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December 2018 

Dear Colleagues, Members and Friends: 

It was my pleasure to serve as Program Chair for the 2018 Society for Marketing Advances (SMA) Conference in 

West Palm Beach, FL. One of the hallmarks of SMA is the warm and collegial manner in which members come 

together to share the best in research and teaching innovations. In addition to its members, the conference and 

society is also served by a dedicated group of volunteers, the Executive Committee (EC). The EC devotes 

considerable time and energy throughout the year in order to plan and execute an engaging and successful 

conference. The 2018 Executive Committee consisted of:  

¶ Diane Edmondson, President  

¶ Michael Levin, Treasurer  

¶ Rebecca VanMeter, Executive Director  

¶ Pia Albinsson, Secretary  

¶ Kesha Coker, Electronic Communications  

¶ Cheryl Ward, Academic Placement Services  

¶ Jie Fowler, Proceedings Editor. 

The conference would not be a success without the generous commitment shown by the teaching and research track 

chairs, session chairs, and reviewers; I continue to be inspired by the dedication and expertise of our members. 

Heartfelt thank-youôs go to Chris Hopkins and Kevin Shanahan for leading the Doctoral Consortium; Barry Babin, 

Joe Hair, Lucy Matthews, Holly Syrdal, and Rebecca VanMeter for leading the pre-conference workshops; Tom 

Baker for chairing the Steven J. Shaw Best Paper in Conference; Robert McDonald for chairing the Doctoral 

Dissertation Proposal Competition; and Chris Newman for chairing the Doctoral Student Best Paper Competition. 

The members of the Board of Governors serve an invaluable role by shaping the long-term strategic vision of the 

Society. Lastly, thank-you to all the generous corporate and educational sponsors who supported the Society and the 

conference. In addition to organizing and executing its annual conference, SMA is dedicated to marketing advances 

through its two affiliated journals Marketing Education Review and the Journal of Marketing Theory and Practice. 

Under the leadership of their Editors, Jeff Tanner and Karen Flaherty, these journals continue to grow in stature and 

impact.  

Thank you for attending the SMA conference and for all your contributions that made it enjoyable and productive. I 

hope to see you at our 2019 conference in New Orleans. 

 

J. Charlene Davis 

Program Chair and President-Elect 
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FROM THE EDITOR  

 

For more than five decades, marketing professionals from around the world have attended the Society for Marketing 

Advances Annual Conference, held in West Palm Beach, Florida from October 31 - November 3, 2018. I would like 

to thank the authors, the reviewers, the executive committee members, and the board of governors who contributed 

to the conference.  

I especially want to thank Diane Edmondson, Charlene Davis, and Pia Albinsson, who engaged in the review 

process and organized the conference programs. We are also dipping into the considerable talent pool here at SMA. 

Rebecca VanMeter, the executive editor, made much effort to set up the conference. Michael Levin, Cheryl Ward, 

and Kesha Coker have joined us to redesign the website, to organize the treasureôs report, and to work on 

replacement. Also, our new officer, Lucy Matthews, has worked on our social media to promote our organization.  

I hope SMA motivates you to join us in the coming years. On that note, I hope this conference inspires you to 

engage in research and teaching. In the inspiring words of Albert Einstein, ñWe cannot solve our problems with the 

same thinking we used when we created them.ò I invite you to join SMA next year.  

Best Regards,  

 

J. G. Fowler  

SMA Proceedings Editor 
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Summary Brief 

The Influence of Brand Oriented Tweets by User, 

Firm and Third Party Organizations on Twitter on 

Consumersô Brand Attitude and Purchase Intention: 

The Moderating Role of Tweet Appeal 
 

Md Nazmus Sakib, University of Texas Rio Grande Valley, USA 

Swapnil Saravade, University of Texas Rio Grande Valley, USA  

Reto Felix, University of Texas Rio Grande Valley, USA 
 

Online Social media have enabled interactive communications among consumers, firms and third party 

organizations (e.g. news channels).Thus, as marketers, it has become important to understand the role of source type 

in brand related communications on consumersô behavioral patterns. This research investigates the impact of 

communication source on consumersô brand attitude and purchase intentions. In the context of twitter, this paper 

examines how the type of source (user, firm and third party) influences trust in the source and credibility towards the 

tweet, which in turn influences brand attitude and purchase intentions. In addition, the moderating effect of tweet 

appeal (informational tweet vs. transformational tweet) in the process has also assessed. The results show that a 

transformational tweet from a user and informational tweet from a firm had a significant effect on both trust in the 

source and tweet credibility. In addition, a transformational tweet from a user and informational tweet from a firm 

has a significant effect on tweet credibility and but not on trust in the source. Further, tweet credibility and trust in 

source had a significant effect on brand attitude and purchase intention.  

