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November 2020 

Dear Colleagues, Members, and Friends, 

After describing SMA to a friend who is outside the academy, my friend responded, “It sounds like your 
summer camp and family reunion rolled into one event.” That observation more than describes how I feel 
about the Society’s annual conference. This year, with the United States in the grip of a pandemic, our 
summer camp and family reunion moved from a physical space to a virtual space. This move proved quite 
stressful and difficult. It could not have been accomplished without the support and encouragement of the 
executive committee, including: 

• Pia A. Albinsson, President
• Jie Fowler, Treasurer
• Lucy Matthews, Executive Director
• Sandipan Sen, Secretary
• Mohan Menon, Director of Electronic Communications
• Holly Syrdal, Academic Placement Services
• Ashish Kalra, Director of Membership
• Dana Harrison, Proceedings Editor

Thank you to the people who served as track chairs, session chairs, and reviewers. Without your support, 
we could not put on a conference. 

Many more people gave selfishly of their time and energy to developing a fantastic conference. Elten 
Briggs, Brian Rutherford, and Kevin Shanahan planned, recruited, and organized the 32nd annual doctoral 
consortium. Taking advantage of the virtual format, they recruited an amazing line up of speakers.  

Lucy Matthews and Joe Hair conducted a post-conference session on correlation-based structural equation 
modeling. Jenna Drenten provided a pre-conference workshop on conducting social media research using 
qualitative techniques. These workshops remain well attended and spur us to maintain our research 
pipeline. 

For the third year, Chris Newman organized the Doctoral Dissertation Proposal Competition. Shannon 
McCarthy managed the Steven J. Shaw / Joe Hair Best Paper in Conference competition. 

Thank you all for planning and executing these events. 

Also, thank you to the board of governors for providing strategic vision to put the Society on firmer 
financial footing in these turbulent times. 

Thank you to Sharon Beatty, Mississippi State University, University of Alabama, University of South 
Alabama, University of Texas, Arlington, and Taylor & Francis for remaining as sponsors of SMA’s 
activities. 
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SMA provides and supports two journal outlets beyond the conferences. Thank you to Chris Hopkins who 
edits the Journal of Marketing Theory & Practice and Barbara Wooldridge who edits Marketing 
Education Review. You and your respective team ensure that scholars across the globe have an outlet for 
research that aids members of the academy and practitioners alike. 
 
Finally, thank you to all the people who attended this virtual conference. Your engagement in sessions, 
networking events, and receptions reinforce the observation that SMA’s conference is truly summer camp 
and family reunion rolled into one spectacular event. 
 
Michael A. Levin 
Program Chair and President Elect
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Dr. Edmondson has also been actively involved with the Society for Marketing Advances since 2004. She 
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Association’s Board of Directors and is the Atlantic Marketing Journal editor. Finally, Dr. Edmondson has 
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the PhD degree in Marketing from the University of North Texas. She was Professor of Marketing at the 
University of North Carolina Charlotte until her retirement in 2020. 
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FROM THE EDITOR 
 
2020 brought forth challenges related to everyday life and opportunities for learning new ways of doing 
things. The current proceedings focuses upon research streams including advertising, business to 
business, consumer behavior, digital and social media, retailing, supply chain, marketing education and 
marketing analytics, among others.  
 
Thank you to the participants of SMA 2020. The presenters, attendees, reviewers, executive members and 
the board of governors contributed to an exciting, virtual conference. As program chair, Dr. Michael 
Levin was charged with both traditional and non-traditional tasks of coordinating virtual presentations 
and events. I wanted to especially thank Dr. Levin for his continued engagement with SMA, as well as 
commitment and diligence in created the conference program.   
 
While it was wonderful interacting with everyone online, hopefully this year will allow for a return to in-
person events. Please join us in Orlando, FL in November 2021. 
 
 
Kind Regards, 
 

Dana E. Harrison 
SMA Proceedings Editor 
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Summary Brief 
Alone in an Infinitely-Connected Marketplace: 
Insights into Consumers’ Social Isolation and 
Consumption 
 
Lou E. Pelton, The University of North Texas, USA 
Mary Mobley, The Augusta University, USA 
Guanyu Geng, The University of North Texas, USA 
 

Consistent with theories of human evolution, the present research uses a thematic framework to conduct 
semi-structured interviews (n = 46) with Millennial-aged consumers to explore why people have high social isolation 
feelings and their ensuing effects on the shopping choice.  Furthermore, we also demonstrate how the strong social 
connection behavior (“eating with others”) mitigates the feelings of social isolation.  Specifically, we reveal five 
“themes” that intensified the social isolation feelings.  This study contributes to existing research by revealing how 
and to what extent the specific contexts mitigate or enhance the feelings of social isolation.  Practitioners are 
recommended to pay attention to the effects of social isolation on consumers by addressing the concerns of users with 
different levels of feelings of social isolation. 
 

Technology-enabled 24/7 connectivity is a mainstay of marketing exchange. The fusion of online and offline 
marketing channels has created both a lexicon (i.e., omnichannels) and idiolect (i.e., “tweets”) that has redefined the 
centrality of social connectedness. Theories of human evolution suggest that natural selection favors those who can 
make positive social contacts; group affiliation is invariably associated with social adeptness. In fact, evolution 
cultivates individuals’ needs to belong. 

 
Social relationships may offer attachment, security, commitment and self-worth. When between-group 

variance is greater than within-group variance among any consumer population, market segments are identified and 
inform marketers’ resource allocation decisions. In fact, marketing and consumer psychology research extensively 
and empirically support how social relationships are inextricably linked to brand preference formation, retail patronage 
and consumption. 

 
Conversely, the failure to be relationally valued or to build meaningful relationships may have a deleterious 

impact on individuals’ emotions, self-esteem and social behavior. Given the omnipresence of the Internet and the 
multitude of technologies that facilitate social connectedness, evidence suggests that a significant number of 
individuals are lonely and socially isolated. Cacioppo and Patrick (2008) find that about one of every five Americans 
feel “sufficiently isolated for it to be a major source of unhappiness in their lives” (p. 5). Perhaps most surprising is 
that Millennials – the first generation born into the Internet – indicate the strongest feelings of social isolation and 
loneliness among all generations of consumers. Paradoxically, more than 90% of all Millennials report active 
engagement with Internet-based technologies (i.e., mobile phones, personal computers). 

 
The present research uses a thematic framework to conduct semi-structured interviews (n= 46) with 

Millennial-aged consumers, and queried their self-reported feelings of social connectedness. The in-depth interviews 
further investigated the participants’ attitudes toward engaging with others either virtually or in-person and its 
association with shopping choices. In a second round of interviews (n = 28) among these pre-screened participants, 
we explored their dining choice behaviors, including types of food, level of preparation required, restaurant type (i.e., 
fast-casual, quick-service and full service restaurants) and delivery/in-person consumption. The interviews also 
explored the extent to which “eating with others’ mitigated feelings of social isolation. The interviews revealed five 
“themes” that enhanced feelings of social isolation. In this presentation, we will unveil the findings and discuss the 
implications for marketers who target Millennial consumers. The research was funded by a firm that operates business 
format franchise restaurants in the U.S. and abroad. 
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While offline shopping while intoxicated is rarely discussed other than as entries in the police blotter, 
marketers are finding the online shopping behaviors to be significant with respect to purchase volume and sales.  On 
the face of it, the idea of drunk online shopping might seem trivial, but studies have found significant amounts being 
spent by consumers in this manner.  The paper explores the phenomenon of drunk online shopping and tries to 
comprehend the nature and magnitude of the issue while examining some of the consequences of the behavior on both 
consumers and marketers.  The Fogg Behavior Model (FBM) is proposed as a framework to explain the drunken 
shopping behavior.  According to FBM, three elements such as motivation-ability-prompt/trigger occur at the same 
time to encourage behavior (Fogg 2009a).  The discussion section includes implications for future research. 

Introduction 
Drunk shopping, buzzed buying, shopping while drunk, and similar terms have been used to describe the 

phenomenon.  In the offline space, retailers such as Saks, Nordstrom, and Urban Outfitters have liquor licenses to 
provide bar service as part of their retail environment.  Grocery stores, for instance Kroger, offer bar service inside 
some of their super stores. In 2016, The Wall Street Journal reported on supermarkets and high-end grocery stores are 
setting up beer and wine bars to lure and make shoppers stay longer (Dizik 2016). A Target store in the Chicago area 
began allowing customers to drink and shop at the same time. (Lusinski 2015).  The concept of sipping drinks and 
shopping in grocery stores have spread to many chains such as Whole Foods, Wegman’s, DeCicco & Sons, and other 
smaller regional chains (Sugar 2018).  Some are calling this trend a “life hack” squeezing multiple chores in one visit 
not just for the consumer (Flanigan 2018) but also for the off-line grocery stores undergoing their own structural 
transformations (Menon 2019). Before the pandemic in 2020, bills were introduced in some areas of the country to 
allow drinking and shopping at retail establishments (Gonzalez 2020).  Normally, in physical stores, the incidence of 
intoxicated shopping is rare but do occur (Clifford 2011).  Normally, consumers might never drunk shop in a physical 
store, but they might find online shopping harder to resist.   

While there are serious consequences for intoxication in public or offline shopping, the result of drunk 
shopping online seems to be more financial.  It seems natural that as consumers buy more online, there are greater 
opportunities to buy online when drunk. Beyond financial consequences, there might be an embarrassment factor 
along with a host of psychological costs.  Given the effects of alcohol such as impulse control issues, spending sprees 
in stores are common (Torrieri 2013).  A 2006 Stanford study found that compulsive overspending is a legitimate 
disorder and affects 6 percent of the population (Tracy 2019).  

It is likely that with the current conditions in place due to the pandemic and increase in alcohol 
purchase/consumption, there is likely to be a greater prevalence of drunk shopping. This phenomenon might have 
increased recently due to COVID-19 influenced shopping and related shelter-at-home and social distancing situations. 
As indicated in Table 1, data from Nielsen shows tremendous increases in alcoholic sales growth (Nielsen 2020) . 
According to Nielsen data, consumers are not only buying more but also buying larger packages of alcohol.  Compared 
to the same week last year, Beer sales were up 42 percent, hard liquor was up 75 percent, and wine up by 66 percent 
(Bednarski 2020).  Consumers might be stock piling and increased sales might also reflect the closure of bars across 
the country. Alcohol delivery app Drizly reported that new buyers on the platform increased by 900 percent year-over-
year (Howley 2020).  At the same time, Diageo, one of the largest marketers of spirits, is halting their marketing of 
products as a response to the pandemic and its effect on the welfare of consumers, employees and their families 
(Flemming 2020).  Unfortunately, data from the post-pandemic period is likely to be available later during the year. 
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Table 1: Alcoholic Beverage Boom During the Pandemic 

 Weekly Sales Growth versus same time in 2019 
Time Frame: Week Ending on Online (%) In Store 
March 07 13 6 
March 14 74 21 
March 21 262 54 
March 28 331 22 
April 04 449 26 
April 11 437 27 
April 18 451 16 
April 25 477 26 

Source: https://www.nielsen.com/us/en/insights/article/2020/rebalancing-the-covid-19-effect-on-alcohol-sales/  
 
Drinking and Shopping Behaviors 

This section tries highlights and unearths explanations of the drunken behavior from psychological literature.  
It is likely, that the drunk state induces certain types of behavior or behaviors in excess that might not be observable 
in a normal state. 

 
Consumers might often feel that their personalities change when they get drunk and their feelings and 

attitudes are different in an intoxicated stage. Across cultures, people feel that alcohol changes their personalities and 
behaviors.  Some experiments suggest that there might not be any difference in personalities between the two state of 
being while others observed dramatic changes in personalities and behaviors between the two (Winograd et al. 2017).  
For instance, researchers have found intoxication tends to decrease one’s conscientiousness and intellect and increases 
the subject’s extroversion.  This has also been correlated to increases in risk-taking behaviors.   

 
Much of the results were from a related experiment by researchers that found four types of drunks (Winograd, 

Steinley, and Kenneth 2016). The Hemingways had only slight personality changes when intoxicated and is the type 
that represents the majority of drinkers.  The Mary Poppins were the responsible type of drinkers who experience 
fewer alcohol-related problems than most.  The third group, the Mr. Hydes, were most negatively affected and their 
transformed selves were less responsible and exhibited riskier behaviors.  Finally, the Nutty Professor group exhibited 
the most change while intoxicated, but not in a dangerous way.  They were more extroverted drunk than sober. An 
interesting demographic factor that was observed in the study was that Mr. Hyde group was made up of more women 
(Khazan 2015).  Although, in a recent survey less than 19 percent of women admitted to drunk shopping compared to 
27 percent of men (Finder 2020).  Also, women spent an average of $800 a year on drunk purchases. 
 
Drunk Consumption Behaviors  

American expenditure on alcohol was about $225 billion in 2016 according to a study by Euromonitor 
International (Paul 2018).  The average American household spends about $970 per year on alcohol in comparison to 
about $3,935 spent on groceries (Paul 2018).  The Finder.com survey estimates double the spend on alcohol 
(McDermott 2016). Alcohol influences purchases, lifts consumers’ moods and thus there is a tendency to evaluate 
products and other factors favorably leading to purchases (Puccinelli, Motyka, and Grewal 2010). It can also reduce 
working memory and thus one might not have the cognitive ability to think through the purchase  

 
Drinking and driving costs consumers an average of over 90 percent increase in insurance premiums 

according to data compiled by InsuranceQuotes.com (Hill 2015).  But excessive drinking also drains the U.S. economy 
to the tune of $250 billion according to the Centers for Disease Control and Prevention data (Centers for Disease 
Control and Prevention 2020).  Drinking problems have multiple causes including physiological, psychological, 
genetic and other factors (American Psychological Association 2018).   

 
Psychological traits such as impulsiveness, low self-esteem and need for approval provokes excessive 

drinking.  While there are many effects of drinking, there is a “black-out” effect that makes the person forget about 
activities done while drinking.  The United States Department of Health and Human Services and USDA Dietary 
Guidelines for 2015-2020, moderate drinking is one drink per day for women and two drinks per day for men.   
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a. Drunk texting:  There have been examples of people who text affirmative or negative content when drunk and then 
regretting it later.  Psychologists explain this phenomenon as a myopic situation since people in this state can only 
focus on what is immediately in front of them and are not able to comprehend the future and the consequences of 
one’s actions.  Parts of the brain that hold back our impulses are dormant and thus there is no restraint on what is 
verbalized.   
 
b. Drunk lying or truth telling:  There is no evidence of people being more truthful or more deceitful when they drink.  
Again, the research points to the myopic focus of the brain at that moment.  With greater focus one might be better at 
certain behaviors such as dancing. 
 
c. Drunk generosity:  There seems to some evidence of drunk people being more generous than those who are sober.  
According to experts, drinking reduces resistance and not all parts of the brain are used, especially the higher order 
thoughts, and thus people might not think about their financial expenditures.   
 
d. Tolerance for pain:  Alcohol acts the same way some anesthetics work and thus it is harder for the brain to receive 
pain signals through the nerves and thus there is less of a feeling of pain.  But with the blood vessels and capillaries 
more relaxed and with more blood in the tissues, there is greater leakage of blood under the skins leading to more 
bruises.  

All of these drunk behaviors have one thing in common – impulse control. According to the Diagnostics and 
Statistical Manual of Mental Disorders (DSM-5 2013), impulsive behaviors are a sign of Borderline Personality 
Disorder (BPD). Impulsivity is broadly defined as actions without foresight that are poorly conceived, prematurely 
expressed, unnecessarily risky, and inappropriate to the situation. Impulsivity is associated with undesirable, rather 
than desirable, outcomes (DSM-5 2013).  

 
Marketers are consistently persuading consumers to buy. Can constant persuasion lead to addictive 

behaviors?  According to behavioral economists, drinking alcohol affects three areas of human brains (Shefrin 2016).  
They are (a) the cerebellum which controls movement; (b) the cerebral cortex which controls our ability to analyze & 
solve problems and helps us remember & learn; and (c) the limbic system that controls our feelings.  In a recent book 
titled, “The Age of Addiction: How Bad Habits Became Big Business” the author introduces the concept of ‘limbic 
capitalism’ (Courtwright 2019). The limbic system or the paleomammalian cortex, situated on either side of the 
thalamus is associated with human emotions, behaviors, motivations, etc. (Bailey 2018).  Limbic capitalism is used in 
the book to explain how marketers encourage excessive consumption leading to addiction. More recently, there have 
been reports/studies of how companies design their interfaces on social media leading to screen addiction among teens 
and adults (Eum, Park, and Yim 2016) (Blackwell et al. 2017).   It is interesting to note that drinking and shopping, 
either individually or jointly, can be addictive.  
 

“Compulsive shopping or oniomania is similar to other addictive behaviors and has some of the same 
characteristics as problem drinking (alcoholism), gambling addiction and overeating addictions” (Tracy 2019).  These 
behaviors have certain common underlying themes – feelings of highs and lows, feeling of guilt, anger, frustration or 
other emotions (Ekern, MS, and LPC 2014).  This behavior is different from the occasional splurging consumers 
engage in. A Stanford University study found that men and women experience compulsive shopping behaviors equally 
(Stanford Medicine Newsletter 2006).  The Newsletter suggested that consumers with this “disorder” have an 
“irresistible, intrusive and often senseless impulse to buy” and it is common for “sufferers” to exhibit shopping binges 
and buy “unnecessary and unwanted” products.   

 
Overspending is one of the many scenarios that can exhibit impulsive behaviors with BPD.  There have been 

many studies on impulsive behaviors including the famous Marshmallow Test.  It was followed by many other tests 
of behavior such as the Go/No Go Task, Iowa Gambling Task, and the like (Thomas 2019). Overspending, risky sexual 
behaviors, gambling, substance abuse, binge eating/drinking, aggressive behaviors, and other similar behaviors are 
examples of actions due lack of impulse control.  Compulsive shopping behaviors might have the same indications as 
those for eating disorders. These two behaviors may be connected and might be the result of the need to cope with 
overpowering emotions and provide a sense of control in uncertain situations (Ekern, MS, and LPC 2014).  
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A recent survey indicated that drunk shopping is on the rise in the United States and might be in the order of 
$45 billion a year (Ward 2019). According to the study, some of the factors that contribute to the behavior has to do 
with being young, female and being well off. Another study found that in 2017 Americans spent an average of $448 
per person (McDermott 2020). GenXers spent the most averaging $738 per person. 

 
There have been a few reports and few studies on the topic of drinking, shopping, and its after-effects. This 

is not a new phenomenon.  The wine-and-cheese parties have been a fixture of art galleries and specialty boutiques 
for a while now, long before online buying was available.  With the advent of ecommerce sales, it seems easier to do 
so from the devices consumers carry around.  Andy Page, the president of Gilt Groupe, was quoted in the New York 
Times (Clifford 2011) “Post-bar, inhibitions can be impacted, and that can cause shopping . . .” The company, an 
online retailer that is a division of Hudson Bay Company,  has added more sales starting at 9 pm.  Similarly, on 
eBay.com, evenings from 6:30 p.m. to 10:30 p.m. seem to be the busiest time of the day. This might or might not be 
all part of the “good mood” shopping due to the consumption of alcohol.  Shopping at night is generally a growth area. 
Also, in the NY Times article (Clifford 2011), ChannelAdvisor that operates ecommerce engines for clients, noticed 
in 2011 that orders placed from 9 p.m. to midnight have increased.   

 
There have been other reports regarding drunk shoppers.  For instance, Lyst.com, fashion site reported that 

online orders were higher by 48 percent around 2 a.m. on Friday compared to Monday (Chapin 2016).  In this specific 
instance, women shoppers bought more dresses and lingerie during Friday nights.  There seems to be some evidence 
that these “sip ‘n click” shoppers can be primed through well targeted email and social media campaigns (Sachdeva 
2016). 

More recently, reports published by Finder.com had over a quarter of American consumers admitting to 
shopping under the influence totaling $39.4 billion. (McDermott 2016). A later study by the same site found consumers 
spending an average of $448 per person while drunk in 2017 (Paul 2018).  Another recent study by The Hustle as 
reported by American Marketing Association found 79 percent of consumers surveyed had made a drunk purchase 
averaging $444 and spent an estimated total of $45 billion in the U.S. (Conick 2019). Men and women were 
comparable (78 percent and 80 percent) and millennials were more likely to spend while drinking compared to baby 
boomers. 

Among the websites that benefit from drunk shopping, the biggest seems to be Amazon.com. Amazon is the 
preferred platform for buzzed buyers (Christine Clarridge 2019). While Walmart and Target are both competing 
aggressively, Amazon already is the biggest among Internet retailers with 48 percent of the online marketplace 
(Ranosa 2019). 

 
Of course, drinking and shopping might not be all that beneficial to online merchants due to incidents of 

chargeback fraud and sometimes, friendly fraud (Vaccaro 2018). Friendly fraud is a situation in which the customer 
does not remember making the purchase. In a chargeback fraud situation, the customer disputes the charge, obtains 
credit for the purchase and keeps the merchandise.   
 
Framework for Sip ‘N Shop 

The Fogg Behavior Model (FBM) seems to offer a glimpse into explaining the drunken shopping 
phenomenon.  According to the Model, behaviors are the result of three factors - motivation, ability, and 
prompting/trigger (Fogg 2009). In other words, FBM posits that behavior can happen if a consumer is motivated 
(elevated mood and positive disposition toward certain products/brands), has the capability to buy (shopping apps) 
and is being prompted to click through social media call to action (CTA) (Groenewegen 2018).   
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Figure 1 

 
 

As an example, Fogg (2009) suggests that web designers adopt FBM as a framework when designing 
websites, including commercial websites, to help facilitate the intended behaviors, e.g., register as a user for a website, 
follow, subscribe, like, or complete an online transaction on a commercial website.  

 
In the context of online shopping, the intended behavior, i.e., complete a transaction, can occur if a consumer 

has enough desire for a product, has enough money and knowledge to complete the transaction, and is prompted to 
make a transaction, possibly by a pop-up ad on the screen. However, according to FBM, the transaction might not be 
completed if even one of the three factors is insufficient or missing. For example, a consumer might have more than 
enough desire to buy a product when prompted by the online ad but does not have enough money. In this case, the 
ability is insufficient. A consumer might have enough money to buy the product when prompted by the online ad but 
has no desire for that product. In this case, the motivation is insufficient. Lastly, a consumer might have enough money 
and desire for a product but is not reminded of the product. In this case, the trigger is missing.  

 
By understanding the interplay among these three factors, marketers can create and manipulate a situation 

that persuades a consumer to complete an online transaction. FBM posits that motivation and ability have a trade-off 
kind of relationship, meaning the target behavior can still occur even when the motivation is insufficient if the ability 
to perform the target behavior is exceedingly high, and vice versa. However, Fogg (2009) claims that, typically, it is 
easier to manipulate the ability factor than the motivation factor. In other words, it is more challenging to increase a 
consumer’s desire for a product than to make it easier to buy that product, e.g., 1-click purchasing, 0% interest, or free 
shipping and return.  
 
The moderating effect of alcohol myopia on FBM in an online shopping context 

One well-known theory that might be able to predict the effect of alcohol consumption on social behavior is 
the alcohol myopia theory (Steele and Josephs 1990). Alcohol myopia refers to short-sighted information processing 
as a result of alcohol intoxication. According to this theory, a drunk person will attend to a restricted range of cues, 
take a significantly longer time to process them, and put them together in a much less coherent way compared to a 
sober person. It is commonly known that alcohol consumption can impair memory, attention, conscientiousness, and 
intellect (Winograd, Steinley, and Sher 2016). These can lead to an increase in impulsivity or a lack of control in an 
intoxicated person, which sets the stage for drunken shopping behavior to occur.  

 
According to FBM, sufficiency of both motivation and ability, and an effective trigger must be present for a 

target behavior to occur. In the drunken online shopping scenario, the target behavior is completing an online 
transaction while drunk. When alcohol intoxication gets involved in the online shopping process, the whole framework 
of FBM must be examined from a totally different perspective, especially in terms of motivation and ability.  
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Motivation 

According to FBM, there are three dimensions of motivation, each of which represents two sides of the same 
spectrum. The first dimension of motivation is pleasure/pain. A target behavior can be motivated by either an attempt 
to seek pleasure or an attempt to avoid pain. The second dimension of motivation is hope/fear. A target behavior can 
be motivated by an anticipation of a good outcome, i.e., hope, or a bad outcome, i.e., fear. The third dimension of 
motivation is social acceptance/rejection. A target behavior can be motivated by an attempt to seek acceptance from 
society or an attempt to avoid rejection from society.  Each of these dimensions will be discussed in detail in this 
section. 

 
But before delving into each dimension of motivation, it is worth noting that only 20% of self-reported drunk 

shoppers returned the drunk-bought products, and only 6% regretted the purchases (Crockett 2019). In addition, the 
top three drunken-bought product categories include food (52.06%), shoes and clothing (43.22%), and cigarettes 
(30.26%) (Crockett 2019). Given the relatively low rate of return and the most common product categories bought by 
drunk shoppers, these suggest that regardless of the consumer’s consciousness level when the transaction is completed, 
the desire for the product is arguably real. Thus, most of the drunk transactions start with relatively high potential 
motivations. 

 
As mentioned earlier, the pleasure/pain dimension, is unique compared to the other two dimensions in that 

the result of this motivator requires little to no anticipation.  In other words, it is immediate. Both sober and drunk 
consumers can be motivated by the same desire, either to seek pleasure or to avoid pain, to engage in online shopping 
behavior as the means to an end. That is to acquire a product that can help solve the problem, thereby enhancing 
pleasure or reducing pain. However, a sober consumer, as opposed to a drunk one whose ability to control or suppress 
the urge to buy the product is impaired due to alcohol intoxication, might be able to control or suppress the desire 
much more effectively. One possible idea that might explain a drunk consumer’s primitive response to the 
pleasure/pain motivator is psychological reactance theory (Brehm 1966). According to this theory, people are 
motivated to restore their freedom to engage in a certain behavior when they feel that their freedom in such behavior 
is threatened, i.e., being told not to do something. The most common form of reactance is known as the boomerang 
effect, which involves engaging in restricted behavior. In this case, despite the acknowledgment of the desire for a 
product, when sober, a consumer can exercise a sufficient level of self-control to suppress the urge to achieve 
immediate gratification for the sake of achieving long-term goals, e.g., cigarettes and foods vs. maintaining desirable 
health and body physique, or shoes and clothing vs. saving, etc. In other words, in this case, it is the sober self of the 
consumer who puts restrictions on the behavior, i.e., buy the desired product online. Therefore, when the consumer 
becomes drunk, the effect of alcohol myopia triggers the boomerang effect, thereby reversing the original intention 
by sacrificing the long-term goals to seek immediate pleasure.   

 
In normal circumstances, Fogg (2009) claims that hope/fear, the second dimension, can be as powerful as or 

even more powerful than the pleasure/pain dimension. For example, people are willing to accept pain by taking a flu 
shot to overcome the fear of catching the flu in the future. However, since hope/fear dimension is characterized by 
anticipation of a future outcome (Fogg 2009), this dimension might not be as powerful as the pleasure/pain dimension 
for those who get drunk. When a consumer gets drunk, the alcohol myopia reduces the scope of the information 
process and cognitive function of the brain significantly (Shefrin 2016). A drunk consumer is likely to attend to 
immediate needs and wants motivated by the pleasure/pain dimension than to anticipate the future outcome. However, 
alcohol is also known to cause drunken excess and drunken self-inflation (Steele and Josephs 1990), which can 
influence a drunk person to become more extroverted. In other words, alcohol can make a drunk person temporarily 
bolder and fearless. Therefore, if it is a fear of the negative consequences of buying something online that keeps a 
sober consumer from purchasing, challenging that fear would become less of an issue once the consumer gets drunk. 

 
Thirdly, social acceptance/rejection also factors into the motivation element. The human need for love and 

belonging is ranked third after physiological needs and safety needs based on Maslow’s hierarchy of needs (Maslow 
1962). By nature, people are motivated to seek social acceptance and avoid social rejection (Baumeister and Leary 
1995).  A common way for a person to get accepted by certain groups in society is by emphasizing the perceived 
similarities between the person and other members of the groups the person wishes to identify with (Algesheimer, 
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Utpal, and Andreas 2005). To observe and acknowledge those perceived similarities, the person needs to make a series 
of comparisons. One theory that can explain those comparisons is the social comparison theory, which states that 
people always compare themselves with others to gain a better understanding of themselves (Festinger 1954). 

 
And through the process of social comparison, especially the upward comparison, which is a crucial step of 

gaining social acceptance, impulsivity can be induced (Liu, He, and Li 2019). Given how ubiquitous today’s social 
media such as Facebook, Instagram, Snapchat, YouTube, Tik Tok, and others, which are essential sources people use 
to make a social comparison, this is a golden age of self-manipulated impulse buying through social media. The 
unrealistic standards set by social media nowadays influence many parts of society to strive for illusional goals. And 
most of the time, these unrealistic aspirational attempts lead to negative consequences such as depression or negative 
impulsive behaviors (Appel, Crusius, and Gerlach 2015; Liu, He, and Li 2019). Since 2019, over 200 million food 
images with #foodporn (Cavassa, Graziani, and Guidetti 2020) and 98 million posts with #fashionista (Jin and Ryu 
2020) were posted on Instagram. Given that, it is reasonable to assume that social media like Instagram might have 
significant influences on drunken shoppers as the top two drunken-bought product categories are food (52.06%) and 
shoes and clothing (43.22%). So, in the context of a drunk person whose judgment and self-control are impaired, the 
process that might start as a step to gain groups or social acceptance could end up with impulse buying induced through 
the process of social comparison.  
 
Ability 

In the model proposed, Fogg (2009) identifies six elements of ability. Those are time, money, physical effort, 
brain cycles, social deviance, and non-routine. The overarching idea behind increasing the ability to perform a target 
behavior is simplicity. The target behavior is likely to occur if it can be done quickly, costs next to nothing, requires 
no physical effort (e.g., traveling),  is easy to figure out, does not demand any anti-norms actions, and does not demand 
any non-routine actions.  As mentioned earlier, the way to encourage target behavior through the ability factor is to 
simplify as many of its elements as possible.  

 
In an online shopping context, as opposed to an offline one, time is relatively much easier to control. Amazon 

pioneered the 1-click buying in early 2000 (Knowledge@Wharton 2017). This feature makes the whole process 
extremely convenient and fast for consumers to complete a transaction. Since 95% of drunker shopping is completed 
through Amazon (Crockett 2019), the time element is as simple as it gets.  

 
Money is perhaps the most challenging element of ability factor to manipulate. The most straightforward 

way to do so is to lower the cost of performing the target behavior, which in the online shopping context, this translates 
to lower the price of the product itself or that of the shipping and handling. However, the money element might not 
pose the same level of an issue to a drunk consumer as it would to the same consumer when he or she is sober. The 
fear of the negative consequences associated with the cost of the transaction will be significantly attenuated by alcohol 
myopia. In addition, Amazon, where  95% of the self-reported drunk transaction takes place (Crockett 2019), offers 
free shipping to its Prime members. This factor has a lot of influence on the transaction completion rate in both baby 
boomers and millennials (Drenik 2019), who are the two largest groups among the self-reported drunk shoppers 
(Crockett 2019).    

 
Since the consumer does not have to exercise any physical effort to complete an online transaction other than 

moving a fingertip, or at most, moving a mouse, the physical effort element has never been a challenge in an online 
shopping context, to begin with. The effect of alcohol myopia on this ability element is arguably very marginal, if at 
all.  

 
The way to encourage a person to perform the target behavior through the brain cycle element is to make the 

target behavior as easy to perform as possible. In 95% of the reported drunk transaction (Crockett 2019), Amazon 
takes care of this element the same way it does with the time element by offering the 1-click buying feature on its 
website. With Amazon’s 1-click buying feature, even a heavily drunk consumer might be able to complete a 
transaction without a need to exercise a cognitive process. The second most popular place, eBay, where 21% of the 
reported transactions take place (Crockett 2019), also has a similar feature, "buy it now,” to help a consumer complete 
a transaction in a few clicks. With this “buy it now” feature, a consumer can complete a transaction without going 
through the bidding process, which is the original business model that eBay is famous for.  
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The last two elements of ability - social deviance and non-routine - can be discussed together because both 

basically describe a similar idea. That is something that is different either from what a person normally does or from 
the norms that a person subscribes to. In the online shopping context, these two elements involve not so much with 
the action of buying itself, but more with the product as a result of the buying action. In other words, a consumer is 
more likely to proceed with a transaction if the product of interest is something that the consumer usually buys, or the 
product does not have the potential to make the consumer a social outcast if someone were to learn of the transaction. 
The alcohol myopia can influence a drunk consumer to ignore these two elements and proceed with the transaction 
regardless of any consequences.  
 
Trigger 

Finally, the models discuss the idea of prompting action using triggers – an important but often understated 
element of the purchase equation. According to (Fogg 2009b), even when both motivation and ability are high, without 
an appropriate trigger, a target behavior will not occur. The author identifies three types of triggers: spark, facilitator, 
and signal (Fogg 2009b). Spark trigger is designed to increase motivation, i.e., a pop-up ad that highlights fear or 
inspires hope. As the name suggests, the facilitator trigger is designed to make the target behavior easier, thereby 
increase ability, i.e., 1-click procedure notification.  Finally, the signal trigger is designed to remind people who have 
both motivation and ability to perform the target behavior. Because in an online shopping context, triggers, regardless 
of types, are designed and employed by retailer websites, i.e., Amazon, eBay, etc., a consumer has no control over 
them. Consequently, the effects of alcohol myopia on triggers are virtually very minimal to none.  
 
Discussion 

Shopping is often seen as a pleasure-oriented activity by many.  Hitting the stores on a Saturday afternoon or 
browsing through a site are sometimes seen as one of America’s favorite pastimes.  With close to 70 percent of the 
country’s GDP depended on consumer spending, it is critical for the survival and growth of the economy.  While 
consumer confidence has been near record levels since the great recession, the debt situation has been concerning.  
Consumer debt has increased to nearly $14.1 trillion since 2009 (Stolba 2020).  Of this total, credit card debt represents 
about $830 billion and retail credit card debt is at $90 billion.  These represent increases of 18 percent and 51 percent 
respectively since 2009 (Stolba 2020).   

 
Whether consumers shop online or off, shopping is rarely an intoxicating activity by itself unless one is 

shopping while intoxicated.  While offline shopping while intoxicated is rarely discussed other than as entries in the 
police blotter, marketers are finding the online shopping behaviors to be significant with respect to purchase volume 
and sales.  On the face of it, the idea of drunk online shopping might seem trivial, but studies have found significant 
amounts being spent by consumers in this manner.  While drunk shopping might not be on the critical list of deadly 
inebriated behaviors, consumers are likely to be damaged by financial hangovers.   

 
In most but the extreme cases, product returns are possible, and many credit card companies provide returns 

protection.  There are technological solutions to alleviate the financial pain of  drinking and shopping.  For instance, 
DrnkPay limits purchases on debit cards beyond a certain amount spending at the bar.  Another option while shopping 
online is Cold Turkey that can be used to block shopping Websites and apps (Paul 2018).   

 
The paper explored the phenomenon of drunk online shopping and tries to comprehend the nature and 

magnitude of the issue while examining some of the consequences of the behavior on both consumers and marketers.  
The authors attempted to explain the phenomenon using the Fogg Behavioral Model. 

 
Skyrocketing sales of alcoholic drinks during this pandemic provide a unique opportunity to study a specific 

instance of drunken shopping.  Add to it a contributing variable such as shelter-at-home policies adopted by most of 
the states and communities.  In terms of future scholarship endeavors, it will be interesting to review the interactions 
of many of the factors and variable that seem to have coalesced at this moment – shelter-in-place, loneliness, increased 
drinking, higher unemployment, lower purchasing power, etc. 
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Summary Brief 
Superstars or No Superstars on Professional Sport 
Team Rosters: How Teams can adapt to Fans with 
Varying Levels of Preference for Consistency 
 
Ryan Anglin, Eastern Kentucky University, USA 
James Blair, Eastern Kentucky University, USA 
 

In the sport and entertainment industry, consumers can have significantly different perceptions of sports 
teams based on their team composition. Participants who had a superstar on their team had higher levels of excitement 
than those without a superstar. A cross-over interaction effect was observed between team composition and preference 
for consistency on the willingness to pay for a ticket to a sporting event by consumers. When there was a superstar on 
the team, consumers with a low preference for consistency were willing to pay significantly more than those with a 
high preference for consistency. This effect reversed when there was no superstar on the team. Findings provide sport 
management professionals insights into roster building and the impacts on consumers within their fan base.  
 
Introduction  

In the NBA, star power of the players is one of the most intriguing aspects of the league. Many players host 
camps in other countries, allowing them to connect with fans and further the reach of the NBA. When Kobe Bryant 
announced 2015-2016 would be his farewell season, ticket sales for Los Angeles Lakers games skyrocketed. People 
did not want to miss the opportunity to see Kobe Bryant, in all his greatness, play live before he retired. Ticket prices 
for his final game climbed from $103 to $552 for the cheapest tickets on the secondary market (Novy-Williams 2015). 
People were willing to spend considerably more money to see an NBA legend play in his final game. While ticket and 
merchandise sales can surely bolster the financial success of a professional sport team, there are some teams who have 
had more success without a superstar on the roster and instead embraced more of a holistic team approach. For example, 
the San Antonio Spurs have achieved large amounts of retail success without the presence of a true superstar with a 
large brand personality for quite some time (Coyle 2018). Owners, general managers, and sport business professionals 
would benefit from understanding how fans react to the team based on their team composition. This could lead to 
more optimal consumer behaviors such as excitement towards the team or willingness to pay prices for team tickets, 
merchandise, and other goods. Additionally, we examine consumers possessing varying levels of preference for 
consistency. This is directly related to the team composition as professional sport franchises control whether their 
roster has high or low turnover from previous seasons. 

 
Background 

The research examines professional sport teams varying in composition of having superstars with prominent 
brands to teams with no superstars and athletes with less recognizable brands. Personal branding is defined as “a 
strategic process of creating positioning, and maintaining a positive impression of oneself, based on a unique 
combination of individual characteristics, which signal a certain promise to the target audience through a differentiated 
narrative and imagery (Gorbatov et al. 2018, p.6).” Humphreys and Johnson (2020) examined how the presence of a 
superstar on a team affected that team’s attendance finding that games in which one or more superstar athletes 
participated resulted in higher attendance levels. Michael Jordan bolstered attendance the most by generating between 
4,000 and 5,000 more fans in attendance per game. Overall, there is a complex relationship between superstar athletes 
and team success. Based on the previous findings of fans desiring superstar athletes, we expect teams possessing a 
superstar on their roster will have higher levels of excitement from their fan base than those teams lacking a superstar. 
This may be due to the superstar having a recognizable personal brand image fans can identify and relate to themselves 
as well as the team they root for on game days. 

 
Preference for consistency is “a tendency to base one’s responses to incoming stimuli on the implications of 

existing (prior entry) variables, such as previous expectancies, commitments, and choices (Cialdini, Trost, & Newsom 
1995, p. 318).” Consumer levels of preference for consistency has been found to influence how they react to celebrity 
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endorsements (Cialdini, Trost, & Newsom 1995; Guadagno & Cialdini 2010; Shaffer 1981). Previous research has 
examined how consumers with varying levels of preference for consistency respond to brands. Kocher, Czellar, and 
Usunier found consumers with high levels of preference for consistency and strong self-brand connection had more 
positive attitudes toward a brand action of increasing consistency between brand logo and name. With consumers 
possessing higher levels of preference for consistency desiring stability and reliability, we anticipate they would want 
a team with no superstars on their rosters resulting in less team member turnover. The opposite would be true for those 
with lower levels of preference for consistency since they would desire to have the best athletes on their team. 
 
Key Findings 

We found a significant main effect of team composition on excitement (F (1, 228) = 5.01, p = .03). 
Participants had significantly higher excitement levels when presented a team with a superstar (m = 5.77, SE = .11) 
than a team with no superstar (m = 5.43, SE = .11).  

 
A significant interaction effect of team composition and preference for consistency on willingness to 

purchase (F (1, 174) = 4.13, p = .04) was observed. Participants with high preference for consistency were willing to 
pay higher amounts when no superstar was on the team (m = $300.98, SE = 102.94) than when there was a superstar 
on the team (m = $133.84, SE = 102.94). Participants with low levels of preference for consistency were willing to 
pay higher amounts when a superstar was on the team (m = $345.54, SE = 121.80) than when there was no superstar 
on the team (m = $65.67, SE = 111.18).  
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Summary Brief 
The Boomerang Effect of Word of Mouth in Status 
Consumption 
 
Sona Klucarova, Montpellier Business School, France 
Xin He, University of Central Florida, USA 
 

Word of mouth (WOM) serves an array of different functions, including impression management. In the realm 
of status consumption, this translates into consumers’ tendency to share WOM about their status products with the 
intention to elevate their status in the eyes of other people. The current research proposes that, paradoxically, sharing 
WOM about consumers’ status products decreases the perception of these consumers’ status by others. This is because 
WOM reduces the perceived cultural capital of these consumers. While demonstrating the mediating role of cultural 
capital, bragging and annoyance are ruled out as alternative mechanisms. Furthermore, the negative relationship 
between WOM and status is attenuated for consumers of non-status and non-exclusive status products, and reversed 
for consumers’ predictions concerning status inferences made by others. Further investigation demonstrates that as 
little as one instance of WOM leads to lower perception of status. Specific downstream consequences of reduced status 
inferences are also explored. 

 
Theoretical Background 

WOM plays a crucial role in consumer behavior. Prior work has demonstrated that consumers are especially 
inclined to share WOM on status-infused products, hoping that doing so will make them look good in the eyes of 
others (Berger 2014; Lovett, Peres, and Shachar 2013). In contrast, the current research demonstrates that, 
paradoxically, sharing WOM about their status products decreases consumers’ perceived status in the eyes of other 
people. Specifically, we argue that sharing WOM about their status products reduces the perceived cultural capital of 
these consumers, which in turn decreases their perceived status. 

 
Cultural capital refers to a collection of an individual’s social assets, including one’s level of education, 

intellect, and familiarity with high culture (Bourdieu 1984, 1986; Bourdieu and Passeron 1979). Consumers who 
possess cultural capital tend to avoid obvious status signals and instead prefer subtle, inconspicuous signals (Berger 
and Ward 2010; Han, Nunes, and Dréze 2010). Sharing WOM about one’s status product is a very obvious and easily 
noticeable signal, which sharply contrasts with typical behavior of consumers who possess cultural capital. Cultural 
capital also tends to be a strong predictor of an individual’s standing on the social ladder (Bourdieu and Passeron 
1979). Taken together, we propose that consumers who share WOM about their status products will be perceived by 
others as lacking cultural capital and, in turn, having lower social status. 

 
Findings 

Our experimental studies provided evidence for the negative impact of WOM on perceived status in a variety 
of contexts. Furthermore, we established a mediating role of cultural capital using both the traditional mediation 
approach and the moderation method (Spencer, Zanna, and Fong 2005). We also ruled out a number of alternative 
explanations, established several boundary conditions, and examined specific downstream consequences with respect 
to the effect of WOM on status inferences.  

 
In sum, this research demonstrates a boomerang effect of WOM, such that talking about their status products 

decreases consumers’ perceived status. These findings contribute to both status consumption and WOM literature, and 
have significant managerial implications for marketing status products. 
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Summary Brief  
The Role of Fear of Missing Out in Consumer 
Preorder Remorse 
 
Brett Kazandjian, Mississippi State University, USA 
Kevin Shanahan, Mississippi State University, USA 
Frank Adams, Mississippi State University, USA 
Jutong Wen, Mississippi State University, USA 
 

This study expands upon the preorder literature by exploring social reasons that customers preorder 
products, absent any tangible incentive or sense of scarcity. Specifically, we examine the roles of fear of missing out, 
search effort, and excitement in influencing preorder remorse. The findings indicate that the fear of missing out can 
increase consumers’ preorder remorse, but the effect is reversed when consumers extensively search for information 
about the product and are excited about the offering. 

 
Introduction  

Preordering – the practice of selling consumers a new product before it is released for general purchase (Hui, 
Eliashberg, and George, 2008) – is a popular strategy to introduce new offerings. Extant literature demonstrates that 
price discounts lower risk perception when customers preorder (Loginova, 2016). Similarly, bonus offerings – such 
as collectible add on products – increase the likelihood of preordering behavior. The purpose of our study is to examine 
factors motivating consumers to preorder a product, without discount or bonus incentives attached to the purchase.  
Our study explores the role of product/self-image congruence and fear of missing out in mitigating preorder remorse.  

 
Specifically, preorder remorse is defined as the consumer tendency to experience a feeling of regret when 

preordering a product, while congruence is defined as the match between consumers’ self-image and the product, 
brand, or service (Sirgy, 1985). Based on the Theory of Congruency (Hosany and Martin, 2012), congruence is 
expected to be negatively related to preorder remorse (H1). When a new product is announced and available for 
preorder, it tends to trigger consumer information seeking (Gruner and Homburg, 2000), which tends to gravitate 
towards others sharing similar interests (Angst et al., 2010). Fear of missing out (FOMO) describes individuals’ 
tendency to experience anxiety from being excluded from information or experiences shared by groups to which they 
wish to belong (Przybylski et al., 2013; Elhai et al., 2016). Consumers experiencing FOMO may feel unpleasant social 
pressures to conform to groups’ desires to preorder (Hodkinson, 2016) and, as such, may feel forced to purchase a 
product. Since congruence is necessary for mitigating remorse, it is also expected that it works as an antecedent to as 
well as in conjunction with FOMO in a partial mediation (H2).  

 
Search effort is “the degree of attention, perception, and effort directed toward obtaining environmental data 

or information related to the specific purchase under consideration” (Beatty and Smith, 1987, p85). Consumers that 
fail to carefully consider their prepaid purchase options are more likely to experience preorder remorse. Excitement 
is an emotional state defined by high levels of pleasure and arousal (Russell and Pratt, 1980). Excitement also plays a 
critical role in consumers’ motivation to search extensively for information on products (Schmidt and Spreng, 1996). 
Therefore, we would expect excitement to moderate the extent of the information search, while search effort is 
moderating the relationship between FOMO and preorder remorse (H3). 
 
Key Findings  

One of the main goals of this study was to investigate why preordering might occur even absent specific 
incentives or scarcity. The results indicate that consumers may evaluate preorder outcomes based on FOMO. The roles 
of search effort and excitement are also important as they can reduce consumer preorder regret. This study expands 
upon current literature on preorder by demonstrating that behaviors and social pressure help explain why consumers 
preorder products. This also opens some important implications for practitioners. 
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Practitioners need to take into consideration the impact of FOMO, search information, and excitement on 
preordering behavior. When employing preorder strategies, in addition to incentives, firms need to mount active, but 
subtle campaigns in the social media spaces that their customers frequent. By providing easy access to information, 
and reinforcing enthusiastic customers, it may be possible for firms to enhance the excitement and search activities 
that make preorder remorse the least susceptible to FOMO. 

 
Congruence and FOMO both deal with consumer identity and belonging. More research is needed to 

understand the nature in which these two factors play upon and reinforce one another. Also, this model needs to be 
measured against customer outcomes such as brand loyalty and customer satisfaction in the future study. 
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Summary Brief  
“What Factors Influence Consumers' Attitudes 
Towards Autonomous Products?” 
Mehrnoosh Reshadi, Texas Tech University, USA 
Mayukh Dass, Texas Tech University, USA 
 

Artificial Intelligence (AI) has become prevalent and many firms are integrating AI into their product 
offerings to develop autonomous intelligent products (AIPs). AIPs provide many benefits including time, labor, energy 
and financial efficiencies and effectiveness for consumers. Such benefits would suggest that consumers should be very 
interested in these products. However, although industry reports forecast a large market for AI products, managers 
are puzzled about the surprisingly low rate of adoption of AIPs among consumers. What is keeping consumers from 
adopting AIPs? This research looks at how consumers’ attitudes towards and adoption of AIPs are formed by the 
degree of product autonomy, perceived control, perceived risk, and consumers’ expectations. We use an experimental 
design to test and provide support for our proposed model. 

 
Introduction  

Advances in Artificial intelligence (AI) and robotics are changing the way people live, work, and interact 
with the market. Each year new intelligent AI-based products such as robotic vacuum cleaners, autonomous lawn 
mowers, and smart thermostats are introduced to the market. These autonomous intelligent products (AIPs) provide 
various benefits to consumers by automatically performing tasks on behalf of consumers, reducing human effort, 
saving time and labor (Rijsdijk and Hultink 2003). However, despite the promises of AIPs, consumers’ adoption of 
these products is extremely low. What is keeping consumers from adopting AIPs? Our paper offers an initial answer 
by examining the underlying factors that impact consumers’ adoption of AIPs. We explore the roles of product 
autonomy, perceptions of control, risk perceptions, and transformation expectations on forming consumer attitudes 
towards AIPs. 
 
Theoretical Background 

Product autonomy is the degree to which a product can perform tasks on its own without intervention from 
humans (Rijsdijk and Hultink 2003). AIPs provide a variety of benefits to consumers, such as timesaving, reduced 
efforts as well as precision and flexibility (e.g. Leung, Paolacci, and Puntoni 2018). Because of these benefits, 
consumers may have positive evaluations regarding AIPs. Therefore, we suggest that product autonomy has a positive 
effect on attitudes towards AIPs (Hypothesis 1). We propose that this relationship may be due to the transformational 
ability of AIPs to change consumers’ lives (Richins 2011). Transformation expectations are “the beliefs that one’s self 
or one’s life will be changed in a significant and meaningful ways by the acquisition and use of a product” (Richins 
2011, p145). AIPs transform consumers’ lives in a variety of ways. Through automating and performing tasks on 
behalf of consumers, AIPs allow consumers to dedicate their time, labor, and other resources to other facets of their 
lives such as more time with family, leisure activities and relaxation, and concentrating on other tasks. Therefore, we 
suggest autonomous products increase consumers’ life transformation expectations and subsequently result in more 
positive attitudes towards AIPs (Hypothesis 2). 

 
Additionally, some studies suggest that consumers may be hesitant to fully relinquish control to autonomous 

products (e.g. Carmon, Schrift, Wertenbroch, & Yang 2019). We suggest that this may be due to consumers’ 
perceptions of control over AIPs. We define consumers’ perceived control as the individuals’ belief regarding the 
level of control they possess over their actions and environment (Collier and Sherrell 2010). Control is a fundamental 
human need. Control deprivation can result in aversive reactions and motivations to restore control (Bukowski et al. 
2016). We suggest that delegating tasks to AIPs and relinquishing control may be unpleasant for consumers and 
negatively affect their attitudes towards AIPs. Therefore, we predict that consumers’ perceptions of control moderate 
the effect of product autonomy on attitudes (Hypothesis 3). 

 
 Furthermore, in the past, consumers’ perceptions of risk have been identified as antecedents of consumer’s 

attitude towards other technologies. Consumers may perceive high levels of risk, including financial risk, related to 
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the uncertainty of the amount of loss they may incur due to repair and maintenance of a product (Agarwal and Teas 
2001). We suggest that autonomous products may require high levels of technical skills and expertise to be programed, 
maintained, and repaired. Consumer’s may perceive higher levels of financial risk related to AIPs which can 
negatively impact their attitudes. Therefore, we suggest that perceptions of financial risk moderate the effect of product 
autonomy on attitudes (Hypothesis 4). Our full theoretical model is shown in Figure 1. 

 
Methodology 

Three hundred respondents were recruited from MTurk. Participants were randomly assigned to one of two 
product autonomy conditions (high vs. low). Participants read a scenario describing a fictitious company’s 
introduction of a new autonomous product to the market then read the description of the product. Participants then 
responded to a series of questions regarding our constructs of interest using previously validated scales. A final sample 
of 265 (excluding partial responses) was used in the analysis (54% Male, 𝑀𝑀𝐴𝐴𝐴𝐴𝐴𝐴= 39).  

 
Summary Findings 

We conducted a moderated mediation analysis (Hayes 2017, model 9; 5,000 bootstrapped samples). In 
support of hypothesis 1, product autonomy had a direct effect on attitudes. Consistent with hypothesis 2, 
Transformation expectations mediated the effect of product autonomy on attitudes. We did not find support for the 
moderating effect of perceived control as proposed in hypothesis 3. However, further analysis showed perceived 
control has an indirect main effect on attitude. Finally, the index of moderated mediation was significant for financial 
indicating support for hypothesis 4. 

 
General Discussion 

Industry reports suggest that adoption of AIPs is low among consumers. Limited research within marketing 
has only explored the effect of perceived usefulness, ease of use, and general risk on adoption of AIPs. We contribute 
to this literature by considering other factors that influence consumers’ attitude and adoption of AIPs. We found that 
the degree of product autonomy impacts consumer attitudes. This effect is due to the consumer’s transformation 
expectations of AIPs to bring meaningful changes to their lives. In addition, perceptions of financial risk regarding 
AIPs depends on the degree of product autonomy and will negatively impact attitudes. Also, consumer’s perceptions 
of control over AIPs have a negative effect on their attitudes. Marketing managers can improve adoption of AIPs by 
emphasizing the transformational effects of AIPs and offering superior customer support pre-sale and post-sale that 
can reduce consumer’s risk perceptions. 
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Summary Brief  
Organizational Memory and Marketing-R&D/Engineering 
Integration in US Manufacturing Industry  
 
Turkan Dursun-Kilic, West Texas A&M University, USA  
Ceyhan Kilic, Tarleton State University, USA  
 

The increasing level of technological advancement, consumer expectations, and domestic as well as 
international competitive pressures continue to reduce the product life cycle for new products. In this environment, it 
has become extremely important for companies to understand the critical determinants of new product success and 
failure and to be able to develop successful products for markets. The main objective of this research study is to 
explore the link between market orientation and new product performance by taking into account the mediating effects 
of project-level intelligence sharing capabilities including memory level, memory dispersion and the marketing-
R&D/engineering integration. It was found in this study that organizational memory level leads to better new product 
performance. Thus, organizational memory level serves as a mediator between market orientation and new product 
performance. Furthermore, this study shows that market-oriented organizations place more emphasis on the 
integration between marketing and R&D/engineering units in the new product development process.
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Summary Brief 
The Use of Social Media and Social Interaction in 
Crowdsourcing in the Fuzzy-Front End of New 
Product Success 
 
Debra Zahay-Blatz, St. Edward's University, USA 
Debika Sihi, Southwestern University, USA 
Nick Hajli, Swansea University, UK 
Mina Tajvidi, Newcastle University, UK 
 

Firms naturally engage in efforts to reduce product failures as new product success (NPD) is a costly and 
complex endeavor. One method to reduce failure is to incorporate customer insights into the development process, 
thereby developing a product which is more likely to resonate with market demand.  Technological developments and 
tools such as online forums and social media have made it more efficient for companies to gather customer insights 
at a larger scale or from a “crowd.” This research uses both contingency theory and information processing theory 
to examine the effects of social interaction on the quality of crowdsourced ideas in terms of both concreteness and 
novelty. The results suggest that managers might be underutilizing interactive methods of crowdsourcing, specifically 
online social media outlets, and particularly when soliciting ideas from novice users.  Therefore, the inherent bias 
against crowdsourcing in the fuzzy-front end can be challenged by asking managers to considered other methods of 
idea generation among both experts and novice users. 

 
Crowdsourcing is “the act of taking a job traditionally performed by an employee or specific team and 

outsourcing it to a generally large group of people in the form of an open call” (Howe 2008).  It is anticipated that 
insights from many people offers a “wisdom of the crowds” (Surowiecki 2004) or the value of many perspectives. In 
addition, online forums typically have a social element in which crowd members can build on one another’s ideas. 
This approach is similar to a focus group but with the added benefit of being able to read and revisit posted ideas. 
However, prior research indicates that managers have concerns about ideas generated through online crowdsourcing 
compared to more traditional offline means (e.g., focus groups) (Zahay, Hajli, and Sihi 2018).  Managers tend to cling 
to more traditional marketing research methods because they trust the results. Therefore, this research examines 
whether managerial concerns about the quality in terms of novelty and concreteness of crowdsourced ideas are 
warranted. This is the first paper, to date, that has examined ideation in the fuzzy-front end (FFE) of NPD in (1) online 
versus offline environments, (2) with social interaction versus no-interaction between lead and novice users.  

 
The research uses both contingency theory (Lawrence and Lorsch 1967) and information processing theory 

(IPT) to examine the effects of social interaction on the quality of crowdsourced ideas in terms of both concreteness 
and novelty.  In the context of the RBV, the ability to effectively capture and process crowdsourced ideas (information) 
in the FFE of NPD is a process that is inimitable in the organization and can lead to competitive advantage.  As a 
specific mechanism, IPT has been used to evaluate how managers make decisions in NPD relating to particular work 
outcomes (Tatikonda and Montoya-Weiss, M. 2001).   

 
However, effectively utilizing these ideas may require managers to consider various conditions, such as 

whether ideas are collected with or without social interaction.  Therefore, contingency theory also lends itself to the 
examination of outcomes under varying conditions in this context.  In addition, contingency theory has been used as 
a lens through which to examine other factors which impact NPD effectiveness. such as task complexity (Dayan and 
Di Benedetto 2010) and external environmental factors (Lee and Wong 2011). Prior work (Lilien et al. 2002; Poetz 
and Schreier 2012) has compared ideas generated by lead users to more traditional market research but did so in a 
context prior to the widespread use of social media. 

 
Therefore, the contribution of this research is an examination of the way ideas are collected from users and 

particularly to assess the impact of new media on the quality of crowdsourced ideas.  It is hoped that the examination 
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of the means of data collection will help managers to be less concerned about the efficacy of crowdsourced ideas from 
both lead and novice users in the FFE of NPD. This work is guided by three general research questions which examine 
differences in ideas generated through both online and offline methods and whether or not social interaction among 
users is possible.  These research questions are conducted with consideration of the levels of users’ expertise (novice 
and expert/leader user). 

 
R1: What are the differences in the (a) concreteness and (b) novelty of ideas generated through offline methods 
versus online methods without social interaction? 
R2: What are the differences in the (a) concreteness and (b) novelty of ideas generated through offline methods 
versus online methods with social interaction? 
R3: What are the differences in references to existing products during ideation through traditional methods versus 
online methods? 
 
Methodology 

As Table 1 indicates, ideas were gathered from both expert and novice users in four different conditions, 
being offline versus online and no social interaction (interviews and ideation contest) and with social interaction (in 
person focus groups and social media communities). 

 
Table 1: Research Design  

Ideas gathered from expert and 
novice users in each context 

Offline (Traditional) Online 

No Social interaction (R1) Interviews Ideation Contest 
Social Interaction (R2) Focus Groups Social Media Communities 

 
Data collection was conducted in these four different contexts related to development of a new food 

transportation system similar to questions asked in prior research. Participants in all contexts were told a basic cover 
story where they are asked to assume that they work for a start-up venture which produces containers to store and 
carry food and that the company was looking for new ideas on food storage and transportation. This product should 
be a next generation food transportation system revolutionizing existing food transport mechanisms.  The set of 
questions and the ultimate coding categories used in these settings were refined from input with expert in food 
transportation from YETI corporation.  

 
For traditional market research contexts, ideas for this fictional new product were collected through one-on-

one interviews and traditional focus groups with “foodies” (lead users) and novice users.  In the online contexts, ideas 
were gathered through foodie and non-foodie social media communities and was collected through ideation contests 
as well as social media interaction on Facebook. Participants were students in an undergraduate market research class, 
attendees at several community festivals and food service professionals.  

 
The novelty and feasibility of ideas generated in each category was analyzed by three separate coders who 

jointly developed a coding dictionary based on prior research and the feedback provided by the expert from YETI. 
The coders made sure they understood the categorizations in the dictionary prior to independently coding the data.  
The coders used the analysis method prescribed by Yin (2011) which involves identifying patterns in data and making 
adjustments in the analysis when required. The inter-coder reliability among the three coders was 90% or higher for 
all categories. 
 
Results 

More detailed results will be presented at the conference as data analysis is ongoing.  A summary of results 
is below in Tables 2 and 3: 
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Table 2: R1, No interaction, percent of ideas in each category 
Type Lead User (Foodie) Novice 
 
Offline 

Interview  Interview  
Medium Concrete (52.78%) 

Low Novelty (63.89%) 
Medium Concrete (68.89%) 

Low Novelty (93.33%) 
   
 
Online 

Online Survey  Online  Survey  
Low Concrete (64.34%) 
Low Novelty (59.69%) 

Medium Concrete (59.26%) 
Medium Novelty (70.37%) 

  
 
Table 3: R2, Interaction, percent of ideas in each category 

Type Lead User (Foodie) Novice 
 
Offline 

Focus Group  Focus Group 
Low Concrete (73.33%) 

Medium Novelty (60.00%) 
Low Concrete (61.11%) 
Low Novelty (77.78%) 

   
 
Online 

Facebook Community Facebook Community 
Medium Concrete (66.67%) 
Medium Novelty (60.00%) 

Medium Concrete (83.33%) 
Medium Novelty (50.00%) 

 
 
Key Findings: 

The key finding of our research are: 
 Offline methods with no interaction are unlikely to generate novel ideas with either group of users. 
 Online methods with no interaction can produce more concrete and novel ideas among novices. 
 Offline methods with interaction were not likely to produce concrete ideas. 
 Online methods with interaction produced more novel ideas among both lead and novice users.  
 In addition, in online conditions, participants referenced other brands less than in offline conditions. 
 
The results suggest that managers might be underutilizing interactive methods of crowdsourcing, specifically 

online social media outlets, and particularly when soliciting ideas from novice users.  Therefore, the inherent bias 
against crowdsourcing in the FFE can be challenged by asking managers to considered other methods of idea 
generation among both experts and novice users. 
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Summary Brief 
Reflexive Doubt in Expert Systems:  Mask 
Compliance during COVID-19
Pia A. Albinsson, Appalachian State University, USA 
Merlyn A. Griffiths, University of North Carolina, Greensboro, USA 
B. Yasanthi Perera, Brock University, Canada

As COVID-19 progresses, expert systems such as the CDC and WHO continually disseminate information 
about its spread. Municipal, state, and federal leaders have vacillated in their messaging about mask-wear, a key 
protection measure to minimize transmission. Some consumers have interpreted this lack of clarity and transparency 
as indecisiveness, thereby instilling distrust in expert systems. To a large extent, consumers’ misgivings and 
subsequent behaviors center on personal and societal rights and responsibilities. Drawing on consumer research on 
institutional theory, this article examines current public discourse regarding recommended and mandated mask-wear 
as a means of personal protection for U.S. consumers. This work contributes to the literature on expert systems and 
ideological structures that shape consumer choice and compliance/non-compliance in response to regulatory 
mandates. 

Introduction 
Those which generate and has access to credible information and data which allows for informed decision 

making, such as local and global leaders, government agencies, and research driven organizations are considered 
expert systems. In the case of COVID-19, inconsistent messaging by government officials and health experts has 
jeopardized consumers’ trust in expert systems that are charged with assessing and managing systemic risk across a 
population (Giddens 1991). Despite its initial reluctance, the World Health Organization (WHO) recommended face 
masks as a preventative measure in June 2020, long after the surge of Coronavirus-related deaths. To some, this delay 
implied that the severity of the virus was initially exaggerated. With leaders world over urging citizens to wear masks 
to curtail Covid-19, consumers must comply to garner the desired benefits. The pandemic imposes lifestyle restrictions 
on taken-for-granted liberties of everyday life and threatens individual and societal well-being. In the U.S., instead of 
simply being a public health directive, the wearing of face masks has assumed a partisan flavor with pro versus anti-
mask wearing factions. Given the pandemic’s severity and public cooperation necessary to effectively combat this 
disease, we seek to understand consumers’ underlying rationale for complying with or resisting face coverings 
mandates by examining the public discourse on this issue. 

Literature Review 
Extant research on legitimacy of products/ services and practices, examines how marketplace myths have 

restored consumers' trust in various expert systems (Henry 2010; Humphreys and Thompson 2014). While some 
consumers are likely to comply with town, city, state ordinances and mandates, others have taken a ‘my right my 
choice’ stance as a means of legitimizing their non-compliance decision. The current societal discourse on protective 
measures and some consumers’ negative reactions, indicate a deeper incidence of reflexive doubt in institutions 
including government, and science-based public expert systems (e.g., the WHO and the CDC). Consumers are often 
disconnected in the marketplace, but may mobilize and engage in consumer activism when faced with a common 
threat (Henry 2010). In the case of mask mandates, the threat is perceived as encroachment on personal rights and 
individual right to choose. Thus, when consumers’ choices or practices are constrained, they may voice their 
frustrations by gathering at rallies or engaging in online activism to protest the perceived infringement of rights 
(Albinsson and Perera 2013; Kozinets and Handelman 2004). For some, online activism entails sharing their reactions 
and view in relation to specific media reports, and these expressions and opinions shared in online forums, are the 
sources that inform this study. 

Method 
Public discourse from online news forums/ comment sections were coded by three independent coders. While 

eighty-nine articles published in mainstream U.S. news media between March and July 2020 discussed mask wear, 
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some did not allow for comments or had a minimal number (>100) of comments. Most notable was the political lens 
through which the articles were published. The researchers identified six articles (two each from left leaning, right 
leaning, and neutral publications as deemed by a consumer poll) and, guided by theory, engaged in a thematic analysis 
(Charmaz 2006) of the associated comments. 

Preliminary Findings 
A recursive analysis of the data indicates that both groups hold distinct views of rights in relation to the 

individual, and to the collective community. With what we interpret as differing worldviews, the data indicates that in 
discussions of community, those who are non-compliant view “community” in terms of  their responsibility to those 
closest to them (i.e., family) whereas those who are advocating for mandates regard it in broader terms by expressing 
their responsibility to society. Relatedly, those who are non-compliant believe that mandates violate their right to 
freedom, and they react by exercising this right through non-compliance and protest. However, there is little, if any, 
reference to others' rights to health and life, nor the fact that rights come with responsibilities. In contrast, those who 
are compliant appear to be aware of their responsibility to the community in terms of public health and societal well-
being. Consequently, each group seems to have developed an “us versus them” stance, with friction fueled by differing 
worldviews, which appears to influence their interpretation of various expert systems' communication. Moreover, 
irrespective of whether they are compliant or non-compliant, based on values, exposure to information, education, 
political and other affiliations, and the like, individuals appear to have developed a negative view of those with 
dissenting opinions. Over time, there is an intertwining effect with these various influences feeding into one another 
to create further polarization. 

Discussion and Conclusion 
Consumers mobilize to protect their rights in numerous venues including anti-mask rallies, through voicing 

their opinions in online news forums, and by not wearing a mask. Although forgoing a mask can be viewed as risky 
consumption, our findings show that those consumers who think of themselves as “me, myself, and I” and therefore 
have a individualistic frame of reference are inclined to take greater risk-taking tendencies (i.e., no mask). The opposite 
is true for consumers who think of themselves as members of a group, and are risk-averse thereby avoiding pain and 
loss (i.e. wear a mask). At this point, the pandemic has taken more than 1,000,000 lives globally (September 2020) 
and over 200,000 lives in the U.S. alone. As society is still very much under threat, research that focuses on unearthing 
consumers’ sentiments regarding preventive measures is important. Implications for marketers and public policy is 
discussed. 
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Summary Brief  
Perceived Access, Fear, and Preventative Behavior: 
Keys to Encouraging Positive Outcomes during the 
COVID-19 Health Crisis  
 
Richard Justin Vann, Penn State Behrend, Gonzaga University, USA 
Emily Corinne Tanner, West Virginia University, USA 
Elvira Kizilova, West Virginia University, USA 
 

Preventative behaviors can be critically important in managing public health crises such as COVID-19 
pandemic. This research emphasizes the role of perceived access to health care services during pandemic in 
maintaining personal preventative health behavior, COVID-preventative behavior, and physical health. Results from 
three studies show that high perceived access reduces pandemic fear through its buffering effects on perceived health 
vulnerability and pandemic-related health system concerns, especially when individuals judge themselves susceptible 
to the pandemic and have sufficient mental-emotional health to process positive access information. In turn, for 
individuals high in perceived pandemic control, pandemic fear leads to diminished general preventative health 
behaviors and largely curtails any positive influence of pandemic fear on COVID-preventative behaviors. 

 
Introduction 

The Coronavirus (COVID-19) pandemic caused a public health crisis that affected access to healthcare 
services. The health service system cancelled non-emergency procedures, moved in-person office visits to virtual 
settings, and sharply limited family/caretaker involvement in healthcare encounters (Center for Disease Control 2020; 
Centers for Medicare and Medicaid Services 2020). This resulted in a decrease of primary care visits by 70% (Cutler 
2020) and emergency room visits by (Hartnett et al. 2020). This research seeks to understand how perceptions of 
access and their relationship to pandemic fear contribute to personal preventative health behavior, COVID-
preventative behavior, and physical health.  
 
Conceptual Framework 

In this paper, we focus on perceived access to health services (PAHS), defined as an individual’s comparative, 
subjective evaluation of personal opportunity and ability to obtain health services, and its dimensions: availability, 
affordability, and acceptability (Tanner et al. 2020). We use the Health Belief Model (HBM, Rosenstock 1974) to 
understand the effects of PAHS. The HBM is a value-expectancy framework that operates under the assumption that 
individuals balance the value of avoiding illness with their expectancy of being able to avoid illness (Carpenter 2010). 
During a public health crisis, two different forms of expectancy will likely be impacted (diminished) by access 
perceptions: perceived health vulnerability, or the feeling that one is unable to mitigate the severity of unwanted health 
outcomes in a particular situation, especially when compared to others (Blanton et al. 2001) and  health system 
concerns, defined as an individual’s judgment of how public health crisis management will affect their individual care 
and well-being.  

 
Perceived susceptibility, or “beliefs about the likelihood of getting a disease or condition” (Champion and 

Skinner 2008, p. 47), also likely plays a role in the relationships between PAHS and its immediate effects on perceived 
health vulnerability and health system concerns. Access perceptions should be especially relevant/diagnostic (Lynch, 
Marmorstein, and Weigold 1988) for individuals who believe they are susceptible to the pandemic and may hold 
relatively little influence for those who feel immune to the pandemic or its health effects.   

The effects of PAHS on perceived health vulnerability and health system concerns may also depend on 
availability of sufficient personal emotional and mental resources.  
 As perceived health vulnerability and health system concerns potentially add to the threat posed by the 
Coronavirus pandemic, they lead to more pandemic fear defined as a natural response to a threatening situation (Smith 
and Lazarus 1993). Pandemic fear should positively affect the uptake and maintenance of general preventative health 
behavior (e.g., eating well, exercising, getting enough sleep) and COVID-preventative behavior (e.g., washing hands, 
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wearing a face mask) thus improving individual’s physical health. However, if pandemic fear is coupled with a sense 
of personal control over pandemic outcomes, its functional benefits should be muted (Lerner and Keltner 2001).  
 
Findings  

In a series of three studies, we examine components of the HBM to understand and explain preventative 
behavior in the midst of a global pandemic. Study 1 demonstrates that perception of access increases perceived health 
vulnerability and health system concerns that lead to increased pandemic fear. These effects are moderated by the key 
beliefs (susceptibility, control) and personal resources (mental-emotional health). Study 2 demonstrates that 
preventative health behavior (but not COVID-related behavior) mediates the effects of pandemic fear on overall 
health. These effects are moderated by pandemic related control. A post study relates access perceptions to a set of 
demographic (education level, income, ethnicity, insurance source, employment status) and behavioral factors 
(telehealth experiences, in-pandemic healthcare use). The findings from the post study reveal that people who have 
higher education levels, higher income, and experience with the health system (e.g., managing a chronic health 
disorder), have higher perceptions of access. Those who perceived improved access were those with lowest reported 
income. Finally, those with no health insurance also seem to perceive more access disruptions. 
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Summary Brief 
Wear a Mask, Wash your Hands, Stay Home:  An 
investigation into precursors of compliance with 
healthy behaviors in the COVID-19 pandemic 
 
Omar P. Woodham, North Carolina A&T State University, USA 
George W. Stone, North Carolina A&T State University, USA 
Demetra Andrews, Indiana University Purdue University Indianapolis, USA 
 

The U.S. has been severely affected by the coronavirus, in large part, because of political objectives that 
contradict the recommendations of the scientific community. Compliance with stay-at-home orders and mask-wearing 
have become contentious because some people feel that adopting those behaviors tramples on their individual rights. 
The current exploratory study examines some of the factors that help to explain why some people comply and others 
defy the recommendations. The authors propose a model that includes four main factors: trust (in informational 
source), personal factors such as health locus of control, personal situational factors (such as financial resources, 
personal health and access to health care facilities), and empathy (in this case for health care workers). The model 
was tested using confirmatory factor analysis. Results of our findings are presented as well as recommendations for 
ways to more effectively reach out to those who fail to follow community health official advice.  
 
Purpose for the Study 

The current research investigates some of the differences in attitude/psychological make-up among 
individuals, and how that orientation impacts their behaviors during the epidemic. For example, some people have 
higher levels of individual health locus of control, which means that they believe that they are in control over whether 
they get sick. There are also situational factors, such as perceived pain of the disease, whether they or a family member 
living with them has pre-existing conditions, and perceived (lack of) access to health care treatment that might lead a 
person to avoid risky behaviors related to COVID-19. Other factors straddle the two issues of personal and situational 
concerns, particularly due to the deep political divide that exists in the U.S. and therefore, the sources of information 
that people consume are heavily siloed. Therefore, we suspected that compliance with the prosocial behaviors of 
staying at home when ordered to do so, mask-wearing, and more handwashing would be correlated with trust in 
particular government officials and news sources, and negatively with others. The goal of this research is to identify 
those characteristics that lead to people’s compliance with the healthcare community’s recommendations. 

 
Summary of Hypotheses 

H1: Empathy for Healthcare workers is positively associated with: a) consistent mask-wearing,  
b) earlier mask-wearing, c) more frequent handwashing, d) earlier obedience to stay at home.  

 
H2: Empathy for Healthcare workers is positively associated with the view that: a) the stay-at-home order 
saved lives, b) the order should remain in place, and disagreement with the view that  
c) the stay-at-home order is a violation of one’s freedom.  
H3: Collectivism will be positively associated with: a) consistent mask-wearing, b) earlier mask-wearing, 
c) more frequent handwashing, d) earlier obedience to stay at home 
H4: The effect of collectivism on the adoption of health recommendations will be mediated by empathy for 
healthcare workers 
H5: Internal health locus of control (IHLC) will be negatively associated with a) consistent mask-
wearing, b) how soon (the later) they began wearing masks, c) the view (i.e., disagreement) that the stay-
at-home order should remain in place, and d) how soon (the later) they obeyed the stay-at-home order.  

 
 
 
Method 
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An online survey was created and administered to a sample of 240 respondents between April 28, 2020 and 
May 15, 2020. These respondents were recruited by, and included, students from the authors’ classes for extra credit. 
The sample’s age range was 18-67 years old, the median age was 27 years old. Sixty-nine percent of the sample was 
female.   
 

We asked respondents whether a lockdown was put in effect in their city and how they heard about it., when 
they began staying home in response to the notification, how frequently they left their home, and finally, their attitudes 
about the lockdown.  Additionally, respondents were asked if they thought the lockdown was a violation of their 
individual freedom and whether it was time (during the administration of the survey in late April to mid-May) to lift 
the stay-at-home orders. We then collected responses regarding their compliance with the practices recommended by 
the health officials such as washing hands frequently, spending a longer time washing one’s hands, and wearing a 
mask in public.  

 
The next section asked respondents about their level of trust in public officials and various news media 

sources for information about the virus. We asked these questions to determine if trust levels influenced respondents’ 
compliance.  
 
Discussion  

The goal of this research was to determine the personality characteristics and situational variables (such as 
illnesses or family members with illnesses) that might cause more compliance with the recommended consumer health 
behaviors in response to COVID-19. Our results indicated that empathy towards healthcare workers was the most 
important variable that directly influenced the adoption of all recommendations regarding handwashing, mask-
wearing, and staying home. This empathy also favorably affected one’s attitudes toward the stay-at-home orders. The 
most significant driver of this empathy for healthcare workers was collectivism. As it relates to mask-wearing which 
has now been shown to be one of the biggest explanations for decreases in cases in other countries, and the lack thereof 
in the U.S., our results suggest that highlighting trust in Dr. Fauci along with local health officials may help to aid 
consistency and timeliness of mask-wearing, respectively. Individual health locus of control appears to embolden 
respondents against consistent mask-wearing. This may suggest that communications designed to convince individuals 
that their health safety is within their own power is inadequate to promote the required behaviors. It seems that this 
internal view of their own power needs to be reframed toward a collectivist ideal, where their actions can help their 
country to emerge from the crisis.  

 
  Another issue highlighted by the results is that consumer behaviors appear to divide along political lines. 
Respondents who had more trust in the more liberal, MSNBC had higher collectivism and empathy for healthcare 
workers, whereas the opposite was true for higher trust in President Trump. We observe that the programming on 
MSNBC often highlights the plight of healthcare workers by playing video diaries of doctors and nurses who describe 
their fatigue from long hours and anguish over losing patients, biographies of people who have died from COVID-19, 
and the statistics of the cases of COVID-19 around the country. The programming on FoxNews which includes a large 
portion of the American President’s supporters, may not include similar episodic accounts of the personal impact of 
the pandemic. Therefore, those viewers may not have been given the opportunities to develop the same degree of 
empathy for healthcare workers, along with a great degree of exposure to the rhetoric opposing prosocial behaviors 
from the President (such as mask-wearing, e.g. in  his June 18 interview with the Wall Street Journal).   
 

In conclusion, the paper had identified a path to increasing compliance with the public health behaviors 
recommended.  Increasing collectivist sentiments may be difficult since these are formed over longer periods of time, 
but increasing exposure to the plight of healthcare workers may in turn, increase empathy towards them and adoption 
of the behaviors required to make it through this COVID-19 pandemic.
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Summary Brief  
Exercise Behavior During the Pandemic 
 
Asli Elif Aydin, Istanbul Bilgi University, Turkey 
 

COVID-19 pandemic has a significant impact on individuals’ exercise behavior. This study demonstrates 
that individuals’ workout habits change as their extent on isolation increases. The influence of perceptions of physical 
activity, exercise context preferences and demographic factors on the likelihood of engaging in physical activity, 
participating to online exercise classes, and purchasing sports equipment are examined.  
 
Introduction 

Covid-19 induced quarantines inhibited people from participating in various forms of physical activity. Since 
many people had to stay at their homes, they could not persevere with their regular exercise programs. Many people 
had to abandon their gyms and the practice of walking or cycling to home/work/school. Still, considering the 
invaluable impact of physical activity on health and well-being (Hardman & Stensel 2009), people should attempt to 
find ways to incorporate exercise to their new routines.  

 
The objective of this paper is to investigate the impact of COVID-19 pandemic on individuals’ leisure-time 

exercise behavior. The study examines the influence of prior exercising behavior, exercising context preference, 
perception of physical activity as fun, good for health, and good for body image, on exercise related behavior. 
Moreover, the influences of extent of isolation during the pandemic and several demographic factors will also be 
examined. The findings of this study will be beneficial to develop an insight related to exercising behavior during 
isolation periods. Understanding the drivers of engaging in physical activity, participating to online exercise classes 
and purchasing sports equipment will provide implications for designing effective marketing communications.  
 
Background 

Prior research investigated the impact of numerous factors on physical activity. One factor that received 
scholarly attention is the context of physical activity. Majority of the studies revealed that adherence to exercising 
behavior increase when exercising with others compared to when exercising alone (Beauchamp et al. 2007; Burke, 
Carron, and Eys 2006; Carron, Hausenblas, and Mack 1996). Due to social distancing practices in pandemic period, 
understanding the influence of context of physical activity on exercising behavior is important.  

 
Another factor that is noteworthy within physical activity literature is the perception of exercise behavior. It 

is indicated that most individuals recognize exercise behavior as a health activity (Cohen-Mansfield, Marx, and 
Guralnik 2003). Individuals may consider exercise behavior as an activity to pass time and have fun as well (Willis & 
Campbell 1992). Exercise behavior may also be regarded as an activity that is good for one’s body image (Portela-
Pino et al. 2020). Discerning the diverse effects of these perceptions on exercising tendency during the pandemic will 
be fruitful.  

 
Demographic characteristics are important determinants of physical activity as well. Several studies 

examined gender differences in exercise behavior and most indicate that men are physically more active than women 
(Lee 2005; Azevedo et al. 2007). An inverse relation is mainly revealed between weight status and physical activity 
(Blair and Church 2004; Chung and Steiner 2012). Research focusing on the changing physical activity levels for age 
groups report differing results (Netz and Raviv 2004; Shaw et al. 2010). Furthermore, it is suggested that marital status 
and having children (Hull et al. 2010; Pettee et al. 2006;) significantly influence involvement with physical activity. 
The examination of the impact of various demographic characteristics on individuals’ physical activity during the 
pandemic is relevant as these effects might vary in isolation.  
 
Key Findings 

First, the chances of engaging in physical activity during the pandemic is analyzed. The likelihood of getting 
physically active during the pandemic increases for those who already exercised frequently prior to the pandemic (p 
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< 0.001). Besides, those, who perceive physical activity as good for body image are 1.9 times more likely to be highly 
active during the pandemic (p < 0.05). 

 
Regarding the participation to online classes, it is demonstrated that women and individuals without children 

are more likely to participate compared to men and individuals with children. Moreover, those who prefer group 
workouts are 2,8 times more likely to exercise online than those who prefer individual workouts (p < 0.05). 
Furthermore, the likelihood of participating in online exercise rises for those who believe physical activity improves 
their body image with an odds ratio of 1.768 (p < 0.05).  

Last, a logistic regression analysis is made to predict the chances of purchasing sports equipment. The 
analysis found that the odds of purchasing sports equipment increase for those who engage in more frequent and longer 
physical activity prior to the pandemic (p < 0.05).  
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Summary Brief  
The Altruistic Brand: A National Study on the 
Antecedents and Consequences of Cause-Related 
Marketing Campaigns 
 
Phillip Frank, Missouri Western State University, USA 

 
Today’s society has been inundated with countless corporate scandals and examples of unsavory business 

practices. Public opinion of business has seen significant decreases initiated in early 2000’s with scandals such as 
Enron with most recent declines being a bi-product of the Great Recession. Such an environment makes it ideal setting 
for businesses and marketers to rethink what it means to provide value to our customers. In addition to profit and 
market share driven objectives, the current paper asks, “what societal benefits could marketers provide to their 
customers?” One such area is in regards to Prosocial Behavior. The current study tests an empirical model among a 
national sample for not only positive outcomes of promoting Prosocial Behavior through marketing content but also 
potential antecedents of individuals that make them more apt to notice and be receptive to social marketing campaigns.  

 
Introduction 

These are unique times that we currently live in. Over the past decade we have seen increased turmoil and 
division around the World. A 2018 survey for the BBC found that among the over 19,000 participants across 27 
countries, 59 percent feel that their society is more divided today than it was 10 years ago; eighty-four percent of 
Americans (Lardieri, April, 25, 2018). In a March 2020 Pew Research survey found 9 out of 10 Americans see more 
division today than last 8 years (Schaeffer, 2020, March 4). In such times, we are seeing more and more examples of 
businesses engaging in social marketing campaigns. From changing logos, to campaigns supporting social issues, and 
even launching products that are aimed at social issues we are seeing more businesses actively participating in modern 
social conversations.  

 
 One way that businesses are getting involved is through the use of cause-related marketing campaigns. Cause-
related marketing can be conceptualized as the pairing of a firm with a charity in a marketing effort (Basil & Harr, 
2006). CRM has been shown to enhance product choice (Lichtenstein Drumwright & Braig, 2004), attitudes toward 
the firm as well as attitudes associated with the charity (Basil & Herr, 2006; Lafferty, Goldsmith, & Hult, 2004). 
Furthermore, CRM can positively impact a companies’ brand equity, brand loyalty and purchase price premium 
(Nejati, 2014). The current study looked to test a theoretical model explaining potential antecedents and consequences 
of cause-related marketing programs. 
 
Literature Review & Hypotheses Development 
Self-efficacy (SE) 

Bandura (1997) defined self-efficacy as “the beliefs in one’s capabilities to organize and execute the courses 
of action required to produce a given outcome” (p.3).  Individuals with higher self-efficacy are more likely to have 
higher aspirations, take long views, think soundly set themselves difficult personal challenges and commit themselves 
fully to meet those challenges (Bandura, 1997). By contrast, individuals with lower self-efficacy are likely to avoid 
difficult tasks, and have demonstrated a higher propensity towards depression. Perceived self-efficacy has been linked 
to motivation and behavior change and to enhance an affect regulation and psychosocial functioning (Iancu, Bodner, 
& Ben-Zion, 2015). 
 
Prosocial Behavior (PSB) 

Grant (2008) defined prosocial behavior as, “the desire to expand effort to benefit other people” (p. 49). 
Prosocial behavior has been conceptualized as the antonym to antisocial behavior and has been broadly conceptualized 
to denote a broad range of actions committed to the betterment of others without any immediately perceived reward. 
Common conceptualization of prosocial behavior has generally been concentrated on it as a personality trait 
(Agnihotri, Krush, & Singh 2012). Hoffman (1982) posited two key components necessary for the development of 
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prosocial behaviors; empathy and guilt. Hoffman (1982) posted that prosocial behaviors were not a result of intrinsic 
motivations but instead were driven by one’s capacity to take others’ roles into consideration (empathy) in 
collaboration with the desire to conform to social norms of actions (guilt). Recent research in psychology has 
highlighted the need to study alternative pathways or personality traits that might contribute to this prosocial behavior 
affiliation (Agnihotri et al., 2012). While this initial conceptualization provides an excellent foundation in which to 
position prosocial behavior it is the current study’s intention to posit an additional antecedent to one’s prosocial 
behavior tendency; self-efficacy. It is argued that a person’s perception of control over future outcomes should have 
a direct influence on one’s intention to engage in behaviors that are likely to benefit others. 

H1: Generalized self-efficacy will have a positive relationship on individual’s intention to engage in 
prosocial behavior. 

 
Cause-related Marketing (CRM) 
 Cause-related marketing has been an increasingly viable business model as the continued increase in 
consumers demanding more emphasis on ethics in the marketplace (Mercedes et al., 2014).  An outgrowth from 
conversations regarding Business Social Responsibility (BSR), and first introduced in 1988 by Varadarajan and 
Menon, the construct came to refer to campaigns in which a company collaborates with an NPO making a contribution 
to a specific cause in terms of the product sale or product use. Cause-related marketing programs vary in scope and 
design. They may differ in the types of partners involved, causes promotes, manner of contributing, as well as the 
relationship between the parties. While their construction may vary, their outcomes seen sound. 
 
 Consumer attitudes are a critical construct in social psychology and key to the explanation of consumer 
behavior in general (Mercedes et al., 2014). The fact that attitudes serve as precursors to consumer responses points 
to their relation to consumer behavior and purchase decisions. Mercedes and colleagues (2014) posit that CRM 
programs provide an optimal marketing vehicle through which to attract and retain consumers. Most research has 
emphasized socioeconomic and demographic differences in individual’s attitudes toward CRM (see Kropp et al., 1999; 
Moosmayer & Fuljahn, 2010). More recently, Mercedes et al. (2014) demonstrated a significant influence of values 
on consumers’ attitudes toward CRM. Specifically, they observed consumers’ susceptibility to interpersonal influence 
had a direct impact on individual’s attitudes toward CRM. Both Self-efficacy and Prosocial Behavior can be seen as 
interpersonal values. We therefore posit the following hypothesis: 
 

H2: Individual prosocial behavior will have a positive influence on attitudes toward CRM. 
 

Brand Resonance 
Keller (2012) proposed brand resonance as the top-tier outcome of a consumer relationship. Brand resonance 

is defined as “the nature of the consumer-brand relationship, and more specifically the extent to which a person feels 
that he or she resonated or connects with a brand and feels ‘in sync’” (Keller, 2012, p. 188). Further, with true brand 
resonance, consumers feel an overwhelming degree of representation and conformity in building and sustaining the 
consumer-brand relationship. In addition, Vinodhini and Kumar (2012) state that brand resonance is the most 
important building block for brands in the modern competitive marketplace.  

 
Literature has affirmed that consumer attitudes toward CRM contribute to a positive intent to buy and added 

value to the product offerings (Kropp et al., 1999). While previous literature has concentrated on short-term buying 
intention and purchase behavior, little research has investigated the long-term implications of CRM programs may 
develop between brands and consumers. Building on the premise of brand resonance by Keller (2012) that posits it 
has the highest of brand-consumer relationship, the current study posits; 

H3: Consumers’ attitudes toward CRM programs will has a positive impact on their Brand Resonance for 
the brand. 
 

 

 
 

H3 General 
Efficacy 

Prosocial 
Behavior 

Attitudes 
Towards 

CRM 
H1 Brand 

Resonance 
H2 
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Research Design & Methodology 
 A multi-sectioned survey instrument was created for the purpose of testing each of the proposed hypotheses. 
All scales utilized in the survey were derived from pre-existing and well-established scales in the research field. All 
scale items were measured using a 7-point Likert-type scale (1=strongly disagree; 7=strongly agree). The final section 
asked demographic information such as gender, age, marital status and highest level of education completed.  
 
 The current study will utilize a representative sample of the United States population. Quotes were placed 
based on 2010 Census demographic data to include ethnicity, age and gender. The survey was administered through 
MTurk. A total of 400 total participants were collected.  Data will be entered into IBM SPSS version 22.0 with an 
initial descriptive analysis being performed (e.g. frequency, means, and etc.). Reliability will be assessed on an 
individual factor using Cronbach’s alpha. The descriptive analysis will investigate preliminary to ensure against self-
generated data bias.  The hypothesized relationships in the model will be tested using structural equation modeling 
technique via R (Byrne, 2013). Different fit indices will be employed to assess the overall model’s fit (e.g. χ2, χ2/df , 
RMSEA, NFI, CFI, and NNFI).  
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Summary Brief 
The Effectiveness of Corporate Remedy Strategies to 
Product Versus Ethics Misdeeds between Current and 
Potential Consumers 
 
Lei Huang, The State University of New York at Fredonia, USA 
 

While no firm wants a corporate misdeed scandal, firms pay a high price immediately in order to repair the 
damages. Based on Situational Crisis Communication Theory (Coombs 2007), the current study addresses the 
following research questions: (1) how consumers react to three major crisis management approaches: the prompt 
acknowledgement of the misdeed (Tybout and Boehm 2009), the response plan to address the misdeed (Claeys and 
Cauberghe 2014), and the correction plan for the misdeed (Liu, Shankar, and Yun 2017); and (2) how these approaches 
impact on current and potential consumers (Cleeren et al. 2013; Humphreys and Thompson 2014). Particularly, this 
research examines the influences of these approaches on different types of misdeeds (Huang 2015; Dutta and Pullig 
2011): either product/service performance related (PPR) or business ethics related (BER). 

 
The results from 440 participants suggest that a promptness apology is important for current consumers but 

not for potential consumers. More importantly, the response plan has less impact on the current consumers when a 
misdeed is BER than PPR while the correction plan is more important when a misdeed is PPR compared with BER 
misdeeds; for the potential consumer, on the contrary, the response plan has less impact when a misdeed is PPR than 
BER. These findings have extended the holistic versus analytic thinking literature to the domain of existing and 
potential consumers in the context of business misdeeds (Nisbett et al. 2011). As a result, firms need to take different 
remedy strategies for potential and existing consumers.  

