Firms often attach a fee to membership clubs in order to obtain capital
upfront and gain access to a captive segment. Most of the previous research has focused on the development of
taxonomies related to paid membership programs (Bhattacharya 1998), and has suggested that there are two types of
paid membership clubs (Gruen and Ferguson 1994). Access memberships are those in which membership is required
in order to obtain access to the goods and services of the firm, whereas full-choice memberships are those in which
membership is not required in order to obtain access to the goods and services of the firm. Although this dichotomy
has been very useful to conceptualize membership clubs and to categorize the different types of paid membership
clubs, but membership clubs have evolved to be on a continuum ranging from access to full-choice. That is, clubs now
offer memberships that have some aspects of access memberships and some aspects of full-choice memberships, such
as by giving members easier access to readily available product or by providing limited exclusive benefits in
combination with non-exclusive benefits. The flexibility that this evolution provided has allowed for membership
clubs to provide even more benefit to the firm, in particular by fulfilling the benefits of relationship marketing. That
is, paid membership clubs allow firms to develop long-lasting effects with customers, which in turn provides many
benefits such as forming long-term relationships with customers and brand loyalty.
Given the ever increasing importance of paid membership clubs, it is not surprising that there is such little research
on them. To our knowledge, there have only been two investigations into paid membership club. The first examined
the relationship between organizational identification and club tenure and satisfaction (Bhattacharya, Rao, and Glynn
1995). The second investigated the antecedents to customer retention in paid membership contexts (Bhattacharya
1998). This dearth of research has left many important questions unanswered. For example, it is unclear how
consumers’ perceptions of a paid membership change over time in response to firm behavior, such as the firm
dissolving the club.
Firms may go through a point where they have to decide on whether to keep investing resources into the
membership club or to allocate them elsewhere. Membership clubs can be costly to efficiently and effectively run,
and so it is important for firms to ensure a return on their investment. However, it is unclear what the consumer
response would be to the dissolution of a membership club. On one hand, it may lead to negative perceptions of the
brand. Consumers may perceive the dissolution of the membership club as a signal that the brand lacks commitment
to the relationship (Morgan and Hunt 1994). On the other hand, however, it may not lead to negative perceptions, as
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consumers would no longer have to pay membership fees and may still be able to purchase the good and/or service.
Given the scant research on paid membership clubs in general, let alone on paid membership club dissolution, the
purpose of this investigation was to determine how the dissolution of a membership club by a brand influences
consumer perceptions of the brand.

Method
We collected data from consumers of a small firm in a consumables industry. The membership club in this
investigation and included exclusive products and merchandise, quarterly events, discounts to products, as well as
easy access to readily available product in exchange for a yearly fee. The firm had a membership club that ran from
the beginning 2012 through the end of 2015, at which point it was dissolved by the firm. After a two-year hiatus, the
firm reopened the membership in 2018 with a similar format. We separated respondents into three categories that
varied on participation in the membership club: customers who are current members (i.e., members who started in
2018 or 2019), customers who were members of the first iteration of the club but did not continue (i.e., members only
between 2012-2015), and non-members. Members who were current members and rejoined were collected but there
were not enough respondents to include in the sample.
Surveys were collected via convenience sample, as they were distributed through the firm’s internal email list and
through relevant social media platforms. We used validated measures to assess consumer perceptions of brand
community (i.e., consumer-brand relationship, consumer-product relationship, consumer-company relationship,
consumer-consumer relationships; McAlexander, Schouten, and Koenig 2002), brand trust, self-brand connection,
brand advocacy (i.e., word of mouth), brand loyalty, and brand equity. All responses were given on a five point Likerttype scale (1=strong disagreement and 5=strong agreement). We will compare the means of the three groups on the
relevant measures using an ANOVA. Results will be discussed during presentation.

References
Bhattacharya, C. B. (1998), “When Customers Are Members: Customer Retention in Paid Membership Contexts,”
Journal of the Academy of Marketing Science, 26 (1), 31–44.
———, Hayagreeva Rao, and Mary Ann Glynn (1995), “Understanding the Bond of Identification: An Investigation
of its Correlates among Art Museum Members,” Journal of Marketing, 59 (4), 46–57.
Gruen, Thomas W. and Jeffery M. Ferguson (1994), “Using membership as a marketing tool: Issues and
applications,” in Relationship marketing: Theory, methods and applications, 60–64.
Liebermann, Yehoshua (1999), “Membership Clubs as a Tool for Enhancing Buyers’ Patronage,” Journal of
Business Research, 45 (3), 291–97.
McAlexander, James H., John W. Schouten, and Harold F. Koenig (2002), “Building Brand Community,” Journal of
Marketing, 66 (1), 38–54.
Morgan, Robert M. and Shelby D. Hunt (1994), “The Commitment-Trust Theory of Relationship Marketing,”
Journal of Marketing, 58 (3), 20–38.
Palmatier, Robert W, Rajiv P Dant, Dhruv Grewal, and Kenneth R Evans (2006), “Factors Influencing the
Effectiveness of Relationship Marketing: A Meta-Analysis,” Journal of Marketing, 70, 136–53.
Shani, David and Sujana Chalasani (1992), “Exploiting Niches Using Relationship Marketing,” Journal of
Consumer Marketing, 9 (3), 33–42.