Introduction  
Social media such as blogs, microblogs, video sharing websites, and forums are increasingly being used for public 

information sharing and exchange of opinion. By enabling people to get connected with hundreds or even millions of 

people around the world social media has dramatically altered the way people communicate with each other. This has 

important implications for businesses as it has led to a new trend by which marketers can engage with their potential 

customers especially on microblogging and social networking websites such as Twitter.  

Twitter enables registered users to read and post short messages (called as tweets) limited to 140 characters. 

Further, users can also upload short videos and photos. An appealing feature of twitter is the ability of its users to 

follow and communicate with any other user having a public profile. A key distinction between twitter and other social 

media websites such as facebook is that following and being followed requires no reciprocation. In addition, the 

retweet feature of tweeter enables users to spread information of their choice beyond the reach of the original tweetôs 

followers (Kwak et.al 2010). Research has shown that retweeted tweet reaches an average of 1, 000 users irrespective 

of the number of followers of the original tweet. Once retweeted, a tweet gets retweeted almost instantly resulting fast 

diffusion of information after the first retweet. A public profile could be created by an individual user, a firm or third 

party organizations such as online and offline news channels, consultancy firms etc. and tweets could be ñtweetedò 

from such profiles. That means, firms are no longer the sole source of brand communication since consumers can now 

discuss or share product/service information as well as their experience via social media (Bruhn et al, 2012). Further, 

brand communication through third party organizations (TPO), has also received new momentum with the emergence 

of social media (Dean & Biswas, 2001; Guan and Lala, 2017).  

It is interesting that the most followed twitter accounts are of individual users (especially celibrities) with Katy 

Perry leading with 94.5 million followers (as per statista.com). Further, in the context of brands the top 20 most 

followed brands on twitter range from Instagram (number 2) to CNN breaking news (At position 4) to Samsung Mobile 

(position 18) (AdWeek 2015). On a closer look, it can be observed that the source of a tweet could range from an 

individual user to a third party organization such as a news channel or to the firm itself. Research has shown that 

attention to tweets is highly homophilous (bloggers follow bloggers, media follows media, etc) and that half of the 

information that originates from the media passes through an intermediate layer of opinion leaders, who classify 

themselves as ordinary users, but are more connected to the media than their followers (Wu et.al 2011). Further Wu 
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et.al (2011) showed that different types of content follow different lifespans in terms of the URL shared on twitter. 

For instance, URLôs generated by bloggers tend to be long-lived as compared to URLôs originated from the media. 

That means, the source of a tweet could have differential effect on the users in terms of attitude towards the subject 

matter of the tweet. 

In the current research we assume that, since a tweet could be from an individual user, a third party organization 

such as an online news channel, or a firm, it could influence the attitude of other users towards the brand and purchase 

intention towards the brand. As of third quarter of 2017, twitter is used by 330 million active users monthly 

(statista.com) with approximately 500 million tweets sent per day. Given that twitter commands such a huge following, 

as marketers, it is important to understand the influence of tweets on consumersô attitude towards brands and purchase 

intentions. Primarily because, marketing managers on a regular basis design and allocate marketing budgets to online 

and offline promotional strategies. Understanding the effect of tweets and more specifically, the nature of tweets on 

brand attitude and purchase attitude could help marketing and brand managers to design effective communication 

strategies, allocate necessary online resources and optimize marketing costs of the company. 

Substantial research has been conducted on the persuasive effects of eWOM. In the current research, we assume 

tweets as one of the multiple forms of eWOM, with others including facebook posts, youtube vlogs etc. We investigate 

the influence of three different sources of brand oriented tweets on Twitter ï user, firm and third party organization 

on consumersô brand attitude and purchase intention. We also posit that the effect of source type of tweets on brand 

attitude to be moderated by two form of message appeals ï informational and transformational. Besides, we also hold 

consumersô brand awareness and perceived tweet usefulness as covariates of brand attitude to control for potential 

confounding effects.   