 
Among potential consumers, reduction of offensiveness (i.e., the response plan) is the best remedy strategy 

for BER misdeeds; but for PPR misdeeds, the costly correction plan seems to have the same effect compared to the 
response plan. This finding may be explained by the inference that potential consumers value symbolic benefits more 
than functional benefits when they consider buying a product from the firm that has revealed misdeeds (Dutta and 
Pullig 2011). Among current consumers, BER misdeeds are more harmful than PPR misdeeds in term of decreasing 
consumers’ (re)purchase intentions. Consequently, firms perhaps should deny for BER misdeeds to avoid the potential 
negative outcomes but apology for PPR misdeeds in their response plan.  

 
The current study highlights a contingency-based view on business misdeed management, which suggests 

that the relative efficacy of remedy strategies depends on misdeed situational factors. This is meaningful for brand 
managers who need to be ready to respond to unpredictable negative brand publicity resulting from the corporate 
business misdeeds. 
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Summary Brief  
Appearing Genuine can Backfire: Firms’ Expected 
CSR Benefits and the Role of Perceived Corporate 
Hypocrisy 
 
Kristina Harrison, University of Southern Mississippi, USA 
Lei Huang, The State University of New York at Fredonia, USA 
 

This study shows that when firms signal sincere CSR motivations through low expected benefits and then 
later engage in fraud or wrongdoing, that consumers will more harshly judge a firm than if they had signaled profit-
driven expectations from CSR activities and also later engaged in fraud or wrongdoing.  Thus, we show how firms 
may inadvertently demonstrate corporate hypocrisy through their signaled intents. This research not only adds to 
what is already known about CSR motivations and corporate hypocrisy, but also provides evidence of how financially 
signaled motivations are a type of CSR statement and can give consumers indicators about CSR motivations. When 
signaled intent is later met with inconsistent behavior, consumers infer corporate hypocrisy and worse judgements on 
a firm than if the firm had just signaled from the beginning that they were engaging in a CSR activity with the hopes 
of obtaining high expected financial benefits. 

  
Introduction 

In a naïve or simple world, those that do good or positive things, do so because they are good people and/or 
businesses and those that do bad or detrimental things, do so because they are bad people and/or businesses (Yoon et 
al. 2006).  This is called correspondence bias and is related to attribution theory (Gilbert and Malone 1995).  Simply 
put, things are indeed the way that they look.  However, when there is more complex attributional processing, simple 
attributions stop working, especially if there is a hint of suspicion concerning motivations (Fein and Hilton 1994). 
Firms can signal their CSR motives to consumers though the types and degree of benefits they are set to gain from 
their activities (Marin, Cuestas, Roman 2016; Yoon et al. 2006).  Firms that expect low benefits from their CSR 
activities are perceived as having more sincere motives than firms that expect higher benefits from CSR (Yoon et al. 
2006).  Thus, firms that position themselves as having low financial benefits from CSR are more likely to be seen as 
having value-driven motives while firms that are positioned to have higher financial benefits from CSR are likely to 
be seen as having stakeholder motives (Ellen et al. 2006).  Moreover, firms communicate their motives about CSR 
through their expected benefits.  Low expected financial benefits are equated with genuine motivation for CSR and 
high expected financial benefits are equated with self-serving motivations for CSR (Shim and Yang 2016; Yoon et al. 
2006).  As a result, correspondence bias is activated, and consumers believe good deeds must come from a good firm 
(Gilbert and Malone 1995). 

 
However, what happens when these signaled motives prove to be false through later unethical or fraudulent 

behaviors? In this case, it is very likely that consumers will perceive the firm as hypocritical since the firm’s actions 
differ from their signaled intentions. Corporate hypocrisy is defined as when a firm claims to be something it is not 
(Wagner et al. 2009) and hypocrisy occurs when there is “distance between assertions and performance” (Shklar 1984 
p. 62).    When the signaled motives are shown to be false, consumers will perceive the firm as hypocritical and 
subsequently be more likely to negatively evaluate the firm as well as attribute other negative qualities to it (Shim and 
Yang 2016). Additionally, firms’ signaling moral behavior may be doing so to reach moral legitimacy (Seele and Gatti 
2015). Moral legitimacy is related to moral judgements about a firm and its behavior, which rests ‘on judgments about 
whether the activity is “the right thing to do”’ (Suchman 1995 p. 579).  Thus, the research problem is framed through 
correspondence bias/attribution theory, signaling theory, and corporate hypocrisy stemming from a desire to show 
moral legitimacy.   

 
Current Study Findings 

The results from an empirical study (n=770) suggest that the relationship between CSR beliefs and perception 
of CSR fraud is moderated by the expected payoff (H1).  Essentially, the low CSR payoff scenario causes those with 
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higher CSR beliefs to evaluate the fraud more negatively than in the high CSR payoff condition.   Additionally, it was 
found that perceptions of CSR fraud mediate the relationship between CSR beliefs and purchase intention and the 
mediated relationship is moderated by expected payoff, with lower expected payoff leading to worse firm outcomes 
(H2).  This supports the premise that when firms signal morality and value-motives through their low CSR expected 
benefits, consumers see these firms as having genuine and altruistic motivations, but when these motivations are 
proven to be false, consumers more negatively evaluate the fraud because of perceived corporate hypocrisy since their 
signaled intentions do no match their actions (Shklar 1984).  

 
Discussion and Implications 

These findings support existing theory on correspondence bias/attribution theory, signaling theory, and 
corporate hypocrisy (Fein and Hilton 1994; Janney and Gove 2011; Wagner et al. 2009).   Past literature discussed 
corporate hypocrisy as a mismatch between statements and behaviors (Janney and Grove 2011; Wagner et al. 2009). 
We build on corporate hypocrisy theory by showing how a mismatch between intent and behavior can be brought 
about through signaling messages through expected financial benefits of firm behaviors, and in this case, signaling a 
message or intent through expected benefits from CSR activities. Additionally, we also build off CSR motivation 
literature (Yoon et al. 2006) and further show how expected CSR motivation not only shapes attitudes towards a firm 
but can also result in unexpected firm evaluations after a fraud or scandal is made known.  If a firm’s CSR motivations 
have previously been construed as genuine, then consumers will judge those firms more harshly when they commit 
wrongdoing.  In some cases, it may be better not to signal genuine and altruistic intent if there is a possibility of a later 
fraud or wrongdoing going public.   

 
From a managerial perspective, it seems that it is best to not pretend to be good and moral if you cannot 

always uphold ethical standards, and in recent history, it almost seems as if nearly every large firm experiences a 
scandal or crisis.  Our findings advise firms to be cautious when signaling intent of CSR motives.  Consumers do 
perceive expected CSR payout as a type of CSR motive and will infer intent from that.  We suggest that firms to be 
authentic about their CSR intentions as any perceived corporate hypocrisy will backfire and harm patronage intent. 
Instead, firms should be truthful about the real intent of CSR behavior and subsequently consumers will not judge 
those firms as harshly, even if CSR motivations are purely financially driven. 
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Summary Brief  
Influencer Marketing and Firm Value: An Event 
Study Analysis 
 
Parker Woodroof, University of Central Arkansas, USA 
Rebecca VanMeter, Ball State University, USA 
Mike Peasley, Middle Tennessee State University, USA 
Courtney Berger, Ball State University, USA 
 

Influencer marketing (IM) is a hybrid of marketing techniques composed of endorsements and product 
mentions from individuals who have social influence. At its core, IM is a strategy whereby firms gain exposure through 
compensating trusted online leaders to promote products to their followers on various social media platforms. IM is 
valued because influencers are capable of generating engaged social media followers who pay very close attention to 
the influencer's behavior. Influencers build a high level of trust with their following and therefore have considerable 
power to affect consumers' purchasing decisions. Thus, influencers' capacity to reach a substantial portion of the 
target market quickly and cost-effectively makes IM a useful promotional tool for marketing managers. 

  
Research background 

To study the impact of IM, the authors use event study methodology to examine the effects on shareholder 
value using a sample of posts made by Instagram's top-paid influencers. Shareholder value is viewed as a useful metric 
for quantifying the impact of strategic initiatives such as IM on firm performance. First, recent research has focused 
on social media's effects on an increase in shareholder value (e.g., Colicev et al. 2018). Second, practitioners are often 
compensated based on achieving non-financial metrics (e.g., engagement or customer behavior), and the relationship 
between such metrics and marketing effectiveness is complex (Gupta and Zeithaml 2006). Therefore, an examination 
of how IM impacts shareholder value is useful and offers implications for marketing managers.  

 
Next, using the sample of social media posts from Instagram's top-paid influencers on behalf of publicly 

traded US firms, the authors examine how post design characteristics influence changes in shareholder value. While 
the results show that the overall impact of IM posts on firm value is positive, there is variation in market response that 
can be explained in the post design. This is expected because research on social media marketing suggests that post 
design can impact shareholder value (Colicev et al. 2018). Thus, the results of a subsequent random-effects regression 
highlight which post attributes impact shareholder value.  
 
Conclusion 

This research contributes to the emerging literature on social media and influencer marketing by examining 
the links between influencer marketing campaigns and shareholder value. While current literature on IM investigates 
how consumers respond to such campaigns via the influencer's trusted and respected voice (Woodroof et al. 2020), 
this study examines how the market responds to IM campaigns. Thus, the present study provides performance metrics 
on IM that are meaningful to salient stakeholders. Specifically, the findings show that IM posts positively impact 
shareholder value, and marketers can strategically design their posts to maximize value.  
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Summary Brief  
Pride or Promotion? An Exploration of Rainbow Flag 
Washing 
 
Samuel Doss, Barry University 
Clara Downey, University of Texas Rio Grand Valley 
 

The Rainbow Flag image has become synonymous with LGBTQ+ pride. This research takes the first steps of 
examining consumers’ views of corporations utilizing the rainbow flag in packaging as part of their cause-related 
marketing (CRM). Criticism by members of the LGBTQ+ community on companies appropriating the rainbow flag 
image for profit are becoming more evident. This exploratory research will utilize consumers’ perceptions of 
companies using the rainbow flag on their utilitarian, low-involvement products. Constructs to be used include 
attitudes toward the brand and several of its related components, the perception of brand trust, and the consumer 
viewpoint of a company’s corporate social responsibility (CSR) and generosity. 
 
Introduction 

Brands have incorporated the rainbow flag as part of their labels and packaging in the United States during 
June for Pride Month. Johnson & Johnson’s brands of Listerine and Neutrogena, Budweiser, and Absolut created 
labels and packaging with the rainbow flag colors to show support of love and equality for the LGBTQ+ community. 
These limited-edition goods are not just promotional material given out during Pride parades and festivals but sold in 
major retailers of Target, Walgreens, and CVS. Cynics may believe that these corporations are appropriating the image 
in a manner to sell more goods and become more profitable; others believe that it is a foundational piece of a firm’s 
corporate social responsibility (CSR). Regardless, the brands are involved in cause-related marketing by using the 
rainbow flag image as part of the packaging. 

 
Cause-Related marketing (CRM) is defined as “a process of formulating and implementing marketing 

activities that are characterized by an offer from the firm to contribute a specified amount to a designated cause when 
customers engage in revenue-producing exchanges that satisfy organizational and individual objectives” (Varadarajan 
& Menon, 1988, p. 60). Given the importance of consumer’s reaction to a firm’s products, it is incumbent upon 
marketers to strategically align their efforts with their CSR (Brown & Dacin, 1997). Furthermore, previous 
investigations suggest that stakeholders may accept a firm’s CRM enhanced investments, but those strategic 
deployments require review in the current North American marketplace (Das, McNeil, & Pounder, 2020).  

 
This exploration will employ a survey-based methodology concerning a specific cause, knowing that 

individual’s reactions can vary per the consumer’s view that it is morally correct; specifically, if the marketing effort 
is well-aligned with the cause and not an attempt “to exploit the cause for company gain” (Barone, Miyazaki, & 
Taylor, 2000 p. 259). In addition, there must be a definitive connection of the firm’s core business strategy and social 
responsibility activities, to move from promissory language to measurable returns to sustain a competitive advantage; 
otherwise, this is merely hollow marketing, rainbow washing (Gresko & Banik, 2018). 

 
Baiocchi (2019) presents a realistic concern regarding the current marketing efforts centered-around the 

LGBTQ+ community. She eloquently argues that commercialization does not equal support and delineates campaigns 
between those truly committed to the pride movement, and those who engage in rainbow washing. This is especially 
important, because if CRM boosts consumer purchases, future research should delve into whether or not the very 
nature of the product spurs the purchase, so firms do not erroneously infer that all CRM efforts lead to increased sales 
(Andrews, Luo, Fang, & Aspara, 2014). For example, employing the rainbow flag logo on products, without aligned 
context with the community, can result in negative response (Jacks 2015). Also, there is grave importance to address 
this issue and direct marketing efforts intentionally, due to the proliferation of empty campaigns; otherwise, known as 
pinkwashing (false LGBTQ claims) and rainbow washing (misleading associations to the United Nation’s Sustainable 
goals logo) (Marsh, 2020).    
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Methodology and Hypotheses 
This exploratory research begins by the consumers’ view on companies using the rainbow flag as a 

promotional tool on their packaging. Based on the theories and a review of the literature, the proposed measurement 
method would be an experiment that would contain a between-subjects design. Subjects will be randomly assigned to 
a treatment or control group to view promotional packaging pieces, followed by a questionnaire using existing scales 
to measure attitudes toward the brand and several of its related components, the perception of brand trust, and  the 
consumer viewpoint of a company’s CSR and generosity. 

 
Again, this exploratory research is to begin the discussion of consumers’ perceptions of corporate use of the 

rainbow flag as part of their CRM. Consumers’ attitude toward the brand as discussed by multiple authors (Aaker, 
1991; Keller 1993; Levy, 1959) include the functional and symbolic features, along with brand associations.  

 
Morgan and Hunt (1994, p. 23) state that trust “exists when one party has 

confidence in an exchange partner’s reliability and integrity.” This brand trust is shown to have a positive direction 
leading to brand loyalty or commitment (Chaudhuri & Holbrook, 2001). Understanding if this particular cause-related 
marketing enhances trust, or worse, lowers trust in the brand can have long-term effects of brand sales and 
consumption.  

 
Attitude toward the company’s CSR and subsequent generosity include how genuine the consumer views the 

firm’s CSR (Folse, Garrretson, Niedrich, & Grau, 2010) and its involvement with the corresponding stated cause 
(Bower & Grau, 2009).  

 
H1: The attitude toward the brand is positively affected by rainbow flag label and packaging. 
H2: The attitude toward the product (symbolic) is positively affected by rainbow flag label and packaging. 
H3: The identification with the brand is positively affected by rainbow flag label and packaging. 
H4: Brand quality is positively affected by rainbow flag label and packaging. 
H5: Trust in the brand is positively affected by rainbow flag label and packaging. 
H6: The attitude toward the company’s corporate social responsibility is positively affected by rainbow flag label 
packaging. 
H7: The corporate social responsibility of generosity is positively affected by rainbow flag label and packaging. 
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Summary Brief 
Time-Based Deals: How Non-Monetary Discounts can 
Reduce the Post-Promotion Dip 
 
Myungjin Chung, St. Ambrose University, USA 
Ritesh Saini, University of Texas at Arlington, USA 
 
Introduction 

Sales promotion is a powerful tool to stimulate immediate purchase willingness and meet the sales targets of 
producer and retailers (Alvarez and Casielles 2005). However, previous research has pointed to some undesirable 
consequences of sales promotion, called Post Promotion Dip (PPD) (Zeelenberg and van Putten 2005). According to 
Tykocinski and Pittman 2001, the mere knowledge of the fact that a product was once on sale at a lower price makes 
the product less attractive. However, most of this literature has demonstrated the effect of foregone superior monetary 
opportunities. Time-based promotions have never been studied.  

 
Consumers frequently make choices about spending time as well as spending money. And they behave 

differently when dealing with time, than with money (Okada and Hoch 2004.) It appears that temporal costs are easier 
to justify than similar monetary costs (Okada 2005). Soman (2001) proposes that consumers engage in greater mental 
accounting of money than of time. Consequently, when people deal with time, they often exhibit less economic 
sophistication and accountability (Saini and Monga 2008).  

 
The PPD is primarily observed because it is difficult for consumers to justify spending more on a product 

which was available for a lower price earlier. Paying more in such a context reduces the transaction utility of making 
the purchase even if the acquisition utility is positive (Thaler 1985). Since consumers are more accountable for 
monetary (vs. temporal) choices and require lower justification for temporal (vs. monetary) expenses, we posit that 
people will exhibit greater PPD when they have missed attractive monetary opportunities in the past than when they 
missed attractive temporal opportunities. 

 
Our empirical investigation provides evidence for this primary hypothesis. In 1,2 and 3 Studies, we 

demonstrate that post-promotion dip is lower for time. In Study 4 we provide confirmatory evidence for our proposed 
underlying mechanism by demonstrating that decision accountability mediates this effect. In Study 5, using a 
manipulating-the-mediator approach, we establish that sensitizing enhanced decision accountability can reduce the 
observed time-money differences, and increase the post-promotion dip even for temporal transactions. 

 
Key findings 

Study 1 (n = 230) used a 2 (temporal vs monetary deals) × 2 (missed vs control) design. As hypothesized, 
when the missed attractive deal was monetary, post-promotion dip was stronger ((F(1,226) = 4.91, p < .05, η2 = .021) 
than when the deal was temporal. 

 
In study 2 (n = 401), we included the base condition. In the base condition, participants were presented with 

the best-case deal (shortest commuting time and discounted price) which was the combination of the two missed deals 
in terms of lower time and lower cost. First, participants were assigned to one of the five conditions. Then, they were 
asked to indicate their willingness to buy for the product. The results show that the relative preference for both the 
time and money control conditions is indistinguishable (t(153) = .12, p > .69, η2 = .0001). Across four conditions, 
excluding the base condition, results revealed a significant interaction effect (F(1,314) = 3.78, p = .053, η2 = .012) 
When the missed attractive deal was monetary, post-promotion dip was stronger. 

 
In study 3 (n = 655), we added two undiscounted conditions where no mention of “missing” a better deal, 

and two undiscounted conditions where participants were told that they had missed a monetary or temporal deal. 
Similar to previous studies, the undiscounted (No “missed deal”) condition was the same as undiscounted (“missed 
deal” mentioned) in terms of the offering and the associated monetary or temporal cost. First, participants were 
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assigned to one of the six conditions. Then their willingness of buying the offering at the current price was measured. 
Results reveal that WTB is equally high for time and money in the undiscounted condition (F = 1.822, p > 0.15; η2 = 
0.008). Compared to the discounted conditions, WTB increases similarly for both time and money in the discounted 
conditions (F < 1, p > 0.6; η2 = 0.001). This confirms that the temporal discount was at least as effective as the 
monetary discount in increasing offer appeal to the participants. Replicating all our previous findings, a 2 (Currency) 
× 2 (Condition) ANOVA reveals that WTB is significantly lower in the money (vs. time) condition when consumers 
become aware of having missed a better deal (F = 31.653, p < 0.0001; η2 = 0.126). 

 
In study 4 (n = 466) recorded a consumer’s decision accountability as well to test underlying mechanisms. 

These measures included (i) How responsible do you feel about this decision?, (ii) How accountable do you feel about 
this decision? and (iii) Do you feel the need to be able to justify this decision? They study procedure as identical as 
study 2, but without the base condition. The results confirm this moderated-mediation framework. Specifically, the 
relationship between currency (time vs. money) and purchase decision was significantly mediated through decision 
accountability more strongly for the “missed deal” conditions (95% CI: [−.54, −.07]), than for the “control” conditions, 
(95% CI: [−.25, -.03]). This difference between the mediation effects was significant (95% CI: [−.37, -0.02]). 

 
In study 5 (n = 428), we manipulated participants’ decision accountability. The study used a 2 (decision 

accountability: low vs. high) × 2 (deal types) × 2 (control vs. treatment) design using previous manipulation procedures 
(Simonson, 1989).  Results show that a three-way interaction effect of accountability × currency × missed-deal 
(F(1,425) = 5.767, p = 0.017, η2 = 0.013). Examining the low-accountability conditions separately revealed that 
participants displayed the post-promotion dip for money but not for time (currency × missed-deal interaction: F(1,214) 
= 7.642, p = 0.006, η2 = 0.034). In the high accountability conditions, participants displayed the post-promotion dip 
for both time and money (currency × missed-deal interaction: F(1,211) = 0.499, p = 0.48, η2 = 0.002).    

 
Figure 1 
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Summary Brief 
Influence of Interracial Advertising on Consumer 
Attitudes 
 
Enping (Shirley) Mai, East Carolina University;  
Diana L. Haytko, East Carolina University;  
Brian J. Taillon, East Carolina University 
 

Drawing from advertising literature, this paper develops an experiment capturing the influence of interracial 
advertising on consumer attitudes. The results form a student sample show that advertisements using actors of 
different races negatively affected attitudes toward advertising. In terms of an interacting effect, the advertisement 
featuring interracial coworkers (couples) will have lower (higher) attitudes toward the advertisement. 
 
Introduction 

Many of us grew up thinking a “family” was dad, mom, and two kids. We didn’t think much about race or 
ethnicity other than our own. Things have definitely changed. Interracial advertising, or advertisements with actors 
involving different races (Bhat, Myers, and Royne, 2018), serves as a stimulus to many consumer reactions such as 
attitudes toward the advertisement. In order to build positive attitudes toward the advertisement in modern society, 
marketing managers must better understand interracial advertising. 
 
Background 

A 2013 Cheerios commercial featuring an interracial family promoted a debate over race in American (Elliott, 
2013). There were ugly remarks online at that time that General Mills pulled the commercial from YouTube. That 
advertisement came back in 2014 Super Bowl with the family breaking some news to that little biracial child (Elliott, 
2014). There was a lot of publicity for the Cheerios advertising campaign. Nowadays, many brands have released 
advertisements featuring interracial couples and families. 

  
In 2017, the Pew Research Center reported that attitudes toward interracial marriage have evolved. Thirty-

nine percent of adults now say that more people of different races marrying each other is good for society – up 
significantly from 24% in 2010. The share saying this trend is a bad thing for society is down slightly over the same 
period, from 13% to 9% (Livingston and Brown, 2017). Bhat, Myers, and Royne (2018) found that ads with black-
white couples elicited more negative emotions and less favorable attitude towards the ad and brand than ads with 
same-race actors. As might be expected these views vary widely by age and educational level, with those who are 
younger and more educated more accepting. While general attitudes toward interracial marriage may be more positive 
than in the past; do those attitudes translate into the advertising messages one is exposed to daily. The goal of this 
study is to gain insight into this question. Specifically, the objective of this study is to better understand consumer 
attitudes toward interracial advertising. 
 
Method and Results 

Students from a large U.S. university with product experience provided completed surveys. A 2 (ad actors 
race: same versus interracial) × 2 (network strength primes: couple versus coworkers) between-subjects design was 
used in this experiment. These participants were asked to view an advertising image and descriptions. Then 
respondents completed the questionnaire that was followed by demographic questions. We analyzed the data using 
SAS 9.4. 

  
Manipulation checks were verified. The interracial race is statistically significant on attitude towards 

advertising (1 = strongly disagree, 5 = strongly agree). The key results from this study were that interracial actors were 
associated with decreased attitudes toward advertising, and such differences were moderated by network strength. 
This result provides initial evidence of differences in attitudes toward advertising across ad actor races being the same 
and interracial races, and how such a relationship is moderated by network strength. The two-way interaction is 
significant.  

https://www.pewsocialtrends.org/2017/05/18/2-public-views-on-intermarriage/
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Key Findings and Discussion 

This research sought to understand general attitudes toward interracial advertising and the effect of network 
strength. Advertisements using actors of different races negatively affected attitudes toward advertising. This finding 
was especially true when the network strength between the actors was taken into consideration. Attitudes toward 
advertising were significantly more negative when the advertisement portrayed interracial coworkers than when the 
advertisement portrayed interracial couples. While advertisers more frequently feature interracial actors in 
advertisements, consumer responses to these ads are not well known and more research is needed to better understand 
the intricacies of consumer brand perceptions of interracial advertising.   

 
Prior research (Bhat, Myers, and Royne, 2018) did not consider general interracial couples or network 

strength. The preliminary results of the current research are an important first step in better understanding network 
strength and the depiction of interracial actors in modern advertisements. Many brands, driven by recent discourse in 
minority treatment have recognized the need to evolve their brand communications through more inclusive advertising 
(Ruggs, Stuart, & Yang, 2018). Despite an increase in the prevalence of interracial actors in advertisements, very little 
research has considered the implications of how the closeness of interracial relationships may affect consumer attitudes 
in an evolving society. Moreover, in a time when pressure is high for companies to better reflect a diverse population, 
it is uncertain how consumers may respond to this change. Whether consumers appreciate this diversity or disparage 
the brand for disingenuous or unauthentic advertising is important for advertisers to understand. This exploratory 
study can be improved for future research.   

 
While this initial study reveals important consumer responses to interracial actors in advertising, it is 

important to better understand the effect of the relationship portrayed in the advertisement and the effect on the 
advertised brand. A future study will consider not only attitude towards advertising but also the downstream effects 
of consumer brand perceptions and purchasing behavior. A larger sample will be recruited. We believe these changes 
will improve the current research and lead to deeper insights.      
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Summary Brief  
Consumer Perceptions of Front of Package Food 
Health Claims 
 
Nicole M. Waldo, University of West Florida, USA 
James A. Mead, University of West Florida, USA 

 
Researchers have demonstrated that consumers tend to eat larger portions of food when it is presented on a 

large plate comparted to when the same amount of food is presented on a small plate. This effect is thought to manifest 
because the food visually occupies less surface area on the large plate, which makes it appear to consumers that they 
had been given a smaller portion. Unlike related research which manipulates the relative size of displayed objects to 
influence the perceived magnitude of food, we suggest using large vs. smaller callout boxes to highlight health claims 
may influence how consumers perceive the nutritional attributes of a packaged food item. 
 
Introduction 

Marketers often highlight specific health claims or key ingredients to entice consumers to purchase packaged 
food products. When such information is presented on the front of a packaged food product, it is broadly referred to 
as a front of package health claim (Wansink, Sonka, and Hasler 2004). Critically, previous research has found that 
consumers tend to perceive front of package health claims as highly credible information which is predictive of the 
product’ actual nutrition information (Campos, Doxey and Hammond 2011). However, there are relatively few 
regulations and guidelines governing how front of package health claims are presented to consumers, as most 
regulatory attention is presently focused on how the product’s “nutrition facts” are presented, which are often 
displayed on the back of a package (Wansink, Sonka, and Hasler 2004). 

 
Food Perceptions Literature 

One such display choice marketers may make regarding front of package health claims relates to the Delboeuf 
illusion; an optical illusion based on the relative size of displayed objects (Ittersum and Wansink 2011). We predict 
that when health claims or key ingredients are highlighted with a small callout box (a background place behind text), 
it will make the health claims or key ingredients appear relatively large, as compared to when the same front of package 
health claims or key ingredients are highlighted with a large callout box. As such, we expect that consumers will 
provide a greater weight to health claims or key ingredients when they are displayed behind a small callout box, 
because they will seem more predictive of the packaged food’s attributes, which could influence perceptions of a 
product’s healthfulness. In the context of food consumption, researchers have demonstrated that consumers tend to 
eat larger portions of food when it is presented on a large plate comparted to when the same amount of food is presented 
on a small plate (Ittersum and Wansink 2011). This effect is thought to manifest because the food visually occupies 
less surface area on the large plate, which makes it appear to consumers that they had been given a smaller portion 
(Petit, Velasco and Spence 2018).  

 
Study 1: Font of Package Food Health Claims  

One hundred fifty-three participants from MTURK completed an online survey in exchange for a small 
honorarium. Participants were asked to evaluate the healthfulness of a packaged food product using the 5-item scale 
9-point semantic differential scale (unhealthful/healthy, tastes good/tastes bad, not nutritious/nutritious, indulgent 
food/diet food, high in calories/low in calories) (α = .75). adapted from Mead and Richerson (2018), where the size of 
the callout box highlighting a key health claim (amount of fat) was manipulated between subjects. Note, the packages 
where otherwise identical.  Please see figure 1 for details. As expected, participants in the small callout box condition 
reported that the packaged food was significantly less healthful than participants in the large callout condition (t(151) 
= 2.003, p = .047; M small = 5.79, SD small = 1.08 vs. M large = 6.13, SD large = 1.01), perhaps because the text stating the 
food contained 4 grams of fat seemed larger or more significant when highlighted with a small vs. large callout box 
due to the Delboeuf illusion. Further research is planned to investigate this assertation as well as other hypothesized 
relationships.  
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Figure 1: Experimental Stimuli  
 

 
Large Callout Box 

Small Callout Box 
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Full Paper  
Theorized Effects of Sustainability Marketing of 
Group Packaged Tour on Consumer Purchasing 
Intention  
 
Cai Mitsu Feng, Simon Faser University, Canada 
 

The study of sustainable development in tourism can be dated back to the 1980s and attracts an increasing 
number of researchers, scholars, and policymakers in recent years with the globally growing awareness of the 
importance of environmental sustainability. Among the enormous studies around sustainability in tourism, there is 
little research working on the effects of the adoption of sustainability in group packaged tours (GPT) on the buyers’ 
purchasing intention. As a type of tourism product that represents 50% of leisure traveling globally, GPT is worth 
being discussed to improve the social and ecological impact of overall tourism. This study theorizes how marketing 
the sustainable elements in GPT influences potential tourists’ purchasing intention using an extended model of TPB 
(Theory of Planned Behavior), which provides insights for tour planners to design better products and advertisements 
that meet the overall environmental requirement and gain positive market responses simultaneously.  
 
Introduction 

In 1987, Bruntland Commission established by United Nations defined sustainable development as 
“development that meets the needs of the present without compromising the ability of future generations to meet their 
own needs”, addressing the importance of the balance between advancing the economy and protecting the environment 
and the wellbeing of communities (World Commission on Environment and Development (WCED) 1987). Since then, 
the studies of sustainable tourism development started to attract increasing attention in both the academic and practical 
world (Liu 2003; Zolfani et al. 2015), which is highly driven by the rising awareness of the environmental damages 
on the vulnerable tourism resources (Prosser 1994) and the negative impacts on the local cultures of the destinations 
(Bramwell and Lane 1993). 

 
In the current era, the economic contribution of the tourism industry is enormous, and the demand for 

traveling keeps growing. According to World Travel & Tourism Council, the global tourism sector generated $8.8 
trillion revenue, which accounts for 10.4% of world GDP, and 319 million jobs just in 2018, and it was the eighth year 
that the growth rate of tourism business (3.9%) exceeded that of global GDP (3.2%) (Wortley 2019). Along with the 
exciting economic results brought by tourism development, however, is the huge negative impact on climate and the 
environment. Studies have found that in 2013, traveling generated 4.5 billion tonnes of carbon dioxide equivalent 
globally, which was responsible for 8% of worldwide greenhouse gas emission, and the number is expected to be 6.5 
billion tonnes in 2025 on current trends (Doyle 2019). In addition, the mismanagement of tourism activities can harm 
water and land resources as well as the local communities and cultures by causing solid waste, sewage, aesthetic and 
other types of pollution (Sunlu 2003). Therefore, there is a strong need for researchers and responsible business entities 
to work on the promotion of sustainability in tourism to secure positive outcomes of travel activities as well as establish 
the regulations to control the equilibrium status (Buckley 2012).  

 
During the past 30 years, great efforts have been put by scholars to study sustainable tourism development. 

The majority of studies has focused on sustainability of supplied tourism resources,  including proposing systematic 
indices and indicators to measure sustainability at national level (Lagunillas and Elvas 2009) or at individual 
sightseeing attraction level (Schianetz and Kavanagh 2008); suggesting sustainable development practices in sub-
segments of tourism such as hotels (Prud’homme and Raymond 2013), transportation modes (Boquet, 2014; Alkheder, 
2016), restaurants (Derriks and Hoetjes 2015), sightseeing spots (Lu, Arikawa, and Sugiyama 2018) and activities 
(Hinch and Ito 2018; Perić, Vitezić, and Mekinc 2016; Ponting and O’Brien 2015; Tasci and Denizci 2010); managing 
the tensions and relationships between residents in tourism destinations and tourists (Choi and Sirakaya 2005; Hong 
and Chong 2015; Muresan et al. 2016; Tsaur, Lin, and Lin 2006; Yu, Chancellor, and Cole 2011); and promoting 
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sustainable tourism resources effectively (Dolnicar and Leisch 2008; Jamrozy 2007; Pomering, Noble, and Johnson 
2011).  

 
However, much less attention has been paid to the demand side (Liu 2003),  there have been studies looking 

at public understandings of sustainable tourism (Miller et al. 2010) and consumers’ purchasing intentions toward 
sustainable travel products (Hedlund 2011; Lee et al. 2010; Levy and Duverger 2010; Miller 2003; Sharpley 2006). 
Nevertheless, there is surprisingly little literature discussing the links between sustainability and purchasing intentions 
towards an important type of tourism product, group packaged tours (GPT) (Zolfani et al. 2015) -  the type of tourism 
product that all tour components are chosen, bundled, marketed and sold by tour planners (travel agency or tour 
operators) (Enoch 1996). Currently, the sales of GPTs represented half of all leisure travel sales and one-third of all 
travel agency revenues (Tourism Notes n.d.). The due studies are either restricted to only the consumers who show 
concerns about the environment, showing an unsurprising result that the degree of the concerns positively related to 
the willingness to purchase sustainable tour products with economic sacrifice (Hedlund 2011), or limited to one 
segment of tourism per study (Lee et al. 2010; Levy and Duverger 2010; Miller 2003; Sharpley 2006). Both study 
scopes do not help understand the willingness to purchase of GPT consumers who share certain characteristics and 
form buying intentions in a different way, compared with consumers who select and purchase each tour element 
separately.  

 
With the large proportion of GPT revenue in the tourism industry, it is reasonable to believe that raising the 

level of sustainability embedded in GPTs can mitigate the negative impact on the globe. However, the situation would 
be improved only if the consumers perceived sustainable features in GPTs positively and create demand for these 
products. Consumers get the information about the sustainable features in GPT products through the tour planners 
“sustainability tourism marketing”, which is defined as marketing activities that align with the goal of sustainable 
development in the form of informing the consumers of the tour product’s pro-social and pro-environmental features 
to influence purchasing behavior (Dawkins 2005; Pomering, Noble, and Johnson 2011). “Sustainability tourism 
marketing” differs from “sustainable tourism marketing” that emphasizes the life or continuity of marketing 
campaigns (Belz & Peattie, 2009; Pomering et al., 2011). Therefore, the purpose of this paper is to find out how 
sustainability tourism marketing of GPT will influence potential consumers’ purchasing intentions. By theorizing the 
causal relationships between the concepts, this study contributes to enhancing tour planners’ understanding of 
consumers’ intention towards sustainability marketing in a GPT to improve the product design and advertisement 
which can meet the overall environmental requirement and gain positive market responses simultaneously.  

 
The research question is formed by three pieces of puzzles: GPT, consumer purchasing intention and 

sustainability marketing. The following sections will explain what GPT is and how it differs from other types of tour 
products, introduce the Theory of Planned Behavior (TPB) as the theoretical framework to analyze consumer 
purchasing intention, and figure out what sustainability means to potential GPT consumers in order to theorize how 
their perceptions are changed by sustainability marketing. In this way, we bridge sustainability, tourism management, 
and marketing fields to serve the research purpose.  

 
Tourism products and GPT 

Tourism product is defined as "a combination of tangible and intangible elements, such as natural, cultural 
and man-made resources, attractions, facilities, services and activities around a specific center of interest which 
represents the core of the destination marketing mix and creates an overall visitor experience including emotional 
aspects for the potential customers" by United Nations World Tourism Organization (UNWTO n.d.). To be specific, 
the aforementioned elements are hotels, restaurants, transportation modes, professionals (tour leaders, tour guides, 
etc.), and activity sites (sightseeing, shopping, visiting museums, watching performances, playing sports, attending 
festivals and events, etc.) (Swarbrooke and Horner 1999). In this study, we describe the service providers of these 
activities as “activity sites” because sustainability adoption tends to have a similar impact on all of them. These 
facilities function as intermediate resources to provide accommodation, transportation, meals and drinks, guidance, as 
well as sightseeing and activity services to tourists, creating their experiences of recreation, relaxation, education, and 
social or business contacts (Smith 1994).  

 
There are various typologies pf tourism products that help researchers understand the nature of tourism 

products from different perspectives. According to the definition given by UNWTO, tourism products can be 
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categorized into natural-based, cultural-based, and man-made-based according to the types of resources involved in 
the visiting experiences (UNWTO n.d.). Tourism products can also be grouped based on the purpose of the trip: 
pleasure, personal quest, human endeavor, nature, and business (McKercher 2016). Viewed from the angle of tour 
operators, tourism products are classified based on the movement directions of the tourists as domestic, inbound, and 
outbound (Eijgelaar, Peeters, and Piket 2008; Ghanem 2017). Domestic tourism means the tourists are traveling to the 
country which they are currently living in and familiar with, inbound tourism means the tour operators in the host 
country arrange services to welcome visitors coming from other countries, and outbound tourism refers to that the tour 
operators send tourists from their own country to other parts of the world. 

 
In terms of tour planning and arranging process, the products can be sorted into group packaged tour (GPT) 

and individual tour. For GPT, tour planners design itineraries with one or multiple destinations, purchase all types of 
tourism services (accommodation, transportation, meals and drinks, sightseeing and activity, guidance) from suppliers 
(hotels, coach companies or airlines, restaurants and bars, activity sites, guides and escorts) according to the itineraries, 
promote different itineraries with matched services as packages,  and sell them to mass consumers who will then travel 
in groups. At the timing of purchasing, only a general standard of service is available to the buyer, and only prior to 
the departure can the tour participants get the information about all suppliers. That is because tour planners need a 
minimum number of participants to actually execute a tour, and they will not confirm any services with suppliers 
before they get this number of buyers. On the contrary, for individual tours, consumers do all the work including 
designing itineraries, looking for information, evaluating and purchasing from multiple suppliers in different service 
segments. In addition, tour guides or escorts are not always necessary in individual tours. (Bowie and Chang 2005)  

In this study, we look at the last type to taxonomy and focus only on GPT because of not only its demand in 
the industry but also its three distinct features: a) GPT is the only type of tour products that consumers just need to 
purchase multiple services from a single supplier which is the tour planner; b) a consumer does not have full 
information about the final service providers at the decision-making stage; c) the consumers of GPTs share similarities, 
which are important characteristics in their decision-making processes. Enoch characterizes these similarities as 
“middle-class” – having the budget on traveling to assert their middle-class status but up to a limited amount, “lack of 
skills” – language or knowledge, and “busy”(Enoch 1996). 

 
According to Enoch’s description, GPT effectively save the time of tourists since it allows visiting multiple 

destinations during a limited period of time, provide assurance in gaining knowledge as well as keeping safety in 
unfamiliar cities, countries, and environments under the professional guidance and instruction, and usually costs less 
than visiting the same destination in an individual trip as tour planners can negotiate prices with suppliers for bulk 
purchasing (Enoch 1996). In empirical studies (Bowie and Chang 2005; He and Song 2009; Wang, Hsieh, and Huan 
2000), there is evidence that GPT is the most preferred type of traveling when the tourists are time- and income- 
constrained, and are first-time travelers to the certain destinations. That is to say, if the tourists have longer time 
available both in making a tour plan and in the actual trip, have higher budgets, or have been to the chosen destination 
and gained the sufficient knowledge about the place, they will prefer individual tours which are much more flexible, 
private, and allow the selection of each supplier. Thus, we will make the assumption that GPT consumers are time-, 
budget-, knowledge-constrained and only have incomplete information at the decision-making or intention-forming 
stage.  

 
After solving the first puzzle by detailedly defining the research context, we will move on to the introduction 

of Theory of Planned Behavior (TPB) that explains the determinants of consumer purchasing intention, which lays 
the theoretical foundation for finding the causal relationships between focused concepts and addresses more 
assumptions and boundary conditions for this paper.  

 
Theory of Planned Behavior 

TPB is one of the most widely used model in behavioral studies across different disciplines, such as 
information technology (Venkatesh et al. 2003), environmental study (Stern 2000), health (Godin and Kok 1996), and 
education (Davis et al. 2002). Various tourism studies also used the TPB framework to explain the behaviors of 
choosing transportation method (Bamberg, Ajzen, and Schmidt 2003), restaurants (Cheng, Lam, and Hsu 2006), wine 
tasting activities (Sparks 2007), and destinations (Lam and Hsu 2006). Culturally unique characteristics in making 
traveling decisions are also discussed using this model (Lam and Hsu 2006; Sparks and Pan 2009). In these studies, 
important intention-influencing factors under the TPB framework fit well to explain how the decisions are made 
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(Sparks and Pan 2009). Thus, we believe that this theory could provide a solid foundation to underpin the propositions 
raised in this study. 

 
TPB extended from the Theory of Reasoned Action (TRA), which treats behavioral intention as the only 

determinant leading to a volitional behavior (Fishbein 1980). Figure 1 illustrates the TRA framework (Hill, Fishbein, 
and Ajzen 1977). 
 
Figure 1: Theory of Reasoned Action 

 
According to TRA, behavior intention is determined by the attitude towards the behavior and the subjective 

norm about the behavior. Further, the attitude towards the behavior is formed by a series of beliefs about various 
consequences of the behavior and the evaluation of each consequence. The subjective norms are constructed by the 
beliefs of how other people will perceive certain behavior and the motivation to comply with them. TRA is supposed 
to be valid under four major assumptions: a) the behavior is volitional, which means one can definitely perform what 
he/she wants to perform; b) different people put various importance over attitude and subjective norms, and the relative 
importance of each factor can only be empirically detected; c) behavior, intention, as well as all the factors can be 
operationally defined or measured; d) the intention has not changed prior to the performance of the behavior (Ajzen 
1985).  

However, the first assumption is not always held in reality because not all behaviors are volitional, and 
intentions do change due to time effects, the emergence of new information, low level of confidence and commitment, 
and individual differences (Ajzen 1985). To remove this boundary condition, Ajzen introduced TPB and included the 
third factor, perceived behavioral control (PBC), to explain non-volitional behaviors and intention change (Ajzen 
1985).  PBC describes if the people subjectively think the probability for them to finally perform a behavior is high, 
which influences the formation of intention as well as the execution of the behavior. PBC is determined by the control 
beliefs in the existence of internal or external factors that may advocate or hinder (so these beliefs can be positive or 
negative) the performance of behavior and the perceived power of each factor (Ajzen 1991). The internal factors 
include the perception of the ability to control the behavior, differences at information and skill level, willpower, and 
emotions, while the external factors contain time and opportunity, or resource availability (including money), and the 
dependence on other people (Ajzen 1985). The TPB model is illustrated in Figure 2 (Ajzen n.d.). Compared with TRA, 
“beliefs about consequences of behavior” and “evaluation of consequences” are combined as “attitudinal beliefs”, 
while “beliefs about the perception of others” and “motivation to comply” are combined as “normative beliefs”. All 
the assumptions of TRA also apply to TPB except for the first one about volitional behaviors. 
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Figure 2: The Theory of Planned Behavior 

 
Under the scope of this study, two aspects of the TPB model will be excluded from the discussion. Firstly, 

we will not consider the construct “actual behavioral control”. Ajzen used this concept to define the objective 
motivators or obstacles to ultimately activate or prevent the performance of behavior in reality (Ajzen 1991). However, 
these objective factors are difficult to precisely measure in empirical studies because researchers have to rely on the 
study subjects’ claims to understand what the motivators or obstacles are, which falls into the definition and scope of 
PBC (Bray 2008). The dashed lines in Figure 2 indicate that the actual behavioral control is not operationally 
measurable and its influence on the performance of behavior needs to be reflected via PBC (Ajzen 1991). In most 
behavior studies using the TPB framework (as listed in the first paragraph of this section), actual behavioral control 
is always ignored, and researchers directly use PBC to predict both intention and behavior. Secondly, the interaction 
effects among attitudinal, normative and control beliefs, stated by the curved arrows in Figure 2, will not be discussed 
for the sake of parsimony. It is theoretically important that the three types of beliefs affect each other, but the internal 
correlations are more clearly presented in empirical tests rather than in conceptual studies.  

 
There are actually countless beliefs to affect the purchasing intention towards a GPT product for a potential 

consumer, such as attitudinal beliefs in getting relaxation or enjoying sightseeing, normative beliefs in the support of 
the travel decision from family members or work colleagues, and control beliefs in the language ability to 
communicate or the availability of money and time for traveling. In the context of this study, we only focus on the 
beliefs that can be changed by the signaling of sustainability marketing, which is presented in the next section. 

 
Applying TPB to Sustainability Marketing and GPT Purchasing Intention 

According to the definition of sustainability tourism marketing addressed in the introduction part of this paper, 
we identify that sustainability marketing of a GPT product means claiming and emphasizing the sustainable services 
provided in the product description and advertisements (Pomering, Noble, and Johnson 2011). The typical GPT 
product description introduces all services included by segment - hotels, transportation modes, restaurants, 
professionals and activity sites.  There are short descriptions on each segment to inform the potential consumers of 
the service standards, such as how many nights of what type of hotels, what transportation modes will be used for how 
many days, how many meals in what styles, what activity sites will be visited, as well as how many and what type of 
tour professionals will travel with the group (Government of the Northwest Territories 2019).  In this way, 
sustainability marketing of a GPT product needs to be done by stating the promise to arrange sustainable suppliers in 
each segment. In reality, being sustainable means differently to the suppliers in distinct segments, and potential 
consumers will perceive the signal of sustainability differently across various types of services. The impacts of 
sustainability adoption and the predicted consumers’ reactions towards sustainability marketing in each tourism 
segment are discussed in the following parts.  
 
Hotels 

With the recognition of the increasing awareness and social concerns about environmental issues, more and 
more hotel firms incorporate environmentally friendly practices in their daily operations (Bohdanowicz 2006; Han, 
Hsu, and Sheu 2010; Mensah 2006). There is a need for hotels that want themselves to be sustainable and have positive 
images in the market to do so as the hotel industry is enormously water- and energy-intensive in providing heating, 
cooling, lighting, cleaning, laundering as well as meal services to customers (Bohdanowicz 2005; Han, Hsu, and Lee 
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2009). Generally, hotels achieve the goal of reducing water and energy consumptions by improving facilities and 
resources or restricting guest behaviors, or both.  

 
Big hotel chains like AccorHotels, InterContinental, Marriot and Hilton all launch sustainability programs to 

be more socially and environmentally friendly (AccorHotels 2018; Hilton 2018; IHG 2017; Marriott International 
2018), which make choosing these hotels less harmful to the environment of the travel destination and the local 
communities will perceive this choice as beneficial. In reality, sustainable hotels are not always dearer than the non-
sustainable ones at the same quality (Kim and Han 2010). Being unable to get the facts of the finally arranged hotel, 
however, consumers will perceive that signaling sustainable hotels in GPT means higher prices because they have 
reasons to believe sustainable hotels have higher capital costs to transfer to guests and tour operators have more 
restricted choices in hotel selection. In some other cases, it is common for hotels to operate sustainably without 
charging a premium by restricting guest behavior, for example, reducing the frequency of cleaning or changing towels, 
limiting the use of disposable products, requesting garbage sorting, or not providing soap, shampoo or toothpaste (Kim 
and Han 2010). These restrictions may cause inconvenience for travelers and lower their expectations about service 
quality.  

 
Indeed, GPT consumers can only see a full package price rather than separate hotel prices when making 

decisions, while the highlighted sustainable features in the hotel sector can still affect consumers’ perceptions in two 
ways: a) when the full package price of a sustainable GPT is higher than its alternative, consumers may attribute this 
price difference to the sustainable features when it is actually due to higher service standards (better location, higher 
star-rating, bigger brands, etc); b) when the full package price of a sustainable GPT is similar with or lower than its 
alternative, consumers may perceive it as either higher difficulties to stay at the hotels with less facilities and more 
regulations, or higher possibility for the tour planners to make trade-offs - lower the service quality in other sectors 
where sustainability is not correlated with higher costs. The same logic will be applied to the transportation mode and 
restaurant sector as well. 

 
Transportation Modes 

Among all the sectors of tourism, transportation is the most challenging area to improve environmental 
efficiency as it is the most essential component of tourism and any fundamental change would require disruptive 
technological innovation on infrastructure and energy sources (Kelly, Haider, and Williams 2007).  
Three transportation modes will be excluded from the scope under the discussion around GPT: private car, intra-city 
public transportation, and ship/cruise. It makes obvious sense that private cars are not used in GPT because of the low 
cost-efficiency and high difficulty in the arrangement. Intra-city public transportation is extremely challenging for 
tour guides to take care of group members and guarantee their safety, thus rarely used. In terms of traveling by ship, 
which is actually the most energy-efficient transportation method (DB n.d.), there are two types of circumstances. The 
first is that the waterway is the only possible route to reach the destination, with Venice Island as an example (Hoekstra 
n.d.), so that we are not able to choose any alternatives to compare. The second is the cruise tour, in which the cruise 
serves as not only a transportation mode but also a hotel, a restaurant, and various activity platforms. Otherwise, no 
GPT planner will choose ship to function merely as a transportation method when there are substitutes available due 
to the low speed, considering the time-constrained characteristic of the consumers.  
 

Thus, traveling by air, train, and coach are left as the available options for GPT to choose. Among these three 
transportation modes, traveling by coach is the most commonly used method in GPT products as well as the most 
environmentally friendly way, objectively measured by GHG emissions per passenger per mile  (Kelly, Haider, and 
Williams 2007; Morris n.d.; Valiño 2018). However, it is less meaningful to claim the adoption of sustainable 
transportation just by choosing coach as the transportation method, because consumers will see traveling by coach 
more as a signal of cost-efficiency, convenience and flexibility than sustainability. The action that tour planners can 
take and claim is to clarify the emission standard of the coach used for this product.  Take Europe as an example 
(DieselNet n.d.), there are six levels of coaches identified by the European Union – the higher the level, the lower the 
GHG emission. Also, since the higher levels are set up later, the coaches with the higher level are generally newer, 
which relates to better quality and greater safety. Higher costs may be expected by consumers for newer coaches, even 
though the premium is not always charged in practice.  
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Restaurants 
The uniqueness of restaurants among all tourism segments is that it serves both local residents and tourists. 

Thus, environmental and social concerns are equally important in hotel operations, along with financial targets 
(Higgins-Desbiolles, Moskwa, and Wijesinghe 2019). To restaurants, environmental sustainability means reducing 
water and energy use, controlling food waste, recycling and disposing materials correctly, while social sustainability 
means sourcing locally, fair trade with local suppliers, engaging with local communities, assuring food safety and 
promoting healthy lifestyles (Derriks and Hoetjes 2015). 

 
For a potential tourist, choosing to consume at sustainable restaurants is benefiting not only the local environment, 
community, and business but also his or her own health. Thus, this choice is supposed to be supported by local 
residents and the people who care about his or her wellbeing. However, the action of food-waste control can be 
perceived as the shrinking of food volume served, even though it is not necessarily the case in reality (Derriks and 
Hoetjes 2015). Also, it is ubiquitous that healthy or organic food is sold with premium prices, no matter what supplier 
will be arranged.  
 
Activity Sites 

According to the “Sustainable Ecotourism Indicator System” proposed by Tsaur et al. (Prescott-Allen 1997; 
Tsaur, Lin, and Lin 2006), the sustainability of an activity site can be measured on the dimensions of economy, society, 
and environment. Economic sustainability is not discussed here as it is always positively related to tourism 
development. On the social dimension, a sustainable activity provides educational, cultural, natural, humanistic, and 
interactive experiences and opportunities to tourists, while it does not disturb the daily living of the local residents, 
harm public security, or impair the traditional culture of the destination. On the environmental dimension, a sustainable 
activity conserves the environmental quality of the site by not polluting, not damaging the infrastructure, not 
threatening the balance of the ecosystem, not exploiting scarce resources as well as raise the tourists’ awareness of 
current ecological issues. Activity sites generally attempt to achieve the socially and environmentally sustainable goals 
by restricting tourists’ behavior, controlling visiting capacity and flow volume, regulating commercialization and 
trades (for example, not allow the sales of products made from rare animals), as well as incorporating educational 
sessions to promote cultural exchange and environmental consciousness (Blancas et al. 2016; Muresan et al. 2016; 
Tsaur, Lin, and Lin 2006; Yu, Chancellor, and Cole 2011). 

 
On the other hand, studies have shown that tourist satisfaction increases when the cleanness and hygiene 

level is high, sites are safe, quiet, and easy to access, cultural activities are included, and there is opportunity to contact 
nature (Alegre and Garau 2010; Bowie and Chang 2005; Narayan, Rajendran, and Sai 2008). Tourists will predict 
desirable results by going to sustainable activity sites because they are cleaner, less crowded thus safer, with nicer 
views, and incorporating educational learning and interactive experiences, compared with non-sustainable ones. Also, 
the decision to visit these sites is expected to be welcomed by local residents as their lives are less disturbed, their 
culture can be understood, and their achievements in improving sustainability can be appreciated (Tsaur, Lin, and Lin 
2006). There is no clue that sustainable activities cost more monetary spending, since some sustainability-oriented 
educational activities cost little to participate, if not free (Museums Association 2008).  

 
Tour Professionals 

The tourism industry highly depends on experts to deliver services to the customers, and the skills of these 
professionals (tour guides, escorts, intepreters, etc) determined the quality of the output and the evaluation from the 
buyers (Goldsmith, Flynn, and Bonn 1994; Vogt and Fesenmaier 1995). As the exclusive contact for most cases of 
GPT when the group is away from its home region, the tour guide or escort is expected to be experienced, 
knowledgeable, communicative, thoughtful, and polite by the tour participants so that the positive travel experience 
can be enhanced (Wang, Hsieh, and Huan 2000). 

 
Sustainability marketing of tour professionals may not make as much intuitive sense as that of other 

components since a tour professional’s physical contribution is merely at the individual level. Here we interpret 
sustainability marketing of a GPT’s tour professional as the emphasis of his/her sustainable behavior, abundant 
knowledge about local laws, cultures, and customs of the destinations, the good relationship with local communities, 
and even the healthy lifestyle he/she follows.  Thus, guaranteeing a guide with these features can raise potential 
consumers’ expection of learning more knowledge about the authentic cultures of the local communities and the proper 
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behaviors that welcomed by the residents. At the same time, the tour professional’s acquaintance of destination 
knowledge will reduce the risk of violating local customs in unfamiliar areas, instruct consumers to form sustainable 
behaviors such as garbage sorting or food waste reducing and provide tips and suggestions regarding some 
inconvenience caused by sustainable initiatives such as lacking facilities.  

 
Theorizing the Impacts across Segments 

Summarizing all the impacts of sustainability, potential consumers will have positive attitudinal beliefs in 
the increased social and environmental benefits as well as positive normative beliefs in the support from both the local 
community and the people around the consumers when they sense sustainability marketing in all GPT segments of a 
product description. Here we create two constructs “perceived sustainability benefits” and “perceived stakeholders’ 
opinions” to describe and abstract these two types of beliefs.  

 
Also, except for the hotel sector, sustainability marketing in other four segments can lead to the enhanced 

positive control belief in the health and safety status of the tourism resources, which means the hygiene and safety 
conditions of the destination are controllable for the travelers to make the trip smooth without any risk of sickness or 
danger. We identify this type of control beliefs as “perceived health and safety controllability”.  

 
The negative control beliefs in higher costs, however, will emerge along with sustainability marketing in the 

hotel, transportation mode and restaurant sectors. There is no clue that the perception of costs will be changed by 
signaling sustainable activity sites or tour professionals. This type of control beliefs can be abstracted as “perceived 
costs” that negatively impact the purchasing intention when the costs are supposed to be higher.  

 
Finally, there are distinct attitudinal beliefs in each segment, which are negative beliefs in the lowered 

convenience and comfort levels in the hotel sector,  the negative beliefs in the reduced food volume in the restaurant 
sector, the positive beliefs in better quality and performance as well as higher comfort level in the transportation sector, 
the positive beliefs in the cleanness, quietness and smooth process in the activity sector, and the positive beliefs in 
gaining broader knowledge and better assistance in the tour professional sector. Since all these beliefs are about service 
quality, the new construct “perceived service satisfaction” is used to summarize this type of attitudinal beliefs.  

 
In this way, we extend the TPB model by adding five first-order constructs abstracted from the possible 

practical impacts of sustainability marketing. This extended model is demonstrated in Figure 3. 
 

Figure 3: Extended Theory of Planned Behavior in GPT Context 

 
 
 
 



73  

Table 1: Predictions of the Effects of Sustainability Marketing 
Sectors/Beliefs Perceived 

Sustainability 
Benefits 

Perceived 
Service 
Satisfaction 

Perceived 
Stakeholders’ 
Opinions 

Perceived Health 
& Safety 
Controllability 

Perceived 
Costs 

Hotels + - + 
 

- 

Transportation Modes + + + + - 

Restaurants + - + + - 

Activity Sites + + + + 
 

Tour Professionals + + + + 
 

 
Also, Table 1 summarizes all the predictions of the directions in which each of the five first-order 

constructs is influenced by sustainability marketing in each tourism segment. According to the patterns presented, 
five propositions are generated as below and diagramed in Figure 4: 

 
Proposition 1. Sustainability marketing of GPT positively influences the purchasing intention via behavioral beliefs 
on perceived sustainability benefits. 
Proposition 2a. Sustainability marketing of GPT positively influences the purchasing intention via behavioral beliefs 
on perceived service satisfaction in the transportation mode, activity site and tour professional sectors. 
Proposition 2b. Sustainability marketing of GPT negatively influences the purchasing intention via behavioral 
beliefs on perceived service satisfaction in the hotel and restaurant sectors. 
Proposition 3. Sustainability marketing of GPT positively influences the purchasing intention via normative beliefs 
on perceived stakeholders’ opinions. 
Proposition 4. Sustainability marketing of GPT positively influences the purchasing intention via control beliefs on 
perceived health and safety controllability. 
Proposition 5. Sustainability marketing of GPT negatively influences the purchasing intention via control beliefs on 
perceived costs. 
 
Figure 4: Effects of Sustainability Marketing on Consumer Purchasing Intention in GPT Context 
 

 
Conclusion 

We think the proposed theoretical framework contributes to both academic tourism research and real-life 
tourism management. On the one hand, we filled the blank of the absence of GPT in the sustainable tourism field. 
With the understanding of the specific characteristics of GPT consumers, we provide novel insights about how they 
perceive sustainable GPT products by detailed discussing the intention- forming process within the TPB framework. 
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We hope that this study can trigger more conversations around GPT in sustainable tourism studies and draw more 
attention to this type of product that still takes a large share in the tourism business. On the other hand, the proposed 
model provides significant utility for tour planners to apply in the product design and advertisement of GPT. The 
direct practical implication is that tour planners should not emphasize the sustainable features of hotels and restaurants 
in the product description. In addition, tour planners can do more to mitigate the negative beliefs of perceived service 
satisfaction and perceived costs. For example, to moderate the power of controllability beliefs of premium hotel prices, 
tour planners can provide a list with contracted sustainable hotels at each destination and assure consumers the final 
selected supplier will not be out of this range for them to check the actual price levels, or tour planners can claim that 
they have well-connected sustainable suppliers who offer exclusively good prices if that is the truth. Besides the 
signaling regarding non-premium costs, a short description of the current social and environmental issues can be added 
to the advertisement to show the purpose of arranging sustainable suppliers, which can potentially enhance the positive 
attitudinal and normative beliefs towards the purchasing intention.  

 
As a conceptual study, there are some limitations to the work. Firstly, we are not able to discuss the interaction 

effects among beliefs and among tourism segments. That is to say, we can predict neither if a change in beliefs of 
perceived costs will affect the beliefs in perceived service satisfaction, nor if changes in beliefs about tour 
professionals will affect the beliefs about hotels, within the scope of the literature and facts we have studied. Secondly, 
we fail to conclude the aggregation effect on whether sustainability marketing of a GPT overall enhances or lowers 
the willingness to purchase because the TPB model holds the assumption that individuals put different degrees of 
importance on each belief (Fishbein 1980). We expect further empirical studies on this theoretical model to make 
more accurate predictions with interaction and aggregation effects incorporated. Future research could also look at the 
possible moderators in this whole framework and study on the possible factors that can alter the degree or even the 
valence of consumers’ purchasing intention. Empirical studies can work on different contextual settings to identify 
the different effects across regions, cultures and in different time periods too (for example, the requirements for 
hygiene conditions may be prioritized over anything else during the COVID period).  

 
Lastly, we think this framework can be generalized to predict the effects of sustainability marketing on all 

products with only incomplete information presented to potential consumers. When consumers have no precise 
information about a certain product, just by knowing the product’s sustainable features, positive beliefs of perceived 
sustainability benefits, perceived stakeholders’ opinions, and perceived health and safety controllability tend to be 
created or enhanced as well as the negative beliefs of perceived costs. The evaluation of perceived service satisfaction 
varies depending on the nature of the product itself. Marketers for sustainable products need to understand where the 
possible resistances from potential customers exist in order to provide targeted information to mitigate their concerns. 
By proposing this theoretical framework, we wish to see more sustainable products in the market and the increasing 
popularity of them, and we believe a proper way of marketing these products will help achieve this goal which benefits 
the industries and the globe. 
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Summary Brief 
Aging consumers and their brands: the perspective 
of customer journey theory 
 
Chao-Chin, Huang, National Pingtung University of Science and Technology, Taiwan, R.O.C. 

 
With the increased numbers of the elderly people, the aging segment represents a potential huge market. While 

this trend is obvious, still little literature has its focus on this group. This study thus fills up this gap to explore them. 
Furthermore, while literature has studied aging consumer, little has use customer journey as a theoretical lens, this 
study thus aims to do this (Lemon & Verhoef, 2016). Case study is conducted using interview and inductive methods 
to collect and analyze data, respectively, and two aging brands (i.e., age-denial and age- adaptive) are investigated 
(Moody & Sood, 2010). This study interviews 24 elderly consumers who have experiences in sports gym (i.e., age-
denial), and hospital services (i.e., age-adaptive), and explores important antecedents (e.g., social connectedness), 
mediators (e.g., customization), and outcomes (e.g., loyalty) during aging customer journey in the sports gym and 
hospital contexts. 
 
Introduction 

With an obvious trend of more aging consumers in the Asia Pacific region, and particularly in Taiwan, this segment 
has clearly become a huge market opportunity (Gunter, 2012; Kudo, Mutisya & Nagao, 2015). According to the data 
of Taiwan’s government statistics in 2018, older citizens, i.e., more than 65 years old, have reached a 14% of the total 
population, thus claiming the era of aging society (Ministry of Interior, Taiwan, ROC, 2018). While these trends are 
clear, literature on aging consumers are still limited (Carpenter & Yoon, Colwill et al., 2008; 2015; Leventhal, 1997; 
Yoon, Cole & Lee, 2009; Scharlach et al., 2000). This study thus fills this gap, and explores aging people’s 
consumption experiences, particularly using customer journey as a theoretical lens (Lemon and Verhoef, 2016; Patrício 
et al., 2008). 

 
The main objective of this study is to portrait the aging consumption experiences by using customer journey as a 

main theoretical lens (Lemon & Verhoef, 2016). Specifically, this study’s research questions are as follows. 1). What 
are the antecedents, i.e., motivations, in driving the aging customer journey? 2). What are the consequences of this 
aging customer journey? 3). What are the intermediate mechanisms in establishing these consequences (e.g., 
satisfaction, loyalty)? Hence, this study contributes in several perspectives: 1). Explore aging people’s consumption 
experiences, and propose innovative models for the aging brand; 2). Use a main theory, i.e., customer journey, together 
with two supporting theories, i.e., brand resonance pyramid model (Keller, 2013), and socioemotional selectivity 
theory (Carstensen, 1992), to explore the aging customer journey, thus demonstrating the applicability of these three 
theories. 3). Offer practical solutions to firms targeting at this aging segment. 
 
Literature Review 
Customer journey theory 

Lemon and Verhoef (2016) propose the concept of customer journey, which suggests four distinct stages of 
customer journey, i.e. pre-purchase, purchase, post-purchase, and loyalty loop (Lemon and Verhoef, 2016). Themain 
goal of this theory is to explore a more detailed and experience-oriented customer journey, particularly applied in the 
service industry. In addition, a related work also proposes alternative stages of customer journey, pre-service, service, 
post-service, and customer touch-points are examined to evaluate their experiences with brands (Rosenbaum et al., 
2017, Voorhees et al., 2017). This study adopts from several stages, proposed by Lemon and Verhoef (2016), i.e., pre-
purchase, purchase, post-purchase, in order to understand the aging consumption journeys with their brands. 
 
Brand resonance pyramid and socioemotional selectivity theory 

Keller (2013) proposes brand resonance pyramid model, positing that consumers’ relationships with a brand start 
with a brand’s salience (i.e., unique feature and who they are), followed either by a rational route (i.e., product 
performance and consumer judgement on the performance), or an emotional route (i.e., brand image and consumer 
feelings on those image), and end with consumer resonance, e.g., loyalty, word-of-mouth, with a brand. This study uses 
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the rationales of this model, i.e., rational and emotional routes, in order to understand the aging consumers’ 
psychological dynamics in their customer journeys. 

 
Carstensen (1992) proposes socioemotional selectivity theory, which posits that the older adults are 

psychologically changed due to their sense of a limited time horizon in their remained life, compared with young adults 
(Carstensen, 1992; 1995; Carstensen, Fung & Charles, 2003; Carstensen, Issacovitz & Charles, 1999). Hence, older 
adults are more present-focus, i.e., shorter-term, with positive thinking, i.e., positivity effect, and have a better 
regulation of emotion in their decision making. For example, the aging people tend to look for emotional experiences, 
together with their familiar members, social connectedness, e.g., old friends, or past memories, and thus tend to be 
more satisfied and loyal with their consumption experiences (Carstensen, 1992; 1995; Carstensen & DeLiema, 2018; 
Carstensen et al., 1999; 2003; Drolet et al., 2011). 

 
Four types of aging brands 

Moody and Sood (2010) propose four types of aging brands i.e., age-denial, age-adaptive, age-irrelevant, age- 
affirmative. An age-denial brand refers to those helping older consumers look and feel young, and its main purpose is to 
help self-enhancement, such as those industries as education market, sports gym, leisure farm, while an age- adaptive 
brand, on the other hand, helps the elderly to recognize their aging facts, and further offers functional and solution-
oriented products, such as hospital services, Silver Centrum、Klim High Calcium milk powder、Quaker’s product 
series on the Silver (Drolet et al., 2010; Moody & Sood, 2010). This study particularly focuses on the first two types 
of aging brands, namely, age-denial, and age-adaptive. 
 
Conceptual framework 

In order to have a better focus, this study uses three stages, i.e., pre-purchase, purchase, post-purchase, adopted 
from the customer journey theory (Lemon & Verhoef, 2016). In addition, this study also uses the rationales of two 
supporting theories, i.e., brand resonance pyramid model (Keller, 2013), socio-selectivity theory (SST) (Carstensen, 
1992), in order to understand the aging consumers’ psychological responses in their customer journeys. Table 1 shows 
the proposed conceptual framework and related theories. 

 
Table 1: Conceptual framework and related theories 

 
 

 
Methodology 

This research uses a case study, i.e., purpose sampling and semi-structural interview, to collect data. In total, 
14 aging consumers aged between 65 and 83, are interviewed, and each interview lasts approximately 35~40 minutes; 
and two types of aging brands (i.e., age-denial and age-adaptive), are investigated as research contexts (Drolet et al., 
2010; Moody and Sood, 2010; Yoon et al., 2009). The contexts in this study, for the age-denial brand, include sports 
gym, senior learning center, health-beauty food; and for the age-adaptive brand, consist of hospital, health- care food. 
In total, 14 in-depth interviews are conducted, including 11 ones in the age-denial contexts, i.e., sports gym, senior 
educational center, health-beauty food, and 4 interviews in the age-adaptive scenarios, i.e., hospital, health-care food. 
The interview guidelines are firstly designed to conduct a pilot test, and then official interviews, in order to meet the 
objectives of this study. Data is then analyzed using the grounded theory method (Strauss and Corbin, 1997); 
specifically, interview transcripts are firstly classified into three stages, i.e., pre-purchase, purchase, post-purchase, and 
data is then open-coded, in order to understand the elderly psychological dynamics (Strauss and Corbin, 1997). The 

Psychological 
stages 

Antecedents 
(pre-purchase) 

Processes 
(purchase) 

Consequences 
(post-purchase) 

 
Theory 

Customer journey theory Customer journey theory Customer journey theory 

Brand resonance pyramid Brand resonance pyramid Brand resonance pyramid 

Socioemotional selectivity 
theory 

Socioemotional selectivity 
theory 

Socioemotional selectivity 
theory 
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open-coded data is then categorized into several distinct constructs, e.g., customization, via. open discussions with 
related experts, e.g., managers of sports gym. These distinct constructs are shown in the result, as below. 
 
Key findings 
Age-denial brand 

The aging customer journeys for the age-denial brand, include those antecedents, such as price, location, 
environment (e.g., facility), personal factor (e.g., body exercise), service quality, and social connectedness; the 
consequences include those factors, e.g., satisfaction, loyalty, word-of-mouth, recommendation. Most importantly, this 
study finds critical mediators, namely, sense of identification, attachment, customization, diversification, and mutual 
interactions. Based on the findings, I propose a research model, as shown in Figure 1. (note: citations from interview 
transcripts will be provided upon request) 

 
Figure 1: Proposed model for the age-denial brand 

 
 

Age-adaptive brand 
This study finds the antecedents for the age-adaptive brand, include those factors, such as personal factor 

(health issue), price, word-of-mouth, and mediators include those variables, e.g., sense of identification, 
customization, cost/performance, product/service quality, routine. The outcomes of aging customer journey, include 
satisfaction, loyalty and recommendation. Hence, the following model is proposed in Figure 2 as below (note: 
citations from interview transcripts will be provided upon request) 
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Figure 2: Proposed model for the age-adaptive brand 
 

 
Discussions and implications 

This study finds the following results. Firstly, rational antecedents for both age-denial and age-adaptive 
brands,include those factors, e.g., price, location, environment, service quality, and personal factors. Social 
connectedness and word-of-moth are important emotional antecedents in driving age-denial and –adaptive brands, 
respectively. Secondly, consequences of the aging customer journeys include satisfaction, loyalty, word-of-mouth, 
and recommendation. Most importantly, this study finds the mediators, i.e., sense of identification, attachment, 
customization, for these two brands, with an exception of diversification and mutual interaction for the age-denial 
brand, and cost/performance and routine for the age-adaptive brand. 

 
Those shared antecedents for both brands, e.g., price, service quality, have been reported in prior works, showing 

no differences between aging and younger consumers, thus a further discussion might not be so critical (Baker and 
Crompton, 2000; Martín-Consuegra et al., 2007). A result that social connectedness is an important antecedent, 
particularly for the age-denial brand, might be that those aging people need to re-identify and re- position their social 
roles in their later life (Liechty & Genoe, 2013; McGuire et al., 2009). Word-of-mouth, emerges as an important 
antecedent for the age-adaptive brand, and it shows that aging consumers are highly involved in this brand type, and 
make less efforts on their information search, and thus they tend to ask for opinions from their social networks, e.g., 
family members, familiar friends (Carstensen, 1992). These findings also suggest the validity of the socioemotional 
selectivity theory (Carstensen, 1992; 1995). 

 
Satisfaction, loyalty, word-of-mouth, and recommendation, are suggested as important consequences in the 

journey. These might be due to the fact that the aging consumers are more present-focus, and thus easier to be satisfied 
and loyal (Carstensen, 1992). The findings also show the elderly consumers have a higher level of emotional 
regulation, less information search, and the positive effect, i.e., older adults have more emotionally gratifying 
memories, e.g., satisfaction (Carstensen & Mikels, 2005; Mather & Carstensen, 2005). Taken together, this result 
suggests the validities of socioemotional selectivity theory (SST) (Carstensen, 1992). 

 
Most importantly, this study finds that customization, diversification, cost/performance, are important mediators 

for aging consumers. These might be that tailor-made product/service and flexibility are important to the elderly 
consumers, due to their physical declination, and/or their desire to enjoy their expected, remained life. Overall, these 
results also suggest the validity of brand resonance pyramid model for the aging consumers (Keller, 2013). 
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This study thus suggests to the age-denial brand, e.g., sports gym, should offer customized and diversified 

product/service, and creates a friendly atmosphere to aging consumers. These could be implemented by using one- to-
one service, multi-function facilities etc. For the age-adaptive brand, i.e., hospital, this study advises that they should 
offer more customized and valuable cost/performance services, because the aging consumers are highly involved with 
this brand type. In addition, routine is important, and thus customer relationship management (CRM) is critical for this 
aging segment. 
 
Notes: References will be provided upon request.
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Summary Brief  
A Proposed Model to Test the Effectiveness of 
External Influence in Changing Consumption Habits  
 
Siti Aqilah Jahari, Sunway University, Malaysia 
Ashley Hass, Texas Tech University, USA 
Izian Idris, Sunway University, Malaysia 
Mathew Joseph, St Mary’s University, USA 
 
  Changing consumption patterns is an elusive task as it involves altering one’s beliefs. However, a conducive 
environment that promotes sustainability is argued to be influential in changing habits and establishing new norms. 
This study addresses this issue by proposing a conceptual model that integrates the theoretical perspective stemming 
from Social Cognitive Theory and Value-Beliefs-Norms. For a change to be successful there is a need to nurture the 
core beliefs of individuals. Based on an eco-friendly institution, this study aims to examine how environmental 
influences stemming from advertisements, media, and green campaigns may stimulate a change in young consumers’ 
beliefs towards adopting pro-environmental behavior 
 
Introduction 
  Numerous negative impacts of climate change on the environment have attracted the attention of stakeholders 
to take intervening action to mitigate its impact. At an international level, the United Nations is at the forefront to 
spearhead global initiatives such as the United Nations Sustainable Development Goals, a blueprint for a sustainable 
future (UNSDG 2020). 
 

Whilst concerted efforts have been directed at the upstream (business) level to minimize environmental 
effects (e.g., green labeling products, gas emission policies), not much is known on the external influence of 
interventions that are targeted to change individual’s behavior (Gordon, Carrrigan, and Hastings 2011). For instance, 
a social marketing campaign is a common platform to help raise awareness of environmental concerns amongst 
consumers. Nevertheless, consumption patterns have not substantially improved, although 59% of consumers 
worldwide expressed concerns over climate change (Nielsen 2011). Such discrepancy highlights the need to address 
the core beliefs, values, and norms of consumers towards pro-environmental behavior to propagate a sustainable 
change. 

 
             Changing consumption patterns is an elusive task as it involves altering one’s beliefs on the consequences of 
one’s actions (Phipps et al. 2013). This is particularly so over time. For a change to be effective, providing a conducive 
external environment is essential as consumers do not exist in a social vacuum and interact with the environment 
(Stern 2000).  
 

Frameworks have been developed that can help our understanding of sustainable marketing, both in existing 
theories and in specific sustainability contexts. First, R-A Theory relates to sustainable marketing in seven ways (Hunt 
2011; 2012). Next, propositions for a sustainable society and transformative change were developed to illuminate the 
line between responsible marketing an sustainable marketing (Varey 2010). Additionally, several frameworks include 
how to understand sustainable marketing through green marketing, social marketing, and critical marketing (Gordon 
et al. 2011), in heritage tourism (Chhabra 2009), and towards a more holistic and global perspective for consumers 
who choose to live a “greener lifestyle” (Prothero, Mcdonagh, and Dobscha 2010), through capitalism by commodity 
culture (Prothero and Fitchett 2000). 

 
 Young consumers are a driving force of pressure for firms to partake in sustainable practices and green 
marketing. Previous research on young consumers has shown that there are individual factors (e.g., local environment 
awareness, concrete environmental knowledge, and local environmental involvement) and contextual factors (e.g., 
media exposure to environmental messages, parental and peer influence) that impact green purchase behavior (Lee 
2009). 
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   Although Lin and Hsu (2015) adopted the SCT framework, they did not test the mediation relationship 
between personal, environment, and behavior constructs. As such, this study proposes to examine the mediating effect 
of external environment on personal attributes and pro-environmental behavior on the basis that environment may 
potentially be a alter existing beliefs and/or create new norms in consumers, especially considering that contextual 
environment can shape one’s environmental attitude (Lee 2011). 
 
Method 
 This study adopts a purposive sampling approach with the following criteria: (1) students must be enrolled 
at Sunway University and (2) are in their third year of study. This is because students need to have been substantially 
exposed to campaigns and initiatives on campus to be relevant in answering the questionnaire. Data will be collected 
through the digital platform Qualtrics. Approximately 450 usable samples will be collected at Sunway University. 
Data will be assessed using AMOS to run Structural Equation Modeling. 

 
Conclusion 
 Previous research has explored young consumers’ perceptions of green marketing; however, a consensus has 
not been found and needs to be further explored, especially with Generation Z entering the labor force. Specifically, 
our study seeks to fill the gap in how the implementation of pro-environmental campaigns at an eco-friendly institution 
in an emerging economy affects their students’ green purchasing behaviors. As such, we propose to test a structural 
equation model to provide some preliminary evidence of this matter at a university with a strong pro-environmental 
campaign.  
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Summary Brief 
The Examination of the 8 Ps Marketing Mix, Buyer 
Decision-Making Process and Demographics 
 
Lucinda L. Parmer, Ph.D., Southeastern Oklahoma State University, USA 
John E. Dillard, Jr., Ph.D., University of Houston – Downtown, USA 
Ying-Chou Lin, Ph.D., Southeastern Oklahoma State University, USA 
 

This research used chi-square analysis to examine relationships with the 8 Ps marketing mix and buyer 
decision-making process variables. Demographic variables were likewise assessed. The 8 Ps marketing mix focuses 
on the marketing of service-oriented products for example, getting a haircut, an oil change or going out to eat at a 
restaurant. The 8 Ps marketing mix consists of (1) service product, (2) price, (3) place, (4) promotion, (5) people, (6) 
process, (7) physical evidence, and (8) productivity (Booms & Bitner, 1980; 1981). The buyer decision-making 
process consists of five buying stages to include  (1) need recognition, (2) information search, (3) evaluation of 
alternatives, (4) purchase decision, and (5) post-purchase evaluation (Dewey, 1910; Engel, et al., 1978; 1986). The 
sample consisted of 426 participants (n = 426). The chi-square analysis indicated there were significant relationships 
(p = 0.020) with the 8 Ps marketing mix and the buyer decision-making process variables. The 8 Ps marketing mix 
elements most important to the immediate needers, those participants in the first stage of the buyer decision-making 
process, was the service product, the price of the service, the person performing the service, and the quality of the 
service being performed.  It was significantly found that younger participants (18 – 39 years old) felt all elements of 
the 8 Ps marketing mix were important (p = 0.045). Females. (p = 0.001), higher earners (p = 0.001),  and higher 
degree obtainers ((p = 0.026) were also more impacted by the 8 Ps marketing mix over males, lower earners and 
lower degree holders.
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SESSION 3A: SALESPERSON ROLE AND INTERACTIONS WITH CUSTOMERS 
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Summary Brief  
Communication Alignment in Sales: The Role of 
Emotional Intelligence 
 
Emory Serviss, The University of South Alabama, USA 
Amanda Ledet, The University of South Alabama, USA 
Jennifer Henderson, The University of South Alabama, USA 
 
 Due to the current COVID-19 pandemic, salespeople are increasingly reliant on technology to navigate the 
sales process. A successful sales encounter is dependent upon the salesperson’s ability to effectively select the 
customer’s preferred communication platform, resulting in increased customer loyalty. While literature surrounding 
task-technology fit has explored the degree to which technology supports the ability to accomplish a task, there has 
been little focus on whether salespeople are effectively adapting technology usage to align with customers’ 
communication preferences. In this manuscript, we propose a study that examines the relationship between a 
salesperson’s emotional intelligence and the ability to select an appropriate communication platform that best aligns 
to the customers’ needs. Expanding upon existing theoretical groundings in adaptive selling and task-technology fit, 
we propose that the ability of salespeople to recognize the need to adapt the communication platform used, based on 
customers’ preferences, positively impacts customer loyalty and the B2B relationship.
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Summary Brief  
Are There Differences Between Inside and Outside 
Sales? A Multi-Group Analysis of Position Type  
 
Lucy Matthews, Middle Tennessee State University, USA  
Diane Edmondson, Middle Tennessee State University, USA  
 

The study investigates if there are differences between inside and outside salespeople using multi-group PLS-SEM. 
Two hundred and ten business-to-business salespeople were sampled. Position type was significant for four relationships. 
Implications and practical applications of the results are discussed. 

   
Introduction  

Today’s salesforce is distinctly different than prior generations (Ohiomah, Andreev, Benoucef, & Hood, 2019). 
Many organizations have restructure their sales functions by increasing inside sales roles (Bova, 2019). Although more sales 
roles have become inside, limited research exists highlighting differences this and the outside sales person (e.g., Edmondson, 
Matthews, & Ambrose, 2019; Marshall & Vredenburg, 1991). Specifically, there is little knowledge as it relates to how to 
motivate and retain inside vs outside salespeople. This research aims to fill this gap by investigating the differences in key 
sales constructs such as extrinsic and intrinsic motivation, positivity, emotional exhaustion, job satisfaction, and turnover 
intentions.  
 
Method  

A Qualtrics panel of 210 business-to-business (B2B) salespeople from a variety of industries was used. The final 
sample including 92 inside salespeople and 118 outside salespeople. All the scales were taken from literature. Each scale 
was unidimensional had reliability of 0.82 or higher. To analyze the data, partial least squares structural equations modeling 
(PLS-SEM) was used. Although the impact of extrinsic motivation on emotional exhaustion was positive for both groups, 
the impact was statistically stronger for inside salespeople. Intrinsic motivation negatively impacted emotional exhaustion 
for both groups. In addition, the impact of emotional exhaustion on job satisfaction was significantly negative for both 
groups. For emotional exhaustion on turnover intentions, the impact was non-significant for inside salespeople; however, 
the impact was significant and positive for outside salespeople. Finally, for the impact of job satisfaction on turnover 
intentions, both inside and outside have a significant negative relationship, but the impact is significantly greater for inside 
salespeople.  
 
Key Findings  

This study found that for inside salespeople, positively did not directly impact emotional exhaustion; however, for 
outside salespeople, positivity negatively impacted the emotional exhaustion. This study advances our understanding on 
how the type of sales position impacts key sales constructs showing it is important for organizations to make relevant policies 
for each based-on job type. It also highlights the need for future sales research to consider job type.  
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Summary Brief  
You Shouldn’t Talk About That: A Conceptual View 
of Religious Messaging in Sales Interactions 
 
Laura Munoz, University of Dallas, USA 
David E. Fleming, Indiana State University, USA 

 
The power of religious values and religious organizations remains relevant as an active stream in the 

marketing literature. From the buyers’ perspective, religiosity and its impact on consumption have long been the focus 
of researchers. Sales research has not paid attention to religiosity expressed by the seller. Salespeople are part of the 
direct and indirect channels in a marketing context; sellers are the face of the organization while developing a 
relationship with the buyer. Thus, this paper looks to conceptually explore whether the Christian identities adopted 
by buyers might impact the buyer-seller relationship as it is in this relationship where sellers’ messages, attitudes, 
and behaviors have an impact on the trust, satisfaction, loyalty, and word of mouth in the buyer. 
 
Introduction 

Consumption researchers continue to explore the impact religion has on: store loyalty and consumer 
complaint behaviors (Swimberghe, Sharma, & Flurry, 2009), shopping behavior (Essoo & Dibb, 2004), consumers 
opting to boycott brands (Al-Hyari, Alnsour, Al-Weshah, & Haffar, 2012), activist behavior (Swimberghe, Flurry, & 
Parker, 2011), and marketing strategies (McGraw, Schwartz, & Tetlock, 2012) as religiosity is vital in many choices 
and further research continues to be needed to continue to explain the role of religion in purchasing situations (Essoo 
& Dibb, 2004) regardless of the setting. 

 
Unfortunately, the seller aspect in the buyer-seller dyad has not been addressed. Research has not paid 

attention to religiosity expressed by the seller, such as the use of religious terms in a sales pitch or religious imagery 
on a business car or truck, and how such cues might impact buyers (Swimberghe, Sharma, & Flurry, 2011). 
Furthermore, it has also been noted that marketing and sales research has not addressed the impact of Christian 
religious symbols on consumer responses towards marketing (Taylor, Halstead, & Haynes, 2010), salespeople, or any 
other religious affiliation for that matter. 

 
This paper looks to conceptually explore the buyer’s side religiosity. Namely, explore whether the Christian 

identities adopted by buyers might impact the buyer-seller relationship. The paper contributes to the literature by 
proposing how religious messaging in the form of iconography and speech content impact the buyers’ perceptions of 
the salesperson in high and low settings. Specifically, does the perception of sellers vary based on high or low use of 
religious iconography and the high or low use of religious speech content? The variations will be explored regarding 
trustworthiness, honesty, purchase likelihood, and word of mouth of the seller. 
 
Proposition Development 
Signaling Theory 

Signaling theory is based on the economic concept of asymmetric information between buyers and sellers 
(Spence, 1974). Firms attempt to overcome this information gap by sending signals to consumers about their quality. 
Many signals have been tested such as price (e.g. Milgrom and Roberts, 1986).  Fleming et al. (2018) noted that firms 
could signal service quality to prospective customers by promoting the firm’s level of affinity for technology in the 
financial services industry. In a similar manner, firms that incorporate religious information in their sales messages 
could be sending a signal to prospective customers about the behaviors they will engage in based on the idea from 
Gladden et al. (2009) that religions promote rules of behavior in which some acts are immoral, some morally 
acceptable, and others morally obligatory. Thus, we propose: 
 
Proposition 1: The inclusion of religious content in the sales message will serve as a signal of the salesperson’s 
positive behavioral intentions to the buyer, which will increase sales outcomes. 
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Threshold Effects 
In the psychology literature, the model of selective attention (Treisman, 1969) states that information is only 

processed if it is deemed salient to the goal of the receiver. Taken a step further, the imago-semantic action model 
(ISAM) (Kabisch, 2004) postulates that an input must exceed a certain threshold in order to be acted upon in the 
stimulus-response process, such that if a stimulus does not reach the relative threshold needed for attention in a specific 
goal-oriented situation, then it not be attended to, processed, or acted upon. 

 
 It is proposed that the inclusion of religious content in the sales message that surpasses the customers’ 
perceptual threshold would trigger attention to the religious nature of the content and then be included in the 
customers’ assessment of the salesperson and company, their behavioral intentions, and post-interaction behaviors.  
 
Proposition 2: Moderate to very high levels of religious sales message content will impact sales outcomes. 
 
Wear-Out Effects 

It is well established in the literature that advertising suffers from a wear-out effect where too many exposures 
result in negative consequences such as reduced brand attitudes (Craig, Sternthal, & Leavitt, 1976). In a similar way, 
it can be argued that religious message content in the sales pitch suffers from a wear-out effect. Thus, it is expected 
increased exposures to the salesperson’s religious beliefs will create a situation where the message (signal) of those 
beliefs becomes less credible resulting in decreasing sales outcomes. 
 
Proposition 3: The very high condition will result in significantly lower outcomes than the moderate or high 
conditions. 
 
Congruity Effects 

The notion of self-congruity was introduced to the marketing literature by Sirgy (1980). The key self-
concepts he focuses on are the ideal self, the actual self, and the social self and the match or congruity between those 
selves. Sirgy’s (1982) work also showed that this congruity has a strong influence on purchase motivation. 
 
 In the case of the religious message content in the sales presentation, those who share belief systems and 
intensity of belief (religiosity) with the salesperson are more likely to attend the signals of religious affiliation, to 
detect them at a lower level, and to accept it in a presentation because the inclusion of such information is consistent 
with and reinforces their self-image. Similarly, Dunkel and Dutton (2016) noted that there is in-group favoritism 
towards other members of the same religion which leads to more positive feelings of members of one’s own religion. 
 
Proposition 4: The religious affiliation and level of religious engagement of the customer moderates the relationships 
proposed in P1-P3 such that: 
a) Those who are highly engaged with the same religion as the seller are more likely to identify the signal being sent 
by the seller. 
b) Those who are highly engaged with the same religion as the seller experience a decreased threshold effect (that is 
they will detect the inclusion of religious message content at a lower level than those who are not as highly engage 
with the same religion as the seller). 
c) Those who are highly engaged with the same religion as the seller experience a decreased wear-out effect (that is 
they will not experience the negative effect of religious message content until a much higher content level than those 
who are not as highly engage with the same religion as the seller). 
 
Conclusion 

Based on established marketing and psychological theory, this manuscript proposes to explain conditions in 
which religious sales message content can be both beneficial and destructive to key sales outcomes depending on the 
level of religious messaging. The proposed model also elucidates the boundary conditions that salespeople should be 
aware of before implementing such a strategy given the expectedly strong moderating effect of congruity.  
 

This framework provides a map for future empirical studies of the nature of the proposed relationships and 
their magnitudes.  
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Future research can be accomplished by examining the role that religious messaging or expressions have 
among sales interactions in B2B or B2C contexts where various economic, cultural, and social factors can have an 
impact. It would be also fruitful to think in terms of conflict or controversial issues. Framing religious messaging or 
communications from salespeople when individuals are experiencing conflict can yield new light as to the value and 
importance of religious communications. Last, it is acknowledged that this piece is conceptual in nature and thus, data 
is warranted to test whether our propositions are significant in the marketplace.  
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Summary Brief 
Workgroup’s Structure: A Conceptual Model of the 
Influence of Workgroup Structure on Employee Voice 
and In-role Performance Among Salespeople 
April L. Rowsey, University of Dallas, USA 
Laura Munoz, University of Dallas, USA 

For sales-based organizations to grow and maintain relevance in hyper competitive environments, a better 
understanding is necessary of the mechanisms and relationships that either inhibit or encourage salespeople to 
fulfill the responsibilities required of them, exert their employee voice, and engage in extra-role behaviors to benefit 
the organization. This paper seeks to develop a more thorough understanding of the role that work regulatory focus 
plays as a mediator on the relationship between workgroup initiating structure and both in-role and extra-role 
behaviors among salespeople. 

Introduction and Conceptual Framework 
To stay competitive, marketing and sales-based organizations depend upon employees to not only fulfill the 

key responsibilities required of their roles (e.g. meeting sales quotas, providing support to clients and customers, 
abiding by policies and procedures) but also to communicate their suggestions and concerns in order to improve 
organizational processes and effectiveness (Morrison 2011; Xiong et al. 2019). It is therefore increasingly important 
to understand how, why, and under what circumstances both in-role motivation and extra-role behaviors are affected 
or triggered by stimuli in the workplace (Lanaj, Chang and Johnson 2012) as well as explore the extent to which 
employees’ unique sense of identification may enhance or diminish their expression of those behaviors. A unique 
perspective is offered by the exploration of Regulatory Focus, a theory of self-regulation, which has emerged in the 
performance domains within the past two decades as a means of explaining important cognitive drivers used in goal 
attainment (Lanaj et al. 2012).  