710

Summary Brief

Is Honesty the Best Policy? Investigating Switchers’
Resistance to Changing Beliefs about a Deceptive
Brand
Omar P. Woodham, North Carolina A&T State University, USA
Demetra Andrews, Indiana University Purdue University Indianapolis, USA
Mitchell Hamilton, Loyola Marymount University, USA
This paper was inspired by the authors’ observations that many times consumers discount information regarding
a brand’s deceptive or misleading claims. This is an early stage project to investigate the ability of brands to inoculate
consumers who are switchers from derogatory information regarding the brand’s deception. Building on theory from
the status quo bias literature, we plan to test the effect of brand longevity and the congruence in beliefs of inoculating
brand as moderators of the change in attitude that revealing the deception may have on switchers.

Introduction
In business communications, truthfulness and transparency are the watchwords. Regulators frown upon
deceptions and falsehoods by business entities, often resulting in substantial penalties for the deceiver. However, some
poignant examples to the contrary exist. One such example was observed during the 2016 U.S. presidential campaign.
Although multiple reputable fact-checking organizations (e.g., Politifact and Politicususa) provided evidence that
Donald Trump made false statements at an alarmingly higher rate than Hillary Clinton (78% vs. 27%), Trump still
won the election. (see Sharockman 2016). In the same vein is “Dieselgate” (i.e., Volkswagen’s intentional deception
regarding its diesel emissions). Although Volkswagen’s diesel car sales initially declined, the company’s overall sales
revenue has improved each year since the deception (MarketLine 2019).
Consumers assert that they want honesty from brands. Why then did Trump win despite a lack of veracity? Why
does Volkswagen continue to thrive despite its intentional deception? Prior research suggests that consumers’ attitude
toward-a-brand can be inoculated against damaging information through refuting weak counterarguments and through
provision of attitude-supporting information (Lessne and Didow 1987). Thus, we propose to begin to address these
questions by examining factors that may moderate the influence of brand deception on consumer response.
Furthermore, we propose the existence of moderators that strengthen the inoculation effect: such as, consumer history
of switching between brands in the category (Woodham et al. 2017), congruence between deceptive message and
consumer beliefs, and individual consumer characteristics that alter message processing.

Expected Contribution
The deceptions of a number of key consumer brands often come to light. The list of companies that have paid
large settlements to address deceptions is growing; yet, these brands remain viable. It is time to take a critical look at
consumer response to deception and shine a light on factors that encourage or forestall attitude updating and consumer
ability to make sound decisions. This research takes a decided step in that direction.

Theoretical Background
The phenomenon investigated in this paper is the reluctance of consumers to update attitude-toward-a-brand
following receipt of evidence of brand deception. We are specifically interested in non-loyal consumers.
Understanding this group is important to marketing managers because, in markets where there is a large pool of such
“switchers”, an understanding of how these consumers who are “in play” will respond to what can be conceived of as
exaggerations or overstated claims might be useful in terms of forecasts of sales and brand perceptions.
Based on the natural bias in favor of the status quo, people have a tendency to assume the best of any subject,
particularly if the subject has been around for a long time (Eidelman et al. 2010). This belief in the rightness of norms
and existing social systems, regardless of whether they help or hurt the individual, is extensive and helps people to
derive a positive feeling from a stable world-view (see Eidelman and Crandall 2012 for a review). It may stand to
reason that older brands can get away with exaggerations that younger brands cannot. Building on the tendency found
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by Eidelman and colleagues that people assume longevity suggests rightness, we propose the following reaction to
revealed brand deception.
H1: Brands that have been on the market longer (vs. shorter) will be trusted more even after deception has been
revealed.
Analogous to research on political tribalism (e.g., Pfau et al. 1997), we expect that consumers who have strong
prior loyalty to the focal brand will be more susceptible to inoculation than switchers. Loyalists will be set in their
beliefs, receive the inoculation trustingly, and form counterarguments to resist the revelation of deception. Despite a
smaller expected inoculation effect among those who are switchers (Pfau et al. 1997), Petty and Cacioppo (1979) find
that involvement can motivate more elaboration of information among that group either for, or against, the subject.
Applying the findings of Petty and Cacioppo (1979) and Pallak et al. (1972) where publicly (vs. privately) held views
increase openness to congruent but more extreme views and increase resistance to counterarguments, we add that the
key to inoculation overcoming the negative effect of the deception is the congruence between publicly held views of
the managers of the brand and those of the consumer. Without common ground, the inoculation will fail for switchers,
even if they are highly involved in the product category (Leak et al. 2015; Lisjak et al. 2012).
H2: For switchers, high self-brand congruence regarding an issue will increase the effectiveness of inoculation
from revealed brand deception, independent of the effect of category involvement. If switchers are highly
involved in the product category, and there is no self-brand congruence, the inoculation will have no effect
resulting in low post-treatment attitudes toward the brand.
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