Literature Review 
Prior studies on social media contents related to brands have primarily focused on user and marketer generated 

content as well as eWOM in general on different consumer attitudes related to brand (e.g. E.W. & Ho, 2014; Erkan 

and Evans, 2016; Kudeshia and Kumar, 2017). However, none of these studies have incorporated the brand related 

contents of third party organization in social media and made a relative comparison with contents generated by user, 

and firm. Besides, we are also analyzing the moderating effects of the tweet appeal ï informational and 

transformational in these three contexts respectively to reflect their influence on brand attitude. Moreover, prior studies 

analyzing brand oriented messages on Twitter are very limited in number as well as in scope. Therefore, the purpose 

of our study is to fill these gaps and make a substantial contribution.  

Firm Created Content 
Given the immense popularity of social media based communication, companies are now recognizing the 

imminent benefits of capitalizing upon this media with a view to engage with customers in more innovative ways as 

well as to gain more control over the seemingly uncontrolled communication among consumers via web 2.0 

technologies (Li and Bernoff, 2011). As a result, firm generated social media contents are considered to be a critical 

element of a companyôs promotional mix (Mangold and Faulds, 2009). Firm created social media communication 

involves vial dissemination of product related as well as promotional information via social media (Li and Bernoff, 

2011) with a view to reach as well as engage greater capacity of general public as compared to traditional media 

(Keller, 2009). Marketing managers expect their social media communication to engage with loyal customers and 

influence customer perception of products, disseminate information and learn from their audience (Brodie et al, 2013).  

User Generated Content    
Social media have empowered proactive consumer behavior regarding information and purchase process 

(Burmann and Arnhold, 2008). User generated content can be defined by contents that are created by general public 

rather than by marketing professionals, are made publicly available, and reflects certain amount of creative effort 

(Daugherty et al, 2008). However, two primary characteristics of user generated contents are ï they are not created 

for any commercially oriented intentions and are not controlled by companies (Berthon, Pitt and Campbell, 2008; 

Brown et al, 2007). Past research also indicated that consumers engage in generating social media contents for reasons 

such as self-promotion, intrinsic enjoyment and desires to change public perception (Berthon et al, 2008).  

Third Party Organizations Generated Content 
As the popularity of printed newspapers are declining substantially, news organizations have been trying to reach 

their audiences online. Since social media have emerged as an increasingly relevant channel in recent times, users use 

social media sites not only for social contacts but also for source of information including news regarding politics, 

economy, lifestyle etc.(Glynn CJ et al, 2012; Mitchell A; Oledorf-Hirsch A, 2015). As per Messing and Westwood 
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(2014), this trend may lead to a situation in which  óóthe window through which the public views the world is no longer 

the front page of the New York Times, but the Facebook news feedò. Many newspapers and TV and radio stations 

have developed strategies to (at least partly) adapt to the changing patterns of media usage and set up channels within 

the social networking site (SNS) Facebook (Winer, Bruckner and Kramer, 2015). On these pages, the social media 

editors regularly publish short news or links to online articles that can be óóliked,ôô discussed, or shared by the users. 

And, such posts by news channels often dedicated upon different product/service brands for sharing information 

regarding their practices to the public. Therefore, analyzing how such journalistic texts regarding brands on a social 

media have influence on consumersô perception toward brands are important.  

Trust in Source  
Literature has approached trust in multiple ways. For instance, Morgan and Hunt (1994) suggest that trust exists 

ñwhen one party has confidence in an exchange partnerôs reliability and integrityò. Moorman et.al (1993) define trust 

as ``willingness to rely on an exchange partner in whom one has confidenceôô. Research has shown that peopleôs trust 

in media is related with their media use and their perception of information on these media (Kiousis, 2001). Behavioral 

intentions of customers are were found to be a result of trust and commitment (Mukherjee and Nath 2007). Further, 

Wu et.al (2011) showed that URLôs generated by bloggers tend to be long-lived as compared to URLôs originated 

from the media. We therefore, anticipate that source of tweet could have influence on the trust. Specifically, when the 

source of the tweet is a user, the effect will be relatively higher when compared to the source of tweet being firm or 

third party. Further, based on the above mentioned reasoning, trust in the source of the tweet could have positive 

influence on brand attitude resulting in positive purchase intentions. 