As employees attend to situational stimuli, one of the most information-rich sources of norms and 
expectations is the employee’s own proximal work group. With more than three quarters of all employees in 
America reporting working as a member of at least one team (Gallup 2017; Mathieu, Wolfson and Park 2018), as is 
typified by sales and marketing teams, the role of observable team stimuli (such as norms and activities) modeled 
within the group serves as a powerful influence on each of the members. These issues have become extremely 
important in marketing and sales workplaces and especially for those sales professionals who have a strong brand 
identification (Xiong et al. 2019) and endeavor to stay relevant fulfilling customer satisfaction (Brill, Munoz and 
Miller 2019).  

Previous studies have examined the impact of leader-induced initiating structure (Neubert et al. 2008) as a 
primer for employee prevention focus, but less is known about the influence of initiating structure at the workgroup 
level as a primer of regulatory focus; this issue becomes more salient in sales where the nature of the work can 
significantly impact these structures. This paper addresses the influence of workgroup level initiating structure as a 
primer or antecedent for salesperson work regulatory focus which, in turn, may well contribute to salesperson 
prohibitive voice behavior and in-role performance. Our conceptual model proposes relationships with the 
constructs of prevention regulatory focus mediating the influence of work group initiating structure and both 
prohibitive voice and in-role performance among salespeople. 
Proposition Development 
Work group initiating structure & Prevention focus in the workplace 

Because salespeople tend to be part of teams, the types of behaviors and activities modeled within the 
group serve as a powerful influence through priming or suppressing a specific self-regulatory focus in the minds of 
its members. A specific type of stimulus, often observable within groups, involves an emphasis on highly directive 
and task-oriented forms of behavior (Idson, Liberman and Higgins 2000; Parsons, 1951). When a work group 
prioritizes and emphasizes task completion, policy adherence, or obligation fulfillment, the climate is more oriented 
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toward defining performance, goal, and role expectations (Fleishman 1998). Consequently, initiating structure at the 
work group level could contribute to evoking work group members’ prevention focus. Thus, it is expected that: 

Proposition 1: Work group initiating structure is positively related to salesperson prevention focus. 
Prevention focus and prohibitive voice behavior 

Examples of prevention-focused behavior in the workplace include adherence to policies, procedures, and 
guidelines. Salespeople with prevention focus may be more attuned to matters of waste, safety, and process 
inefficiency of sales resources especially if those matters pose a threat to the safety and security of the status quo.  

Prohibitive voice also plays a valuable role in the overall well-being of an organization (Chamberlin, 
Newton and Lepine 2016; Detert and Burris 2007; Maynes and Podsakoff 2014). Employees who elect to express 
prohibitive voice generally do so as a discretionary, or extra-role, behavior (Xiong et al. 2019) with the intention to 
remedy, stop, or prevent past, current, or anticipated problems and concerns that could harm the organization 
(Chamberlin et al. 2016). Salespeople exercising prohibitive voice may choose voice issues on a variety of matters; 
including, but not limited to: perceived obstacles to positive sales performance or organizational processes that 
negatively impact customers’ experience with and perceptions of the organization.  

Both prevention focus mindset and prohibitive voice behavior share a common interest and motivation in 
preventing loss or avoiding pain (Liang et al. 2012). Whereas a prevention-focused mindset is attuned to detect 
potential problems (losses) and threats to the status quo, communicating about these potential problems and threats 
involves the expression of prohibitive voice. Thus, it is expected that: 

Proposition 2: Salespeople’s prevention focus is positively related to subsequent prohibitive voice 
behavior. 
Prevention focus and in-role performance 

The same performance strategies of vigilance, attention to detail/accuracy, and a sense of obligation for 
fulfilling duties and expectations (Förster, Higgins and Bianco 2003) employed by a prevention-focused mindset are 
also successful performance behaviors for succeeding in a work role. Thus, it is expected that: 

Proposition 3:  Salespeople's prevention focus is positively related to subsequent in-role performance. 
Moderating effect of work group identification 

Social science literature recognizes that individuals often have multiple identities within their 
organizations. Consequently, Ashforth and Mael (1989) suggested that research should focus on identification with 
salient subgroups such as the work group as, for example, sales managers model the behaviors that they want 
salespeople to exhibit and thus, salespeople are likely to consider these behaviors as a standard of accepted practices 
within a group (Inyang, Agnihotry and Munoz 2018). This paper uses the conceptualization of work group 
identification (ID) as defined by Riordan and Weatherly (1999, 311): “Work group identification is a personal 
cognitive connection between an individual and the work group. It is the individual’s perception of oneness with the 
work group and the tendency to experience the group’s successes and failures as one’s own. When an individual 
identifies with a group, that individual defines him/herself by the same attributes (e.g., qualities, faults, common 
destinies) that define the work group.” Thus, it is expected that: 

Proposition 4: Salespeople's work group identification moderates the relationship between prevention 
focus and prohibitive voice such that the relationship is stronger among salespeople with high work group 
identification than those with low work group ID. 

Proposition 5: Salespeople's work group identification moderates the relationship between prevention 
focus and in-role performance such that the relationship is stronger among salespeople with high work group 
identification than those with low work group ID. 
Expected Key Findings 

Today’s sales leaders face increasing pressure to positively impact key levers of both in-role and extra-role 
salesperson performance within their groups. Through empirically testing our model, we seek to contribute to the 
understanding of how workgroup initiating structure potentially functions as a primer for salesperson work 
regulatory focus and might impact the subsequent outcomes of in-role performance, generally, and the specific 
extra-role behavior of employee prohibitive voice. 

Future research in this area will benefit from longitudinal research designs that explore how these behaviors 
change over time as the tenure within the work group increases. Additional points of interest for future streams of 
research include the study of remote or virtual sales teams to see what insights might be uncovered as teams are 
physically distant.  
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Summary Brief 
The Evanescence of “I Do”: 
Exploring Consumers’ Regulatory Focus in Mobile 
App Engagement and Disengagement 
Guanyu Geng, Ph.D. Student, G. Brint Ryan College of Business, The University of North Texas, USA 
Lou E. Pelton, Associate Professor, G. Brint Ryan College of Business, The University of North Texas, USA 

This study investigates the psychological mechanisms that regulatory focus dimensions predict the intention 
to download the mobile apps.  The predictions are assumed through the unified theory of acceptance and use of 
technology (UTAUT) anchors, perceived risk, and app rating.  Drawn from an online survey with 1670 U.S. 
participants, consistent with UTAUT model, empirical results show the direct positive relationship between download 
propensity and UTAUT anchors.  Risk perception and performance expectancy are serial mediators between 
prevention focus and download propensity.  Moreover, risk perception and facilitating condition also sequentially 
mediate the relationship between prevention focus and download propensity.  Good app ratings intensify the positive 
effects of three UTAUT anchors on download propensity.  This study contributes to existing research by distinguishing 
the psychological mechanisms that underpin regulatory focus dimensions and app download propensity.  Practitioners 
are recommended to improve the mobile apps by addressing the concerns of users with different regulatory focus 
orientations. 

The overarching challenge confronting mobile application (hereafter, app) marketers is customer churn. In 
the mobile app market, customer churn is a dismal reality: nearly 80% of consumers who download mobile apps will 
uninstall the mobile app after one month. Perhaps, there is no easier acquisition process than mobile downloads: with 
a mobile phone and any app search engine, there is essentially no upfront cost. While customer churn rate is an 
important metric, mobile app marketers are largely focused on maximizing customer attainment. Firms use ASOs to 
optimize prospect traffic, but the factors that motivate the initial download decision warrant increased research 
attention. This research explores how consumers’ regulatory focus relates to their download propensity. 

Adapting the unified theory of acceptance and use of technology (UTAUT), we critically explore the 
psychological mechanisms that impact consumers’ download propensity for a foreign language self-learning app. Our 
analysis is based on archival data from a U.S. mobile app developer. There is unprecedented growth in the $55 billion 
global language services industry; however, it is highly competitive. Accordingly, mobile app marketers want a better 
understanding of what attracts and retains customers. One of the overarching assumptions in the industry is that 
consumers’ intrinsic learning motivation is part of the attraction. Intrinsic motivation is likely a catalyst goal-seeking 
behavior. Since learning a new language is a goal, people can view this goal as hopes, aspirations and ideals (Higgins 
1997). 

Regulatory focus theory offers a framework categorized into promotion-focused and prevention-focused 
goals. These two regulatory focus orientations can be influenced by individual traits, goals or situational 
characteristics. It is often a powerful source of influence in the goal-oriented decision-making process. Regulatory 
focus is not only be a state which can influence consumers’ situational decision-making processes; it is also a trait that 
may influence expectancy and the attitudes (Higgins 1997; Higgins 1998; Keller and Bless 2007). When consumers 
download, does chronic regulatory focus influence expectancy from the learning apps? 

Based on UTAUT (Venkatesh et al. 2003), we develop a conceptual model to assess empirically whether (1) 
promotion-focused consumers are more optimistic (Ju et al. 2017) and perceive lower risk, (2) prevention-focused 
consumers are less optimistic and more sensitive to risks and (3) regulatory focus influences the download propensity 
of the learning apps. Next, we investigate whether the UTAUT factors influence download propensity. We further 
assess the moderation effects of the mobile app rating on the four dimensions of UTAUT. The hypothesized 
relationships and directionality are summarized in Figure 1. 
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Consistent with the UTAUT model, the four anchors including performance expectancy, effort expectancy, 
social influence, and facilitating conditions positively influence the download propensity.  Risk perception and 
performance expectancy serially mediates the relationship between prevention focus and download propensity. 
Moreover, risk perception and facilitating conditions also serial mediators for the relationship between prevention 
focus and download propensity. Good app ratings can amplify the effect of performance expectancy, effort 
expectancy, and facilitating conditions on consumers’ download propensity. This study contributes to the research 
related to UTAUT model by distinguishing the psychological mechanisms that underpin regulatory focus dimensions 
and app download propensity.  Table 1 shows the empirical results. 

Table 1: SEM Results 

Notes: RP: Risk Perception; PE: Performance Expectancy; SI: Social Influence; FC: Facilitating Conditions. 
Model fit: χ2 =1190.659; df=293; p-value=.000; GFI=.948; AGFI=.933; CFI=.972; NFI=.964; RMR=.120; 
RMSEA=.043 
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Summary Brief 
Instagram Engagement Rate During a Global 
Pandemic 
Susan Myers, University of Central Arkansas, USA 

Digital channel usage has skyrocketing through the pandemic while Internet access is evolving into a 
necessity as people scramble to work, learn, shop and exist from home. Social media platforms allow research to 
quantify the behavioral component of customer engagement and examine this engagement rate construct within 
research. The study gathered posts from the Instagram API for 37 companies. The study compared engagement rate 
before and after the 15 days to slow the spread announcement was made. Results of a paired samples t-test indicated 
that engagement rate was higher during the pandemic than before. A second study looked at the content of the hashtags 
in the post but found no significant difference in engagement rate. 

Introduction 
The global COVID-19 crisis has significantly altered the advancement of the economy both in the United 

States and around the world. The impact of the crisis knows no borders of geography or industry, and the subsequent 
lockdowns may have permanently changed consumers linking them to digital media like never before. Mandatory 
lockdowns kept many people at home and caused major shifts in behavioral trends. Being locked away from their 
usual activities, consumers turned to digital media for entertainment and escape — playing games, browsing social 
media, and streaming more movies and television shows. The current seeks to understand if consumers are engaging 
more with brands as they retreat into their digital lives. 

Customer engagement has been defined in the marketing literature as “a customer’s particular psychological 
state induced by the individual’s specific interactive experiences with a focal engagement object (e.g., a brand)” 
(Brodie, Hollebeek, Jurić, and Ilić, 2011, p. 257).  This definition was later conceptualized as “a consumer's positively 
valenced brand-related cognitive, emotional and behavioral activity during or related to focal consumer/brand 
interactions” (Hollebeek et al., 2014, p. 154). Social media platforms allow research to quantify the behavioral 
component of customer engagement and examine this engagement rate construct within research. Engagement Rate 
shows how much followers were engaged to the published posts. 

Social media has changed the communication model between businesses and consumers. In 2019, an 
estimated 2.95 billion people were using social media worldwide. The United States has one of the highest social 
media penetration rates with over 70 percent of people owning a social media account. In 2019, over 246 million 
Americans used social networks to post pictures, like and comment on content, or send private messages. A survey of 
U.S. social media users showed The Covid-19 pandemic has further intensified consumer reliance on social media. 
As of March 2020, social media users in the United States were spending more time online with 29.7 percent of 
respondents admitting to using social media 1-2 hours additional hours per day and an additional 20.5 percent saying 
they used social media 30 minutes to 1 hour more than usual per day (Clement 2020). Based on this increase in social 
media consumption the study proposes that 

H1: Engagement rate per post will be higher during the pandemic than the period before the pandemic. 
H2: Businesses will post more on average during the pandemic than the period before the pandemic.  
The difference in engagement rate between the periods provides interesting insights into consumer use of 

extra time on social media. To further investigate differences in engagement rate, this research looks to understand 
the impact of one particular content feature on engagement rate—hashtags. The study expects: 

H3: Posts with holiday related hashtags will have a higher engagement rate than those that do not. 
H4: Posts with covid related hashtags will have a higher engagement rate than those that do not. 
H5: Posts with celebrity related hashtags will have a higher engagement rate than those that do not. 

Method 
The first part of the study focused on Instagram posts from the top 50 companies in the The BrandZ rankings 
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of top global brands for 2019. The final sample was limited to companies with an Instagram page and over 100,000 
followers leaving a total of 37 companies. Posts were gathered for the period before and after President Trump’s 15 
days to slow the spread guidelines (March 16). Posts were pulled from January 1-March 15 (75 days) for each company 
and then for March 16- May 31 (77 days). 

The engagement rate metric was calculated using the formula: ERpost = (likes+shares+comments)/count of 
followers*100. In addition, the number of posts per day was calculated: total posts/number of days in the period.  

Results 
To compare each company’s engagement rate for each period in the study, a paired samples t-test was used. 

The t values showed a significant difference in engagement rate between the paired samples. The engagement rate per 
post was higher for the period during the pandemic than the period before supporting H1. There was no significant 
difference between the number of posts per day between the periods showing no support for H2. 

A Univariate Model was used to test H3-H5 with engagement rate as the dependent variable and each of the 
categories. The results do not support any of the hypotheses. Contrary to expectations, there was a significant effect 
was for posts that contained a reference to a holiday (p < .01) in the opposite direction. Posts with a holiday related 
threshold had lower engagement rate (.440) than posts without a holiday hashtag (.613).  

Discussion 
This study looks at a snapshot in time with the approximately 2.5 months before the pandemic and the 2.5 

months following the first regulations around the Covid-19 virus. In that snapshot, the research from these Instagram 
posts indicates that engagement rate per post was higher for the sample companies during the pandemic than before 
despite the fact that there was not a significant difference in the quantity of posts made. Our content analysis indicates 
that despite the fact that people engaged more during the pandemic, they were not necessarily engaging in virus related 
content. Posts with covid related hashtags did not have a higher rate of engagement. Similarly, posts with hashtags 
directly referencing a holiday saw a lower level of engagement. While recognizing holidays may be fun for brands 
and consumers alike, it may not be a relevant social media strategy.  
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Summary Brief 
Satisfaction, Investment, and Altruism as Motivation 
(SIAM) Model: A Conceptual Framework for Social 
Media Complimenting Behavior 
Brian A. Vander Schee, Indiana University, Kelley School of Business – Indianapolis, USA 

Consumers readily use social media to complain when they have unmet expectations from a brand. Their 
dissatisfaction can be expressed publicly via a brand’s social media page or privately posting only to the consumer’s 
personal account. To a much lesser degree, consumers also post positive sentiments. Consumers have various 
motivations to engage in social media complimenting. The SIAM Model proposes that consumer altruism, investment, 
and satisfaction act as motivators for social media public and private complimenting. Empirical testing of the model 
will help brands engage in efficient spending on online branding to maximize consumer social media complimenting. 

Introduction 
Social media use is commonplace with consumers as 2.23 billion people were active users of Facebook in 

the third quarter of 2018 (Statista, 2018). Consumers use social media to engage with brands and voice their 
perspectives on a variety of topics including product quality, customer service, and recommendations for others. Not 
all of the communication is positive. In fact, 46% of consumers have used social media to complain about an 
organization. Before social media, consumers often did not complain because the costs of complaining were perceived 
as being far outweighed by the benefits of achieving service recovery (Sharma et al. 2010). However, social media 
has made complaining very quick and convenient. 

Complimenting Behavior 
Public complimenting refers to customer compliments directed to a service provider while private 

complimenting refers to customer compliments directed to other customers (Balaji, Jha, and Royne 2015). Just like 
public complaining affords the firm an opportunity to take corrective action (Fox 2008), public complimenting lets 
the firm know what consumers appreciate (Payne et al. 2002). Public complimenting helps the firm gain insight into 
consumer perspectives that would otherwise go unnoticed. 

Satisfaction 
Satisfaction is positively associated with social media public and private complimenting. Payne et al. (2002) 

found that consumers give compliments based on great satisfaction, otherwise referred to a delight, in that an element 
of surprise is involved. A study by Bechwati and Nasr (2011) involving a content analysis of 1,000 product reviews 
showed that consumer satisfaction and delight is a main driver for consumers to provide an online public 
recommendation. A similar result was found in a study of over 400 movie goers in that satisfaction was a primary 
motivation to provide a private positive endorsement (Ladhari 2007). 

Proposition 1a – Satisfaction is positively associated with social media public complimenting. 
Proposition 1b – Satisfaction is positively associated with social media private complimenting. 

Investment 
Investment is positively associated with social media public and private complimenting. Halstead (2002) 

surveyed 400 customers and their post-purchase behavior noting that consumers may complain using social media 
because they actually care about the brand wanting the firm to know how it can improve. Moreover, a study by Hennig-
Thurau et al. (2004) surveying over 2,000 consumers engaged in eWOM communication found that a motivation to 
make a contribution is to add value to the relationship with the firm and other consumers. 

Proposition 2a – Investment is positively associated with social media public complimenting. 
Proposition 2b – Investment is positively associated with social media private complimenting. 

Altruism 
Altruism is positively associated with social media public and private complimenting. 
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Payne et al. (2002) reference a positive motivation for complimenting as a socially acceptable thing to do, although 
the results from Otto et al. (2005) suggest that altruism has no connection to future purchase intention and thus limits 
its utility. Altruism may have elements of self-interest in that consumers may post social media compliments to 
enhance their self-image (Wallace, Buil, and de Chernatony 2017). For example, one might ask, do consumers 
exaggerate their compliments provided in social media to appear as a good person? (Davidow 2012). 

Proposition 3a – Altruism is positively associated with social media public complimenting. 
Proposition 3b – Altruism is positively associated with social media private complimenting. 

Future Considerations 
Knowing that social media complimenting increases future business, it makes sense to consider the 

underlying motivations. Examining the connections in the SIAM Model will contribute to our understanding of social 
media complimenting providing a more definitive approach to online branding strategies and promotional messages 
(Otto et al. 2005). 
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Summary Brief 
I want what you post: How Purchase-Centered UGC 
Influences Audience’s Purchase Intention 
Jingyi Duan, The College of New Jersey, USA 

This paper examines the consequences of viewing others’ purchase-centered UGC on social media. Three 
studies have been conducted to reveal the relations between audience’s feeling of excitement, envy, and purchase 
intention towards the posted purchases. Findings suggest that envy mediates the effect of excitement on purchase 
intention. Specifically, when viewing a positive purchase posted by their social network, people would feel excited 
which positively influences the feeling of envy towards the buyer; envy then results in purchase intention towards the 
posted purchase. 

Introduction 
The popularity of social media is constantly increasing worldwide. Social media users tend to present 

themselves with positive user-generated content (UGC) (Manago et al. 2008; Siibak, 2009), including the purchases 
that they enjoy (Duan & Dholakia, 2017; Sekhon, Bickart, Trudel, & Fournier, 2015). The positive self-portrayals 
make social comparison ubiquitous on social media (Appel, Gerlach and Crusius, 2016). Social comparison on social 
media is mostly upward comparison which can cause people to experience negative emotions (Vogel, Rose, Roberts, 
and Eckles, 2014). Envy is one of the negative emotions which can lead people to desire what they do not have 
(Krasnova, Widjaja, Buxmann, Wenninger, & Benbasat, 2015). This paper aims to explore antecedent and the 
consequence of envy on the UGC audience. 

Literature Review 
One of the frequently experienced emotions from the social media usage is excitement (Krasnova, et al., 

2013). Excitement refers to a single emotion characterized by high arousal and positive valence (Russell & Feldman, 
1999; Watson & Tellegen, 1985). Another emotion associated with high arousal is envy (Belk, 2013). Envy is defined 
as an emotion which “occurs when a person lacks another’s superior quality, achievement, or possession and either 
desires it or wishes that the other lacked it” (Parrott & Smith, 1993, p. 906). Existing research has suggested that 
excitement is positively related to envy (Cohen-Charash, 2009) as they are both competitive feelings (Ben-Ze'ev, 
1990). At the same time, both envy and competitive feelings can occur independently of each other (Hareli & Weiner, 
2002). Therefore, envy and competitive feelings are positively correlated but distinct from each other. 

Recent research has empirically demonstrated that envy can increase the willingness to pay for the superior 
product (Crusius and Mussweiler, 2012) and the desire to buy luxury brands (Loureiro, de Plaza, & Taghian, 2020). 
As Belk (2011) summarizes, envy “inspires the envier to purchase the equivalent of this same possession” (p.124). 
Therefore, marketers use envy as a tool to promote consumption among target customers (Cohen-Charash & Larson, 
2017). In the context of social media, envy increases the tendency of conspicuous consumption (Taylor & Strutton, 
2016), the purchase intention of the envied product (Lin, 2017), and the visit intention toward a given destination (Liu, 
Wu & Li, 2019). Based on the literature reviewed above, it is hypothesized that: When one (the audience) sees a 
positive purchase posted by a friend (the buyer) on social media, the audience’s feeling of excitement positively 
influences the audience’s feeling of benign envy, which leads the audience’s purchase intention towards the posted 
purchase. 

Methodology 
To test the hypotheses, four studies have been conducted. In Study 1, participants (N = 118) recruited from 

Amazon MTurk read “Please imagine that one of your friends just bought a lasted version of Apple smartwatch, and 
the friend posted a picture of the smartwatch on Facebook as shown below” and were shown a Facebook post of a 
smartwatch. The caption of the post said “Check out my new smartwatch”. Next, participants were measured their 
purchase intention towards the smartwatch, excitement, product involvement towards the smartwatch as a product 
category, and envy towards the buyer. Bootstrapping analysis using SPSS PROCESS program Model 4 controlling 
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product involvement towards smartwatch showed indirect effect (= .0948, SE = .0441) of envy was significant 
between excitement and purchase intention, with a 95% CI excluding zero [.0205 to .1983]. The hypothesis was 
supported. Study 2 was conducted to replicate the finding of Study 1 with a different product category and population. 
In total 107 undergraduate students participated in Study 2. The procedure was similar to that of Study 1. Participants 
were asked to imagine one of their friends just bought a new pair of trendy earbuds and shown an Instagram post of 
the earbuds. Then they were measured purchase intention, excitement, product involvement, and envy. The 
bootstrapping analysis controlling product involvement towards earbuds showed indirect effect (= .3815, SE 
= .1534) of envy was significant between excitement and purchase intention, with a 95% CI excluding zero [.1139 
to .7192]. The hypothesis was supported again. Study 3 sought to replicate the finding of Study 1 and 2 with more 
expensive product categories. In Study 3a, participants (N = 68) were asked to imagine one of their friends just bought 
a new car and shown an Instagram post of a car. In Study 3b, participants (N = 72) were asked to imagine one of their 
friends was studying abroad and were shown an Instagram post of a trip. Participants in both studies then were 
measured purchase intention, excitement, product involvement, and envy. As expected, the results of bootstrapping 
analysis controlling product involvement showed indirect effect (Study 2a: = .1595, SE = .1113; Study 2b: 
= .1839, SE = .0864) of envy was significant, with a 95% CI excluding zero (Study 2a: [.0028 to .4369], Study 
2b: [.0389 to .3794]), supporting the hypothesis. 

Discussion 
This research reveals the mediation effect of envy between excitement and purchase intention in the context 

of purchase-centered UGC. The finding advances our understanding of the relation between excitement and envy by 
demonstrating that excitement can lead to envy. Moreover, this research demonstrates the roles of emotions play in 
the process of how UGC influences viewers’ purchase intention. By empirically connecting emotions with purchase 
intention, this research expands the research of the impact of UGC. 
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Summary Brief 
Online Experiential Learning: Methods, Advantages 
and Challenges 
James Blair, Eastern Kentucky University, USA 
Prachi Gala, Elon University, USA 
Ayesha Tariq, Troy University, USA 
Dana Harrison, East Tennessee State University, USA 
Haya Ajjan, Elon University, USA 

Due to the uncertain environment, courses going online or utilizing a hybrid format where many students are 
learning outside of the traditional classroom, marketing educators have a need to share best practices for 
implementing experiential learning activities in this new environment. During this panel session, panelists will discuss 
methods, activities, and assignments that can be implemented in this new environment. Additionally, panelists will 
discuss advantages and challenges to implementing experiential learning opportunities in this new educational 
landscape. 

Summary Brief 
The Coronavirus Pandemic made profound changes to the way individuals live and learn around the world. 

Many traditional classes went online mid-semester, sporting events were canceled, and students moved off-campus 
with many courses staying online or choosing new formats such as hybrid or utilizing social distancing within the 
classroom environment in the following semesters (Sahu 2020). This has left marketing educators with a need to have 
more activities and assignments that are effective in an online setting. Previous research has found experiential 
learning to be beneficial to students in a variety of business-related disciplines (Baden & Parkes 2013). Even first year 
university students can benefit from experiential learning experiences (Greene 2011). Job candidates possessing 
practical experiences and specific skill-sets are desired by potential employers (Carnevale 1988). Wurdinger and 
Bezon (2009) suggest educators are looking for ways to replace lecture based learning to have students more engaged 
with class content and active in the learning process. Experiential learning is one possible solution since it can have 
positive results for students (Kolb 1984). 

With practitioners, educators, and students valuing experiential learning, panelists sharing how these 
experiential learning opportunities can still be created outside of the traditional classroom space would be valuable. 
Alvarez, Taylor, Rauseo (2015) found the critical thinking skills of students can be developed through experiential 
learning not only through in-person experiences, but also in an online format. This panel serves fulfilling the needs of 
key stakeholders to identify ways to incorporate experiential learning assignments in an online classroom setting. 

Social media and digital communication tools have become a common way for individuals to interact with 
one another. Discussion boards and forums are one way to create an online discussion involving current trends and 
concepts that are currently trending in the news. More educators are incorporating social media sites, blogs, and wikis 
into their courses (Schwartz 2009). Arnold and Paulus (2010) found these discussion boards were found to result in a 
form of community building. This is beneficial to instructors to create more comradery between classmates who may 
feel isolated or distant from others in an online education environment. Students have also suggested they feel more 
likely to participate in online discussions when they have some veil of anonymity that they do not have with in-person 
discussions (Merryfield 2003). Panelists will discuss potential topics to include in courses as well as platforms for 
hosting these online discussions and tracking student responses. 

Pre-recorded videos or live content can provide the students with interactive material related to the course. 
One way to do this is through the use of industry professionals being interviewed by the professor, explaining course 
content, or interacting with students in a discussion. Student learning has been shown to be enhanced when industry 
experts were incorporated into daily classroom activities (Billett 2003). Panelists will discuss how to make videos 
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interactive, how industry professionals add value to lectures, and ways to make the videos interactive with students. 

Although students may not be able to meet in-person for team projects, they have access to several different 
free online tools to communicate with one another, store documents, and work collaboratively. Students working on 
projects with one another are able to develop teamwork skills which is an experience that employers seek out in job 
candidates (Stevens & Campion 1994). With so many online tools available and the benefits students receive from 
working on collaborative projects, this is valuable assignment for marketing instructors to consider including. This is 
especially true when students have the ability to make a positive impact on others and the community around them. 
Straight and Sauer (2004) suggest service learning projects can be easily implemented in an online setting. Previously 
established frameworks for implementing practical student projects with businesses (Blair, Xiao, & Mason 2019) can 
be adapted to an online environment. Panelists will discuss best practices when implementing team projects for online 
courses, ways to evaluate students, and how to best resolve team dynamic issues that arise. 

Simulations have also been effective experiential learning opportunities when students can still work on 
teams to achieve a common goals. These can be useful for course instructors since simulations are reusable and 
scalable. Simulations also promote deeper learning for students and increased student engagement levels (Beckem & 
Watkins 2012). Even online games, including Massively Multiplayer Online Games (MMOGs) have motivated 
students to learn and resulted in a high amount of engagement (Lee & Hoadley 2007). Virtual worlds, like Second 
Life, have been utilized in the student learning experience (Wood, Solomon, & Allan 2008). These previous findings 
support the use of simulations as another alternative for online experiential learning activities for students. Panelists 
will discuss simulations previously used and how to effectively implement them in an online setting.  
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Summary Brief 
Classifying high-tech products based on consumers 
demographic variables: A comparative analysis 
between U.S. and Kuwait
Ramendra Thakur, University of Louisiana Lafayette, USA  
Dhoha AlSaleh, Gulf University for Science and Technology, Kuwait 

Accurate understanding of user need has been near-essential to the development of commercially successful 
high-technology products (Hippel 1986). The term high technology implies "leading edge" or "state-of-the-art" 
developments (Meldrum 1995) which involves the usage of highly skilled specialists in scientific and technical 
activities.  

According to Rexroad (1983, p. 3) high technology can also be defined as . . . the segment of technology 
considered to be nearer to the leading edge or the state of the art of a particular field. These products are sophisticated 
products usually of an extremely technological design. For example PDA’s, Laptops, CD-I, Apple’s Newton, and 
Sony’s BetaMax are high-tech products. 

These products are called high-tech products because they are characterized as complex since they are new 
to a market and they exist under rapidly changing technological conditions (Davidow 1986). Some customers adopt 
these high-tech products in the early stage because they are extremely product or technology savvy and they want to 
keep themselves updated with the new technology, whereas for others who are not that knowledgeable in using those 
sophisticated high-tech products are not that enthusiastic to buy and use those products unless and until they find it 
useful for daily needs.  

High Tech products can be divided into two types, hedonic and utilitarian. Hedonic products are those 
products which give a feeling of enjoyment to customers in using the products whereas utilitarian products are those 
products which are purchased by consumers because they find those products useful. According to Furse and Stewart 
(1986) and Holbrook (1994) utilitarian products are functional in nature, whereas hedonic products are experiential. 
They further explain that the adaptation/acceptance of these high-tech products depends on how these products are 
perceived by the customers.  

Though, adoption of high-tech products is important from managers point of view. However, research related 
to the demographic variables of customers (such as age, education, earning, and gender) that impact the adoption of 
these products is not well documented in the literature. The three key objectives of this study are: 1) Identify the 
customer demographics that impact the adoption of high-tech (hedonic and utilitarian) products, 2) Identify the key 
benefits of high-technology products on innovativeness, and 3) Identify the impact of gender on technological 
innovativeness. It also showcases the impact of these high-tech products (either utilitarian or hedonic products) on 
innovativeness.  
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Full Paper 
Featuring Employees in Facebook Advertising to 
Improve Attitude toward the Company: A Case of 
Foreign Direct Investment in the United States 
William T. Neese, Troy University, USA 

The United States both receives and invests the largest amount of Foreign Direct Investment (FDI) of any 
nation. The southeastern U.S. has particularly experienced significant growth in majority foreign-owned automobile 
manufacturing facilities and their component part suppliers through FDI, creating thousands of related jobs. This 
trend is not without controversy, as some critics believe both insourcing and outsourcing FDI harms the domestic 
economy in various ways. To help determine if a foreign company engaged in automobile production in the 
southeastern U.S. can effectively influence consumer perceptions of its value to the domestic economy, this study 
empirically tests two sets of Facebook advertisements. The first treatment features an automobile produced by 
Hyundai Motor Manufacturing of Alabama, and the second treatment features employees of that firm. Results indicate 
that test ads with images of employees significantly improved Attitude toward the Company (ACOM) versus the set 
featuring images of the automobile brand. 

Introduction 
The empirical study presented here is based on the Hierarchy of Effects model, which is one of the most 

established and tested theories in marketing communication. Featuring an existing foreign company producing 
automobiles in the southeastern United States of America (Hyundai Motor Manufacturing of Alabama), this study is 
inherently embedded in Foreign Direct Investment (FDI). The United States (U.S.) both invests more in foreign 
economies (outsourcing) and receives more FDI (insourcing) than any other nation on earth (Masters and McBride 
2018). Several studies have confirmed that in the U.S. “FDI positively enhances job growth, per capita gross state 
product, compensation per employee, and value added per worker” (Underwood 2012, p.465). Despite irrefutable 
benefits to the domestic economy, FDI has its detractors (Beattie 2014; Masters and McBride 2018). For example, 
state and local governments have been accused of offering too much in the way of tax and other incentives to attract 
FDI, and the influx of non-local employees has been identified as a burden on local resources (e.g., education or 
healthcare).  

A SWOT analysis produced by Kumar and Waheed (2007) lists several strengths that encourage FDI 
insourcing into the United States, including: a large consumer base with ample disposable income; skilled labor; 
relatively stable financial markets; deregulation; free access to factors of production; well-developed infrastructure; 
and insulation from political interference in business operations. Greenfield FDI occurs when the parent company 
headquartered in a foreign nation builds a new production facility in the host nation, as opposed to acquiring control 
of an existing domestic firm through direct investment (Alfaro 2017).  

A recent example of a greenfield expansion in the U.S. automobile industry is in Huntsville, Alabama, where 
Toyota and Mazda purchased a 2,500 acre site and began construction of a $1.6 billion car factory (Bloomberg 2018). 
When this factory begins production in 2021, Alabama will become the biggest automaker in the southeastern U.S. 
surpassing Kentucky, and is projected to become the second largest automaker in the United States in 2022 behind 
only Michigan. According to U.S. News & World Report (2017), Alabama exported the largest number of automobiles 
from any U.S. state in 2016, with a value of $7.9 billion shipped to 86 foreign countries. 

Hyundai Motor Manufacturing of Alabama, LLC, began operations in Montgomery in 2005 with an 
investment of $1.4 billion and 2,645 employees directly related to the plant (Underwood 2012). Capacity in 2010 was 
300,000 vehicles, including the Hyundai Sonata. According to Kumar and Waheed (2007), Korean automobile 
manufacturers operating in the U.S. are taking market share away from the traditional big-three domestic automakers 
(i.e., Fiat Chrysler, Ford, and General Motors) as well as Japanese automobile brands. “Thus, in the case of Korean 
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manufacturers, we have a successfully executed example of foreign entry and expansion strategy [in the U.S. 
automobile industry]” (Kumar and Waheed 2007, p.190). 

Establishing the Research Domain 
Given the success of FDI in the Alabama automotive industry coupled with criticisms of the practice, the 

present study investigates whether or not Hyundai Motor Manufacturing of Alabama can levy a controllable marketing 
variable (i.e., advertising content) to enhance its domestic image. That company was selected to sponsor these test 
advertisements because it is a well-known representative of the contemporary automobile industry in the U.S. and is 
currently marketing products nationwide; however, it is by no means the only possibility. This firm and others like it 
produce tangible benefits to the local economy, and job creation is one of the most visible and easy to understand for 
residents. 

Employees can be effective brand advocates or representatives for a company (Lofgren and Tirey 2011). 
Advertising featuring employees in positive roles can improve the firm’s reputation and make that company more 
desirable as a potential employer (Rosengren and Bondesson 2014). According to Fleck, Michel, and Zeitoun (2014, 
p.87), “ads featuring corporate employees were capable of evoking feelings of strong credibility; reality and truth with
no sugar coating. Employee spokespeople also served to effectively humanize the brand.” Research designs based in
the service sector dominate most analyses of the intersection between employees and advertising (e.g., Stephens and
Faranda 1993). A second major theme in the literature relates to the impact advertising has on employee attitudes
toward their companies and their subsequent job performance (Gilly and Wolfinbarger 1998). Much of the research
published on this subject is two or three decades old and features traditional media such as print ads. This presents an
opportunity to update the literature base in a meaningful way.

Social Media. One of the most powerful and contemporary ways companies influence their constituency 
groups is through various forms of social media communication, including advertising. Goldring and Gong (2017) 
report that employees who are committed to their brands can significantly influence a wider social media audience to 
generate positive brand content. Spending on social media advertising is significant. Advertisers in the U.S. are 
projected to spend almost $130 billion on all forms of digital advertising in 2019, which, for the first time, is more 
than they are expected to spend on traditional advertising (eMarketer 2019). Google and Facebook account for the 
largest share of digital advertising revenue, with an estimated 56.8 percent in 2018 (eMarketer 2018). According to 
eMarketer (2018), Facebook will garner $21 billion in digital advertising revenue during 2018 just in the U.S., which 
is almost a 17 percent increase from the previous year. Consistent with these trends, mock Facebook advertisements 
were created for this study that feature either the Hyundai Sonata automobile or employees who produce that product. 

Based on the discussion above, the following research hypothesis is set forth: 

H1: The test ad featuring employees will significantly improve consumer Attitude toward the Company (ACOM) 
versus a similar test ad that features images of the product. 

Methodology 
An online Qualtrics panel of U.S. residents is the source for the sample data analyzed here. Respondents were 

exposed to a single test advertisement in a between-subjects design sponsored by Hyundai Motor Manufacturing of 
Alabama, where one mock Facebook test ad features images of the Sonata automobile produced at this plant, compared 
to the second test ad featuring employees of this manufacturing facility (see Appendix 1). Test advertisements must 
be strictly designed to minimize any confounding effect(s). Only the stimulus being tested should be manipulated in 
the ad content. A good example of this rule in advertising research treatment design is illustrated by Torres, Sierra and 
Heiser (2007) comparing their Figure 1 (discretely placed warning) to Figure 2 (overtly placed warning). Only the 
placement within the test ads of the warning they tested was manipulated; all other content is exactly the same between 
their two test advertisements. In the study presented here, the two treatments are identical except for (1) manipulating 
the headline from a product reference to an employee reference, and  (2) featuring three frames displaying product 
images in one test ad versus the same three frames featuring images of employees in the other test ad. Participants 
viewed their test advertisement and then responded to a set of questionnaire items, including the Attitude toward the 
Company (ACOM) items listed in Table 1, which are partially based on items presented by Shanahan and Hopkins 
(2007) and Walsh and Beatty (2007). The other ACOM items in Table 1 were developed specifically for this study. 
Hierarchy of Effects items - including Attitude toward the Advertisement (AAD), Attitude toward the Brand (AB), 
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Brand Beliefs (BLF), and Purchase Intentions (PI) - were adapted to this study based on those detailed in Neese and 
Haynie (2015). The 10-item CETSCALE (CET) measure is taken from Shimp and Sharma (1987). 

Personal characteristics are highly influential in shaping how employees respond toward their employer’s 
brands (King and Grace 2012). To address this issue and expand the perspective to include an employee’s 
identification with the industry as well as the company, a set of items published by Neese and Davis (2017) are used 
in this analysis. These items measure cognitive, affective and conative personal characteristics of respondents related 
to their knowledge of the U.S. automobile industry (COG), their judgments about FDI in the U.S. automotive industry 
(AFF), and their employment connections to the U.S. automobile industry (CON). Familiarity with Hyundai (HYUF) 
and automobiles in general (GENF) can also theoretically influence the dependent variables and is included in this 
analytical model. AAD, AB, BLF, PI, ACOM, HYUF and GENF items are measured using a seven-point Semantic 
Differential scale, whereas CET, COG, AFF and CON items are based on a seven-point Likert scale. 

Neese and Haynie (2015) empirically modeled consumer ethnocentrism as one dependent construct along 
with traditional hierarchy of effects variables in a Multivariate Analysis of Variance (MANOVA) analysis, 
successfully meeting the assumptions. Consistent with their finding, the first model in this study has AD, AB, BLF, 
PI, and CET as the dependent variables in a Multivariate Analysis of Covariance (MANCOVA) design, with HYUF, 
GENF, COG, AFF and CON as covariates. Unique to this current study, however, is the inclusion of ACOM in the 
dependent variable vector. The treatment is labeled PRDEMP to represent the product (PRD) versus employee (EMP) 
main effect featured here. Based on the results from the first model, a second Analysis of Covariance (ANCOVA) 
was undertaken to focus on ACOM as the sole dependent variable, with AD, AB, BLF, PI, CET, HYUF, GENF, COG, 
AFF and CON as covariates. PRDEMP is the treatment main effect analyzed in the second model as well. 

Table 1: Questionnaire Items for Attitude toward the Company (ACOM)1,2 
Item# Item Description 

1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 

Has Good Products - Does Not Have Good Products 
Is Well Managed - Is Not Well Managed 

Is Involved in the Community - Is Not Involved in the Community 
Responds to Consumer Needs - Does Not Respond to Consumer Needs 
Is a Good Company to Work For - Is Not a Good Company to Work For 

Is Technologically Advanced - Is Not Technologically Advanced 
Has Well-Trained Employees - Does Not Have Well-Trained Employees 

Is a Good Corporate Citizen - Is Not a Good Corporate Citizen 
Cares About Bettering Society - Does Not Care About Bettering Society 

Is Socially Responsible - Is Not Socially Responsible 
Is Environmentally Friendly - Is Not Environmentally Friendly 

Supports Good Causes - Does Not Support Good Causes 
Plays a Necessary Role in Society - Does Not Play a Necessary Role in Society 

Contributes to Society - Does Not Contribute to Society 
Notes. 1. Reverse-coded 7-point Semantic Differential scale: 1=Least Positive; 7=Most Positive. 2. Cronbach’s 
Alpha=.97. 

Results 
A usable database of 631 U.S. consumers resulted from the Qualtrics panel survey, with 318 respondents exposed to 
the treatment featuring images of the Hyundai Sonata and 313 respondents exposed to the mock Facebook ad with 
images of Hyundai employees in it. Demographic results are as follows: 

• Sex (31% Male, 69% Female);
• Race (79% White, 11% Black, 1% Native American, 3% Asian, 3% Other, 3% Two or More Races);
• Marital Status (30% Never Married, 48% Married, 23% Other);
• Age (10% 19-25, 34% 26-40, 43% 41-65, 13% Over 65);
• Education (42% High School, 29% Undergraduate Degree, 13% Graduate Degree, 16% Other);
• Total Household Income (24% Under $25,000, 27% $25,000-$49,999, 22% $50,000-$74,999, 12% $75,000-

$99,999, 15% Over $100,000);
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• Occupation (5% Retail, 5% Education, 5% Healthcare, 3% Finance and Insurance, 3% Construction, 3%
Manufacturing, 2% Professional, Scientific and Technical Services, 2% Arts, Entertainment and Recreation,
21% Retired, and 50% Other).

Nonparametric Kruskal-Wallis tests of the demographic variable distributions across PRDEMP do not reveal a 
problem with any uneven distribution of the demographic variables; every test is insignificant as required. The results 
are: Sex (Significance=.83); Race (Significance =.36); Marital Status (Significance =.31); Age (Significance =.52); 
Education (Significance =.46); Total Household Income (Significance = .48), and Occupation (Significance =.53). 

Scale Reliability and Validity 
Principle component exploratory factor analysis (EFA) with a varimax rotation was used to identify factor 

loadings for the multi-item scales analyzed in this study. Cronbach’s Alpha scores for the eleven variables are as 
follows: AAD=.90; AB=.93; BLF=.92; PI=.94; CET=.94; ACOM=.97; HYUF=.91; GENF=.90; COG=.83; AFF=.82, 
and CON=.97. Results from the Confirmatory Factor Analysis (CFA) used to assess this model are presented in Table 
2. As was the case in Neese and Haynie (2015), parceling is necessary due to the large number of parameter estimates
relative to responses (Little et al. 2002). The parceling methodology used here averaged the highest and lowest loading 
items for each scale first, and then repeated this averaging process for the next highest and next lowest loadings until
the final parceled scale was produced. The eleven-factor structure resulted in an excellent fit with the data (Chi
Square=999.66; df=440; CFI=.97; SRMR=.04, and RMSEA=.05 with 90% CI=.04, .05), so this theoretical model is
used for further analysis.

Table 2: CFA Model Comparisons 
Model1,2 df Change 

in df 
χ2 

Statistic3 
χ2 Difference3 CFI SRMR RMSEA RMSEA 

90% CI 
1 440 999.66 .97 .04 .05 [.04, .05] 
2 450 10 1726.60 726.94 .94 .07 .07 [.06, .07] 
3 459 19 2346.05 1346.39 .91 .08 .08 [.08, .08] 
4 467 27 2917.14 1917.48 .88 .08 .09 [.09, .09] 
5 474 34 3586.63 2586.97 .85 .09 .10 [.10, .11] 
6 480 40 3896.89 2897.23 .83 .09 .11 [.10, .11] 
7 485 45 4676.95 3677.29 .79 .09 .12 [.11, .12] 
8 489 49 6815.44 5815.78 .69 .12 .14 [.14, .15] 
9 492 52 9605.43 8605.77 .55 .15 .17 [.17, .17] 
10 494 54 10743.62 9743.96 .49 .15 .18 [.18, .18] 
11 495 55 12597.14 11597.48 .40 .17 .20 [.19, .20] 

Notes. 1. Expected theoretical model: Dependent Variables = AAD, AB, BLF, PI, CET, and ACOM; Covariates = 
HYUF, GENF, COG, AFF, and CON. 
2. Model 1= 11 factors parceled per expected theoretical model (AAD, AB, BLF, PI, CET, ACOM, HYUF, GENF,
COG, AFF, and CON).
Model 2 = 10 factors parceled (AFF+CON combined).
Model 3 = 9 factors parceled (COG+AFF+CON combined).
Model 4 = 8 factors parceled (HYUF+GENF combined).
Model 5 = 7 factors parceled (AAD+AB combined).
Model 6 = 6 factors parceled (AAD+AB+BLF combined).
Model 7 = 5 factors parceled (AAD+AB+BLF+PI combined).
Model 8 = 4 factors parceled (AAD+AB+BLF+PI+CET combined).
Model 9 = 3 factors parceled (HYUF+GENF+COG+AFF+CON combined).
Model 10 = 2 factors parceled (AAD+AB+BLF+PI+CET+ACOM combined).
Model 11= 1 factor parceled (All Dependent Variables and Covariates combined).
3. All χ2 statistics and χ2differences are significant at p < .001.

Tests of Assumptions for MANCOVA 
The first assumption of Multivariate Analysis of Covariance (MANCOVA) is that dependent measures are 

significantly correlated. MANCOVA is not appropriate if an identity matrix exists among the six dependent variables. 
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Based on Bartlett's Test of Sphericity results (Approx. Chi-Square=1900.02; df=20; Sig.=<.001), the null hypothesis 
is rejected as required for the analyses to proceed. This result replicates what Neese and Haynie (2015) report, that 
CET can be theoretically and quantitatively included in the dependent vector score along with AD, AB, BLF and PI. 
That theoretical finding is extended here by including ACOM in the dependent vector. 

MANCOVA also assumes homoscedasticity across the treatment categories. This assumption is tested using 
Box’s Test of Equality of Covariance Matrices (Box’s M) at the multivariate level and Levene’s Test of Equality of 
Error Variances at the univariate level. Nonsignificant results are required in both cases. In this study Box’s M=27.43; 
F=1.29; Sig.=.17, indicating the assumption of homoscedasticity has  been met at the multivariate level. Levene’s Test 
at the univariate level produced similar results: AAD (F=.09; Sig.=.77); AB (F=.07; Sig.=.80); BLF (F=.38; Sig.=.54); 
PI (F=3.05; Sig.=.08); CET (F=.04; Sig.=.84), and ACOM (F=.01; Sig.=.91). With all assumptions met, it is 
appropriate to proceed with MANCOVA to test for main treatment effects (see Table 3 for multivariate statistics and 
Table 4 for univariate results). 

MANCOVA Results 
Multivariate. As illustrated in Table 3, the treatment PRDEMP did result in a significant difference (p=<.05) 

between the test ad featuring employees versus the version featuring the product in all four multivariate tests. All 
covariates with the exception of GENF significantly influenced the mean of the dependent vector score at p=<.01 or 
(mostly) p=<.001 levels for all four statistical tests. Based on these results, the analysis will proceed to the univariate 
level to determine the exact source of this significant difference and test the hypothesis that the test ad featuring 
employees improved attitude toward Hyundai compared to the version featuring images of the Sonata automobile 
product. 

Table 3: MANCOVA Multivariate Results 

Effect Test F1
Hypoth. df Error 

df 
Partial 
Eta Sq. Power 

HYUF Pillai’s Trace 
Wilks’ Lambda 

Hotelling’s Trace 
Roy’s Largest Root 

11.79*** 
11.79*** 
11.79*** 
11.79*** 

6.00 
6.00 
6.00 
6.00 

619.00 
619.00 
619.00 
619.00 

.10 

.10 

.10 

.10 

1.00 
1.00 
1.00 
1.00 

GENF Pillai’s Trace 
Wilks’ Lambda 

Hotelling’s Trace 
Roy’s Largest Root 

1.95 
1.95 
1.95 
1.95 

6.00 
6.00 
6.00 
6.00 

619.00 
619.00 
619.00 
619.00 

.02 

.02 

.02 

.02 

.72 

.72 

.72 

.72 
COG Pillai’s Trace 

Wilks’ Lambda 
Hotelling’s Trace 

Roy’s Largest Root 

9.40*** 
9.40*** 
9.40*** 
9.40*** 

6.00 
6.00 
6.00 
6.00 

619.00 
619.00 
619.00 
619.00 

.08 

.08 

.08 

.08 

1.00 
1.00 
1.00 
1.00 

AFF Pillai’s Trace 
Wilks’ Lambda 

Hotelling’s Trace 
Roy’s Largest Root 

42.90*** 
42.90*** 
42.90*** 
42.90*** 

6.00 
6.00 
6.00 
6.00 

619.00 
619.00 
619.00 
619.00 

.29 

.29 

.29 

.29 

1.00 
1.00 
1.00 
1.00 

CON Pillai’s Trace 
Wilks’ Lambda 

Hotelling’s Trace 
Roy’s Largest Root 

2.70** 
2.70** 
2.70** 
2.70** 

6.00 
6.00 
6.00 
6.00 

619.00 
619.00 
619.00 
619.00 

.03 

.03 

.03 

.03 

.87 

.87 

.87 

.87 
PRDEMP Pillai’s Trace 

Wilks’ Lambda 
Hotelling’s Trace 

Roy’s Largest Root 

2.29* 
2.29* 
2.29* 
2.29* 

6.00 
6.00 
6.00 
6.00 

619.00 
619.00 
619.00 
619.00 

.02 

.02 

.02 

.02 

.80 

.80 

.80 

.80 
Note. 1. *** p = <.001; ** p = <.01; * p = <.05. 

Univariate. Table 4 contains the statistical results necessary to accept or reject H1. Univariate significance 
tests on each of the six dependent variables identify the root source of the significant results in the multivariate tests, 
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including the influence of each covariate on each individual dependent variable. The impact of specific covariates are 
discussed below. Regarding H1, the PRDEMP main effect significantly influenced the ACOM mean response 
(p=<.01) but did not significantly influence any of the other five dependent variables. Pairwise comparisons show 
employee content increased the ACOM mean by .22, resulting in an adjusted mean of 4.75 for the ad featuring the 
Sonata versus 4.97 for the employee version, so H1 is supported. 

ANCOVA Results 
Given the unidimensional nature of the MANCOVA results (i.e., only ACOM was affected by PRDEMP), 

the original model is reconfigured to treat ACOM as the sole dependent variable in an Analysis of Covariance 
(ANCOVA) procedure, with AAD, AB, BLF, PI, CET, HYUF, GENF, COG, AFF, and CON as covariates. This 
should produce a test of the impact PRDEMP has on ACOM without the influence of the covariates confounding the 
results. Table 5 presents the ANCOVA statistics, which confirm the value of featuring employees in advertising as 
measured by improvement in company image among consumers (F=12.73; p=<.001). R2 for predicting ACOM 
improves from .21 in the first model to .70 in the second model; there is also improvement in the Power statistic from 
.72 to .95. AAD, BLF, and HYUF significantly covary ACOM at the p=<.001 level, whereas PI covaries ACOM at 
the p=<.01 level. 

Table 4: MANCOVA Univariate Results 

Source 
Dependent 
Variable 

Type III Sum 
of Sq. df 

Mean Sq. 
F1

Partial 
Eta Sq. Power 

HYUF AAD 
AB 
BLF 
PI 

CET 
ACOM 

42.39 
45.74 
41.73 
36.50 
9.21 

77.05 

1 
1 
1 
1 
1 
1 

42.39 
45.74 
41.73 
36.50 
9.21 
77.05 

27.14*** 
31.12*** 
35.11*** 
20.26*** 

7.64** 
67.22*** 

.04 

.05 

.05 

.03 

.01 

.10 

1.00 
1.00 
1.00 
.99 
.79 

1.00 
GENF AAD 

AB 
BLF 
PI 

CET 
ACOM 

6.08 
7.17 
8.91 
3.27 
5.67 
2.79 

1 
1 
1 
1 
1 
1 

6.08 
7.17 
8.91 
3.27 
5.67 
2.79 

3.89* 
4.87* 
7.50** 

1.82 
4.71* 
2.43 

.01 

.01 

.01 

.00 

.01 

.00 

.50 

.60 

.78 

.27 

.58 

.34 
COG AAD 

AB 
BLF 
PI 

CET 
ACOM 

.53 

.02 

.30 
1.45 

60.31 
.61 

1 
1 
1 
1 
1 
1 

.53 

.02 

.30 
1.45 
60.31 

.61 

.34 

.01 

.26 

.81 
50.06*** 

.53 

.00 

.00 

.00 

.00 

.07 

.00 

.09 

.05 

.08 

.15 
1.00 
.11 

AFF AAD 
AB 
BLF 
PI 

CET 
ACOM 

.24 

.42 

.02 
6.37 

293.63 
.17 

1 
1 
1 
1 
1 
1 

.24 

.42 

.02 
6.37 

293.63 
.17 

.16 

.29 

.02 
3.54 

243.69*** 
.15 

.00 

.00 

.00 

.01 

.28 

.00 

.07 

.08 

.05 

.47 
1.00 
.07 

CON AAD 
AB 
BLF 
PI 

CET 
ACOM 

1.86 
.01 
.18 
.04 

15.92 
.28 

1 
1 
1 
1 
1 
1 

1.86 
.01 
.18 
.04 

15.92 
.28 

1.19 
.01 
.15 
.02 

13.21*** 
.25 

.00 

.00 

.00 

.00 

.02 

.00 

.19 

.05 

.07 

.05 

.95 

.08 
PRDEMP AAD 

AB 
BLF 
PI 

.23 
1.03 
.11 
.30 

1 
1 
1 
1 

.23 
1.03 
.11 
.30 

.15 

.70 

.09 

.16 

.00 

.00 

.00 

.00 

.07 

.13 

.06 

.07 
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CET 
ACOM 

.05 
7.38 

1 
1 

.05 
7.38 

.04 
6.44** 

.00 

.01 
.06 
.72 

Note. 1. *** p = <.001; ** p = <.01; * p = <.05. 

Univariate results displayed in Table 6 indicate that items 4, 5, 6, 7, 8, 9, 10, 13, and 14 are all significantly 
better from the perspective of Hyundai by featuring employees in the mock Facebook advertisements. The predictive 
strength of these univariate tests range from R2=.49 to R2=.56, which is strong. However, the Power statistics are less 
impressive, ranging from a high of 1.00 for Item 7 to a low of .49 for Item 4. 

Discussion 
This analysis indicates that employee content in marketing communication (in this case, social media 

advertising) can significantly improve the sponsoring firm’s reputation among domestic consumers.  Social media 
advertising that featured employees increased consumer perceptions of Hyundai Motor Manufacturing of Alabama as 
being a good company to work for; being technologically advanced; having well-trained employees; being a good 
corporate citizen; caring about society; being socially responsible; playing a necessary role in society, and contributing 
to society. It also had the side effect of making those exposed to this treatment think that Hyundai responds to 
consumer needs better than for respondents who processed the version with images of the Sonata instead of employees. 

The impact of covariates in both models is significant. For the first model, consumer ethnocentric reactions 
to the test ads measured through CETSCALE means are significantly adjusted by all five covariates (Table 4). The 
three cognitive, affective, and conative covariates that measure personal connections to the U.S. automobile industry 
only influence consumer ethnocentric means; none of the other hierarchy of effects dependent variables are affected 
by these three variables. Conversely, familiarity with Hyundai (HYUF) significantly influences each individual 
dependent variable in the multivariate vector. Of all the covariates, only HYUF significantly influences attitude 
towards Hyundai (ACOM) means. This demonstrates a very real opportunity for a firm insourcing FDI in the U.S. to 
enhance its image by featuring employees in company advertising and other promotional activities regardless of how 
consumers perceive that firm’s products. Although Familiarity with Automobiles in General (GENF) significantly 
impacts ad attitudes (AAD), brand attitudes (AB), brand beliefs (BLF) and ethnocentric (CET) reactions, the 
multivariate tests are insignificant, so these univariate results should be taken with caution. 

Finally, several of the covariates used in the ANCOVA featured in the second model significantly influenced 
the company attitude (ACOM) mean, including attitude toward the advertisement (AAD), brand beliefs (BLF), 
purchase intentions (PI) and familiarity with Hyundai (HYUF) (see Table 5). As previously pointed out, the predictive 
ability of the second model is extremely strong (R2=.70) largely due to the inclusion of these covariates. Without 
covariates in the equations, R2=.01. 

Limitations and Future Research. This study is limited to one company in a single U.S. industry. Although 
both the company and the industry featured in this study are significant in terms of FDI insourced in to the U.S., 
generalizability may be limited. To focus on the ability of a foreign-owned manufacturer to improve its corporate 
image by using employee rather than product content in advertising, the quantitative analysis presented here details 
only one main effect from a more comprehensive factorial design. Finally, the reader should note that despite the lack 
of significance in the nonparametric Kruskal-Wallis test, there is a large imbalance between the number of male and 
female respondents in this sample with females comprising almost seven out of ten participants. 

Future studies should test the impact of featuring employees in various forms of promotion on company 
image. Although difficult to design and implement, a whole campaign approach to research would result in a database 
that more typifies what actual companies experience in their market-places. Automobile companies promote their 
brands using traditional mass media as well as contemporary social media, plus they market themselves through place-
based venues that range from global auto shows to personal selling on local dealership properties. Firms in other 
industries do the same, and academic research that models what actual firms do will enhance generalizability. 
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Table 5: ANCOVA Results 

Source 
Depend. 
Variable 

Type III 
Sum of Sq. df 

Mean Sq. 
F1

Partial 
Eta Sq. Power 

AAD ACOM 16.13 1 16.13 36.70*** .06 1.00 
AB ACOM .74 1 .74 1.69 .00 .26 
BLF ACOM 71.38 1 71.37 162.37*** .21 1.00 
PI ACOM 2.80 1 2.80 6.36** .01 .71 
CET ACOM 1.29 1 1.29 2.93 .01 .40 
HYUF ACOM 10.84 1 10.84 24.65*** .04 1.00 
GENF ACOM .44 1 .44 1.00 .00 .17 
COG ACOM 1.28 1 1.28 2.91 .01 .40 
AFF ACOM .19 1 .19 .43 .00 .10 
CON ACOM .01 1 .01 .02 .00 .05 
PRDEMP ACOM 5.60 1 5.60 12.73*** .02 .95 

Note. 1. *** p = <.001; ** p = <.01. 

Table 6: Significant Univariate Results for Treatment Effects 

Source Dependent 
Item1 

Type III 
Sum of Sq. 

df Mean 
Sq. 

F2 Partial 
Eta Sq. 

Power 

PRDEMP 4 
5 
6 
7 
8 
9 

10 
13 
14 

3.51a 

15.50b 

4.85c 

32.81d 

3.89e 

8.92f 

4.83g 

4.81h 

9.19i 

1 
1 
1 
1 
1 
1 
1 
1 
1 

3.51 

15.50 

4.85 

32.81 

3.89 

8.92 

4.83 

4.81 

9.19 

3.73* 
17.63*** 

5.76* 
31.05*** 

4.61* 
10.74** 

5.55* 
4.43* 

9.53** 

.01 

.03 

.01 

.05 

.01 

.02 

.01 

.01 

.02 

.49 

.99 

.67 
1.00 
.57 
.91 
.65 
.56 
.87 

Notes. 1. See Table 1 for Item Descriptions. 2. *** p = <.001; ** p = <.01; * p = <.05. 
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Summary Brief 
Lost Action Hero: An Examination of 
Masculinity and Consumption among Chinese 
Migrant Workers 
Rongwei Chu, Fudan University, China 
Jie G. Fowler, Valdosta State University, USA 

Based upon Western norms, masculinity involves social attributes such as strength, courage, the right to 
violence, and dominance (Molinier and Welzer-Lang 2000).  Connell and Messerschmidt (2005) note that masculinity 
is neither trans-historical nor culturally universal. Masculinity can be defined by age, class, culture, and race (Kimmel 
and Messner 2001). Hence, masculinity is manifested in multiple ways beyond the traditional Western ideal.  

That being said, Chinese masculinity does not begin with the same cultural binary base as that of the United 
States or Western Europe, where masculinity has been seen as that which was not feminine. Traditionally speaking, 
Chinese masculinity has been categorized into wen (literary attainment) and wu (martial virtue), whereby wen 
generally has enjoyed a higher status than wu (Louie and Edwards, 1994). The sexual attractiveness of such educated 
males was mostly derived from their cultural cultivation and literary talent (Wang, 2003), which might be noted as a 
display of narcissism on the part of the authors. In the Qing dynasty (1644–1911), the shy, timid, deferential, and 
modest character associated with a feminine persona became the model for an eligible and attractive young man (Wu, 
2003). Thus, it was a feminine masculinity that was most admired, as the feminine male stood for civility, better 
education, and higher social status.  

China currently experiences a migration transition in the context of economic and social development. 
Individuals have the freedom to move within the country after decades of migration control (Peike and Mallee 1999). 
Yet, rural migrants in urban China predominantly live in subsistence conditions (The Economist 2018). The household 
registration system (Hukou) continues to play a significant role to limit their access to education, healthcare, pensions, 
etc. As such, migrant workers are often seen by urban residents as “second tier citizens.”  Given the political and social 
barrier the migrants face in China, they deploy liminal consumption patterns such as fashion avoidance, surrogate 
shopping, and technology consumption.  

Past literature has examined the differences between Western and Chinese masculinity. For instance, Fowler 
et al. (2016) investigate the male models’ view on the presentation of masculinity in media and found that the “thinner 
look” rather than a traditional “macho” appeal is more predominant in China. However, few studies have focused 
upon how the bottom of the pyramid consumers perceive masculinity in emerging societies. Therefore, this study aims 
to examine masculinity among Chinese migrant workers and how they construct such thorough consumption practices. 

Since the research purpose is exploratory in nature, a qualitative inquiry is appropriate to conduct the study. 
We provide a deep understanding of migrant workers’ view on masculinity and how they construct masculinity in the 
marketplace. A total of four focus groups were conducted with each session to include four male participants, aged 
between 20 to 40. All participants were migrant workers residing in Kunshan, Jiangsu Province. Each interview lasted 
about one and a half to two hours long and generated about 70 pages’ transcripts in Chinese; the transcript was 
translated in English and independently coded by the authors, following Strauss and Corbin’s (1998) approach. During 
the coding process, we sought emergent themes in the text while also referring back to the previous literature, a process 
called dialectical tracking (Strauss and Corbin 1998). Additionally, we converged on most salient themes from 
investigating the similarities and differences among the workers. In the following section, we present the findings and 
discussion in the light of masculinity and consumption.  

Three major themes emerged from the analysis: 1) responsibility; 2) stability; and 3) one’s ‘modern’ 
appearance. Responsibility is reflected by multiple aspects such as nuclear and/or extended family obligation. The 
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responsibility generally refers to monetary support towards parents (not siblings). However, the respondents place 
more emphasis on the relations in nuclear family.  For instance, some participants addressed the importance of 
fatherhood. For instance, Xin stated; “I will take care of my kids and I want my kids to have a good life or better life 
than I do.”  In addition, joint decision-making between married couples has been uncovered in the analysis. Many 
expressed that they do not mind sharing finances with their significant others. Yet, the wife should not have complete 
control of spending. Large purchases should be a joint decision; while small purchase can be decided individually. 
One individual stated, “I do not mind giving her my credit card, and my passwords, but I would still leave a certain 
amount for myself. I would feel like less of a man if I have to ask her opinion for everything I need to buy. I like a 
degree of freedom still.” “She has her own job too, so I do not pay everything.”  

In addition, many expressed their desire to have stability. In order to have a family, stability is key. Many 
workers have been moved around the large cities for the last five to ten years. For instance, Qi stated, “for an average 
rural family, we just want to have a stable job, buy a home and get married.” “I have been here for a year and a half. 
After I left my hometown, I went to different cities. After I make some money in one place, I go to another one.” “I 
can help myself and would not let my family worry about me.” “My family ask me to get married all the time, but I 
need a stable job first.”  

We also uncovered that many focus upon the “look” when they return home to visit. For instance, “guys look 
different in the city. When I am back home, I have to somehow let people feel I have experienced the ‘other’ world.” 
“I would buy nice bags and kind of dress up as well.” “I even have to make sure I walk like I lived in the city. Guys 
in the city behavior differently.” Thus, consuming the modern look becomes an essential part in order to construct a 
new form of masculinity.  

Holt and Thompson (2004) found that tension places stress on the modern man as contemporary male 
consumers have to negotiate seemingly contradictory roles in an object-mediated society in order to construct a male 
identity. Our findings extend the theory by uncovering the negotiation between traditional breadwinner (e.g., job 
stability, responsibility, experience) and fatherhood and/or family obligations. The consumption of look (e.g., body 
movement, quality clothes, branded bags) is part of the “outward” masculinity, which contradicts the Western ideal 
of the masculine look (e.g. muscular). Finally, the ideal of masculinity among the migrants also differs from either 
“wu” (martial virtue) or “wen” (literary/the upper social class) dyads in China. 

References 
Chu, Rongwei, Fowler, Jie, Gentry James, and Zhao Xin (2018), “Marketing to Liminal Consumers: Migrant 

Workers as an Emerging Segment in Transitional Economies,” Journal of Macromarketing, 38(4), 1-18. 

Connell, Robert W., and James W. Messerschmidt (2005), “Hegemonic Masculinity Rethinking the Concept,” 
Gender & Society, 19, 829–859. 

Holt, Douglas B., and Craig J. Thompson (2004), “Man-of-Action Heroes: The Pursuit of Heroic Masculinity in 
Everyday Consumption,” Journal of Consumer Research, 31(2), 425–440. 

Janssen, Denise M., and Leonard J. Paas (2014), "Moderately Thin Advertising Models are Optimal, Most of The 
Time: Moderating the Quadratic Effect of Model Body Size on Ad Attitude By Fashion Leadership,” 
Marketing Letters, 25(2), 167-177. 

Molinier, Pascale, and Daniel Welzer-Lang (2000), “Femininity, Masculinity and Virility,” in Critical Dictionary of 
Femininism, H. Hirata, F. Laborie, H. Le Doaré, D. Senotier, eds. Paris: POF, 77-82. 

Edwards, Louise, and Kam Louie (1994), “Chinese Masculinity: Theorizing Wen and Wu,” East Asia History, 8, 
135. 

Pieke, Frank N. and Hein Mallee (1999), Internal and International Migration: Chinese Perspectives. New York: 
Routledge. 



129 

Polsa, Pia, and QinQin Zheng (2015), “Introduction to the Special Issue: China and Chinese Communities,” Journal 
of Macromarketing, 35(2), 163-166. 

Wang, Yiyan (2003), “Mr. Butterfly in Defunct Capital: ‘Soft’ Masculinity and (Mis)Engendering China,” in Asian 
Masculinities: The Meaning and Practice of Manhood in China and Japan, K. Louie and M. Lo, eds. 
London: Routledge, 41–58.  

Wu, Cuncun. (2003), Beautiful Boys Made Up as Beautiful Girls: Anti-Masculine Taste in Qing China,” in Asian 
masculinities: The Meaning and Practice of Manhood in China and Japan, K. Louie & M. Low, eds. 
London: Routledge, 19-38. 

Corbin, Juliet, and Anselm Strauss (1998). Basics of Qualitative Research: Techniques and Procedures for 
Developing Grounded Theory. CA: Sage.



130 

Summary Brief 
Customer Attitude Formation Towards Online 
Shopping in India Vs Nepal
Bindu Tiwari, Research Fellow, Gautam Budhha University, India 
Robert E. Boostrom, Jr., Associate Professor of Marketing,University of Wisconsin-Whitewater, USA 

The present study is part of a larger study to compare stages of attitude formation for online customers in 
India versus Nepal.Two conflicting perspectives, i.e. perceived risk and perceived benefit, are measured in relation to 
attitude toward online shopping. Data was collected from the capital cities of the respective countries. The expected 
contribution will be to help the marketers of both nations to understand consumer attitudes in order to design 
marketing efforts sensitive to consumer concerns in these similar, yet divergent, locations. Additionally, as these 
countries share a significant trade relation, it is important to understand how consumers might differ.  

Introduction 
This study focuses on the online shopping perspective of customers in two neighboring but distinctly different 

nations Nepal and India. These two nations not only share a geographical border, but also share history from various 
aspects. In spite of this, these two nations have their own independent timeline of economy, politics, and environment. 
This study compares online shopping attitudes between Nepali versus Indian customers. India ranks in 5th position in 
the list of largest economies in the world according to Silver (2020), where Nepal ranks itself in 101st in the same list. 
From this, it is clear that although the two countries have some shared cultural aspects and other similarities, the 
differences in markets is dramatic. Academic research about consumer perceptions of online shopping is limited in 
India, and even more limited in Nepal, making this an important step towards understanding of these two markets 
interact via consumer behavior. Considering Nepal’s dependency on India, and a clear economic dominance of Indian 
companies in Nepal, it will be beneficial for marketers of both the countries to customize their marketing efforts in 
relation to consumer differences. 

Online journey of Nepal Vs India 
The initiative year for internet in public access was 1995 for both countries. The start of consumer online 

shopping was pioneered by Muncha.com during 2000 in Nepal and by Indiaplaza during 1999 in India. Flipkart and 
Amazon hold 90% of total market share of online shopping in India as of 2020. In Nepal, Daraz, which was a leading 
online shopping site, got completely acquired by Chinese giant Alibaba and another leading online retailer, Sastodeal, 
got acquired by leading Indian company Flipkart during same year. 

Schiffman and Kanuk (2004) define customer attitude formation as a process, and as such, it has antecedents 
and consequences. Identifying important antecedents of attitude formation can lead to a clearer picture of how to 
persuade consumers and change their behavior. A strong customer attitude base guides customers to form certain 
purchase intentions (Lim et.al 2017). Even prevailed beliefs are influenced by personal attitude to form buying 
intentions (Ryan 2017). 

The theory of cognitive dissonance (Festinger 1957) is applicable for understanding how online shopping 
attitudes might be formed .Two conflicting perspectives, those being perceived risk (financial, product, 
time/convenience) and perceived benefit (shopping convenience, product selection, ease/comfort of shopping and 
enjoyment) of online shopping, are studied as antecedents of customers’ general attitude formation. Sub-attributes 
under perceived risk and benefit are used from the study of Forsythe et al. (2006).   
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Figure 1: Model of the study 

Objectives and research methodology 
The objective of this study is to find the relationship between perceived benefit and perceived risk in customer 

attitude formation among the online shopping customers of Nepal Vs India. Primary data were collected through a 
questionnaire from the college/University students of Kathmandu (capital city of Nepal) and Delhi (National capital 
territory of India). Sample selection was multi-stage, and 125 responses from Nepal and 103 from India were 
completed and useful for analysis purposes. The response rate was 12% from India and 16% from Nepal. The 
questionnaire was adapted from existing scales. For perceived risk and benefit, 16 items for each were adapted from 
Forsythe et al. (2006), and for attitude, three items were used from Heijden, Verhagen and Creemers (2003) and three 
items were added to suit the Indian-Nepali context.  

Data analysis 
Data obtained from the study aims to check the relationship between perception (benefit & risk)and attitude 

of customers towards online shopping and comparing between customers of Nepal and India. Scales used in data 
collection were already tested and validated, but for the present study the context is different. Reliability and validity 
of scales are ensured through Croanbach’s alpha value, and for validity, pilot testing and expert discussions were done. 
After data purification, factor analysis was done through AMOS and results were compared between two nations. 

Further analysis will be done to test the theoretical model for the two groups and test measures between the 
groups. It is hoped that the research will demonstrate (1) if the constructs and relationships of the theoretical model 
work across groups, and (2) any clear differences between the groups on the measures collected. 

Implications 
With this study, it is hoped that the benefits of online shopping can be made available to more consumers in 

both countries, but especially in Nepal where online shopping currently lags India. The results are assumed to be 
useful for marketers in designing the marketing mix in a way that tends to minimize risk perception and derive 
perceived value from perceived benefits, ensuring a positive customer attitude towards online shopping. This work 
will helpin prioritizing promotional elements according to a perceived risk hierarchy from the customer’s perspective. 

Future research direction 
Further study will move toward understanding how customer loyalty can be improved in Nepali and Indian 

contexts. Sufficient works are not available specific to the concerns of these customers. Additionally, further attributes 
should be tested to understand the impact on customer attitudes loyalty formation. 
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Summary Brief 
Designer Babies, Genetic Engineering for Health vs. 
Cosmetic Reasons: How to Market This Innovation 
Susan Powell Mantel, University of Cincinnati, USA 
Alberto Barchetti, University of Cincinnati, USA 
Shaheen Borna, Ball State University, USA 
Kesha Coker, Ball State University, USA 
Rebecca VanMeter, Ball State University, USA 

In late 2018, a Chinese scientist claimed to have helped create the first gene-edited babies – a set of twin girls 
born with altered DNA. The Chinese scientist asserted he edited the CCR5 gene in the babies to prevent them from 
potentially becoming infected with HIV in the future. A third baby with an edited CCR5 gene was to be born summer 
of 2019, but no announcements have been made regarding the health of the baby, nor the mother. This extremely 
controversial topic has also proliferated podcasts, TV shows, and popular press with close to twenty articles about 
human genetic modification published in Forbes alone since early 2016. The technological advances in gene editing 
and gene therapy have far-reaching and serious ethical questions among the scientific community, society, 
policymakers, and marketers alike.  

Currently, “there are NO cohesive, legally binding or universally recognized set of rules in the international 
arena of gene therapy or genome editing” (Curran, 2020). However, human germline modifications are prohibited in 
39 countries (Araki and Ishii, 2014). Despite a great deal of debate surrounding the use of the technology to alter 
human genetics, it is no longer a matter of if but when genetic modification will become a greater reality. This matter 
generates a dilemma as to whether genetic modification should be legalized, introducing challenges for policymakers 
who need to be prepared and armed with information on how to best represent the public with their policies. Further, 
recent research offers little clarity on public reception to genetic modification. Academic research on genetic 
modification remains largely scientific (e.g., Gori et al., 2015; Morin et al., 2008; Tang et al., 2017), with limited 
insight into the public’s receptivity to designer babies or medical therapies. One public opinion poll shows that the 
majority of US adults would be either very worried (22%) or somewhat worried (46%) about gene editing for babies 
(Funk, Kennedy, and Sciupac, 2016). The same public opinion poll suggests that Americans are split (48%–50%) on 
their willingness to use (vs. not use) genetic editing to prevent a disease for their babies.  

Purpose of the Study 
Given the prevalence of popular press and the gaps in previous research, the goal of the current research is 

to bring clarity to the discussion of genetic modification (GM) within the non-scientific community and to investigate 
this prospective marketplace for its potential to be a creative-destruction innovation. We seek to accomplish this goal 
of investigating the potential for “step changes” in perception by experimentally investigating public attitudes toward 
the use of GM following participants’ exposure to information on GM procedures. Across two samples in geographic 
locations around the globe, we investigate public opinions on the legalization of genetic technologies for specific 
purposes (health procedures or cosmetic procedures), which modify genes that are inheritable (or not). Accordingly, 
our work begins to close the gap in research on GM by presenting results from a multi-cultural experiment involving 
respondents’ attitude toward the use and legalization of genetic technologies. 

Hypotheses 
Past research on public opinion polls reveals that individuals support gene therapy to correct serious diseases 

(i.e., making genetic material non-inheritable), but not gene editing in human embryos or germline cells (i.e., making 
genetic material inheritable) (Blendon et al., 2016). Given the preference for GM to correct a serious illness, we 
hypothesize (H1) that individuals will respond more favorably to GM procedures for health-related purposes than for 
purely cosmetic purposes. Similarly, we hypothesize (H2) that after exposure to information on the passing down of 
genetic material (vs. not passed down), participants will report greater favorability toward GM if it affects only the 
individual receiving the treatment, not subsequent generations.  
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Method & Samples 
The experiment for sample 1 data was a 2 (GM procedure type: health vs. cosmetic) × 2 (genetic inheritability 

post-GM procedure: inheritable vs. non-inheritable) between-subjects design where participants were randomly 
assigned to one of the four conditions within their respective geographic pool. Individuals in sample 1 were over the 
age of 18,registered with MTurk, and  eligible for participation until the number of respondents reached the quota of 
750 participants. The sample was 56.7% male with an average age of 35 years.  

The experiment for sample 2 was a 2 (GM procedure type: health vs. cosmetic) × 2 (order of analysis: first 
half vs. second half) within-subject design (USA vs. non-USA). Data for sample 2 were also collected from 806 
MTurk workers who participated in the experiment. Participants over the age of 18 who passed the attention check 
were admitted to the pool until the budget was exhausted. The sample was 62.3% male with an average age of 33 
years.  

Results & Conclusion 
The results of our study suggest an optimistic outlook for the field of human genetic modification. While 

participants have concerns about GM for cosmetic purposes, those participants are significantly more favorable when 
the GM is presented for health purposes. Further, the finding suggests that for USA consumers, the health procedure 
may be seen as necessary and good for society, but outside the USA, consumers are more accepting of the health 
procedure when it is positioned within the context of cosmetic procedures. It is possible that after society becomes 
more accepting of genetic modifications for health procedures, the newfound ethical tolerance for GM may allow for 
the acceptance of GM for cosmetic purposes - an objective that is more closely associated with vanity (at least for 
those who reside in the USA). These findings suggest that it would be of profound importance to control for order of 
introduction to GM procedures and to publish educational material about the utilization of these technologies to obtain 
public opinion. Further, findings suggest that if the early GM procedures focus on improving health-related problems, 
acceptance of GM procedures in general may be easier to attain. Thus, after the health-related procedure is accepted, 
the cosmetic procedure will more likely  be tolerated.  

As science progresses in developing viable techniques to manipulate genes to cure diseases and change the 
genetic profile of humans,  public policy must educate the populace to attain an orderly advancement of science. By 
helping to inform people about the benefits derived from GM using a descriptive story, policymakers can activate the 
true underlying attitudes of the consumers and improve the likelihood of acceptance of GM procedures. The present 
research can be considered one step in the direction of providing the context for introducing information on GM 
procedures to obtain a more accurate public opinion to guide effective global conversations. It also develops a 
cohesive, legally binding set of public policies that percolate in the international arena. 
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Summary Brief 
Can Marketing Aid in Fighting Wild Life Crime? 
  

Astrid Keel, University of La Verne, USA  
Marco Wolf, University of Southern Mississippi, USA 

Much effort has been dedicated to fighting wildlife crime with modest results. Despite legislative and 
enforcement efforts, there has been little integration of marketing techniques to curtail wildlife crime. In this paper, 
we focus on marine wildlife crime, which suffers from a certain level of neglect due to a common terrestrial bias. For 
this reason, we set out to study current issues surrounding marine wildlife crime by conducting interviews with three 
experts in areas of aquatic education, research, and legislation to provide an overview of the threats to marine wildlife, 
develop a taxonomy of marine wildlife crime, and provide suggestions as to what marketing actions may be useful to 
reduce it.  

Introduction 
Popular press coverage of wildlife crime typically focuses on poaching of a small number of high-profile 

species, such as tigers, rhinoceros, and elephants. While these majestic animals rightfully deserve coverage and 
attention, there are many more species that are targets of crime. The focus on land animals may be due to the usage of 
“wildlife” in common parlance, which typically does not include marine species, even though this “terrestrial bias has 
little rational basis” (UNODG 2016). Indeed, the press’s emphasis on land species has been at the expense of marine 
creatures. Given that over 70% of the Earth is covered in water, the focus on land animals misses a large element of 
the Earth’s wildlife. One of the contributors to the scattered effort to tackle wildlife crime is taxonomic bias. This 
taxonomic bias means that a few charismatic species (e.g., rhinoceros, tigers, elephants) are treated as representative 
of broader wildlife crime reality, while the vast majority of harmed species are overlooked (Nijman et al. 2012). 
Furthermore, taxonomic bias exists within marine wildlife, with the majority of conservation efforts and research 
focusing on charismatic species (such as dolphins and turtles) or commercially important ones (McClenachan et al. 
2011). For these reasons, research and understanding of marine species in regards to crime lag behind terrestrial ones. 
To endeavor to address this, we develop a taxonomy of crime affecting marine species with a focus on the United 
States. This study uses structured in-depth interviews with three marine-life experts who are at the forefront of marine 
research. Then, based on marketing and psychology literature in demarketing and counter-marketing, we suggest what 
actions can be taken to reduce these various types of marine wildlife crime.  

Context 
There are several reasons why a better understanding of marine wildlife is needed. Marine wildlife plays an 

essential role in our food supply, with wild fish representing 57% of the fish supply for food in 2012 (FAO et al., 
2012). Fish is an important source of animal protein, especially in developing nations, where it can account for more 
than half of animal protein consumption (FAO, 2014). The response to wildlife crime has been to create international 
trade agreements, national, state, and local laws and to create incentives for locals to abstain from illegal activities by 
establishing vested economic interest in conservation (Pires & Moreto 2011). Despite international efforts, laws are 
inconsistent within and across nations, and there are millions of marine species that have no regulations associated 
with them. The difficulty in enforcing inconsistent laws makes it imperative that actions be taken on the demand side 
of the equation to reduce consumers’ purchases and participation contribution to marine crime. We conduct an 
exploratory study involving three marine experts with responsibilities in the areas of research, education, and 
legislation, to gain insight into criminal activities surrounding marine wildlife. Our goal is to use these insights to 
develop a taxonomy of marine wildlife crime to further research aiding the fight against it. The authors selected the 
topic based on their interest and passion in sea and ocean subjects. The authors resided in coastal regions, which 
allowed for access to experts and professionals familiar with the problematics around the marine environment.  

Key Findings 
Based on the interview data, we identified four major concerns. First, the most prevalent violation deemed a 

crime is IUU fishing. This fishing practice ignores the limits set by law in regards to size, amount, areas, and type of 
species and without reporting to authorities. Conservation agencies aim to fine-tune the balance between commercial 
interactions with the ecosystem. While the underlying causes for IUU differ (for food consumption, medical use, and 
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curio trade), a possible remedy may be found in aquaculture, which our marine experts indicated was a preferred 
solution to meet current demand without damaging wildlife ecosystem. Second, fishing and capture practices 
concerned interviewees. Even though some of these practices are legal in certain areas, their inability to target the 
specific species means that other non-commercially viable species are caught up, trapped, maimed, and/or killed. This 
impacts the ecosystem, and one of the interviewees mentioned that these “catch-all” practices are economically 
inefficient, due to the need for sorting and discarding of commercially unviable species. Third, killing for sport 
appeared to be a fuzzier issue, where participants became divided between commercial and ecological interests. While 
shooting dolphins or harming animals for target practice is evidently an illegal activity, sport fishing and hunting 
certain species for trophies seemed acceptable for some of the participants. Killing for sport can also be considered a 
form of trophy hunting and is often carried out by tourists, hobby fishers, and sports fishers. Even though animals may 
be “caught-and-released,” there is concern about animal suffering and survival prospects after release. This highlights 
a dichotomy, wherein trophy hunter advocates’ bio-centric view of love for nature and animals is contradicted by 
deep-rooted behavioral issues of objectification, dominance, and marginalization (Kalof & Fitzgerald, 2003). Fourth, 
pollution strongly concerned participants, but they acknowledged that most of the ecological harm comes from legal 
sources. Specifically, agricultural and industrial run-offs and usage of flood control methods were highlighted as 
having substantial consequences downstream. In this area, increased regulation and treaties would likely have to be 
involved, since many waterways across state and international boundaries.  
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Summary Brief 
Global Sex and Labor Trafficking Participation 
Modes: Strategic Implications
Vernon Murray, Marist College, USA 
Julia Solin, Marist College, USA 
Holly Shea, Marist College, USA 

We analyzed the participation modes for sex trafficking (n = 19,000) and labor trafficking (n = 9,900) victims 
from twenty-five nations. Results indicate that most labor (49%) and sex (38%) trafficking victims are “Willing 
Assimilators.” Thus, they “voluntarily” (i.e. no interpersonal coercion) enter trafficking situations driven by 
economic desperation, and leave the job at will. A third (32%) of sex trafficking victims, but only 14% of labor 
trafficking victims, are “Trapped and Robbed” (i.e. forced adults and minors). Globally, 6% of labor trafficking 
victims, and 14% of sex trafficking victims are “Tricked and Trapped” (i.e. lured and then forced). Thus, social 
marketing anti-trafficking messages should focus slightly more on sex trafficking victims, and promote economic 
development for Willing Assimilators in both categories. Moreover, many coerced victimizations can be prevented via 
prior training regarding which “friends” and relatives to trust (“Enlightened Apostates”) when seeking either typical 
employment or sex work.       

Introduction 
Human trafficking is a “complex social problem” (Carvalho and Mazzon 2019) requiring effective social 

marketing interventions. We build on Murray, et al.’s (2015) “Victim Intervention Marketing,” a branch of social 
activist marketing (Murray 1997), to compare victim participation structures for global sex and labor trafficking. The 
Murray et al. (2015) study categorized one hundred and ninety cases from the United Nations Office on Drugs and 
Crime (UNODC) Human Trafficking Caselaw Database. They found, for instance, that twenty-five percent (25%) of 
global human trafficking victims are “Willing Assimilators.” That is, the victims entered the trafficking situation 
voluntarily. 

Purpose of the Study 
This study adopts Murray et al’s. (2015) framework of nine types of human trafficking victims. The study’s 

goal was to compare the percentages among the nine types for global sex versus labor trafficking victims. While sex 
versus labor trafficking studies are not new, this study addresses them within the context of the nine victim intervention 
marketing (human trafficking) types. Accordingly, while the Murray et al. (2015) study aggregated sex and labor 
trafficking with a small sample (n = 190), this study separately analyzes and compares sex and labor trafficking using 
a large sample (n = 28,000). 

Literature Review 
Pennington, Ball, Hampton and Soulakova (2009) discussed human trafficking as a marketing system, and 

emphasized cross-border trafficking. Szablewska and Kubacki (2018) found that “marketing tools and techniques are 
now commonly used in anti-human trafficking campaigns” However, the authors found a dearth of discussions about 
“outcome, process, or impact evaluations” in anti-human trafficking social marketing contexts (Lefebvre 2011). 
Murray, et al. (2015) presented human trafficking situations as existing along a range of three levels of severity, along 
two dimensions: 1) why victims entered, and 2) why they remained in the trafficking situation.  Thus, victims may 
enter and remain “voluntarily,” “semi-voluntarily,” or “involuntarily.”  

Data Source and Coding 
To answer our research questions, we used data from the Counter Trafficking Data Collaborative (CTDC 

2018), a UN affiliate. The CTDC describes itself as “…the first global data hub on human trafficking, publishing 
harmonized data from counter-trafficking organizations around the world.” Its goal is to “…equip the counter-
trafficking community with up to date, reliable data on human trafficking.” We isolated victims based on their 
affirmative answer to having been exploited for sex (n = 19,000) vs. labor (n = 9,900). We categorized variables in 
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the dataset according to victim participation mode in Murray et al. (2015). While there are nine categories of victims, 
we highlight the largest three in our results section. 

Results 
Willing Assimilators 

This segment comprises the largest percentages for both sex and labor trafficking victims. Roughly half 
(49%) of labor trafficking, and (38%) of sex trafficking victims fell into this category. Based largely on Frazier and 
Sheth (1985), Murray et al. (2015) intervention marketing solution would be to employ “Radical Confrontation.” More 
specifically, the Murray et al. (2015) calls for changing the victims’ “Beliefs and Attitude” toward participating in a 
trafficking situation, and to “Add Attributes” for the victim to consider (e.g. the risk of eventually being held captive). 

Figure 1 
___________________________________________________________________ 

Global Human Trafficking Participation Modes: Sex vs. Labor 
___________________________________________________________________ 

_______________________________________________________________________ 

Enlightened Apostates 
This group entered the trafficking situation on the advice of a friend or relative, only to be subsequently 

enslaved. The percentage of labor trafficking victims in this category is eighteen percent (18%), while the percent of 
sex trafficking victims in this category is only seven percent (7%). The Murray et al. (2015) framework would 
prescribe “Negative Normative [messaging] Against the Trafficker.” This would include, for instance, encouraging 
potential victims to mistrust certain friends and relatives. The intervention framework also calls for “Inducements.” 
This includes offering victims “Economic & Noneconomic Rewards” (e.g. in exchange for information about the 
trafficker.), making “Requests” of the victims (e.g. regarding trafficker vulnerabilities), “Countering of [the 
trafficker’s] Information” (e.g. the police tend to harm escapees), and “Encouraging and Facilitating Flight/Escape.” 
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Trapped and Robbed 
This segment consists of adults who have been abducted or otherwise coerced into participation. It also 

includes children—anyone under age 18. As Figure 1 indicates, fourteen percent (14%) of labor trafficking victims 
fall into this category, while thirty-two percent (32%) of sex trafficking victims fall into this category. The prescribed 
interventions, here, are essentially the same as for the prior category (e.g. inducements, facilitating escape, etc.). 

Summary 
Overall, thirty-two percent (32%) of global labor trafficking victims are enslaved at some point, while almost 

forty percent (39%) of global sex trafficking victims are enslaved at some point. In global sex trafficking, the greatest 
need for victim intervention marketing is among the “Trapped and Robbed” (children and forced adults) segment. It 
is smaller than the Willing Assimilator segment, but it entails more egregiousness (i.e. force and coercion). In the 
global labor trafficking arena, the greatest need for victim intervention marketing is among “Enlightened Apostates.” 
While this segment contains fewer victims than are found among Willing Assimilators, they are forced and coerced 
(i.e. enslaved). National interventions should consider both the percentages of victim types, and the severity levels of 
their experiences. 
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Summary Brief 
Sponsorship of Negative Political Advertising: A Study 
about Nonpartisans  
Feng Shen, Saint Joseph’s University, USA 

Compared with candidate sponsorship, independent sponsorship has quite a few advantages in persuading 
voters through negative advertising, but empirical evidence on the superiority of independent sponsorship over 
candidate sponsorship is rather inconclusive, and there is also substantial misunderstanding about nonpartisans. The 
purpose of this study is therefore to reassess nonpartisans’ responses to negative advertising sponsorship. The results 
of this study indicate that there is considerable variance in nonpartisans’ political engagement and the effects of 
sponsorship are moderated by their political engagement. These findings thus refute the prevalent view that 
nonpartisans are inherently lowly engaged or involved with politics and are particularly susceptible to message cues 
such as sponsorship. 

Introduction 
Stemming from information processing models such as the Elaboration Likelihood Model (Petty and 

Cacioppo 1986), one leading view as to why independently-sponsored negative advertising works particularly well 
for non-partisans is that compared with partisans, non-partisans are lowly involved with politics and are therefore 
more susceptible to the source cue of a message, for example, sponsorship, rather than the content of the message 
(Painter 2014). Nevertheless, research elsewhere suggests that there is substantial misunderstanding about 
nonpartisans’ political engagement or involvement (Klar 2014). The purpose of this study is therefore to reassess 
nonpartisans’ responses to negative advertising sponsorship. Specifically, identity theories are used to explain that 
nonpartisans’ political engagement or involvement is associated with the perceived importance or salience of their 
distinct identity of being politically independent. Personal political salience was therefore used as an alternative 
measure to political involvement to assess nonpartisans’ political engagement.  

Findings 
Multiple regression was used to analyze the effects. Sponsorship, and personal political salience, and a two-

way interaction term from these two variables were entered as independent variables. There was a main effect of 
sponsorship on trustworthiness; nevertheless, this main effect was moderated by the interaction term of sponsorship 
by personal political salience. Further analysis indicated that the superiority of independent sponsorship over candidate 
sponsorship in enhancing trustworthiness existed among low-personal-political-salience nonpartisans, and the 
superiority did not exist among high-personal-political-salience nonpartisans. There were main effects of sponsorship 
and personal political salience and an interaction effect of sponsorship by personal political salience on opponent 
evaluation. Further analysis again indicated that the superiority of independent sponsorship over candidate sponsorship 
in decreasing opponent evaluation only existed among low-personal-political-salience nonpartisans, and the 
superiority did not exist among high-personal-political-salience nonpartisans.    

Discussion 
While independent sponsorship was found to outperform candidate sponsorship in enhancing the 

trustworthiness aspect of source credibility and implementing the intended effect against the targeted candidate, the 
superiority of independent sponsorship only applied to nonpartisans with low personal political salience. It can be 
further inferred that nonpartisans with high personal political salience, who were found not to be influenced by 
message cues, are likely to be persuaded by strong arguments in political advertisements. The findings reported in this 
study have significant managerial implications. For nonpartisans with low personal political salience, presenting them 
with negative advertisements sponsored by an independent group is likely to induce the intended effect. For 
nonpartisans with high personal political salience, it is inferred that presenting them with convincing arguments is 
likely to influence their voting decisions. Therefore, campaign managers should target nonpartisans with negative 
political advertisements that feature high-quality arguments and are sponsored by independent groups. Because 
nonpartisans’ voting decisions are more malleable than partisans’ voting decisions (Meirick and Nisbett 2011) and 
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nonpartisans are often the deciding factors in elections (Klar 2014), winning nonpartisan votes should be the top 
priority for any political campaigns.   
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Summary Brief 
Do Early Adopters Walk the Opinion Leadership 
Talk? A Meta-Analysis 
Sarit Moldovan, The Open University of Israel, Israel 

Early adopters are the first to adopt innovative products and to encourage adoption by others. Research has 
found that early adopters are indeed influential, yet, the chasm theory posits that there is a communication break 
between early adopters and other consumers. This research presents a meta-analysis of early adopters, and 
specifically examines whether they are opinion leaders. The results suggest that, being innovation enthusiasts, early 
adopters may overestimate their role as opinion leaders. Yet, when they have actually adopted a high-risk innovation, 
they can correctly estimate that their influence on others may not be as high.  

Introduction 
Early adopters are the first to adopt an innovation, and, even more importantly, they spread word-of-mouth 

and influence other consumers (Mahajan, Muller, and Srivastava 1990). Much research on the extent of early adopters’ 
influence has consistently shown that they rate high on opinion leadership (Bartels and Reinders 2011). However, 
these findings contradict the chasm theory (Moore 2014), that presents a communication break between early adopters 
and the main market. The chasm theory implies that early adopters are not opinion leaders.  

This paper presents a meta-analysis to explore who early adopters are and whether they walk the opinion 
leadership talk. The results suggest that early adopters may be innovation enthusiasts: consumers who are highly 
involved in the product at hand and believe that they are opinion leaders. However, when analyzing early adopters 
who have actually adopted the innovation, and specifically high-risk innovations, the correlation between early 
adoption and opinion leadership is dramatically reduced.   

Actual Versus Dispositional Early Adoption 
The literature presented two main approaches to identify early adopters. The first is based on innovators’ 

behavior: the early purchase of new products, or actual early adoption. The second is based on the early adoption trait 
and their attraction to new products, or dispositional early adoption (Midgley and Dowling 1978). This scale may 
capture a broader construct of innovation enthusiasts: consumers who love innovations and show high product 
involvement and knowledge. They tend to adopt early, and they believe that they are opinion leaders.  

H1: The correlations between early adoption and the consumption-related traits and demographics will be 
moderated by the type of early adopter, such that the correlations will be stronger for dispositional early adopters 
compared to actual early adopters. 

Risk Level of the Product 
Early adopters are expected to show favorable attitudes towards risk, while non-early adopters are risk-averse 

(Childers 1986; Gatignon and Robertson 1985). Opinion leaders, on the other hand, are not inclined to take risks more 
than the non-leaders (Childers 1986). I suggest that for high-risk innovations, early adopters will not serve as opinion 
leaders, as people are less likely to trust them and follow their advice.  

H2: The correlations between early adoption and opinion leadership will be stronger for low-risk compared with 
high-risk innovations.  

Data and Results 
The meta-analysis used 181 unique studies reported in 130 papers published between 1967 and 2019, 

involving 49,196 participants. The meta-analysis explored the correlations of early adoption with nine traits and 
behaviors (see Table 1). For each correlation, type of early adopter (dispositional or actual) and type of product (low- 
or high-risk innovation) were marked for the moderation analysis.    
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The weighted average correlations are presented in Table 1. Results of the meta-analysis showed a high 
correlation between early adoption and opinion leadership, and the other consumption-related traits and demographics. 
In addition, moderation analyses confirmed that the type of early adopter moderates the consumption-related traits, 
supporting H1 and that early adoption and opinion leadership had a higher correlation for low-risk innovations 
compared to high-risk innovations, confirming H2. In addition, the interaction between the two moderators was 
marginally significant (F(1,63) = 3.09, p = .084): Dispositional early adoption is highly correlated with opinion 
leadership regardless of the level of product risk (rlow-risk = .50, rhigh-risk = .42, F(1,63) = 1.62, p = .208). However, actual 
early adoption is highly correlated with opinion leadership for low-risk innovations (r = .56), but is less correlated 
with opinion leadership for high-risk innovations (r = .30, F(1,63) = 7.55, p = .007).     

Table 1: Meta-Analysis Results 
Hedges & Olkin method Hunter & Schmidt method 

Characteristic n k r a LCL UCL Q a r a LCL UCL % EV 
1. Opinion leadership 25,568 82 .47 .46 .48 3,688 .43 .37 .48 4% 
2. Product involvement 21,952 65 .49 .48 .50 1,807 .46 .41 .51 4% 
3. Purchase intentions 21,106 54 .37 .36 .38 1,055 .35 .30 .40 6% 
4. Subjective knowledge 8,636 30 .54 .53 .56 1,264 .49 .42 .56 5% 
5. Age 15,455 38 -.11 -.13 -.10 331 -.11 -.15 -.07 12% 
6. Socioeconomic status 9,230 17 .17 .15 .19 197 .16 .10 .22 10% 

a All r and Q’s are significant at the .05 level.  
n is the number of participants across studies for each characteristic; k is the number of studies (samples) in each 
characteristic; r is the average weighted corrected correlation across all studies 

Discussion 
This research uses a meta-analysis to resolve the contradiction between chasm theory and findings of early 

adopters as opinion leaders. The results suggest that the dispositional early adoption scale may capture innovation 
enthusiasts, highly involved and knowledgeable innovation lovers who would like to adopt early and believe that they 
are opinion leaders. However, when early adopters are asked to recall their actual adoption experiences, they may 
admit that for high-risk innovations they are not as influential as they wish to be.  
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Summary Brief 
Perception of Innovation: How to Attract Non-Early 
Adopters to Adopt Earlier
Sarit Moldovan, The Open University of Israel, Israel 
Ruth Zwick, Ben-Gurion University, Israel 
Liat Hadar, Coller School of Management, Tel Aviv University, Israel 

We present evidence that reducing the perceived innovativeness of the product, by presenting consumers with 
a much more innovative product, may encourage non-early adopters to adopt the innovation while maintaining early 
adopters’ adoption intentions.    

Introduction 
Early adopters (EAs) are the first to adopt new products and are highly crucial to the successful diffusion of 

innovations (Goldsmith and Flynn 1992). Much research has explored how to recognize and approach EAs (Bartels 
and Reinders 2011), though EAs consist of only a small fraction of the market (Goldsmith and Flynn 1992). In this 
research we explore several ways in which non-early adopters (non-EAs) may be encouraged to adopt innovative 
products earlier than they otherwise would have.  

EAs often seek innovations whereas non-EAs focus on utilities and avoid risks (Goldenberg, Libai, and 
Muller 2002; Goldsmith and Flynn 1992). Drawing on findings that consumers with clear preference between products 
are less likely to be affected by marketing tactics such as adding an undesirable decoy (Huber, Payne, and Puto 2014), 
we hypothesize that EAs will show innovation preference while non-EAs will show innovation aversion that will be 
difficult to quell, irrespective of persuasion attempts.  

H1: EAs will show innovation preference whereas non-EAs will show innovation aversion that is difficult to reduce. 

Consumers are four times less likely to adopt a radical than an incremental innovation (Alexander, Lynch, 
and Wang 2008). However, people have different status quos when it comes to innovations and technology and 
reference points mark each individual’s point of relative gains and losses. Consumers with a lower reference point 
perceive innovations as incurring a huge cost of learning and investment (Gourville, 2004). We therefore suggest that 
if we change the reference point, by presenting an even more innovative product, non-EAs will perceive the innovation 
as relatively less innovative, thus will be less averse to selecting the innovative product.  

H2: Non-EAs innovation aversion will be reduced when the perceived relative product innovativeness is decreased. 
This will not influence EA adoption intentions. 

Studies 
Study 1 explored the innovation aversion of non-EAs toward innovative products in the face of a well-known 

marketing tactic, the attraction effect (Huber, Payne, and Puto 1982). 598 Amazon MTuker workers were presented 
with a tradeoff between two non-innovative products or between a non-innovative and an innovative product. Each 
set included a dominated product aimed at increasing the choice share of the target product. Consistent with H1, a 
logistic regression revealed a significant early adoption by innovative target interaction on choice ( = .66, p < .001). 
In the absence of a highly innovative product in the choice set, the choice share of the dominant option was influenced 
by the addition of a dominated option for both EAs and non-EAs (EAs: χ2(1) = 12.04; non-EAs: χ2(1) = 15.43, p’s < 
.001). However, when a highly innovative product was included, neither EAs nor non-EAs were influenced by the 
dominated option (EAs: χ2(1) =.39; non-EAs: χ2(1) =.36, NS).  

Study 2 (n=159, MTurk) demonstrated that reducing the perceived innovativeness of an innovative product 
through the presentation of a highly innovative but unavailable phantom option (Scarpi and Pizzi 2013), encourages 
adoption among non-EAs but does not change EAs’ adoption (H2). The presence of the phantom option had a stronger 
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effect on non-EAs, increasing the choice share of the innovative option by 25% (χ2(1) = 5.66, p = .017), than on EAs 
whose choice share of the innovative option increased by 14%, a non-significant increase (χ2(1) = 1.72, p = .19). A 
logistic regression revealed main effects of early adoption ( = .50, p < .001) and of the phantom presence ( = .90, 
p = .01), but no interaction between them ( =.03, NS). Thus, the phantom increased non-EAs’ choice share of the 
innovative product but did not reduce EAs’ choice share.  

Study 3 influenced product innovativeness by manipulating whether the presentation of the innovative 
product followed a relatively less or more innovative product. 216 MTurkers were presented with either a non-
innovative product or a super-innovative product, then viewed the innovative target product. Participants indicated 
their attitude toward the target product ( = .90) and rated their early adoption tendencies ( = .91). There was a 
significant interaction between early adoption and attitudes toward the target product ( = -.28, p = .048). Non-EAs’ 
attitudes toward the target product significantly increased when primed with a super innovative product (M = 3.61) 
than when primed with a less innovative product (M = 2.89, t(211) = 2.35; p = .019). This priming did not significantly 
affect EAs’ attitudes t(211) = -.46, p = .648).  

Discussion 
Our results confirm that non-EAs hold strong negative attitudes toward innovations (H1). However, when 

the perceived relative innovativeness of the product was reduced by presenting it next to an even more innovative 
product, non-EAs report more positive product evaluations and higher choice share, compared to when the innovation 
is presented next to a less innovative product (H2). This technique of reducing perceived product innovativeness is 
beneficial to non-EAs while maintaining EAs’ interest in the product.  

These results have important theoretical and practical implications for the development and marketing of 
new products. Considering the amount of research conducted on EAs despite their small proportion in the market, and 
their limited potential influence on non-EAs as suggested by the chasm theory (Tellis and Chandrasekaran 2011; 
Moore 2014), we suggest that marketers and new product developers should focus on the “continuum” of the product. 
If non-EAs are made aware that more innovative products exist, even if they are not yet available in the market, their 
attitudes and choice-likelihood for the target increase. This strategy could potentially attract non-EAs to adopt 
innovative products earlier, and skip the chasm. 
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Summary brief 
Loss or Gain Saving Mr. Nature: Impact of Normative 
Framing on Consumer Efficacy and Subsequent Pro-
Environmental Adoption
Do The Khoa, University of Houston, USA 
Chen-Ya Wang, National Tsing Hua University, Taiwan 
Priyanko Guchait, University of Houston, USA 

Research Purpose 
Research within message framing domain produces mixed and inconsistent results for the persuasion of loss-

versus gain-framed appeal on encouraging prosocial behavioral change (O’Keefe and Jensen 2006; O’Keefe and 
Jensen 2009), suggesting that the effectiveness of message framing be context-dependent (Grazzini et al. 2018). In 
this study, we incorporate social norms into message framing to create the so-called normative framing, and we draw 
upon the prospect-theoretic reasoning to examine whether normative gain is more effective than normative loss for 
promoting pro-environmental behavior which is categorized as a low-risk behavior. 

Method 
Two scenario-based experiments were conducted in the context of hotel simulating a hypothetical situation 

in which respondents imaged they engaged in towel reusing program at a hotel on their vacation. In Study 1, 157 
MTurkers were recruited to participate in a one-way between-subjects experimental study (normative framing: loss 
vs. gain). In Study 2, 239 MTurkers were again recruited to take part in a 2 (normative framing: loss vs. gain) by 2 
(anthropomorphism: yes vs. no) between-subjects design. Gender and income were controlled as two covariates.  

Conclusion 
       ANCOVA results show the superior effect of normative gain to normative loss to encouraging green behavior 

change, namely adopting towel reusing behavior. Furthermore, this superior persuasion of normative gain to normative 
loss is explained by the psychological sequential chain from collective efficacy to self-efficacy as the underlying 
mechanism. Also, we find that anthropomorphism is the boundary condition, thereby the green effect would be 
strengthened when normative gain-framed message being paired with happy-faced expression of the earth, which is 
due to the alignment between happiness and positive state of gain framing. The findings in this study might provide 
managerial and insightful implications to sustainable practitioners.  
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Summary Brief 
The Gift That Keeps on Giving: Regifting Across 
Cultures 
Sarah Mittal, St. Edward’s University, USA 
Chia-Wei Joy Lin, University of Tennessee at Chattanooga, USA 

Is regifting taboo or the new normal? The existing regifting research has almost always been conducted in 
the context of individualistic cultures, like the U.S. and Italy. There is a gap in understanding how collectivistic 
cultures perceive regifting and the rate of partaking in such behaviors. In this research, we aim to explore whether 
cultural differences (i.e., self-construal or collectivism vs. individualism) might exist in regifting tendencies and 
perceptions. 

Regifting is the process of taking a gift given to you and passing it along to someone else as a gift—usually 
under the pretense that you bought the gift for them (Etimur, Muñoz, & Hutton, 2015). Although seen as a bit taboo 
in the past (Adams, Flynn, & Norton, 2012), nowadays, more than 3/4 of the Americans consider it socially acceptable 
to regift (American Express, 2015). Also, 22% of Americans considered regifting as a way to relieve financial pressure 
for holiday gift-giving (Garcia, 2018). Despite the practical benefit and general acceptance, regifting has only been 
systematically studied a handful of times. Regifting can be motived by a variety of situations and emotions, but the 
primary one studied outlines the idea that the gift as a ritual artifact fails the receiver in terms of fit to needs, 
representation of relationship, or self-concept (Ballantine & Parsons, 2011). Regifting has also been found to be driven 
by moral or virtuous motivations, such as the regifter hopes to benefit the regiftee and/or to preserve the economic 
value of the original gift (e.g., Etimur et al., 2015). Interestingly, the existing regifting research has almost always 
been conducted in the context of individualistic cultures, like North American or Western European countries. There 
is a gap in understanding how collectivistic cultures perceive regifting. In the current research, we aim to explore 
whether cultural differences might exist in regifting tendencies and perceptions.  

This is the first systematic work to examine cultural differences in perceptions of regifting. To better 
understand, we first need to take a look at what gift-giving means in different cultures. Although gift-giving traditions 
are embedded in most cultures, past research has identified some evidence showing differences in behavioral patterns 
and motives of gift-giving (e.g., Beatty, Kahle, & Homer, 1991; Joy, 2001; Park, 1998). For instance, gift-giving in 
collectivistic (vs. individualistic) cultures was found to be more frequent, involve more extensive social exchange 
networks, and contain more practical gift choices (Park, 1998). Following this stream of literature, we contend that 
regifting behaviors and attitudes will vary across cultures. The impact of independent-interdependent self-construal 
and individualism-collectivism on self-perception and self-motives is well-documented in the cross-cultural literature 
(e.g., Hui and Triandis, 1986; Markus and Kitayama, 1991). Independent individuals tend to define themselves using 
more of the personal self aspect, value their uniqueness and freedom, and are more motivated by individual rights and 
desires. Interdependent individuals tend to define themselves using more of the collective self aspect and tend to be 
motivated by group benefits and conformity (Markus & Kitayama, 1991). They also feel more obligation to maintain 
harmony and saving-face for not just themselves, but their family (Joy 2001). The consequential influence of different 
self-views and motives are manifested in gift-giving behaviors.  

Gift-givers in collectivistic cultures (vs. individualistic cultures) were shown to feel the need to conform to 
the group, and thereby experience more pressure to reciprocate when receiving gifts (Park, 1998). As a result, 
controversial gift-giving practices like regifting could cause more internal uneasiness for gift-givers in collectivistic 
cultures. We predict that interdependent-minded individuals will experience higher levels of guilt and social violation 
than those independent-minded individuals (e.g., Adams et al., 2012). Gift-givers in individualistic cultures are more 
driven by their internal needs in the gift-giving situation (e.g., Mick & DeMoss, 1990). Therefore, we argue that if 
gift-givers with an independent mindset see no individual benefit of keeping the gift they received, they would 
consider it acceptable to regift the said gift to some other individual that could benefit from it. In sum, we propose 



153 

that self-construal (interdependent vs. independent) will affect individuals’ perception of regifting from both giving 
and receiving end.  We conducted two experiments to test this thesis. 

In Study 1 (N = 112; 78 females, Mage = 37), we manipulated participants' self-construal using a statement 
activity (Goncalo & Staw, 2006). After, the participants completed measures on regifting and gift-giving. We found 
that interdependent individuals appreciated the gift less if they knew it was regifted (Minter = 3.80, Mind = 2.93; F(1, 
107) = 7.43, p = .007)—controlling for age, gender, and income— and would rather not know that the item was
regifted (Minter = 5.42, Mind = 4.83; F(1, 107) = 5.27, p = .024, with controls). Importantly, no differences were found
for the general gift-giving scale (Beatty et al. 1991; α = .89, p > .5). These results provide initial evidence for the idea
that interdependent individuals are more sensitive to the concept of regifting.

In Study 2 (N = 130; 53 females, Mage = 36), we aim to understand the reasons behind differences found in 
study 1. Participants’ self-construal was primed via the paragraph-writing task by Hamilton & Biehal (2005). Next, 
they answered measures on attitude toward regifting scenarios (e.g., regifting unfit gifts) and regifting experience. For 
those who had regifted before (n = 98), we further assessed the guilt they experienced during the process via four 
items (α = .92). Consistent to our prediction, the result indicates that independent (vs. interdependent) individuals 
were more receptive to regifting unfit gifts (Minter =4.86, Mind = 5.42; F(1, 128) = 4.43, p = .037). In addition, of those 
who had regifted, interdependent individuals felt more guilt and shame about having done so (Minter = 4.17, Mind = 
3.33; F(1, 92) = 6.15, p = .015)—income, age, ethnicity, and gender as controls. These results provide further support 
for the idea that interdependent individuals perceive regifting as more of a taboo. 

Together, these results support the proposition that interdependent individuals hold more negative views of 
regifting, both when giving and receiving regifted items. Although regifting is also considered a taboo by some in 
individualistic cultures (Adam et al., 2012), independent individuals appear to be less sensitive to it. This research 
contributes to gift-giving literature and cross-culture literature by investigating how self-construal can alter the 
perceptions of regifting. Future work aims to better identify actual rates of regifting and understand the mechanisms 
driving perceptions of regifting behaviors.  
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Summary Brief 
Empirical Identification of Grouping Different 
Theories of Satisfaction Using Multidimensional 
Scaling 
Keumah Jung, Indiana University Bloomington, USA

Literature indicates that multiple processes lead to satisfaction/dissatisfaction judgments. Each process 
involves different judgment input: performance expectations, performance alone, experience-based category norms, 
alternative outcomes, desires, equity or fairness, emotions, or postpurchase discovery. Since consumers use several 
types of inputs simultaneously at least some of the times, most of these eight theorized processes are not mutually 
exclusive. We explore the relationships among these theorized processes and examine their differential antecedents, 
consequences, and factors that could affect the consumer use of different inputs: the product, the consumer, the market, 
and other situational variables. Identification of those differences provides a better understanding of customer 
satisfaction theories and more importantly, a clearer guideline of “when to apply” specific satisfaction theories to 
precisely capture customer satisfaction.  

Method and Conclusion 
We conduct a critical incidence survey of diverse purchase experiences, subjecting data to the 

multidimensional scaling procedure to create a perceptual map for grouping satisfaction theories. The eight judgment 
inputs/processes can be grouped into four classes: known/specific standards; intrinsic criteria; extrinsic criteria; and 
postpurchase discovery of new criteria. These four theory groups apparently differ in their timing (when) and origin 
(where) of the judgment inputs. More important, these four theory groups are what consumers could distinguish much 
more clearly than the eight individual theories.  

In addition, consumers’ own accounts of satisfaction process indicate that proponents of different satisfaction 
theories would be able to find matching, supportive evidence for their preferred theory. Nearly a half of the 
respondents (44%) used the known/specific standards, which subsume the historically dominant performance 
expectation model and satisfaction definition based solely on the performance expectation model in marketing 
textbooks. This finding confirms the disconfirmation model and its theoretical relatives as the leading theory group in 
satisfaction. It also indicates the simultaneous, multiple process conceptualization of satisfaction.  

The limitations of our research are that we relied on respondents’ recollections as the sole source of 
information. We need to include thorough moderation analysis (Cooil 2007) related to product characteristics, 
consumer characteristics, and situational factors. More psychographics and socioeconomic measurements could have 
enriched the findings.  

Future researchers may need to look at whether consumers may use different satisfaction standards both 
simultaneously and sequentially (Fournier and Mick 1999). Our research assumed simultaneity and found some 
corroborating evidence. However, our results by no means reject the possible sequential use hypothesis. Our 
methodology was not sensitive enough to examine such a possibility. A longitudinal tracking study would be necessary 
for that purpose. 
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Summary Brief 
Application of Bass New Product Diffusion Model to 
Predict Covid-19 Infections 
Doyle Ervin, Kansas State University, USA 
Jaebeom Suh, Kansas State University, USA 

Introduction 
One of the most widely-used models of diffusion of innovation is Bass model (1969).  Bass developed a new 

product growth model for consumer durables, which provided a foundation of diffusion and adoption of new product 
innovation research.  The most common application of this model is in marketing to forecast the adoption of new 
products and technologies in a market.   Bass model is based on behaviors of innovators (external factor) and imitators 
(internal factor) and it explains very well the diffusion and adoption of new innovation, even though there is no specific 
marketing variables in the original Bass model.  When it comes to COVID-19 cases, the virus spreads and diffuses to 
social network without any specific internal factors.  Given the very similar characteristics of external factors in Bass 
model, we’d like to predict the confirmed cases of COVID-19 using Bass model. 

Method 
We propose that Covid-19 is analogous to the “infectious” adoption of new products and technologies so 

we should be able to apply the Bass diffusion model to forecast the number of future infections as follows: 
n(t) - number of people infected at time t 
N – Total number of people forecast to be infected. 
N(t) – Total number of people infected at time t 
p – Represents the external infection rate. 
q – Represents the internal infection rate due to a person’s network.  

This can also be thought of as community spread. Using this analog between forecasting the spread of new products 
via a network, we should also be able to forecast the spread of an infection through a network of people.  One 
intriguing aspect of applying the Bass model to predicting Covid-19 spread is that we do not need prior information 
about total number of susceptible people to be infected.  The data becomes the model and can then be used to 
estimate this upper limit of infections based solely on collected infection data. 

Data 
The data source for this analysis was Johns-Hopkins Github repository of Covid-19 data 
(https://github.com/CSSEGISandData/COVID-19/tree/master/csse_covid_19_data/csse_covid_19_time_series).  For 
this analysis, we focused on the U.S. and global time series data for confirmed Covid-19 infections.  Both the global 
and US data files were in CSV form. The U.S. dataset consisted of Covid-19 cumulative counts for each day by city 
and state. The global data consisted of Covid-19 cumulative counts for each day by state/province and country. 

Conclusion 
Typically, Bass diffusion models are used in marketing to forecast adoption and spread of new technologies. 

However, as we have seen from the analysis, Bass diffusion models can also be applied to infectious disease data to 
forecast the spread of diseases like Covid-19.  From the data transformation and analysis, we have learned (1) applying 
the Bass diffusion model to forecast Covid-19 cases appears to work and is useful in the near term, (2) when noisy 
data causes errors when computing the model, we can successfully compute the model by using a data filtering 
algorithm such as Savitzky-Golay, and (3) an intriguing aspect of applying the Bass model to predicting Covid-19 
spread is that we do not need prior information about total number of susceptible people to be infected. The output of 
the model calculation provides an estimate of the upper limit of infections based solely on collected infection data. 
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Summary Brief 
Recommended Modeling Approaches for Customer 
Recommendation Metrics 
Douglas Grisaffe, University of Texas at Arlington 
Sridhar Nerur, University of Texas at Arlington 
John Colias, University of Dallas 

Customer recommendations have been promoted as a leading indicator of corporate growth (Reichheld 
2003). From a marketing perspective, a plausible conceptual rationale underlies the premise. Whenever positive word 
of mouth recommendations are given to a “pre-customer” in their pre-purchase information search, especially when 
given by credible trusted sources (e.g., friends or colleagues), the prospective purchaser likely becomes more favorably 
predisposed toward a company or brand. From the company side then, the probability of new customer acquisition 
will be greater when such social influence has occurred. The probability of purchase increases when the prospective 
customer’s pre-purchase attitudes have been favorably enhanced by an existing customer’s positive recommendation. 
This special form of customer-to-customer social influence (Cexisting-2-Cprospective) may even have more impact on 
prospective customers’ purchase behavior than the marketing efforts of the organization (Borganization-2-Cprospective). 

For the organization, acquiring increased numbers of new customers should in turn lead to growth in the size 
of the customer base over time, thereby increasing revenue and profit. These effects might be further strengthened if 
in the extreme, traditional marketing expenditures could even be reduced. If existing customers are getting the word 
out, this could lower the need for investments in marketing effort on the part of the company. In combination, if the 
new customer “win rate” is increasing, and marketing expenditures are decreasing simultaneously, the cost per new 
customer acquisition will decrease at the same time marketing efficiency increases. These forces will augment growth 
in revenue and profit. Such recommendation dynamics indeed represent strong forces compelling growth. 

A worthy managerial goal then is to better understand how to increase existing customer recommendations. 
The inherent nature of that question implies that existing customer recommendations hinge on controllable antecedents 
the company can influence. If we know which antecedents link to the outcome of recommendation, and to what 
degrees, perhaps targeted improvements on those antecedent factors can drive recommendations upward, sparking the 
beneficial growth cycle outlined previously. But what antecedents should be considered, and how should the 
magnitude of their links to recommendations be formally estimated? Answers to those questions would help 
organizations know which specific areas to improve to reap increased customer recommendations and growth. 

Three distinct entities are involved in the system of effects we propose: the organization, existing customers, 
and prospective customers. The organization’s products, services, and practices create experiences for existing 
customers. When positively evaluated by existing customers those experiences influence recommending the company 
to others. Prospective “pre-customers” receiving positive recommendations become more favorably disposed toward 
the organization. That increases purchase likelihood and means higher acquisition probability for the company. 
Enhanced customer acquisition thereby leads to growth. The simple sequence we propose can be represented as 
follows: 

CX existing  +WOM existing  Purchase Propensity prospective  Customer Acquisition organization  Growth organization 

Our emphasis on customer experience (CX) in this sequence is intentional. Current practitioner and academic 
research attention rightly focus on the critical role of customer experience management. We frame positive customer 
recommendations as a behavioral output of favorable customer experiences. The better the customer experience, the 
more likely the customer is to recommend the company to a “pre-customer.” Thus, if a company can improve customer 
experiences, recommendations by existing customers are more likely to occur, sparking the previously described 
growth benefits associated with expanded customer acquisitions.  



160 

Activation of this desirable chain of effects starts with the first link, wherein positive customer experiences 
evoke existing customer positive word of mouth behavior. That first link sparks the chain of favorable downstream 
effects leading to growth. To effectuate the first link however requires better understanding of existing customer 
experience elements and their empirically verifiable associations with positive word-of-mouth behavior. 

Academicians focus substantial efforts on modeling antecedent forces that drive selected outcome variables. 
However, a notable critique of applied practice regarding recommendation metrics is that in-vogue emphasis on single 
metrics often excludes antecedent drivers of those recommendations (e.g., Grisaffe 2007). Many global corporations 
have widely heeded management mantras to “measure and monitor” one recommendation metric (Safdar and Pacheco 
2019). But passive tracking of a single recommendation metric does not equate to active management of customer 
experience antecedents that might drive that recommendation metric upward. Our focus in this work, therefore, is to 
offer and demonstrate several specific modeling approaches by which researchers can appropriately model the 
influence of customer experience elements on customer recommendation metrics. We apply business analytic and 
statistical modeling methods that demonstrate how this can be accomplished under several commonly occurring 
corporate measurement practices involving customer recommendation metrics. Table 1 displays a summary of our 
recommended modeling approaches and the situations in which each is appropriate. Applying these can help 
organizations model changes that drive positive recommendations and ultimately growth. 

Table 1: Recommended Modeling Approaches for Customer Recommendation Metrics 

Recommendation Measurement Practice Recommended Modeling Approaches 
1. Single recommendation question only 1. No modeling possible
2. Recommendation measure followed by open-ended
“Please Explain / Why Did You Say That” textbox

2a. Text Mining / NLP, sentiment scoring, or 
traditional content analysis. Descriptive reporting of 
word clusters/themes that associate with specified 
points or regions on the recommendation scale   
2b. Quantified topic, sentiment, linguistic score outputs 
from 2a. serve as independent variables to predictively 
model recommendations and test which thematic text 
elements associate with higher recommendation ratings 

3. Recommendation measure (Y) followed by customer
experience ratings (Xs)

3a. Multiple regression. Mean Y predicted by Mean 
Xs. Use model to get “changed Y mean” under changes 
in X, then simulate changes in Y distribution that 
would produce modeled change in Y mean 
3b. Poisson regression. If recommendation data are 
skewed, treat discrete ratings as if counts. Use model to 
predict changes in log mean count under changes in X, 
then simulate changes in Y distribution that would 
produce such a changed log mean count    

4. Aggregate categorized recommendation measure
(e.g., NPS) from survey (based on categorized regions
of Y) with customer experience ratings (Xs)

4a. Multinomial Logit. Experience elements predict 
individual-level recommendation category. Adjust 
constants to match sample proportions. Simulate 
changes in DV proportions with specified changes in X 
4b. Ordered Logit. Experience elements predict 
ordered individual-level recommendation categories. 
Adjust constants to match sample proportions. 
Simulate changes in DV proportions with changes in X 
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Summary Brief 
Ties that Bind: Leveraging Horizontal and Vertical 
Ties within an Entrepreneurial Community in Cross-
Promotional Social Media Marketing 
Elena Dowin Kennedy, Elon University, USA 
Ethan Kauffman, Elon University, USA
Alisha Blakeney Horky, Columbus State University, USA 

Facebook continues to lead social media sites in the number of personal and business users.  Recent data 
shows that there are over 90 million small businesses with a Facebook presence (Facebook, 2019).  These small 
businesses rely on Facebook for personal interactions with existing customers as well as increasing awareness among 
non-customers.  While many small businesses have come to rely on social media, and Facebook in particular, there 
have been few studies that examine their posting behavior. This study specifically examines the methods by which 
small businesses in an entrepreneurial community engage in cross-promotion via social media posts. We explore the 
following questions: Are SMEs more likely to leverage their vertical or horizontal community ties when engaging in 
cross promotions? and What specific cross-promotional strategies do SMEs utilize within an entrepreneurial 
community leverage to sustain and grow their businesses?  by examining a year’s worth of posts on Facebook from 
one entrepreneurial community. The dataset includes 1027 posts from 34 organizations located in the same rural 
community in the southeastern United States working for the past decade to bring business and social opportunity to 
an area that has been economically depressed since the exit of a multinational manufacturing firm in the 1990s 

Research purpose 
Marketing relationships and alliances have been heavily researched within the context of large companies, 

but there is far less research on the cooperative marketing efforts of small and medium sized enterprises (SMEs) 
(Agostini & Nosella, 2017). Networks are a necessary component of entrepreneurial and SME success because they 
allow access to a wider range of resources. SMEs that utilize business networks have been found to have stronger 
marketing performance, but there has been limited research into how the firms within these networks manage their 
relationships (Lamprinopoulou & Tregear, 2011). Some firms are turning to social media to maintain and utilize these 
relationships.  

In some areas, small business owners are already utilizing the internet and social media to not only promote 
their own goods and services, but also to work with other small businesses for the good of the community as a whole. 
Jones et al. (2015) note that small businesses can use social media collaboratively, to “co-promote” a region. For 
example, in a study about website strategies of Greek wineries, Notta and Vlachvei (2013) find that many wineries in 
their sample either promote their geographic area or local partners on their websites.  These cross promotional efforts, 
also referred to as network branding, occur often in the branding of a location in the tourism industry, where firms 
work both together and separately to promote their area to visitors (Moilanen, 2008; Moilanen & Rainisto, 2009).  But 
while some communities are taking advantage of social media (Nakara, Benmoussa, & Jaouen, 2012), suggest that 
while SMEs in tourist locations may not be taking full advantage of the platforms, reacting and improvising rather 
than making social media strategy a priority.  It is also not fully understood how SMEs engage in cross promotional 
activities via social media.  Therefore, we explore and develop a typology of cross promotional strategies employed 
by SMEs within an entrepreneurial community. 

We seek to contribute meaningfully to the literature in three ways. First, to uncover the ways in which small 
and medium sized businesses engage in co-marketing and cross promotions. Second, to highlight cross promotions 
between both vertical and horizontal business partners in entrepreneurial communities.  Third, to contribute to the 
social media literature by examining and categorizing cross-promotional social media posts according to their purpose 
in the marketing funnel 
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Method 
We study the phenomenon of SME cross-promotions within the context of an existing entrepreneurial 

community because it would give us a generalizable sample of a range of small, independent, consumer facing 
businesses that are operating in different industries to serve the needs of their local population. The community has 
created a shared website and Facebook site to promote businesses and attract new residents to the village that 
emphasizes locally sourced food and beverage, arts and culture, and health and wellness.  We began by identifying 
Facebook business pages for 34 organizations within the entrepreneurial community. On each page we screen-grabbed 
individual posts that explicitly mentioned another business, organization, or formal event either in the text of the post 
or in the accompanying image. We chose to focus our analysis on the 2018 calendar year and this process resulted in 
1027 post images.  These posts were then uploaded into Dedoose (Dedoose, 2016), a web based application for 
managing and analyzing qualitative data, and the research team worked to develop an inductive coding schema. The 
research team engaged in an iterative coding process. As a team of three we began with a random sample of 100 posts 
to develop the initial first, second and third order codes and normalize the codebook, and then worked to code 
individual posts coming together when posts deviated from our initial definitions to discuss refinements or 
restructuring of the codebook. 

Findings 
We code the cross-promotional posts using a combination of deductive and indictive constructs (Maxwell, 

2013).  For example, we categorize the cross-promotional posts according type–event, product promotion, or 
shoutout—and purpose—driving traffic, publicity, or improving brand perception. In addition to creating 
categorizations of posts according to post type and purpose, we find that organizations within the focal community 
post cross-promotional messages at varying frequencies. The most active posters in the community posted cross-
promotional messages more than once a week, while thirty-five percent of the studied organizations averaged fewer 
than one cross-promotion per month.  Interestingly, food and beverage companies engaged in cross promotions far 
more frequently than other industries.  We also find that while firms within this community engage in cross-
promotions with both horizontal and vertical partners, they cross-promote with partners in vertical marketing 
relationships twice as often as they so with firms with whom they share horizontal relationships.  

After categories of posts have been established, and the frequency of post type, and post purpose are recorded, 
we develop five primary types of organization posting behavior.   These are Infrequent Cross-Promotors, Quality 
Signalers, Traffic Drivers, Hybrid cross-promotors, and Community Amplifiers.  Posting organizations that fall within 
these categories play unique roles in promoting one another, their joint projects, and the community as a whole.  

Conclusion 
This exploratory work advances understanding of social media marketing, identifies key patterns of SME 

social media behavior and connects it to theoretical work on the AIDA marketing funnel.  The categories and functions 
identified in this study can be used to understand a variety of co-marketing and cross-promotional relationships and 
to identify the most effective methods to engage in cross-promotion via social media.   
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Summary Brief 
Do Social Media Followers Impact Sales? 
Rae Yule Kim, Montclair State University, USA 

Business investments in social media marketing have been increasing, yet at least 59% of managers were 
uncertain about the ROI of social media marketing according to a survey by Social Media Examiner in 2019. This 
study utilizes social capital and brand attachment theories to predict that follower acquisitions on social media have 
a positive effect on sales. We examined the effect of follower acquisitions on ticket sales of NFL teams over seven 
years. We also classify the brand types between mass and niche brands by clustering based on past brand 
performances. The results suggest that an increase in the number of followers is positively associated with sales, even 
more so for niche brands.   

Background 
Three billion people access their social media accounts every month (Tariq, 2019). Social media increasingly 

transforms marketing practice as managers focus on interacting with customers on this real-time channel rather than 
giving out brand messages and waiting for the customer response. Social media facilitate customer relationship 
management by enabling real-time interactions with a wider demographic of customers, which often lead to spreads 
of positive Word of Mouth and user-generated brand contents, maximizing brand marketing potentials (Kapoor et al., 
2018). Thus, how managers exploit this online communication channel and engage customers on new media 
increasingly determine future business success (Shahzad et al., 2019). 

In this study, the authors utilize social capital theory and long-tail theory to rationalize how the followers on 
brand social media might influence sales performance, and how the follower effect can be varied for niche and mass 
brands, due to the follower loyalty. The followers on social media can be understood as social capital, in aspects that 
they provide brand supports and trigger a network effect that works favorably for the brand reputation through user-
generated brand contents or positive Word of Mouth (Agarwal et al., 2008; Zhang and Luo, 2016). From this 
perspective, the value of followers on social media can be quantified as to their contribution to brand sales, potentially 
through their social activities that benefit the brands. Furthermore, the followers for niche brands might have higher 
contribution level, since niche brand followers tend to have stronger brand fits and customer loyalty (Meiseberg, 
2016), and the brand-customer fit is likely to induce followers to be more likely to engage in brand-support behaviors 
on social media (Shahzad et al., 2019). In these aspects, this study investigates the effect of followers on brand sales 
by brand types between niche and mass brands to examine if (1) the followers contribute significantly to sales 
performance and (2) if the follower effect on sales is higher for niche brands. 

Methodology 
This study utilizes the dataset of 31 National Football League (NFL) teams regarding their social media 

followers and ticket sales to examine the hypotheses. Consumer motives for attending sports events are as 
heterogeneous as their motives for product adoption, where social influence, experiential, or hedonic benefits all 
influence consumers’ purchase decisions on the event ticket (James and Ross, 2004). Also, within the same sports 
category, heterogenous predictors for ticket sales performance are likely to be team-level (Irwin et al., 2008), and thus, 
utilizing the NFL data enables us to testify the effect of followers on sales more effectively, since team-level 
heterogeneity is one control factor to consider. The authors collected panel data about the trends in the number of 
followers on Facebook and Twitter and ticket sales revenue for games from 2010 to 2017 for all 31 teams in National 
Football League (NFL). We utilized records about the number of followers for each team’s social media accounts 
from Statista Research Department and the records about annual NFL ticket sales per team from Forbes. 

We utilize panel data models and K-mean clustering to investigate the effect. The hypotheses are examined 
by three studies. In the first study, we conduct a univariate regression analysis on the one-to-one relationship between 
the changes in the number of followers and ticket sales performance. To investigate the niche effect – whether the 
followers’ contributions to sales outcomes are bigger for niche teams - we conduct two studies. Firstly, we examine 
the marginal effect – if the effect of followers on sales performance tends to decrease for more mass-type teams in 
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terms of social media presence by utilizing quadratic models. Secondly, we classify teams explicitly into niche and 
mass teams in terms of social media presence and ticket sales performance by K-means clustering and investigate the 
interaction effect between the niche teams and the number of followers to examine if the effect of followers on sales 
is larger for niche teams. Furthermore, we implement fixed-effect estimations to control for team-level heterogeneity. 

Findings 
  One unit increase in the number of social media followers is likely to contribute to 3.43 USD in ticket 

revenues. However, the marginal effect of followers is significant and negative. In the interaction effect model, we 
examined directly how the effect of changes in the number of followers influence sales performance by team types 
between niche and mass teams. The results indicate that one unit increase in the number of followers for niche teams 
tend to increase .47 USD more in ticket revenues compared to mass teams. 

We suggest that the managers (1) Identify your target audience, and (2) select the right social media channel 
to maximize potential brand support activities of the followers. Future research might explore content strategy about 
which type of brand-customer interaction on social media leads to increased brand support activities of followers and 
a greater contribution of social media marketing to sales performance.   
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Summary Brief 
Impact of Artificial Intelligent Agent 
Anthropomorphism and Product Recommendations 
on Product Choice 
Sujata Ramnarayan, Notre Dame de Namur University, U.S.A. 

Amazon uses its recommendation engines to make product choices. In addition to implicit product 
recommendations in the form of choices available, Amazon also makes explicit recommendations labeled as 
“Amazon’s Choice.” Although such recommendations are mostly text based today, this could potentially become a 
voice activated recommendation from artificial intelligent (AI) agents. Use of such voice agents is already prevalent 
among consumers when seeking information. This research explores the impact of AI agent recommendations and the 
influence of AI agent personification, and therefore, its anthropomorphism on product choice. 

Literature Review and Hypotheses 
Artificial intelligence is expected to impact every business and every aspect of business, including marketing, 

in the twenty first century. Although it is currently mostly text based, its vocal presence in consumer lives is taken for 
granted by consumers without being aware that they are interacting with it in the form of Alexa from Amazon and Siri 
from Apple. The objective of this research is to explore how consumer’s interactions with AI agents and their 
familiarity with such agents have an impact on product choices. 

An AI driven firm depends on data and algorithms for better predictions and therefore success in its goals of 
serving customers, unhindered by emotional reactivity, physical fatigue, or information overload. As customers get 
exactly what they need and get comfortable interacting with AI interfaces with human sounding voices and names 
such as Alexa, Cortana, Siri, or Einstein, it is important to understand how such interactions affect perceptions of these 
agents, customer-agent relationships, and therefore, product choice. Companies are personifying these agents with 
human names and human voices, consciously or unconsciously forcing consumers to engage with human like qualities 
(also referred to as anthropomorphism) in such agents.  

Anthropomorphism, or the tendency to attribute human like qualities to inanimate objects such as products 
has been studied in the marketing literature in recent years, with its most recent use in the proposed cognitive theory 
of religion by Guthrie (1993). The need to anthropomorphize objects (including pets) is supported by social motivation 
and a need for order when there is unpredictability (Epley et. al. 2008). Brand anthropomorphism can occur through 
a combination of perceived similarity between the external appearances of an object, as it relates to human form or 
other human qualities or through a perception of self-congruity in psychological processes (Guido and Peluso 2014). 
AI agents, unlike many products, already possess human like characteristics and specific schema related characteristics 
such as voice, accent, language, and name.  Some agents also give you the ability to change the name to simply 
“computer,” thus giving the opportunity to de-anthropomorphize.  

As Aggarwal and McGill (2007) point out, schema based processing theory can explain differing evaluations 
of products by consumers based on congruence between an item and a category schema. Thus, it is expected that such 
evaluations should translate to evaluation of AI agents as well. Since most AI agents today are personified by human 
names and voices rather than form, priming emphasis is likely to be on physicality in the absence of strong self-
congruence. In the absence of form, it is more likely that the favorability of physicality of AI agent plays a greater 
role in influencing evaluations. In addition, self-congruence could also play a role when there is stronger self-
congruence in identity such as voice intonation, gender identity, and accent.  Anthropomorphizing is also associated 
with an affective tag in the schema which determines the favorability of evaluations (Aggarwal and McGill 2007).  
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Thus, it is hypothesized that: 

H1: Consumers are more likely to anthropomorphize AI agents based on physicality than on self-concept when there 
is weak self-congruence and vice versa. 
H1a: Greater the favorability of physicality of AI agent, greater the favorability of evaluation of AI agent. 
H1b: Greater the degree of self-congruence between the AI agent and consumer, greater the favorability of 
evaluation of AI agent. 

Anthropomorphism has been shown to be positively related to brand love, including the tendency for 
consumers to love brands that are self-congruent and are most like themselves (Rauschnabel and Ahuvia 2014).  Since 
consumers evaluate a brand based on its match between its own image and their self-concept, the match between the 
two should affect influence of the AI agent. Degree of humanness, with levels of anthropomorphism has been shown 
to affect persuasion of a message (Tillery and McGill 2015) and trust (Waytz et. al. 2014). Consumers are likely to 
trust AI agent recommendations more when there is a greater degree of self-congruence. As stated earlier, degree and 
type of anthropomorphism leads to different evaluations of favorability of the agent. Studies in persuasion show that 
consumers are persuaded more easily when they like the person (in this case the AI agent) (Cialdini 2001). Liking 
may be related to physicality such as voice attractiveness or to likeness or self-congruence.  

This leads to the following hypotheses: 
H2: Perceived favorability of AI agent is expected to be positively related to influence on product choice. Greater the 
perceived favorability of physicality of AI agent, greater the influence of AI agent on product choice.  
H2a: Degree of self-congruence between consumer and AI agent is expected to be positively related to influence on 
product choice. Greater the degree of self-congruence between consumer and AI agent, greater the influence of AI 
agent on product choice. 

Brand familiarity affects consumer confidence in choices made (Laroche, Kim, and Zhou 1996). The 
researchers distinguish between choice confidence and knowledge confidence as confidence in knowledge about the 
product versus confidence in choice made. Since AI agents are mostly used for personal tasks, it increases familiarity 
with such agents leading to greater confidence in their recommendations, and thus, the choices made based on those 
recommendations. Familiarity with recommendation agents is positively related to purchase intention through 
increased cognitive and emotional trust (Komiak and Benbasat 2006). Thus, it is hypothesized that: 
H3: Consumers are likely to be influenced by AI agents based on familiarity. Greater the familiarity with the AI agent, 
greater the confidence in product choice made. 

Research Methodology 
Methodology: The hypotheses will be tested using a series of experiments in which degree and type of 

anthropomorphism, and familiarity of brand of AI agent are manipulated to see its impact on product choice through 
measurement of trust in choice, confidence in choice, and intention to purchase products. Pretests will be conducted 
to make sure that manipulations of independent variables as intended are successful. 

Conclusions 
This research extends the work done in the area of product and brand anthropomorphism to AI agents. The 

relationship between a consumer and an AI agent is a complex one worth exploring to understand the nuances both in 
their perception and the ensuing nature of the customer-AI agent relationship.  The results of this study are of 
importance to marketers, to consumer privacy advocates, and to those involved in public policy.  
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Summary Brief 
Local Customers’ Attitudes Towards Immigrant 
Other Customers in Service Settings 
A. Banu Elmadağ, University of Southern Mississippi, USA
Gallayanee Yaoyuneyong, University of Southern Mississippi, USA
Mehmet Okan, Artvin Coruh University, Turkey

Using the local customer’s perspective, this study investigates the role of feelings towards immigrant 
customers within the service environment. Using CIT, this study investigates the influence of xenophobia and the 
emotions related to it (such as anger, discomfort, stress, anxiety, and fear) on attitudes towards the service provider 
and repatronage intentions. Prejudice against the immigrant’s country, perceived similarity with the immigrant, and 
self-esteem were included as moderating factors. Results showed that negative emotions were increased with 
xenophobia in service settings when the local customers coincided with immigrant customers. Negative emotions then 
create lower attitudes and behavioral intentions towards the service provider especially in cases of higher self-esteem. 

Introduction 
Nowadays, with growing numbers of individuals migrating from one country to another, it is relatively safe 

to say that within the service provision, there is a multicultural setting. Unfortunately, increased immigration has often 
been followed, historically, by an upswing in xenophobia, defined as a ‘psychological state of hostility or fear towards 
outsiders’ (Reynolds and Vine 1987, 28). As the composition of service environment customers and workers has 
continued to change in the US, these fear-like emotions have become more common, leading to negative consequences 
in service environments. In this research, we aim to investigate the effects of the feelings of local customers emerging 
from interactions with immigrant customers. Since xenophobia creates fear-like emotions for local customers, their 
attitudinal responses, and behaviors in service environments in the presence of immigrant other customers will not be 
positive. The effects of ethnicity as an intangible nonverbal cue have not been researched in the area of service 
experience (Azab and Clark 2017), and the social context of the service setting, including different ethnicities, could 
impact service evaluations.  

Background 
According to Putnam (2007), immigration will continue to cause modern societies to become more ethnically 

diverse. However, as diversity increases, xenophobia also increases (Yakushko 2009). Watts (1996) has shown that 
xenophobia is a discriminatory potential connected to a sense of threat. Therefore, when local customers have higher 
xenophobia, they will be more prone to experiencing negative emotions. Prejudice, on the other hand, maybe both 
positive or negative and is dependent on the country from which the immigrant other customer is perceived to be. 
Therefore, cognitive and normative cues a local customer has, which are associated with the country an immigrant 
customer is from, may regulate their evaluations based on pre-existing views such as xenophobia. The perceived 
similarity is another important influence in forming attitudes towards people. The Similarity-Attraction Paradigm 
dictates that when people are placed in situations in which they can associate with whomever they choose, they tend 
to associate with people who are similar to them in some aspect. Thus, we predict that, when local customers perceive 
higher levels of similarity with an immigrant customer, the influence of xenophobia on the negative emotions related 
to their interaction with immigrant customers will be lower.   

Research in service settings has repeatedly shown that customers’ affective states have profound influences 
on their attitudinal responses. As Henning-Thurau and colleagues (2006) suggest, emotions leaving affective 
impressions during service experiences can lead customers to make evaluative judgments about the service provider 
and their future relationships with the service provider. Thus, we expect that when customers experience negative 
emotions in service settings, their attitudinal and behavioral responses will be negatively influenced. Moreover, when 
local customers have high self-esteem, this effect will be even more pronounced. Individuals with high self-esteem 
chronically evaluate themselves positively, making it easier for them to tolerate dissonant actions (Steele et al. 1993). 
This view is also supported by the Self‐Affirmation theory (Sherman and Cohen 2006), which posits that people are 
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motivated to maintain the integrity of the self. Therefore, we predict that local customers with high self-esteem will 
be more vigilant to their own experiences (in this case, negative emotions) and, driven by their ‘psychological immune 
system’ that initiates protective adaptations when an actual threat is perceived (Gilbert et al. 1998), will be more likely 
to turn their experiences into more enduring attitudes and behaviors about the service provider.  

Key Findings 
Across sectional quantitative study built on Critical Incident Technique (CIT) has been conducted. 239 

respondents were recruited from MTURK. Out of 226 usable questionnaires, only 119 respondents said that they were 
in a situation where they came across immigrant customers in a service setting. Results showed that (1) xenophobia 
was associated with consumers’ negative emotions in service settings (β= .70, t (99, 2) = 10.76, p < .001) (2) this 
association became stronger when consumers’ perceived similarity with the immigrant other customers (γ = .13, 
SE=.11, p < .05) (3) the relationship between negative emotions and consumers’ attitudes (β= -.24, t (91, 3) = 6.00, p 
< .001) and repatronage intentions (β= -.24, t (91, 3) = 6.00, p < .001) depend on consumers’ self-esteem (4) 
xenophobia was indirectly associated with attitude and repatronage intentions only when consumers’ self-esteem is 
high based on the moderated mediation process from xenophobia to attitude. 

Our proposition of xenophobia creating negative emotions in service settings when the local customers 
coincided with immigrant customers is confirmed. The respondents reporting a critical incident experienced more 
negative emotions (stress, fear, anxiety, discomfort, and anger) when they had high levels of xenophobia. Additionally, 
when local customers thought the immigrant other customers were similar to themselves, the negative emotions 
experienced in cases of high xenophobia were even stronger. Our results also show that the negative emotions felt at 
the time of the critical incident do not translate into enduring attitudes and behaviors for the general population. 
However, when the local customers have higher levels of self-esteem, they tend to hold onto their prior experiences 
hence negative emotions in this case. It is also interesting that xenophobia indirectly associated with attitudes toward 
the service provider and patronage intentions if and when the local customer has high self-esteem.  
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Summary Brief 
Super-Heroes at Your Service: Business Communities 
Inspiring Creativity to Mitigate Crisis
Kelley Cours Anderson, Texas Tech University, USA 
Ashley Hass, Texas Tech University, USA 

Small business owners (SBOs) face unique identity challenges when providing services during the current 
global pandemic. To maintain services, SBOs must modify strategies. Using social identity and organizational identity 
theories as a theoretical lens, we introduce the concept of SBO identity and investigate the owners’ journey through 
early crisis management. We employ an inductive, qualitative approach using netnographic, survey, and interview 
data in the context of VR-photographers in residential real estate. Our data reveal that SBOs question their essentiality, 
creating role conflict. We find that business communities offer a social alliance, verification, and sensemaking that 
can promote creative strategy changes and adaptive capabilities. This creativity can inspire SBOs to take on a new 
identity of a “super-hero,” where they assist to bring normalcy and sustain the market while keeping others safe. 

Introduction 
The recent pandemic crisis influences the fabric of daily life for all individuals. While many firms are feeling 

the effects of the COVID-19 pandemic, small business owners (SBOs) are feeling a substantial impact (Eggers, 2020). 
Although some are eligible for governmental support, many small businesses do not have the deep pockets to sustain 
their business and may shut their doors to never be reopened. Arguably, crisis brings on a unique anxiety form that 
pushes SBOs to have an identity crisis, creating role conflict when questioning the essentiality of their role. 

The study of SBOs has received little attention in the marketing literature, yet the complex nature and 
divergences from larger organizations make this a robust and important context to study and offers an opportunity to 
build new theories (Tan et al., 2007). Furthermore, research recognizes communities can support consumers’ identity 
projects, but less research has explored how this can assist SBOs’ identity management and strategic changes during 
a crisis. This research investigates the following research questions: 1) How do SBOs react and modify strategies to 
maintain services during a crisis? and 2) How do business communities influence strategic changes? 

We take an inductive qualitative approach to investigate these research questions using the enabling lens of 
social identity and organizational identity theories. Using netnographic data of a private online forum in addition to 
qualitative survey responses and interviews, we investigate the context of Virtual Reality (VR)-photographers in the 
residential real estate industry. Through this discovery-oriented approach, we find that business communities offer 
SBOs opportunities to share learnings that can promote creative strategy changes and adaptive capabilities. SBOs that 
undergo role conflict may be motivated through social alignment within the SBO community to take on a new identity 
and associated practices. Contingent upon verifications and intergroup discrimination, the SBOs confidence and 
productivity of this new identity vary.  

Method 
To investigate our research questions, we take an inductive, qualitative multi-method approach to assist in 

our conceptual development. We investigate this phenomenon in the context of residential real estate photographers, 
who have their own businesses, and use an emerging technology of virtual reality (VR)-tours. We scraped relevant 
data from an online business community, consisting of 221 discussions with 1,001 posts total, by searching for topics 
related to the terms: COVID, corona, or pandemic. As recommended in a netnography approach, we also captured 
offline data within the context (Kozinets, 2019). This included survey data from members in the community and a 
prospect list shared with us by the community forum owner. Additional data included narrative interviews from four 
SBOs within this market context, lasting on average 56 minutes.  
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Findings 
As a result of the COVID-19 crisis, many are left with questions of what will be the new normal. Our 

exploration of SBOs’ engagement with business communities offers a timely contribution to the crisis management 
literature and the services literature. Our findings suggest that online business communities offer SBOs in service 
industries an opportunity to build their creativity to manage a crisis beyond formalized learning capabilities (Wyer et 
al., 2010) and take on a new identity of a “super-hero” to support the marketplace and others in the community. There 
is an opportunity for business innovation to be a positive result emerging from COVID-19 (Waldron & Wetherbe, 
2020). The VR-photographers’ innovation is apparent in the form of increased technology use to sustain desired 
exchanges, not only in real estate but also in a wide array of industries, including retail, entertainment, and food and 
beverage service. What we recognize, however, is a larger positive of SBOs using business communities to expand 
their adaptive capabilities (Day, 2011). The adaptability of SBOs’ identity and strategies may help create expanded 
opportunities for not only their business but also vastly different experiences for how the global community lives and 
works (Eggers, 2020). 

By leveraging social identity theory as an interpretive lens, we introduce the conceptualization of SBO 
identity to the services and small business literature. Furthermore, in recognizing the SBOs influence within online 
business communities, we respond to Pantano et al.’s (2020) call to understand how small businesses can help others 
cope with the crisis and support the economy. Following Berger et al.’s (2006) recognition that not all individuals 
pursue social alliance or social communities to facilitate identity management, our data reveal that SBOs may benefit 
from attaining support from business communities during the times of crisis. By engaging through a business 
community, the collective strategy (Wang et al., 2020) and identification (Berger et al., 2006) results in a collective 
SBO identity and associated practices. The attainment of the new identity for SBOs offers ontological security 
(Giddens, 1984), which can enable their productivity. Identity synergy of employees can reinforce organizational 
identity (Fombelle et al., 2011), and as we see through the exploration of an online business community, that synergy 
among SBOs may strengthen a recently adopted identity. In the case of a pandemic crisis, SBOs’ newly adopted 
“super-hero” identity is a transient response, and their identity project will continue to evolve along with the crisis.  
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Summary Brief 
Interactions of Service Orientation as Business 
Strategy and as Organizational Climate: a Framework 
Proposition for Retail Context
Sandro Deretti, University of Paraná State, Brazil 
Heitor Kato, Pontifical Catholic University of Paraná, Brazil 
Amin Rostami, Labovitz School of Business and Economics, USA 

This summary describes an early-stage research project that will examine the impact of service orientation 
on firm performance and the moderating effect of innovativeness.  A set of propositions is presented. We developed a 
framework involving two different service orientation perspectives at the organizational level (i.e., business strategy 
and organizational climate), the role of innovativeness, and firms' market performance. This framework contributes 
to the service orientation literature in the retail context.   

Introduction 
Service orientation is conceptualized as an “organizational predisposition; a strategic organizational affinity 

or preference for service excellence” (Lytle and Timmerman, 2006, p.136). Service-oriented organizations need to 
plan, pro-actively engage in, and reward service giving practices, processes, and procedures that reflect the belief that 
service excellence is a strategic priority (Lytle, Hom and Mokwa., 1998; Homburg, Hoyer and Fassnacht, 2002). 

At the organizational level, service orientation is conceived as two perspectives: 1) as an organizational 
philosophy, viewed as part of the corporate culture and organizational climate (Lytle, Hom and Mokwa., 1998; 
Schneider, Wheeler and Cox, 1992; Gebauer, Edvardsson and Burko, 2010). As a corporate culture, service orientation 
refers to the norms, beliefs, values, and behaviors of an organization that influences employees’ behavior and 
companies’ performance. 2) Service orientation as a corporate strategy, understood as the extent to which an 
organization competes by providing additional services (Homburg, Hoyer and Fassnacht, 2002), and offering comfort 
and convenience to customers.   

The concept of service orientation has received researchers' and managers' attention due to the growing 
importance of services in various organizations. In this perspective, managers consider the creation, provision, and 
delivery of services as a way of building lasting relationships with customers to improve the results of organizational 
strategy, not only for services-based businesses but also for manufacturing and selling goods (Homburg, Hoyer and 
Fassnacht, 2002; Bowen and Schneider, 2013; Gebauer, Edvardsson and Burko, 2010). 

The literature provides evidence indicating a significant impact of service orientation on organizational 
performance (Lytle & Timmerman, 2006; Homburg, Hoyer & Fassnacht, 2002; Lytle, Hom & Mokwa, 1998). The 
common view aligned with this perspective inside of an organization is that service significantly affects the creation 
of superior value proposition, competitive advantage, growth, and profitability. 

According to Zeithaml, Varadarajan, and Zeithaml (1988), the contingency theory is also relevant to 
understanding the organizational arrangements, considering the necessary adaptation with the competitive 
environment as a key for performance outcomes. In the retail context, innovativeness impacts service orientation in a 
competitive environment. Retail innovativeness refers to the extent to which competitors in a local market adopt new 
merchandising or service ideas and innovative organizational behavior over time (Subramanian & Nilakanta 1996; 
Wolfe 1994).     

Based on the review of the previous research literature on service orientation, we can see a gap arising from 
the boundaries of the concept of service orientation. Thus, the current research aims to present a framework to explore 
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the service orientation construct as a business strategy (Homburg, Hoyer and Fassnacht, 2002) and internal culture 
and organizational climate (Lytle, Hom and Mokwa, 1998). 

Framework proposition 
This presentation's final goal is proposing a framework and a set of propositions to investigate the moderating 

role of innovativeness in creating a service orientation climate in the organization. This research sheds light on the 
crucial role of innovativeness in creating a service-oriented organizational culture. 

Figure 1: framework proposition 

Aiming to test in retail context the framework presented in figure 1, we also propose the following hypothesis: 
H1: The innovativeness in the local market moderates the relationship between service orientation as business 
strategy and service orientation as organizational climate. 
H2: The service orientation as business strategy positively influences the service orientation as organizational 
climate. 
H3: The service orientation as business strategy positively influences the market performance. 
H4: The service orientation as organizational climate positively influences the market performance. 
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Full Paper 
The Factors Influencing Electric Car Adoption among 
consumers in an Emerging Market Context 
K.V. Ansab, National Institute of Technology Karnataka (NITK) Surathkal, India
S. Pavan Kumar, National Institute of Technology Karnataka (NITK) Surathkal, India

The purpose of the article is to examine various factors influencing the electric car adoption among 
consumers in an emerging market. The study followed quantitative research method which employed self-administered 
survey questionnaire for data collection. The Statistical Package for Social Sciences (SPSS) and Smart PLS 3.0 Partial 
least squares structural equation modelling (PLS-SEM) were used for data analysis. Attitude, perceived behavioral 
control and willingness to pay premium were found to have a positive influence on the adoption intention. The current 
article adds to the limited literature on the consumer behavior aspect of electric cars and its acceptance among Indian 
consumers. To the best of authors’ knowledge, the influence of willingness to pay premium on the adoption intention 
of electric car has not been explored much in Indian context. The present study would help various stakeholders in 
formulating better policies and market strategies to increase consumer acceptance of electric vehicles. 

Introduction 
Pollution is one of the biggest challenge faced by emerging countries. Tailpipe emission is one of the biggest 

contributors of Environmental Pollution. According to the International Energy Agency (IEA), transportation 
accounted for about 11 per cent of India’s carbon emissions in 2014 and it is a major source for air pollution in several 
cities nationwide. Electric Vehicles (EVs) are considered to be one of the most promising green technologies to reduce 
pollution and energy demand from the transport sector. Battery Electric Vehicles are defined as “the vehicles that 
derive motive power exclusively from on-board electrical battery packs that can be charged with a plug through an 
electric outlet” (Egbue and Long 2012).  

According to Technology innovation diffusion theory, customers will show reluctance to adopt innovative 
technologies especially during its infancy, due to the unfamiliarity, uncertainty and high price associated with such 
technologically innovative products (Rogers, 2003). Considering electric vehicle as an innovative product, identifying 
the motivations and barriers of its acceptance among consumers is really important for the successful introduction of 
electric vehicles (Moons and De Pelsmacker 2012). 

The review of literature revealed that it is essential to explore and understand various factors influencing 
consumers’ intention to adopt electric vehicles. The current article aims to find the influence of various factors on the 
intention to adopt electric cars among Indian consumers. The study examined the influence of the Theory of Planned 
Behavior constructs and willingness to pay premium on the intention to adopt electric cars. 

Review of the Literature and Hypotheses Development 
Theory of Planned Behavior 

The Theory of Planned Behavior (TPB) was proposed by Ajzen in 1985. In the TPB framework, three 
constructs namely Attitude, Subjective norm, and Perceived Behavioral Control (PBC) lead to the formation of a 
behavioral intention which in turn influence the behavior. In the current article, the TPB model is used as an underlying 
model, proposing a conceptual framework to explain the adoption intention of electric cars among consumers in India. 

Attitude toward behavior refers to “the degree to which a person has a favourable or unfavourable evaluation 
or appraisal of the behavior in the question” (Ajzen 1991). An individual tends to possess a favourable attitude when 
the outcomes are positively evaluated and, thus, he/she is likely to engage in that specific behavior (Ajzen, 1991; Han 
and Kim, 2010). Ramayah, Rouibah, Gopi, and Rangel (2009) stressed that attitudinal variables play a significant role 
in the adoption of innovation and technology. Various empirical studies in the past have supported the claim that there 
is a positive association between attitude and purchase intentions (Bredahl 2001).  

https://data.worldbank.org/indicator/EN.CO2.TRAN.ZS?locations=IN


183 

Particularly in the case of green innovation, attitude is one factor that has been found to successfully predict 
an individual’s willingness to adopt eco-friendly innovations (Jansson, Marell, and Nordlund 2010). More specifically, 
previous studies found that attitudinal factors positively affect consumers’ intentions to acquire green vehicles (Wu, 
Trappey, and Feinberg 2010). Green products such as electric cars are in introductory stage in emerging economies 
like India. People would not have fully developed an attitude towards electric cars in the current scenario. Thus, there 
is a need to study how attitude would influence adoption intention of electric cars among Indian consumers in the 
present scenario.  

According to Ajzen (1991), Perceived Behavioral Control (PBC) refers to “people’s perception of the ease 
or difficulty of performing the behavior of interest”. Those who have a higher degree of control over themselves have 
a stronger intention to perform a particular behavior (Ajzen 1991). PBC is individual perception, whether the 
individual has all available means and opportunities to perform a certain behavior (Conner and Armitage 1998). 
According to TPB, Perceived Behavioral Control (PBC) can be used to predict both intention and actual behavior 
(Ajzen 1991). 

In the TPB, perceived behavioral control is the last predictor of intention. Perceived Behavioral Control (PBC) 
focuses on a person’s personality traits such as self-confidence and self-efficacy, or on their beliefs (Ajzen 1991). This 
construct refers to the factors that could either hinder or encourage the performance of a particular behavior. López-
Mosquera and Sánchez (2012) stated that the more a consumer could control various elements, the more behavioral 
intention will be developed. Thus, the following hypotheses were formulated: 

H1: There is a significant positive relationship between attitude and adoption intention of electric cars 
H2: There is a significant positive relationship between perceived behavioral control and adoption intention of 
electric cars 

Willingness to pay premium 
Price is one of the most important elements in the marketing mix concept. Indian consumers are price 

sensitive in nature and price is still a factor that influences them (Manaktola and Jauhari 2007). Regarding the price, 
green products are generally priced higher as high cost is incurred in the various processes (manufacturing, 
certification, etc.) associated with green products. So as a green product, Willingness to Pay Premium (WPP) could 
be an important factor influencing consumer adoption of electric cars, especially during its introduction stage.  

Previous studies have claimed that it is premature to conclude that developing country consumers are not 
ready to make pro-environmental choices in the marketplace (van Kempen et al. 2009). However, consumers from 
emerging markets are widely assumed to be unwilling to pay extra premium prices for green and eco-friendly products. 
Therefore, only less research is conducted to study those consumers’ willingness-to-pay in non-affluent consumer 
markets.  

Previous studies have found that the tendency for green consumption of consumers reduces with the increase 
in the price of green product (Abaidoo 2010). Similarly, other studies support the idea that willingness to pay premium 
have an impact on the green purchase intention (Kang et al. 2012). However, previous studies have stated that the 
influence of willingness to pay premium cannot be generalized and may vary from one product category to other (Shen 
2012). Electric car is a new and innovative product category among green products. To the best of authors’ knowledge, 
the influence of willingness to pay premium on the adoption intention of electric car has not been explored much in 
the Indian context. So, there is a clear need to analyze how willingness to pay premium will be influencing the 
consumer adoption of electric cars. 

H3: There is a significant positive relationship between willingness to pay premium and adoption intention of 
electric cars.  
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Figure 1: Conceptual Model 

Methodology 
The study followed quantitative research method. For data collection, authors employed a self-administered 

survey questionnaire. The target population for the research was individuals above 18 years who possess driving 
license. Data was collected using Quota sampling as it would ensure that individuals with desirable criteria were 
chosen. Hoelter (1983) proposed that the sample size value should be at least 200 or higher. Responses were collected 
from 391 participants through a self-administered survey questionnaire distributed in online and offline modes. All 
the constructs were measured using five-point Likert scale ranging from strongly disagree =1 to strongly agree =5. 
After data collection, the Statistical Package for Social Sciences (SPSS) and Smart PLS 3.0 Partial least squares 
structural equation modelling (PLS-SEM) were used for data analysis. 

Data Analysis and Results 
Data were screened for potential errors before utilizing them for further analysis. Data were also verified for 

the outliers. Descriptive statistics were performed by using SPSS 20.0 version software, and causal inferences were 
done using SmartPLS 3.0 Partial least squares structural equation modelling (PLS-SEM) and Microsoft Excel. 
SmartPLS 3.0 is a variance-based structural equation modelling technique that is used to model latent variables and 
the relationships between them (Henseler 2017). 

Figure 2: Outer Loadings of Indicators (Factor Loadings), Inner Values (Β Path Coefficients) and R2 Values 
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To ensure the quality of research work, researchers should verify both the reliability and validity. Reliability 
can be measured using Cronbach’s Alpha. The values for Cronbach’s alpha were well above the recommended 
threshold of .70 and the reliability of the measurements is considered to be accepted (Fornell and Larcker 1981). Two 
important forms of validity are convergent and discriminant validity. One way to verify convergent validity is to check 
AVE values greater than 0.5. In this study, the AVE values were greater than .5, and hence convergent validity was 
achieved. To determine if there exists discriminant validity, square roots of AVEs should be higher than the 
correlations between constructs. In the present study, the square root of AVE values were acceptable and were 
significantly higher than the correlations between constructs and hence, discriminant validity was also achieved. Apart 
from the validity and reliability, one another important concept is to check for the multi-collinearity problem. A rule 
of thumb suggests Variance Inflation factor (VIF) values of 3.3 or less avoid the issues of multi-collinearity and high 
inter associations among variables (Kock and Lynn 2012). The VIF values were within the threshold limit and there 
were no multi-collinearity issues in the present study.  

Once the reliability and validity of the model are established, researchers proceed to evaluate the 
hypothesized causal relationships and the quality of the model. Unlike Covariance based Structural Equation Modeling 
(CB-SEM), PLS-SEM does not have a standard goodness-of-fit statistic (Henseler and Sarstedt 2013). Instead, the 
model's quality can be assessed based on the ability of its exogenous (Independent) constructs to predict the 
endogenous (dependent) constructs. Coefficient of determination (R2) is a measure of the model’s predictive accuracy. 
R2 value ranges from 0 to 1, where 1 represents complete predictive accuracy. For the present model, the R2 value 
is .346, which gives an idea that the exogenous constructs of the model have achieved good prediction accuracy.  

The primary step in using PLS-SEM is to create a path model based on a strong theoretical foundation (F. 
Hair Jr et al. 2014). Figure 2 shows the results of β coefficients for each link, and they represent the standardized 
regression path coefficients associated with statistically significant effects. In figure 2, all the loadings were significant 
at P<.001. The β path coefficient between perceived behavioral control and adoption intention was significant at p<.05 
whereas all other β path coefficients were significant at P<.001. 

Table 1:  Summary of Hypothesized Causal Relationship Results 
Sl. No. of 

Hypothesis 
Hypothesized 

Relations 
Path Coefficients 

(β ) 
t-statistic Result 

H1 ATT  AI   .230**  3.22 Accepted 
H2 PBC  AI .104* 2.01 Accepted 
H3 WPP  AI   .360** 5.91 Accepted 

Note: ** significant at p<.001, * significant at p<.05 level; ATT – Attitude; PBC – Perceived Behavioral Control, 
WPP –Willingness to Pay Premium, AI - Adoption Intention 

It can be seen from table 1 that attitude, perceived behavioral control and willingness to pay premium have 
a significant positive impact on adoption intention towards electric cars with (β=.230, p<.001, t=3.22), (β=.104, p<.05, 
t=2.01)and (β=.360, p<.001, t=5.91) respectively. Hence, hypotheses H1, H2, and H3 were accepted. Figure 2 shows 
that the R2 coefficient of adoption intention is .346 and it means that a good amount of variance for the endogenous 
construct, adoption intention is explained by variables such as attitude, perceived behavioral control and willingness 
to pay premium put together. The t-statistics of significant paths were above 1.96, as mentioned in table 1. Any value 
for t-statistic above 1.96 is considered to be having significant level (Hair Jr et al., 2016). Hence, the structural model 
is validated. 

Discussion 
The current article found that attitude towards electric cars, perceived behavioral control and willingness to 

pay premium positively influences the adoption intention of electric cars among Indian consumers. Among all the 
above factors, willingness to pay premium was found to be the strongest predictor of adoption intention towards 
electric cars, followed by attitude and perceived behavioral control. The findings highlight that marketers and 
government should implement strategies to increase the consumers’ awareness and confidence on electric vehicles so 
that they have higher willingness to pay premium for electric cars. This is even more important in an emerging country 
context, as consumers are more price-conscious in emerging countries. It was also found that higher attitude towards 
electric cars would result in higher adoption intention of electric cars. Consumers who believe that electric cars 
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increase environmental protection showed higher intention towards electric car adoption. Thus, the authors suggest 
that positioning electric car as a green and environment-friendly product would increase the adoption of electric car 
among consumers. Perceived behavioral control was found to be significantly influencing the adoption intention 
towards electric car. Consumers would adopt electric cars when they have the ability and opportunity to use electric 
cars. In addition, measures should be taken to educate and make consumers more confident in purchasing and using 
electric cars.   
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Summary Brief 
Improving Email Cart Recovery through Curiosity 
and Gamification: Study of Online Customers in India
Hrushikesh More, Indian Institute of Technology, Madras, India 
Richa Agrawal, Indian Institute of Technology, Madras, India 

E-commerce is currently a booming sector worldwide. In a developing country like India, it has a significant
contribution to the economy of the country. With the ongoing digital revolution in India, eCommerce is proving to be 
an emerging market. But, this industry is facing a lot of problems, and it is ultimately affecting their revenues. One of 
the major concern which is influencing the growth of this industry is cart abandonment. It is abandoning the online 
shopping cart without making a purchase, causing a colossal loss of revenue in the e-tailing sector. From the available 
industry reports, it was analysed that out of all the issues affecting the growth of e-commerce industry; cart 
abandonment needs to be addressed at the earliest to prevent further loss of revenue. In this paper, we plan to test 
curiosity and game elements in an email sent to a customer who has abandoned the online shopping cart. We choose 
to send an email for the shopping cart recovery, considering its numerous advantages over other communication 
channels. We draw on relevant academic research in using these elements of curiosity and game on seeing their 
contribution to marketing in recent times. Thus, the present study aims to test the effectiveness of curiosity and 
gamification elements in the recovery of an abandoned cart. The research outcome will be useful for the e-Commerce 
industries by incorporating our suggested components into their current recovery strategies. 
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Full Paper 
Instagram Micro-Influencers Driven Marketing and 
the Purchase Intention of Indian Millennials
Dr. Bikramjit Rishi, Institute of Management Technology (IMT), India 
Mr. Dhruv Chandrakant Patel, Institute of Management Technology (IMT), India 

As the social media consumption in India is increasing, and the number of users of Instagram are increasing 
particularly the Indian millennials, marketers are exploring this emerging platform to communicate with the 
millennials. The platform offers many challenges and opportunities that need to be addressed on time. Use of 
Instagram influencers and micro-influencers is gaining popularity. Millennials are living their lives on the social 
media platforms including Instagram. Instagram have become an integral part of millennial’s lifestyle. Online 
shopping is still getting the hold of Indian millennials and making purchase intention a very important and famous 
topic of study in India nowadays. The study proposes a conceptual framework to determine the influence of trust and 
perception towards micro-influencer driven marketing on the purchase intention of millennials in India. 

Introduction 
Influencer marketing is when organizations partner with top content creators (celebrity influencers) to 

promote their products or services to the audience. Brands partner with influencers to leverage the established trust 
amongst the influencer's audience. Influencers are extremely effective for marketing strategies like word-of-mouth 
marketing or increasing social proof and consumers are more likely to buy from someone they know and trust. Brands 
partner with influencers to either make them post content featuring their products or sponsor their events, capturing 
the influencers' large reach.  

On the other hand, micro-influencers have a more moderate backing as compared to influencers, micro-
influencers usually have fewer than 1,00,000 followers. However, the brand partnership with micro-influencers is 
incredibly valuable for increasing brand awareness as these micro-influencers tend to have a very high rate of audience 
engagement. Brands partner with micro-influencers to write a post about a product offer, publish a review, or share 
the product with their social communities. 

Professionals are turning to micro-influencers that are more local and have fewer followers but higher 
engagement rates rather than highly decorative and largely followed influencers. It makes it important to understand 
this new micro-influencer way of doing marketing. Although as per the marketers, to measure the return on investment 
(ROI) is highly challenging for business to work with social media (Headly, 2015, cited in Jargalsaikhan and 
Anastasija Korotina, 2016).  

Social Media content and usage is growing, which prompts the companies to apply more resources and 
expertise to exploit its use as a new Marketing tool. As per reports, currently 12% of marketing budgets is spent on 
social media marketing and engagements. It is estimated to become 71% by 2023 (CMO Survey, 2018). Social Media 
Influencers investments have been trending these days. Another Research shows that more than 50% of marketers 
from Fashion, cosmetic and luxury industries believe that micro-Influencers (between 10k to 100k) is more effective 
than other influencers. For Instagram alone, billions of sponsored content posts are uploaded according to the data 
from an Influencer marketing software (Klear). Women accounts for about 84% of the group of micro-influencers. 
Most micro-influencers are collaborating with fashion and accessory sector (Rishi, Bandyopadhyay, 2017). Instagram 
Influencer driven marketing makes up for 3 trillion euro per year worldwide, which is 2% of the global GDP. 

Micro-influencer is the concept of influencer marketing on a smaller scale wherein the brands collaborate 
with influencers who have between 1,000 and 100,000 followers on social media platforms such as YouTube, 
Instagram, Twitter or Facebook etc. (Tuten, Solomon & Rishi, 2020). These individuals have very high rates of 
engagement with their audiences as they generate a ton of content that interests and appeals to their audiences to be 
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well-established in their respective area of interest. Brands can make better use of this quality engagement to extend 
their reach in niche areas by partnering with micro-influencers (Barhorst et al., 2019). 

Micro-influencers work and expertise in a particular vertical and with high frequency share social media 
content about their interests. Even though micro-influencers have a more modest number of followers unlike their 
traditional counterparts, they boast of hyper-engaged audiences (Kay et al., 2019) 

Many studies has been done to understand the impact of micro-influencers on the millennial’s purchasing 
behaviour (Chopra et al., 2020; SanMigue et al., 2019; Leban,. and Plennert, 2018).  The studies have also shown a 
significance in relationship among the age and purchasing items which are endorsed by celebrities or influencers 
(Weigand, and Arachchige, 2009). The results suggested that Millennials are more likely to purchase items which are 
endorsed by celebrities on social media channels like Facebook, Instagram and Twitter. 

A research gap exists in this area of study pertaining to Indian millennials who are digitally advancing and 
getting richer year on year. Purchase intention of Indian millennial is still not well researched upon, specifically with 
respect to influencer and micro-influencer marketing strategy on different social media platforms like Instagram. 
Hence this study was undertaken to determine the impact of micro-influencers on purchase intention of Indian 
Millennials on Instagram. Based on the literature review and pre-existing observations, few hypotheses are proposed 
later for the study purpose. 

Literature Review 
The literature review is divided into three sections as per the details below: 

1) Examination of Instagram Micro-Influencers & their characteristics.
2) Characteristics of Millennials: Affinity to Instagram, Purchase behavior and Relation with Influencer

marketing.
3) Designing the conceptual model.

Instagram Micro-Influencer 
Influencer marketing has been illuminated and highlighted by many authors, there are just few or limited 

scholarly literatures about the characteristics of Micro-Influencer marketing even though the subject has become of 
huge relevance. Instagram Micro-Influencers (IMIs) are the entities who are independent third-party endorsers and 
can shape the audience attitudes (Perception, trust) through stories, post, blogs, and the use of others (Freberg and 
Weed, 2018). They are also seen as Opinion Leaders on Instagram in a certain topic of interests. (e.g. Beauty, Food, 
Lifestyle, Fashion, Electronics...)  

A micro-influencer can deeply connect with respective audience, as they are share connect with only around 1k-
100k followers instead of huge fan base (over 10 Lakh) type influencers. Because their fan base is tighter knit, they can 
create more personalized content and thus create a more authentic moment with fans (because they also have real 
knowledge of the products too). Moreover, connect with less people is easily manageable. Thus, micro-influencer 
marketing becomes an effective tool. 

Forbes in 2017 claimed that Influencers having 10,00,000 followers can make up 35,00,000 INR per post. 
But the new trend of micro-influencers in 2018 started contradicting it and started proving celebrity influencer less 
effective and costlier. This started the rise of concept of micro-influencers. 

The observations of people are becoming more and more skeptical in engaging on posts or stories with a 
huge fan army. Also, there are notable observations such as the ratio of like to followers decreases with an increase in 
number of followers and thus engagements also decrease. 

Newman (2015) predicted Influencer marketing as the new golden goose of marketing. Now the marketing 
started getting more personalized and thus the concept of micro-influencer is on rise due to better engagements. Further, 
research shows that consumers frequently interact with the content of micro-influencers with actions like sharing, 
liking or commenting on the content. (Freberg and Weed, 2018). 
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Characteristics of Indian Millennials 
The people born between 1980 and 1996 are regarded as millennials. They are also called by the name of 

Generation Y. India has 426 million millennials. Which is more than the total population of the United States of 
America. Indian millennials will spend $330 billion yearly, by 2020. They are mostly the target audience for most of 
the products specially lifestyle industry employing social media marketing campaigns. Indian millennials feel that 
social media harms more than doing any good and furthermore they are concerned about online frauds and security 
breaches (Deloitte, 2019).  Millennials are online for 17 hrs per week on an average. (Retailers Association of India 
and Deloitte, 2018). 

In India, there are 241 million active users of Facebook, Around 60 million active monthly users for 
Instagram. Thus, Social media captures around 28% of the digital advertising market in India. E-commerce companies 
spend the highest which is around 19% because of the online shopping habits of Indian millennials. Hand-held devices 
which are easily accessible all the time account for 43% of the digital advertisements. 

It is tough for Indian marketers to understand the millennial psychology. Clearly, Indian millennials are 
complicated. Thus, a one-size-fits-all strategy does not work for marketers. This is further complicated by the 
differentiated nature of the Indian millennial segment. The younger millennials who are in their early 20s, are mostly 
financially dependent and thus the financial sponsor influences buying decisions. 

Designing the conceptual model 
In this study, four variables will be used during the modelling process. Instagram Micro-Influencer Driven 

Marketing (IMI), Perception Towards Authenticity (PTA), Trust and the Purchase Intention (PI). The identification 
of these variables is based on the (Hajli, 2014) model. 

To create a fit conceptual model, an appropriate initial model Hajli (2014) has been chosen as it fits best to 
the current research situation and can help to improve the understanding of the topic. The four attributes of Hajli’s 
model are (1) Social Media. (2) Trust. (3) Perceived Usefulness. and (4) Intention to Buy. 

Figure 1: Hajli’s Original Model 

Unlike the Hajli’s model, Attributes of the new model are (1) Instagram Micro-Influencer Driven Marketing, 
(2) Perception Towards Authenticity (PTA), (3) Trust and (4) Purchase Intention. The conceptual model as shown
below highlights the effect of micro-influencer marketing on the purchase intention of Indian Millennials considering
the factors of trust in accordance with the perception towards authenticity.
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This model was tested on the people who are currently residents of India and were born from 1980 to 1995. 
It proved the hypotheses and answered the research question: How the factors of ‘Trust’ and ‘Perception Towards 
Authenticity’ in Instagram micro-influencer driven marketing affect or shape the ‘Purchase Intension’ of Indian 
millennials? 

Figure 2: The Proposed Conceptual Model 

Instagram Micro-Influencer Driven Marketing 
Social Media Influencer’s variable in Hajli’s model was changed to Instagram Micro-Influencer Driven 

Marketing. This component was the key to the population of interest. (De Veirman et al., 2017) discussed about the 
numbers of followers and concluded that the followers contribute to the rise of micro-influencers (Almeida, 2019; 
Brit, Hayes and Park, 2020), authors also point it that on any social media, the obsession to gather new followers is 
very high. Based on these observations, this variable became an important variable for the study.  

Perception Towards Authenticity (PTA) 
The term Authenticity is generally used in Influencer Marketing (Luoma-aho et al, 2019). With changing 

dynamics, customers are becoming increasingly aware the collaborations of brands and micro-influencers. The 
evaluation and success of the sponsorship with a brand are still decided by the community (Youn et al 2017, Rishi and 
Bandyopadhyay, 2017). Based on these observations perception towards authenticity became a significant variable to 
be studied for Indian millennials. Based on the observations, following hypothesis was postulated:  

Trust 
According to the original model of Hajli, Trust had a positive effect on Purchase Intention. (Hajli, 2014). 

Trust in social media has been studied by different authors at the international level (Antoci et al, 2019, Iyer et al, 
2016) and in the Indian context (Chahal and Rani, 2017; Arora and Agarwal, 2020) for the millennial consumers. 
Studies predict that the Indian millennials tend to trust the actions of Micro-Influencer driven social media marketing 
when the perception towards authenticity of the influencers is positive regarding brand content (Chahal and Rani, 
2017; Arora and Agarwal, 2020). Based on these observations we included trust as a variable for this study.  
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Purchase Intension (PI) 
Person’s attitude and subjective norm of behavior determine a his/her intention (Fishbein & Ajzen, 1975). 

Purchase Intention also means likelihoods for someone to buy at a particular time and situation. According to one 
study, Higher buying rate is directly proportional to purchase intention (Berkman & Gilson, 1978). So, purchase 
intention is really useful in making many predictions. 

Millennials are habitual of spending their cash as soon as they acquire it. We can say that they possess a 
certain purchase power. They are mostly spending it on usually on the consumer goods and personal services (Der 
Hovanesian, 1999). One of a prominent trait of millennial expenditure is that they seek for wide product variety. In 
order to lead a balanced life, they incline towards more flexible options and look for convenience, multi-tasking and 
instant results, tech enabled and nomadic styles of communication (Gerzema & D’Antonio, 2011). They believe in 
living a balanced life and feel confident financially as compared to their elder generations. (Sweeney, 2006; Howe & 
Strauss, 2003). So, based on these observations it became an important variable for the study. 

Proposed Hypothesis 
Based on the above literature review and the selected variables we propose the following variables. 

1. Instagram micro-influencer driven marketing has a significant impact on the perception towards
authenticity.

2. Perception towards authenticity has a significant impact on the purchase intention of Indian millennials.
3. Perception towards authenticity has a significant impact on the trust of Indian millennials.
4. Trust has a significant impact on the purchase intention of Indian millennials.
5. Perception towards authenticity mediates the association between Instagram micro-influencer driven

marketing and purchase intention of Indian millennials.
6. Trust mediates the association between perception towards authenticity and the purchase intention of

Indian millennials.

Contribution of The Study 
The conceptual framework identifies the important variables that needs to be studied for the Indian 

millennials. The framework proposes the six hypotheses that can be validated with the help of empirical investigation. 
The study adds to the existing Indian marketing literature a framework which can be used both by the academicians 
and the practitioners. The framework can be helpful to the India marketers who are using the Instagram to understand 
the behavior of their target segment particularly the millennials. The academicians can use the framework to give a 
perspective on studying the behavior of millennials in context to social media with a specific reference to Instagram. 
The researchers can use the framework for validation and bridge the gap between theory and practice. 
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Summary Brief 
Chatbot Adoption in an Emerging Market 
Dean Joffe, University of Cape Town, South Africa 
Raaesah Chohan, University of Cape Town, South Africa 

Introduction 
The technological capability of operating systems in today’s world poses advanced opportunities within the 

AI technology market. Numerous companies utilize these opportunities with AI services to assist customers via 
automated services (Almansor & Hussain, 2020). A chatbot platform is one of those advanced AI assisting programs 
that predicts patterns in consumer behavior, with algorithmic information, to assist users (Wang & Siau, 2018). Thus, 
the use and implementation of chatbots has increased alongside the rise in automated services (Almansor & Hussain, 
2020). The aim of this study is to focus on the ever-growing complexity of the insurance sector and the South African 
emerging market. The value of leveraging chatbot technology as an AI service within this industry hosts significant 
digitally automated opportunities for growth. Although the chatbot market may face backend challenges coupled 
with consumer trend fluctuations, research firms predict that the global chatbot industry will reach a market growth 
of more than $1.2 billion by the year 2025 (Wang & Siau, 2018). Hence, understanding the consumer sentiment 
before expeditious growth proves vital in this field of study. The purpose of this work-in-progress study is to explore: 
What influence do consumer perception and behaviour have on chatbot adoption in the insurance sector in an 
emerging market? 