H1: When the source type is user, trust in the source will be higher as compared to when the source type is firm 

or third party. 

H2: Higher the trust in source, more positive will be brand attitude. 

Tweet Credibility  
We propose tweet credibility as the confidence and believability of the content of the tweet. Research has shown 

that, when a material is presented by a trustworthy source, opinions of the participants changed immediately in the 

direction suggested by the communicator (Hovland and Weiss, 1951). Further, in the context of selling the level of 

credibility that the respondent assigns to the salesman influences how he perceives the salesman's ideas, products, or 

service (Simpson and Kehler, 1980). Extending the findings in the context of twitter, we anticipate that type of source 

(user, firm or third party) could influence tweet credibility. We therefore, hypothesize the following: 

H3: When the source of the tweet is from the user, the tweet will have higher credibility was compared to 

tweets from the firm or third party. 

H4: Higher the tweet credibility, more positive is the brand attitude. 

Brand Attitude and Purchase Intention 
According to Olson and Mitchell (1981), brand attitude is defined as a óconsumerôs overall evaluation of a brandô. 

Brand attitude is frequently conceptualized as a global evaluation that is based on favorable or unfavorable reactions 

to brand-related stimuli or beliefs (Murphy and Zajonc 1993). Multi attribute attitude models (Ajzen and Fishbein 

1980) postulate that the overall evaluation of a brand is a function of the beliefs about specific attributes of the 

brand/product. Substantial empirical research indicates that brand attitude influences customer evaluations of brands 

(Aaker and Keller 1990; Low and Lamb 2000). 

In this study, we include brand attitude to enhance our understanding of the effects of brand oriented tweets from 

different sources (i.e. user, firm, and third party organization) on consumersô overall perceptions of a brand. We expect 

social media contents created by user, firm and third party organization to positively influence brand attitude which 

could eventually influence purchase intention. According to Ajzen and Fishbein (1975), attitude constitutes a 

multiplicative combination of the brand-based associations of attributes and benefits based on the assumption that 

brand attitude is influenced by brand awareness and brand image. Prior research has indicated the positive influence 

of word of mouth (WOM), user created and firm created communication on brand awareness (Godes and Mayzlin 

2009; Bruhn, Schoenmueller, and Scha¨fer 2012; Yoo, Donthu, and Lee 2000). We assume that social media contents 

created by user, firm and third party organization on Twitter (in form of tweets) regarding brands will have positive 

influence on consumersô brand attitude. Therefore, we put the following hypotheses  

H5: Positive brand attitude will result in higher purchase intentions 

Tweet Appeal 
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In the context of advertisements, Kotler and Keller (2008) showed that advertisement appeal should show some 

type of benefit, encouragement, agreement, or reason and why consumers should pay attention to or purchase the 

product. Further, eWOM provides a way for consumers to share and discuss brand and product application experience 

(Voss et al. 2003). These ideas could be informational or transformational. Applying Puto and Wells (1984), we refer 

to informational tweets, as the ones which are primarily factual, based on relevant data (for instance, brand data) 

allowing consumers to have greater confidence on their ability to assess the merits of the text (here, brand related 

text). On the other hand, a transformational tweet associates the experience of using (consuming) a brand with a unique 

set of psychological characteristics which would not typically be associated with the brand experience. Thus, tweets 

of this form "transform" the experience of using the brand by endowing this use with a particular experience that is 

different from that of using any similar brand. Each of the two forms of tweets could influence consumerôs pre-

disposition. Research has shown that URLôs generated by bloggers tend to be long-lived as compared to URLôs 

originated from the media (Wu et.al 2011). Further Puto and Wells (1984) showed that television commercials are 

capable of functioning as a transformational medium. 

H6a: When the tweet appeal is transformational and when the source of the tweet is firm or a third party 

organization (e.g. online news channel), the effect on tweet credibility and trust in source will be 

significantly higher as compared to the source being user. 

H6b: When the tweet appeal is informational and when the source of the tweet is user, the effect on tweet 

credibility and trust in source will be significantly higher as compared to the source being firm or third 

party. 