Literature Review 
Artificial intelligence (AI) is the forefront for innovative systems which will revolutionize the way businesses 

operate in the future (Campbell et al., 2019). In the near future, literature states that AI will substantially change 
business models, marketing strategies and consumer behaviour with the development of advanced automation. Several 
other studies convincingly support that AI (generally manifested by machine learning) is increasing exponentially 
within business-to-consumer services (Wang & Siau, 2018). Thus, AI constitutes a major source of innovation towards 
the future society as a whole. 

A chatbot is an artificial intelligence program that predicts consumers patterns using algorithmic information. 
It analyses the information to assist and conduct its own intelligent conversation with consumers; usually through 
auditory or online textual methods of communication (Wang & Siau, 2018). Multiple studies into chatbots suggest 
the significantly growing interest into chatbots which serve as machine agents for service providers such as the 
insurance sector. 

The insurance sector is highly competitive due to the homogeneity of service offerings. This means insurance 
companies need to differentiate themselves in order to maintain their competitive advantage. Chatbot technology 
presents such an opportunity for differentiation as an advanced interactive agent. The insurance sector and emerging 
markets may be relatively mature and competitive however many industry leading insurance companies show that it 
is underdeveloped and requires digital growth. Hence, albeit a sophisticated and competitive industry for its operators, 
artificial intelligence services such as a chatbot, provides noteworthy opportunities for growth through digital 
evolution. 

Consumer perception has been identified by the existing marketing literature as one of the key components 
that drives consumer decision making (Hsiao, Chang & Tang, 2016). Hence, literature suggests that in order to 
understand consumer decision-making efforts, a marketer needs to analyze consumer intentions and perception 
(Hsiao, Chang & Tang, 2016). Consumer perception as a research theme proves great significance in the digital 
sphere, as it allows researchers to identify barriers and challenges to the consumer adoption rate of technology (Singh 
& Rana, 2017). Especially in the advancement of technological innovation among the artificial intelligent services 
such as Chatbots. 
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The forefront of consumer behaviour in the digital world, turns the focus on understanding the behaviour, 
in order to acquire new customers and enhance or maintain existing customers. Hence, understanding consumers 
behaviour towards AI platforms and will assist in explaining the adoption or apprehension of chatbot technology. 
This study will explore the intention to utilise new technology and the behaviour projected as a result of intention. 
As far as it can be ascertained, there has been little research into the behavior of consumers and the adoption to 
new AI chatbot technology. 

Literature has led to an integration of the following appropriate modelled theories to guide this research: 
Technology Acceptance Model (TAM) and Innovation Diffusion Theory (IDT). As existing literature brings 
forth, these models have a complimentary relationship evidently sharing significant association and similarity 
(Tung, Chang and Chou, 2008). The revised theoretical framework shows the guiding foundation of the study 
(Al-Jabri, 2015). 

SOURCE: Al-Jabri (2015) 

Method 
This research aims to quantify the study with statistical analysis and interpretation thereof. This quantitative 

study has followed a non-probability sampling technique and a descriptive research design due to the nature of its 
formal structure and process. The descriptive approach has been used to ascertain and describe the relationship 
between the influence of external variables and consumer perception and consumer behaviour on chatbot adoption. 

This measurement instrument for this study was the Qualtrics software online survey platform to collect 
data. The online survey was directed towards the target audience to achieve the most appropriate inferences. A 
unique URL link offered by Qualtrics directing respondents to the survey is administered through online 
communication platforms to reach the intended target population. The scaling format was a non-comparative, 
itemized electronic survey. The online survey utilized is a 5-point Likert scale (Strongly Agree to Strongly Disagree) 
with appropriate filter questions to ensure reliability and validity of the questions to scale (Malhotra, 2010). The 
questions are scaled according to separate categories to draw out a theme from each construct. The scales are based 
on similar studies to ensure validity and reliability in attempt to explain some of the hypotheses brough forth by this 
study. Hence, the scales may perform optimally under scale validity and item reliability assessments in the statistical 
analyses of the data. 
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Summary Brief 
The Effect of Cause-related Marketing on Firm Value: 
An Investigation of Institutional Ownership & CEO 
Compensation 
Jennifer H. Tatara, The University of Memphis, USA 
Parker J. Woodroof, The University of Central Arkansas, USA 
Priscilla Y. Peña, The University of Rhode Island, USA 
George D. Deitz, The University of Memphis, USA 

To understand the financial impact of CEO compensation, institutional ownership, and donation type on the 
effectiveness of cause-related marketing announcements on shareholder value, we perform an event study including 
227 public U.S. firms that appeared in the Fortune Most Admired All-Star list between 2005-2017. Results show that 
the amount of institutional ownership and the use of CEO long-term pay structure are negatively associated with 
abnormal returns to cause-related marketing announcements. Moreover, we find in-kind (versus monetary-only) 
donations moderate the relationship between institutional ownership and abnormal returns to cause-related 
marketing announcements, such that the negative relationship is mitigated for in-kind donations. Findings contribute 
to the CSR literature by examining what factors are able to explain and mitigate the negative shareholder wealth 
effect found in cause-related marketing. 

Introduction 
An ongoing debate remains in the literature about the role that corporate social responsibility (CSR) plays 

within the firm. We explore the effects of CEO compensation and the amount of institutional ownership on the 
market’s response to CSR initiatives, specifically cause-related marketing. Cause-related marketing is a highly visible 
form of CSR in which firms can achieve marketing objectives through support of social causes (Woodroof, Deitz, 
Howie, and Evans 2019). Moreover, we investigate how the type of donation influences CEO compensation and 
institutional ownership’s effect on firm value after a cause-related marketing announcement. A firm can initiate a 
cause-related marketing strategy through various forms of donation behavior: monetary or in-kind donations. As past 
research has found a negative effect of cause-related marketing announcements on firm value (Woodroof et al. 2019), 
this research makes several contributions to the CSR literature by examining how two important corporate governance 
considerations influence shareholder value following cause-related marketing partnership announcements.  

Conceptual Development 
Institutional ownership, or the percentage of stocks held by institutions rather than individual investors, is 

often investigated in terms of its impact on firm financial performance (Yan and Zhang 2009). We argue that despite 
the growing trend of socially responsible behavior by firms, institutional investors will continue to prioritize 
conservatism through short-term positive returns or dividend payouts. In the context of cause-related marketing, 
institutional investors will view these announcements as a threat to their investment goals. Therefore, we propose: 
(H1) institutional ownership will be negatively associated with abnormal returns to cause-related marketing 
announcements. Generally, CEO compensation is composed of two components, (1) short-term pay made up of base 
salary along with any short-term bonuses and (2) long-term pay including stock options, performance plans, and long-
term bonuses (Henderson and Fredrickson 1996). Due to the focus on potential gains over potential loss, long-term 
incentives can encourage risker behaviors (Coles, Daniel, and Naveen 2006). Many decisions that CEOs make, such 
as engaging in CSR, take longer time frames to see potential gains (Short 2004). By committing to a cause-related 
marketing event, the CEO does not experience an actual monetary loss. This decision may be based on the CEO acting 
in their personal interest by focusing on the potential long-term gains as opposed to immediate loss to short term goals. 
Thus (H2) CEO long-term pay will be negatively associated with abnormal returns to cause-related marketing 
announcements. We expect the impact of in-kind donations may differ based on the amount of institutional ownership, 
such that in-kind contributions are beneficial for firms with a larger institutional investor composition. Institutional 
owners favor conservatism as a governance mechanism as it disciplines a firm’s investment decisions (Ball 2001). A 
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firm can initiate a cause-related marketing strategy through various forms of donation behavior. “In-kind contributions 
include non-monetary gifts, such as products, know-how, and employee volunteerism” (Woodroof et al. 2019, p. 904).  
Following this logic, an in-kind donation may signal a more conservative cause-related marketing investment on a 
financial report as opposed to a monetary donation. Institutional owners may perceive monetary-only CSR 
investments as a higher risk to financial performance, while in-kind contributions are a more economically cautious 
CSR strategy. Thus, we suggest (H3) donation type will moderate the relationship between institutional ownership 
and abnormal returns to cause-related marketing announcements, such that the negative relationship is mitigated for 
in-kind donations. CEOs must demonstrate to stakeholders that engagement in cause-related marketing events are 
strategic and in the best interest of all parties involved. CEOs demonstrate the benefits of cause-related marketing 
through the type of donation made. Monetary donations can be viewed as taking money away from a firm’s cash flow 
that could have been invested to increase short-term goals and stakeholders’ dividends. In-kind donations can serve 
as a way of mitigating the risk of the CEO’s decision to focus on potential long-term as opposed to short-term gains. 
Formally stated, (H4) donation type will moderate the relationship between CEO long term pay and abnormal returns 
to cause-related marketing announcements, such that the negative relationship is mitigated for in-kind donations.  

Methods 
Event studies examine the effect of a corporate event on stock prices through abnormal returns. To understand 

the financial impact of CEO compensation and institutional ownership on the effectiveness of cause-related marketing 
announcements, the event of interest is defined as the release of a cause-related marketing partnership. The sample is 
comprised of 227 public U.S. firms that had appeared in the Fortune Most Admired All-Star list any time between 
2005-2017. We chose a recommended short window of (0, +1) for analysis in the Equal Weighted Index (FF4) Model. 
Institutional ownership was collected through the Bloomberg database, and CEO long-term pay was obtained through 
ExecuComp. EVENTUS event study software was used to gather the cumulative abnormal returns. A cross-sectional 
regression was conducted in Stata 13.0 to examine the conditional effects of CEO compensation, institutional 
ownership, and donation type on abnormal returns.  

Results 
The main effects of CEO long-term pay and institutional ownership are significant and negatively related to 

abnormal returns to cause-related partnership announcements, in support of H1 and H2 (B=-0.040, p<.05, B=-1.173, 
p<.05, respectively). The first interaction hypothesis (H3) was supported, indicating that as institutional ownership 
increases, in-kind contributions are received better by the market (B=0.042, p<.05). However, no support was found 
for the second interaction hypothesis (H4), which suggested that in-kind donations would mitigate the adverse market 
reactions when CEO compensation was based on long-term pay (B=-1.611, p>.05). This study investigated what 
factors are able to explain the negative shareholder wealth effect found in cause-related marketing. The authors 
demonstrate that donation type, institutional ownership, and CEO compensation are powerful components that explain 
this negative effect.  
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Summary Brief 
Breaking the News: How does CEO Media Coverage 
Influence Consumers and Shareholder Perceptions?
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 and customer perception along 
with levers like media volume and media valence that drive the CEO behavior-stock returns/customer perception 
relationship. They specifically look at six types of CEO news categories (scandals, accomplishments, compensation, 
changes, political ideologies, altruism) and compare and contrast their individual impact on the customer perceptions 
and stock returns.  

Introduction 
As chief executive officers (CEO) often serve to be the essential face of a company, CEO behavior is 

increasingly tracked by many stakeholders including investors, consumers, and news media. For example, when media 
reported about CEO Steve Wynn being accused of sexual misconduct in 2018, the stock of Wynn Resorts Ltd. fell by 
10% and another 9% in one day (Wall Street Journal, 2018). On the contrary, when media reported CEO Elon Musk’s 
accomplishment of reporting net profits in its third quarter through Tesla announcements, the stock went up by 9% in 
afterhours trading.  Similarly, media coverage of CEO behaviors significantly impact consumer perceptions. For 
example, when the media covered Chick-fil-A CEO Dan Cathy speaking out against same sex marriages in 2012, the 
company lost 15% of consumers after the reported political tweet (Mikeska and Harvey, 2015). Thus, mass media 
plays an important role in disseminating and molding public opinions about CEOs. Furthermore, the need for an 
analytical emphasis on media coverage of CEOs rather than CEO activities itself arises because corporate activities 
need to gain a critical minimum of media attention before they are perceived by investors or consumers.  

However, not all types of CEO news covered by the media impact same way nor are they covered in the same 
tone and volume. This study focuses on the top six CEO related news type categories that have the highest frequency 
of occurrence in news media and have been frequently mentioned in prior literature, albeit with different labels (e.g. 
Park & Berger 2004). These categories, defined later, include CEO scandals (e.g., sexual harassments), CEO altruism 
(e.g., personal donations), CEO political ideology (e.g., running for office), CEO changes (e.g., retirements), CEO 
compensation (e.g., stories about salary increases), and CEO accomplishments (e.g., awards).  

In order to explain the consequences of CEO behavior, the authors refer to signaling theory (e.g., Connelly 
et. al 2011; Gala and Kashmiri, 2018). Signaling theory stems from research in economics where signals can be used 
to communicate information that is not directly observable (e.g., 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. 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 media (i.e., negative versus positive tone), 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 and customer perceptions along with year and industry dummies. 

Empirically, we cover all the CEO-related news events that appeared in the 13 leading U.S. newspapers (e.g., 
New York Times), magazines (e.g., Forbes) and TV news shows (e.g., CNN news) during the years 2009 to 2019 
using a rich dataset of 733 CEO related news events from 127 companies and 193 CEOs.  We match this data with 
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data covering customer perceptions dimensions (YouGov) and stock returns (Eventus) along with CEO and firm 
related databases (Compustat and Execucomp). To capture the effect of CEO related news events on stocks and 
consumers, we use to the methodology of an event study and a quasi-experimental design, respectively.   

To best of our knowledge, this is the first study to simultaneously look at a variety of categories of CEO news 
and how they impact consumers and investors, thus making important theoretical and practical contributions. First, 
we use signaling theory (e.g., Connelly et. al 2011) to connect CEO related news to consumer and investor responses. 
While the media coverage of CEOs sends the same message via news to investors and customers that would otherwise 
not be observable, how this signal is differently interpreted by each entity, is explained by signaling theory. Second, 
we give specific guidance to CEOs about how the news of their behavior can influence consumer perceptions and 
have financial consequences on the stock markets, enabling CEOs to adjust their behavior (Kashmiri et al. 2019). 
Additionally, we highlight what kind of behavior Public Relation (PR) departments should emphasize through the 
press, which may positively affect the image and the financial well-being of a company. Third, the study’s results 
intend to help the board of directors who formulate regulations and keep a track of their CEO performance. Fourth, 
investors may benefit from our study results to better anticipate the future performance of their stocks. The study gives 
guidance to shareholders which CEO news type category is likely to significantly fluctuate stock prices. Finally, we 
demonstrate how and to what degree news media change the perception of consumers and investors, as the media 
coverage has lately been criticized for their bias in volume and valence of media content.  

We find that news coverage about CEO altruism and CEO political ideology improve brand strength. 
Additionally, media stories about CEO accomplishments only impact brand strengths in a positive way if the media 
reports about these stories in a positive way. On the contrary, news coverage about CEO compensation, CEO changes, 
and CEO scandals harm brand strength. Also CEO changes cause negative brand strength effects, in particular, if 
many media outlets report about it. Media coverage about CEO changes may signal to consumers a change within the 
firm thus hinting a lower product or service quality. Even worse, CEO scandals such as fraud, human right violations, 
bribery and alike are no longer tolerated and have a strong negative impact on consumers. These scandals turn into a 
more severe crisis, if more media (volume) report about it. Contrary to consumers, we do not find media coverage of 
CEO altruism or CEO political ideologies to increase stock returns. Activities performed outside of the core business 
of firms may be perceived as misallocation of resources that could be better invested into the business itself. 
Additionally, stories about CEO compensations or CEO changes do not cause significant negative effects on investors. 
Investors may believe that high management salaries indicate financial well-being, which signals increasing future 
cash flows and better future firm performance. CEO changes are also seen as welcoming by investors as they perceive 
the well thought move to be for the greater good of the company. On top of that, contrary to consumer responses, we 
find that stories about CEO accomplishments do create positive investor responses. Many of the news stories about 
CEO accomplishments like achieving the pre-mentioned goals in the annual meetings or annual reports may be of 
stronger interest for investors, who are involved in these interactions, than consumers, who do not participate in these 
interactions. CEO scandals cause negative reactions and destroys the financial value of a firm on stock markets, a 
finding in line with how consumers respond. 
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Summary Brief 
Effect of Design Orientation on New Product Success: 
The Role of Market Orientation 
Elif İdemen, Istanbul Technical University, Turkey 

Supporting each other, both the design orientation and market orientation are strategically essential 
resources for organizations. However, while market orientation is one of the most studied phenomena in literature, 
the role of design orientation at the strategic level needs further and comprehensive investigation. Therefore, this 
research proposal potentially contributes to the literature by showing the relationship between design orientation, 
customer integration, and new product success in both functional and strategic levels. Moreover, the interaction 
between design orientation and market orientation will be examined. 

Introduction 
Although design and marketing follow different paths and have different perspectives, they have the same 

goal: understanding the customer and providing superior customer value.  The theoretical literature on design and 
marketing focused on understanding customer needs and developing healthy relationships by providing superior value 
(Borja de Mozota 2003). However, in practice, the "way of doing" difference between marketing and design cause 
tension and conflict.  Recent studies (e.g., Beverland, Micheli, and Farelly 2016) show that the integration of marketing 
and design functions is vital for success in new product development. This study investigates how the alliance of 
design-oriented and market-oriented views in organizations is related to new product performance.  

Theoretical Background  
Design Orientation and Its Dimensions: 

Design-oriented firms have a managerial, strategic approach that views design as a resource that creates 
competitive advantage (Moll et al. 2007). Venkatesh et al. (2012, p.291) defines design orientation as "an 
organizational vision that includes the set of conscious, reflective, and creative ways of conceiving, planning, and the 
artful making of products and services that generate value for customers and enable them to engage in their individual 
or social endeavors, whether these endeavors be utilitarian, functional, material, communicative, symbolic, or 
experiential." According to this definition, first, design orientation is a reflection of total organizational vision. Second, 
its main aim is to engage value-generating products and services to the individual and social life of customers. Third, 
it is a combination of conscious, reflective, and creative practices. 

According to the Danish Design Center (Tether 2005), design has three different levels in organizations. The 
first one is "design as styling," which is restricted to form giving dimension of design. The second one is "design as a 
process," which views design as an ongoing process that integrates different functions in the new product development 
process. The third one is "design as innovation," which considers design a part of the company vision and the entire 
value chain process. This classification may reflect the essential components of "design orientation" in organizations. 

Design Orientation, Market Orientation, Customer Integration, and New Product Success: 
Customer integration refers to the "incorporation of resources from customers into processes of a company" 

(Vargo 2008, p. 211). In this study, customer integration is assumed as a critical mediating construct between design 
orientation and new product success. Design is a coordination and integration tool for companies, and it provides 
coordination with partners (i.e., customers) (Borja de Mozota 2002). Relatedly, integration of customers to the design 
functions cause effective user-oriented designs that enhance product performance (Menguc, Auh and Yannopoulos 
2014). Therefore, this study argues design-oriented companies' possibility of new product success increases through 
successfully integrating customers to the value creation processes. 

It is argued that market and design-oriented resources complement each other and contribute value creation 
by interacting with each other. Both marketing and design contribute to the development and implementation of new 
products, and both functions aim to understand and fulfill consumer needs (Bruce and Daly 2007). However, Bruce 
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and Daly (2007) emphasize the challenging issues related to providing sustainable advantage and create value by 
coordinating marketing and design. These issues are based on the contradictory cultural perceptions between 
marketing and design (Beverland, Micheli, and Farrelly et al. 2016).  

Despite the conflict between the marketing and design functions, it is possible to say that design-oriented and 
market-oriented views supplement each other, and the interaction between these two organizational resources 
increases the new product performance. It can also be argued that being a design-oriented firm ensures market 
orientation because design-oriented companies also develop market orientation (e.g., Moll et al. 2007). This study 
argues that the dimensions of market orientation have complementary nature for design orientation. According to 
Narver, Slater, and MacLachlan (2004), market orientation implies two essential behavior sets: proactive market 
orientation and responsive market orientation. Responsive market orientation focuses on discovering, understanding, 
and satisfying customers' expressed needs. On the other hand, proactive market orientation focuses on the latent needs 
of customers (Narver et al. 2004). These two dimensions need each other to develop successful products and better 
integration of customers to value creation processes. Based on this view, this study argues that proactive and 
responsive market orientation is critical in transforming design orientation into customer integration and, then, 
successful new products. 

In this study, it is aimed to collect survey data from the senior-level managers in marketing, sales, and 
design departments of companies in Turkey. Using a recently developed scale of design orientation (Canto, 
Frasquet, and Irene 2019) and adapting scales of other constructs in the literature, the proposed model and 
hypothesized relations will be tested.   
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Summary Brief 
Adoption of Influencer Marketing:  An Institutional 
Theory Perspective 
Serwaa Karikari, Morgan State University, USA
Haiyan Hu, Morgan State University, USA 
Golshan Javadian, Morgan State University, USA 

This paper proposes a framework that examines how the isomorphic forces (coercive, mimetic, and normative) 
determine influencer marketing adoption, and how the adoption of influencer marketing mediates the relationships 
between the aforementioned pressures and return on investment. The paper also investigates the moderating role of 
strategic fit on the relationship between the isomorphic forces and influencer marketing adoption. This paper will 
advance the influencer marketing literature by offering a new perspective, that is, an institutional theory perspective. 

Introduction 
A disruptive technology in marketing that has been on the rise in recent years is influencer marketing. 

Influencer marketing involves directing marketing strategies around individuals who have been recognized as exerting 
influence over others (Brown and Fiorella 2013). In a recent survey of 4000 representatives of brands, marketing 
agencies, and other sectors, 80 percent of respondents planned to allocate 10 percent of their marketing budget for 
influencer marketing (“The State of Influencer Marketing 2020: Benchmark Report” 2020). This indicates the growing 
importance of this tactic among marketers. Organizations operate within a social context wherein social pressures 
affect the structures and practices that they adopt (Hillebrand, Nijholt, & Nijssen, 2011). It is therefore imperative to 
gain insight into the social pressures that may affect organizations’ adoption of influencer marketing. A well-known 
theory that has successfully conceptualized the social pressures faced by organizations in their operating contexts is 
institutional theory. The institutional theory posits that organizations are motivated to assimilate the procedures and 
practices established by principal rationalized notions of organizational work and institutionalized in society, thereby 
increasing their prospects of legitimacy and survival (Meyer and Rowan 1977). To this end, this conceptual paper 
advances influencer marketing research by deriving new perspectives from institutional theory, specifically 
isomorphic forces that impact the adoption of marketing practices (Shi, Shambare, & Wang, 2008).  We, therefore, 
use isomorphic forces (coercive, mimetic, and normative) to conceptualize the social pressures affecting organizations’ 
adoption of influencer marketing. We also propose that the isomorphic forces faced by organizations within their 
operating contexts result in performance outcomes, such as return on investment, and that this relationship is explained 
by influencer marketing adoption. Finally, organizations perform better when there is a fit between their strategies and 
context. We, therefore, propose the moderating effect of strategic fit on the relationship between isomorphic pressures 
and influencer marketing adoption. 

Influencer Marketing Adoption: Antecedents and Outcomes 
Coercive isomorphism occurs when both formal and informal pressures are exerted on organizations not only 

by other organizations which they rely on but also by the expectations of the society within which the organization 
operates (DiMaggio & Powell, 1983). Isomorphism is said to occur through mimetic pressures when organizations 
model themselves after similar organizations in the industry that are perceived to be more successful or legitimate. 
(DiMaggio & Powell, 1983). Normative pressures primarily occur through professional networks, which serve as the 
means of adaptation and evolution through the quick diffusion of new practices and new models, among others 
(DiMaggio & Powell, 1983). Overall, empirical evidence provides support for the ability of isomorphic mechanisms—
coercive, mimetic, and normative—to impact the adoption of technology and innovation (Shi et al., 2008). We, 
therefore, propose that coercive, mimetic, and normative isomorphic forces will have an impact on influencer 
marketing adoption (P1). Forces (isomorphic) have been found to influence the adoption of marketing practices (Shi 
et al., 2008). The use of social media influencers continues to gain prominence as organizations continue to adopt this 
strategy (“The State of Influencer Marketing 2020: Benchmark Report” 2020). We propose that influencer marketing 
adoption will mediate the relationship between isomorphic forces and return on investment (P2).  
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However, empirical evidence indicates that the adoption of innovative strategies must be evaluated in the 
environmental context of the adopting firm (Pires and Aisbett 2003). In relation to institutional theory, there is a 
greater likelihood that a firm whose strategy has a high fit with the adoption of influencer marketing will execute the 
practice more meticulously even when institutional pressures greatly influenced the adoption decision (Hillebrand et 
al., 2011). We propose that strategic fit moderates the relationship between the isomorphic pressures and influencer 
marketing adoption, such that organizations who perceive a strategic fit between their overall strategy and influencer 
marketing will be more likely to adopt influencer strategy (P3). The aforementioned theoretical discussion identified 
the following novel connections between constructs: 
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Summary Brief 
Examining the Effects of Manager Feedback and 
Salesperson Customer Orientation on Salesperson 
Creativity and Salesperson Performance in a Retail 
Sales Context 
Alyson Adão, Pontifical Catholic University of Paraná, Brazil 
Heitor Kato, Pontifical Catholic University of Paraná, Brazil 
Elten Briggs, University of Texas at Arlington, USA 
Sandro Deretti, University of Paraná State, Brazil 

This study shows the effect of manager feedback and salesperson customer orientation on salespersons’ 
creativity and salesperson sales performance. Data were collected from salespeople in Brazilian retail sample. 
Analyzing the data with PLS-SEM approach, the current study findings indicate that both manager feedback and 
salesperson customer orientation have a positive influence on salesperson creativity. While manager feedback also 
has a direct influence on salesperson performance, the influence of customer orientation on salesperson performance 
is fully mediated by salesperson creativity.   

Introduction 
In this study, we examine the effects of manager feedback, salesperson customer orientation, and salesperson 

creativity on salesperson performance in a retail context. Specifically, we argue that salesperson creativity mediates 
the influences of manager feedback and salesperson customer orientation on salesperson sales performance. Our study 
is one of the first to examine the simultaneous effects of both manager feedback and salesperson customer orientation 
in order to develop a better understanding of salesperson creativity and performance in a retail sales context. 

Conceptual Framework 
Feedback from managers acts as a motivator for salespersons in competitive environments (Coelho and 

Augusto 2010). The right feedback inspires salespersons’ confidence to rapidly respond to customer needs (Kelley, 
Longfellow and Malehorn 1996), thereby helping sales performance. In a study of boundary spanning employees, 
Agnihotri et al. (2014) support the notion that managerial feedback strengthens the relationship between creativity and 
performance. Prior research also suggests that managerial feedback positively influences the creativity of boundary 
spanning employees (Agnihotri et al. 2014).  

] 
Customer orientation involves understanding the customer needs and increasing the ability to respond to 

customer’s needs, thus enhancing value creation and performance (Deshpande, Farley and Webster 1993). Miao and 
Wang (2016) argue that salespersons’ customer orientation motivates task-oriented behaviors and creative works so 
they can better serve customers.  

Creativity has been identified as a key competency that can help retail salespeople improve their performance 
with customers (Lassk and Shepherd 2013). Creative responses are novel and capably address the task at hand 
(Amabile, 1983). Thus, creativity improves the performance of boundary spanning employees by helping them solve 
customer problems (Agnihotri et al. 2014). Our conceptual model considers manager feedback and customer 
orientation as to be antecedents to creativity and salesperson performance.  We model creativity as a partial mediator 
of the influences of managerial feedback and salesperson orientation on salesperson performance. 

Data Collection 
Researchers developed and administered questionnaires to retail salespeople working in home improvement 

and fashion stores in a Brazilian city. The final sample was comprised of 177 salesperson-managers, each from a 
different retail store. Virtually all of the responding stores (97%) would be classified as small businesses. The measures 
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for salesperson customer orientation and creativity used in this study were identical to those from Miao and Wang 
(2016). For manager feedback, indicators were identical to those from Agnihotri et al. 2014. We measured salesperson 
sales performance with three items from Terho et al. (2015) that were applicable to retail selling (i.e., sales in the last 
12 months, exceeding sales targets, and selling products with higher profit margins). Salespeople had to compare 
themselves to other salespeople from “1 = much worse” to “7 = much better”. 

Analysis and Results 
The present study uses PLS-SEM to simultaneously test all the model effects. Chronbach’s alpha coefficients 

from all constructs are above 0.70. Fit indices indicated that the structural model was a good fit to the data. The 
Average full collinearity VIF (AFVIF)=1.38 indicates that there was no common method bias; the level of explanation 
is good (R2=.36).  

Our results support the notion that managerial feedback and customer orientation positively influence retail 
salesperson creativity, which then positively influences the performance of retail salespeople. This suggests that 
salespeople tend be to be even more creative when they receive feedback from supervisors and managers on how to 
adjust their sales strategies to the customers value preferences, and when they are intrinsically motivated to serve 
customer needs.  This motivation and direction both encourage creativity. 

We found that manager feedback and salesperson customer orientation have a significant indirect effect on 
salesperson performance through creativity. Salesperson creativity partially mediated the influence of managerial 
feedback salesperson performance, and fully mediated the influence of customer orientation on salesperson 
performance; the direct effect of salesperson customer orientation on salesperson performance was nonsignificant in 
this model. In other words, when salespeople receive feedback, there is an increase in creativity, but feedback also 
affects sales performance independently. Salesperson customer orientation, on the other hand, depends on creativity 
to affect salesperson performance. 

Further analysis indicated that salesperson customer orientation negatively moderated the influence of 
manager feedback on salesperson creativity. This finding suggests that when retail salespeople are already intrinsically 
motivated to find creative solutions to fulfill customer needs, managers do not need to provide as much feedback in 
order to encourage creativity.    
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Summary Brief 
Cost Effective Way to Provide Training - Role of a 
Virtual Sales Training 
Bella Serapiglia, Slippery Rock University, PA, USA 
Shahriar Gias, Slippery Rock University, PA, USA 

In today’s world, effective sales training is essential for companies to enjoy as much profit as possible. 
However, the cost of sales training can be extremely high for many companies. If companies do not properly train 
their employees, they will have underperforming sales associates. The goal of sales training is for a company to 
produce a well-oiled machine amongst their employees. The one thing that holds companies back from having a sales 
training program that creates motivated and knowledgeable sales associates is the cost. Companies do not want to 
spend a lot of money on training their employees. If they want to see the profit they are looking for, companies need 
to find a cost-effective way to provide sales training programs. There are two methods that companies can use to 
provide sales training in a cost-effective way. These methods are for companies to cut costs by designing a program 
tailored to exactly what they need, as well as switching over to the online sales training. 

Before a company decides what to do regarding how they want to conduct sales training, they need to analyze 
their company and see where they need the most help and improvement. Companies could be spending a lot of money 
on sales training programs that aren’t directed at things they need to improve on. That would just end up being an 
unnecessary expense. 

According to Cespedes and Lee (2017) on Harvard Business review, U.S. companies spend a large portion 
of money for example, over $70 billion annually on training — almost 20 percent more than they spend on workers 
in all other functions. Yet, when it comes to equipping sales teams with relevant knowledge and skills, the ROI of 
sales training is disappointing. Studies indicate that participants in traditional curriculum-based training forget more 
than 80 percent of the information they were taught within 90 days. Here it is shown that most companies are not 
providing their employees with effective sales training. Having said that, companies are spending a lot of unnecessary 
money on training programs that are not beneficial for their sales force. 

Harris (1975) agrees that companies need to assess their needs in order to create a program good for them. 
“Logically, the starting point in determining needs comes from a thorough job analysis. Here, managers can get both 
a ‘feel’ for training needs and an insight into non-training problems i.e. motivational or supervisory questions. Many 
times, unfortunately, motivational problems are thought to be training deficiencies. Only after training needs are 
ascertained can be meaningful program content be developed” (Harris 1975, p. 45). Harris also later showed that 
companies need to analyze their needs in order to create any type of beneficial sales training program. If companies 
don’t do this, they will just end up spending more money on something they do not need. If they would do a proper 
analysis of what their companies and employees need, they would overall save a lot more money while providing 
more beneficial training. 

Another way for companies to provide sales training in a cost-effective way is to make the training online. 
According to Lamp (2018), most cost-effective solution for high training expenses is online training. Quality in e-
learning remains high, while the costs are extremely reduced” (Lamp 2018). This shows how companies can get more 
for their company without paying as high of a cost when they choose online training option. Lamp (2018) also 
suggested list of methods of how to create a good online learning space for employees who are getting trained. One 
of the methods is to create forums to keep employees involved with each other. The forums provide a place for 
employees to discuss and ask questions since they aren’t training face to face. Another method can be usage of a 
learning management system. A learning management system provides companies with the opportunity to see exactly 
how well their employees are doing. Additionally, companies need to take advantage of webinars and instructional 
videos. 
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Webinars and instructional videos provide employees with the chance to see exactly how a task should be 
completed. The webinars can display to all employees at once, so they are all viewing the same thing. Instructional 
videos are essential for employees to learn how to do their jobs (Lamp 2018). 

An additional form of online learning that focuses on instructional videos is Video-based Learning. Video-
based training is on the rise as the incoming generations have lived most of their lives using technology daily. 
According to Smith and Spear (2019), video-based learning could be a great option for delivering training. It requires 
limited administrative time, and when you use microlearning, it can take less than 15 minutes to deliver effective training 
that will lead to a behavior change (Smith and Spear 2019). This proves that video-based learning is effective and can 
make a huge difference when it comes to training employees. However, this doesn’t mention the difference in cost that 
video-based learning has compared to an instructional sales training program. “Video-based training is typically more cost-
effective for organizations, as well; subscriptions for employees typically fall between $10 and $30 per year. Video learning 
is also popular among learners (Smith and Spear 2019). According to them, video-based training is also cost effective. Not 
only does using video-based technology save money, but also it is preferred by most of the practitioners. Video-based 
learning is always a good option when companies are looking for a way to train their employees and save money. 

E-learning is a new way for employers to train their employees. It is important for companies to analyze how the 
new generation of workers has learned throughout their lives. Many new workers have spent most of their lives learning 
on a screen. Not to mention social media is a huge thing that has is prevalent in most people’s daily lives. If companies 
could find a way to implement that into sales training, workers may retain more information. It is a win-win scenario for 
companies as employees will retain more information as well as cost less for companies to provide such type of training. 
Wan et al. (2012) also confirms that e-learning is not only an effective way to learn but also cost effective. According to 
Wan et al. (2012), the development of information plays a positive roles in workplace training problems as e-learning has 
emerged as a cost-effective way to deliver training at convenient times to a large number of employees in different locations. 
E-learning, defined as a virtual learning environment in which learners’ interactions with learning materials, peers, and 
instructors are mediated through Its, has become the fastest growing form of education (Lamp 2018). 

According to American Society for Training and Development, U.S. organizations spent $134.07 billion on 
employee learning and development in 2008, and 40 percent of training was delivered using e-learning technologies. E-
learning has been extended from its original application in IT skill training to common business skill training, including 
management, leadership, communication, customer service, quality management, and human resource skills (Wan et al. 
2012). If more would have used it instead of in person training, then the cost may have been less than 134.07 billion 
dollars. E-learning is cost effective and a good way for employees to learn how to do their jobs. Companies can even 
create their own exercises to go along with the online learning for employees to put what they have learned to use. 
Online learning is proven to be a popular among employees. Kleps (2006) conducted a case study to see the effects of 
online sales training on employees which confirmed that the majority of participants found the online workshop was 
extremely helpful to their overall sales efforts and would strongly recommend the workshop to their peers. According 
to the author, the training was interactive. Employees were not just listening to a speaker or recording, but they were 
doing activities to help them practice what they were learning. Online training has continuously proved to be effective 
as travel and associated expenses could be reduced by as much as $300,0000 annually (Kleps 2006). 

In order to test the research proposition, we have conducted the qualitative inquiry where 25 sales associates 
were interviewed to gain their perspective on salesperson training program as well as their recent experience with 
sales training. It was found that the most relevant method of training is the virtual training program with lots of hands 
on exercises. Participants identified the unique capability of virtual training program to achieve their sales goal. 
Overall, it is important for companies to provide cost effective sales training. If organizations can find a way to provide 
sales training in a cost-effective way, it not only helps employers but also employees as employees will be highly 
motivated and knowledgeable. Therefore, there is no reason to lose quality in a training program when a company can 
provide a good quality program for employees virtually. Whether the online training be e-learning or video-based 
learning, online training provides many effective ways to train salespeople at a low cost. In the end, these methods 
can be used to train salesforce cost effectively during crisis moment such as COVID19.  
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Summary Brief 
‘Small Talk is not that Small’!  B2B Salespersons’ 
Social Media Usage Facilitating Collection of Buyer 
Intelligence Resulting in Sales Performance 
Anu Mary Chacko, Department of Management Studies, Indian Institute of Technology (IIT) Madras, India 
Dr.Vaibhav Chawla, Department of Management Studies, Indian Institute of Technology (IIT) Madras, India 

This conceptual paper aims to develop the theoretical framework of B2B salespersons’ social media usage 
and its effect on sales performance through small talk and buyer intelligence collection as mediators. It’s a study 
carried out through the lens of a B2B salesperson targeting the merits of social media utilization for enhancing the 
sales performance. It facilitates to innovate the stressful B2B sales interactions into an improved version of selling 
experience. This study has significant relevance especially during the present pandemic times (COVID 19) for both 
industry practitioners and academicians with its contributions towards sales performance by interlacing social media 
technology and traditional selling behavior. 

Research Topic Importance 
Salespeople being the breadwinners of any organization are accountable towards profitability and marketers 

rely heavily on their sales teams who play different roles of revenue makers, boundary spanners and frontline 
ambassadors of the company. Bond between buyers and sellers form the “cornerstone” of relationship marketing (Chiu 
et al. 2005). Successful salespeople tend to make a personal connection with buyers/buying center members by 
engaging in non-business talk leading to an array of outcomes ranging from pleasant exchange to signing of multi- 
million-dollar business deal. 

Realizing the ubiquity and strategic significance of small talk engaging in B2B sales (except the very few 
and recent study by Kaski et al.2018) and the fact that small talk engaging being heavily undervalued and neglected 
topic, demands more studies and research. Hence following is the broad research question framed: 

 Whether and how social media usage help B2B salesperson to engage in small talk and how such interactions (i.e.,
small talk) enable them to achieve sales performance?

The theoretical foundation for this study is built on technology-to performance chain (TPC) of the Task -
Technology- Fit (TTF) theory by Goodhue and Thompson (1995). The TTF-TPC theory reasons that individuals' use 
of technology influences their performance and benefits would be higher only if technology is properly utilized and 
fits the requirements of the task and the users’ individual characteristics. Hence this theory provides a link between 
the utilization of social media technology and sales performance through the salespersons’ required task of finding 
common grounding and buyer intelligence. (Proposed Model on Page 3). 

In a broader sense, sales technology literature defines “salesperson social media use” as salesperson's 
utilization and integration of social media technology for performing his or her job (Rapp, Agnihotri and Forbes 2008; 
Agnihotri et al.2015).Modern B2B salesperson use social media (LinkedIn, Facebook, Instagram, Twitter, Blogs, 
YouTube etc.) to gain insights and knowledge about buyers’ industry, future trends and to gather relevant possible 
psychographic and geographic details and information about the buyer/buying center members.  

Literature on common grounding relates to finding an existing connection with the customer outside of the 
business exchange context (Gremler et al.2000) and it forms an effective rapport building tool providing a personal 
bond between the service provider and customer (Macintosh 2009). Common grounding involves unearthing those 
things that are in common outside the business environment such as friends, family background, geographic locations, 
educational institutions, previous working organizations, sports, interests etc.  
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The extant literature on ‘small talk’ refers conversations involving information largely aiming at relational purpose, 
rather than task-oriented purpose (Maynard and Hudak 2008) and in effect, it “oils the social wheels” (Holmes 
2000,57).Literature states rapport as a harmonious relationship that involves mutual connection between participants 
having a perceived similarity with one another and act as a foundation for value creation during sales interactions 
(Gremler and Gwinner 2008; Newell, S. et al.2011).  

Salesperson buyer intelligence is a newly developed construct and can be defined as individual-level 
knowledge of the buyers and the buying environment that can be used tactically to aid in enhancing salesperson 
performance. Knowledge about buying environment comprises that of buyer organization, industry, operational 
procedures of the buyers’ company and buying center along with buyer persona of the members that can be utilized 
by salesperson during business/sales interactions.  

Adaptive selling is defined as “the altering of sales behaviors during a customer interaction or across 
customer interactions based on perceived information about the nature of the selling situation” (Weitz, Sujan, and 
Sujan 1986, 175). Through social media channels salesperson can find and utilize various information about the buyer 
so as to engage in small talk of relevance that would enable the salesperson to build rapport, elicit more crucial 
information (i.e., intelligence) from the client for a better understanding and devise appropriate strategies (i.e., adaptive 
selling). Sales performance is “behavior evaluated in terms of its contribution to the goals of the organization” 
(Johnston and Marshall 2006,412; Rodriguez et al.2012). Though sales performance is categorized as relationship 
(behavior) and outcome-based performance, our focus is on to outcome-based performance. Past literature shows that 
practice of adaptive selling behavior is positively associated to salesperson performance (Rapp et al.2015; Sujan, 
Weitz, and Sujan 1986). 

Bandura’s (1986) social cognitive theory defines self-efficacy as people judgement of their capabilities to 
complete courses of action essential to accomplish designated types of performances. Based on this study, technology 
self-efficacy is referred as the degree to which an individual feels certain about his or her ability to utilize technology 
to achieve a specific task or job (Speier and Venkatesh 2002; Venkatesh 2000). Here we propose that salesperson self-
efficacy(moderator) influences the ability of utilizing social media technology for finding common grounds and buyer 
intelligence. 

Potential Contribution to Marketing Practice and Theory 
Theoretical development of ‘engaging in small talk’ and ‘buyer intelligence’ involves a lot of significance in 

marketing and sales literature in terms of its novelty and practicality. It’s a unique study through the lens of the B2B 
salesperson about social media usage for finding common grounds with the clients for engaging in relevant small talk 
with the buyer /buying center for building rapport leading to mutual disclosure of information (buyer intelligence) 
resulting in efficient sales performance coupled with enhanced profits. It offers ample opportunities for theoretical 
development as well as empirical research in the social media arena of B2B selling and building rapport. 
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Figure1: The Proposed Model on the Effect of B2B Salespersons’ Social Media Usage on Engaging in 
Small Talk for the Collection of Buyer Intelligence Resulting in Sales Performance. 
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Summary Brief 
The Importance of Delayed Gratification in B2B Sales 
Laura Munoz, University of Dallas, USA 
Rich Miller, University of Dallas, USA 
Sergio Robledo, University of Dallas, USA 

A field study demonstrated the positive relationship between delayed gratification, performance, and 
intentions to leave for salespeople in a Business to Business (B2B) environment. The study also confirmed that 
salespeople that have consciousness traits increase their delayed gratification, and how neuroticism reduce the ability 
to exercise it.   

Salespeople have play a key part for organizations revenue, as they are responsible for business development, 
creation of new accounts, and upselling of existing accounts  (McFarland, Rode, and Shervani, 2016). Additionally, 
in many instance salespeople are the link between customer and the organization they represent, making them the 
primary marketing tool in business to business (B2B) sales (Baldauf & Cravens, 2002).  Along with sales performance, 
companies must focus on reducing salespeople turnover (Buciuniene & Skudiene, 2009; Griffeth & Hom, 2001) as it 
is one of the key factors that negatively influences sales performance, customer loyalty, and creates unpredicted 
expenses (Buciuniene & Skudiene, 2009).    

Delayed gratification, the ability to effectively self-manage goals and objectives (Mischel & Ayduk, 2004), 
is paramount for long B2B sales cycles because salespeople need to have the patience to properly develop the sale 
(Tice, Bratslavsky, & Baumeister, 2001). This trait is important because buyers need to perceive that salespeople 
understand the importance of finding the appropriate solution and to ensure the buyer’s needs are met instead of 
rushing into a solution merely because it is time to close the sale. Research has found that based on their orientation 
towards delayed gratification people will act  upon their intentions to leave an organization (García-Chas, Neira-
Fontela, & Castro-Casal, 2014). Regardless of the turnover model, one point remains constant: the cardinal 
relationship between intention to leave and turnover (Cohen, Blake, & Goodman, 2016). To date, intention to leave 
remains the best indicator to predict actual turnover (Bertelli, 2007). Therefore, delayed gratification can be a key trait 
for salespeople in B2B. 

Individuals need to exercise self-management to restrain the impulse of obtaining a proximal reward (Tice et 
al., 2001). Self-management behaviors have several dimensions, such as self-assessment, goal setting, self-monitoring, 
time management, self-evaluation, and self-regulation (Frayne & Geringer, 2000). An important characteristic of self-
regulation is how individuals manage their goals, plans, and hopes (Nuttin, 2014). To manage goals and objectives, 
people need to control their gratification impulses, and they can do this by using willpower as part of their self-
regulation mechanisms (Renn, Allen, & Huning, 2011). Delayed gratification is one of the most important aspects of 
self-regulation (Tobin & Graziano, 2006). Its mechanisms allow a person to adapt his or her behaviors to meet the 
demands of the environment (Doerr & Baumeister, 2010). Still, individuals react differently when trying to obtain 
rewards; some prefer immediate benefits, while others can delay such rewards, if it serves a more important goal in 
the future (Bandura, 1977; Mischel & Ayduk, 2004).  

Delayed gratification is correlated with the resistance to receive an immediate reward in favor of receiving a 
greater reward at a later time. It is defined as a self-imposed mechanism that helps to keep the focus on a longer-term 
goal (Mischel, 1973). Liu, Wang, and Jiang (2013) argued that delayed gratification is divided in two phases: 
abandoning the “temptation” of taking the “easier” reward and waiting for a better reward. For this paper, delayed 
gratification is defined, using the latter element, as the ability to select a future goal instead of an immediate one 
(Graziano & Tobin, 2013). For B2B salespeople, delayed gratification is an important trait as they may jeopardize the 
closing of a sale if they try to close the it too soon, or “leave money on the table” by not tapping into additional 
possibilities if they had waited.   
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Four hypotheses were developed in this study: H1: Conscientiousness of a salesperson is positively related 
to delayed gratification; H2: Neuroticism of a salesperson is negatively related to delayed gratification; H3: Delayed 
gratification is positively related to salesperson performance; H4: Delayed gratification is negatively related to 
salespeople’s intention to leave their company. 

A sample of 242 salespeople was used for this study where the participants were asked to answer an online 
questionnaire. This research was done during the winter of 2018. Participants included salespeople that engage in B2B 
sales with at least two years of sales experience. Two different B2B sales groups were used to comprise the study 
sample: a telecom group and an internet panel group. The telecom group, constituted of salespeople of this industry, 
was used based on the researcher’s access to this group. The Qualtrics internet panel group was used to increase the 
sample size, which increased generalizability by having additional industries represented; thus, creating a larger and 
more diverse sample. For the telecom group, an invitational email was sent to 157 salespeople. Regarding the internet 
panel group, 146 respondents were surveyed. Compiling the panel responses took 14 days.  

Delayed gratification was measured using the 12-item Generalizability of Deferment of Gratification 
Questionnaire (GDGQ) developed by Ray and Najman (1986). The questionnaire uses a 5-point Likert scale, with 
ranges from “strongly disagree” to “strongly agree. Conscientiousness and Neuroticism will be measured using the 
Big Five Inventory (BFI) developed by John and Srivastava (1999). The BFI has 44 questions to measure the five 
personality dimensions using a 5-point Likert scale, as this study is just measuring two of the five personality 
dimensions, the questionnaire has 17 questions, 9 for conscientiousness and 8 for neuroticism. To evaluate 
performance, the self-evaluation seven question questionnaire created by Behrman and Perreault (1982) was used. 
The scale uses a 5-point Likert scale, ranging from “not easy for me” to “very easy for me.” Intention to leave was 
measured by the five-question survey developed by as an adaptation from the scales created Ganesan and Weitz (1996) 
which used a 5-point Likert scale. 

The demographics of the sample were as follows: 142 (59%) were male and 100 (41%) were female, the 
mean age of the respondents was 44 years old, the largest groups being 51-60 years old (28%) and 31-40 years old 
(26%). The mean for sales experience was 17 years. The sample consisted of 33 industries, as expected the largest 
was telecom with a 38%, followed by business services at 10%. The race distribution was as follows: White with 82%, 
Asian with 8%, and African American with 6%. 

The parameters that define the structural model are the common method variance (CMV), the model 
relationships relevance (path coefficients, β), the explained variance (R2), the effect size (f 2), the predictive relevance 
(Q2), the effect size (q2), and the goodness-of-fit (Hair, Hult, Ringle, & Sarstedt, 2016). Additionally, the use of 
anonymity for the survey respondents helped to reduce social desirability, which is an important component of CMV. 
The study used the three commonly used techniques to reduce CMV: the use of Likert-type scales, the randomization 
of the order in which indicators appear in the survey, and the utilization of reverse coded questions. 

To establish the relevance of the relationships between the model constructs, the β for each of the connections 
was calculated. These calculations used bootstrapping calculations to identify the t-statistic values for each of the 
constructs to measure the significance of the relationships between them. All the model paths, conscientiousness to 
delayed gratification (β = .483), neuroticism to delayed gratification (β = -.419), delayed gratification to sales 

performance (β = .564), and delayed gratification to intentions to leave (β = -.315) had p values smaller 
than .001. Once the path relevance has been measured, the model’s predictive accuracy (R2) is calculated by dividing 
the variance explained in the endogenous constructs by the exogenous constructs. Delayed gratification showed a 
moderate R2 value of .705, which is significant (p = .000); sales performance also had a moderate effect because its 
R2 value was .319, which is significant (p = .000); intentions to leave had an R2 value of .100, which is weak, and had 
a non-significant effect.  

Effect size (f 2) measures the change of R2 in an endogenous construct after an exogenous construct is 
removed from the calculations The effect between conscientiousness and delayed gratification (.364) was strong and 
significant (p = .012) supporting hypothesis 1, while the effect between neuroticism to delayed gratification with a 
value of .275 was considered moderate and significant (p = .045), thus supporting hypothesis 2. The effect between 
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delayed gratification and sales performance (.466) was strong and significant (p = .027), such values support 
hypothesis 3. Finally, the effect that delayed gratification had over intentions to leave (.110) was moderate and 
significant (p = .039), providing support for hypothesis 4. The effect size q2 allows assessing each exogenous 
(independent) construct predictive relevance for a specific endogenous construct. The effect value for 
conscientiousness to delayed gratification was weak (.025), as well as the one from neuroticism to delayed gratification 
(.038); the q2 values. Table 2 shows the relevant statistical values that validated the four study hypotheses. 

Organizations often try to delineate and understand what makes individuals perform to a high level and how 
to increase employee retention (Bucieniene & Skudine, 2009), while employees try to find ways to be more 
competitive in the marketplace and to make the best decisions about whether to stay or leave an organization (Lee, 
Mitchell, Sablynski, Burton, & Holtom (2004). The results of this study support a significant relationship between 
delayed gratification - a self-discipline-based construct, sales performance, and intentions to leave. This impact is 
larger for sales performance than for intentions to leave.  

A key finding uncovered in this study was the direct relationship that delayed gratification has with 
conscientiousness and intentions to leave. Salespeople with strong self-discipline are better at managing their tasks 
and goals; hence will be able to self-regulate their behaviors and apply delayed gratification when it is important for 
their long-term achievements (Nuttin, 2014). Also, salespeople who effectively manage negative feelings such as 
anger, aggressiveness, and anxiety decrease their ability to act on impulse. Ultimately, this study showed that 
conscientiousness and neuroticism have a significant effect on whether individuals display delayed gratification. The 
importance of this study is that it is one of the first to support such relationships for salespeople. As a result, both 
individuals and organizations can better understand the value that delayed gratification brings to business relationships 
and business outcomes.   

The validation of the positive relationship between delayed gratification and sales performance from this 
study positions delayed gratification as an additional construct that has a positive relationship with salespeople’s 
performance in the B2B space. While no single construct will be the only one that contributes to sales performance, 
the positive results of this research highlight the importance of delayed gratification as an additional behavior that, 
when used properly, increases salespeople’s performance. 

Regarding future research, organizational commitment showed a significant impact as a control variable; 
hence, it could be introduced as a construct within the model, instead of as a control variable. Job satisfaction has been 
related to intentions to leave (Carsten & Spector, 1987; Locke, 1976; Mobley, Griffeth, Hand, & Meglino, 1979; 
Spector, 1997), and can be introduced to the model as a direct relationship to job satisfaction with delayed gratification 
as a moderator. 
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Summary Brief 
The Habits of Highly Effective Marketers: An Analysis 
of Marketing through Analogy 
R Wixel Barnwell, Longwood University, USA 
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 
Michael Levin, Otterbein University, USA     

In their seventh annual special session, the panelists will use the lens of the Covey’s habit of highly effective 
people offer fresh perspectives on marketing. Creativity inspired by the intersection of disparate disciplines and the 
relevance of analysis through analogy are well documented. Applying the revered self-management principles to the 
larger marketing world, additional insight might be gained. This special session extends the well-received panel 
discussions of going back to 2014. 

Think Win-Win & Synergize 
Just as win-win summarizes a spirit of mutual benefit, synergy focuses on cooperation with open-mindedness. 

These principles have both be embraced to great benefit and ignored to extreme detriment. With concepts like 
coopetition [sic] (Brandenburger & Nalebuff 1996), collaborative licensing, the breaking down of silos, and value co-
creation outstanding result have been achieved. For even with competition there are still opportunities for mutually 
beneficial cooperation.    

Be Proactive 
Hunt (2000) differentiates between proactive and reactive innovation in achieving or maintaining positions 

of competitive advantage.  Atuahen-Gima et al. (2005) find that proactive market orientation has a positive impact on 
new product development.  Blocker et al. (2011) find proactive market orientation can help create customer value. 
Finally, Wallenburg (2009) look at proactive improvements in the supply chain field.   

Begin with the End in Mind 
The allocation of resources remains a key competent in the process of competition because this decision 

reflects the organization’s understanding of both the competitive position of the firm and competitors and the 
corresponding financial condition. While all firms in the market have access to the same set of resources, the amount 
or condition of these resources varies by firm. To help managers better allocate these scarce resources, it is suggested 
that managers Begin with the End in Mind. By focusing on organizational performance in the form of strategic goals, 
managers can then allocate resources with purpose. 

Put First Things First 
Prioritization is not an easy things to do. Advertisements and other forms of marketing that bury what should 

be the primary message are both ineffective (Sullivan & Bennett, 2012) and potentially harmful, resulting in brand 
confusion (Poiesz & Verhallen, 2015). This prioritization and determination of what is significant and what is not is 
the key to success or failure.       

Seek First to Understand, Then to be Understood 
Covey (1989) insists that emphatic listening is the key to understanding people and building meaningful 

relationships. Indeed, the Marketing Science Institute (2020) prioritizes understanding and mapping of the customer 
journey to identify benefits that the firm can provide. But, in the age of big data where marketers increasingly turn to 
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opinion mining, social listening, and sentiment analysis to understand the mind of the consumer, are we seeking to 
emphatically understand our customers, or merely seeking ways to improve brand positioning? 

Sharpen the Saw 
As firms rely on engagement from users on social media, they often look to the fringes of social media to 

stay relevant. Whereas a brand engaging in behaviors like insulting other brands, leveling sarcasm towards consumers, 
and even outright rudeness and contempt might seem egregious, these tactics are now often used as strategies to stand 
out in social media. How do these destructive behaviors align with firms attempting to sharpen the saw to improve 
mental, physical, and spiritual health? 

Find Your Voice and Help Others to Find Theirs 
Firms have been using their platforms to speak out on various issues for decades, and the effects of this 

advocacy has been recognized.  However, given the dynamic political and social environment of the first half of 2020, 
it is worth exploring the impact of firm activism (or lack thereof) and firms’ ability to inspire (or not inspire) consumers 
to follow suit in the context of social media strategies.  
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Summary Brief 
Through the Practitioner Lens: The Value of Branded 
Digital Marketing Certifications 
Holly A. Syrdal, Texas State University, USA 
Imani McDonald, Texas State University, USA 

The value of digital marketing certifications through the lens of marketing professionals and potential 
employers has yet to be investigated in academic research. To address this gap in the marketing literature, a 
qualitative pilot study was conducted. The findings provide insight into the value of these certification programs and 
may serve to assist marketing educators in the decision of which certifications to include in course curriculum. 

Introduction 
As the field of digital marketing continues to evolve, it is essential that marketing students keep up with 

emerging trends and learn relevant skills. One means through which students can attempt to sharpen their skills, boost 
their credibility, and possibly gain an advantage over competitors when they enter the job market is by obtaining 
branded digital marketing certifications (DMCs). These certifications provide free and/or low-cost training of a 
branded platform, service, or technology (Spiller and Tuten 2019). A wide range of certification programs now exist 
and options differ substantially in terms of monetary cost, required time and effort, and topic, with some offerings 
focused more on platform-specific training (e.g., Facebook Blueprint) and others covering concepts easily applied 
across multiple platforms (e.g., HubSpot Inbound Marketing).  

The benefits of obtaining DMCs are frequently touted in the popular press (e.g., Marketpro 2019) and 
marketing educators are increasingly incorporating them as course components (e.g., Laverie et al. 2020). However, 
educators often grapple with the question of which certifications should be included in the curriculum (Spiller and 
Tuten 2019; Staton 2016). One criterion that should be taken into consideration is the value DMCs hold for students 
when they enter the job market. The certifications that will help students stand out in a crowded field of applicants 
and possibly allow them to negotiate higher salaries should be the ones added to the curriculum. However, there is 
scant, and often conflicting, information available regarding which certifications are most valuable and which will 
actually result in a job applicant securing a higher salary (e.g., Marketpro 2019; Staton 2016).  

In-demand marketing skills include digital strategy, analytics, search engine optimization, social media 
marketing, project management, and user and customer experience design (Spiller and Tuten 2019). Marketing 
educators are continuously updating their curriculums to match the needs of the job market and many now utilize 
DMCs to provide “turn-key” content to supplement textbook material (Spiller and Tuten 2019). From the student 
perspective, many find obtaining DMCs to be an enjoyable experience and report significant learning (Key, 
Czaplewski, and Ferguson 2019). In addition, students perceive that certificates contribute more to their workplace 
readiness than a traditional marketing assignment (Key, Czaplewski, and Ferguson 2019). Pervious research 
demonstrates that certification programs are valuable for career preparation as they expose students to current 
marketing technologies and techniques (Kim, Hettche, and Spiller 2019). This exposure gives students confidence and 
preparation for their careers (Laverie et al. 2020). Additionally, some students report obtaining relevant certificates 
has helped them secure internships and even full-time jobs (Staton 2016).  

Recent research has assessed the pedagogical value of branded DMCs utilizing a content analysis 
methodology and has examined implementation considerations relevant for marketing course design (e.g., Spiller and 
Tuten 2019). The use of DMCs in the classroom has been further examined in terms of effectiveness based on student 
perceptions. Laverie et al. (2020) conducted a qualitative study of reflections written by students who obtained DMCs 
to fulfill the course requirements of a digital marketing course, as well as a quantitative study focused on the 
effectiveness of these certifications using survey data collected from students. The findings reveal a number of merits 
of incorporating certifications into marketing courses from the perspective of students.  
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However, the value of DMCs through the lens of marketing professionals and potential employers has yet to 
be investigated. To address this gap in the marketing literature, a qualitative pilot study was conducted with the aim 
of answering the following research questions: 1) Which DMCs are more likely to be included in the required or 
preferred qualifications in job ads for marketing positions?, 2) Which DMCs are perceived as more valuable by 
marketing professionals?, 3) What is the incremental monetary value in terms of higher potential salary or wages for 
job applicants in obtaining DMCs? The findings provide insight into the value of DMCs in the current job market and 
may assist with the decision of which certifications to include in course curriculum.  

Methods 
To explore industry perspectives of the value of DMCs, in-depth interviews were conducted with marketing 

practitioners with at least seven years of digital marketing experience. Potential informants were selected from 
personal business connections of the researchers (i.e., a convenience sample) and were recruited via LinkedIn message. 
Eleven marketers were initially contacted and five agreed to be interviewed (three men and two women). The 
informants, who hold middle- to upper-management positions, represent a variety companies in terms of industry and 
size. Descriptive characteristics of the practitioners are presented in Table 1. The interviews, conducted in a video 
conferencing format, were recorded and averaged about forty-five minutes. The recordings were subsequently 
transcribed and a qualitative analysis was conducted.  

Results 
An analysis of the data suggests that while DMCs are generally not listed among required qualifications for 

a marketing position, they are often preferred qualifications. The data further reveals that marketers place different 
“weights” on the value of DMCs based on the source of the certification program. Google certifications (e.g., the 
Google Analytics Individual Qualification Exam and the Google Ads Search Certification) are perceived to be more 
rigorous and have applicability beyond Google platforms. Additionally, while DMCs may not directly impact salary 
offerings made to prospective new marketing hires, the data suggest indirect impacts.  

Table 1: Marketing Practitioner Descriptive Information 
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Summary Brief 
Seven Technology Tools for Better Online Classes 
Elliott Manzon, Ph.D., University of Cincinnati 

We present seven technology tools that can be used to enhance live-streamed classes and video recorded 
lessons. We make recommendations on how improved web cameras, lighting, microphones, and other tools can be 
properly set up to maximize professionalism and the student experience. 

Introduction 
The move to online teaching has accelerated the need for professors to improve online teaching. In this 

presentation, we explore seven technology tools that can improve the quality, interactivity, and engagement of online 
classes.  

1) Dedicated Microphone
Students will be listening to your voice for hours and poor sound quality can significantly hinder their ability to
comprehend and follow a lesson. Good clarity is particularly important for non-native English speakers who are
following your lesson. The microphone on your laptop might be okay, but it is not going to be ideal for an hour-long
class where you need to keep students closely engaged and hearing every word. Therefore, we suggest looking at a
stand-alone microphone such as the Blue Yeti or the Blue Microphones Snowball. These models which are popular
with people who record podcasts, provide crisp, high quality sound while minimizing the impact of background noises.
These microphones often cost between $50 - $100, but the equipment will last you years of teaching.

2) Webcam Placement
Similar to the microphone, the video cameras built into laptops will provide okay quality, but a higher quality image
will certainly help with the engagement and professionalism of your video. High end models by Logitech such as the
C920 run in the $80-$100 range and can provide full HD quality. However, cheaper models such as the C270 cost
half as much and still provide good quality results although at a slightly lower resolution.
Beyond the webcam itself, another important factor is the placement of the camera. A separate USB camera, such as
the ones listed above, are easy to move to new locations. Ideally, your webcam should be at eye level or slightly above
eye level just above or below the screen that you are looking at. This webcam placement creates a more natural look
which more closely mimics a normal face-to-face conversation.

3) Lighting
Lighting has a major impact on the quality of the video that you will produce regardless of what webcam you are
using. A bright light should be placed in front of you illuminating your face. It is best to limit the amount of light
behind you such as windows or light bulbs which are visible in the camera image. Maximizing the light in the
foreground and minimizing light in the background will help your face be more visible and easier to follow.
Inexpensive LED lighting can be placed directly behind the camera creating sufficient lighting for streaming purposes
for $20 - $40.

4) Wired Ethernet
Even the best studio setup will not matter if the internet connection is poor. One of the easiest ways to significantly
improve your internet is to plug an Ethernet cable directly from your router into your computer. In many cases, you
will find that this wired connection will allow the uploading data transfer to go almost twice as fast. This allows you
to share a higher quality and more consistent audio and video stream for students. For computers that do not have a
built in Ethernet port, such as the Microsoft Surface, a USB adapter can be purchased for less than $10.
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5) Green Screen
A green screen allows users of many video streaming services, such as Zoom, the ability to place an image behind
themselves as the background. The benefit of using the green screen is that it allows for images such as a University
classroom or a professional office to be placed behind the professor. This is particularly useful for professors who
may find themselves teaching away from their standard office or for professors who would like to avoid having
students view their home setting.

6) Using a Second Monitor
A second external monitor is a valuable tool for hosting a live class session. The extra monitor allows for the
PowerPoint slide to be posted on one screen while the live stream video of the students is viewable on the primary
monitor. We recommend placing the webcam above the monitor with the livestream of the students on it to maximize
eye contact while the secondary monitor containing the PowerPoint can be glanced at for reference while moving
through a presentation. The additional monitor can significantly aid in managing the multiple facets of an online
lecture simultaneously by providing more room to view polls, chats, presentations, while still seeing the student images.

7) Your Favorite Music Application
Avoid the awkward silence that happens as students wait on Zoom for the class to begin by playing music. The “Share
Screen” function has an option to share the computer’s audio. Apps such as Spotify give the professor the ability to
create a playlist of songs to play prior to the beginning of the class session. This gives the professor the opportunity
to set the mood for class by playing some upbeat, positive, or relaxing music prior to the start of class which can help
students feel engaged in the class.
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Summary Brief 
Self-customizable Online Marketing Research Course
Michael R. Hyman, New Mexico State University, USA 
Wenkai Zhou, University of Central Oklahoma, USA 
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Susan D. Steiner, University of Tampa, USA 

Through self-customizable online courses, students can design more satisfying learning experiences that are 
more compatible with their needs and preferences. By choosing an assignment mix that provides more focused and 
personally relevant course content, students can balance their diverse interests and learning goals against course/ 
program-specific learning objectives. Anecdotal evidence gleaned from multiple sections of a self-customizable 
marketing research course suggests several course-design recommendations. 

Introduction 
Despite students’ diverse interests and learning goals, faculty often rely on standardized learning modules, 

assignments characterized by rigid rubrics, and inflexible deadlines (i.e., a ‘one size fits all’ pedagogical model). For 
faculty, standardization boosts grading efficiency (and objectivity across students), facilitates assurance of learning 
measurement, and avoids unfair treatment accusations because ‘all students are treated identically’. Unfortunately, 
students whose idiosyncratic interests and learning goals are ignored may resent personally meaningless course work; 
as a result, their course satisfaction and performance may suffer (Estelami 2012). 

Can self-customizable online courses balance diverse interests and learning goals against the need to address 
course/program-specific learning objectives and to assess course quality? The services marketing literature suggests 
the answer is ‘yes’. Through enhanced content and flexible deadlines, self-customizable courses give students greater 
control over learned material and tackled assignments (Wilson 2011). 

Anecdotal Evidence 
Because many undergraduates abhor technical detail and statistical analysis, Marketing Research often is an 

unpopular course. Also, online courses receive systematically lower evaluations than face-to-face courses (Young and 
Duncan 2014). When unengaged students perform poorly, they retaliate by submitting critical course evaluations. 
Thus, online Marketing Research courses, which generally are rated poorly by students, provide an ideal testbed for 
self-customized course design (Sun and Ganesh 2014). 

Since fall 2015, the first author taught four sections of a self-customizable online Marketing Research course. 
The mean grade earned was 2.51 (on 0.00 to 4.00 scale; n=196; σ=1.43), which is roughly three-quarters point lower 
than the mean grade for his college’s undergraduate courses. Despite his course’s technical nature, online admini-
stration, and meaningfully lower grades, his mean student evaluations of teaching scores on the two main items—
overall evaluation of teacher and overall evaluation of course—were 3.99 (σ=1.11) and 3.87 (σ=1.11), respectively. 
(Note: These items were assessed on a five-point scale ranging from 5=Excellent to 1=Very unsatisfactory.) These 
means, which are similar to the means for other courses his college offers, represent an almost 0.75 point improvement 
over his pre-2015 means for this course. Furthermore, students infrequently answered either of the worst two response 
categories—12.0% and 13.3%, respectively—indicating they generally found the instructor and course satisfactory or 
better. Hence, anecdotal evidence suggests that students prefer this structure for an online Marketing Research course. 

Design Recommendations 
To ensure sufficient mastery of essential course content, customization requires (1) a broad and varied assign-

ment mix, (2) a course structure that precludes students from earning a passing grade by completing assignments with 
identical or similar learning objectives, and (3) sufficient instructor-student interaction to facilitate student engagement 
and learning. To satisfy a diverse set of students, faculty could adopt a simple philosophy: to think of themselves 
predominantly as providing educational opportunities rather than certifying subject matter mastery. Faculty focused 
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on the former could base grades relatively more on learning effort (e.g., number and variety of assignments completed) 
and relatively less on exam or assignment performance, which many students prefer. 

Faculty adopting an educational opportunities perspective could offer online courses with an extensive menu 
of alternative assignments and exams that students can opt to complete or ignore. Students can earn points on each 
submitted exam or assignment, with their final grade determined by comparing total points earned to a predetermined 
grading scale (e.g., 900 or more points earns an ‘A’, 800-899 points earns a ‘B’, et cetera). Students completing a 
smaller fraction of assignments and exams still could earn a passing grade, whereas students completing a larger 
fraction of assignments and exams should earn a higher grade. 

Additional written assignments would encourage students to master course content and develop writing skills. 
Faculty would identify substantial sets of supplemental books, practitioner-centric articles, and practice-related videos. 
Students would read texts or view videos of interest and then write an essay relating that material to other course 
content or marketing practice. For example, essays on marketing research articles could include (1) research question 
description, (2) research methods summary, (3) research findings summary, and (4) research question/methods/ 
findings critique. By providing alternative reading or video content, students can explore personally relevant ones. 

Basic implementation strategies are crucial to avoiding problems. Faculty must create appealing alternative 
assignments requisite to a customized learning experience. To ensure relevance and enhanced student engagement, all 
assignments must relate sufficiently to a course’s domain. Assignments must vary meaningfully in content and style 
(e.g., commentaries on posted videos, short library research papers, case study analyses, interviews with subject matter 
experts). Earnable points must be commensurate with assignment difficulty and effort (e.g., ten-page library research 
papers can earn more points than two-page personal essays). Assignment design should be sensitive to macro-level 
skill development (e.g., critical thinking skills, written communication skills). 

Issues for self-customizable courses include student aversion to tough assignments and managing deadlines. 
As faculty must ensure course objectives are met, alternative assignments should be grouped by learning outcomes 
and structured to discourage tough-assignment avoidance. Passing students who fail to master course basics—for 
Marketing Research, proficiency in conducting and interpreting data analyses—would be irresponsible. Properly 
grouping and structuring assignments should ensure adequate skill and knowledge acquisition upon course completion 
(i.e., preclude ignoring key course objectives). 

Hence, each activity can earn a syllabus-specified maximum number of points, with course grade determined 
by total points earned. Three ways to implement this approach are: 

(1) Unrestricted menu choice. Students may undertake any menu option. Activities may vary substantially on content
coverage or mastery demonstration (e.g., term papers or projects, exams, short assignments).

(2) Restricted menu choice. Within each menu category, students may undertake a specified number of options. Faculty
could organize categories by content (e.g., questionnaire design) or assessment approach.

(3) Mix of required and elective activities. To ensure students obtain fundamental/core knowledge and skills, they may
be required to complete the same final exam or research project. At their discretion, students would complete
additional assignments.

Although self-customization encourages flexibility, faculty must ensure that students submit completed 
assignments on time. Syllabi must establish clear submission deadlines. Student autonomy gained at the cost of 
deluging faculty with end-of-semester submissions would sacrifice grading quality and revision time, especially under 
a multiple-submission policy. Although students without a university-sanctioned excuse are likely to file successful 
extension appeals with administrators, repeatedly reminding students via email about missed deadlines creates an 
electronic record useful in refuting grade appeals. 
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Summary Brief 
The Self- Brand Identity and Business Major Choices
Turkan Dursun-Kilic, West Texas A&M University, USA 
Ceyhan Kilic, Tarleton State University, USA 

The current study theoretically investigates the impact of the self-brand congruity on the student’s choice of 
major. More specifically, this study investigates the applicability of the brand personality concept to academic 
business majors and the effects of the self- brand congruity on interest in the major and related potential outcomes 
through a theoretical framework. According to the proposed theoretical framework, the interest in the major leads to 
several positive outcomes such as better student retention in the major, better GPA, and more satisfaction with the 
major choice. This study basically explores the notion that the student’s choice of the major is influenced by his/her 
interest in the major and examines interest in the major as a consequence of the self- brand congruity. If students view 
business majors having different brand personalities and try to match the perceived brand personality of their major 
to their own personality, higher education administrators need to pay a close attention to this issue. 
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Summary Brief 
Arab Refugees in Transition: Consumption and 
Family Identity, between (Re)construction and 
Maintenance
 Roua Al Hanouti, University of Lille, France 

This thesis research aims to explore the role of consumption in the (re)construction of family identity when 
going through liminal transition, associated to forced immigration. Integrating the family identity framework, and 
Van Gennep’s rites of passage theory, we intend to understand the identity (re)construction process that 
accompanies the onset of a refugeehood experience. The study is considering an ethnographic approach with Syrian 
refugee families settled in France, focusing mainly on their food rituals. The study aims to provide recommendations 
for policy makers to improve the well-being of refugee family through consumption. 

Since the year of 2015, the "refugee crisis" has created significant tensions within the European Union 
countries. The discussion is becoming critical and important, because refugees’ settlement is demanding those host 
countries to rethink the notion of borders, and the national identity. The Arab Spring has forced many people to leave 
their homes, and a great number of these Arabs went to North and West European countries, like France and Sweden. 
On the other hand, Syrian crisis was considered as the most dramatic humanitarian crisis, that have been faced 
(Fiddian-Qasmiyeh, et al. 2014). Moreover, France is providing a new home to those refugees, as it is one of the top 
accommodating countries in Europe.(Metcalfe-Hough  2015). 

Refugees are not considered as active participants in consumer culture, because they have many difficulties 
in evaluating products and making consumption choices (Kriechbaum-Vitellozzi and Kreuzbauer 2006). Not only that 
but also, they may encounter discrimination because of the stereotypical image associated to the refugeehood status. 
As a result, refugees’ families are undergoing serious challenges to their identities, and so to the integration in the 
French consumer culture. 

The dramatic life transition from one role to another makes their identity more salient. Thus, consumption 
can be used as a coping strategy to maintain, or (re)construct their family identity (Schouten 1991). Refugees dealing 
with liminal transition is an important context to study identity (re)construction that often entails vulnerability and 
generate difficulties for their lives and their well-being. However, the literature, lacks the discussion of collective 
identity in liminal transitions, like the case of forced immigration (Turner 1987). 

The felt liminality and consumer’s effort to deal with the loss of status can be important for the identity 
(re)construction process following the onset of a refugeehood. Taking into account family identity framework, 
immigration experience, and using Van Gennep‘s (1960) theory of rites of passage, the present thesis research aims 
to explore how refugees use consumption to (re)construct their identity. 

Our research will adopt the family identity framework proposed by (Epp and Price  2008). In this approach 
consumption serves as an analytical tool allowing us to better understand the challenges that those families face 
because of refugeehood status. Consumption helps family to adjust its identity when facing a disruption, or challenging 
transformative events (Epp and Price 2008, Epp and Price 2015). There are some communicative performances to 
signal collective aspects of the family in the marketplace, but according to (Falicov 1988), those communicative 
performances might be disrupted by life changes, like the changing the social status. Thus, how family responses to 
those changes will take part of its identity. 

On the other hand, the theory of rites of passage developed by van Gennep (1960) will help us to understand 
the (re)construction process, considering liminality. The rites of passage is basically described in three phases; 
separation from the social status (pre-liminal), transition to start a new phase and acquire a new status (liminal). Lastly, 
the re-aggregation (post-liminal), or the re-integration because the individual integrates in the society with his new 
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status. Individuals when going through the first rites, they may be attributed with some characteristics; they become 
weak since they are not members of the new group. Moreover, the second rites are associated to life crisis (the period 
of liminality), contributes to refugee’s vulnerability which also leads to problems when constructing identity. 
Importantly, the rites of passage framework can reveal what are the challenges those families face, and how they cope 
with it.  

Our research will be following a qualitative approach, more particularly with an ethnographic inspiration. 
Unlike other studies, considering refugees on camps, we have included refugees’ families who started to have some 
economic activity and considered as participants in the consumer culture. So, interviews will be conducted at their 
homes, to enable the researcher to generate more observations (Penaloza and Cayla 2006).  
Research results will help provide refugees with market access solutions that can help them improve their well-being. 
Since, we attempt to provide some approaches to formulate a perspective on shifting cultural, political and social 
circumstances of ethnic minorities on France. Especially that France is considered as less cosmopolitanism, comparing 
to some other European countries (Thomas 2013). To reduce the danger of having more fragmented cultural 
communities. 

Our work aims to bring theoretical contributions to the literature on family identity and consumption, more 
particularly in Arab culture and refugee situations. Such theories are often approached from an individualist 
perspective, and mainly in a North American context (Epp and Price 2008). We will attend to alter the primary unit 
of analysis, to include varied contextual identity need of family, assessing how prominantly producing or reinforcing 
family identity will figure in to the choice. In addition to analysing the collective response to the transition. Which 
responds to (Epp and Price 2011) call to study, the family identity formation when it is ecountering disruption and 
transformative events. 
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Summary Brief 
Investigating the Impact of Salespeople’s 
Emotional Labor on Selling Success 
Michel Klein, University of Montpellier, France 

Emotions and the management of emotions have a paramount role in personal selling. This paper proposes 
a conceptual framework that synthesizes key insights from the literature on emotional labor, i.e. emotion management 
in interaction with customers. Salespeople’s emotional labor has shown to have an effect on sales performance, 
however findings are very contrasted. A critical incident technique (CIT) survey was conducted to explore the impact 
of salespeople’s emotional labor on success and failure, during 454 sales interactions. Results indicate that failed 
sales interactions are associated with emotion management but also with customer mistreatment. Subsequently, a 
quantitative survey with 269 salespeople was undertaken to measure the effect of customer mistreatment on 
salespeople’s emotional labor, which impacts both their success and satisfaction. The moderating role of self-esteem 
was also considered. Findings show that customer mistreatment affects emotional labor dimensions, leading to 
attitudinal and behavioral outcomes. These effects are stronger for young salespeople. 

Introduction 
Emotions play a vital role in sales (e.g., Mulki et al. 2015). “It is essential for organizations to understand 

and manage salespeople's emotions. By monitoring the effects of emotions on the job, management can promote and 
enhance its sales force. However, the literature on salespeople’s emotions has been largely overlooked” (Cho, 
Rutherford, and Park 2013, 671). And critical affective processes in personal selling and sales management have not 
been studied sufficiently thus far (Erevelles and Fukawa 2013). Yet, the management of emotions is critical for 
salespeople in the marketplace (Mulki et al. 2015) and emotional labor has been shown to improve sales performance. 

Hochschild (1983, 7) defines emotional labor as “the management of feeling to create a publicly observable 
facial and bodily display”. She confers two dimensions on emotional labor: surface acting, and deep acting. Surface 
acting consists of keeping the expression of one’s emotions in check in a superficial fashion. Deep acting is a process 
by which employees change their internal feelings. In sum, when they cannot express what they feel, individuals may 
surface act (fake unfelt emotions, or display no emotion) or deep act (modify felt emotions, or suppress felt emotions). 
Ashforth and Humphrey (1993) suggest another dimension for emotional labor: the act of displaying genuine felt 
emotions, conforming with emotional “display rules”. The three dimensions of emotional labor are viewed as 
“emotional labor strategies” or “emotion regulation strategies”. 

A Conceptual Framework of Research Themes 
A conceptual framework of salespeople’s emotional labor is proposed. It summarizes the literature on 

emotional labor and existing research themes. The approach being interactional, the main insights from the emotional 
labor literature are organized in a bi-directional relationship perspective including the salesperson and the customer. 
The framework includes following themes: 1) salesperson’s cognitive appraisal; 2) salesperson’s emotion regulation 
strategies; 3) salesperson’s emotional display and impression management; 4) work event characteristics; 5) emotional 
contagion and customer’s emotions; 6) customer’s emotional display and feedback; 7) moderators; 8) consequences 
for the salesperson; 9) customer and sales outcomes. 

With regard to the consequences for the salesperson, the literature attributes to emotional labor either a 
negative influence on satisfaction (e.g., Brotheridge 2006) or a positive one (e.g., Wharton 1993). Vatansever and 
Karamaras (2017) identify a positive relationship between naturally felt and expressed emotions and job satisfaction, 
among salespeople. Conversely, the relationship is negative between surface acting and satisfaction. However, 
emotional labor is a predictor of job satisfaction in a retail context (Cho, Rutherford, and Park 2013). With regard to 
customer and sales outcomes, it is noteworthy that the literature is both sparse and conflicting regarding the impact 
on sales volume of salespeople’s emotional labor in interactions with customers. Researchers have found either a 
positive relationship (e.g., Brotheridge 2006) or a negative one (e.g., Sutton and Rafaeli 1988). Furthermore, some 
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scholars claim that compared to emotion management, emotional authenticity has a greater impact on customers’ 
attitudes and behaviors. 

Exploring the Impact of Emotional Labor on Selling Success 
Given that the body of literature on how salespeople’s emotional labor in interactions with customers impacts 

selling success is both sparse and conflicting, an exploratory study has been conducted. Based on a critical incident 
technique survey, the aim of this study was to investigate the impact of salespeople’s emotion management on selling 
success in sales interactions. 483 questionnaires were collected of which 454 were usable. Findings suggest that 
salespeople express genuine emotions during sales interactions. Results also show that salespeople’s emotional 
authenticity is associated with successful sales (32%). Salespeople’s control and dissimulation of emotions are 
associated with successful sales (73%) but also with sales failure (78%). Findings also demonstrate a 20% relationship 
between sales failures and the salespeople’s difficulties or inabilities to hide emotions, and to manage their own or 
their clients’ emotions. It must be emphasized that results reveal a 28% relationship between sales failures and 
customer mistreatment (e.g., anger, expressions of annoyance). 

The literature (e.g., Grandey and Gabriel 2015) suggests further investigation concerning the role of 
personal characteristics on emotional labor. However, studies examining the relationship between self-esteem and 
emotional labor strategies are very scarce. Thus, on the basis of the exploratory study findings and of existing 
literature, a quantitative study has been carried out. 

Measuring the Impact of Customer Mistreatment on Emotional Labor and its Outcomes 
The objective of this field survey with 269 salespeople was to investigate the effect of customer 

mistreatment on salespeople’s emotional labor strategies, which affect their success and satisfaction. The moderating 
role of self-esteem in this frontline mechanism was also considered. Structural equation modeling was used for data 
analysis. Findings suggest a significant positive relationship between customer mistreatment and both surface and 
deep acting. The relationship is negative with emotional authenticity. Surface acting relates negatively to salespeople 
satisfaction concerning encounters with customers. Emotional authenticity relates positively to this variable, and has 
a significant positive effect on the capacity to influence customers’ decisions. 

Furthermore, the capacity to influence customers’ decisions exerts an important impact on sales performance. 
Salespeople’s job satisfaction is highly and positively impacted by their encounter satisfaction. Besides, job 
satisfaction has a positive and significant effect on sales performance. In addition, the moderating effect of self-esteem 
on the respective relationships between customer mistreatment and emotional labor strategies was tested. As expected, 
self-esteem moderates the negative impact of customer mistreatment on emotional authenticity. Findings show 
different significant results for young individuals (i.e., 18-28 year old respondents). During sales interactions, young 
individuals tend more to manage their emotions rather than being emotionally authentic. However, for them, emotional 
authenticity plays a key role with regard to satisfaction and selling success. 
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Summary Brief 
The Effect of Loan Application Formats on Consumer 
Loan Decisions 
Alicia Johnson, University of Arkansas, USA 

Do different loan application formats affect personal loan requests? Two studies show that when consumers 
are asked to provide a monthly payment (vs. loan amount), they request different principal loan amounts. This is 
because consumers generate requests using numeric scales compatible with the response modes, which influence both 
the information consumers consider, and ultimately bias their request amounts. When consumers are asked to provide 
a monthly payment (vs. loan amount), consumers request an amount they deem affordable for (vs. the estimated cost 
of) their acquisition. Monthly payments are only weakly sensitive to cost; for a given term and interest rate, the 
monthly payment versus loan amount format results in higher principal amounts for low cost purchases, and lower 
principal amounts for high cost purchases.  

Introduction 
When consumers request to borrow money from federally regulated institutions, many loan applications ask 

consumers to provide a loan amount, while others ask consumers to provide a monthly payment. Additionally, 
interviews with eight consumer loan professionals indicate consumers have a preference to discuss monthly payments. 
Extant research on consumer borrowing consists primarily of experiments designed to assess consumer choices and 
understand how consumers evaluate loan attributes in relation to one another within consumer borrowing contexts 
(Kamleitner et al., 2012; Ranyard et al., 2006). Thus, prior research examines consumer responses to loan information 
rather than the generation of loan parameters at the time of financing. With important implications for consumers, 
marketers of financial products, and federal regulators, this research seeks to understand the role of consumer loan 
applications in the consumer loan decision making process. Specifically, this research considers the effect of consumer 
loan applications leading with monthly payment versus loan amount formats on principal requests and ultimately 
consumer willingness to proceed with those requests.  

Conceptual Development 
When asked to generate numeric values, consumers make use of contextual information to construct their 

responses (Bettman, Luce, and Payne, 1998). Notably, consumer responses are influenced not only by the information 
made available during the construction process, but also by the response modes used in the task (Slovic, Griffin, and 
Tversky, 1990). For instance, when asked to indicate the dollar amount one would demand to wait a specified number 
of hours, versus being asked to indicate the number of hours one would be willing to wait for a specified dollar amount, 
consumers recruit information compatible with and relevant to the response mode (dollars vs. hours) when 
constructing their numeric response (Monga, May, and Bagchi, 2017). Because consumers overweight attributes most 
similar to the response mode, responses violate procedural invariance. Consumers request amounts that differ between 
two normatively equivalent elicitation procedures (time vs. money). Bettman et al. (1999) suggest conflict among 
desired values can also underly the ubiquitous scale compatibility effect. When approaching a judgement that lack a 
clear, dominating option, consumers make trade-off among the attributes deemed most important and construct values, 
which notably are influenced by contextual factors, and can result in violations of procedural invariance.   

During the consumer loan application process, loan request elicitation procedures can involve either monthly 
payment or loan amount response modes. It is posited that consumers’ generation of loan requests will be influenced 
by these response modes and result in scale compatible numeric requests. Specifically, when asked to provide a 
monthly payment (loan amount), consumers will request amounts they deem affordable for (the estimated cost of) 
their loan purchase. For a given term and interest rate, I predict the monthly payment versus loan amount format will 
result in higher (lower) principal requests for lower (higher) cost purchases because consumers experience greater 
motivational conflict, which results in range-restricted monthly payments across cost levels. Notably, consumers are 
motivated to avoid debt, yet are financially constrained by their current income. Consumers’ debt aversion imparts a 
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desire for higher amounts while their financial constraint imparts a desire for lower amounts. These conflicting 
motivations prevent monthly payments from being sufficiently sensitive to cost.  

Key Findings 
I first evaluate the effect of the loan application formats on personal loan requests through an online 

experiment designed to replicate real world loan application interviews, with participants randomly assigned to either 
a monthly payment or loan amount condition. To compare responses across participants, monthly payments were 
converted into principal amounts using a given term and interest, which were also provided to participants prior to 
eliciting their request amounts. Results revealed participants requested significantly larger principal amounts in the 
MP (M = $6,193, SD = $2,561) versus LA condition (M = $3,113, SD = $2,560; t(144) = 6.94, p < .001, d = 1.20). A 
logistic regression with loan decision as the dependent variable indicated a significant effect of loan application format 
on decision to accept the loan (MP: 42.0% vs. LA: 67.1%, χ2(1) = 9.20 p = .002). Participants were less likely to 
proceed with the loan in the MP versus LA condition. Yet, aggregate loan totals in the MP condition were numerically 
larger than in the LA condition (MP = $170,834 vs. LA = $162,900), underscoring the potential financial impact of 
this seemingly minor intervention.  

To replicate results, a different loan purpose was used in the next study. Additionally, I sought to evaluate 
whether the presence versus absence of term and interest rate would impact participant request amount. Thus, 
participants were randomly assigned to a personal loan description absent versus present condition prior to completing 
their loan application. Results revealed participants in the monthly payment condition requested significantly larger 
principal amounts (MMP = $6,801, SD = $4,568) than participants in the LA condition (MLA = $4,800, SD = $4,567; 
t(286) = 3.65, p < .001, d = .44). The effect of income was also significant (b = $289, t(286) = 2.71, p = .007). Personal 
loan description, and the personal loan description by loan application format interaction were non-significant (ps > 
.38). Thus, providing consumers additional loan parameters, specifically the term and interest rate, prior to completing 
a loan application does not impact request amounts. A logistic regression with loan decision as the dependent variable 
indicated a significant effect of principal loan description (Absent: 42.8% vs. Present: 54.8%, χ2(1) = 4.22, p = .038), 
and income ( χ2(1) = 3.86, p = .049) on likelihood to accept the loan. Loan application format and the personal loan 
description by loan application format interaction were non-significant predictors (ps > .10). Thus, participants were 
less likely to proceed with the loan in the principal loan description present versus absent condition. Yet, they were 
similarly likely to accept the loan, if approved, regardless of the loan application format condition (MP: 53.3% vs. 
Present: 44.0%, χ2(1) = 2.55, p = .110). Again, aggregate loan totals in the MP condition were larger than in the LA 
condition (MP = $399,344 vs. LA = $361,500).  

Lastly, participants’ recruitments of scale compatible information were evaluated through self-reports of 
what participants thought about when making their requests. As predicted, when asked to indicate the primary factor 
of consideration, participants in the monthly payment condition indicated they thought of affordability (60.3%) while 
participants in the loan amount condition indicated they thought the price of their purchase (75.3%). These effects 
suggest that when generating loan requests, consumers are influenced by loan application formats because different 
loan application formats prime the recruitment of scale compatible values that influence consumers’ loan requests. 
Additionally, for a given term and interest rate, consumers’ requests subsequently influence their decision to proceed 
with the loan.  
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Summary Brief 
When Big is Bad: Brand Dominance and the 
Authenticity Deficit of Sustainable Products
Karen Anne Wallach, Emory University, USA 

Note: This is the author’s first essay of her dissertation. 

Brands are responding to the increasing importance consumers and society have placed on sustainable 
practices and products. However, no previous research has compared how consumers evaluate sustainability 
initiatives of existing brands and no research has considered the impact of brand size on purchase intent. Across seven 
studies, including a field experiment on Facebook, I demonstrate a negative bias that exists with consumer perceptions 
of brand size and sustainability related to perceptions of authenticity. This bias is tied to the inherent conflict of 
sustainability which is focused on “taking less” (i.e. less energy, chemicals, materials) and the prevailing measure of 
success in business which is focused on “making more” (i.e. more profit, production). With this paradox, the challenge 
of a brand becomes further amplified as the brand is perceived as bigger and more profit centric. While this 
authenticity deficit significantly impacts purchase intent, it can be attenuated with commitment or certification.  
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Summary Brief 
Designer as an Extrinsic Cue: Influence on Perceived 
Social Value 
Elif İdemen, Istanbul Technical University, Turkey 
A. Banu Elmadağ, University of Southern Mississippi, USA

Designer name as a product cue has increasingly been used by large companies in their marketing activities. 
This study focuses on the effects of designer cues on consumers' perceptions of social value. Via three experiments, 
this study reveals that designer cue has a positive impact on status-related prestige emotions and also perceptions of 
social value and purchase intention. Results show that the product's design needs to be original and different from the 
other products for the designer cue to provide social value through emotions. Additionally, the effect of social value 
on purchase intention is dependent on the product category's self-expressive value for consumers. That is, the designer 
cue increases purchase intention only if consumers perceive the product category as a means for self-expression. 
Finally, the effect of designer cue on purchase intention is stronger when consumers were involved in design more.  