 

Figure 1: Conceptual Model 

 

Method 
A pretest with 20 undergraduate students was conducted ensure to the distinction between informational tweet 

appeal and transformational tweet appeal. Participants were randomly presented with either a transformational tweet 

or informational tweet. The informational tweet was: 

Hold your brush at a 45-degree angle and brush with both small back and forth strokes and up and down 

strokes. To clean behind your teeth and gums, place the bristles at a 45-degree angle again repeat the 

brushing motion. #BrushBrush with #FreshGel 

The transformational tweet was: 

The FreshGel toothpaste has all that is needed to remove plaque and bad breath. Join the   fight against 

tooth decay !!! #BrushBrush #FreshGel #FightToothDecay 

After reading the tweet, participants were required to answer two multi-item scale questions. One question 

assessed the informational appeal of the tweet and the second question assessed the transformational appeal of the 
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tweet. Participants rated informational tweet higher on the informational factor and transformational tweet higher on 

the transformational factor. The results indicated a significant difference between informational tweet and 

transformational tweet (p<0.05).  

In the main study, we employed a 3 (source type: user vs. firm vs. online news channel) x 2 (tweet appeal: 

informational vs. transformational) between subjects research design. The total sample comprised of 151 participants 

recruited using Amazon Mechanical Turk (MTurk). The sample was composed of approximately 30% females, with 

approximately 69% of the total participants were in the age range of 25-34. Each of the participant was subjected to 

one of the six conditions. Participants were informed that a new company named ñDental freshò had entered the market 

for dental products. Specifically, participants read the following description:  

A new company named " Dental fresh" has entered the market for dental products. The company has multiple 

products such as toothpaste, mouthwash, toothbrush etc. Dental Fresh has multiple brands within each product 

categories. One of their toothpaste brands is "FreshGel". 

In the following section, you will be presented with a tweet about this brand. Please read the tweet and answer 

the questions that follow. 

Participants were then randomly subjected to one of the six conditions. We manipulated the tweet appeal by 

subjecting participants to either one of the tweets that we pretested. The source type was manipulated by mentioning 

that the given tweet was either from a user named @rob123, or from an online news channel ñ@real newsò or from 

the firm itself ñ@freshgelò. For instance, some participants read the informational tweet from a hypothetical user 

@rob123, some read the same informational tweet from an online news channel @realnews while some read the 

informational tweet from the firm itself @freshgel. Similar conditions were for the transformational tweet. We used 

hypothetical names such as @rob123, @realnews and @freshgel to eliminate the confounding effect of familiarity. 

After reading the tweet, participantsô answers series of questions that pertained to trust in source of the tweet, 

credibility of the tweet, brand attitude and purchase intention. We also included an attention check question to ensure 

the quality of data. Specifically, participants were asked ñPlease answer 4= neither agree nor disagree to the question 

as a data quality checkò. Of the total responses we received, 32 participants failed to correctly answer the question 

and were therefore eliminated from the analysis resulting in a sample of 151 participants. Lastly, participants were 

asked to complete demographic questions.  

Measures: Measurement scales from existing literature were adapted to our research context to measure the 

constructs. All the scales were anchored on a seven point scale ñ1= strongly disagreeò and ñ7= strongly agreeò. The 

brand attitude scale was adapted from Colliander and Dahlen (2011), Sengupta and Johar (2002) and Erdem and Swait 

(1998, 2004). Trust towards the tweet was adapted from the scale for trust in service provider by Hei et.al (2004). The 

scale for purchase intention was adapted from Baker and Churchill (1977). 

Analysis and Results 
Given the presence of moderation variable ñtweet appealò, we were not able to analyze the model in entirety. We 

therefore, broke down the model into two parts and analyzed each of the parts separately. Specifically, in the first part, 

we analyzed the effect of source type and moderation effect of tweet appeal on tweet credibility and trust in source 

using two independent sample t test. In the second part, we employed PLS SEM to analyze the effect of tweet 

credibility and trust in source on brand attitude and purchase intention. The results of two independent sample t test 

showed significant difference across different groups within the 6 groups (Table 1 and 2). Of specific interest was the 

interaction effect between source type and tweet appeal on tweet credibility and trust in source. Analysis of source 

type and tweet appeal indicated a significant difference between two groups when the source was user and appeal was 

transformational (M=4.406, SD=0.95) and when source was the brand and the appeal was transformational (M=5.121, 