Introduction 
Designer cue refers to the designer name that is presented with the product. Labels stating "designed by" can 

be seen in stores, on packages, websites, or directly on products. However, although providing designer related 
information to consumers is widespread in various kinds of industries, our knowledge is limited about how and why 
designer cues influence consumers' value perceptions about those products. This study focused on the mechanisms of 
the effects of designer cues on the consumer's perceptions of the social value of products. Although the literature has 
taken a step into examining the impact of the designer as a product cue, the role of the designer cue is investigated in 
specific contexts (i.e., user design) and the effect of the designer cue on product evaluations are indirect (e.g., Da Silva, 
Crilly and Hekkert 2015; Fuchs et al. 2013). Based on the existing gap in the literature, by conducting a series of 
experiments, this study aims to examine and reveal the emotional processes that create this social value for consumers. 
Boundary conditions of these processes, such as design newness, are also analyzed. Finally, the purchase intention of 
the designer cue is investigated through social value and how personal, and product-related factors such as consumers' 
design involvement and self-expressive value of the product affect this relationship. 

Background 
Drawing on the social signaling perspective, this study argue that those social utilities are conveyed through 

extrinsic and intrinsic cues that are associated with products. Social signaling refers to engaging in consumer activities, 
such as seeking, buying, accessing, and using products that aim to communicate information about themselves in 
social environments (Rucker, Levav and Lisjak 2014). In this study, we argue that designer cues are also important 
cues that can serve as signals of social status and increase the social value of the product due to their role in signifying 
the creative process that makes products distinct. Although research on designer cues is limited, some recent studies 
show that providing cues about the creative process behind the products is related to the valuation of products (Da 
Silva, Crilly and Hekkert 2015; Fuchs, Schreier and van Osselaer 2015). Along with these results, we hypothesize that 
providing information about the designers serves as a social signal and may increase the social value.  

The presence of a designer behind a product may have art-like effects on consumer perceptions. It can be 
argued that the creative and imaginative nature of design may provide the designer with an artist-like status in 
consumers' minds (Smith and Whitfield 2005). Because art connotes concepts such as sophistication and exclusivity 
(Lee, Chen, and Wang 2015), these perceived similarities may make consumers think they are having special products, 
which are marketed as designed by a designer. Therefore, we argue that designer cues arouse status-related emotions, 
which we called prestige emotions, such as feeling sophisticated and privileged. Products with a distinctive design 
can also be used by consumers to express their sophisticated tastes (Talke et al. 2009). Thus we argue that when 
products have higher perceptions of newness, designer cues are more effective in eliciting prestige emotions. Instead, 
designer cues in ordinary products may confuse the consumers and do not lead to the elicitation of prestige emotions. 
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Even products that are utilitarian or functional can also be purchased depending on their social value (Sheth, 
Newman and Gross 1991). Therefore, we propose that presence of designer cue has a positive effect on the purchase 
intention of consumers through prestige emotions and social value, respectively. Product categories that are perceived 
as high self-expressive provide symbolic and affective value (Baek, Kim and Yu 2010). Therefore, we hypothesize 
that the effect of perceived social value on purchase intention is higher if consumers perceive the product as a way of 
communicating self-image. We also propose that consumers' design-related inclinations, named "design involvement" 
in this study, determine their intention to buy a product with designer cues, which is perceived as socially valued. 
Consumers who care about design in their daily lives may be more likely to purchase products that are emphasized as 
"designed by." Hence, we hypothesize that the effect of perceived social value on purchase intention is higher if 
consumers assign more importance and value to design. 

Key Findings 
We employ three experimental studies to examine these hypotheses. The first experiment used an armchair 

as the product. Results indicated that perceived social value was higher in the presence of designer information than 
no-designer condition (t (138) =2.21 p= .028). Moderated mediation analyses also confirmed the interaction effect of 
perceived social value and design involvement on purchase intention (CI: .02 to .16) and the indirect effect of the 
designer cue on purchase intention through the interaction of social value and design involvement (CI: .00 to .09). 
Results also confirmed the moderation of the self-expressiveness of the product on purchase intention (CI: .01 to .16), 
and the moderated mediation process also confirmed. The second experiment used a coffee maker as the product. 
Result confirmed all hypotheses, except the mediation of social value. Without employing moderators, social value is 
an ineffective construct to produce purchase intention. In the third experiment, we tested the role of prestige emotions. 
Results showed significant interaction between designer cue and design newness on prestige emotions (F = 4.25, p 
= .04). We tested the serial mediation and moderated the mediation effect of the designer cue and design newness 
interaction on social value through prestige emotions was significant and did not include zero (CI: .02 to 1.09). 
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Summary Brief 
Effects of Color Lightness and Inter-Item Hierarchy 
Congruency on Consumers’ Preferences 
Myungjin Chung, St. Ambrose University, USA 
Ritesh Saini, University of Texas at Arlington, USA 

Introduction 
It is impossible to live a life without color. Given that we are surrounded by it, color has been studied as an 

important marketing tool (Labrecque and Milne 2012).  However, much of the consumer research on color has 
primarily focused on color hue and color intensity, largely ignoring the role that color lightness plays in consumer 
behavior (Hagtvedt and Brasel 2017). This is despite the fact that color lightness is a fundamental variable in visual 
perception and stimulus interpretation (Woods and Wilcox 2006). 

According to previous research, darker colors induce greater feelings of dominance, ruggedness and 
heaviness (Walker 2012; Valdez and Mehrabian 1994). Looking at all these findings collectively, it appears that they 
may stem from a common source – a more generalized association that consumers have between color darkness and 
hierarchy. 

 The current paper explores whether there is a metaphoric link between Inter-Item Hierarchy (IIH) and color 
lightness in packaging. We define IIH as the relative superiority of an item over another item. In a bundled set of 
detergent and fabric softener, detergent will be termed as a Higher-Hierarchical Item (HHI) and softener will be termed 
as a Lower-Hierarchical Item (LHI). A HHI, which refers to the product that has superiority over the other, can be 
perceived as more important, primary and dominant.  

According to Sunaga, Park and Spence (2016), consumers’ purchase intentions were enhanced when a lighter 
colored product was located in the upper shelf. Given this high regard for congruency in consumer preference 
formation, and our previous hypothesis that darker color is associated with HHI, we also predict that consumers will 
prefer a congruent bundle where a HHI package is darker than LHI over an incongruent bundle where a HHI package 
is lighter than LHI. Moreover, we have several factors that could mitigate the effect of color lightness and inter-item 
hierarchy congruence on consumers’ behavior such as evaluation mode, physical dissimilarity and need for structure. 

Nine studies provide converging evidence for our primary hypotheses. We first seek to demonstrate the basic 
association that people make between inter-item hierarchy and color lightness in packaging through three studies: 
Implicit Association Tests (study 1), Classification-Based Inferencing test (study 2), and Scenario-Based Inferencing 
test (study 3). We then illustrate the effect of congruence on consumers’ preferences with studies 4 - 6. In the last three 
studies (7 - 9), we test the moderating role of evaluation mode, physical dissimilarity, and need-for-structure. 

Key findings 
In study 1 (n = 212), participants completed the Implicit Association Tests. As hypothesized, people were 

quicker in making congruent associations such as higher hierarchy and darker colors and lower hierarchy and lighter 
colors than making incongruent associations such as higher hierarchy and lighter colors and lower hierarchy and darker 
colors (Mcongruent = .73 vs  Mincongruent = .88; t (212) = 5.00, p = .000).  

In study 2 (n = 155) and 3 (n = 160), participants were asked to make several choice decisions. They were 
exposed to two colors of products, darker and lighter on the same hue and saturation, and two higher- and lower- 
hierarchical items. Study 2 results show that 79.4% of the participants associated the HHI with the darker objects and 
78.3% of the participants associated the LHI with the lighter baskets. Study 3 results reveal that 86.9% of participants 
chose darker products for HHI and 84.4% of the participants chose lighter products for LHI. Both statistics are 
significantly higher than the null-effect benchmark of 25% (p = .000).  
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In study 4 (n = 146), participants were asked to imagine they need to buy Vitamin C. They were offered 
bundles where Vitamin C is paired with Spirulina, which came as an additional bonus item: one bundle was congruent 
where Vitamin C was in darker packaging than Spirulina and one bundle was incongruent where Vitamin C was in 
lighter packaging than Spirulina. The results show that people preferred congruent Vitamin bundles (Mcongruent= 64.2%, 
Mincongruent= 47.7%; β = .68, χ² = 4.01, p < .05).  

In study 5 (n = 207), we replicate the result of study 4 with a different product type: shampoo and conditioner 
bundles. As expected, the results show that people preferred the congruent bundle over incongruent bundle (Mcongruent= 
53.8% Mincongruent= 39.8%; β = .57, χ² = 4.11, p < .05).   

In study 6 (n = 399), half of the participants were told Class A (vs B) is more important class while the other 
half was told Class B (vs A) is more important class. Then they were presented with the two options of bundled 
notebooks and asked to choose one bundle that they would purchase. The results show that the manipulation method 
was successful (F(1,398) = 357.2, p < .00). More importantly, the results reveal that participants’ preferences for the 
notebook bundle was contingent on which class was more important (β = .52, χ2 = 6.67, p < .05).  

The next three studies reveal the existence of important moderators of the congruence effect between color 
lightness and inter-item hierarchy. Study 7 (n = 379) shows that congruence effect is enhanced when consumers make 
choice in joint-evaluation setting compared to separate-evaluation setting (β = .89, χ2 = 17.84, p < .000; MJE = 61% 
vs. MSE = 38%). Study 8 (n = 384) shows that congruence effect is stronger when physical similarity between the 
bundled items is enhanced (β = 1.48, χ2 = 37.41, p < .000; Mdissimilar = .53, Msimilar = .83). Study 9 (n = 219) shows 
participants who were primed to seek structure preferred congruent bundles more than participants who were primed 
to seek no-structure (β = 1.25, p < .05). 

The research reported here has examined three general issues. The first one was to demonstrate the tendency 
of people to associate darker colors with higher hierarchical items and lighter colors with lower hierarchical items. 
The second issue was to examine how the color lightness between items in a bundle affect consumers’ preferences. 
Specifically, it was demonstrated that congruence enhances preferences. Lastly, this research demonstrated the 
moderating role of evaluation mode, physical similarity and need-for-structure on the effects described above.   
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Summary Brief 
Bias with Last Names? An Empirical Study on 
Reviewers’ trustworthiness and Consumers’ 
Purchasing Intention
Emi Moriuchi, Rochester Institute of Technology, USA 
Mario Gonzalez-Fuentes, Trinity University, USA 

Consumers are frequently using online reviews to inform their purchasing decision. While there are studies 
that identify bias with ethnic endorsers and ethnic products, little is known with bias between reviewers’ ethnicity and 
consumer’s purchasing behavior. 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 cultural cues such as their last name and its impact on trustworthiness, their attitude 
and degree and their willingness purchase based on those reviews. .   

Introduction and Literature Review 
The Internet has played a vital role in consumers’ life. The abundance of information and the ease of 

accessing information allows consumers to communicate with each other and share information among each other. 
This results in a spread of virtual communication (Chen, 2012). This massive spread of virtual communication was 
made possible with the rapid development of information technology, e-commerce, and other Internet driven platform 
such as social media. As more and more people are reliant on the Internet for information, several platforms were 
created to allow consumers to have informed decisions during their purchasing processes. These information is 
commonly known as consumer-generated content (CGC) or consumers opinions or reviews. Studies (REF) have 
shown that online shoppers’ purchasing behavior is not only influenced by fellow consumers’ opinions, but is also the 
value they place on those opinions and trust towards those reviews.  

Values refer to the beliefs and concepts that governs a specific desirable state, which has an influence on 
behavior (Schwartz and Bilsky, 1987). Values shapes our action and mold our attitudes in different situations (Long 
and Schiffman, 2000). Perceived value “is the consumer’s overall assessment of the utility of a product based on 
perceptions of what is received and what is given” (Zeithaml, 1988). In prior studies, perceived value has been 
considered a salient factor to predict individual’s purchase behavior (Kim, Yim and Park, 2017; Parasuraman and 
Grewal, 2000). The theory of consumption values was developed by Sheth et al. (1991) and was differentiated into 
five consumption values that influence consumer choice behaviors. These values include functional, social, emotional, 
epistemic and conditional value. These values are independent of each other and makes a different contribution in 
different choice scenarios (REF).  Values are closely related to trust due to the perceived risk and uncertainty posed 
in an online market when compared to a traditional offline market. The lack of trust discourages consumers to purchase 
online (Moriuchi and Takahshi, 2019). Previous studies showed that consumers evaluate the effectiveness of the online 
review market because consumers pay attention not only to the review scores but also to other contextual information 
such as the reviewer’s reputation and higher exposure. While several studies perceived values toward online shopping 
has an impact on trust, there is little study on the perceived value on online reviews toward trust. Specially, the different 
dimensions (emotional, functional, epistemic) values toward trust, which ultimately has an impact on consumers’ 
online purchasing decisions. While consumers need to review several sources of reviews including those that are on a 
third-party review site, consumers tend to be bias toward how the review is written and who wrote those reviews. For 
example, when an Asian consumer were to decide on a Chinese restaurant to patronize, they would probably look at 
the reviewer’s name to determine the value and the authenticity of the review. Moriuchi and Gonzales-Fuentes (2019) 
found that there is bias when cultural cue such as facial features are used in reviews. In this study, we contribute 
toward the marketing literature to investigate consumers’ perceived value toward online reviews and their possible 
bias toward those reviews and their ultimate intention to purchase the products.  

H1: Perceived functional value has a positive impact on intention to purchase. 
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H2: Perceived emotional value has a positive impact on intention to purchase.  
H3: Perceived epistemic value has a positive impact on intention to purchase.  
H4: Perceived social value has a positive impact on intention to purchase.  
H5: Trust and Attitude mediate the relationship between perceived values and intention to purchase. 

Research Methodology 
An online survey was developed using Qualtrics. Three sets of stimuli were prepared: 1) A reviewer with a 

Chinese last name; 2) A reviewer with a Japanese last name and 3) A reviewer with a Caucasian reviewer. The gender 
of the revealed and the first name was represented by an initial. The last names were pre-tested to assess its accuracy 
for the country-of-origin cues. Respondents were randomly matched to one of three stimuli. Using a similar format to 
an Amazon product review, participants were presented with a strong and persuasive review. This review was also 
pre-tested to determine its persuasiveness. A sample of 454 young consumers aged 18-24, were invited to participate 
in the experiment and the participants were equally distributed across the three stimuli. These young consumers are 
frequent users of online reviews for their online purchases.  

Findings 
The CFA results show a good model fit for the 32-item model with χ2 = 1.468, df = 431, p= .000; 

Comparative/incremental fit indices (CFI)= .94; The Root Mean Square Error of Approximation (RMSEA) = .06; 
Normed Fit Index (NFI) = .85; and Tucker Lewis Index (TLI) = .93. Parsimonious fit indices consider model 
complexity and the results suggest a well-fitting model (PNFI = .73; PCFI = .82). All factor loadings (i.e., regression-
weights) are significant (p < .001).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, in accordance with Bagozzi and Yi (1988)’s criteria for 
internal consistency.  The results in this study show that the composite reliability (CR) has value higher than .88, and 
Average Variance Extracted (AVE) was .63 and above. All loading estimates were found to be significant (p < .00), 
with the lowest measured at .51 and the highest measured at .95. Computed from indicator standardized factor loadings 
and measurement errors (Hair et al., 2006), the average variance extracted (AVE) was found to range from 0.63 to 
0.78. Bagozzi and Yi (1988) suggested that the correlations among the latent variables are significantly less than 1, 
and the construct has 95 percent confidence intervals for each correlation coefficient. Because none of the confidence 
intervals includes 1, this test offers strong evidence of discriminant validity. Therefore, all constructs exhibit good 
internal consistency. 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 =50.76, df =48, p<.37) full metric invariance could be established and 
allows valid comparisons of relationships between the three groups: Chinese, Japanese and Caucasian reviewers. 
Overall fit measures of the “totally free” model indicated that the model was consistent with the data (χ2 = 2072.73, 
df = 1332, p = .000; CFI = .92; RMSEA = .04; TLI = .92). By constraining all structural coefficients to be equal in 
both groups, the model fit with χ2 = 2123.49, df = 204, p = .000; CFI = .92; RMSEA = .04; TLI = .92. The constrained 
model was significantly different from the free model (∆χ2 = 76.30, df =66, p = .01). Thus, it indicated that the model 
was moderated by ethnicity.  All relationships but three hypotheses, proposed by the theoretical model, are significant 

Discussion and Conclusion 
In general, the MEC theory was applicable in this study on reviews and perceived ethnicity of reviewers. 

Each types of consumption values had a different effect on trust for each perceived ethnicity. Based on the results, 
functional value had a positive effect on trust only for the perceived Japanese reviewer. Emotional value only has an 
impact on trust for the perceibed Chinese reviewer. Epistemic value has an impact on trust for Japanese and Caucasian 
reviewer. For social value, respondents only see it having am impact on trust when the reviewer is perceived to be a 
Caucasian reviewer. Among all the reviewers, trust has double the impact on intention when the review was written 
by a Caucasian reviewer. Chinese reviewer had the least trust toward attitude and the least trust toward intention to 
purchase. Between the Japanese and Caucasian reviewers, the results show that respondents show more favorable 
attitude toward reviews written by the Japanese reviewer, but showed a higher trust toward reviews written by a 
Caucasian reviewer. The results suggests that respondents tend to have a higher trust toward the same ethnicity 
individual. A possible reason why a Chinese reviewer’s reviewer did not receive much value toward respondents’ 
trust toward the review written is perhaps due to possible animosity and negative sentiment toward China. The data 
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was gathered during the COVID-19 pandemic. Future research could include a post pandemic longitudinal study to 
investigate whether the same result holds.  
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Summary Brief 
Comparing User Generated Branding and Brand 
Generated Advertising on Facebook 
Vaibhav S. Diwanjia* and Juliann Corteseb 
 Florida State University 

Using 669 active Facebook users, this research offers a framework for comparing user generated branding 
(UGB) and brand generated advertising on Facebook. UGB refers to “strategic and operative management of brand-
related user generated content (UGC) by consumers and brands to achieve specific goals,” (Burmann & Arnhold, 
2009, p. 3). Brand generated advertising incorporates firm-sponsored media and promotions strategies (Stuhfaut & 
Davis, 2010). Utilizing a between-subject design, this research investigated whether there were any differences in 
Facebook users’ attitudes and intentions based on the two sources.The findings generally supported UGB as an 
effective brand promotion tool on Facebook. 
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Summary Brief 
Artificial Intelligence (AI) and AI-Enabled Consumer 
Devices: Extending and Individuating the Technology 
Acceptance Model (TAM) to AI-Enabled Consumer 
Devices 
Kerry T. Manis, Texas Tech University, USA 

While AI is becoming more pervasive and revolutionizing every facet of a consumer’s experience, sparse 
attention has been paid to understanding AI from a consumer standpoint. This research addresses this gap by (1) 
delineating AI terminology for AI in general and AI-enabled consumer devices in particular and (2) examining two 
types of AI-enabled consumer devices, that is, smart speakers and smart displays. A modified version of the TAM is 
implemented by including privacy concerns as a key antecedent and purchase intention as a key outcome associated 
with the acceptance of an AI-enabled consumer device. A multi-group SEM is used to draw comparisons between the 
two AI-enabled consumer devices. This research shows that significant differences exist in use intention and perceived 
ease of use, privacy concerns impact in perceived enjoyment for smart speakers only, and a stronger relationship 
between attitude and purchase intention exists for smart speakers compared to smart displays. 

Artificial intelligence (AI) is revolutionizing every facet of the consumer experience, capturing the attention 
of firms and scholars alike (Brill, Munoz, and Miller 2018; Kolbjørnsrud, Amico, and Thomas 2016; Kowalczuk 2018; 
Schweitzer, Gollnhofer, and de Bellis 2018). While many firms are attempting to capitalize on AI by implementing 
AI into their operations (e.g., Safeway’s AI health clinics and Tyson using AI to plan productions and sales (Bunge 
2019; Murawski 2019)), some firms have and are developing AI-enabled consumer devices (i.e., hardware designed 
with AI capabilities developed primarily for a consumer to purchase). Of the AI-enabled consumer devices, devices 
(e.g., Apple’s iPhone) offering a voice assistant (e.g., Siri) are common. Recently however, some firms are offering a 
popular AI-enabled consumer device with a voice assistant termed a smart speaker. A smart speaker is defined as a 
device, activated by voice, using AI to perform tasks and to provide aural responses to consumer queries. Smart 
displays are an alternative to a smart speaker. Specifically, a smart display is defined as a device, activated by voice, 
using AI to perform tasks and to provide both aural and visual responses to consumer queries. Smart displays were 
introduced in 2018 and offer the same functionality as a smart speaker with the added feature of presenting information 
visually on a screen.  

Certainly, a voice assistant is not a new concept; Apple’s Siri has been available to consumers since 2011 
(Mutchler 2018). However, smart speakers, smart devices completely controlled by voice, are a relatively new concept 
with the introduction of Amazon Echo in 2014 (Lenovo 2018). Additionally, the low-rate of adoption of both smart 
speakers and smart displays coupled with scant empirical work in the domain of AI-enabled consumer devices 
suggests that understanding acceptance, use, and purchase intentions associated with AI-enabled consumer devices 
are of central concern to scholars, marketers, and firms alike (Nielsen 2018; Paxton 2018). 

Overall, the current state of the field leaves many unanswered questions such as: what beliefs do consumers 
have regarding AI-enabled devices? What attitudes do consumers have regarding AI-enabled devices? Do consumers 
have privacy concerns associated with AI-enabled devices? How do the beliefs, attitudes, and privacy concerns of 
consumers regarding AI-enabled devices impact consumer use intentions and purchase intentions associated with AI-
enabled devices? Do differences exist in the beliefs, attitudes, privacy concerns, and intentions of consumers regarding 
a smart speaker compared to a smart display? In sum, the purpose of this manuscript is to provide an objective 
assessment regarding (1) the likelihood of future use and future purchase intention of AI-enabled devices, (2) 
consumer beliefs and attitudes toward the use of and purchase of AI-enabled devices, (3) the impact of privacy conerns 
as a key antecedent, (4) the simultaneous impact of these elements via a parsimonious model explaining AI-enabled 
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device acceptance, use, and purchase intention, and (5) compare these models between two AI-enabled devices, that 
is smart speakers and smart displays. 

The results provide evidence of significant differences between perceptions of the smart speaker and the 
smart display by comparing the latent means of the constructs (Steenkamp & Baumgartner, 1998). Specifically, using 
the smart speaker condition as the baseline, there is a significant difference in perceived ease of use (Δ = 0.199, p = 0. 
056) and use intention (Δ = -0.201, p = 0. 007). All other constructs did not exhibit a significant difference between
conditions. Finally, the researchers tested an alternative model similar to the model presented in Kowalczuk (2018)
where privacy concerns directly impact intention to use and intention to purchase with no indirect effects. These
relationships were non-significant for both smart speakers (p = 0.932, use intention; p = 0.839, purchase intention)
and smart displays (p = 0.851, use intention; p = 0.124, purchase intention). Overall, the results indicate that the
hedonic aspects of AI-enabled consumer devices are the most important in shaping consumer’s attitude toward using
and attitude toward purchasing AI-enabled consumer devices.

This research leaves many opportunities for future research. For example, by addressing two different forms 
of AI-enabled consumer devices, this helps expand our theoretical understanding of how consumers prefer to be 
presented queried information, aurally alone or both aurally and visually. Specifically, some of the results presented 
in this research are counter-intuitive to conventional wisdom (Leahy, Chandler, & Sweller, 2003) because consumers 
had a significantly lower use intention for the smart display, a combined visual and audio AI-enabled consumer device. 
While these results could be contributed to the fact that consumers would rather opt for using their smartphone instead 
of using a smart display (eMarketer Editors, 2018), the evidence is surprising nonetheless. Hence, scholars should 
examine why consumers have a lower use intention associated with smart displays to better understand (1) the factors 
affecting the adoption of this innovation in particular and (2) the role of AI in the lives of consumers. 
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Summary Brief 
An Exploratory Study on Consumers’ Perceptions of 
Gamification 
Danielle Hass, St. Mary’s University, USA 
Ashley Hass, Texas Tech University, USA 
Mathew Joseph, St. Mary’s University, USA 

Over the past decade, gamification’s popularity has broadened to many industries and has become embedded 
as a part of consumers’ lives. However, there is little research that focuses on gamification from the consumers’ 
perspective. As more firms are employing gamification tactics, such as on their mobile apps, it’s important to 
understand how consumers perceive gamification. Further, as the protection of privacy and how firms behave with 
our data has been increasingly on consumers’ minds. To investigate consumers’ perceptions of gamification, we 
conducted an initial study involving both qualitative and quantitative methods to gain a foundational understanding. 
Our findings indicate that consumers have positive attitudes toward gamification tactics as long as the rewards are 
sufficient. 

Introduction 
 Since its implementation, gamification tactics have been used in a range of industries and contexts, such as 

retail, food and beverage, education, and healthcare. Practitioners predict that the gamification market will grow from 
$9.1 billion to $30.7 billion by 2025 (Gupta, 2020).   

 Previous research has investigated gamification used in the context of education, healthcare, and the 
workplace perspective. However, there has been little research on consumers’ perceptions of gamification and whether 
they find these tactics employed by firms as ethical or not. To investigate this, we conducted two focus groups to gain 
a preliminary understanding of consumers’ perceptions of those who use mobile apps that employ gamification tactics. 
Our research answers calls to gain insights on consumers’ perceptions of gamification (Behl & Zhang, 2020), and we 
find that consumers overall have positive attitudes as long as the rewards are sufficient. Further, we find that 
consumers do not find gamification as unethical. 

The literature shows that there are distinct types of frameworks of gamification and they adapt per the context 
that they are in. Some gamification frameworks highlight sustainability of the desired impact of gamified applications 
such as flow, purpose, mastery, and relatedness (AlMarshedi et al., 2015). Another includes a framework of the design 
dimensions of gamification when employed in online surveys to make them more engaging to fill (Harms et al., 2014). 
Most gamification designs are user-centric (Mora et al., 2017). In a study of TripAdvisor’s user-centric ‘Funware’ (a 
gamification tactic), users gained significantly higher experiential values, higher engagement, and felt their trip 
planning was more interactive and social (Sigala, 2015). Further, when installing this user-centric framework into an 
e-banking system, gamification was beneficial and impacted user socialness and motivation (Rodrigues et al., 2016).

The ethics of gamification have been studied within the marketplace. Concerns lay with the data collected 
from gamification, however, there are ways to protect users' data and mitigate risks related to gamification (Mavroeidi 
et al., 2019; Shahri et al., 2014). In enterprise teamwork, they found it useful before implementing gamification tactics 
in the workplace, for managers and employers to do a risk identification process because gamification can be a source 
of tension (Algashami et al., 2019). Another framework highlights that practitioners and designers should be cautious 
when implementing gamification tactics on their employees (Kim & Werbach, 2016). Overall, it is important to 
understand the ethics of implementing gamification. Although there haven’t been any ramifications to date, there is 
potential for unethical practices, and as it becomes more popular it is up to businesses to ensure that there are no 
exploitative practices (Thorpe & Roper, 2019). In recent years, researchers studied the extent of exploitation with the 
use of gamification in the workplace from the employee perspective, though there were no findings that showed that 
gamification was morally wrong or exploitative (Kim, 2018). However, that is not to say that it will not become that 
way if there are no regulations (Thorpe & Roper, 2019). In sum, most of the gamification research on ethics comes 
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from the perspective of the workplace. To the best of our knowledge, there has been little research on consumers’ 
perception of gamification and the ethics of using it. 

Method 
To gain insights into consumers’ perceptions of gamification, we conducted two focus groups followed by 

an exploratory study at a southwest university in the United States. The purpose of the two focus groups was to inform 
some questions in the exploratory study and other future studies on consumers’ perceptions of gamification because 
there is a lack of foundation in the current literature from the consumer perspective. Qualitative research, such as focus 
groups, and exploratory studies can be used in the context of discovery (Hunt, 2010). 

Results 
Overall, consumers reacted to gamification favorably and open-ended responses reflected insights gained in 

the two focus groups. General attitudes of consumers were overall favorable (bad/good, unfavorable/favorable, 
unpleasant/pleasant, dislike/like) were significantly positive (M = 5.57, t(160) = 16.41, significantly above scale 
midpoint, p < .001). Consumers specifically enjoyed the rewards that firms’ used (M = 5.91, t(160) = 17.7, p < .001), 
enjoyed trying new things from challenges (M = 4.99, t(160) = 8.47, p < .001), were excited when they earned a reward 
(M = 5.69, t(160) = 14.48, p < .001), and felt that they purchased more from companies that use gamification tactics 
(M = 4.6, t(160) = 4.32, p < .001). For consumers’ the monetary value of the reward mattered (M = 5.31, t(160) = 
10.92, p < .001).  

Conclusion 
Based on our findings, we provide some preliminary evidence on consumers’ perceptions of gamification. 

Although gamification has been studied in the context of education, healthcare, and used in the workplace, consumers’ 
perceptions of firms using gamification tactics has been understudied. Specifically, our two studies provide us a 
roadmap for continuing our research to answer calls for understanding gamification further (Behl & Zhang, 2020).  
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Summary Brief 
Assembled vs. Deconstructed? 
An Examination of To-Go Food Packaging 
Presentation Formats 
Marissa Orlowski, University of Central Florida, USA 
Sarah Lefebvre, Murray State University, USA 

The impact of packaging attributes on consumer perceptions has received attention across disciplines. In a 
foodservice context, operators have numerous options of how to packaging food items. Despite this, the investigation 
of to-go food packaging presentation remains underexplored. This study attempts to narrow this gap by examining 
how the packaging format of a to-go meal influences consumer satisfaction through perceived portion size. 

Introduction 
A critical area of change in the foodservice industry is the amount of food purchased for consumption off-

premise (e.g., drive thru, take out, or delivery). In 2019, it was estimated that nearly 60% of all foodservice occasions 
are now off-premise (National Restaurant Association 2019). This creates numerous decisions for foodservice 
operators, who must consider not only what type of to-go packaging to use, but also the presentation format. This 
research focuses on a common packaging presentation decision: to package the to-go meal as it would be plated in the 
restaurant (i.e., assembled) or to package the meal components separately (i.e., deconstructed). Extant literature has 
examined product packaging as a source of information for consumers that aids in forming expectations of product 
attributes such as taste, quality and purchase intent. Despite the empirical evidence suggesting the importance of food 
product packaging decisions, investigation of to-go packaging presentation remains underexplored.  

We propose the packaging presentation format (i.e., assembled vs. deconstructed) is likely to influence 
consumer perceptions and in turn, overall experience, due to the level of processing fluency. Processing fluency is 
defined as “a subjective feeling of ease or difficulty associated with any type of mental processing” (Graf, Mayer, and 
Landwehr 2017, p.394). While high levels of processing fluency have been found to increase hedonic product 
perceptions and overall evaluations (Gmuer, Siegrist, and Dohle 2015; King and Janiszewski 2011), difficulty with 
processing fluency can lead to misperceptions (Song and Schwarz 2008). For instance, wine was rated to taste poorer 
when the font used on the label made it difficult to process (Gmuer, Siegrist, and Dohle 2015). Based on the 
aforementioned literature, the following hypotheses were developed and examined: 

H1: A to-go food item will be perceived as larger when it is packaged in an assembled (vs. deconstructed) 
packaging presentation format.  

H2: Perceived portion size will mediate the effect of packaging presentation format  
(assembled vs. deconstructed) on satisfaction.  

Methods 
One-hundred and sixty-nine students (75% female, Mage = 23 years) were recruited at a university in the 

southeastern United States. Participants completed a single-factor between-subjects experiment with two conditions 
(presentation: assembled vs. deconstructed) in exchange for extra credit. Participants were seated at partitioned 
workstations and provided with a QR code to scan with their smartphone, which took them to the online simulated 
delivery scenario. Participants were guided through ordering a chicken parmigiana meal from an Italian restaurant and 
completed the fictional transaction in a format identical to existing third-party food delivery platforms. While waiting 
for their online food order, participants completed a separate filler task unrelated to food.   
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Approximately 25 minutes later the food order was delivered to the participant in an unmarked food delivery 
bag. Inside the bag, the meal was packaged in one of the two presentation formats (i.e., deconstructed vs. assembled). 
After reviewing their meal, participants were asked “How would you rate the portion size of the chicken parmigiana?” 
(1 = very small, 7 = very large) and “How would you rate your satisfaction with the chicken parmigiana?” (1 = 
unsatisfied, 7 = satisfied).  

Findings 
PROCESS Model 4 with 5000 bootstrap samples was used to assess the effect of packaging presentation on 

satisfaction through perceived portion size (Hayes, 2017).  In support of H1, the main effect of packaging presentation 
(0 = deconstructed, 1 = assembled) on perceived portion size was significant (a = 0.495, p = 0.01). Perceived portion 
size was positively related to satisfaction (b = 0.530, p < 0.001). Furthermore, while the indirect effect of packaging 
presentation on satisfaction was significant (effect = 0.26, 95% CI from 0.07 to 0.49), the direct effect of packaging 
presentation on satisfaction became non-significant (effect = 0.02, p = 0.94). Together, these findings provide evidence 
of full mediation, in support of H2.   

Discussion 
The influence of product packaging on customer perceptions of food products and their experience has 

received attention across disciplines (e.g., hospitality, marketing, food studies). Yet, the area of food packaging and 
presentation of to-go meals in the foodservice sector has remained underexplored. This research presents two findings 
which contribute to bridging this gap in the literature. First, our results suggest when to-go meals are packaged in an 
assembled presentation format, consumers perceive the portion size to be significantly larger than when presented in 
a deconstructed format. This adds to the literature on inter-attribute misperceptions by demonstrating how information 
from one product attribute influences perceptions of another attribute when an objective information source is lacking. 
Second, our findings also demonstrate that, as predicted, the larger perceived portion size resulting from the assembled 
packaging presentation increases satisfaction with the to–go meal. This demonstrates the downstream impact of to-go 
packaging decisions on the consumer experience. 
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Summary Brief 
Service Learning: Trials, Tribulations, and Triumphs 
Benjamin Garner, University of North Georgia, USA 
Parker Woodroof, University of Central Arkansas, USA 
Ream Shoreibah, Birmingham-Southern College, USA  
Samer Sarofim, California State University, Fresno, USA 

Faculty members are increasingly urged to demonstrate how their teaching results in and generates impact 
for students and the community. This has led to more attention being paid to high impact educational practices and 
outcome-based learning. This panel will explore the challenges and triumphs of one of those practices: service 
learning.    

High Impact Educational Practices 
High-impact educational (HIP) practices are increasingly becoming important as higher education seeks new 

ways to demonstrate the value of university education to better prepare students for the workplace. One HIP practice 
that creates significant outcomes for students is service learning. Service-learning projects allow students the 
opportunity to partner with organizations in the community and apply their book learning with real-world experiences 
and practice. At the same time, there are significant challenges that instructors face when it comes to aligning students 
with appropriate organizations and ensuring positive outcomes. It increases the administrative headache for faculty 
and requires more bandwidth to coordinate and make successful. This panel will explores the trials, tribulations, and 
triumphs of service learning and seek to explore best practices in this HIP pedagogical practice. The AACU (American 
Association of Colleges & Universities) has put forth a handout that outlines eleven HIP practices for instructors in 
colleges and universities. These include:  

• First Year Seminars & Experiences
• Common Intellectual Experiences
• Learning Communities
• Writing-Intensive Courses
• Collaborative Assignments & Projects
• Undergraduate Research
• Diversity/Global Learning
• ePortfolios
• Service Learning, Community-Based Learning
• Internships
• Capstone Courses & Projects

These pedagogical methods have been shown to increase student outcomes along a number of measures. At the 
same time, these methods are more time and administrative intensive when compared to traditional lecture and 
exam-based courses. This panel seeks to explore faculty experiences surrounding the trials, tribulations, and 
triumphs of doing service learning in business courses. Panelists will be invited to share their stories and help 
develop and discuss what best practices are in this area.   
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Summary Brief 
Towards a Better Understanding of Binge-watching 
Behavior- Because everybody is doing it  
Carol Azab, Stetson University, USA 

With COVID-19 lockdown, consumers are spending more time lockdown streaming entertainment. As of 
2015 the total streamed programming hours around the world are 42.5 billion hours, as such research is necessary, 
especially in marketing to understand this emerging consumer behavior. Understanding complex consumption 
practices is critical for marketers to offer better solutions. Since very few academic and empirical studies have been 
conducted on such an important emerging phenomenon, the proposed research will be of great value and extend the 
body of knowledge.   

Introduction 
With the breakthrough in technology, many services have completely changed. Education, filing taxes, legal 

consultation, even medical diagnosis, are now available online. Internet technology has also transformed entertainment 
services. In the early 50s and 60s, marketers promoted the concept of TV watching as a family time. Nowadays, with 
online streaming platforms, e.g. Netflix and Hulu, customers can watch what they like with one click.  TV guides are 
replaced by individualized algorithms to suggest what to watch. With this online streaming technology, new 
consumption patterns have evolved, like watching multiple screens at the same, or watching more than two episodes 
in succession in one setting, commonly known as binge-watching (Schweidel & Moe, 2016). Binge-watching is a 
concept still in its infancy, and more research is required to understand this new service.  

Literature Review 
Binge-watching definitions have not been consistent. Some consumers define it as watching more than four 

episodes at a time. Others make the point, that watching four episodes of 30-minute shows is different than watching 
three episodes of 50-minute shows (Wiley 2016).  While the descriptive statistics, e.g. aggregate number of hours that 
are watched using online streaming platforms and the number of subscribers, etc. are available, a more in-depth 
qualitative research is needed to explore online streaming behaviors (research gap, RG 1). For instance, some viewers 
now engage in multiple screen viewing at the same time (Bardhi, Rohm & Sultan 2010); some will wait until a whole 
show is available online so that they can watch without having to wait, which is more evidence of intentional or 
planned binge-watching behavior. Netflix and other streaming services have now added a feature to automatically 
begin next episodes of a series and releasing all episodes at once to facilitate and even encourage binge-watching by 
adding “binge-worthy” shows category now as part of the suggestion algorithm. Moreover, mobile providers like T-
mobile now are almost making binge-watching for free by not charging data charges when streaming Netflix on mobile 
devices (Statt, 2015). On the negative side, there are concerns that this watching pattern develops into addictive 
behavior to those that have weaker self-regulation capacities (Flayelle et al., 2019; Merrill Jr & Rubenking, 2019). 
Many newspapers, reflections, and practitioner papers have been written on binge-watching, yet academic researchers 
have not kept.  Besides, very few scholars in marketing have explored this phenomenon. Many questions are worthy 
of research:  is binge-watching behavior a planned behavior or unplanned? What are the competing entertainment 
venues that consumers consider besides online streaming? What type of media and devices are more prone to be binge-
watched? Does personality and lifestyle play a role in binge-watching behavior?  

Very few studies have explored binge-watching motivation (Shim and Lim 2018; Merrill Jr & Rubenking, 
2019). Enjoyment, efficiency, recommendation for others, perceived control, fandom, social engagement, 
entertainment, escape reality, stress relief, boredom, seclusion were among the motives identified in young adults and 
older generations. Yet what is missing from these studies is determining whether these motivations are all related to 
binge-watching solely or to general online streaming (RG 2). As such, a study is needed to empirically contrast binge-
watching versus regular watching is motivation to be able to understand some of the triggers of binge-watching.    
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Preliminary interview data shows that some viewers resort to binge-watching as a stress relief. 
Nevertheless, after binge-watching, a lot of viewers experience guilt (Wagner, 2016). Thus, the binge-watching 
experience is very dynamic and complex with contradictory emotions. As such, the different emotions experienced 
during binge-watching need further investigation (RG 3).  Furthermore, does binge-watching make viewers happy? Is 
it better for platforms like Netflix if people binge-watch? Or is it better if viewership is spread out more evenly over 
time?  

Research Objectives and Purpose 
In response to the above-explained research gaps, this research has the main objectives  1.(RG 1): Develop a 

better understanding of binge-watching habits, patterns, and customer outcomes (satisfaction, loyalty to streaming 
services, switching behavior).  2. (RG 2): Contrast motives and factors affecting binge-watching behavior versus 
regular online streaming.  3.(RG 3): Understand the different emotions experienced with binge-watching (guilt, 
gratification, relaxed/relieved, excited, etc).  

Given that in 2019, Netflix had 60.1 million US subscribers and 148.86 million worldwide, developing a 
better understanding of binge-watching behavior is of utmost importance. As such research is necessary, especially in 
marketing to understand this emerging consumer behavior. Understanding complex consumption practices is critical 
for marketers to offer better solutions. According to the Journal of Service Research (JSR), leveraging service 
technology and entertainment towards enhancing the service experience represent an area that deserves utmost 
research priorities (Ostrom et al. 2015). 

 Methodology 
Because binge-watching is relatively a new phenomenon, and less than a handful of academic and empirical 

pieces have been published on the topic, the researcher plans to first start with an exploratory research design by 
interviewing binge watchers and online streamers1*. We will use a snowball sampling. Once a better insight is gained 
with articulating all the variables and scales, the study will be followed up by descriptive research using a survey on 
M-Turk. Thus, the researcher will use a mix method approach.
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Alternative Linguistic Styles in Customer Complaints 
via Social Media 
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Grazielly Martinez, M.B.A., Loyola University New Orleans, USA 

The current work uses a service recovery lens to explore a product of sociocultural and technological 
changes that are introducing alternative language styles used by customers in realistic situations of social media 
complaining. This paper develops a measurement instrument to assess alternative linguistic styles in customer 
complaints (e.g., h8 ur terrible svc) made to firms via social media. The results show a valid and reliable measurement 
instrument for the conceptualized complaint linguistic style construct.  

Introduction 
A growing body of social media service recovery research is identifying new challenges uncommon in offline 

recoveries (Abney et al. 2017; Bacile et al. 2018; Bacile 2020; Bacile et al. 2020; Javornik, Filieri, and Gumann 2020; 
Johnen and Schnittka 2019; Schaefers and Schamari 2016). A less studied focal point, though, is how service recovery 
is affected by how well a consumer communicates their problem to a firm on social media. Indeed, we are witnessing 
shifting sociocultural trends in technology and communication that are causing some consumers to communicate in 
an alternative, informal manner. Evidence for this point includes the widespread use of non-standard spelling in 
communication exchanges on social media, known as textisms (e.g., luv, gr8), thereby making it more common to see 
messages using non-standard grammar lacking detail (McCulloch 2019; Thurlow and Poff 2010). These trends also 
are causing a dramatic increase in rude and inappropriate communication exchanges online, with social media 
exchanges a common conduit for such incivility (Microsoft 2020). This use of aggressive or inappropriate language 
online also introduces additional complications to communication exchanges (McFarland and Ployhart 2015; Suler 
2004).  

Applying these trends to social media service recovery presents new challenges if some complaints are 
viewed as ambiguous, confusing, or overly aggressive due to popular language practices. It introduces numerous 
research questions that have yet to be examined. Are such messages complaints or acts of venting that firms should 
ignore? If a complaint includes non-standard language, should follow-up attempts for more detail be made? Aside 
from a firm (not)responding, how does the watchful audience react to such complaints and how firms handle them? 
There are no clear cut guidelines that marketing research can offer. This research investigates this topic that has yet to 
be studied: customers who complain about an actual failure, but do so using modern linguistic tendencies that diverge 
from standard, acceptable communicative messages, as perceived by a firm or a watchful audience. Accordingly, we 
conceptualize complaint linguistic style, defined as the degree of effectively and appropriately communicating details 
of an actual failure to a firm. Our study develops a measure for this newly conceptualized construct by following the 
work of Churchill (1979), Rossiter (2002), Gilliam and Voss (2013), and others who develop digital marketing and 
service measures. Thus, our work here offers a valid and reliable measurement instrument that reflects commonly seen 
behavior occurring in social media communication exchanges. Next, we discuss why evolving linguistic practices are 
prevalent on social media. 

Changing Linguistics in Online Communication 
There are a number of theories that identify language style changes via computer-mediated communication. 

Collectively, early research in computer-mediation communication, such as social context cues theory (Sproull and 
Kiesler 1986), social presence theory (Short, Williams, and Christie 1976), and media richness theory (Daft and Lengel 
1986), all posit that people communicate with different, alternative styles compared to in-person communication. Fast-
forwarding to the modern era of digital communication exchanges also shows that people will alter their language 
styles to adapt to these different communication tools and media (Menchik and Tian 2008; Walther, DeAndrea, and 
Tong 2010). Indeed, medium theory suggests media channels are social contexts fostering certain types of interactions 
that require alternative styles to improve usability and meaning (Meyrowitz 1997). Under medium theory, the belief 



280 

is that every medium can be an environment where language use changes in social interactions, such as using diverse 
linguistics to aid communication.  

The potential for consumers to alter their language styles via digital communications is relevant to the current 
research, with recent linguistic styles evolving via digital infrastructures, platforms, and devices. A trend of advancing 
communication technology beginning from the mid-1990s to the present day has propelled new and innovative 
language use in computer-mediated communication. Labels such as netspeak, chatspeak, and textisms were initially 
linked to the semantics of web-related online discussions, instant messaging, and text messaging, respectively (Rosen 
et al. 2010; Squires 2010). In particular, textism is used here in this research to represent a change in a word’s 
orthographic form as compared to traditional writing (Bernicot et al. 2012). Textisms use a word’s misspelling, 
shortened abbreviations, homophones with letter-number combinations, gestures or utterances (i.e., emoticons) 
commonly disapproved of under formal language guidelines. In many ways, what is occurring is a spillover effect 
from consumers becoming conditioned to use informal language in their everyday lives. Consumers’ smartphones are 
personal media channels (Bacile, Ye, and Swilley 2014), which enable informal language use with text conversations 
between friends and family. This alternative language practice is now becoming common on social media. Thus, in 
today’s environment we are seeing online messaging, publishing tools, the pervasiveness of smartphones, and the 
popularity of text messaging all driving computer-mediated communication’s informal language tendencies to include 
the use of textisms (McCulloch 2019).  

Table 1 lists linguistic practices that are now widely used by some consumers on social media. This changing 
language phenomenon – and recent occurrence of complaining to firms via social media -- has never been the focus 
of study. This research fills this gap by developing a construct to represent perceptions of the use of newer linguistic 
practices in a complaint and recovery context via social media. 

Table 1:  Linguistic Examples of Alternative Communication Practices on Social Media 
Specific Type of  

Orthographic Word Form 
Description 
(Example) 

All Caps / Block Capitals 

Expressive lengthening 

Aesthetic typography 

Sparkle punctuation 

Suggests a louder voice to highlight attention/mood: 
(My experience at your store WAS A COMPLETE NIGHTMARE) 
Adding extra characters to a word for emphasis: 
(The service was very slooooooooooooow) 
Symbols, multicolored text, upside-down text, or unique fonts for emphasis: 
(The worst experience of my life was at your store today) 
A series of keyboard punctuation characters used for emphasis:  
(You have the_...~*`^´*~... worst ...~*`^´*~..._ service) 

Letter/number homophones 

Minimalist typography 

Typographical tone of voice 

Shortenings and Clippings 

Misspellings/Phonetic spellings 

# (Hashtag) 

Emoticons 

Emoji / Emblems / Gestures 

Pseudo-code 

Combining letters and numbers to shorten words: 
(2day was the last time I will ever buy from you) 
A complete lack of punctuation and capitalization when writing:  
(i was at your store and your cashiers treatment of me was terrible can i talk to 
you about this i may not come back) 
Using different font styles to convey a feeling or situation:  
(Your sandwiches used to be the best, but now are terrible) 
Shortened words by deleting the ends or other characters: 
(My sis bought your new jeans, but the qlty is weak) 
Misspelling a word to shorten it, based on phonetic sound: 
(My fone does not work with ur nu app) 
To link to a topic on a platform or add emphasis in a message: 
(Your service is #terrible) 
Keyboard characters portraying facial expressions of mood:   
(My visit was not a good one :-( and I may not come back) 
A digital image/icon to emphasize an emoticon or idea: 
(Your customer service staff =  ) 
A play off of HTML tags to direct attention to a word/phrase:  
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<rant>you have the worst service</rant> 

Defining and Identifying the Domain of Complaint Linguistic Style 
Literature Search 

We adapted the multi-stage procedure recommended by Churchill (1979) for the formal construct 
development process. Within this process, the first stage recommends specifying the domain of a new construct with 
an accurate definition based on a literature search of related concepts. During this first stage, Gilliam and Voss (2013) 
note the importance of using a preliminary definition based on personal knowledge or experience of witnessing a 
phenomenon. This preliminary definition prior to the literature search may broaden later, but the initial narrow focus 
avoids confounding views with extant concepts (Gillian and Voss 2013). On this advice, the initial preliminary 
definition of complaint linguistic style begins as the perception of a complainant’s online communication of a 
complaint to a firm, in which the perception is from the non-complaint’s perspective such as third-party customer 
observers or the service provider.  

An obvious starting point in our literature search examines online and social media complaint and recovery 
research, since this is relevant to the domain of how customers communicate a complaint online. For clarity regarding 
the current scope, the typology by Grégoire, Salle, and Tripp (2015) shows the different publicly visible online places 
where customers can complain, such as directly to a firm on social media to seek a recovery or on third-party review 
sites to spread negative word-of-mouth (WOM). The scope of this research examines the former type, so other types 
of online complaints such as sharing WOM on review sites and consumer-generated sites (Grégoire, Tripp, and 
Legoux 2009; Sparks and Browning 2010; Ward and Ostrom 2006), or through private channels such as e-mail 
(Holloway and Beatty 2003) are outside of the current scope.  

Research into social media complaining examines the influence of communication styles, but mostly of firm-
side communication characteristics in replies to complaints (e.g., a brand’s conversational style, defensiveness, 
formality, length, and personalized response; Abney et al 2017; Javornik, Filieri, and Gumann 2020; Schamari and 
Schaefers 2015; Van Noort and Willemsen 2012). Moreover, numerous works study communication and language 
aspects of a brand’s response, yet the study of such aspects of the complainant is largely lacking. Instead, studies 
investigating any type of communication arising from the customer-side typically examine third-party customers who 
are virtually present (Schaefers and Schamari 2016), without much focus on the communication style of a complainant. 
Their participation aside, the presence of non-complainants is important, as several works link outcomes to observers’ 
insights (Bacile et al. 2018; Johnen and Schnittka 2019; Hogreve, Bilstein, and Hoerner 2019; Javornik, Filieri, and 
Gumann 2020; Weitzl and Hutzinger 2017). 

In reviewing all of the social media service recovery works published in marketing journals, the closest 
inquiry of complainants’ communication characteristics is found in the work of Johnen and Schnittka (2019), who 
examine what they refer to as ‘level of reasoning’. They posit it is the degree of evidence or supportive explanation in 
a complaint. Their works shows level of reasoning in a complaint affects audience perceptions of a brand’s response 
strategy. Adapting their work to the current investigation provides a supportive link that communicative content by 
complainants are perceived by others as influential information cues during social media service recovery. This is 
consistent with earlier works that imply social media complaints are communication signals being scrutinized by a 
watchful audience (Bacile, Hoffacker, and White 2014). When such signals are a reasoned complaint with explanation, 
this suggests length of response may include details serving as added informational cues (Javornik, Filieri, and 
Gumann 2020). Yet, despite its inclusion by Johnen and Schnittka (2019), level of reasoning is a single-item ad-hoc 
measure (e.g., the comments were well reasoned) and stimuli lack any unconventional language, such as those listed 
in Table 1. Therefore, support exists, in general, for non-complainant perceptions of social media service recovery to 
be influenced by how well a complainant communicates details of a failure. Thus, effectively communicating clearly 
and providing details of a complaint is within the scope of the proposed construct. 

A series of studies examine other customer-side communication aspects that are influential to observers. 
Broadly labeled as online incivility, the effects of norm violating uncivil language are impactful during social media 
service recovery (Bacile et al. 2018; Bacile 2020; Bacile et al. 2020). Yet, these customer-side studies focus on 
aggressive language coming from third-party virtually present customers (i.e., non-complainants) who target the 
complainants. Nonetheless, these works share some overlap with the position that inappropriate online messages are 



282 

a growing trend (Microsoft 2020). Relatedly, aggressive expressions of negative emotions are a natural post-failure 
reaction during some online (Weitzl and Einwiller 2019) and offline (Schoefer and Diamantopoulos 2008) recoveries. 
In all likelihood, some complainants potentially may communicate emotionally and inappropriately online to firms, 
which could be influential to observers. Thus, the appropriateness of language and emotional demeanor communicated 
within a complaint is within the proposed domain. 

Aside from the aforementioned works, no other studies have a primary focus on the communicative attributes 
of complainants during social media service recovery. Therefore, the literature review continued with offline 
complaining and recovery frameworks to inspect how well (poor) complainants communicate a failure to service 
providers. Seminal customer complaining studies suggest the beginning of the redress process is a complainant taking 
action (Day and Landon 1977). Seemingly, the customer’s complaining action in these early works is assumed to be 
sufficient and provide enough information for a firm to begin its recuperation mechanism (Hirschman 1970). A label 
of ‘voice’ is given to complaints made to a firm, which is viewed as a yes/no action (i.e., a customer did or did not 
complain to a firm), with no mention of a service provider having to deal with ambiguous or poorly communicated 
complaints (Singh 1988).  

In all likelihood, these early works viewed customer-service provider exchanges as synchronous exchanges, 
meaning it would be easy to clarify or address alternative communication styles if ambiguous or problematic. 
Moreover, an interactive exchange perspective became the primary focus of a processual orientation in complaint-
and-recovery situations (Smith, Bolton, and Wagner 1999; Tax, Brown, and Chandrashekaran 1998). Indeed, it is 
widely viewed, “service recovery is a process in all organizations,” (Miller, Craighead, and Karwan 2000, p. 397). A 
synchronous exchange in-person or over the telephone allows for a recovery interaction to include follow-up or 
probing questions. In such an exchange, a poorly communicated complaint could be clarified by empowered frontline 
service staff who receive training on interpersonal communication as part of the recovery process (Boshoff 1999). 
Unsurprisingly, then, existing offline works of complainants’ communication practices were not found. 

Lastly, the literature review identified one more area of offline complaining outside the current scope, but it 
is important to acknowledge it as a boundary for the conceptualized construct. Illegitimate (i.e., untruthful) complaints 
focus on customers lying about a failure. This research area discusses customer dysfunctional behavior of illegitimate 
(i.e., fraudulent complaints; Reynolds and Harris 2005) or opportunistic complaints (Ro and Wong 2012). 
Complainants are claimed to be purposely lying and deceiving a service provider to attain something of value or 
revenge. For the current scope, to label a complaint about an actual failure as ‘illegitimate’ or ‘opportunistic’ due to 
alternative language practices is an inaccurate portrayal. As a result, we noted that the domain of the proposed 
construct should not include or be associated with illegitimate, untruthful complaints arising from dysfunctional 
behavior.  

The literature review also provides evidence of a notable research gap. Much of the research focuses on a 
service provider as the focal communication exchange partner during the interactions between a complainant-service 
provider. Evidence to this point is clear when examining the various constructs in service recovery research, such as 
interactional justice (Blodgett, Granbois, and Walters 1993), employee effort (Mohr and Bitner 1995), and 
communication style/empathy (Boshoff 1999). All of these are framed as how well a service provider communicates 
with a complainant during a recovery. Yet, the customer-side, aside from dysfunctional works which are not a part of 
the conceptualized construct here, are largely lacking. A critical component of the recovery process is when employees 
are perceived to communicate with a lack of explanation or in an inappropriate manner. However, no parallel 
evaluation of complainants exist, even though this is a crucial step to initiate the recovery process. It is ironic, then, 
that several of the aforementioned social media service recovery works use the same focus of examining the service 
provider’s communicative attributes, but fail to examine a complainant’s communicative attributes. In closing, the 
current research seeks to fill this notable gap.   

Upon reflection on all of the works from the literature review, the definition of the proposed construct can 
now be updated, which is consistent with the recommendations of Churchill (1979). A complainant effectively 
communicating clearly the information associated with a service failure is within the boundary of its scope. The 
appropriateness of language and emotions exhibited within a complaint is within the boundary of its scope. In contrast, 
illegitimate or untruthful complaints arising from dysfunctional behavior is outside the boundary of the current scope. 
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Therefore, this definition represents the concept of complaint linguistic style: the degree of a complainant effectively 
and appropriately communicating information to a firm in regard to an actual service failure, as perceived by other 
customers and/or the service provider. Worth noting is that a customer’s language style that produces an ambiguous 
complaint varying in effectiveness and appropriateness has not been a focus of any existing studies. We now proceed 
to the next stage of the development process.  

Generating the Item Pool 
Several steps were followed to develop an initial sample of manifest items. These steps in the construct 

development process are consistent with interactive marketing scale development (Relling et al. 2016) and service 
scale development (Schoefer and Diamantopoulos 2008). First, existing measurement instruments from the literature 
review were scrutinized for relevant items to possibly include, while also avoiding measures outside the domain of 
complaint linguistic style. Illegitimate complaint measurement items were worded in ways to suggest a complainant 
was purposely lying or acting in a deviant way. Such items represent concepts outside the core meaning of complaint 
linguistic style and were not included. Still, the search did yield 14 items that, when adapted to the current context, 
overlap with the proposed construct and, thus, were added to the initial pool.  

The next step involved the use of experience surveys for a “sample of persons who can offer some ideas and 
insights into the phenomenon,” (Churchill 1979, p. 67). Social media ads captured a sample of 45 consumers who had 
complained to firms on social media in the past. These participants completed open-ended comments via a Qualtrics 
survey that asked them to comment on what constitutes complaints to a firm on social media that enables the 
organization to proceed or not proceed with a recovery. This provided several message characteristics suggestive of 
standard (i.e., aligning more to traditional communication standards) versus alternative (i.e., aligning less with 
traditional communication standards) complaint linguistic style.  

The information collected from these 45 participants was useful because it enabled us to create mock 
screenshot images of a firm’s social media page and two different complaints possessing some of the characteristics 
uncovered in these experience survey. To avoid confounds of stimuli with a single brand or situation (Rossiter 2002), 
two complaints were each paired with a fictitious restaurant, hotel, or airline (i.e., services that feature complaint 
handling). One complaint directed to the restaurant contained standard message attributes / language practices (i.e., 
non-ambiguous, appropriate, standard linguistic style) versus the other restaurant complaint’s message attributes 
aligning with some of the alternative language practices in Table 1 (i.e., possibly ambiguous, inappropriate, alternative 
linguistic style). A new sample of 60 participants with online complaint experience were recruited via social media 
ads, with each subject shown one of the paired complaints for the three industries shown in random order. Participants 
provided open-ended feedback in a Qualtrics survey about thoughts or emotions each complaint elicited. Using 
insight-stimulating examples during initial item pool development is recommended by Churchill (1979), who also 
notes sharp contrasts (e.g., standard versus alternative complaint linguistic style attributes) are very productive. In 
total, the two samples provided 105 experienced complainants’ open-ended feedback, from which 16 complaint 
message and complainant attributes were added to the item pool. 

A focus group was then employed in the next step of the development process. A focus group of six executive 
MBA students (three females/three males; Mage=39) from a U.S. university took part in a 90-minute in-person session 
to discuss the phenomenon of interest. Each had complained to firms before via social media; and each had experience 
working in customer service and complaint handling, making them ideal candidates in this study. Multiple social 
media complaints with various linguistic styles were projected on a screen for the group to view, thus providing 
insight-stimulating examples leading to discussions about complaint message attributes. Concepts relating to all 30 
existing items in the pool were identified by the group, lending confidence in the items generated to this point. 
Additionally, the group added four new items to the pool, bringing the total to 34 items.  

Evaluations from qualified judges then occurred in the next step of the development process. Two expert 
academic judges separate from the authorship team reviewed the 34 items. These judges had knowledge of customer 
complaints and service recovery topics; and each was formally trained in survey design. The judges were given a 
description of the scope of the research and the definition of complaint linguistic style. They reviewed the items to 
identify redundancy, as well as for content validity (Rossiter 2002). Feedback confirmed the use of several items in 
the pool, with some minor edits suggested. Also, the judges recommended the removal of 16 items with similar 
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wording or overlapping meaning. Thus, the pool was reduced to 18 items to use in the subsequent scale development. 
As a last point of judgment, we had a team of three customer service managers from industry review the items for face 
validity. Their approval allowed us to proceed to the next stage. 

Scale Development 
A Qualtrics survey with seven-point likert scales anchored with strongly agree / strongly disagree included 

the 18 items to further refine the scale. The survey included one of two randomly presented stimulating examples of 
a social media complaint. Each complaint stimulus included a varying degree of certain message attributes and 
textisms based on feedback during item pool generation, thus representing complaints with standard versus alternative 
complaint linguistic style. This scenario approach with stimuli of different magnitude is used in scale development 
works (Schoefer and Diamantopoulos 2008); and scenarios reduce the threat of real world negative implications 
(McCollough, Berry, and Yadav 2000). Participants were asked to imagine they were on a fictitious restaurant’s social 
media page and were randomly presented with one of the two stimuli of a complaint posted by another customer. After 
viewing the complaint, all survey items and demographic questions were presented. The survey was administered to 
404 U.S. respondents from Amazon’s mechanical turk platform. Twenty-four subjects failed one or more of the five 
quality checks in place and were thus removed from the analysis, bringing the final sample size to 380 respondents 
(mean age=37; mean income=$50,000; 57% male). 

This data was then used in an exploratory factor analysis (EFA) with IBM SPSS Statistics version 24. We 
used the principle axis factoring extraction method with oblique (direct oblimin) rotation per the advice of (Field 
2009). In an effort to establish the robustness of the proposed measure, it was important to assess if it was a valid and 
reliable measure for complaints that ranged from standard to alternative complaint linguistic style. Therefore, the 
sample was split into two sub-samples, based on which of the two stimuli subjects viewed. The first sub-sample 
(n=192) analyzed responses from subjects who viewed a stimulus showing message attributes associated with 
alternative complaint linguistic style. Initially, three factors each with an eigenvalue greater than 1 was produced; 
however, nine items had cross loadings exceeding .32 and were removed per the guidelines of Costello and Osborne 
(2005). After removal, a two-factor solution was produced with the remaining nine items. A second EFA was then 
conducted on the second sub-sample (n=188) of subjects exposed to the stimulus showing message attributes 
consistent with standard complaint linguistic style. This second EFA again began with all 18 items from the initial 
pool and yielded highly similar results of an initial three factor solution, which was reduced to two factors consisting 
of the same nine items after removing cross loaded items. Worth noting, the factor structure was consistent in an EFA 
with all 380 subjects, with suitable inter-item correlations among the five items on the first factor (r = .81) and the 
four items on the second factor (r = .70). Table 2 presents the entire sample’s (n=380) information for each factor’s 
items, standardized loadings, reliability, and variance explained.  

Table 2:  EFA Results 
Dimension and 
Psychometrics 

Item Wording 
(All items began with: “In the message post, the complainant:”) 

Standardized 
Factor Loading 

Communication 
effectiveness 
α=.95 
R2=60% 

communicates in an intelligent manner .94 
uses a well written message post .95 

uses acceptable grammar .92 
communicates respectfully to the company .85 

conveys the details of their experience .81 

Appropriateness of 
demeanor 
α=.90 
R2=22% 

is reacting too harshly to what happened .85 

is too emotional to clearly convey the problem they experienced .79 
is only seeking revenge against the company .86 

should not speak this way to the company .83 

A brief discussion of the findings from the EFA’s structure is as follows. The structure of the solution 
produced a two-dimensional representation of complaint linguistic style. The first factor included five items that 
represented communication effectiveness. These items denoted a complainant’s efficacy based on the communicated 
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substance within a complaint (e.g., clearly written, details of the failure). The second factor included four items that 
represented the appropriateness of emotions and demeanor. These items represented the degree of inappropriate 
emotional and excessive tone perceived within a complainant’s written message (e.g., overreacting, too emotional to 
convey substance, vengeful, etc.). Taken together, the factor analyses suggest typewritten characters and virtual tone 
are cues associated with complaint linguistic style. 

The exploratory results then needed to be confirmed with a separate data collection and analysis. The next 
stage of the scale development process incorporated the 9 items from the EFA stage into a survey for a new sample 
from a Qualtrics panel of 420 subjects. A scenario was again used, but two new stimuli were developed to exemplify 
standard and alternative complaint linguistic style. Three executive MBA students experienced in customer service 
and complaint handling were given the definition of complaint linguistic style and provided with the attributes of the 
9 items. The MBA students reviewed several U.S. firms’ Facebook pages for one week and captured via screenshots 
any complaints that they felt represented alternative complaint linguistic style. The group met to discuss which 
complaint best represented the concept. The chosen complaint was used as the alternative stimulus, with edits to afford 
anonymity to the customer and company. The group then minimally edited the complaint to construct one of what 
they believed illustrated a more standard linguistic style, without changing the failure’s subject. Length has been 
suggested as a control (Johnen and Schnittka 2019), so both stimuli were similar in length. The two complaint stimuli 
were then used in a scenario-based survey similar in design to the one in the EFA stage. See Figure 1 for the CFA’s 
stimuli.  

Figure 1:  Stimuli Used in the Confirmatory Factor Analysis 

Stimulus representing alternative linguistic style: Stimulus representing standard linguistic style: 

A quality check insured that the subjects spent enough time viewing the stimulus to intelligently answer the 
survey questions. Seven of the 420 subjects spent insufficient time (less than five seconds) viewing the randomly 
presented stimulus and were thus removed. Responses from this sample of 413 subjects (55% male, mean age=39, 
mean income=$55,000) were subjected to confirmatory factor analysis (CFA) with Mplus 7.11 to assess psychometric 
fitness. The analysis revealed non-normality of the data, which is not uncommon since the normality assumption is 
frequently violated in practice, yet often not reported (Micceri 1989). To address the non-normality, the Mplus 
maximum likelihood MLMV estimator was used because it outperforms similar estimators (Gao, Shi, and  Maydeu-
Olivares 2020) by making mean and variance adjustments for non-normal data. Each item only loaded on its own 
factor and could not cross-load on the other, with both factors tested simultaneously. The results show the model had 
an acceptable fit (χ2 = 105.8, df = 26, χ2/df = 4.1; CFI = .95; TLI = .94; RMSEA = .086; SRMR = .051). The RMSEA 
value was slightly elevated, however RMSEA often becomes inflated with non-normality estimators such as MLMV 
(Gao, Shi, and  Maydeu-Olivares 2020) and when a small number of variables are used (Kenny and McCoach 2003) 
such as in the current analysis. Each item loaded significantly (p < .001) above .70 on its respective factor. Composite 
reliability (.94 and .86), average variance extracted (.77 and .60), and the correlation between the two factors (r=-.61) 
together exhibited convergent and discriminant validity (Fornell and Larcker 1981). In the end, these confirmatory 
results were consistent in supporting the EFA’s results for the complaint linguistic style measure. Standardized 
loadings for all of the items and the psychometric properties for each dimension are listed within Table 3. 
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Table 3: CFA Results 
Dimension and 
Psychometrics 

Item Wording 
(All items began with: “In the message post, the complainant:”) 

Standardized 
Factor Loading 

Communication 
effectiveness 
α=.94 
R2=60% 
AVE=.77 

communicates in an intelligent manner .90 
uses a well written message post .94 

uses acceptable grammar .88 
communicates respectfully to the company .84 

conveys the details of their experience .81 

Appropriateness of 
demeanor 
α=.85 
R2=16% 
AVE=.60 

is reacting too harshly to what happened .81 

is too emotional to clearly convey the problem they experienced .79 
is only seeking revenge against the company .73 

should not speak this way to the company .76 

General Discussion, Implications, and Future Research 
The current research conceptualizes the complaint linguistic style latent construct and demonstrates its 

validity and reliability across several stages of the measurement development process. The lifeblood of marketing 
theory is the development of and eventual use of latent constructs. In order to use new constructs, a valid and reliable 
measure is required. Our work here can now offer the field a psychometrically sound measure for complaint linguistic 
style. Surprisingly, very little work in both online and offline studies of service recovery investigate how the 
communication and linguistic style used within a complaint may be influential. Our development of this measure will 
hopefully fuel future work in this area. The concept is timely, due to shifting sociocultural and communication trends 
causing a proliferation of informal message exchanges via social media, some of which undoubtedly will be used in 
complaints made to firms. As the social media service recovery works in the literature review note, the watchful 
audience of observers is consuming informational cues and forming opinions, meaning complaint linguistic style is 
one additional signal for the audience to digest. 

The format and length restrictions for this conference submission prevents an additional study to assess 
complaint linguistic style’s relationship within a model of theoretically related constructs. However, a brief discussion 
here notes how the proposed construct is likely to influence several variables related to service recovery to further 
theory and inform practice. For example, it is likely observers’ perceptions of the degree of complaint linguistic style 
will influence observers’ service recovery expectations a complainant deserves. An alternative linguistic style may be 
deemed as something the firm should not attend to at all, or with little effort. Any subsequent (non)response by the 
firm is then likely to influence observers’ different justice perceptions and assessments of satisfaction of complaint 
handling compared to a complaint possessing a more standard linguistic style. These different perceptions across 
recovery expectations, justice, and satisfaction are likely to lead to diverse brand evaluations (e.g., purchase intent, 
trust, brand attitude) made by observers. Throughout these relationships several moderators and/or mediators are likely 
to have an impact, such as failure severity, product involvement, message length, and brand response type (defensive, 
accommodative, adaptive, etc.) to name a few. Relatedly, a service provider’s perceptions of an alternative versus 
standard complaint linguistic style may inform how the provider should respond. Collectively, future work can assess 
these relationships. 

A prominent closing point that merits acknowledgment is that this work, in a broad sense, shows that there 
is still much to learn about service recovery. This may be surprising given the rich history of service recovery works 
beginning decades ago in traditional offline settings (e.g., Blodgett, Granbois, and Walters 1993; Tax, Brown, and 
Chandrashekaran 1998). However, emergent offline service recovery research is still uncovering new discoveries for 
theory and practice (e.g., Wolter et al. 2019). The same can be said here with the current work in an online scope. 
Obviously, online service recovery research is not as rich or as mature as its offline counterpart. Yet, despite this 
domain’s recent emergence as a popular area of study, several social media service recovery works have produced 
important theoretical and managerial implications. The current research is a good example that shows the domain of 
online service recovery still is ripe for making new discoveries to benefit academic research and industry practice. 
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In relation to this last point is the future research opportunities directly associated with the implications of 
the current work here in the area of consumer complaining behavior. Moreover, the field needs a better understanding 
of consumer complaint behavior in online and social media environments. The results here show that new behaviors 
are developing in these digital channels. To date, most of the complaint behavior research is limited to negative online 
reviews (King, Racherla, and Bush 2014), which arguably are not service recovery situations in most cases. Therefore, 
more work is needed to understand new consumer complaint behaviors afforded by digital media as it relates to service 
recovery situations. An example of newer behavioral and technological phenomena are the use of imagery, digital 
photos, videos, and selfie pictures (e.g., Fox et al. 2018). These behaviors have yet to be investigated in great detail in 
the area of social media service recovery. An interesting future research question is how does complaining with text 
versus imagery change the audience’s and/or the service provider’s perceptions and reactions? This is one example of 
many that should be explored for newer service failure and recovery behaviors taking place in an increasingly digitally-
connected world. 
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Summary Brief 
Food and Love in the Time of COVID-19: 
Insights Into the Compatibility of Robot 
Chefs and High-End Cuisine 
Michael Giebelhausen, Clemson University, USA 
Stephen Melanson, Clemson University, USA 
Cecilia Ramos Calleros, Clemson University, USA 

Robot chefs are on the rise. The 2019 Consumer Electronics Show introduced us to "BreadBot," a robotic 
technology designed to produce up to ten loaves of "artisan" bread per hour (Pomranz 2019). Creator Restaurant's 
burger robot offers patrons the opportunity to "devour a mini masterpiece" (Creator.rest 2020). Sypce, a bowl concept 
with a robotic kitchen, promises "culinary excellence elevated by technology" (Sypce.com 2020). However, while 
technological advancements may make it possible to automate the production of high-end food, the ability of such 
services to gain traction with consumers is questionable. In a particularly cautionary tale, Zume, the gourmet robot-
pizza business said to once be valued at four billion dollars, recently laid off half of its staff as part of a pivot toward 
becoming a pizza box manufacturer/distribution company (Lalley 2020). 

For some struggling robot-chefs, a missing ingredient might be love. Research suggests hand-made 
products are preferred to machine-made products when buying gifts to convey love or for loved ones vs. more distant 
acquaintances (Fuchs, Schreier, and Van Osselaer 2015). Similarly, handwritten typefaces can create a perception of 
human presence, which leads to more favorable product perceptions by enhancing consumers' emotional attachment 
to the product (Schroll, Schnurr and Grewal 2018). Especially when it comes to food described as "artisan," it seems 
consumers are likely to have a preference for human (vs. robotic) creations. Consider Chamberlain et al. (2018), who 
find a strong prejudice against computer-generated art - a prejudice that can be reduced to the extent the software can 
be humanized. Given these findings, we hypothesize the following: 

H1: There will be an interaction of food quality positioning and maker type such that, human-made artisan food made 
will be seen as more imbued with love compared to robot-made artisan food. For low-end food, there will be no 
difference. 

H2: Imbued love will mediate a relationship between food quality positioning and maker preference. 

However, it may not always be the case that consumers prefer that their food has a human touch. If consumers 
perceive the food preparers to be members of an outgroup, "contagion effects" can negatively impact product 
evaluations (Huang, Ackerman, and Newman (2017) - an effect that may be particularly salient since the COVID-19 
pandemic. Indeed, a key question posed to health experts during the pandemic is whether take-out food is safe to eat 
(Jennings 2020). As such, we hypothesize the following: 

H3: The relationship between imbued love and preparer-preference (H1) will be moderated by the extent to which 
consumers are sensitive to contagion such that it will be insignificant for consumers high in contagion sensitivity. 

Study 1 
Method 

Participants were randomly assigned to one of two scenarios where a food product, bread in this case, was 
positioned either cheap (low-end) or artisan (high-end). Participants were told that, while in the past, this type of bread 
had to be made by chefs, there are now robotic technologies that even small bakeries can use to make this bread. As 
per the recommendations of Meyvis and Van Osselaer (2018) for increasing effect size, the scenario included both a 
picture of a chef holding an artisan (ordinary) loaf of bread and a robotic arm holding the same loaf, i.e.,a within-
subjects manipulation (see Appendix). Following the manipulation was a scale measuring the extent to which the 
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participant would "strongly prefer the loaf made by the robot" on a seven-point scale. The scale demonstrated adequate 
reliability in both the cheap (α = .953) and artisan (α = .967) conditions. The survey next measured the extent to which 
both the hand- made (α = .947) and machine-made bread (α =.973) were imbued with love (Fuchs, Schreier and Van 
Osselaer 2015) to examine the extent to which this construct might mediate a relationship between bread type and 
robot preference. The following page collected basic demographics and a scale developed to measure sensitivity to 
contagion (α = .844). 

Results 
As a preliminary examination of the relationship between food positioning and maker preference, ANOVA 

indicated a significant main effect whereby preference for the robot chef was lower when the bread was artisan. 
(Mcheap = 3.894, Martisan = 3.165, F(1,201) = 5.932, p =.016). Next, we conducted a Mixed ANOVA to examine 
the interaction of maker-type and food- type in determining imbued love. The results indicated a main effect of food 
type such that artisan bread was seen as more imbued with love than was cheap bread (Martisan = 5.240, Mcheap = 
2.835, p <.001). In support of H1, the analysis revealed a significant interaction of maker and bread type (F(1,199) = 
4.269, p =.040). Follow-up pairwise comparisons indicated that human- made artisan bread was perceived as 
containing more love than the robot-made artisan bread (F(1,199) = 5.191, p = .024). For cheap bread, whether the 
chef was a human or robot had no effect on imbued love (F(1,199) = .455, p =.501). Mediation analysis via the 
PROCESS macro (Model 14) with contagion sensitivity as the moderating indicated food-type significantly predicted 
the gap in imbued love of human-made and robot-made bread (p = .044). While there was a marginal relationship 
between contagion sensitivity and preference for robot-made bread (b = .234, t = 1.837, p = .067), contagion sensitivity 
did not moderate the relationship between imbued love and maker preference (p = .274). Supporting H2, the 
confidence interval for the indirect effect did not include 0 at any level of contagion sensitivity. Indicative of indirect-
only mediation, after controlling for imbued love, the relationship between food type and maker preference became 
insignificant (p = .215). 

Discussion 
Study 1 provides support for the idea that humans are better than robots at imbuing high- end food with love 

(though not so much for low-end food). Additionally, the results support the notion that, when it comes to artisan food 
items, love is a valued ingredient. Contagion sensitivity did correlate with increased preference for a robot chef, but 
this relationship appeared to operate independently of the love-based mechanism. One potential weakness of Study 1 
is its use of a mixed design. While these designs can enhance power, they also have the potential to induce demand 
effects. Study 2 will use a between-subjects design to address this issue. 

Additionally, Study 2 will manipulate the extent to which the robot is anthropomorphized to evaluate this as 
a managerial tactic for heightening a robot's ability to imbue love. It seems clear that advances in robotic and AI 
technologies have the potential to drastically change the way services are delivered. However, the recent high-profile 
failures of well-funded start-ups in this space suggest more research is needed to fully understand what happens when 
service robots supplant humans. This project will attempt to contribute to that understanding. 
. 
References 
Chamberlain, R., Mullin, C., Scheerlinck, B. & Wagemans, J. (2018). Putting the art in artificial: Aesthetic  

responses to computer-generated art. Psychology of Aesthetics, Creativity, and the Arts, 12, 177 

Fuchs, C., Schreier, M. & Van Osselaer, S. M. (2015). The handmade effect: What's love got to 
do with it?. Journal of Marketing, 79, 98-110 

Huang, J. Y., Ackerman, J. M. & Newman, G. E. (2017). Catching (up with) magical contagion: A review of 
contagion effects in consumer contexts. Journal of the Association for Consumer Research, 2, 430-443 

Jennings, R. (2020). A Food Safety Expert on Why You’re Unlikely to Get the Coronavirus from Groceries or 
Takeout. Retrieved June, 10, 2020 from https://www.vox.com/the- 
goods/2020/4/10/21216586/coronavirus-food-safety-takeout-grocery-stores 

Lalley, H. (2020). Zume Shuts Down Its Robot-Powered Pizza Business. Retrieved 3/18/, 2020 from 

http://www.vox.com/the-


293 

https://www.restaurantbusinessonline.com/technology/zume-shuts-down-its-robot- powered-pizza-business 

Meyvis, T. & Van Osselaer, S. M. (2018). Increasing the power of your study by increasing the effect size. Journal 
of Consumer Research, 44, 1157-1173 

Pomranz, M. (2019). BreadBot Is the Toast of the 2019 Consumer Electronics Show. Retrieved 3/18/, 2020 from 
https://www.foodandwine.com/news/breadbot-wilkinson-baking-company- consumer-electronics-show-
2019 

Schroll, R., Schnurr, B. & Grewal, D. (2018). Humanizing products with handwritten typefaces. 
Journal of Consumer Research, 45, 648-672 

Appendix 

http://www.foodandwine.com/news/breadbot-wilkinson-baking-company-


294 

Summary Brief 
Social Media’s Role in Building Volunteer 
Commitment at Fan Conventions 
W. Frank Thompson, Troy University, USA
Ayesha Tariq, Troy University, USA
David Amponsah, Troy University, USA

Events like science fiction-based fan conventions rely on volunteers for their successful execution. Social 
media are used not only to stay in touch with these volunteers but also to maintain their interest in the event all year 
round. While volunteering at sports events has been researched, there is a gap in the research on volunteering for 
media fandom-based events. With this study, the authors aim to explore volunteers’ commitment to a fandom-based 
event as built through organizational level and individual level social media interactions.  

The use of social media has become mainstream and the norm for events (Preston 2012). Events, such as 
science fiction-based fan conventions, are held three days a year. Keeping the enthusiasm through the other 362 days 
can be a challenge. Faithful volunteers are considered a crucial asset (Lee, Won, and Bang 2014). Nonprofit 
organizations depend on people who are motivated to volunteer and especially on the volunteers who will continue to 
offer their services over time (Alfes, Shantz, and Bailey 2016).  

This year provides an even more significant challenge. Due to the COVID-19 pandemic, most of the 2020 
fan conventions have been canceled. Instead of worrying about the competition for volunteers from a growing number 
of events, event organizers have the challenge of maintaining and retaining their volunteers for two years without an 
event. The internet provides a way to overcome the barrier of decreased social contact. In 2019, approximately 79 
percent of the U.S. population were social media users (Clement 2020). People who are members of a social 
networking site such as Facebook are more likely to volunteer (Filsinger and Preitag 2019). 

Social media have been used to engage with stakeholders (Liberatore et al. 2018). For social media to succeed 
and keep followers interested, the owner of the social media site should post regularly and keep the contact fresh 
(Milde and Yawson 2017). All types of organizations go to great lengths to build and maintain a feeling of solidarity 
and belonging among group members (Rochen 1988). One important stakeholder is the volunteer. Social media 
engagement with volunteers can be divided into two categories—the organizational level and the individual level (Lee, 
Kim, and Koo 2016). The event marketers send organizational-level communications to the volunteers. Individual-
level engagement includes communication generated by and to the different volunteers. The individual can use a 
variety of social media to post photographs, messages, and updates.  

There is a gap in the literature on the effectiveness of social media use to keep build commitment with 
volunteers. The purpose of this study is to look at volunteers’ commitment to an event as built through the frequency 
of social media interaction at the organizational level and at the individual level (Chiu, Hsu, and Wang 2006; Lee, 
Kim and Koo 2016), and the sense of connection it may foster (Fairley, Kellett, and Green 2007). While there has 
been research on sporting events (Lee, Kim, and Koo 2016), there is a lack of research on other events such as fan 
conventions. 

This paper focuses on the science fiction fandom and the influence of social media on the motivations of 
people who repeatedly volunteer for the fandom-based events. Fandoms provide an individual a means for expressing 
a sense of self and a communal relation with others (Brown 1997). Fan conventions offer the opportunity for 
participants to be immersed through touching, smelling, controlling, and collecting objects related to the fandom 
(Hoebink. Reijnders, and Waysdorf 2014). Science fiction conventions can be traced back to an event held in Britain 
in 1937 (Garon 2017; Hansen 1987). The modern comic book conventions originated in 1964 with Comicon 64 held 
in New York. The comic book convention has become a major focal point of contemporary fan cultures (Brown 1997; 
Garon 2017). 
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The most accepted model of fandom to study has been sports fandom (Duffett 2013). Sports fandoms and 
media-based fandoms do have their similarities and differences. Sports fandoms are different than the media-based 
fandom of television, movies, and comics. Nonprofit sporting events are focused on athletic competition where the 
event is either one of a series, like golf, or a single game for which athletes have trained for years for the one event, 
such as the Olympics. Sports raise a passion not seen with media fandoms (Duffett 2013). Like sporting events, a large 
number of individuals are necessary for the event’s success. Unlike sports fandoms, media fandom uses a convention 
atmosphere where competition is a minor element. The emphasis is on gathering to participate, experience, or discuss 
with others a common media-based interest.  

This study will use a sample of persons who have volunteered for science fiction-based fan conventions. This 
research will address the stated research gap to provide information that could be useful for fan conventions and other 
event organizers and marketers in developing a social media strategy to retain volunteer commitment. 
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Full Paper 
College vs. COVID:The Student Response to 
COVID-19 
Kiaunna Rollins, University of Louisiana Monroe, USA 
Claire Allison Stammerjohan, University of Louisian Monroe, USA 

This article suggests research questions about student responses to the 2020 COVID-19 university 
environment and proposes an electronic ethnographic study It is hoped this Study will provide information that will 
assist university personnel in providing a better experience for the student customers in the current situation and 
beyond. 

Introduction 
2020 has left its mark in the history books. The American world shifted in March when COVID-19 began to 

hit home and spread across the nation. For many, jobs were lost or put on hold. For others, work from home became 
their everyday routine. But, for students, life stopped. The high school class of 2020 has had great turmoil, and as they 
transition into the world of college, the world of college will try to shift itself to accommodate the new challenges 
COVID-19 has brought. 

As students logged off of their computers for the last time of the school year, time flew through the summer. 
Many new students moved their high school tassels, put on a fresh mask and threw their packed bags in the car to 
move to a brand new campus. Many colleges have given hybrid or complete online options to their students as cases 
of COVID-19 are monitored. Professors are even more challenged than students as they shift their lesson plans from 
smart boards to online forums and programs, searching for adjustments and alternatives. Student life becomes one 
unique life to live as events are cancelled and converted while the overall response to the environment of campus takes 
a turn for the safer. 

Background 
Since Covid-19, the small southern university has marketed itself as a safer, successful environment. The 

schools emphasize how well they contain cases and keep numbers to a minimum as they give prospective tours and 
open arms to incoming students. Overall, marketing during Covid-19 has shifted greatly on campuses, as it depends 
on consumer sovereignty and differing values in the days of a global pandemic. With the target market being students 
returning to campus, many businesses may lose or gain clientele as students decide to sit out semesters, continue class 
on campus, or look for more affordable, safer services either way. 

Literature Review 
Even though few students die from COVID-19, the virus is still a big challenge for universities with students 

in such close proximity. Out of a group of students, “a small percentage may suffer long-term symptoms after 
infection” (Brown 2020). However, if they remain within proximity of so many other students, more symptoms are 
likely to show in surrounding students. Many school systems such as ours have gone to hybrid or completely virtual 
alternatives due to this factor. Even the CDC has recommended schools “offer remote work or learning opportunities” 
in order to protect those students at higher risk due to pre-existing health conditions (Brown 2020). This option has 
made campus look quite different, as less dorms are filled and many students have to match names with faces across 
device screens. Student life has become far more distanced with governmental guidelines and personal health concerns 
coming into play. 

Safety precautions on campus may not look like what many think during an outbreak. Many colleges are 
encouraged to keep COVID-19 positive students on campus “rather than send them home as many are doing.” When 
sending students home, the schools jeopardize the greater public by sending a COVID carrier out into the community 
or even a different city. It is also easier to contact trace if the students “stay put” on campus and quarantine (Raimonde 
2020).  When done correctly, “contact tracing can help manage outbreaks” Raimonde writes. What does this mean for 
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the students? It means that many out of state and farther out of city students reconsider going home to visit as much. 
Whether they know they are infected or not, the risk of bringing symptoms back home is too high for some students 
to take. For others this means the opposite. With less people on campus overall, many students make less contact with 
other students and prefer to head home on weekends to have a home meal or spend reassuring quality time with family 
and friends. Whichever decision, students return to class and receive their temperature checks as they social distance 
and remain in the area for class. 

As schools push on through the semester, even marketing to students has taken different looks across campus. 
With many students obviously affected by the pandemic, their values have shifted, meaning how businesses reach this 
targeted audience must shift as well. Many advertisements are seeking “to pull students through messaging about 
uncertainty” (Mckenzie 2020). With their target as the less fortunate, the idea of uncertainty “in a health and economic 
crisis” is likely to pull a great amount of business (Mckenzie 2020). However, the issue comes in where students are 
not seen as possible customers but prey. Trying to scare the students into being interested in the business’s goods or 
services based on fear is considered “lazy and that doesn’t do your brand any good” causing that business to lose its 
credibility in the market and many students to get anxious during an already challenging semester (Mckenzie 2020). 

 Marketing has also brought a positive light for college students in their environment. Many markets have 
“underscored how connected we all are,” emphasizing that although we are all stuck inside, we are still together in 
this new way of life (Hall 2020). Many students are on budgets, which means they are quite careful about where they 
spend their money and how much of what is going where. “Marketing strategies should center on using content to 
create powerful online connections.” With social media and online business usage going up, making strategies more 
personal and intimate can keep student clientele and make students less likely to disconnect and go elsewhere for deals 
(Hall 2020). This creates a sense of community between businesses and students, and makes the students stress less 
about the market and focus more on the books. 

CDC, state guidelines, and university policies all stress low capacity attendance for the purpose of six-foot 
social distancing, and mask wearing (CDC, Louisiana, University policy), however, when it comes to safety on campus 
each school has its own array of regulations. Specifically on this campus social distancing is enforced in all public 
facilities and temperature checks are taken at every “student hotspot” meaning places with large student traffic (and 
contact) around campus. An observed phenomenon, “The Radius Concept,” is a logical outgrowth of these policies 
(See Figure 1). The closer others are in a student’s radius, the higher the chance that those other people will be wearing 
a mask. Though masks are required in every public facility on campus such as academic and dining halls, “The Radius 
concept” applies to when students are outside, at outside non-school events, or in nearby facilities such as dorms. 
Several people in association tend to group together and make their own radius bubbles, remaining six feet from other 
groups that wear masks. The concept would still apply, but rather to groups further than 8 feet away from the central 
point instead of just individuals’ distance. 
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Figure 1: The Radius Concept Diagram 

This “Radius Concept” suggests several interesting propositions.   First, it suggests an interaction between 
the two prophylactic methods, mask wearing and social distancing. It would be useful to know whether students view 
these safety measures as independent and/or alternatively and equally effective. It would also be useful to know 
whether the use of these safety measures is largely ceremonial versus sincerely culturally adopted at the university 
level. Social distancing is enforced at any school-related event, including university-sponsored student social events, 
giving students a safer environment to enjoy themselves in.      

The masking requirement has led to an array of different masks. At least one person each classroom may 
walk in with a splash of school pride across the bridge of her or his nose. Cloth masks seem to be more favorable over 
the classic blue surgical mask because they leave more opportunity for customization, are washable/reusable and can 
be made of thicker material, making students and staff feel more secure. The overall environment in response to 
regulation was rather positive. Knowing individual student attitudes and beliefs about the social responses of other 
students to masks may be very useful in combatting resistance to mask wearing.  Though it may be with restrictions 
and alternatives, many students felt they didn’t have to lose their fun to COVID. This attitude around campus came 
with a great advantage when everyone started their first Monday of the year with Welcome Week. With social 
distancing restrictions and mask requirements, inside events were hard to conduct for the student body. One fan-
favorite alternative that was produced were Fireworks in an open field. The student body was able to socially distance 
on blankets and enjoy a fireworks show, comparing the brightness of the fireworks to the brightness of their futures. 
Seeking socially distanced ways for students to engage in the university community is another area where Student 
Life and the University faculty and staff can gain knowledge from studying the students’ responses to their COVID-
19 environment. 

Student government has challenges as well. Although a non-touch ballot system may be easy to create in an 
era of technology, getting to personally know who is on the ballot may be more difficult. Social media is a leading 
factor in getting to know candidates and with the possibility of filtering what parts of them they show online, finding 
a trustworthy candidate, especially for freshmen, comes with a challenge. “It seems like a simple way to minimize 
contact with the virus” a student explained “but things feel completely different, even down to the energy.” Despite 
these ups and downs the overall support of organizations and events has not seemed to slow down around campus 
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very much. A change in event attendance may appear, but more than ever people are smiling with their eyes and 
tapping elbows as they greet new people and keep spirits up around campus.  