SD=1.105), on tweet credibility, t(49)=-2.466, p = .016<.05. Further, considering both dependent variables (trust in 

source and tweet credibility) there was significant difference between the groups when the source was user and tweet 

appeal was transformational (M= 4.552 , SD = 1.508 ) and when the source is brand and tweet appeal is informational 

(M= 5.418 ,SD= 0.6441), t(45)= -2.498, p = .016<0.05 (tweet credibility) and t(45)= -2.011, p=0.05 (trust in 

source).When the dependent variable was trust in source, there was significant difference between the groups the two 

groups: when the source was user and tweet appeal was transformational (M= 4.406, SD = 0.9571) and when the 

source was brand and tweet appeal was informational (M= 4.864, SD= 0.5036), t (45)= -2.011, p = .05. 

Factor analysis was conducted using principal component analysis and varimax rotation (Figure 1). The results 

of the factor analysis showed that items loaded on four distinct factors. Given that the other half of the model was 

examined using PLS-SEM, the path coefficients, t statistic and the variance was observed and noted (Figure 2,3 and 
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4). All the three paths were statistically significant. Specifically, the path from tweet credibility to brand attitude (b = 

-.294; t=3.125; p <.01), the path from trust in source to brand attitude (b= 0.544; t=5.949; p <.01) and the path from 

brand attitude to purchase intention (b = .790; t = 21.772; p < .01). Trust in source and tweet credibility explained 

64.4% (R2= 0.644) variance in brand attitude and 62.5% variance in purchase intention (R2=0.625) 

Discussion 
The current research investigated how brand attitude and purchase intention were influenced by source of the 

tweet. Further, the moderating role of tweet appeal (informational vs. transformational) was assessed. Since we used 

tweeter as a platform, the mediating effect of tweet credibility and trust in source was also assessed. The model was 

broken down into two parts and analyzed individually. The results showed that a transformational tweet from a user 

and informational tweet from a brand were perceived to be significantly different and had a significant effect on both 

trust in the source and tweet credibility. In addition, a transformational tweet from a user and informational tweet from 

a brand were found to be significantly different and had a significant effect on tweet credibility. Interestingly, tweets 

from third party organization (online news channels) did not show any significant effect on trust in source and tweet 

credibility. Further, results from the PLS-SEM analysis showed that tweet credibility and trust in source had a 

significant effect on brand attitude and purchase intention.  

The current research was conducted the context of a new brand entering a market. Results of our analysis, 

contribute to understanding the nature of communication that companies should undertake when entering a new 

market. Further, the current research, provides a nuanced understanding of the type of source and its influence on 

brand attitude and purchase intention. This is important for companies in managing and promoting products on social 

media such as tweeter. Given the fact that large corporations and brands use tweeter to communicate their offerings, 

corporate social initiatives and other pertinent activities, the results of this research could help brand managers and 

marketing managers to tailor their communication to generate a favorable response from their target segment. Brand 

managers could use the results of this research to design online promotional strategies. Since the tweet appeal had a 

differential effect when aligned with the type of source, marketing managers especially in the context of new brand, 

could use these findings to generate a positive brand attitude and purchase intention.Interestingly, on the face of it, it 

could be anticipated that informational tweet from an online news channel could influence trust in source. However, 

we did not find any significant relationship of online news channel (third party) with trust in source and tweet 

credibility. 

The current research contributes to theory by shedding light on the effect of source type on trust, credibility, and 

attitude and purchase intention in the online space. In addition, the conceptual model shows parallel mediation effect 

of trust in source and tweet credibility along with the moderating effect of tweet appeal. Further, the tweet appeal 

provides a nuanced way of communicating a brand to the target audience.  

Limitations and Future Research 
The current research was conducted in the context of new market entry. A similar study could be conducted in 

the context of existing brands. Further, given that companies highlight their corporate social responsibility initiatives 

on tweeter, it would be worth exploring the effect of such tweets on brand attitude and purchase intention. Further in 

the context of service failure and service recovery, online communication strategy could be explored in the context of 

tweet appeal and source type. In addition, we considered the product category as toothpaste, which qualifies as a 

relatively low involvement product. Future research could explore the effect of source type and tweet appeal in the 

context of high involvement products. In the current research, effect of online news channel (as third party source) did 

not have any significant effect on brand attitude and purchase intention. We anticipate that, in the context of high 

involvement products, there could a significant effect of third party tweets on brand attitude and purchase intention. 