Method 
An ethnographic study about student response to the COVID-19 university environment is proposed to 

examine these phenomena in greater detail.  The Merriam-Webster dictionary of Ethnography is “the study and 
systematic recording of human cultures.” It is also defined as “A descriptive work produced from research.” There are 
several methods to collect observations and data. Due to the significant COVID risk posed by close association, all 
data collection from individuals will be electronic. This will include signal journal entries, selfies, and zoom 
interviews. One of the researcher’s own experience as a student will provide the emic perspective to contrast with the 
etic or outsider perspective.  CDC, state health department, and university COVID response plans will provide context. 

Conclusion 
Despite many non-students recognizing the vigorous challenges and disadvantages college students have this 

year, students are trying to make the best of their classes, and overall experience as they press on for higher education. 
One student even went as far to say “It’s exactly like I expected! There are certain things I knew would be in effect 
because of COVID, so it didn’t surprise me at all!” Students are coming in with an idea of college and hoping to keep 
the ball safely rolling with their academic journey.  

A number of interesting questions need to be answered. Are the social distancing and mask wearing behaviors 
true cultural adoptions, or strictly ceremonial and induced by the stringent governmental guidelines? How can the 
sociocultural responses to an unknown masked student be overcome? How can students use social media and other 
communications media to “unmask” student politicians? How can the university build the desired degree of loyalty 
into a masked and socially distanced community?  

Several additional questions will help us lead into the post-2020 future. What can the students tell us about 
how we maintain this positive environment after the current semester? What does this transition mean for students 
who took a gap semester or gap year, and will their transition be easier or harder when it comes to adjusting to the 
new norms in their education? How do we keep students engaged when many may become “all zoomed out”? Many 
students may decide to come on campus, or stay away, after analyzing this semester’s campus response. This may 
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cause another shift in campus energy and even how people go about who stays in their radius “bubbles.” These new 
norms of education may cause a strain on students and teachers physically and mentally after a certain period of time 
(Käihkö 2020). What should education marketers be learning for marketing to the high school class of 2021? Many 
businesses may have to do more of their own research in order to considerately accommodate their student markets. 
Until then, or until COVID is contained globally, we must continue to watch the response of college students in order 
to stay informed and continue to improve these outlets of higher education in such a challenging era. 
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Summary Brief 
Transitioning to Online Learning during COVID-19: 
The Mediating Role of Shared Responsibility 
Joanne T. Cao, The University of Southern Mississippi, USA 
Brigitte Burgess, The University of Southern Mississippi, USA 
Jamye Foster, The University of Southern Mississippi, USA 
Gallayanee Yaoyuneyong, The University of Southern Mississippi, USA 

Higher education is a service where the value depends on the shared commitment and co-creation of the 
experience by the faculty, students, and university. The COVID-19 pandemic challenged this service commitment. 
Many universities were required to rapidly and substantially alter their educational services, regardless of faculty 
experience and student readiness. Because learning is co-created, instructors may have the ability to create more 
positive student outcomes by involving students in the transition process. Therefore, this study examines how shared 
responsibility impacts the relationship between students' coping strategies, satisfaction with transitioning to online 
learning, and expectations of academic performance during an abrupt service disruption caused by a pandemic. 

Introduction 
In Spring 2020, universities across the nation had to pivot from traditional face-to-face courses to fully online 

learning in a short timeframe, due to COVID-19. At the focal university, over 3,000 face-to-face course sections were 
transitioned online in two weeks. Students, faculty, and staff had to cope with this transition and the rest of the semester 
and personal issues related to the pandemic. Understanding how to advance learning during the crucial transition 
period is valuable. By promoting shared responsibility, the university and instructors can improve the outcomes for 
students utilizing positive coping strategies and identify those who may need additional emotional support resources. 

Background 
Shared Responsibility in Higher Education 

Shared responsibility in higher education refers to the mutual dependence or accountability for academic 
success, through efforts by students, faculty, staff, and administration (Cao et al. 2019). Previous research on shared 
responsibility in marketing and higher education have examined students' perceptions and participation in the 
exchange (e.g., Albinsson, Perera, and Sautter 2016; Elshamouby 2015; Sierra et al. 2009; Taylor et al. 2011). While 
studies have considered the role of shared responsibility in higher education, such as student motivation (Mostafa 
2015) and student housing (Cao et al. 2019), no studies to the authors' knowledge have considered the role shared 
responsibility in higher education during a crisis transition. 

Coping Mechanisms 
Individuals cope with stress, anxiety, and negative emotions differently. The psychological process of coping 

is complex and pervasive and enmeshed in a network of cognitive, attitudinal, and behavioral correlations (Lazarus 
and Folkman 1984). A coping model able to account for the multitude of various strategies enacted by individuals 
must reflect the complexity of these interconnected constructs (Duhachek 2005). Duhacheck (2005) conceptualize and 
empirically test a three-dimensional higher-order model of coping consisting of 1) active coping, 2) expressive support 
seeking, and 3) avoidance. As such, the authors investigate the effects of these three coping strategies (Tsarenko and 
Strizhakova 2013) on students' sense of shared responsibility with faculty and the university, respectively, as well as 
the mediating role of shared responsibility in this process. 

Methodology 
A survey study was conducted before the end of the spring 2020 semester. The online survey was 

administered through Qualtrics, and students were offered extra credit in return for their participation. A final sample 
of undergraduate and graduate business students at a southeastern university yielded 294 usable responses. The 
respondents were 62% female and ranged between 18-50 years old, with an average age of 24. 
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All measurement of constructs was adapted from established scales in the marketing literature. The survey 
measured students' sense of shared responsibility with the faculty and the university (Sierra 2010; Sierra, Heiser, and 
McQuitty 2009). Coping strategies included avoidance (avoidance, denial), active (actions, positive thinking, rational 
thinking), and expressive (emotional support, emotional venting, and instrumental support) (Duhachek 2005; 
Tsarenko and Strizhakova 2013). Satisfaction with the transition to online learning and expectations of academic 
performance were also measured as outcomes. 

Initial analyses were performed using IBM SPSS Statistics 22, and mediation analysis was performed using 
the PROCESS statistical package (Hayes 2013) to examine whether shared responsibility contributed to the 
relationship between students' coping mechanisms and satisfaction and expected academic performance. 

Key Findings 
Preliminary findings reveal students exhibit a sense of shared responsibility concerning their satisfaction with 

transitioning to online delivery. Further, coping strategies, such as active and expressive coping, may be vital in a 
crisis. Results underscore the role of shared responsibility in improving students' wellbeing in higher education. 
Therefore, this study contributes to the theory of consumer coping and co-creation. It examined the tactic of faculty 
engagement with students during the university's transition of services and courses to online instruction during the 
COVID-19 pandemic. The results provide a unique perspective on the transition processes and provide implications 
that could help increase student satisfaction during such circumstances. 
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Summary Brief 
COVID Crossing New Realities: Examining Escapism 
Through Gaming in the Wake of a 
Pandemic 
Jacob Hiler, Ohio University, USA  
Elana Harnish, Ohio University, USA 

This research explores the concept of escapism through the popularity of Animal Crossing during the 
COVID-19 pandemic using a video and textual netnographic approach wherein over 100 hours of video footage and 
100 pages of textual data was examined on YouTube, Twitch, and Reddit and analyzed using a hermeneutic and 
phenomenological approach. Using the framework outlined by Kuo, Lutz, & Hiler (2016), engagement in active 
escapism, such as playing a video game like Animal Crossing, is largely motivated by external stressors. For active 
escapism the primary drivers were observed to be “threats against identity” and “threats against control.” This 
research proposes that during the COVID-19 pandemic “threats against identity” and “threats against control” 
became the primary drivers for many people to find some form of active escapism, and the game Animal Crossing 
allowed many people to achieve the researched benefits of affirmation and empowerment from playing… but also 
building upon that model by adding that the game provided additional short-term psychological benefits as well such 
as socialization, connection, and a sense-of-belonging that was largely lost when the world changed due to the 
pandemic. 
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Summary Brief 
An Empirical Test of Brand Attachment Antecedents 
Douglas Grisaffe, University of Texas at Arlington, USA 
Olamide Olajuwon-Ige, University of Texas at Arlington, USA 

Brand “attachment” refers to a special and deep bond that forms between a person and a specific brand 
(Thomson, MacInnis and Park 2005). The theoretical logic underlying this strong person-brand attachment is rooted 
in developmental psychology where researchers sought to understand intense bonding phenomena that occur between 
infants and caregivers. In that context, deep emotional bonds are theorized to help preserve proximity and protect 
security, imparting comfort, and obvious survival advantages. Separation that breaks proximity leads to distress until 
the comfort and security of contact and relationship can be re-established (e.g., Bowlby 1980; Ainsworth 1991). While 
certainly less biologically essential, the application of attachment theory to branding implies strong feelings of 
bondedness and personal relationship with a brand. The bonding may not have survival implications, but the desire 
for “proximity,” the sense of security and comfort, and distress at separation all apply to a deep connection between a 
person and a beloved brand. Consumers with strong attachment to a specific brand feel emotional connection, 
affection, and passion for the brand (Thomson, MacInnis and Park 2005), and are distressed in the face of separation 
from it (e.g., if the brand ceases to be available) (Park et al. 2010). 

Brand attachment researchers have examined links to separation anxiety as a test of predictive validity in 
support of specific approaches to measurement of the construct. By contrast, researchers have concentrated on the 
bonding aspect of brand attachment for measurement conceptualization and construct validation. For the latter, 
cognitive and affective aspects have been described in the literature. The strong bonding process involves the cognitive 
“prominence” of the brand, and perhaps more importantly, the emotion-laden enmeshing of the consumer’s sense of 
self with the identity of the attached brand (Park et al. 2010). Together, these qualities reflect deep personal and 
emotional bonds, manifesting in behaviors intensely sought by marketers. Resultant outcomes include willingness to 
recommend the brand, long-term commitment and loyalty, share of purchase, and willingness to pay price premiums 
for the brand (Grisaffe and Nguyen 2011; Park et al. 2010; Thomson, MacInnis and Park, 2005). Such outcomes also 
have been examined in a relative sense. Several direct tests have pitted brand attachment against favorable brand 
attitudes (e.g., Park et al. 2010; Thomson, MacInnis and Park, 2005). Findings indicate that for “harder” and more 
important outcomes, brand attachment surpasses what would be realized by favorable attitude toward the brand. This 
strong differential benefit of attachment over positive brand attitude has led prominent researchers in the area to 
advocate brand attachment as a kind of supreme brand-related construct. According to Park et al. (2010), “brand 
attachment serves as the ultimate destination for customer-brand relationships (p. 2).”   

However, existing literature lacks an empirically validated “roadmap of antecedents” by which marketers 
can reach this ultimate destination of brand attachment. Thus, in our research, we attempt to quantitatively test a 
qualitatively derived model of brand attachment antecedents from the literature (Grisaffe and Nguyen 2011). Such a 
test was proposed by Grisaffe and Nguyen (2011) in their call for future research, “Quantitatively measuring and 
modeling our identified antecedents …is an obvious next step (p. 1058).” To our knowledge, this modeling has not 
yet to date been implemented. Grisaffe and Nguyen (2011) elicited and captured an extensive set of consumer-
generated reasons for attachment to brands and developed codes following principles of grounded theory and thematic 
analysis. They concluded that brand attachment develops by the singular and combined effects of five key overarching 
forces: sentimental/ emotional memories, socialization forces, user derived benefits, superior marketing 
characteristics, and notably high post-purchase perceptions. Sixteen detailed subtypes were described under these five 
major factors. The authors presented an integrative conceptual model to summarize their findings - a path diagram 
amenable to structural equation modeling. However, a gap in the current literature is that this model to date remains 
unexamined in a formal quantitative modeling effort. We therefore undertook such an investigation. 

Theoretically, Grisaffe and Nguyen’s sixteen detailed subcomponents, existing in respective groupings under 
the five higher order categories, were not described as “redundant reflections” of each attachment-driving force. 
Rather, they were described as distinct elements that respectively combined to represent each of the five big attachment 
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forces. In short, the sixteen subdimensions should be framed as formative, not reflective indicators of their respective 
attachment driving themes. As such, we searched the literature for existing multi-item scales to operationalize the 
sixteen sub-elements, then used those scale scores as formative indicators to operationalize the five driving attachment 
antecedents. By contrast, we followed past precedent in operationalizing attachment itself as a second-order reflective 
construct. In addition, we included another reflective construct as a dual outcome, namely, positive brand attitude. As 
noted earlier, these have often been studied side-by-side as predictors. However, we focused on attachment and attitude 
as key outcome variables. Modeling the five attachment drivers against these dual outcomes allowed comparisons 
about how different antecedent forces may influence attitude vs. attachment. 

We collected survey data from a convenience sample of 264 undergraduate students enrolled in principles of 
marketing courses at a large southwestern urban university. Usable data resulted for 225 participants. Each participant 
provided names of three brands to which they were strongly, moderately, and weakly emotionally attached, 
respectively. People were then randomly assigned to one of these brands and answered a variety of multi-item scales 
with respect to that brand. The scales operationalized brand attachment, brand attitude, and the sixteen distinct 
antecedent subtypes that roll up formatively to the five key attachment antecedents from Grisaffe and Nguyen (2011). 
After tests for reliability and validity, we estimated the parameters of the dual outcome model – with brand attachment 
and brand attitude as simultaneous outcomes of the five attachment antecedents. We used SmartPLS 3.0 to estimate 
the model given its ease in simultaneously handling formative and reflective constructs. 

Results indicate that more “personally-oriented” antecedent forces influence brand attachment. Specifically, 
attachment antecedents include: (1), sentimental/emotional memories tied to a brand, involving meaningful people, 
places, and situations, and (2), user-derived benefits involving pleasure, personal goals, and social goals. Indirect 
impacts on attachment came from (3) family and social group socialization and, (4) marketing characteristics (e.g., 
4ps) that impacted personal benefits. Interestingly, traditional customer outcomes like satisfaction and perceived value 
did not in themselves seem to be powerful enough to trigger attachment. Conversely, less personally oriented forces 
influenced positive brand attitudes, including (1) traditional customer outcomes like satisfaction and value, along with 
(2) marketing characteristics (e.g., 4ps). Only (3) user-derived benefits had an indirect effect on brand attitude through
traditional customer outcomes. In sum, distinct antecedent pathways emerged as respectively influencing attitude and 
attachment. The more personal nature of the attachment antecedents is theoretically plausible given the strong
dimension of attachment the hinges on brand-self connection.

An interesting conjecture about our findings comes from combined consideration of the results for our dual 
outcomes. We speculate processes akin to those described in the satisfaction vs. loyalty literature (e.g., Oliver 1999). 
There, true loyalty may be built on a foundation of satisfaction, but merely achieving satisfaction in itself may not 
necessarily spark loyalty. Further, Oliver (1999) acknowledged situations where true loyalty might not be achievable 
for a given product or service, where the best attainable outcome could be only satisfaction. In our findings, parallel 
logic would mean that strong positive brand attitude is a necessary but not sufficient condition for achieving brand 
attachment. For some products or services, positive attitude might be the best outcome attainable. However, there also 
may be cases where strong positive brand attitudes, in the presence of associations that are intensely personal, could 
evolve into the higher outcome of brand attachment. Based on our findings, we believe marketers would do well to 
consider both outcomes and to develop marketing strategies and tactics that personalize brand experiences in ways 
that may “convert” strong brand attitudes into emotional attachment to brands. Where this is possible, compared to 
strong positive attitudes alone, emotional attachment to the brand, built on top of strong positive attitudes toward the 
brand, should help produce greater value for both customers and the organization. 
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Summary Brief 
A Qualitative Investigation into Multi-Sensory 
Package: Environmental Packaging, Visual and 
Haptic Packaging Appeal Among Consumers
Mallory Gonzalez, Missouri Western State University, USA 
Phillip Frank, Missouri Western State University, USA 

The purpose of the study was to investigate three areas of research in the packaging literature; 
environmentally friendly packaging, responses to specific colors (blue and yellow) and haptic packaging. All three 
areas were extensively investigated through depth interviews with discussion and implications provided. The study 
utilized semi-structured depth interviews among 20 participants from various generations. Mock advertisements and 
products were used in interviews to solicit feedback. Transcriptions were analyzed by two researchers independently 
and then cross analyzed. Findings showed that younger demographic consumers were more aware and more prone 
to consider environmentally friendly packaged products. Findings around the specific colors demonstrated the 
importance of brand-hue congruency. Blue elicited more feelings of fluidity and calmness while yellow provoked 
feelings of renewal and action. Finally, findings for haptic packaging confirmed the appeal of multi-sensory packaging 
in drawing in consumer consideration. Haptic packaging also provoked stronger memory recall by most participants. 

Introduction 
Packaging plays a significant role in consumer habits in retail (Hine, 1995; Peck & Childers, 2003; Velasco 

& Spence, 2019). Hine (1995) argues that while packaging conceptually could be traced back to early humans, the 
real growth in the significance that packaging plays in purchasing decisions really gained ground in early 1900’s. In 
fact, Nickels & Jolson (1976) posited that “packaging” should be considered the fifth ‘P’ in the classic marketing mix 
tool. Multisensory packaging is a significant field within the marketing literature and has seen considerable focus over 
recent years (Velasco & Spence, 2019). These things drive consumer behavior and how a consumer chooses between 
the different products of the shelves in the store. In this paper, an in-depth hermeneutic investigation was conducted 
to investigate three core areas of packaging’s impact on consumption habits: environmentally friendly packaging, the 
color schemes of the packaging, and multisensory product packaging.  

Literature Review/ Hypothesis Development 
Research Area 1 – Environmentally Friendly Packaging 

One immensely popular topic in modern packaging research is environmentally friendly packaging. Modern 
consumption has seen an increase in consumers’ considerations towards the environmental impact of their 
consumption decisions (Levins, 2019). As a result, businesses have reacted to this shift in consumer culture and 
aligned their efforts by many to offer alternative packaging in their products as well as in their supply chain processes 
(Levins, 2019). Environmentally friendly packaging can include, yet is not limited to, the package, the product, the 
way the product is bought, the way the product is carried, or even how the packages are made. Levins, (2019) listed 
nine packaging alternatives, Biodegradable packing peanuts, corrugated bubbly wrap, air pillows made of recycled 
materials, cornstarch packaging, mushroom packaging, seaweed packaging, recycled cardboard and paper, eco-
friendly plastic and recycled plastics, and organic fabrics. These alternatives focus on how the product is transported 
in its package. These categories illustrate how consumer consideration is being given to all stages of the product’s 
usage. The current study looks to investigate the appeal of environmentally friendly packages among young and older 
consumers.  

Research Area 2 – Colors of Packaging 
One of the first things a consumer typically notices, will be the color of the package. Many researchers have 

spent hours depicting the psychological effects colors have on packaging. In their book, Multisensory Packaging: 
Designing New Product Experiences, Velasco and Spence (2019) described color as having three distinct components: 
hue, lightness, and saturation. Spence and Velasco went into further detail about these three components and how 
companies try to utilize their shelf-space with the best possible color scheme for their product. Furthermore, Bock, 
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Pandalaere, and Kenhove (2013), showed how colors that convey positive meanings (e.g., green) generally induce 
approach responses, whereas colors carrying negative meanings (e.g., red) induce avoidance responses.  

Colors are also associated with a product or a brand for example, UPS uses brown to evoke feelings of 
simplicity and honesty, Apple uses white to convey clean and perfection (Carson, 2018). In their 2007 article, 
Kniazeva and Belk discuss how the color scheme used in the packaging serves to generate specific associations in the 
consumer’s mind. Spence and Velasco (2019) denoted, “pairs of colors, if clearly organized into 
foreground/background combination, may sometimes convey a specific attribute” (pg. 32). 

While these articles might have mentioned multiple colors, for the upcoming research focus, the primary colors will 
be blue and yellow since the previous literature focused on red, green, brown, and white. Blue and yellow are common 
colors and many logos come to mind when these are mentioned. The current study will build on these research 
specifically focusing on blue and yellow and their role in logo appeal.  

Research Area 3 – Sensory Packaging 
When shopping, some consumers like to feel and touch everything. Sensory packaging, also known as, 

multisensory, haptic, or tactile packaging is an evolving way to package products to appeal to these types of 
consumers. In their article, Peck and Childers (2003) investigated children’s involvement with packaging of toys and 
how effective multisensory packaging is in the industry. “Less haptically motivated consumers, for whom a clear 
visual examination of a product would be expected to satisfy their needs for both instrumental and autotelic haptic 
information when there is a barrier to touch” (Peck & Childers, 2003, pg. 35). They want the consumer to feel 
something and it makes them stop where they are. A step further, they want the consumer to engage with the product 
so that it makes them more likely to purchase it. Research shows that interpersonal touch can affect consumers’ 
attitudes and behaviors in retail settings (Peck & Childers, 2003).  

In their 2016 article, Silva and Mazzilli investigated multisensory packaging in the perfume industry. In this 
article, Silva explains, “Packaging is no longer limited to the function of protection and transportation. Packaging is 
an artifact directly related to the product, often understood as part of the product and not simply as wrapping” (Silva 
& Mazzilli, 2016, pg. 7). In this industry, multisensory packaging is becoming prevalent among many companies. The 
research focused on how a package can draw a consumer into wanting more with an example of the perfume industry. 
In Velasco and Spence (2019), research looked at children and how they are geared towards touching everything and 
are haptically motivated while they are young. Children learn by touching and feeling, which is why many toys have 
a tiny hole for a child to touch the product before they buy it. The current study will use children toy’s packaging in 
order to test different multisensory packaging displays.  

Methodology 
In order to study all three of these themes, semi-structured depth interviews were conducted over a period of 

2 weeks in November of 2019. There were follow up interviews conducted in January 2020 to gain further clarification 
and to allow for additional insights. Twenty participants were interviewed about their consumer decisions, their 
thought process, and how they felt about certain topics that related to the research. Interviews were administered by 
one of the authors. Audio was collected and transcribed with a dual check process. Interviews lasted between 20 
minutes and 1 hour.  

A thematic analysis was conducted independently by both authors. Data pertaining to each research gap were 
analyzed for common themes. Themes were discussed by both authors with additional analysis taking place after each 
discussion. Once each researcher felt that a complete analysis of the data had occurred, and saturation was reached, 
analysis was halted. 

Results and conclusion will also be presented. 

References 
Bock, T. D., Pandelaere, M., & Kenhove, P. V. (2013). When colors backfire: The impact of color cues on moral 

judgment. Journal of Consumer Pyschology,23(3), 341—348. Doi:10.1016/j.jcps.2012.09.003 



312 

Carson, N. (2018, December 7). 21 outstanding uses of colour in branding. Retrieved from 
https://www.creativebloq.com/branding/amazing-uses-colour-6133196/4. 

Hine, T. (19950. The total package: The secret history and hidden meanings of boxes, bottles, cans, and other 
persuasive containers. Boston: Back Bay Press 

Kniazeva, M & Belk, R (2007). Packaging as Vehicle for Mythologizing the Brand. Consumer Markets and 
Culture,10 (1); pg. 51-69. 

Levins, C. (2019, July 9). 9 Eco-Friendly Packaging Alternatives for your Business’s Shipping Needs. (2020 May 
26). Retrieved from https://greenbusinessbureau.com/blog/8-eco-friendly-packaging-alternatives-for-your-
business-shipping-needs/ 

Nickels, W.G. & Jolson, M.A. (1976). Packaging-The Fifth ‘P’ in the Marketing Mix? Advanced Management 
Journal, 41(1). 13-21. 

Peck, J., & Childers, T.L. (2003). To have and to Hold: The Influence of Haptic Information on Product Judgments. 
 Journal of Marketing, 67(2), 35—48. doi:10.1509/jmkg.67.2.35.18612 

Silva, C. A. P., & Mazzilli, C. D. T. S. (2016). A Multisensory Approach for Perfume Packaging Design: The  
Correspondence between Visual and Olfactory Stimuli. The International Journal of Designed Objects, 
10(4), 7—19.  

Velasco, C. & Spence, C. (2019). Multisensory Packaging: Designing New Product Experiences. Cham, 
Switzerland, Palgrave Macmillan. 

https://www.creativebloq.com/branding/amazing-uses-colour-6133196/4
https://greenbusinessbureau.com/blog/8-eco-friendly-packaging-alternatives-for-your-business-shipping-needs/
https://greenbusinessbureau.com/blog/8-eco-friendly-packaging-alternatives-for-your-business-shipping-needs/


313 

Summary Brief 
A Model to Measure Brand Loyalty 
Bisschoff, Christo Alfonzo, North-West University, South Africa 

This study empirically evaluates the suitability of a theoretical model, consisting of 12 final antecedents of 
brand loyalty, to measure brand loyalty across eight industries. The study aims to determine if the antecedents are 
relevant and valid to apply across industries; the model would then generalised and fit for use. Some 2035 respondents 
completed questionnaires were analysed from the industry stratified sample across the eight industries. The results 
show that the 12 brand loyalty antecedents are all reliable (α≥0.68) and acceptable measures of brand loyalty. As 
expected, there are some important common brand loyalty antecedents (σ≥50%) that should be included in any 
measurement irrespective of the industry. They are Brand affect, Repeat purchase, and Brand trust. The other nine 
antecedents are all regarded as industry-specific ones because they fail to show importance in all of the industries 
involved in this study. Although the results are valuable to managers, researchers and academia aiming to measure 
and manage brand loyalty, and an obvious drawback is that, despite the model’s success in a variety of industries, 
most of the data originated from South African based consumers in the various industries. Country-specific influences 
may have played a role in the model construction. Although there is evidence to support this suspicion, future users of 
the model should factor it in when using the model. 
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Summary Brief 
Understanding Consumers’ Perception of the North 
Georgia Brand for Wine Tourism & Hospitality 
Benjamin Garner, University of North Georgia, Department of Marketing and Management, USA 

Wine tourism and wine consumption has increased in the Northern part of Georgia’s Appalachian Mountains 
in recent years. Increasing numbers of wineries are cropping up and serving a growing body of consumers looking to 
escape the city and normal life to enjoy the mountain views, experience the outdoors, and visit local tourist 
destinations. One of the big drivers of tourism in North Georgia is locally owned wineries. This analysis analyzed 
qualitative responses from 261 tourists to analyze their perceptions of North Georgia as a region and the wineries in 
this area.  

Theoretical Background 
Increasing numbers of wineries are cropping up in the North Georgia region, and they are serving consumers 

interested in wine tourism, as well as with nearby outdoor recreational activities. This research project looks at the 
intersection of tourism and consumer behavior with a specific emphasis of the region as a brand and brand image. 
Other researchers have also considered the ways a geographic region can be imbued with “regional branding” qualities. 
These include areas such as California in Napa and Sonoma, Virginia for wine, and outside of wine, other regions 
have used other local cuisines to create “authentic” local food experiences (Sims, 2009). Specifically, this research 
several questions that tie into consumers’ perception of North Georgia as a “destination” and “brand” and consumers’ 
perceptions of North Georgia wineries. As Keller (1993) notes, branding relates to consumers’ perceptions of a 
company’s image, including all manner symbols, reputation, perception, and overall image. Additionally, tourism 
destinations are increasingly tasked with defining and managing their brand (Lee and Arcodia, 2011) and often use 
food tourism to build and grow their local (and often rural) economy (Sidali, Kastenholz, and Bianchi, 2015). 
Additionally, consumers are increasingly looking to support authentic and local producers (Beverland, 2005, 2006), 
which involves craft production and ties to local regions. This is why regional branding becomes such an important 
idea.  

Methodology 
A survey was distributed between 2019-2020 through several of the North Georgia wineries to get a quality 

consumer response rate. 261 consumers responded, and this produced 240 usable responses (F = 184, M=56). 
Consumers were asked what their perceptions of the North Georgia region were, including their perceptions of the 
strengths and weaknesses of the wineries in this region. Participants were asked to list descriptors and provide open-
ended comments. The data set was analyzed for themes (Braun and Clarke, 2006; Ryan and Bernard, 2003) to better 
understand consumer values for what motivates them for travel and tourism recreation. 

Findings 
Several findings emerged from this data set. Some of the emerging themes that were compelling included 

consumers’ perception of the North Georgia Mountains as a tourist destination. Several of the descriptors involved 
outdoor and nature-based activities. These included words like “mountains,” “orchards,” “waterfalls/lakes/rivers,” 
“breath-taking views,” “small town,” “wine,” “locally owned,” “cabins,” and other words that described a relaxing 
and beautiful rural getaway with either a quaint, historic, or folksy feel. In terms of the wineries, consumers felt like 
the strengths of the wineries related to their location, the atmosphere, the setting, and the taste of the wine. Consumers 
valued the local connections and supporting local businesses having pride in their Southern product. Several also 
discussed the laid-back and relaxed atmosphere and the friendliness of the staff. In terms of the wineries weaknesses, 
some consumers felt like the wines were expensive compared to other wines at the store, that wine tastings were 
sometimes expensive, that they only serve sweet wines, or that the service portion of the wineries could improve, 
including it being crowded or that they don’t serve enough food. Others felt like the wine was not good quality.  
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Overall, the picture of this qualitative data set points to an emerging industry that is developing rapidly but which is 
experiencing the growing pains that include establishing the services that consumers want, which involve good service, 
a variety of food and beverage choices, and better amenities. Consumers overall were very pleased with the beautiful 
nature and setting of the wineries and views of the mountains, and that was one of the most defining features of these 
results.  
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Summary Brief 
Going Viral: Regulatory Focus and the Efficacy of 
Analogies in Motivating Health-Related Behavior 
R. Wixel Barnwell, Longwood University, USA
Kenneth W. Graham, University of Wisconsin-La Crosse, USA

Analogies have a long history of being used to create marketing communications. The current COVID-19 
era is no exception to this truth. This work proposes examining the use of analogy to inspire health-related behavior. 
Through the application of Regulatory Focus Theory as it relates to self-efficacy and response-efficacy messaging, 
the authors hope reveal more about the role of analogies and their forms. In short do analogies increase impact or 
might they mask the meaning? 

Introduction 
President Trump frequently uses a war analogy, referring to the COVID-19 virus as “the invisible enemy” 

(Pinkus and Ranaswamy, 2020). Ryan Malosh, a research scientist at the University of Michigan School of Public 
Health, when discussing the virus and the importance of public vigilance, noted that “each intervention that we 
currently have for COVID-19 is kind of like a slice of Swiss Cheese. There are holes in it” (McGeorge and Hutchinson, 
2020). Additionally, Anthony Fauci, a key member of the White House Coronavirus Task Force, cautions that the 
restarting of the economy after the mandatory lockdown “is not going to be a light switch” (Gallo, 2020). These 
examples are illustrative of how officials have used analogies to inform the public about this historic threat and to 
motivate them to moderate their behavior to minimize the virus’ impact. This discussion then begs the question – how 
effective are analogies at communicating complex ideas and motivating health-related behavior? 

Theoretical Background 
Analogy 

The Oxford Dictionary of Media and Communications defines analogy as “a comparison between two 
different things based upon some similarity, in the interests of clarification or explanation. Typically, the illustration 
of an unfamiliar or abstract concept by comparison to a more familiar or concrete one. Rhetorically these [analogies] 
may be expressed in the form of metaphors or similes” (Chandler and Munday, 2016, para. 4733). Analogies are used 
to both increase clarity and understanding of an unfamiliar concept (Gentner, Holyoak, and Kokinov, 2001) and as a 
measure of higher reasoning skills (e.g. Ichien and Holyoak, 2020). Analogies can also be used to communicate to 
inspire action or decision (e.g. Gentner et al, 2001). For example, Dilber and Duzgun (2008) observed that students 
who were taught complex concepts in physics using analogical instruction performed significantly better than a control 
group that was taught using traditional instruction when tested on those concepts. Similarly, Roehm and Sternthal 
(2001) find that advertising appeals that use analogy are more persuasive and better comprehended than appeals that 
use literal similarities, especially when the message recipient has sufficient product knowledge and the cognitive 
resources to understand the analogical comparison.  

Efficacy 
When attempting to modify health-related behaviors, the literature suggests that people are faced with 

questions of response-efficacy and of self-efficacy (Keller, 2006). Response-efficacy refers to one’s perceptions of 
whether or not a new behavior will deliver a desired outcome (either getting what one wants or avoiding what one 
does not want), while self-efficacy refers to perceptions of whether or not one is capable of performing the desired 
behavior (Rogers, 1983). Interestingly, research suggests that even when self-efficacy is high, people will only change 
their behaviors when they believe the behavior will likely lead to the desired outcome (Block and Keller, 1995). In 
health communications, self-efficacy is achieved by informing people of how easy a behavior is to complete and by 
empowering them to take control (Rogers, 1983). Conversely, response-efficacy communications are designed to 
enhance perceptions or beliefs about the effectiveness of the prescribed behaviors (Rogers, 1983). However, research 
suggests that the salience of self-efficacy or response-efficacy to motivating health-related behavior changes is 
determined by a person’s regulatory focus (Keller, 2006).  
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Regulatory Focus Theory 
Regulatory focus theory explains the means used by individuals for self-regulation during the pursuit of goals 

– either through a promotion focus or a prevention focus (Higgins, 1998). Extant literature suggests that a promotion-
oriented individual will focus on the achievement of positive goals and desired outcomes, while a prevention-oriented
individual will focus on maintaining an absence of undesired outcomes and safeguarding the status quo (Keller, 2006).
Regulatory focus can be primed by a given situation or message (Keller, 2006). In health communications, when a
self-efficacy message, which focuses on the ease of a behavior, is matched with a primed promotion focus, there are
higher intentions to perform the desired behavior (Keller, 2006). Likewise, higher intentions to perform a prescribed
behavior are observed when a response-efficacy message, which focuses on the effectiveness of a behavior, is paired
with a primed prevention focus (Keller, 2006).

Based on this discussion, it then stands to reason that analogical language, when appropriately crafted to 
deliver self-efficacy or response-efficacy messaging will generate a stronger willingness to comply with health-related 
behaviors, when paired with the appropriate regulatory focus, than messaging that does not use analogical language. 
Therefore, based on the prior discussion, we make the following research propositions: 
• P1: Healthcare communications that utilize self-efficacy-based analogies paired with a promotion focus

will result in greater willingness to modify health-related behavior when compared to (a) healthcare
communications paired with a prevention focus, and (b) healthcare communications that do not utilize
analogies.

• P2: Healthcare communications that utilize response-efficacy-based analogies paired with a prevention
focus will result in greater willingness to modify health-related behavior when compared to (a)
healthcare communications paired with a promotion focus, and (b) healthcare communications that do
not utilize analogies.
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Summary Brief 
Exploring COVID-19 and Consumer Behavior
Pauline Sullivan, Tennessee State University, USA 
Brigitte Burgess, University of Southern Mississippi, USA 
Wesley Pollitte, St. Edward’s University, USA 
Gallayanee Yaoyuneyong, University of Southern Mississippi, USA 

Consumer behavior was disrupted by COVID-19.  As a result, retailers devised many innovative solutions to 
meet customer needs and remain profitable. This study utilized an electronic survey to determine which of these 
innovations were most popular for consumers, whether they were satisfied with them and which ones consumers would 
like to see continue after health guidelines are removed.  Results showed that consumers rank innovations as part of 
routine shopping, such as grocery shopping, the highest.  Innovations for non-necessary shopping, such as healthcare 
and books/music, were ranked lower.  In addition, the findings indicate that consumers were satisfied with using the 
innovations, thought they made the right choice to use the innovations, and would like to see the innovations continue 
after social distancing is no longer required. 

Introduction and Literature Review 
Previous research revealed shopping behavior changes during epidemics (Jung and Sung, 2017). In the midst 

of a 2017 Middle Eastern Respiratory Syndrome (MERS) outbreak in Korea, brick and mortar shopping decreased 
while online sales increased. However, effects of social distancing and sheltering in place on consumer behavior due 
to COVID-19 were sudden and dramatic. March 2020 U.S. retail sales fell 8.7 % from the previous month (Lahart, 
2020). However, sales for certain product categories, such as groceries, increased 25% over the previous month 
(Sparshott, 2020).  Jung and Sung (2017) found consumers spent less in traditional shopping outlets but more on E-
Commerce during the MERS epidemic, which they attributed to factors associated with risk. Choi, Shin, Park, and 
Yoo (2018) revealed consumers who received more, rather than less, news and information on the internet perceived 
higher risk levels associated with the disease. Additionally, they identified a negative relationship between risk and 
intention to engage in social and economic activities. 

According to Sparshott (2020), consumers are reluctant to return to pre-COVID 19 shopping practices and 
favor retailers using visible safety measures such as in-store cleaning, face masks, contactless payment, and social 
distancing.  Reluctance to shop in retail stores combined with mandated closures resulted in the use of innovative 
solutions such as online fitness and wellness apps, store curbside pickup, telehealth, touchless delivery, and remote 
learning for children (McKinsey & Company, 2020).  The objectives of the current exploratory research was to 
determine 1) which, if any, innovations customers tried, 2) whether customers were satisfied, and 3) which innovations 
customers would like to see continue after the social distancing and sheltering in place cease.  Findings could provide 
important information for retailers as to which innovations should continue after the pandemic ends. 

Methodology 
The data for this descriptive study were collected using a Qualtrics survey during a two-week period at the 

end of April 2020, which was approximately six weeks into a stay at home order.  Adult participants were recruited 
via a posting on a campus listserv.  A reminder post was made at two and five days following the original post. 
Participants who met the recruitment criteria (aged 18 or older; made at least one purchase during the social 
distancing/shelter in place time periods) were allowed to complete the survey.  Those who did not meet the recruitment 
criteria were thanked and their survey ended.  The sample included 133 respondents and yielded 100 useable surveys. 
The majority were female (82.35%) and Caucasian (80.88%).  Most were married (70.59%), and held graduate or 
professional degrees (44.12%) followed by bachelor’s or 4-year degrees (23.53%). 

The survey was developed based on previous literature, established scales and current periodical information 
related to retailing and consumer behavior during COVID-19. Participants reviewed a list of innovative retail solutions 
and selected the ones they tried during social distancing and sheltering in place. Respondents then ranked their selected 
choices in order of preference.  A 7-point Likert scale (1= Strongly agree and 7 = Strongly disagree) measured 
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respondent’s answers to four questions about their satisfaction with each of the innovations they tried: Q1) I am 
satisfied with my decision to try “X,” Q2)  I think that I did the right thing when I decided to try “X,” Q3) If “X” 
continues to be available  after social distancing and stay at home orders are not required, I would use it, and Q4) 
Although I may not use “X” once social distancing and sheltering in place are no longer recommended, I think they 
should continue to offer/provide it. 

Key Findings 
Table 1 shows the results of the top ranked choices participants selected by mode.  The results indicate that consumers 
were most concerned about innovations engaged in as part of necessary shopping, such as buying groceries. 
Consumers ranked activities concerned with cleanliness, limiting contact, and social distancing the highest.  Activities 
that address non-necessary activities, such as healthcare, were ranked lower.  This suggests that consumers have a 
greater willingness to adapt their behavior to mitigate risk for routine shopping experiences than for non-necessary 
shopping, such as for books/music and healthcare.  Interestingly, consumers expressed satisfaction of their choices, 
think they did the right thing, and they would like to see retailers continue to offer these innovations after social 
distancing and sheltering in place are no longer required. 

Table 1:  Mean Satisfaction with Innovation Choices 

Innovation Choices 
N Mode Q1 Q2 Q3 Q4 

N M N M N M N M 
Shopping cart sanitization   70 1 50 6.58 45 6.42 41 5.85 41 6.10 
Social distancing indicators on store floors   67 5 20 6.44 33 6.33 31 5.61 31 5.74 
Self-service checkouts  48 2 25 6.60 22 6.18 21 5.71 21 6.00 
Paid before curbside pick-up  47 1 33 6.85 29 6.76 26 6.12 26 6.35 
Contactless delivery  41 1 30 6.43 28 6.61 24 6.21 24 6.46 
Tele-Health   33 4 19 6.05 18 6.28 17 5.12 17 6.47 
Curbside delivery from non-typical retailers  29 4 20 6.35 19 6.42 18 5.33 18 6.00 
Order/pick-up food at different places  23 2 11 6.27 9 6.00 9 5.67 4 5.22 
Free access to books/music typically not free   23 6 13 6.50 6 6.33 6 5.50 6 6.50 
Waiving delivery fees  20 1 11 6.64 10 6.30 10 6.60 10 6.70 
Temporary drive-through windows  19 4 11 6.00 11 6.36 11 5.73 11 6.00 
Grocery delivery service like Instacart   18 4 19 6.38 11 6.18 10 5.20 10 6.30 
Waiting in automobile at medical clinics and being 
called or texted when it’s your turn  18 5 11 6.83 6 6.83 6 6.33 6 6.50 
Scanning/paying through apps  14 1 10 6.60 8 6.75 8 5.88 8 6.00 
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Summary Brief 
Memes as Technocultural Units: An Exploration of 
Young Adults’ Interpretations of Memetic Discourse 
during COVID-19 Uncertainties 
Lubna Nafees, Appalachian State University, USA 
Sarita Ray Chaudhury, Humboldt State University, USA 

Researchers have long acknowledged the evolving of consumer behavior beyond the acquisition of goods 
and services towards dimensions of intangible values such as those found in social media/online brand communities 
and digital content creation/consumption in general. This study adds to the recent call for research on various forms 
of technocultural liquid consumption by exploring how young adult consumers view memes as a way to make sense 
of the unfolding of the COVID-19 pandemic disruption in their everyday lived experiences. During a socio-cultural 
crisis like the pandemic, memes reveal consumer sentiments that are complex, often intersecting on consumption and 
cultural dimensions.  

Researchers have long acknowledged the evolving of consumer behavior beyond the acquisition of goods 
and services towards dimensions of intangible values such as those found in brand communities, prosumption 
activities in the digital domain (Mick and Fournier 1998, Schau and Gilly 2003, Belk 2013). Kozinets (2020, 621) 
defines such technocultures as: “the various identities, practices, values, rituals, hierarchies, and other sources and 
structures of meanings that are influenced, created by, or expressed through technology consumption.” Within this 
technoculture, liquid consumption often manifests in times of uncertainties when individuals have to make unusual 
choices. For example, the shelter in place mandate during the Covid-19 pandemic required decision making in 
situations previously unfamiliar to most consumers. In such uncertain times, previously mundane consumer acts such 
as grocery shopping took on a new meaning in the face of an unseen danger. Defined as “liquid consumption” which 
is “ephemeral, access based and dematerialized….” (Bardhi and Eckhardt, 2017, 582), such activities involve 
understanding the “use value” of consuming something in the moment, that has intense meaning for a brief period, 
situated within contexts that may not necessarily translate into stable (solid) state such as attachment, acquisition and 
possession behaviors. The concept of liquidity is reflective of the technocultural consumption environment we live in 
today.  

As mentioned earlier, consumers often turn to media (mainstream and social media) to validate choices. This 
behavior constitutes creating and/or sharing of digital content. This may include existing content (for example an 
image of a brand posted on a blog or social media feed) or an organic one (image of a consumer using the said brand 
posted on their personal feed). Technology increases the passion to consume (Kozinets 2017). As consumers rely on 
the digital domain to inform and validate consumption choices, much remains to be explored. Previous research has 
explored facets of technocultural consumption such as the effect of electronic word of mouth on sales (Rosario et al 
2016), efficacy of digital likes on customer-brand interactions (Chang et al 2019), difference between mobile and non-
mobile reviews on consumer purchase intent (Grewal and Stephen 2019) to name a few. Of the various online 
discourses, with social media being the most popular (see Appel et al 2019 for an overview of extant research), 
memetics remains an under-explored tool. A term credited to Dawkins (1976), memes are socio-cultural units worthy 
of replication along the lines of genes in the bio-evolutionary world. For instance, Olney (1998) examined how gender 
identity memes spread in consumer groups. Although individual in origin, the best memes are replicated by others 
only if it appeals to in-the-moment socio-cultural phenomena. As Mick and Fournier (1998) opine, “Technoculture is 
irrefutable and pervasive” (123). Today, in our networked world, Internet memes are popular technocultural units of 
discourse in how consumers create and share current experiences in real time.  

Shifman (2014, 2) defines internet memes as “the propagation of items such as jokes, rumors, videos, and 
websites from person to person via the Internet.” For instance, one of the most popular internet memes today “My 
plans vs 2020” is a group of memes depicting various two panel images of the before and after Covid-19 shutdown in 
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a humorous manner. Olney (1998) described one of the characteristics of memes is that it changed the behaviour of 
the host even if it was just to pass along the meme to someone else. Pervasive in popular culture such as when 
consumers created memes based on a film’s trailer (Bereznak, 2018), thus amplifying public interest, not much is 
known about how memes are interpreted and consumed in other ways. Literature in the communications and media 
studies primarily focus on the memetic content to extrapolate onto socio-cultural conceptual frameworks. For instance, 
memetic content often under-represents women and minoritized groups (Scott and Bill 2017). Memes are particularly 
popular amongst younger demographics where a private sector report indicates five internet meme accounts reach 46 
million young adults (YPulse 2019). Often, the market actors (such as brands) adopt this organically created content 
by individuals in an attempt to engage with this consumer demographic.  

This study adds to the recent call for research on various forms of technocultural liquid consumption (Bardhi 
and Eckhardt 2017, Kozinets 2020) by exploring how young adult consumers view memes as a way to make sense of 
the unfolding of the Covid-19 pandemic disruption in their everyday lived experiences. The research questions posited 
are: 1) How do memes contribute to the understanding of uncertain times? 2) How do consumers interpret the practices 
depicted in the memes? 3) Do memes serve as technocultural units to cope with the uncertainties or for other purposes? 
Forty-three young adults completed an open-ended questionnaire describing their understanding of (1) what memes 
are (2) describe a favorite meme pertaining to the Covid-19 pandemic (3) articulate why they think people create and 
share memes and (4) what their favorites meme was able to achieve for them.  

Adopting an interpretivist approach that accounts for lived experiences narratives (Geertz 1973), emergent 
findings indicate that memes respondents listed as their favorite predominantly related to their everyday life. Memes 
are relatable, funny and entertaining. For example, one respondent’s favorite meme is “90’s babies after we went 
through economic crashes, 9/11, Katrina, Trump presidency, and a global pandemic all before 30” with a visual 
showing a person in that age group sprawled on the floor confused (Refer to Figure1). The meme depicts how the 90’s 
babies in their 30-year lifespan have been subject to a series of national and global crisis. The man on the floor’s 
expression is indicative of the vexation many of this generation experience in the situation. Memes, as in the example 
here are contemporary sources of consumer meaning (Ge and Gretzel 2018; Li, Chan, and Kim 2019). With new 
political content to satire, the evolution of popular culture, and unprecedented pandemics like COVID-19, the internet 
users have been quick to keep an influx of new meme content relevant to these fresh topics. “It is a morbid joke, as 
memes often are, but I think it is healthy to make light of tragedy and use humor as a diffuser of emotions.” Another 
respondent says, “memes are able to express feelings and concepts in ways words and pictures cannot. There is a 
certain amount of social capital and relevance surrounding memes that make them more communicable.” The meme 
listed as favorite by this respondent is a COVID-19 adaptation of Hunger Games Trilogy memes with the caption 
“When you leave your family to go buy groceries and toilet paper.” (Refer to Figure 1). They explain this meme as 
one that people can relate to for fear of going to public places, yet it has a comedic spin. It also seeks to unify people, 
providing comradery for those who relate to the feeling.  

Figure 1: Sample memes in the dataset 
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As Segev et al (2015) detailed that memes can accidentally or intentionally mutate and recirculate to fit the 
current purpose, in this case life in the lockdown caused due to the pandemic. This research contributes to consumer 
digital culture literature by arguing that memes are technocultural units delivering meaning to consumers in their 
everyday lived experiences. New and evolving technologies allow consumers to engage with business and marketing 
practices in various ways (Firat and Venkatesh 1995, 253). Memes are shared to convey perceptions of current events. 
During a socio-cultural crisis like the pandemic, memes reveal consumer sentiments that are complex, often 
intersecting on consumption and cultural dimensions.  
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Summary Brief
Hungry for Social Support, But Eating Unhealthy 
Foods Instead Summary Brief
Amanda Pruskiyamim, Grenoble Ecole de Management, France 
Carolina Werle, Grenoble Ecole de Management, France  
Cindy Rippe, University of North Georgia, USA' 

Loneliness is defined as perceived isolation based upon discrepancies (in quality or quantity) of an 
individual’s actual versus desired relationships (De Jong Gierveld 1998; Peplau and Perlman 1979). Loneliness 
jeopardized consumers’ health before the COVID-19 pandemic. Loneliness begets detrimental issues such as health 
risks, mental diseases, stress, anxiety, depression, premature mortality rates, negative emotions, insomnia, and higher 
mortality rates (Cacioppo and Cacioppo 2014). The pandemic mandated lockdowns with stay at home orders 
exacerbated loneliness (Killgore et al. 2020). Besides the detrimental health consequences of loneliness, lonely 
individuals experience a lack of social support—worsened by stay at home orders that restrict social interaction only 
to those in one’s household. In addition to limiting access to social support (Umberson and Karas Montez 2010), the 
lockdowns simultaneously impose a shift from eating out to eating at home. 

In a recent survey conducted during the pandemic, Kroger (2020) conveys that respondents cook at home 
more (51%), eat for comfort (40%), and increase snacking (46%). Some pundits, however, suggest people are making 
healthier choices during the lockdown (Guarascio and Rossignol 2020). Others propose that people use comfort food 
to cope with the adverse psychological effects caused by the lockdown (e.g., loneliness). As the pandemic continues, 
food choices are of great importance, especially because experts worry the pandemic can perpetuate an obesity 
outbreak (Almandoz et al. 2020; Zachary et al. 2020). The foregoing phenomena highlight the urgent need to better 
understand how loneliness affects food consumption during a pandemic. 

Background and Hypotheses 
Loneliness occurs when there is a “discrepancy between what one wants from interpersonal affection and 

intimacy and what one gets” (De Jong Gierveld 1989, p. 216). As individuals experience loneliness and social isolation, 
they seek strategies to handle their angst and deal with the negative feelings (Peplau and Perlman 1979). Loneliness 
reduction strategies include escaping through shopping at the retail store, watching movies, and traveling (Rippé, 
Smith, and Dubinsky 2018)—most of these options are unavailable during the pandemic due to government-mandated 
closures of nonessential places and stay at home orders. We propose that the lack of availability of escape options 
during a lockdown (e.g., inability to shop at the retail store, attend movie theaters) will compound isolation. Being 
confined at home with a lack of options to handle loneliness leads to emotional eating (Crockett, Myhre, and Rokke 
2015). 

Previous research ascertains that individuals utilize food to cope with their negative feelings (Dubé, LeBel, 
and Lu 2005; Troisi and Gabriel 2011). Stressful situations encourage poor food choices and emotional eating (Groesz 
et al. 2012; van Strien et al. 2012). Emotional eaters overeat and simultaneously intake fewer fruits and vegetables 
(van Strien et al. 2013). In the limited work on food choices during stressful scenarios such as natural disasters, 
unhealthy foods were repeatedly chosen (e.g., Zhang et al. 2017). Kuijer and Boyce (2012) found that emotional eaters 
overate as a reaction to stress. 

Research on eating habits during the COVID-19 pandemic is in its infancy. Preliminary studies show support 
that individuals eat unhealthier during the pandemic. Mitchell and colleagues (2020) show a decrease in fruits and 
vegetables and an increase in red meat and starches such as potatoes. During self-quarantine, eating in response to 
stress, consuming in response to smelling or seeing food, and snacking after dinner led to weight gain (Zachary et al. 
2020). In a pre-pandemic study, Troisi and Gabriel (2011) found that food served as a social surrogate for lonely 
individuals to “feel social connection and reduce loneliness” (p. 751). Similarly, we predict that lonely individuals 
will compensate loneliness by selecting less healthy food items. More formally: 
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H1: Loneliness increases the choice of unhealthy food. 

Loneliness and Social Support 
Social support also “refers to the emotionally sustaining qualities of relationships (e.g., a sense that one is 

loved, cared for, and listened to)” (Umberson and Karas Montez 2010, p. S56). The main-effect model of social 
support suggests an overall benefit of social support in one’s life regardless of stress level (Cohen and Wills 1985). In 
this context, social support is defined as “a social network’s provision of psychological and material resources intended 
to benefit an individual’s ability to cope with stress” (Cohen 2004, p. 676). People who feel they have strong perceived 
social support in their life are more effective at coping with stress (Uchino 2009). In the context of the lockdowns due 
to the pandemic, we predict that lonely individuals in lockdown who have social support will use that social support 
to cope with their loneliness and instead of turning to food, they will choose healthy items with fewer calories, because 
they will have a less of a need to use the food for coping due to the social support in their life. More formally: H2: 
The effect of loneliness on food choices will be mediated by social support. 

Study 1: Quasi-Experiment On the Impact of Loneliness on Food Choices 
Study 1 is a quasi-experiment conducted right before the lockdown and one week after the beginning of the lockdown 
in California (Nbefore=195; Nafter=197). This study aims to investigate how loneliness due to social isolation (e.g., 
being at home alone) influences consumers’ decision-making regarding food consumption. We also tested if the 
consumption differed if individuals living alone (vs. not) during the lockdown. MTurk workers (n=393) located in 
California (USA) participated in this study in exchange for monetary compensation (Mage = 39.55 years, 55.5% 
females). Data collection was done in two waves: the first wave of data collection was collected the first official day 
of the lockdown in California (March 20, 2020), the second wave happened one week later (March 27, 2020). In both 
surveys, participants were informed that we would assess their food preferences during that specific moment. 
Participants read a scenario in which they choose their lunch menu. From the menu, the sandwich element was kept 
consistent (forced choice), but after participants could order (or not order) a side dish (i.e., mozzarella sticks, onion 
rings, grilled zucchini salad, or cooked vegetables), a dessert (i.e., chocolate cheesecake, ice cream, fruit salad, or 
apple), and/or a drink (i.e., Coke, Sprite, watermelon juice, or water). The key dependent variables were the amounts 
of calories (Kcal), energy density (Kcal/100g), fat (in g), and carbohydrates (in g). After making their choices, 
participants answered questions about their perception of social support (e.g., “Indicate the extent to which you are 
feeling the following emotions today...I feel connected to my loved ones” strongly disagree- strongly agree), questions 
concerning their behavior during the lockdown (e.g., “In your house, do you have someone living with you or staying 
with you at this moment?”) and sociodemographic questions (e.g., age). 

Results: Calories selected. 
 To assess the impact of loneliness on food choices, we conducted an ANCOVA with the week of lockdown 

(week 1 vs. week 2) and participants’ living situation (living with others vs. alone) entered as independent variables 
predicting number of calories selected with age, gender, hunger and whether they left their house on that day or not 
entered as covariates. We calculated the number of calories from all the extra menu items participants selected. Results 
show no significant effect of gender (p = .439) nor of the fact that participants left their house or not (p = .732), but a 
positive effect of hunger (p < .001), and a negative effect of age (p < .001) on number of calories selected. Results 
show a significant effect of the lockdown week (F(1, 382) = 10.387, p = .001). Participants selected foods with more 
calories in week 2 (M = 564.33) in comparison to week 1 (M = 461.80). We also found a marginally significant 
interaction between lockdown week and participants’ living situation (F(1, 382) = 2.852, p = .092). Pair-wise 
comparisons show that, for participants living alone, the effect of the lockdown week on calories selected was stronger 
(Mweek 1 = 351.78 vs. Mweek 2 = 589.08, p = .006). For participants living with other people, the effect of the 
lockdown on calories selected was only marginally significant (Mweek 1 = 488.60 vs. Mweek 2 = 557.08, p = .093). 
We found similar results for food energy density, carbohydrates and fat. We also investigated the impact of loneliness 
on perceptions of social support through an ANCOVA predicting social support perceptions. Results show no 
significant effect of gender (p = .780), hunger (p = .463), or age (p = .265) on social support thus these variables will 
no longer be discussed. We found a significant effect of the fact that participants left their house (F(1, 382) = 3.948, 
p = .048) on social support. We also found a significant effect of the lockdown week. Participants reported lower 
perceptions of social support in week 2 (M = 4.86) in comparison to week 1 (M = 5.13). We found no significant 
interaction between lockdown week and participants’ living situations (p = .348). A mediation analysis (Model 4; 
Process, Hayes 2018) a significant mediation of social support on number of calories (ab = 7.1823, CI95%: .2961; 
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16.3630). That is, in week 2 participants’ perceptions of social support diminished, leading to increased calorie 
selection. 

Study 2: The Impact of Loneliness On Food Choice in a Controlled Setting 
Study 2 tests the hypothesis that loneliness will lead to unhealthy food choice in an experimental design 

where loneliness is manipulated. 121 undergraduate students (Mage = 22.36 years, 63.6% females) participated in a 
single-factor (loneliness vs. control) experiment. We manipulated loneliness with a writing task adapted from Jiao and 
Wang (2018). In the lonely condition, participants were instructed to recall a time when: “...you felt very lonely (e.g., 
feeling isolated, not having a high sense of intimacy, companionship, friendship, togetherness or feelings of 
belonging)”. In the non-lonely condition, participants wrote about an ordinary event of their life “write a purely 
objective, factual, and detailed account.” Following the manipulation, participants answered the two-item loneliness 
manipulation check and the same food choice measure of Study 1. 

Loneliness exerted a significant effect on the number of extra food items selected (p = .058). 
Participants selected more extra items in the loneliness condition (Mlonely = 2.12) than in the control condition 
(Mcontrol = 1.81), which increased the number of calories they selected (Mlonely = 541.69 Kcal vs. Mcontrol = 
401.70 Kcal, p = .028), the energy density (Mlonely = 316.52 vs. Mcontrol = 237.83, p = .049), and the amounts of 
fat (Mlonely = 25.9g vs. Mcontrol = 19.5g, p = .081) and carbohydrates (Mlonely = 72.5g vs. Mcontrol = 53.5g, p 
= .014).  

Conclusion 
The contribution of this research is threefold. First, we contribute to the understanding of the effect of 

loneliness on food choices during a lockdown due to the pandemic. Second, we provide empirical evidence that 
loneliness leads to unhealthy food choices, which has severe consequences for obesity and weight issues, in addition 
to the other adverse effects of loneliness. Third, we contribute by proposing a mediator, social support that explains 
the differences in why some eat healthier during the pandemic and others do not. 
References (Available Upon Request
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Summary Brief 
The Relationship Between the Likelihood of 
Experiencing an Information Overload and Attitude 
toward Online Shopping 
Gary L. Hunter, Illinois State University, USA

The goal of this study is to investigate a potential benefit of shopping in a physical store rather than shopping 
online.  Identifying a benefit of shopping in physical stores is important as recent events have made shopping online 
more appealing, yet retailers maintain significant investments in physical stores.  Specifically, the purpose of this 
study is to investigate the relationship between an individual difference, the likelihood of experiencing an information 
overload, and propensity to shop online.  Online shopping typically exposes consumers to more information than a 
visit to a physical store.  Larger amounts of information evoke an information overload, particularly amongst those 
shoppers more sensitive to overload.  Online shopping would be less appealing to sensitive consumers as outcomes 
of information overload are negative affect and increasing mistakes.  As such, the consumers who are more sensitive 
to information overload would be more likely to prefer shopping in physical stores rather than online.   

Introduction 
Recent events (e.g., COVID 19 pandemic) have caused many consumers to shift from shopping in physical 

stores to shopping online.  This change occurred for good reason.  For a period of time, it was virtually impossible to 
shop in most physical stores because of government mandated shut downs seeking to slow the spread of the COVID 
19 virus.  As stores reopen, it is important to identify reasons that consumers might want to return to physical stores. 
One of these reasons is the prolific amount of information that consumers must navigate in shopping online.  Some 
research offers evidence that individuals differ in their ability and willingness to process large amounts of information, 
suggesting exposure to larger amounts of information can lead to an information overload (Hu and Krishen 2019; 
Krishen, Raschke, and Kachroo 2011; Jacoby, Speller, and Kohn-Berning 1974; Miller 1956).   

The amount of product information in a physical store is often dwarfed by the volume of product information 
available online.  Does this information cause certain consumers to prefer shopping at a physical store instead of 
online? Some evidence suggests that it might.  Research offers evidence that when information exceeds the capability 
of a consumer to process during available time, it leads to an information overload (Jacoby, Speller, and Kohn-Berning 
1974).  An information overload is a state in which the consumer feels negative affect (e.g., confusion, frustration) 
and/or makes decision errors (Jacoby, Speller, and Kohn-Berning 1974).  Further, work on information overload 
suggests that individuals differ in the likelihood of experiencing an overload (Krishen, Raschke, and Kachroo 2011; 
Miller 1956).  Miller (1956) reports that the range of information producing an overload varies from five to nine.  Such 
a large range suggests that consumers vary in their likelihood of experiencing an information overload.  

Investigating the relationship between the likelihood of experiencing an information overload and attitude 
toward online shopping is important.  Physical stores might more nearly appeal to the segment of the market more 
susceptible to information overload by offering a simpler shopping experience when compared to online channels.  
The objective of this study is to determine the relationship between individual differences in the likelihood of 
experiencing an information overload and attitude toward shopping on the Internet.  A secondary objective is to 
examine control as a moderator of the hypothesized relationship. 

Conceptual Background 
Research offers evidence that larger amounts of information leads to the experience of an information 

overload (Hu and Krishen 2019; Jacoby, Speller, and Kohn-Berning 1974).  The Internet is a source of expansive 
information, exposing consumers to both large numbers of alternatives and large amounts of information about those 
alternatives.  The larger amount of information available on the Internet suggests that those consumers most 
susceptible to experiencing an information overload would be more likely to have an aversion to shopping online. 
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H1: There is a negative relationship between the likelihood of experiencing an information overload and 
attitude toward shopping online. 
Researchers suggest that giving consumers control over the flow of information would reduce or eliminate 
information overload (Hu and Krishen 2019; Wathieu et al. 2002).  Based on this, we theorize that control 
would mitigate the effects of larger amounts of information on attitude toward shopping online.   
H2: Control will moderate the relationship between the likelihood of experiencing an information overload 
and attitude toward shopping online. 

Method and Results 
Students in a graduate marketing class recruited a convenience sample of friends and relatives to complete 

an online survey.  The survey contained a twenty five item scale measuring the likelihood of experiencing an 
information overload, a six item measure of control (see the appendix), and a one item measure of liking to shop online 
(“I like shopping online”).      

A link to the survey was sent to one hundred individuals and sixty three respondents completed the survey. 
Of the respondents, approximately fifty six percent were female.  Ages ranged from 18-24 (55.56% of the sample) to 
55-64 (9.52% of the sample).  The measure of likelihood of experiencing an information overload (α = .92) and the
measure of control (α = .85) both demonstrate satisfactory reliability (Nunnally 1978).

In order to test the two hypotheses, regression analyses are used due to the size of the sample.  In testing H1, 
attitude toward shopping online is regressed on the likelihood of experiencing an information overload.  Results show 
a significant negative relationship between the independent and dependent variables (t = -2.143, p < .05), suggesting 
that those consumers more likely to experience an information overload have a more negative attitude toward shopping 
online.  These results are consistent with H1.  

Hypothesis two proposes that control will moderate the relationship between likelihood of experiencing an 
information overload and attitude toward online shopping.  In testing this hypothesis, a new variable is created by 
multiplying the likelihood of experiencing an information overload by control.  Attitude toward shopping online is 
regressed on this new variable along with the likelihood of experiencing an information overload. Results support an 
interaction effect in that the new variable has a statistically significant positive relationship with the dependent variable 
(t = 2.337, p < .05).   
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Summary Brief 
Off to the Rescue! Can Pricing Autonomy and 
Compulsive Buying Superhero Consumers Save Retail 
Comic Book Stores through Increased Purchase 
Intentions? 
Wesley Gift, Eastern Kentucky University, USA 
James Blair, Eastern Kentucky University, USA 

We find consumers prefer autonomy in the price-setting process in the context of comic book purchases. 
Consumers have higher purchase intentions when experiencing pay-what-you-want pricing. A significant interaction 
effect occurs between pricing autonomy and retail store type. Consumers are willing to pay significantly higher prices 
for fixed prices than pay-what-you-want prices for the brick and mortar retail store. No significant differences 
occurred for the online retail store. Consumers with higher levels of compulsive buying possessed higher purchase 
intentions than consumers with lower levels of compulsive buying. An interaction effect occurred between pricing 
autonomy and compulsive buying on purchase intentions. Consumers with higher compulsive buying levels had higher 
purchase intentions when exposed to pay-what-you-want pricing and fixed pricing. Interestingly, consumers with 
lower levels of compulsive buying had low purchase intentions when exposed to fixed pricing, but their purchase 
intentions rose to levels similar to high compulsive buying consumers for pay-what-you-want pricing.  

Introduction 
While other industries continually earn major profits from adapting comic book properties into other 

mediums such as movies, television shows, toys, and apparel, comic book retail sales ebb and flow from year to year. 
O’Leary (2019) explains “comic book retailers head into 2019 as uncertain about the market as they were at the start 
of 2018.” Comic book stores have utilized pay-what-you-want pricing recently (Arvedon 2020) and with stores 
operating as brick and mortar as well as online locations some consumers may be more or less likely to purchase the 
comic books under this pricing mechanism as well as differ in their payment amounts. With one in ten Americans 
considering themselves a “shopaholic (Cowles 2013),” examining the role of compulsive buying on pricing autonomy 
and purchase intentions would be beneficial to marketing managers 

Background 
Pay-what-you-want pricing gives consumers full control of setting the price of products (Kim, Natter, & 

Spann 2009). This is different from fixed prices where consumers must pay the stated amount. Previous researchers 
have found pay-what-you-want pricing increases consumer purchase intentions (Gneezy et al. 2010) and we anticipate 
a similar result. Online stores have perceived advantages over brick and mortar locations with the variety of brands 
and ease of browsing products, but also had disadvantages such as exchange-refund policies, helpfulness of 
salespeople, post-purchase services, providing an interesting social experience, shipping and handling surcharges, and 
uncertainty about receiving the correct item (Kacen, Hess, & Chiang 2013). Chiang, Zhang, and Zhou (2006) found 
differences in consumer preferences for brick and mortar stores and online stores varying across product categories. 
Compulsive buying has been defined as “a tendency to be preoccupied with buying that is revealed through repetitive 
buying and a lack of impulse control over buying (Ridgway, Kukar-Kinney, & Monroe 2008, p. 622).” Kukar-Kinney, 
Ridgway, & Monroe (2012) found these consumers possessed greater knowledge of store prices, were more brand 
conscious, and were more prestige sensitive than non-compulsive buying consumers. We look to extend those findings 
to include buying decisions involving varying levels of pricing autonomy.  

Key Findings 
We found a significant main effect of pricing autonomy on purchase likelihood (F (1, 208) = 28.08, p < .01) 

and perceived satisfaction (F (1, 208) = 22.32, p < .01). Participants had significantly higher purchase likelihood when 
presented pay-what-you-want pricing (m = 5.35, SE = 1.23) than fixed-pricing (m = 4.31, SE = 1.59) and participants 
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had significantly higher perceived satisfaction when presented pay-what-you-want pricing (m = 5.68, SE = .92) than 
fixed pricing (m = 4.970, SE = 1.23). There was a significant interaction effect of pricing autonomy and retail store 
type on payment amounts (F (1, 208) = 7.62, p = .01). Participants interacting with an online comic book store had no 
significant difference in the amount they were willing to pay in a fixed pricing situation (m = $18.15, SE = 20.72) and 
the amount they would pay in a pay-what-you-want pricing situation (m = $47.97, SE = 20.72). A significant difference 
occurred with brick and mortar store locations, where participants exposed to fixed pricing were willing to pay 
significant higher amounts for a comic book (m = $109.58, SE = 22.18) than participants exposed to pay-what-you-
want pricing (m = $21.90, SE = 21.52). We found a significant main effect of compulsive buying index on purchase 
likelihood (F (1, 208) = 21.93, p < .01) and perceived satisfaction (F (1, 208) = 5.75, p = .02). Participants had 
significantly higher purchase likelihood when they possessed higher levels of compulsive buying index (m = 5.30, SE 
= 1.07) than lower levels of compulsive buying index (m = 4.37, SE = 1.73) and participants had significantly higher 
perceived satisfaction when they possessed higher levels of compulsive buying index (m = 5.51, SE = .94) than lower 
levels of compulsive buying index (m = 5.14, SE = 1.29).A significant interaction effect of pricing autonomy and 
compulsive buying index on purchase likelihood (F (1, 208) = 27.03, p < .01) and a significant interaction effect of 
pricing autonomy and compulsive buying index on perceived satisfaction (F (1, 208) = 14.25, p < .01) we observed. 
Participants with high levels of compulsive buying index had no significant difference in purchase likelihood across 
the fixed pricing (m = 5.28, SE = .19) and pay-what-you-want pricing conditions (m = 5.31, SE = .17). Participants 
with low levels of compulsive buying index had significantly lower purchase likelihood in the fixed pricing condition 
(m = 3.53, SE = .17) than those in the pay-what-you-want pricing condition (m = 5.41, SE = .19). A similar pattern 
was observed with perceived satisfaction levels where there was no significant difference in perceived satisfaction 
levels across the fixed pricing (m = 5.44, SE = .15) and pay-what-you-want pricing conditions (m = 5.57, SE = .14) 
for participants with high levels of compulsive buying index. Participants with low levels of compulsive buying index 
had significantly lower perceived satisfaction in the fixed pricing condition (m = 4.59, SE = .14) than those in the pay-
what-you-want pricing condition (m = 5.82, SE = .15). 
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Summary Brief 
A Study of Food and Beverage Retailing in the U.S. 
Si Chen, Louisiana State University Shreveport, USA 
Charles Ingene, University of Oklahoma, USA 

In this paper, we use the 2012 Economic Census data to examine the effects of a set of socioeconomic, 
demographic, marketing mix (i.e., service), and competitive variables on household expenditures at Food and 
Beverage retailers in the US. This study makes two major contributions to the marketing literature: 1) we extend the 
literature by using the most recent Economic Census data to examine U.S. food and beverage retailing; and 2) as far 
as we know, this is the first study in the marketing literature that include both metropolitan and micropolitan areas 
as unit of analysis to examine retail expenditures in the U.S. 

Introduction 
It has been shown in the marketing literature that household expenditures at various retail lines are influenced 

by consumer’s socioeconomic and demographic characteristics, firm’s marketing efforts (i.e., marketing mix), and 
competitive forces in the marketplace (e.g., Chen, Ingene, and Takahashi 2020; Ingene 1984; Ingene and Brown 1987). 
We build our study on the extant literature and specifically we apply the theoretical model developed by Chen, Ingene, 
and Takahashi (2020) to examine factors influencing household expenditures at food and beverage retailers in the US. 

We focus on US retailing for three reasons. (1) US represents the strongest economy in the world. However, 
the most recent study on US retailing dates back to Miller, Reardon, and McCorkle (1999). We have witnessed 
dramatic changes in retail expenditure patterns over the past two decades due to technological advancements, and it 
is imperative that both scholars and practitioners understand what factors affect retail expenditures in today’s 
marketplace. (2) The Economic Census data contains information on both metropolitan and micropolitan areas in the 
US. Although studies have been conducted to examine expenditure patterns in metropolitan areas, minimal attention 
has been paid to micropolitan areas. We think it is practically important to understand these less populated areas.  

We make two major contributions. First, we extend the literature by providing a more up-to-date knowledge 
on the factors that influence household expenditures at Food and Beverage retailers in the US. We believe the 
methodology used in this study can be applied and generalized to examine other retail industries in the US. Second, 
we analyze both metropolitan and micropolitan areas in the US. Little academic attention has been paid to micropolitan 
areas. We believe this study will provide managerial insights for retail managers operating food and beverage stores 
in micropolitan areas.  

Background 
Food and Beverage retail stores sell food and beverage products for off-premise consumption and consist of 

Grocery Stores (NAICS 4451), Specialty Food Stores (NAICS 4452), and Beer, Wine, and Liquor Stores (NAICS 
4453). Grocery Stores consists of Supermarkets and Other Grocery (except Convenience) Stores and Convenience 
Stores. Specialty Food Stores include Meat Markets, Fish and Seafood Markets, Fruit and Vegetable Markets, and 
Other Specialty Food Stores. For Beer, Wine, and Liquor Stores, there is no further division in the industry.  

In 2012, Food and Beverage operates 147,579 retail stores and generates an annual sales revenue of 620,024 
million U.S. dollars, which accounts for 14.69% of all sales in the Retail Trade sector. Among the three industry 
groups, Grocery Stores has a sales revenue of 559,838 million U.S. dollars, which equals 90.30% of the total sales in 
the subsector (i.e., 86.66% from Supermarkets and Other Grocery (except Convenience) Stores and 3.64% from 
Convenience Stores).  Specialty Food Stores accounts for 2.83% of all sales in the subsector, while Beer, Wine, and 
Liquor Stores takes 6.87% of the share. Food and Beverage Stores provides the largest labor market in the Retail Trade 
sector in 2012. This subsector employs 2,864,650 workers in total, which is equivalent to 19.48% of all retail 
employees. These workers make an average annual salary of $21,133. The average annual salaries for the three 
industries are $21,413 at Grocery Stores, $17,299 at Specialty Food Stores, and $19,946 at Beer, Wine, and Liquor 
Stores, respectively. 
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Key Findings 
In order to examine the factors that influence food and beverage expenditures, we use data obtained from the 

2012 Economic Census and 2012 American Community Survey (5-year estimates), and we adopt the theoretical model 
developed by Chen, Ingene, and Takahashi (2020). Our analysis reveals that about 60% of household expenditures on 
food are for off-premise consumption at food and beverage retailers. However, there is a tendency in recent years that 
on-premise food consumption has increased. We show that five consumer segments exhibit different expenditure 
patterns; intratype competition (i.e., Warehouse Clubs and Supercenters) and intertype competition (Drinking Places, 
Restaurants and Other Eating Places) significantly influence household expenditures at food and beverage retailers; 
marketing effort (i.e., service) increases household expenditures; and expenditure patterns varies at metropolitan areas 
vs. micropolitan areas. 
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Summary Brief 
Exploring the Effectiveness of Emoji Use in Luxury 
Product Communications 
Alisha Blakeney Horky, Columbus State University 
Toni-Rochelle Ford, Park University  

Introduction 
Emoji are continuing to rise in popularity, not only with consumers, but also in brand communications. In 

one recent study, up to 30% of select brands’ social media communications included textual paralanguage, including 
emoji (Luangrath et al. 2020).  However, while emoji use is becoming common in email and social media marketing 
communications, there is still much that marketers can learn regarding their effectiveness and impact, specifically for 
different types of products, including luxury goods.  Luxury brands are joining the trend of emoji use, increasingly 
using emoji in their communications, and going as far as to design their own exclusive emoji.  

According to Mobile Marketer, Gucci partnered with chat app, Genies, to design Gucci branded emoji apparel 
(Williams 2018). Similarly, Italian fashion house, Versace, released its own branded emoji in 2016 (Chan 2016). 
Other luxury products retailers, such as high-end jewelers, are also using non-branded emoji in their marketing 
communications, but to what effect?  This proposed study will examine the impact of emoji use on consumer attitudes 
and intentions toward luxury products.  First, we examine relevant literature regarding the use of emoji and the use of 
emoji in marketing communications.  We then examine emoji use through the theoretical lens of congruity theory to 
determine how the (in)congruity of emoji use in promoting luxury products can impact the effectiveness of marketing 
efforts.  

Though emoji have been widely used for over a decade, and many practitioner websites tout the power of 
emoji to increase engagement (ex: Hootsuite 2017, Hubspot 2018), to this point there has been little academic focus 
regarding the use of emoji in marketing communications, especially in the realm of social media. In fact, there is still 
limited research regarding the role of emoji in influencing consumers’ attitudes and intentions toward brands and their 
products.  The amount of academic attention in this area is beginning to increase, with several recent studies suggesting 
that emoji have the potential to be an important element in firms’ communications with customers and in customers’ 
responses to those communications.   

Research purpose 
Recent studies regarding the use of emoji in marketing communications support industry sources regarding 

the effectiveness of emoji. For example, Derks et al (2008) explores perceptions related to the use of emoticons 
(precursors of the modern emoji) and finds that the use of these symbols may strengthen the intensity of messages, 
make communications seem more personable and express humor.  Emoji can also prompt customers to engage with 
brands via social media.   Jaakonmaki (2017) finds that emoji, along with other social media content elements, can 
positively impact social media engagement.      

Though emoji may generally increase engagement, some recent studies have explored the varying impact of 
emoji use across various marketing scenarios.  The usefulness of emoji can depend on product involvement and 
category, audience, and message valence (Luangrath 2020).  For example, a recent study regarding consumer attitudes 
and emoji use finds that the use of emoji can result in positive affect and increased purchase intentions for consumers, 
but that this result is moderated by product types and is only present in the case of hedonic products (Das, Wiener, & 
Kareklas 2019).  Hill (2016) also notes that emoji effectiveness can differ based on product categories, and suggests 
that emoji use is most appropriate for communications related to low involvement products.  However, the impact of 
emoji on hedonic products that might be higher in involvement, such as luxury goods, has not yet been explored.  
Previous research shows that emoji may be most effective in low involvement and hedonic products. However, the 
effectiveness of emoji may also depend on the product category and brand perceptions of consumers.  Amatulli et al. 
(2020) find that hedonic messaging is more effective for luxury products.  However, the study also finds that this 
effect is moderated by both consumer and product characteristics (such as the size of a logo). Other types of hedonic 
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messaging, including the use of emoji, may also be impacted by consumer and product or brand characteristics, 
including brand personality. It is established that brands have distinct personalities in the minds of consumers (Aaker 
1997) and that these personalities help brands form and maintain relationships with consumers (Fournier 1998). 
Perceptions of brand personality is of particular importance to research on luxury brands because of the strong 
symbolic meaning these brands have to consumers (Sung, Choi, Ahn & Song 2015). 

Recent studies show that emoji use is likely to impact perceptions of brand personality (Luangrath et al. 
2020).   However, the effect of the congruency of emoji in relation to brand personality has not been examined.  Derks 
et al. (2008) states that emoticons can make communications seem more personable and express humor, but a luxury 
brand may not desire to appear humorous and using humorous imagery to promote a brand with a more upscale or 
sophisticated personality may seem incongruous to some consumers. 

Congruity theory posits that when incongruity is present, individuals will adjust their thoughts to reconcile 
this incongruence (Osgood and Tannenbaum 1955). While luxury brands are often seen as sophisticated (Sung et al. 
2015), emoji may not convey that same personality.  Therefore, for luxury brands that use emoji that consumers 
perceive as incongruous, attitude towards the brand will be negatively affected. As such, we propose the following:  
P1: Consumer perception of incongruity between the emoji and the brand personality will have a negative effect on 
brand attitude  

Proposed Method 
In order to explore the impact of emoji on consumer perceptions of luxury goods, we will design a multi-

method study with a series of pre-tests, surveys, and experiments to determine consumer perception of emoji, 
perceptions of congruity (or lack thereof) associated with the use of emoji used to promote luxury goods, and the 
impact of (in)congruity on consumer attitudes and intentions toward luxury goods. 

Proposed Contribution 
 As emoji use increases, it is important that marketers explore their impact on brand communication. Based 

on congruity theory, the authors posit that it may not be appropriate for all brands to use emoji. Luxury brands, 
specifically, and the sophistication embodied by their brand personalities may not match well with emoji.  
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Summary Brief 
Emoji Valence in Online Consumer Reviews: 
the Interplay of Sex Differences, Affect and Purchase
Intention 
Serwaa Karikari, Morgan State University, USA 
Shimi Ahmad, Morgan State University, USA 

One limitation of computer-mediated communication is the absence of non-verbal cues, which 
necessitated the development of non-verbal cues known as emoji. Research on emoji in marketing focuses on 
their effects in persuasion attempts, to the detriment of other contexts within which emoji may be used. One such 
context is the online consumer review. Therefore, this conceptual paper develops a framework for the study of 
the effect of the emoji valence in online consumer reviews on  purchase intention. The proposed framework 
contributes to the interactive marketing literature not only by extending the positive emoji – positive affect – 
purchase intention link but also by doing so in the understudied online consumer review context. 

Introduction 
The proliferation of computer mediated communication (CMC) has been largely beneficial, particularly 

in terms of enhancing communication and relationship quality. A major limitation of CMC is the absence of non-
verbal cues which can affect information transmission (Bai et al. 2019).  This led to the development of non-verbal 
cues popularly known as emoji. An emoji is a single picture used to represent a character of text, or a visual 
symbol, which enhances emails, text messages, social media, and other CMC by adding emotionality (Jones et al. 
2020; Rodríguez-Hidalgo, Tan, and Verlegh 2017).  

In marketing, research on emoji centers on the effects of their inclusion in persuasion attempts such as social 
media advertising by brands, and social media posts of influencers (Ge and Gretzel 2018; Bai et al., 2019). There exist 
other marketing contexts within which emoji may be used, such as the online consumer reviews which 
significantly impact consumers’ purchase decisions (Zhu and Zhang 2010). Moreover, the valence of emoji, as well 
as affect all impact purchase decisions. Das, Wiener, and Kareklas (2019) found that positive affect mediates 
the relationship between emoji and purchase intention. Little is however known about negative emoji and 
negative affect, particularly with regards to online consumer reviews. Finally, research shows that differences exist 
between males and females with regards to emoji valence (Jones et al. 2020). How sex differences could influence the 
relationship between emoji valence and affect remains to be seen.   

It is evident that the existing literature has not adequately addressed the above issues. In view of this, 
this conceptual paper will develop a framework for the study of the effect of the emoji valence in online consumer 
reviews on  purchase intention.  

Theoretical Framework 
The identification and/or interpretation of emoji may be explained by the facial emotion processing 

literature. Research has shown that smiley emoji and human faces are processed in similar ways (Jones et al. 
2020). Emoji valence has been linked to purchase intention. The general consensus is that consumers in 
positive moods are more likely to purchase a product or service, than consumers in less positive (or negative) 
moods (Sherman, Mathur, and Smith 1997). We propose that, 

P1: The presence of positive (versus negative emoji) in online consumer reviews will lead to purchase intention 
One construct that is closely related to emotion processing is affect. Affect refers to the umbrella term 
describing, “a set of more specific mental processes including emotions, moods, and (possibly) attitudes” 
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(Bagozzi, Gopinath, & Nyer, 1999; p. 184). Research has shown that people in positive mood states evaluate 
stimuli more positively compared to people in negative or neutral mood states (Bagozzi, Gopinath, and Nyer 
1999). Das et al. (2019) found that the presence of positive emoji results in consumers experiencing higher 
positive affect. Additionally, positive affect mediates the effect of emojis on purchase intention. Therefore, 
we propose that: 

P2: Affect will mediate the effect of emoji valence on purchase intention 
With regards to sex differences in facial emotion processing, empirical evidence shows that females have the 
tendency to outperform males with the identification of nonverbal emotional cues such as positive and 
negative facial cues (Thompson and Voyer 2014) . Moreover, there exists neurological evidence that supports 
a greater negativity bias in women compared to men. For instance, Killgore and Yurgelun-Todd (2001) found 
that for males, happy facial expressions resulted in higher right amygdala activation, as compared to females. 
Specially with regards to emoji, a recent study found that women perceive negative emoji as more negative 
than men do, lending credence to studies that found a higher negative bias in women than men (Jones et al. 
2020). 

P3: The relationship between emoji valence and affect will be moderated by sex differences such that, the positive 
effect is stronger for men while there exists a negative bias for women 
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Summary Brief 
The Effect of Conventional Donation Elicitation 
Methods on Modern Crowdfunded Donation 
Campaigns 
Yashar Dehdashti, Texas Wesleyan University, USA 

Current methods of raising awareness about online crowdfunded donation campaigns are mostly limited to 
online tools (e.g., sharing, tweeting, etc.). The only other way of sharing information is through the conventional 
media (e.g., TV, radio, etc.) Specifically, the news media have recently begun to share the news about some of these 
campaigns that have been deemed so important to be newsworthy. The aim of this research is to measure the effect of 
sharing crowdfunding campaigns on conventional and social media and compare it with campaigns which are shared 
only on modern (social) media.  Propensity-score matching is used to analyze the data. Characteristics of campaigns 
that are shared on both the social media and conventional media are compared and contrasted, unveiling patterns of 
donation collection. The results have important managerial implications about raising awareness about crowdfunded 
donations campaigns.     

The allure of social media can hardly be overemphasized. These growing social media are the very vehicles 
used by crowdfunding websites to promote their donation campaigns (Gleasure and Feller 2016). This is the case 
because creating links from these online campaigns to the social media is very easy and free of charge. Also, the social 
media could provide instantaneous audiences who will be informed about and potentially contribute to any 
crowdfunding campaign. Given the possibility of combining the use of social media with more traditional media as 
promotion tools for online crowdfunding campaigns, and since for many campaigns this is already in practice, it seems 
worthy to investigate whether the campaigns that are shared across both types of media necessarily do better than 
those only shared on the social media, and if so, by how much.  

The model is estimated using actual crowdfunding donation data. Therefore, one of the best methods that 
ensures that the treatment and control groups do not differ in other characteristics besides the intervention is propensity 
score matching. The observable characteristics of the donations are used as covariates that determine the propensity 
scores. Various tests of robustness are included to ensure the model is correctly matching the observations in the 
treatment and control groups. The results identify the differences in the behavior of the donation campaigns in terms 
of a number of variables including but not limited to the rate of raising money, the number of donors, and total 
donations.  

These results have implications for academicians who are interested in studying donations collected through 
crowdfunding and practitioners who seek to develop actual crowdfunding donations campaigns, especially for 
essential causes that might require more action and less words.   
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Summary Brief 
Improving the Followers' Experience by Enhancing 
Telepresence 
Sergio Barta, University of Zaragoza, Spain 
Marta Flavián, University of Zaragoza, Spain 
Raquel Gurrea, University of Zaragoza, Spain 

 The development of social networks such as Instagram, has significantly boosted the emergence 
of influencers. Despite the current relevance of influencers in the academic world, few studies have analyzed 
the value provided by the live videos of them. Moreover, due to the development of new technologies, new 
communication forms are emerging. This research compares the value of the follower's experience between a live 
on Instagram and a live in a virtual room, which is characterized by a higher degree of telepresence to the 
followers. The results show that telepresence provides a higher experimental value, which improves 
satisfaction and the followers' behavioural intentions. Virtual rooms improve the overall experience, 
highlighting the importance of moving towards the new more immersive communication forms. 

Introduction 
During the covid-19 pandemic, the importance of sports influencers has increased significantly (Lee and 

Blasco-Arcas 2020). During this period in many countries there was a significant limitation to the mobility of 
the population, which required to seek solutions to keep in shape. As a consequence of this and the increased time 
at home, many influencers specialized in sports conducted live shows with greater frequency, generating 
entertainment, increasing their followers, unique visits, interactions, comments received, etc. (e.g. Patry Jordan 
[Fernández, 2020]). 

Because of the huge importance that social networks have in the current world, academic research has focused 
on them. In Instagram, the social network that predominates among influencers, research has analysed the impact of 
the account characteristics, as well as other characteristics of the account such as the number of followers (De Veirman, 
Cauberghe, and Hudders 2017). Some characteristics of the posts such as originality and uniqueness have been shown 
to have an important effect on the followers' behaviour (Casaló, Flavián, and Ibáñez-Sánchez 2020). 

However, this social network allows other opportunities for interaction between influencer and 
followers than just the published posts, which have been much less researched. For example, the influencer can 
make a live show to communicate with his followers, in which he can talk about different topics, show 
products or answer questions in real time. Furthermore, scarce research has examined the possible differences caused 
by the characteristics of the online platform where the interaction between the influencer and his followers takes 
place. Technological development enables new forms of communication with different characteristics from 
traditional social networks. An example of this is the virtual room, where participants can share the same virtual 
space and be represented there by avatars, encouraging the perception of travelling to another world. 

Therefore, the objective of this research is to understand the experiential and instrumental value that the 
experience of a live chat by an influencer generates in the followers and the responses that this entails (satisfaction, 
stickiness intention and intention to recommend). Based on this, the role that the particular characteristics of the 
platform where it takes place are analysed. More specifically, we aim to understand the effect of perceived telepresence 
by comparing two scenarios: (1) a live show on Instagram (low telepresence) and (2) a live show in a virtual room 
(high telepresence). 

In summary, the research model proposes that in the virtual context the follower perceives greater 
telepresence (H1). Telepresence generates greater experimental and instrumental value (H2 and H3). These two types 
of values lead to the satisfaction of the follower (H4a and H4b). Finally, satisfaction generates better 
behavioural intentions such as greater stickiness intention and intention to recommend (H5a and H5b, 
respectively). In addition, the stickiness intention also affects the intention to recommend the experience (H6). 
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Consequently, the research model is shown below (Figure 1). 

Figure 1: Proposed Research Model 

Methodology 
Data to test the hypotheses were collected in a field experiment. In the first experimental group (n=58), the 

influencer performed a live show on Instagram. In this event, the professional cyclist showed the sports equipment 
that he uses to ride on the bike. He also gave advice and recommendations for the choice of material. Afterwards, he 
answered some questions from the followers and the assistants were invited to complete an online questionnaire. 

A virtual room was designed for the collection of data from the second experimental group. In this scenario, 
the information communicated during the live show in Instagram was replicated while photographs of the different 
products were shown. Similar to the first scenario, participants could ask questions after the products have been shown. 
After that, they were invited to answer an online questionnaire. 41 valid questionnaires were collected. 

To confirm whether the virtual scenario is perceived to have a higher degree of telepresence, we carried out 
a T-test for independent samples, with the different contexts as the independent factor. Taking into account the specific 
features of our research model (a non-recursive model with one bi-categorical independent variable, one dependent 
variable and a causal path analysis with serial and parallel mediation), the PROCESS macro v3.5 for SPSS (Hayes 
2018) was used to test the mediating effects proposed in H2, H3, H4a,b, H5a,b and H6. 

Conclusion 
Virtual environments have features that can enhance the user experience. The experience provided by virtual 

rooms produces greater satisfaction in the followers, which leads to benefits such as the stickiness intention or the 
intention to recommend the experience.  

Based on the results obtained, the perceived telepresence has a positive effect on the experiential value. 
However, there is no effect on instrumental value. This fact may be because followers prefer to see the real product 
through a screen, rather than through photographs. Perhaps the inclusion of realistic 3D models of the products shown 
in these virtual rooms can also increase the instrumental value of these experiences. With these models, the follower 
will be able to see the product more closely and assess its characteristics in more detail, and this hypothesis may be 
supported.   
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Summary Brief 
How smart technologies have affected the tourism-
related services? 
Estrella Diaz, University of Castilla-La Mancha, SPAIN 
Águeda Esteban, University of Castilla-La Mancha, SPAIN 
Rocío Carranza, University of Castilla-La Mancha, SPAIN 
David Martín-Consuegra, University of Castilla-La Mancha, SPAIN 

“This project has received funding from the European Union’s Horizon 2020 research and innovation 
programme under the Marie Sklodowska-Curie grant agreement No 795428”. 

The aim of this research is to test a model that analyze the impact of the use of smart technologies by tourism 
organizations on employees and the examinations of some consequences derived from the service provision towards 
consumers. Data are collected from 400 employees working in different types of tourism organizations. A structural 
equation modeling will be used to examine the proposed relationships. The findings of this research provide some 
recommendations to analyze the digital revolution in the tourism industry, bringing together theoretical and empirical 
contribution for tourism planning and marketing, innovation, value creation, and co-creation.  

The Internet has revolutionized the diverse industries of the economy, but technology is evolving faster in 
the tourism industry. This development of new technologies is creating a digital revolution in the tourism industry and 
has appeared the concept of smart tourism (Gretzel 2011). The notion of smart tourism has been developed based on 
advanced information and communication infrastructure and capabilities, facilitating service innovation, enhancing 
tourist experiences, achieving competitive advantages for tourism firms, and its importance as a strategic tool for 
tourism development, value creation and competitiveness (Hunter et al. 2015). Recent research has outlined the effect 
of smart technologies in a theoretical perspective and focused on consumer behavior (Huang et al. 2017). Nevertheless, 
a holistic and integrative perspective on how digitalization affects tourism organizations, employees and value creation 
is still in its infancy. The purpose of this research is the creation of a model to identify the main effects of the 
revolutionizing impact of smart technologies on the tourism industry. Specifically, this study analyzes the effect of 
the use of smart technologies in tourism organizations on perceptions of service cannibalization, satisfaction, value 
offering, co-creation and employee service performance.  

Smart tourism is defined as an infomation and communication technology (ICT)-integrated tourism platform, 
which incorporates tourism sources and technologies, such as artificial intelligence, mobile communication, cloud 
computing and internet of things (IoT), to provide explicit information and satisfactory services to tourists based on 
the development of innovative mobile communication technology (Zhang et al. 2012). Through a range of hardware 
devices and software platforms and applications, businesses and consumers have become interconnected in the travel 
process, resulting in more meaningful interrelations and a convergence of people, technology and more personalized 
tourism experiences (Neuhofer et al. 2015). The integration of smart technologies for the creation of personalized 
experiences is critical for businesses to remain competitive in today’s dynamic marketplace. This is of particular 
interest to the tourism industry, in which competition and high customer expectations drive the need for differentiation. 
Smart technologies can function as a catalyst of change that can assist in the facilitation of dynamic service encounters 
and experience co-creation, offering value and employee service performance practices that are equally shared 
between companies and consumers (Suhartanto et al., 2018). However, the use of smart technologies can have an 
effect on employees’ perceptions of service cannibalization than can ultimately impact on the value generated by 
employees.  

The findings suggest that businesses need to the exploit emerging smart technologies and implement them in 
the entire strategy and operation structures of the service setting. Furthermore, this research states that employees’ 
perceptions of service cannibalization and satisfaction can have a mediator role between the use of smart technologies 
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and some consequences of the service provision (value offering, co-creation and employee service performance). The 
findings offer an interesting insight into how employees view their future employment and career prospects, and how 
those views affect their job and service provision outcomes with the use of smart technologies. This study suggests 
that employees perceive the use of smart technologies as cannibalistic to both current and future sales, contributing to 
tourism literature by highlighting the fear of losing a job or experiencing changes to roles played in the industry. In 
this new environment, tourism service providers may develop new offers aimed at involving consumers in a more 
active way. Smart technologies, in fact, allow the total immersion of the consumers and stimulate their active 
participation, enhancing the experience of value offering and co-creation (Gretzel et al. 2015). Thus, the use of smart 
technologies could be considered as an opportunity for exploration and personal growth by employees.      

References 
Gretzel, U. (2011). Intelligent systems in tourism: A social science perspective. Annals of Tourism Research, 38(3), 

757-779.

Gretzel, U., Sigala, M., Xiang, Z., & Koo, C. (2015). Smart tourism: foundations anddevelopments. Electronic 
Markets, 25(3), 179-188. 

Huang, C. D., Goo, J., Nam, K., & Yoo, C. W. (2017). Smart tourism technologies in travel planning: The role of 
exploration and exploitation. Information & Management, 54, 757-770. 

Hunter, W. C., Chung, N., Gretzel, U., & Koo, C. (2015). Constructivist research in smart tourism. Asia Pacific 
Journal of Information Systems, 25(1), 105-120. 

Neuhofer, B., Buhalis, D., & Ladkin, A. (2015). Smart technologies for personalized experiences: a case study in the 
hospitality domain. Electronic Markets, 24, 243-254. 

Suhartanto, D., Dean, D., Nansuri, R., and Tiyuni, N.N. (2018). The link between tourism involvement, and service 
performance: Evidence from frontline retail employees. Journal of Business Research, 83, 130-137. 

Zhang, L., Li, N., and Liu, M. (2012). On the basic concept of smarter tourism and its theoretical system. Tourism 
Tribune, 27(5), 66-73. 



352 

Summary Brief 
Enhancing Brand Equity through Task-Service Fit in 
Branded Apps: A Service-Dominant Logic Perspective
Trang P. Tran, East Carolina University, USA 
Ilia Gugenishvili, Åbo Akademi University, Finland 
Adrienne F. Muldrow, East Carolina University, USA 

Introduction 
Although an increasing number of researchers have investigated how mobile apps change customer way of 

purchasing and interacting with brands, literature focusing on how branded apps could be used to enhance brand equity 
is underexplored. This paper is designed to develop a conceptual model capturing the effects of both hedonic and 
utilitarian motivations on brand equity. This impact is examined via the link of task-service fit, consumer brand 
engagement. 

Methodology 
A Qualtrics survey was administered online, and data were collected from college students. Respondents 

were provided with a definition of branded apps before they started: "a mobile application created by a company to 
promote its brand. Branded apps typically reflect the brand's identity and feature their 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." 

Then they were asked whether they had used a branded app before. Those who said yes were eligible to take 
the survey. And they were also asked to provide the name of the app they had used. Out of five hundred and five 
responses, only three hundred and seventy nine were qualified, and thereby, being used for data analysis. All scales 
were borrowed from literature with adjustments to fit the branded app context. Out of five constructs, four were the 
2nd order constructs: hedonic motivation, utilitarian motivation, consumer brand engagement, and brand equity. 

SMARTPLS3 was employed to run data analysis. The findings showed that all hypotheses were supported, 
except H1 (HED -> FIT). That means task service fit, that was impacted by utilitarian motivation, but not by hedonic 
motivation, influenced consumer brand engagement, and brand equity. Finally, brand equity was impacted by 
consumer brand engagement. 

Findings 
The paper has contributed to brand equity literature by confirming that brand equity could be enhanced if 

brand managers could leverage branded apps as a marketing tool. The results stress the role of utilitarian motivation 
in creating task-service fit which in turn leads to higher consumer brand engagement and ultimately strengths brand 
equity.
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Summary Brief 
Navigating Your Academic Career from Hired to 
Retired 
John Cicala, University of North Alabama, USA 
Catherine Curran, University of Massachusetts Dartmouth, USA 
Diane Haytko, East Carolina University, USA 
Debra Zahay-Blatz, St. Edwards University, USA 

The purpose of this session is to discuss the varied paths and components of an academic career in the 
complex (and increasingly unprecedented) environment of higher education. University environments are rapidly 
transforming by instituting non-tenure positions, different tracks for tenured professors as well as the including a 
number of options for both tenured and non-tenured instructors alike.  

Panel presenters include faculty from public and private schools, tenured and contractual schools who have 
served in a range of positions, as instructors, tenured faculty, and in administration (ranging from committee or 
department chairs to Deans). This session will provide substantial discussion and contribution related to developing 
long term careers in academia from getting hired (preparing for the job market, how to better negotiate employment 
contracts, and changing schools) to getting tenure to post-tenure and retirement. This session will appeal to many 
individuals across a variety of career stages.
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Summary Brief 
Impact of Covid 19 on New Ventures in Emerging 
Markets 
Dr. Vaneeta Aggarwal, Assistant Professor, Department of Management Studies, University of Madras 
Priyadarshini.J, Doctoral Student (Full-Time), Department of Management Studies, University of Madras 

After World War II, the current pandemic situation is a major crisis for humans all around the World. Almost 
all the economies are suffering, and many employees have either had a pay cut in their salary or have lost their jobs. 
This lockdown period has also forced consumers to spend only on the essentials. Thus this current pandemic situation 
has plummeted the growth and sustainability of new ventures in emerging markets. This study groups the findings 
related to the positive and negative impact of COVID-19 on new ventures from various reports and suggestions were 
framed by the authors through interactions with the experts in this field. 

Introduction 
This current pandemic situation has plummeted the growth and sustainability of new ventures in emerging 

markets. Emerging markets are developing markets such as Brazil, India, China, Mexico, Pakistan, Russia and Saudi 
Arabia (Investopedia, 2020). Despite the challenges faced by the emerging market economies due to COVID-19, many 
entrepreneurs, through their innovative and pragmatic approach has very well dealt with this situation and concentrated 
on the growth of our country’s economy. When an entrepreneur views this COVID-19 situation in an optimistic 
perspective, India now being in the 63rd position (Doing Business, 2020) can enter into the list of top 20 countries in 
the near future. Worldwide, COVID-19 has created a various impact on customers, workforce, operations, and finance 
(Accenture, 2020). The authors of this paper have reported the challenges caused by COVID 19 and cited Indian 
business examples which overcame these challenges to benefit in the long run.  

Need of the Study 
Indian start-ups are facing huge downfall during this pandemic period. 70% of new ventures in India have 

been very severely hit by COVID 19, and around 12% among them are on the verge of extinction (The Hindu, 2020). 
India being a developing country, reap huge benefits from successful businesses. So when these businesses survive 
despite the negative impact caused by COVID 19, it, in turn, reflects in the growth of the economy. Thus it is 
mandatory to study the challenges faced by businesses in India during this period and how they dealt with it, in order 
to sustain and grow in the environment.   

Negative Impact of COVID 19 on New Ventures 
31% of start-ups in India opted for layoffs to reduce the costs during this pandemic. This pandemic has 

affected the Indian economy by causing a $320 billion GDP loss after the 40 days lockdown period. The coronavirus 
pandemic has caused a severe impact on the mobility and travel sector. MSME sector had to close down the small 
scale enterprises due to the decimation of the MSME revenue’s (Start-up Impact Report, 2020). 

A survey conducted among 250 start-ups revealed that 60% of Business to Consumer Start-Ups are at the 
verge of extinction or closure due to the lockdown. Around 70% of Indian Start-Ups have cash which could only last 
them for less than three months. Around 30 to 40% of technology based start-ups have temporarily ceased their 
operations due to COVID 19 and are in the closing down process. 92% of Indian start-ups are facing a decline in their 
revenue due to this pandemic. Around 65% of new ventures are facing a negative impact on funding during this 
pandemic (NASSCOM Start-Up Pulse Survey-Q1, 2020). Despite these negative impacts of COVID-19 on businesses, 
there are certain positive impacts on businesses due to this pandemic which are discussed below. 

Positive Impact of COVID 19 on New Ventures 
According to a survey conducted by NASSCOM tech start-ups are in the pathway of utilising the new 

opportunities in the market as they have faced a major setback. 40% of the Start-Ups are interested in diversifying 
into Edtech and Healthcare. Furthermore, 50% of the technology-based Start-Ups are enhancing their focus on latest 
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emerging technologies such as artificial intelligence, internet of things, cloud, etc. to survive in the market and grow 
(NASSCOM Start-Up Pulse Survey-Q1, 2020). Despite this pessimistic scenario, few start-ups in India are growing 
well in the e-learning, e-pharmacy and online grocery sector. There is an 8.5% increase in the utilisation of Unacademy, 
Vedantu, Toppr, Whitehat Jr, BYJU’s applications during this lockdown period which ultimately increased these 
companies profit. E-pharmacy companies like 1mg, PharmEasy and Medlife are ensuring contact-less and safe home 
delivery of medicines and also offering online consultation services with the doctors registered with their companies. 
Online grocery segment start-ups have also started to flourish during this lockdown period with BigBasket having 
around 2,83,000 daily orders in comparison with 1,50,000 orders before the lockdown (Inventia, 2020).      

Practical Approaches to Deal with these Challenges 
In developed countries like Japan, the government is offering support to entrepreneurs by providing 

unsecured loans with zero-interest to those who have faced a plummeted situation with respect to their annual sales 
due to the virus (World Economic Forum, 2020). The government in developed countries help businesses by providing 
financial aid, whereas the government in developing countries like India support the entrepreneurs with certain 
benefits like moratorium on interest on loans for the past six months etc. but due to India’s vastness the benefits are 
not sufficient and not trickling down to entrepreneurs. An example of an innovative business idea during COVID-19 
is a restaurant switching to home catering with the same menu. Through this, the restaurant owner can deliver the food 
as per the customer preferences despite these challenging times.  

Today’s CEOs are facing uncharted waters and competing challenges as they are navigating through the 
impact of this pandemic. This COVID-19 time has created a significant impact on customers. Offering businesses 
according to the needs of the customers, has become a tough challenge to almost all businesses. For example, it was 
extremely difficult for patients who were suffering from lifestyle diseases to visit hospitals due to this lockdown. 
Many people who would go for regular medical check-ups at proper time intervals, were scared to step out during this 
COVID 19 pandemic period. So telemedicine (e.g., practo.com) was the most sought out option by many people and 
patients (Practo, 2020). COVID-19 has created a significant impact on the workforce in India. Around 3.8 lakh migrant 
workers left Bengaluru following the lockdown period among which approximately 2 lakh labourers were working in 
the construction sector. These labourers were asked by the builders to return to their worksite through the air as that 
is the only mode available when few relaxations were announced in the lockdown. The builders bore the airfares and 
also stated that it is economical compared to hiring an entirely new set of labourers (The Times of India, 2020). This 
pandemic period has created an enormous impact on business operations. Companies have to be agile in order to 
survive and grow in the market. A small business named “Suneja Fashion Fabrics and Lifestyles” situated in Surat 
transformed its garment unit to a PPE producing unit. By changing the operations, this company has helped the 
frontline medical workers during this pandemic (The Print, 2020). COVID-19 period has created an impact on finance. 
Businesses find it hard to get finances as their business operations stopped due to lockdown. To increase the finances, 
Zomato food delivery app came up with an initiative named “Zomato Market” which will deliver essential groceries 
to its customers. This initiative helped the company to build upon its finances (The Economic Times, 2020).  

Unique Approaches Indian Entrepreneurs Follow to Deal with Covid-19 
Everybody is so concerned as to curtail the growth of virus whereas, no one is much concerned about the 

waste which gets accumulated due to the disposal of PPEs’, masks and gloves all over India. India is the sixth-largest 
waste producer globally which produces around 19,000 tons of waste every day. In addition to the waste already 
produced in India, the used PPEs’, masks and gloves waste add on to it. One social entrepreneur named Dr Binesh 
Desai came up with a unique idea of converting the waste masks & PPEs’ into environmental friendly bricks which 
can be used for building houses. This man is also widely known as the “Recycle Man of India”. The bricks produced 
comprises of 52% of shredded masks & PPEs’, 3% of binders and 45% paper waste. They are pest resistant, fire 
retardant and water-repellent and are named as P-Block 2.0. The cost price of each brick is Rs. 2.8. These bricks are 
economical as well as eco-friendly. With these bricks, better cost-effective, eco-friendly houses can be built 
(News18.com, 2020). Another important unique concept which is saving Indian businesses is moneylending concept. 
Anybody can become moneylenders if they have a surplus amount of cash and help the ventures which are running 
out of money during COVID times (Finshots, 2020a). Indian dairy businesses like Amul and Nandhini came up with 
an innovative initiative during COVID to manage excessive milk production, as India is one of the largest producers 
of milk in the World. There were around 8 to 10 lakh litres of excess milk per day. The milk producers dropped the 
milk at the co-operative societies in which they were members, and these extra milk were processed into milk powders, 
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churned in to produce more cheese, khoa and butter which could be stored for a longer time than milk. These dairy 
businesses also engaged in making bread, cookies, rusks and milk based Indian sweets like Rasagulla and Gulab jamun. 
Despite the lockdown, the excess milk produced was well utilised, and the farmers received a fair price. This initiative 
was possible only because of the unique thinking of dairy businesses like Amul and Nandhini (Bloomberg Quint, 
2020). 

Conclusion 
Sustainability is always the call. The entrepreneurs must repivot themselves to gain a competitive advantage 

in these challenging times. Finally, entrepreneurs, in order to cross the chasm, must think differently, change their 
business model, utilise their money efficiently and must also try to incorporate innovation during this pandemic which 
will help in creating low-cost products and high customer value. Thus entrepreneurs in emerging markets must 
incorporate the unique strategies to survive and flourish in these challenging times.  
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Summary Brief 
An Examination of Indian Consumers Intentions to 
Use Collaborative Consumption Services 
Pia A. Albinsson, Appalachian State University, USA 
B. Yasanthi Perera, Brock University, Canada
Lubna Nafees, Appalachian State University, USA

This study investigates factors that drive Indian consumers to use collaborative consumption-based services 
(CCS). Drawing on recent research on collaborative consumption in emerging markets, we test several motivating 
factors that have been shown to have an effect on behavioral intentions in other cultural contexts (e.g. trust, enjoyment, 
attitude towards CCS) as well as multiple under-researched factors (e.g., perceived sustainability, risk-taking 
tendencies, generosity and possessiveness). Results from PLS-SEM show that Trust, Enjoyment, Resource motivation, 
Generosity, Materialism and Sustainability influence Indian consumers’ attitude towards CCS, and their intentions to 
use these services. Implications for theory and practice are discussed. 

Introduction 
Collaborative consumption services (CCS) such as Ola, Uber, Airbnb and CarGo are establishing themselves 

world over. Certain emerging economies with their large populations, growing middle class, and thus large markets 
are attractive for global corporations seeking to expand their reach, including those within the sharing economy (SE). 
Given that collaborative consumption is partially based on the ethos of resource conservation, expanding such 
consumption opportunities are especially ecologically beneficial in large marketplaces. For example, prior to the 
Covid-19 pandemic, the Indian sharing economy was expected to reach USD 2 billion by the end of 2020. However, 
while much of the extant SE research is yet based on western nations, some researchers are turning their attention to 
emerging markets including India (Albinsson et al. 2019; Gupta et al. 2019). Though promising, more research is 
needed to fully understand collaborative consumption in emerging markets. Therefore, this study focuses on one of 
the largest emerging economies, India, with a population of over 1.3 billion and a middle class which, depending on 
criterial utilized, ranges from 78 million to 604 million. While the Indian SE mostly comprises mobility (i.e., 
transportation) services, other offerings including lodging, office space, and access based goods (e.g., furniture) are 
on the rise. Given the promising Indian market, this research examines the influence of several motivating factors on 
Indian consumers’ collaborative consumption behavioral intentions.  

Literature Review 
Consumers’ attitudes have a significant influence on behavior (Ajzen 1991). Prior research has found that 

consumers’ CCS participation is driven by economic and individual interests, enjoyment, and environmental well-
being (Albinsson et al. 2019), and pro-social values including anti-materialism and community-building. However, 
distrust, possessiveness, and contagion may deter CCS participation (Belk 2010). Additionally, while scholars have 
examined trust to a great extent in the last decade, other factors such as generosity, materialism, and possessiveness 
have received far less attention. While materialism has had mixed results (Hawlitscheck et al. 2016), Davidson et al. 
(2018) found this factor to positively impact Indian consumers’ participation in mobility and lodging services. 
Possessiveness, a construct related to materialism, has been shown to drive consumers’ access-based consumption 
purchase intentions in U.S. consumers (Lawson et al. 2016), and generosity has been identified as a driving factor in 
peer-to-peer sharing (Albinsson et al. 2019; Hellwig et al. 2015). Thus, we propose a model that tests these 
relationships (i.e. with motivating factors leading to attitude and then attitude leading to behavior intensions).  

Method 
Data was collected through online surveys administered by Marketxcel consumer panel services in India. As 

much of the extant research has surveyed specific platform users, we purposefully identified a general sample 
(N=375).  As previous studies have discussed the attitude - behavior gap, we also measured usage levels. In all, 318 
self-identified CC users from various platforms completed the survey and, after deleting incomplete submissions, 286 
data points were used for analysis. Validation and attention checks were included. The sample demographics, which 
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were analyzed through SPSS, are as follows: 87.1 percent men, 12.8% women; 47.8 percent in the 21-30 age group, 
49.7 in age group 41-50; 52 percent married, and 70 percent earning less than 1,000,000 INR (about 13,600 USD). 
Established measures, which included 7-point Likert scales anchored by strongly agree (7), and strongly disagree (1) 
were used throughout the survey. Reliability analysis indicated acceptable appropriate internal consistencies for all 
measures with alpha >.70.  

Results 
To analyze the data, we used partial least square structural equation modeling (PLS-SEM) using SmartPLS. 

Significant paths between sustainability, enjoyment, generosity, materialism, resource motivation, trust and attitude 
were observed. In turn, the path between attitude and behavioral intention was also significant. Possessiveness and 
risk were not significant. We also queried respondents about their willingness to utilize various CCS and our findings 
indicate that respondents were most willing to access mobility services (e.g., car m=6.12, rideshare m= 5.92, rental 
car m =5.80 taxi m=5.76, public transportation m=5.65), followed by books m=5.88, toys m=5.78, and small 
machinery m=5.69. Respondents were willing to share their cars m=6.07, rideshare m=5.84, books m=5.75, and toys 
m=5.72 more so than clothing, furniture and vacation homes. The findings regarding mobility services reflect what is 
known about the Indian market however the interest exhibited in other services points to possibilities for future 
development.  

Discussion and Conclusion 
As indicated by the results, the Indian context exhibits both similarities and differences relative to the extant 

literature on consumers’ intentions to utilize CCS. The fact that attitude, perceived sustainability, resource motivation, 
generosity, materialism and enjoyment positively impact CCS usage intentions indicates that Indian consumers are 
similar to those elsewhere. Thus, appealing to these facets of the consumer experience is likely to garner positive 
outcomes for those offering CCS. While this study advances our understanding of emerging market consumers’ 
motivations to participate in CCS, further exploration of how cultural values influence CCS intentions and usage are 
needed.  
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Summary Brief 
Open Your Eyes: Consumer Behavior Attitudes 
Towards Reusable and Disposable Items  
Sarah Fischbach, Pepperdine University, USA 
Sofia Lauraya, Pepperdine University, USA  

Our project analyzes consumer perspectives towards reusable products to help with social change in 
sustainability. Currently the California Ocean Litter Project has developed an Ocean Litter Strategy that is to focus 
on research into consumer behavior to assess attitudes toward reusable and disposable items, convenience, 
willingness to pay and incentives to avoid commonly littered items (Ocean Protection Council 2019). Our research 
project will help achieve social change by studying consumers biases towards reusable items. Collaborating with the 
Plastic Pollution Coalition the study has participants watch a video produced by the Plastic Pollution Coalition then 
answer questions related to consumers level of disgust, likelihood to purchase, level of disgust and concerns for 
cleanliness, as well as their construal level towards sustainability (i.e. future mindset).  The results will be used to 
explore better communication strategies used to explore consumer behavior attitudes towards single-use plastic waste 
and the barriers that hold them back from using reusable products. 

Main Body 
Plastic is not bad. The discussion we address is SINGLE-USE plastic waste.  For example, when one orders 

a daily Grande Cameral Frappuccino from Starbucks or consistently from Grub Hub. The “To-go” and “Take-out” 
items that are used once, then throw away often end up in the ocean. This is a real concern. Single-use plastic has 
come under fire for increasing the amount of “marine debris” found in the ocean over the last several years. Currently, 
the California Ocean Litter Project has developed an Ocean Litter Strategy that focuses on research into consumer 
behavior to assess attitudes toward reusable and disposable items, convenience, willingness to pay, and incentives to 
avoid commonly littered items (Ocean Protection Council 2019). This research project will help achieve social change 
by creating a better understanding of when consumers realize their biases towards reusable items. For example, 
changing perspectives of cleanliness factors such as needing products individually wrapped in single-use plastic waste. 
Ultimately, this is allowing for a better understanding of consumer behaviors and attitudes towards single use plastic 
waste and what barriers hold consumers back from choosing reusable products.   

However, once COVID-19 hit, the focus shifted. No longer are you able to bring your reusable cup to 
Starbucks, and you may get odd looks as you bag your own groceries at the supermarket with your reusable bags. 
COVID-19 brought new concerns of health and safety to the top of consumers’ minds. Businesses with sustainability 
initiatives at the core of their business will be able to endure the post COVID-19 transformation (Roberts-Islam 2020). 
There is no doubt that the COVID-19 pandemic has an impact on the environment across the globe.  Preliminary 
research shows there is a positive effect on PM 2.5 and NO2 concentrations in China, France, Germany, Spain and 
Italy, as well as quality improvements of the beaches and one of the reductions of environmental noise (Zambrano-
Monserrate et al 2020). It will be interesting to see how outcomes from industry shutdown from COVID-19 creates 
positive and negative effects on consumer behavior changes.     

Environmental issues should be the core of learning in higher education, especially at coastal universities. 
An article called Impact of tourism in coastal areas: Need of sustainable tourism strategy, discusses strategy that 
implements sustainability among tourists. College students not raised on the coast may act similar to tourists when 
attending college, and therefore engage in almost the exact same activities in which tourists engage. Some of the 
detriments tourism brings to coastal environments that the article mentions are mangrove forests and seagrass 
meadows have been removed to create open beaches, tourist developments such as piers and other structures have 
been built directly on top of coral reefs, and nesting sites for endangered marine turtles have been destroyed and 
disturbed by large numbers of tourists on the beaches (Lal Mukherjee 2019). Taking it a step further, tourists and 
students alike, have a ‘short-term mindset’ when visiting coastal regions. This mindset brings about phrases that may 
sound like, “I’m only here for a short amount of time so my footprint won’t be as impactful as someone else who lives 



364 

here permanently”, or “It doesn’t really matter if I think about sustainability and the environment because my support 
or non-support won’t make a difference” (LA Times). When, in reality, the ocean is one of the most important things 
on the earth. 

Transformative learning and change do not happen overnight. Transformative learning involves experiencing 
a deep structural shift in the form of thought, feelings, and actions of an individual (Kalsoom and Khanam 2017). In 
order to bring such change, sustainability teaching and learning must move beyond the traditional styles of education 
that will influence intellectual rigor, rationality, and transfer of knowledge in the education process (Burns 2015). 
While many students have been active in the sustainability movement, a sustainability focus has not necessarily been 
reflected in college curriculum and teaching practices, where it could have an even greater impact on future leaders 
(Burns 2015). Any process that builds on the modification of behavior goes through a transformational process. The 
theory of transformation states that you must go through small incremental changes received in order to create a 
sustained difference (Merriow 1997). For example, the city of Malibu passed a ban on plastic straws, plastic stirrers, 
and plastic cutlery as well as plastic bags and plastic sandbags.  According to Burns (2015), it’s imperative to empower 
learners to become citizens who know how to understand and address problems such as the “no plastics please” project 
in a systematic and intelligent process. As with any group project, working collaboratively and physically in an active 
problem-solving process can engage the students with the living world in a more sustainable way (Burns 
2015).  Moving forward with these sustainable initiatives, we move outside the classroom.  We are currently collecting 
data through Quatlrics Q-panel in order to “Open Your Eyes” on how consumers see reusable products.  The results 
from the study will be presented at the Society of Marketing Advancement Virtual Conference Novemember 2020. 
Our study will be presented to the California Ocean Litter Protection Council as a tool to help build communication 
practices to prevent and reduce marine debris waste.   

Appendices 

Appendix 1: “Open Your Eyes” by Jeff Bridges: https://www.youtube.com/watch?v=9znvqIkIM-A 
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Summary Brief 
Consumers' Evaluations of Design Awards: 
Preliminary Findings 
Elif İdemen, Istanbul Technical University, Turkey 
A. Banu Elmadağ, University of Southern Mississippi, USA

Companies regard design awards as an element that will enable them to distinguish their design quality from 
others and use them in their marketing communication messages. However, our knowledge about how consumers 
evaluate these cues are limited to none. This study explores the consumers' evaluations of design awards and the 
influence of these communication cues on consumer attitudes and behaviors using a Grounded Theory approach. 
Preliminary results based on 11 in-depth interviews indicate that consumers' evaluations of design awards are 
substantially based on their expertise, experiences, perceptions about products' functionality and aesthetics, and 
perceived credibility of design awards.  

Introduction 
The role of design as an effective tool that contributes to a firm's success has become widely accepted by 

both academia and industry (Homburg, Schwemmle and Kuehnl 2015). Along with the increased emphasis on design, 
international design awards are used increasingly by the firms to promote their products in global markets (Sung, Nam 
and Chung 2010). Companies regard design awards as an element that will enable them to distinguish their design 
quality from others (Self 2014). Therefore, firms frequently use cues about these awards as product design signals in 
their marketing communications.  It is common to see ads stating the name of the award received in stores, on 
packages, and at websites. Therefore, it is essential to understand the meaning of these awards for consumers and their 
role in product choices.  

Background 
Previous research on attitudes towards design awards reveals that design-related professionals' views mostly 

dependent on the symbolic value of the award received (Self 2014). However, when the outcomes of design awards 
are considered, studies focused mostly on objective company performance outcomes (e.g., firm performance, market 
share, stock market value) and perceptions of design competition participants (e.g., attitude towards the award, the 
symbolic value of the design award, design capability). In a recent empirical study, Xia, Singhal and Peter Zhang  
(2016) used design awards as a predictor of the market value of the firms and found significant associations between 
the award announcements and stock market reactions. Similarly, Sung et al. 's (2010) qualitative results also revealed 
that managers of design award recipient companies generally believe that design awards are essential to demonstrate 
their capability in design, motivate designers, and support corporate brand image and reputation. Although these 
studies on the outcomes of design awards focus on firm-level consequences, it can be argued that consumers' attitudes 
and perceptions about these awards may have a bearing on these outcomes. Furthermore, since these awards are widely 
used as promotional materials in marketing activities, customers' perceptions of these awards may also be influential 
on the effectiveness of these promotional activities. Therefore, it is imperative to gain insights into consumers' 
evaluations of and perceptions about design awards. In this study, we aim to discover and understand how consumers 
view design awards and how these awards influence consumer choices. Moreover, the processes, mechanisms, and 
factors that improve or limit the role of design awards in product evaluations are also investigated. Since there is 
limited knowledge about design awards from the customers' perspective, an exploratory qualitative approach is 
preferred.   

Preliminary Key Findings 
An exploratory qualitative study is conducted through semi-structured in-depth interviews with discussions 

on real-world examples. A Grounded Theory approach, which is appropriate in studies with limited knowledge, is 
adopted. Four real-world examples, purposively selected from various product categories, including a wheel loader 
recipient of Red Dot Design Award, one a glass dinnerware set recipient of European Product Design Award, a 2-in-
1 vacuum cleaner recipient of Red-Dot and iF Product Design Awards, and lastly, a wall-hang WC recipient of iF 
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Product Design Award were shown to 11 respondents. When respondents realized that the product they were shown 
is design-awarded, they interpreted the information they already possess about the product (such as the details about 
the product's design, the product category, the brand, their involvement with the product category, their knowledge 
about the design award, and their personal experiences with other signals they associate with the design award).  

As the real-world examples did not contain any information about product features that led to the product to 
be awarded, consumers tried to fill the information gap on their own. At this point, the perceived diagnosticity of 
missing information and sensitivity to missing information (Hernandez, Han and Kardes 2014) have gained 
importance. Most respondents initially made an inference about whether the product is awarded for its aesthetic or 
functional features. This assessment has a critical role in the evaluation of the design award as a product cue.  

Our interviews revealed that participants tended to rely on their own judgments in cases where they thought 
the product is awarded for aesthetical reasons. The reason for this decision is their belief that the product is awarded 
subjectively depending on the taste of the jury. However, if the product was liked by the consumer, the design award 
acts as a supporter of their ideas, and they feel as they are confirmed. Moreover, this sense of confirmation facilitates 
their evaluation process and helps to result in a positive outcome, such as purchase behavior.  

The evaluation process of the design award as a product cue in products that are perceived as more functional 
evolves differently compared to the awards considered to be aesthetically awarded. The results of the interviews 
indicate that, in products that are perceived to be more complex, consumers assume that the product is awarded 
because of its features such as ease of use, ergonomics, and functionality. One of the reasons for design-awards to be 
evaluated positively in these cases is that respondents are not able to establish the superiority of the product before 
actually using it. This is congruent with the Valsesia, Nuns and Ordanini (2016), who argues if consumers do not trust 
their own judgments, they may use extrinsic cues and trust the creative process as an input. Therefore, in these cases, 
the design award acts as an extrinsic cue that guarantees the quality of the design process behind the product.  

Besides the perceptions about the products, respondents' personal experiences also play an important role in 
the evaluation process. Many respondents referred to their experiences with similar structures and made a connection 
to the credibility of the design award processes. On the other hand, consumers who are more knowledgeable about the 
design awards are more prone to evaluate the design awards positively. In further stages of this study, it is aimed to 
collect more qualitative data and to test discovered phenomena and relationships with experimental studies.   
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Full Paper 
What makes YouTube videos go viral? Emotional 
triggers and shopper’s engagement in viral advertising 
Mahbubul Hasan, The University of Memphis, USA 

Companies have attracted viral advertisements in recent years, yet little is known how exactly it works from 
a consumer behavior point of view.  This study contributes to how emotional triggers (e.g. positive emotion, negative 
emotion, tone) of YouTube viral videos affect attitudes e.g. like, dislike or making a comment. Results indicated that 
positive emotional tone elicits the strongest attitudes towards YouTube trending videos. The outcome was not 
significant for a negative emotional tone. In other words, consumers are interested in the message that are rich with 
positivity. 

Introduction 
Companies disclose many offers of brand information via print media, outdoor advertisements, internet, and 

social media. This is chaos for many shoppers as they often consider them as irritating (Page Fair, 2017), and to 
overcome this consequence companies are looking for alternative ways to connect with their consumers and because 
of this outcome, the price of online paid advertisement is increasing rapidly (Araujo, Neijens, Vliegenthart, 2015; 
Manly 2005; MindComet, 2006). The idea of viral commercials could mitigate this gap on the top of consumers’ 
indifference that can reach thousands or millions of natural consumers and motivate them (MindComet, 2006). In 
order to endorse or interact with a brand, a successful viral commercial can reach millions of uninvolved consumers 
within a few seconds. According to Lindstrom (2009), at least one-third of the 4100 brands worldwide have tried viral 
commercials. In the United States, both the company’s higher management and advertising agencies demonstrate a 
higher interest in investing more in viral marketing (Feed Company, 2008). Shoppers are engaged densely in YouTube 
online videos, and according to Purcell (2010), more than 61% of adult users watch videos on the popular video-
sharing website. 

The demand and popularity of viral videos are very understandable. However, skepticism still exists 
regarding the campaign and the mechanism of making a viral video (Feed Company, 2008; Lindstrom, 2009). 
Oftentimes, making an unconventional viral video could trigger negative reactions from their clients (Feed Company, 
2008; Lindstrom, 2009). Yet, research shows highly emotional content e.g. sex appeal, intense humor which could 
risk actual brand communication (Kellaris and Cline, 2007; Severn, Belch, and Belch, 1990). So, a striking balance 
between creativity and emotionally engaging content is tedious in producing a viral video advertisement. The current 
study aims to explore the emotional triggers of YouTube video virality tendencies. 

I begin with an overview of the literatures that describes how consumer’s emotion evoked by content and 
that drive YouTube videos to go viral. Specifically, researcher introduce the concept of emotional triggers that drive 
human to like, dislike or commenting in videos. researcher then turn to theoretical framework and hypotheses 
development. Finally, researcher examine the emotional triggers of making a YouTube video go viral.       

 Viral Advertising 
Previous study e.g. Purcell (2010) have found that 7 out of 10 adult internet users have watched videos on 

YouTube or searching from Google. Moreover, this number almost doubled for the last few years. A recent survey 
outcome shows that in the U.S. two thirds of higher management (from a sample of 30 executives) from advertising 
agencies reported that their clients are very interested in using viral video marketing ideas, and from global brands 
nearly 33% of the company tried a viral video approach since 2008 (Lindstrom, 2009). 

Few experimental researchers have explored the very basics of viral video. It is true that most of the content related 
to human emotional activation (Araujo, Neijens, Vliegenthart, 2015) goes viral quickly.  
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Emotionality and Viral Advertising 
The campaign of making content viral depends on consumers' active participation, so the main goal of this 

kind of campaign is always an emotional impact of a product, not the product itself (MindComet, 2006). Since 
consumer’s emotional triggers are the core message that makes shoppers join this kind of content. London Go-Viral 
Agency mentioned that viral video content should be about topics that one cannot watch on television (Lindstrom, 
2009). As mentioned by Phelps and colleagues (2004, p. 345), “Messages that spark strong emotional feelings-humor, 
fear, sadness, or inspiration-are likely to be forwarded." Furthermore, Lindgreen and Vanhamme (2005, p. 125) 
discusses, "emotions are key drivers of viral marketing campaigns." Specifically, emotional triggers in the content are 
at its core for success in viral video content. Another important study by Bardzell, Bardzell, and Pace (2008) argued 
that emotional responses to viral content are not straight forward and it is complex. Plus, more than 57% of these viral 
contents are more positive than negative. It is still surprising to see a high volume of negative content that goes viral. 

Theoretical Framework and Hypotheses 
According to appraisal theory, humans’ emotions invoke specific styles of appraisals in relation to human 

needs and goals and circle action towards cognitive disposition which direct human behavior (Frijda, 1989; Lazarus, 
1991). Research regarding emotions argues that individual positive emotions serve specific adaptive functions and 
have unique effects on consumers’ cognition, positive and negative emotions, and behavior (Shiota et al., 2014b). This 
research applies appraisal theory to this study, because of consumer experience emotions while appraising online ads 
and video on YouTube, and the action tendencies of these emotions may impact their intention to achieve specific 
outcomes by sharing ads which may influence their sharing expressions. Second, researcher am interested in using the 
Limited Capacity Model of Motivated Mediated Message Processing (LC4MP) by Lang’s (2000), which is widely 
used as an applied theoretical model to explore how the human mind processes emotional media content. This model 
is grounded in the cognitive perspective of the human mind. This model is also used in various media content, more 
specifically, emotional health videos (Leshner, Bolls, and Thomas 2009). In this study, researcher am using the 
LC4MP to explore the emotional triggers of trending and/or viral videos on YouTube as a theoretical lens. 

The following research questions will be explored, RQ1. How content characteristics drive the consumer to 
make YouTube videos go viral? We are interested to examine whether positive content is more viral than negative 
content but goes beyond mere valence to examine. RQ2. How specific emotions evoked by content, and the activation 
they induce, drive YouTube videos to go viral?  Further understanding of emotional engagement in viral advertising 
in order to identify emotional triggers that may elicit strong likes, dislikes, and commenting effects. 

Based on the empirical literature on the emotional triggers of viral marketing and shoppers engagement on 
the YouTube trending videos researcher offer three hypotheses - 

H1. YouTube trending videos tags, title and descriptions that elicit positive emotions will go viral more 
than negative types of expressions.  
H2. Love and awe emotion will positively influence of liking, disliking, commenting on video content 
H3. Love and awe emotion will not positively influence of liking, disliking, commenting on video content 

Methods 
   I addressed current research questions to experiment with the emotional triggers to view, like, dislike and 

making comment on YouTube trending video. All participants were from the U.S. 

Overview 
   The world-famous video-sharing website YouTube tracks a list of top trending videos on the platform. 

YouTube trending videos are different than most-watched videos within a year. In addition, these trending videos 
could be a music video (e.g. famously viral “Gangnam Style”), a TV performance and/or any user who creates a video 
for YouTube. Current data were collected daily between October to November 2018. We used a structurally improved 
version of the original data.    

Sample 
   This dataset includes several months (and counting) of data on daily trending YouTube videos. Data is 

included for the USA, Great Britain, Germany, Canada, and France with 200 listed trending videos per day. Data 



371 

includes the video title, channel title, publish time, tags, views, likes and dislikes, description, and comment count. 
researcher used the U.S. sample for this analysis. 

Procedure 
   Data were collected from Kaggle.com. Researcher used R statistical package to clean the data, no missing 

value was found (See appendix for R codes). Next, current author uploaded this clean data in Linguistic Inquiry and 
Word Count Program (LIWC) to evaluate a positive and negative emotional component of given text based on its 
built-in dictionary and classified categories, e.g. the word agree or love belongs to affective, positive and/or negative 
feeling categories (Pennebaker, Chung, Ireland, Gonzales, & Booth, 2007). The LIWC software is available at 
http://www.liwc.net/. In order to measure emotional triggers, author examined the relative rate of positive and negative 
emotions from like, dislike, comment and view count in the categories (see LIWC output ample in the appendix). Plus, 
R statistical package to create a linear regression model, and likes, dislikes, views and comments count as dependent 
variable; positive emotion, negative emotion, anger, tone as independent variable (IV), to examine the significance 
level between emotional triggers and content characteristics.     

Results 
Multiple linear regression was calculated to predict emotional triggers (e.g. likes, dislikes, views, and 

comments on YouTube trending videos) based on positive and negative views of the YouTube trending videos (e.g. 
title, tags, description of the videos).  

Table 1: Regression Models outcome and LIWC results by text emotion 

R Statistical 
Package 

Model 1 
Likes 

Model 2 
Dislikes 

Model 3 
View_count 

Model 4 
Comment_count 

R-square 0.8991 0.04463 0.7611 0.04457 

F 188.2 0.9862 67.25 0.9847 

DF 9 9 9 9 

P 0.0000*** 0.4528 0.0000*** 0.454 

LIWC 

Mean scores for the levels of categorical independent variable 

Affect: 
Neg. Emotion 

Pos Emotion Tone Anger 

1.20565*** 2.94885 53.0303*** 0.412 

Bold face and *** denotes significance level with p<0.05
A significant regression equation was found (F (190, 9) =188.2, p<.000, with an R-square of 0.8991 in the model-1. 
Table-1 demonstrates that model one and three are significant, however model two and four are not significant, where 

https://www.sciencedirect.com/science/article/pii/S0191886911003291#b0105
http://www.liwc.net/
http://www.liwc.net/
http://www.liwc.net/
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the positive emotion (posemo), anger and tone percentage score were calculated from the title, tag and video 
description using LIWC. Both positive emotion (posemo), anger and tone were significant of the emotional triggers 
(e.g. likes, dislikes, and views)   

In the scatterplot matrix (Fig-1): there is a correlation between likes and positive emotions because the plot looks 
like a line. There is probably less of a correlation between likes and negative, and no correlation between dislikes 
and negative emotion. More statistical analyses would be needed to confirm or deny this. 

Fig 1: Scatter plot matrix 

Discussion 
   This essay yields light on the role of emotional triggers in making YouTube videos go viral. This 

experimental study outcome illustrates the context of the viral video content has a linear relationship with positive 
emotion, tone and anger. Plus, our study outcome does not posit any significant relationship between negative content 
and viral videos. However, Bardzell, Bardzell, and Pace (2008) have found that more than 50% of these viral videos 
are more positive than negative. 

Scholarly Implications 
This study addressed the aforementioned shortcomings in the extant of viral marketing literature. First, this 

research provided evidence why YouTube videos go viral and, what makes consumer to “view”, “like”, and “dislike” 
content on YouTube. Although previous study e.g. Bardzell, Bardzell, and Pace (2008) have found negative content 
goes viral quickly than positive content, however, current experiment have found positive content goes viral quickly. 
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YouTube video content view, comment, like, and dislike behaviors fall into unique types as well as many levels. For 
instance, in terms of levels, like denotes the lowest level, comment is the intermediate level. As regards to types, on 
the other hand, like is affectively, comment is cognitively elicited. These findings suggest that advertising firms, 
marketers, digital content creators, and public relations researchers need to treat two YouTube human behaviors 
separately, not to lump them together.  

Managerial Implications 
Positive emotions in the video content go viral quickly than negative emotions. This finding of this study 

suggests that love and awe emotion in the videos can be employed as triggers to activate virility in YouTube videos. 
This study also shows besides positive emotions anger in the videos could elicit a sharing expression of a video. Ads 
should convey love and awe at a higher level in order to make YouTube videos go viral. 

Limitations and Future Direction 
This research specifically focuses on the emotional triggers of trending YouTube videos. In order to further 

develop an understanding of how discrete emotion influence the likelihood of sharing videos in individual social media 
platform and going viral, future research should include other discrete and consumers action tendencies. This should 
include consumer tendencies of sharing a video e.g. duration from watching a video to sharing a video in their social 
media. More specifically, future research could further investigate the likelihood of the consumers’ cognitive 
dissonance in sharing a video.   

I would like to add two more small studies to make this paper publishable in a marketing journal. To achieve 
this goal, in study 2,researcher would like to recruit participants via Amazon Mechanical Turk who has shared our 
selected advertisement in their social media profile.  This will inform us what makes the consumer create a viral ad. 
In addition, in study 3,researcher would like to run sentiment analysis on the viral advertisement comment and/or 
audio and video analysis of the top 10 advisements published by the national daily newspaper, USA TODAY. 
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Appendix: Liwc output  
This output was generated from the text data via LIWC.  
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Summary Brief 
Sociocultural dynamics contributing to attitude of 
consumers towards Femvertising: A qualitative study 
of a developing context  
Aleena Amir, National University of Sciences & Technology, Pakistan. 
Waseem Hassan, National University of Sciences & Technology, Pakistan. 
Lubaba Sadaf, National University of Sciences & Technology, Pakistan. 

To break the cluttered business environment corporations have to be socially responsible to enhance the 
image of their brand. Consumers in the new age look for content that comes parallel with their beliefs and value 
structure. Gender roles have been studied in advertising literature from quite a period, yet the scholarship clearly 
lack when it comes to non-stereotypical gender roles aka femvertising. From last two decades the female gender roles 
are transforming, and they are becoming more empowered economically. The goal of this research is to explore the 
factors contributing to the attitude towards femvertising via qualitative examination in a developing context where 
status of women is subjected to cultural and religious associations. 

Introduction 
Advertisements are often a constellation of socially accepted arrangements and means to communicate the 

predominant beliefs, norms and stereotypes of the society. In the contemporary period of information overload and 
competition, advertisements play a key role in transforming consumer behaviors and gaining attention (Kapoor and 
Munjal, 2017). Taylor (2018) elaborated in his work that its high time for CSR appeals to be used in advertisements 
and amongst those, support for social cause is viewed as an effective strategy. The literature illustrates that buying 
intention, attitude towards the advertisement or attitude towards brand are influenced by the advertisements (Eisend, 
2019; Kapoor and Munjal, 2017). Gender stereotypes have been studies in advertising literature by quite a number of 
researchers (Eisend et al., 2014). John Gray an American author came up with a book titled as “Men Are from Mars, 
Women Are from Venus “. This meant that there are differences between men and women that are foreseeable, and 
they belong to two different planets. Gender stereotypes give fuel to these thought processes. Despite the fact that 
traditional role depiction of men and women in advertisement has not been overthrown. Yet in this post-marketing 
era, we have seen an inclination of advertisers towards non-stereotypical roles depiction in advertisements.The 
changing dynamics of the world, persuaded individuals to shatter stereotypes associated to them and take part in the 
fields where previously gender disparity was evident. One of the trends surfacing in this time of enlightened 
moderation is Femvertising. In 2014, She knows media (now SHE media), an American digital media company came 
up with the term Femvertising for the first time, describing it as a term that reflects upon advertisements, that show 
pro female messages and images to empower girls (Drake, 2017).However Akestam et al. (2017) defined Femvertising 
as “Advertising that challenges traditional female stereotypes.The change in women representation was the result of 
modern women being more proactive in terms of social position and economic stability, which gave them buying 
power (Abitbol and Sternadori, 2018; Drake, 2017). As advertisements reflect to the preferences of the society, hence 
advertisers started capitalizing on the appeals that were appreciated by the modern women who were inclined towards 
wellbeing and equality.This study explored the perceptions of the consumers towards femvertised ads and factors 
contributing to attitude towards Femvertising through in-depth interviews.   

In a culture like Pakistan where Patriarchy is predominant, hostile sexism do not let women enjoy equal 
representation in the society. The research shows that women who are more traditional see stereotypical 
advertisements that show women in subordination or indoor activity performer as more conforming however, the 
women who are more professional and have masculine approach see traditional advertisements to be not more likeable 
(Morrison and Shaffer, 2003). While advertisements are designed, the underneath cultural values and gender roles are 
an essential criterion to be considered as it lead to acceptability of the ads (Eisend, 2010). Masculine cultures are more 
assertive whereas feminine cultures promote wellbeing and equality (Hofstede, 1980) these traits effect the 
acceptability towards the women representation hence Femvertising needs to be reconsidered according to the 
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context.The changing dynamics of consumers have persuaded the young women to have consciousness for how they 
are signified in the advertisements resulting in transformative brand perceptions. 

Research methods 
 In order to cater the subjective nature of study, qualitative research method is used and in-depth interviews 

are conducted. In total sixteen interviews were conducted and recorded verbatim for the study of which eight were 
from females and 8 from males. Initially an advertisement was shown to them in order to make them understand about 
the idea and what is required of them. Through thematic analysis known patterns within the data turned out to be 
broader categories of the study, which were further explained under the emerged subjects. 

Summary of preliminary findings 
 In this working paper results suggested attitude towards femvertising are affected by several factors hence we came 
up with three preliminary themes via thematic analysis of the data. 

• Religious association and societal boundaries affecting attitude towards femvertising
• Skepticism towards intentions of advertiser’s shaping attitude towards femvertising
• Revamping femvertising according to contextual difference.

People with different religious affiliations have distinct types of attitudes and behavioral patterns, which
shape their attitudes depending upon religiosity levels. During the interviews this factor which was initially not the 
part of study became prominent in all the interviews because of the strong religious affiliations people have. As the 
public appearance of women is seen as an element of segregation between west and east (Jafar, 2005), respondents 
pronounced that women liberty and representation in ads should not violate the social boundaries, hence they used 
religious rationalization to prove their viewpoint. The needs for customers could be same but the expression of appeals 
differ with difference in cultural and social values of two countries. Advertisers have to understand this aspect of 
depicting women in modest ways according to the cultural and religious needs of society. As the society in Pakistan 
is generally male dominating so it becomes difficult for men to see women in roles that are ahead of them. 
Nevertheless, this level of acceptability may vary because of factors like education, level of exposure, age etc. Fam 
and Grohs (2007) explained that Asian markets can win bigger share by using techniques of advertising that 
complement with the values and cultures of society. Data further reflected that consumers view advertisements as 
unrealistic and brands have their own personal gains hence commodifying feminism, giving birth to consumers skeptic 
judgements for the femvertised ads.  

Conclusion 
These theoretical explanations contributed to literature that Femvertising could not be universalized and need 

to be revamped as femvertising is not just about broadcasting the empowerment but for women it should be portraying 
them in central characters in ads where formerly men were taking charge.  The study will help practitioners to make 
informed decisions while they design campaigns as perceptions towards advertisements vary from across gender and 
cultural context. In a conservative country like Pakistan where generally women live with curbed needs marketers can 
use femvertising in a constructive way to challenge the disparities and unfair handling concerning women hence 
improving the brand image.  
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Summary Brief 
The YouTube Paradox of Success: I Grow, I Sell, I 
Leave  
Louis J. Zmich, Louisiana Tech University, USA 

The social media influencer progression through YouTube is the focus of this study. Specifically, the model 
displayed in this qualitative research proposal is sectioned into four quadrants: (1) intrinsic motivation leads to 
success and continued mastery in the industry, which (2) garners a following and sponsorship attention, leading to 
the pressure to sell to their respective audiences, measured by YouTube and the sponsoring brands, which (3) turns 
an intrinsically motivated hobby into an extrinsic form of work, creating burnout and ultimately (4) a shift in mediums 
to create a new hobby to master. 

Introduction 
YouTube has grown exponentially since its first video, "Me at the Zoo," was published by YouTube's co-

founder Jawed Karim on April 23rd, 2005 (Smith, 2020). Since that moment, YouTube has grown to serve over two 
billion views per day. That number is more than Netflix and Facebook videos combined (Smith, 2020). To add to this 
scale, YouTube is the second-largest search engine in the world, behind Google, who owns YouTube. It is within this 
sea of content that we find a selected few who rise above the other content creators and cross the threshold into 
becoming social media influencers (SMIs). These individuals are independent entities that have the power to shape 
the attitudes, feelings, and actions of their audience members through their content on social media platforms (Freberg 
et al. 2010; Audrezet et al., 2018). While SMIs exist on every digital communication platform, YouTube provides us 
a unique perspective of in-depth, long-form video content, which often creates a deep, pseudo-relationship between 
the SMI and follower. YouTube also gives a unique opportunity to see the, seemingly, real-time growth of SMIs and 
their mental health.  

Some of the biggest names on YouTube, Lily Singh, Ryan Toysreview, Smosh, Jake Paul, Felix Kjellberg, 
and Mark Fischbach, are also the biggest money-makers on YouTube, making an estimated $10 – 12 million dollars 
a year in advertising and sponsorship revenue (O'Connell, 2018). Interestingly, however, these big names on the 
platform are also the same creators who are openly facing burnout within their digital careers—being forced to take 
time off to control their mental health (Farokhmanesh, 2018; Ellis, 2019). The issue of creator burnout and depression 
has forced YouTube CEO Susan Wojcicki to recently urge YouTube creators to take care of themselves and focus on 
their mental recovery (Yurieff, 2019). It is not hard to see why a SMI would face burnout pressures in their career. 
Once the SMI gathers a large enough following, YouTube allows the creator to begin monetizing their content, placing 
advertisements at the beginning, middle, and end of their videos. These advertisements have the potential to manifest 
the creator's vision of their hobby, as their channel begins to make a substantial portion of their income. Once the 
creator becomes financially stable with their online content monetization, they often turn to platforms like YouTube 
to become their primary job and revenue stream.  

Hypotheses Development 
Companies begin to approach SMIs to sponsor videos as the creator's channel grows. The sponsorships may 

provide products or services to the SMI or could pay for the production costs of the video in exchange for an 
advertisement mention within the video (i.e., "This video is kindly sponsored by ABC Company, check them out in 
the video description below."). Some sponsorships go further, supplying full advertisement printouts to the SMI. This 
type of sponsorship has become widely popular on platforms like YouTube, with the influencer marketing industry 
estimated to reach $2.3 billion in 2020, up from just $0.5 billion in 2015 (Kim et al., 2020). This influencer-sponsor 
relationship essentially creates a contracted salesperson for the sponsoring brand, with the goal to speed-up sales and 
jump-start a new product or service line through a dedicated audience, cultivated over years of work and content 
creation (Stubb & Colliander, 2019).  
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This partnership between the sponsoring company and SMI certainly has its value-added advantages. The 
SMI is now being paid for their hobby of content creation, solidifying their intention of making content on YouTube 
fulltime. Further, the sponsoring brand is receiving more exposure in one video than its entire salesforce could achieve, 
in some cases. However, the side effect of this partnership may be in the monetary exchange itself. The theory of 
measurement suggests that when people are measured while completing a particular task, the engagement and 
enjoyment with that activity decreases (Wrzesniewski et al., 2014; Etkin, 2016). Additionally, measurement theory 
suggests that attending to quantitative outcomes can undermine the intrinsic motivation one has in the activity 
measured (Choi & Fischbach, 2011; Etkin, 2016). For example, children measured on how many pages they could 
color in a given session, an activity the children intrinsically loved to do in the first place, only continued to color as 
long as a reward was continuously given (Lepper et al., 1973). A once intrinsic motivation flipped instantly with the 
inclusion of a measurement and a reward.  

The theory of intrinsic motivation, the inherent tendency to seek out novelty and challenges, to extend and 
exercise one's capabilities to explore, learn, and master (Ryan & Deci, 2000) is how the SMI begins their YouTube 
journey. Self-determination theory further suggests that when the feedback from an activity is positive, the intrinsic 
motivation is enhanced (Ryan & Deci, 2000), thus creating a positive feedback loop for the SMI. The SMI starts their 
content creation journey solely on their passion for the content they create. Over time, their passion is fueled by 
positive feedback as they grow their channel. Thus, I present the following hypotheses. 

H1a: Social media influencer intrinsic motivation has a positive relationship with the passion for creating 
more content through assimilation, mastery, and exploration.  

H1b: Social media influencer passion for content creation has a positive relationship with their intrinsic 
motivations of content creation. 

As the SMI receives more followers and more success, they invest more in their workspace and continue to 
gain more attention online. Over time, however, their size generates attention, sponsorships, and advertisement 
revenue. The payment of sponsorship for content time is extrinsic motivation, an output, or a quantitative association 
with an activity (Etkin, 2016). This need to sell a product or service to their audience, coupled with the continuous 
measurement of the SMI's content performance, creates a cycle of depleting motivation, which leads to the following 
set of hypotheses.  

H2a: The relationship between a social media influencer's passion for content creation and becoming a 
salesperson for external companies through channel sponsorships and advertiser revenue is positively moderated by 
channel growth.  

H2b: Social media influencers who become external salespeople to their audience on behalf of sponsoring 
companies have a negative relationship with the social media influencer's passion for content creation.  

As SMIs grow into a business from a hobby, the pressure to create content remains. However, a new pressure 
of monetization arises. Demonetization on YouTube can be detrimental to the revenue of a SMI. YouTube's algorithm 
is continually changing, and many creators struggle to keep their content monetized as songs, mentions of other's 
content or accidental usage of adult language can lead to the demonetization of a video. Once the monetization of the 
video is lost, the extrinsic reward is removed from the SMI. Measurement theory and self-determination theory would 
suggest that once this extrinsic reward is removed, the passion for continuing to make content is lost (Etkin, 2016; 
Deci et al., 1991). This lack of passion eventually leads to social media burnout, the degree to which the user feels 
exhausted when using social media (Han, 2018). SMIs express this emotional exhaustion on every digital platform, 
and some choose to take time off. In contrast, others choose to leave their current platform of YouTube and transition 
into other mediums of content creation, like podcasting or selling their own merchandise. Thus, I offer the following 
hypotheses. 

H3a: Once the extrinsic motivation of revenue is removed, the positive relationship between the extrinsic 
motivations and social media influencer burnout is positive.  

H3b: Social media influencer burnout is negatively related to the social mediainfluencer's extrinsic 
motivations.  
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H4: The negative relationship between social media influencer burnout and social media influencer intrinsic 
motivation for content creation, is positively mediated by a digital platform transition.  

Methodology 
This SMI progression through YouTube is the focus of this study. Specifically, the model displayed below 

is sectioned into four quadrants: (1) intrinsic motivation leads to success and continued mastery in the industry, which 
(2) garners a following and sponsorship attention, leading to the pressure to sell to their respective audiences, measured 
by YouTube and the sponsoring brands, which (3) turns an intrinsically motivated hobby into an extrinsic form of
work, creating burnout and ultimately (4) a shift in mediums to create a new hobby to master. I plan to gather data and
test these proposed hypotheses via qualitative interviews with various SMIs at the annual video conference, VidCon
US.
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Summary Brief 
Understanding envy and its effects on SNSs activates: 
The role of self-motives 
Murong Miao, Northern Michigan University, USA 

In social networking sites (SNSs), since consumers can easily access other people’s posts, comparison among 
online members becomes inevitable and prevalent. This study intends to examine how social media envy, which is 
resulted from social comparison, influences envious’ desires to do distinct SNSs activities. Based on the Social 
Comparison Theory, we hypothesize that malicious envious are more likely to engage in active SNSs activities, while 
benign envious are more likely to do interactive SNSs activities. We also examine the mediating effect of “self-
motives” (self-esteem and the belonging) and the moderating role of the envious’ status (high-power user or low-
power user) on the relationship between envy and SNSs activities.  

Introduction 
In the past decade, social networking sites have become very popular, which has dramatically changed 

consumers’ lives and their consumption behaviors. The popularization of Internet development, easier resource 
sharing, and online communication make online users more willing to engage. Online users engage in self-presentation 
is to convey information and to meet followers’ expectations (Chua and Chang, 2016). “The evaluative presence of 
other people and by others’ knowledge of one’s behavior” is the motivation of self-representation (Baumeister and 
Hutton, 1987, p. 71). 

Although consumer behavior in the social media setting has been examined from different perspectives, the 
role of envy in consumers’ social media behaviors lacks adequate research. Envy is defined as a negative emotion that 
“arise 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). In nature, envy is a product of upward social comparison (Crusius 
and Lange, 2014). By conducting an upward social comparison, people are comparing themselves with the superior 
others who have higher status or abilities (Van de Ven et al., 2011). Since social media make consumers’ social 
comparison easier and less costly, envy is likely to become more prominent and prevalent in the social media setting. 
For example, because social media members can easily access other people’s profiles and posts, they are very likely 
to either consciously or unconsciously compare themselves with others (Krasnova et al., 2015), in which the feeling 
of envy might be elicited. Thus, envy may play a 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 different types of envy will lead to different SNSs activities. 
Moreover, the self-esteem motive and the belonging motive are the underlying drivers of consumer copying behavior 
after they experience envy. Our research also hypothesizes that the envious’ status on social media moderates the 
relationship between envy and social networking sites activities. 

This study contributes to the literature in several important ways. First, this study links the belonging motive, 
which is a kind of self-motive, to envy research. Previous research (Lange and Crusius, 2015; Duffy et al. 2012) 
identified self-esteem as the underlying motive for envy. This study furthers the findings by suggesting that beyond 
self-esteem, the belonging motive is also an important self-motive of envy, especially for benign envy. Second, we 
extend the research on SNSs activities by exploring the influence of envy and social comparison on SNSs activities. 
Particularly, the current research examines the pivotal role of the envious’ status in stimulating envy and leading to 
corresponding SNSs activities. Thereby, from a practical perspective, our findings will provide important implications 
for social media marketing. In the social media setting, the envious people (benign envious and malicious envious) 
take different approaches to enhance their moods and decrease their negative feelings. The envious’ posts and opinions 
resulting from different types of envy could significantly affect followers’ buying behaviors. Therefore, understanding 
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under which condition each type of envy is generated and how the envious cope with envy could help marketers better 
design their social media marketing strategies.  

Literature Review 
Since this study focuses on the role of envy in luxury posts on social networking sites, 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 a limited number of people 

who can afford high prices (Nueno and Queelch, 1998). Luxury brands share the characteristics of being successful, 
upper class, and charming (Aaker, 1997). Everyone hopes to possess some luxury brands because of the high quality 
and a sense of achievements or emotional belonging (Van de Ven et al., 2011). Although rich individuals still dominate 
the luxury brand industry, more and more consumers from the middle and upper-middle classes have begun to show 
interest 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 (Leban and 
Voyer, 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. From a psychological aspect, 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 
With the emergence of social media, companies have developed a new way to communicate with customers 

(Balakrishnan et al., 2014). The SNS 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 SNS 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 a real purchase decision (Erdogmus and Çiçek, 2012; Kim and Ko, 2012). Online textual 
descriptions, photos, or videos generated by online users provide consumers with opportunities to reduce their 
uncertainties about the brand. Specifically, social media increase the luxury brand perception on various dimensions 
(e.g., extended self, conspicuousness, quality). Social media platforms create 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 (Kim and Ko 2012). Notably, online members’ interaction is highly structured and hierarchical (Muniz 
and O’Guinn, 2001).  

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). As a distinct and unfavorable emotion, envy has been treated as an antecedent to influence 
human relationships (Thompson et al., 2016). The magnitude of consumer behaviors is directly linked to the magnitude 
of envy. From a functionalist perspective, these two types of envies 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 (Van de Ven et al., 2009; Lange and Crusius, 2014). On the 
contrary, experiencing malicious envy leads the envious person to decrease or denigrate the advantage of the envied 
person to bring life into balance (Van de Ven et al., 2009). This dark side of envy can increase schadenfreude (Van de 
Ven et al., 2014), leading to devastating and hostile behavior (Duffy et al., 2012). Therefore, hostility could be 
considered a factor to distinguish malicious envy from benign envy because benign envy is free of hostility (Smith 
and Kim, 2007). 
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Envy includes both the envier, the individual who envies the other, and the envied, the individual whom the 
envier compares hime or herself with (D’Arms, 2009). As to the cause of envy, the Social Comparison Theory (SCT) 
suggests that the feeling of envy is the result of social comparison behavior (Festinger, 1954). The upward social 
comparison can threathen to the self and result in negative emotions such as envy (Salovey and Rodin, 1984). Barth 
(1988) proposes that damaged self-esteem leads to envy, which could cause further damage to self-esteem, leading to 
more envy, and so on. Damaged self-esteem also links to a set of behavioral responses (such as avoidance, self-
improvement, seeking support), which could help the envious to reduce the threat to self (Thompson et al., 2016). 

Individual difference attributes (e.g., in-group status, possession) are variables associated with envy 
(Thompson et al., 2016). It is also necessary to understand the antecedent of envy based on envy type. Envy results 
from perceived inequality and involves wanting to possess something that one lacks, but another person has (Smith et 
al., 1988; Parrott and Smith, 1993). How the envious evaluate the possession of the envied that they do not have will 
result in different types of envy. In detail, benign envious claim the possession of the superior to be deserved. In 
contrast, a subjective feeling of undeserved leads to malicious envy (Ben-Ze'ev, 2001; Van de Ven et al., 2011). 

Research gap 
Although numerous studies have been conducted to examine consumer behaviors and interactions in the 

SNSs, little attention has been paid to consumers’ emotional states and the resulting behaviors in this context. 
Particularly, the role of envy as an important motivational driver of social media behavior has been largely ignored. 
In the SNSs, the role of envy could be more predominant since the social media community make a comparison among 
consumers easier, and it also occurs at a larger scale. 

Hypothesis Development 
Relationships between envy and SNSs activities 

As a painful emotion, envy has been treated as a strong motivator for human behaviors (Crusius and Lange, 
2017). Here, we set out to examine the influence of envy on social networking sites (SNSs) activities. By exploring 
the importance of envy on SNSs activities, our research will help to understand the antecedents of SNSs activities and 
provide practical implications for social media marketers. 

According to Social Comparison Theory (Fastinger, 1954), people intend to evaluate their own behaviors 
with reference to those of others. Research of social networking sites demonstrates that envy is a result of social 
comparison with online users (Chou and Edge, 2012). When an online member pays lots of attention to others’ posts, 
envy occurs because of the heightened potential of desiring others’ possessions (Krasnova et al., 2015). Envy 
researchers widely adopt the view that benign envy and malicious envy have different motivations and behavioral 
outcomes (Lange and Crusius, 2015). Malicious envy may drive the envious people to compete with the superior 
envied person and benign envious could encourage the benign envious people to set higher goals to improve their 
future outcomes (Van de Ven et al., 2009, 2011). Our work illustrates that based on different motivations associated 
with different types of envy, benign envious and malicious envious will engage in distinct SNSs activities. 
Specifically, we compare the outcomes of different types of envy based on the work of Yang (2016). The authors 
introduce three divergent SNSs activities that have meaningful implications for the company, including passive 
activates, interactive usage, and active usage. In general, interactive usage is defined as using SNSs to interact and 
socialize with others (e.g., commenting, sending an SNS message). Passive activities mean that users simply 
consume or browse the SNS content. Active usage involves actively producing content on SNSs (e.g., updating 
status or broadcasting information on SNSs without tagging specific viewers) (Yang, 2016). In this study, we 
mainly focus on interactive and active activities since they are more related to individuals’ reaction to envy than 
passive activities. On social media networks, online users engage in self-presentation to convey information and to 
meet followers’ expectations (Chua and Chang, 2016). “The evaluative presence of other people and by others’ 
knowledge of one’s behavior” is the motivation of self-representation (Baumeister and Hutton, 1987, p. 71).  

For malicious envious, the objective is to lower the status of the envied person (Lange and Crusius, 2015). 
For the followers, the likability of the followed person is based on whether the posted content is valuable for them 
(De Veirman et al., 2017). To lower the status of others, malicious envious need to prove their superiority by uploading 
posters and providing valuable information to attract more followers. Practically, social media users could be attracted 
by the products that are not easier to obtain or products they plan to buy (Steinhart et al., 2014). These contents will 
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draw attention from the audience. In this case, uploading high-quality images/videos could help the malicious envious 
to compete with the envied people. Therefore, for malicious envious, the way to improve their status is to do active 
activities to prove their superiority on social networking sites. 

For benign envious, they admire the comparison others and hope to be affiliated with them by improving 
their own status. In contrast to malicious envious who pursue an outcome-focused self-improvement goal, benign 
envious pursue a process-focused self-improvement goal (Salerno et al., 2018). Thus, benign envious tend to improve 
their status step by step. Interactive activities require online users to follow with interesting content and participate in 
the conversation. By conducting the interactive activities, benign envious may feel that they are a member of the 
desired group. 

H1a. Malicious envy increases social media users’ motivation to engage in active SNSs activities. 

H1b. Benign envy increases social media users’ motivation to engage in interactive SNSs activities. 

Moderating Effects of the Envious’ Status 
The purpose of envy is to regulate status (Crusius and Lange, 2017). Individuals who possess envy should 

have a fundamental motive to status attainment (Anderson et al., 2015), which will be the motivation for the envious 
to do SNSs activities. However, as discussed in the work of Lin (1999), status attainment is closely related to 
embedded resources in social networks: the strength of embedded resources enhances the possibility of achieving a 
higher status. Online members present themselves to the audience with social media content (such as photographs, 
comments, and feedback). Envious’ status can be assessed by the number of followers and posts on the SNSs. If the 
envious’ status is high, the envious have relatively more followers, which reflects the popularity of the user. In 
contrast, if the envious’ status is low, the envious do not have as many followers as high-power members. Thus, high-
power members in social networks have relatively more embedded resources than those of low-power members.  

Our study examines the relationship between envy and SNSs activities, taking into account the moderating 
effect of the envious’ status (high power versus low power). As discussed above, malicious envious are more likely 
to conduct active SNSs activities, and benign envious are more likely to conduct interactive SNSs activities. Next, we 
will discuss how the strength of the relationships is affected by the envious’ status on SNSs.  

High-power members have relatively more embedded resources. They have more experience of uploading 
attractive posters, communicating with followers, and becoming opinion leaders (De Veirman et al., 2017). Because 
most community members do not have enough resources to be actively involved in active SNSs activities, involving 
in active SNSs activities may help high-power members to distinguish themselves from other community members 
and cope with the envy feeling. Therefore, malicious envy is likely to motivate high-power members more to engage 
in active SNSs activities than low-power members. In contrast, limited embedded resources might lower the possibility 
for low-power members to set higher goals. Interactive SNSs activities help individuals enhance pleasure feelings and 
their social inclusion. At the same time, interactive SNSs activities do not need much resources since they do not 
require the envious to do creative jobs. Thus, low-power members are more likely to engage in the interactive SNSs 
activities when they experience benign envy. We hypothesize that the motivation of malicious envious to perform 
active activities is stronger when the envious person is a high-power member than when the person is a low-power 
member, and the motivation of benign envious to perform interactive SNSs activities will be stronger when the envious 
person is a low-power member than when the person is a high-power member.  

H2a. Malicious envy motivates high-power members to engage in active SNSs activities more than low-power 
members. 

H2b. Benign envy motivates lower-power members to engage in interactive SNSs activities more than high-power 
members. 

Mediating effect of self-motives 
Social media provides a platform for online users to present their self-images. Through appearance and 

behavior, people require the desirable self-images to comprise their self-identities (Schlenker and Leary, 1982). The 
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identity motive is the driving force for achieving certain identity states and is the guidance of identity construction 
processes (Vignoles et al., 2006). The current research focuses on the mediating role of self-motives (self-esteem vs. 
belonging) between envy and social networking sites (SNSs) activities. 

As suggested by Tajfel (1982), identity motives, which include self-esteem and belonging, are essential to 
intergroup relations. In this research, we focus on self-esteem motive and belonging motive, which are elicited when 
people experience malicious envy or benign envy. Specifically, we propose that self-motives (self-esteem versus 
belonging) will mediate the relationship between envy and SNSs activities. 

Self-esteem motive exists when people want to increase their value and social acceptance in the eyes of other 
people in the group (Leary, 2005). The self-esteem motive, which is one of the most important self-identity motives, 
is defined as “the motivation to maintain and enhance a positive conception of oneself” (Gecas, 1982, p. 20). Previous 
research demonstrates that self-esteem is negatively correlated to hostile behavior towards in-group members (Marsh 
et al., 2001), which coincides with the nature of malicious envy. Low self-esteem motivates people to protect their 
self-image via various means, such as changing the level of performance (Rentzsch et al., 2012). Therefore, we 
propose that malicious envy leads to self-esteem threat, which will activate individuals’ self-esteem motive. Terror 
management theory (Solomon et al., 1991) posits that when people are aware that self-esteem buffers them against 
the ubiquitous imminent threat of weakening their power, people will cope with this situation through self-
enhancement. In the context of social media, since active SNSs activities help individuals improve their self-image 
and obtain star-like attention to themselves from other online users, we expect self-esteem motive will motivate 
malicious envious to engage in active SNS activities.   

H3a: The relationship between malicious envy and active SNSs activities is mediated by self-esteem motive. 

“A ‘self-motive’ is an inclination focusing on establishing or maintaining a particular state of self-awareness” 
(Leary, 2007, p.319). A person’s self-awareness arrives from the cognition that s/he belongs to a certain group (Tajfel 
and Turner, 1979). The belonging motive is defined as the desire to sustain or improve the perception of affiliation 
with other people (Vignoles et al., 2006). Benign envious want to prove that they are a member of the comparison 
target. The easiest way to reach the objective is to achieve a sense of belonging. When the person achieves a sense of 
belonging, s/he will feel included in the community (Rosen et al., 2011). We propose that benign envious are likely 
to achieve a sense of belonging in social networking sites to prove their status and capacity.  

In the context of social media, interactive SNSs behaviors help consumers build up a sense of belonging. In 
a dyadic relationship, belonging motive drives people to gain social acceptance from others. The belonging motive 
drives the benign envious to increase their exposure rate in the community. Therefore, they are likely to participate in 
the envied person’s activities. Engaging in interactive SNSs activities provides them opportunities to join the desired 
group (e.g., sending an SNS message). By conducting interactive SNSs activities, benign envious will obtain a sense 
of belonging and decrease the feeling of envy. Above all, belonging motive mediates the relationship between benign 
envy and corresponding SNSs activities. 

H3b: The relationship between benign envy and interactive SNSs activities is mediated by belonging motive. 

Expected Results and Implications 
Our research aims at testing the relationship between envy and SNSs activities. We hope to show that 

malicious envious (especially for high-power members) like to do active activities, whereas benign envious (especially 
for low-power members) want to do interactive activities. We also introduce the mediator “self-motives” (self-esteem 
vs. belonging) to see how the type of envy affects SNSs activities (interactive/active).  

Our findings will provide important implications for both marketing researchers and practitioners. First, this 
study extends the existing research on envy by showing self-identity and belong motives are the two major 
motivational drivers of malicious envy and benign envy, respectively. Secondly, bloggers with different status in the 
social networking site 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’ self-esteem and encourage high-power members to contribute more. 
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Therefore, understanding envy mechanism in luxury brand social media helps luxury brands to market their products 
in an economical way.  
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“Teaching Students to Optimize Their LinkedIn 
Profiles"
Holly A. Syrdal, Texas State University 

Over 90% of recruiters utilize LinkedIn as a sourcing tool to find and vet candidates for their client 
companies (Conner, 2019). For job seekers, having a completed LinkedIn profile is nearly as important as having a 
resume. Teaching students to complete and optimize their LinkedIn profile is crucial. “Optimizing” involves 
strategically enhancing profiles to increase the odds that job candidates will show up in searches leading to jobs in 
the specific career field they are pursuing. In my teaching moment, I share a LinkedIn profile optimization project 
that is easily incorporated into numerous marketing courses. Grading rubric included! 

Reference: 
Conner, R. 2019. 6 Little-Known LinkedIn Strategies That Help Recruiters Find You. Retrieved from: 

https://workmonger.com/6-linkedin-strategies-that-help-recruiters-findyou/ 

Marco Polo: Creating engagement and collaboration 
in the remote classroom 
Charles Drehmer, DePaul University 

COVID-19 had forced many schools into remote learning environments.  It can be a challenge to keep 
students engaged or have collaborative projects when classes are in an online asynchronous format. Marco Polo is 
free video messaging app, available on all smart phones, that allows students to create and send video messages one 
on one or to a group.  Recipients can watch the video at their convenience and respond by sending another video.  
This app can be leveraged for group introductions and other exercises. It creates a sense of connection between 
students, beyond what a typical discussion board can do. 

Teaching Hybrid Marketing Strategy Classes During 
the Pandemic 
Jianping Coco Huang and Lenn Rainwater 

My Marketing Strategy class has shifted from traditional face-to-face class to fully online this past Spring, 
then shifted from online to hybrid this Fall. Nowadays, two of every 100 people have been tested COVID positive. 
How do we protect our students and in the meanwhile improve effective learning? Here is the strategy I developed to 
teach a hybrid class on how to write a marketing plan. 

1. In-class demonstration section
a. Create a sitting chart
I created a sitting chart on the first day of class. Students are required to seat in the same spot for the whole
semester. In this way, it is very easy to trace if one student gets sick.

b. Deliver the lecture live on Teams in Marketing strategy channel and recorded for sharing.
I divided a marketing plan into ten short sections. The purpose of the in-person lecture is to give a
demonstration of how to write each section, e.g., what content needs to be covered, how to search for

https://workmonger.com/6-linkedin-strategies-that-help-recruiters-findyou/
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information, and how to edit the format. I also recorded the lecture through the Teams app. Because 
attendance is not mandatory these days, our students have been asked to stay at home if they feel sick or 
show any symptoms. Students can watch the recording if they missed the class on that day. 

2. Online section
a. Article critique via virtual meeting on Teams
After I demonstrated the research and writing technics, students were expected to practice these skills, and
write their own paper. Then they were required to post their work on the discussion board for an article
critique. Each student is automatically assigned to critique two articles. They need to point out the strengths
and weaknesses of each article, and give suggestions for improvement.

b. Video lecture (mp4) on Canvas
I supplement each short paper section with a 10-minutes lecture video with PowerPoint to explain the
marketing theory behind each writing requirement. This will enrich students’ knowledge structure that they
not only know how to write a marketing plan but also know why should write this way.

Pedagogical Perseverance during COVID-19 
Reanna Berry 

During Spring 2020, professors worldwide had to rapidly shift their on-ground classes to online due to the 
coronavirus pandemic. With so much pandemic related hardship and change vying for students’ attention, delivering 
an engaging course became paramount to student success. Combining social media marketing strategy with sound 
pedagogical practice proved to be one path to success. Simple and easy to implement best practices from a successful 
course, based on student grades and course evaluations, will be shared. These best practices will turn you into an 
influencer of your students, no designer clothes or exotic car necessary! 

The COVID-19 and Managing 
Disruption: Critical Marketing Strategy 
for a BFF 
Lou Pelton 

Experiential Exercise 1 

In this Experiential Exercise, “BFF” is not the acronym for “Best Friends Forever.” BFF or Business 
Format Franchising is the most common type of franchising: it is the right to manage and market an entire 
branded retail offering. Such contractual vertical marketing systems must have strong brand/trademark, 
operations and perceived customer value. Please familiarize yourself with franchise systems, and understand the 
role of the “franchisor” and “franchisee.” To learn more, I recommend that you go to https://www.franchise.org 
the web site for the International Franchise Association, the most prominent trade association for franchise 
systems. All franchise systems are required (by U.S. law) to have a clear and fully articulated FDD (Franchise 
Disclosure Document) that provides transparency to prospective franchisees (see 

https://www.franchise.org/
https://www.franchise.org/
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https://www.franchiseprep.com/docs/fdd/Sample%20Franchise%20Disclosure%20Document%20 FDD.pdf). 
There is no doubt that you have consumed goods and/or services from a retail franchisee. 

Here are some of the hundreds of BFFs that predominate the global market place: 

There is no more timely nor unprecedented disruption in marketing than the extant Covid-19 public health 
and economic crisis. Think about how Covid-19 has impacted your fast-food and fast-casual dining purchases. 
You might enjoy this video: https://youtu.be/OjNDOqtPfrw 

Generally, our discussion of disruptive forces addresses innovation and technological innovations (i.e., AI, 
robotics), natural disasters (i.e., tornadoes, hurricanes), competitive forces (i.e., mergers and acquisitions) and 
economic fluctuations (i.e., pricing, financial market shifts). SARS (2002/2003) and H1N1 (2009/2010) were 
pandemics that disrupted markets and marketing; however, it appears that the present Covid-19 pandemic will be 
far more devastating at both a macro- and microeconomic level. In this Experiential Exercise, you will critically 
explore the impact of the Covid-19 on a business format franchise in either the fast-food or casual dining sectors. 
You likely know that many cities and state governments have forced closures of restaurants, except for delivery 
and take-out services. So, please use the following Discussion Platforms to articulate a well-integrated descriptive 
(situational analysis) and prescriptive (recommendations) for a focal business format franchise in one of these 
sectors. It may be a large franchise system like McDonald's or Subway, or a small system like Chicken Salad Chick 
or Nestles Tollhouse by Chip. 

1. Situational Analysis. Critically investigate the focal firm's current market position, market performance
(i.e., average ticket, gross revenues, number of units, profitability, geographic reach) and value
proposition. You may want to use the IFA web site, IbisWorld.com and the company web site. Please
understand that the company’s web site is a “marketing site” and is2
generally not the best source for objective information. Considering that franchise systems generate profits 
from franchise unit performance and royalties, how is your focal firm poised to address disruptions such
as the one posed by Covid-19? This should be an in-depth analysis from multiple sources. It is not
adequate to go to a company web site and report on marketing hype or puffery. You need to address the
reality of the business format franchise (BFF) relative to its profile of franchisees, number of units and
resilience. This is important: the stakeholders are NOT just consumers; they include franchisees, suppliers
and – very often stockholders.

2. Competitive Analysis. Now, please critically evaluate the direct competitors that impact the focal firm's
(BFF's) market performance. Consider how these competitors are addressing the Covid-19 crisis, and use
this market intelligence to evaluate directions for your BFF.

3. 
4. Prescriptive (Managerial) Recommendations. Based on (1) and (2), please articulate a set of specific,

well-developed recommendations that will enable the focal firm (BFF) to survive and thrive. Please
indicate the timing window (i.e., three-year, five-year plan?) and provide a financial forecast of how your
recommendations can help offset the "unknown" duration of this disruptive force. Please consider how
your recommendations will need to address pricing and cost of goods sold.

https://www.franchiseprep.com/docs/fdd/Sample%20Franchise%20Disclosure%20Document%20FDD.pdf
https://www.franchiseprep.com/docs/fdd/Sample%20Franchise%20Disclosure%20Document%20FDD.pdf
https://youtu.be/OjNDOqtPfrw
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Post-COVID Applied PR Student Experience 
Sandipan Sen 
Richard A. Rocco 

This applied PR student experience comprises a two-step assignment, learning and doing, where the students 
first analyze best practice PR strategy cases. Then students work as PR consultants to “remote” clients and suggest 
improvements based on the firm’s unique PR challenges. The recent COVID-19 pandemic has necessitated the 
reinvention of the traditional classroom online. This PR student experience is uniquely adaptable to distance learning 
while meeting the growing need for experiential learning in a curriculum. Our pre/post COVID findings demonstrate 
how this two-step applied PR assignment provides experiential learning and high student satisfaction regardless of the 
class modality.generally not the best source for objective information. Considering that franchise systems generate 
profits from franchise unit performance and royalties, how is your focal firm poised to address disruptions such as the 
one posed by Covid-19? This should be an in-depth analysis from multiple sources. It is not adequate to go to a 
company web site and report on marketing hype or puffery. You need to address the reality of the business format 
franchise (BFF) relative to its profile of franchisees, number of units and resilience. This is important: the stakeholders 
are NOT just consumers; they include franchisees, suppliers and – very often – stockholders.  

2. Competitive Analysis. Now, please critically evaluate the direct competitors that impact the focal firm's (BFF's)
market performance. Consider how these competitors are addressing the Covid-19 crisis, and use this market
intelligence to evaluate directions for your BFF.

3. Prescriptive (Managerial) Recommendations. Based on (1) and (2), please articulate a set of specific, well-
developed recommendations that will enable the focal firm (BFF) to survive and thrive. Please indicate the timing
window (i.e., three-year, five-year plan?) and provide a financial forecast of how your recommendations can help
offset the "unknown" duration of this disruptive force. Please consider how your recommendations will need to address
pricing and cost of goods sold.

“Capstone Project: Learning the Art of the One-Page 
Marketing Plan” 
Ann Springer, Brigham Young University, Hawaii 

Many students dislike group projects. In a remote teaching situation, group projects can become even less 
popular by students. Groups are frequently used when students are assigned to create an in-depth marketing plan as a 
cumulative learning assignment. However, in a capstone course, students have usually created an in-depth marketing 
plan in a previous course. As an alternative to repeating this type of group assignment, I designed a one-page marketing 
plan assignment that allows each student to develop an individualized, concise, detailed marketing plan that 
incorporates the customer journey. 

At the beginning of the semester, each student is required to find a company that will allow them to create a 
one-page marketing plan on their behalf. Students are encouraged to choose a company for which they’d like to land 
a job after graduation with the intent that this assignment will give them a “foot in the door” when hiring is competitive. 
Recently, students tailored these marketing plans as “recovery from COVID-19 plans” to help businesses adapt to the 
changes (both positive and negative) that the organization faced as a result of COVID-19. However, these one-page 
marketing plans could be created in a “normal” economic climate. Students were encouraged to incorporate things 
they learned from previous marketing courses (digital marketing tools, ROI measurables, data for a needs assessment, 
etc.) in a visually appealing format that required brevity. Many chose to use Canva to create eye-catching one-page 
documents. 
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This assignment allows students to create a professional, working document on their own and also forces 
greater accountability. Students who may ride the coattails of others in a group project do not have that option because 
this is an individual assignment. It also becomes a tool they can use as leverage in a job interview or as an addition to 
a personal website. 

While grading individual assignments sounds like a daunting task, it actually is quite easy because the 
assignments are brief. Students also grade them via peer review in a discussion board format prior to turning in a final 
draft, so this reduces a lot of the usual feedback required. Details about the assignment are used as a basis for providing 
feedback (see below). Students see the quality of the work completed by peers, receive feedback from peers, and rise 
to a higher standard in their final draft. 

One-Page COVID-19 Marketing Plan 
Many businesses have been impacted by COVID-19--both negatively and positively. You will need to 

identify a business you'd like to help, ask their permission to study them and present a one-page marketing plan to 
them at the end of the semester. You should use this to your advantage to obtain full-time employment. 

A One-Page Marketing Plan is commonly used for several reasons including: they’re more likely to be read 
by decision-makers, 

1) they’re more flexible to adapt as change comes fast and frequent in marketing, and
2) it forces you to be concise and avoid fluff.

If you want to learn more about the 1-Page Marketing Plan, Alan Dib, wrote an excellent book on the
topic with the same name. We don’t have time to read it in class, but I highly recommend you put it on
your list of books to read in the future.

To succeed in this assignment, you will need to:
Be concise and specific

• Use data to support your ideas
• Clearly identify the target audience
• Identify specific ways that the company can differentiate themselves from the competition
• Create strategies to have COVID-19 work to the advantage of the company by identifying strengths, opportunities and

trends
• Incorporate digital tools into your strategy
•
• Here is what your marketing plan needs to cover in just 1 page (no exceptions) 
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“Give Me Five” Quizzes 
James Blair, Eastern Kentucky University, USA 

Giving students quizzes prior to class time reinforces that they have done the required readings. This allows 
instruction during the class session to involve higher level learning activities. Some students suggest that they do not 
know what will be on the quizzes since the content has not been covered in class yet. The “Give Me Five” quizzes 
allow students to fully explain any five concepts they have learned from the reading. This shows they have completed 
the readings, understand new concepts, and allows the instructor to answer questions during class about confusing 
concepts for students. 

Some students dislike quizzes. This is due to them perceiving quizzes as forcing them to learn and create 
testing anxiety (Somasundaram 2017). Quizzes can also have drawbacks for the course instructor. They can reduce 
the popularity of the instructor, negatively impact course evaluations, foster distrust with students (Ebner & Efron 
2012). Bacdayan and Geddes (2009) found four factors discouraging instructors to use quizzes. This includes 
Drawbacks of using quizzes. These includes the overreliance of student evaluations of instructors by administration, 
disengaged students, grade inflation, and pressure to publish. Based on some of the challenges instructors currently 
face implementing quizzes in the classroom there is a need for an alternative way to measure student learning 
consistently in courses. 

Journaling assignments are another way for students to reflect on what they have learned throughout their 
assigned course readings, lectures and activities. This assignment has shown to be successful in courses. Students 
were found to have better exam performance after completing journaling assignments (Nevid 2013). Additionally, 
students gained more confidence in their coursework through the use of these journaling activities (Fritson 2008). 

The “Give Me Five” Quizzes attempt to combine the beneficial aspects of quizzes and journaling in hopes of 
providing students an opportunity to reflect on content learned from the chapter, earn points for the course, and receive 
feedback from the instructor on their knowledge of course content. The “Give Me Five” Quizzes are designed like an 
open-ended questionnaire. Students choose five concepts from the assigned reading, lecture, or other activity and 
explain them in their own words. They are not able to copy and paste the definitions from the textbook. The idea is 
that this allows student to explain concepts similar to what they would do if a work colleague was not familiar with a 
concept. Students possess some level of autonomy since they can choose any concepts from the content covered. With 
students liking autonomy (Zia & Dayan) this should help reduce the perceived anxiety normal quizzes possess and 
not negatively impact instructor evaluation ratings. 

This assignment can be implemented in both in-person and online courses. Instructors have the option of 
having students submit these “Give Me Five” Quizzes at the start of class to test understanding of materials read or at 
the end of the session where students can explain concepts from both the readings, lecture, and in-class activities.  

The assignment has the potential to cut down on student cheating. Instead of students trying to memorize 
true/false answers or see which multiple choice answer a peer is choosing, students tempted to cheat will have a more 
difficult time since student responses are written using multiple sentences. With students having to write the responses 
in their own words, each student will be picking different concepts and have slightly different explanations as to what 
they are or providing different examples of the concept in the marketplace. Future research could examine the 
effectiveness of these quizzes in student learning of course material as well as other goals the instructor may have for 
the assignment. 

References 
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Putting Personality into Brand Personality 
Sarah Mittal, St. Edward's University, USA 

        This activity was created from a compilation of brand personality exercises done out in the “real world.” 
Students learn about how the abstract idea of “brand personality” is used by marketers. Importantly, we first discuss 
how brands they love have personality characteristics that parallel their own and how that plays out in marketing. 
The activity has 4 stages: (1) brainstorm positive/negative adjectives using sticky notes, (2) discussion sorting 
adjectives into keep and toss piles, (3) combine yes attributes to reduce the number, & (4) write final personality traits 
and come up with unique analogies. 

Rethinking Office Hours 
Parker Woodroof, University of Central Arkansas, USA 

Students expect that for a few hours each week, professors will be available to answer questions or ask advice. 
However, many students have no desire to participate. Two principles of marketing classes are offered two different 
office hour types. The first class is offered standard office hours, which take place in the faculty member's office. 20% 
of students came to these office hours. The second class is offered office hours that take in a coffee shop in the college 
of business lobby. 80% of students came to these office hours. Obviously, I no longer have office hours in my office. 
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