Conclusion 
The current research found that nature of online communication has differential effect on consumersô brand 

attitude and purchase intentions. Specifically, in the context of new brands transformational tweets from users and 

informational tweet from firm have significant influence on trust in the source and tweet credibility. Further, the effect 

of tweet credibility and trust in the source had a significant effect on consumersô brand attitude and purchase intention. 
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Appendix 1: Exploratory Factor Analysis 
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Appendix 2: PLS - SEM Model (Effect Sizes)  
 

 

 

Appendix 3: PLS ï SEM Model (Significance Levels) 
 

 

 

Appendix 4: Structural Model  
 

 

(*p<.1, **p<.05, ***p<.01) 
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Summary Brief 

Living in Lululand: How Brand Love and Online 

Brand Communities Drive Participation in the 

Sharing Economy 
 

Shannon McCarthy, The University of Central Missouri, USA 

Karen Hood Hopkins, Auburn University, USA 
 

Growth in social media usage has presented consumers new opportunitites to diesplay their identities and directly 

connect with brands through multiple platforms. Facebook groups can serve to facilitate brand communities and allow 

consumers to find likeminded fans. Lululand is a Facebook community where fans and consumers of Lululemon share 

deals they find in person at Lululemon stores and outlets and offer to purchase for fellow group members. This paper 

will explore the consumerôs use of the online brand community as a vehicle for the sharing economy and potential 

implications for future purchases, brand love, and brand loyalty. 

Itôs no secret women love, and are particular about, their apparel. The womenôs apparel industry is a behemoth, 

with the U.S. market estimated at approximately $117 billion in 2017 (Statista 2018). Women demonstrate loyalty to 

apparel brands based on trust and the brandôs previous performance (Chaudhuri and Holbrook 2001), sticking with 

brands reflecting high quality and a fit with their reference group and self-image. Dedication to a brand over time can 

lead the customer to feel brand love. 

While disagreements exist as to brand loveôs definition, seven core elements have been established: self-brand 

integration, passion-driven behavior, positive emotional connection, long-term relationship, positive overall valence, 

attitude confidence and certainty (strength), and anticipated separation distress (Batra, Ahuvia, and Bagozzi 2012). 

These elements support brand loyalty, predict likelihood to spread positive word of mouth, and resistance to attitude 

change by the consumer. As consumers display their identity online, one method of identity demonstration is through 

public online group membership and interaction with members of the online brand community.  

Online Communities 
More than 200 million Facebook groups exist, ranging from university clubs to families to swaps and sales pages 

to brand-facilitated communities (Liffreing 2018). These groups serve a variety of consumer interests. Brands look to 

build these groups as ways to provide additional content to consumers that they canôt find anywhere else, connect to 

consumers, and build brand communities. They can also serve as a way for consumers to engage in the sharing 

economy. The sharing economy is the peer-to-peer-based activity of obtaining, giving, or sharing the access to goods 

and services, coordinated through community-based online services (Hamari, Sjoklint, and Ukkonen 2015). 

One such Facebook group is Lululand. Lululand is a group for consumers and fans of Lululemon ñwho love to 

shop and help each other find deals and other items that may not be readily available to allò (Lululand 2018). As of 

June 2018, there were over 12,000 members. Lululand shoppers act as ñangelsò for other group members. When 

ñangelsò are at retail outlets or regular stores, they will post available deals, offer to purchase those products for other 

group members, and members can say ñme pleaseò if they are interested in the deal. Group moderators and 

administrators have strict guidelines as to products that can be angeled, what information to include in angeling posts, 

method of and procedure for payments, and consequences for breaking the rules. Group norms encourage shoppers to 

tip angels to cover gas, packaging, and their time. Lululand has several sister groups (such as Lulu Babble) to engage 

in discussion among group members (some Lululemon-related, but no required) and even does several ñSecret Santaò 

events per year to help build community. These numerous brand-related interactions have led to offline-meetups, 

frequent community exchanges and discussions, and the development of friendships.  

This paper explores the role of brand love in consumer motivation to participate in an online shopping 

environment, as both shopper and angel. Specifically, this paper seeks to determine if engaging in online communities 

via the sharing economy helps grow the consumerôs brand love, loyalty, and purchase intent. 
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Method 
Members of the closed Facebook group Lululand will be asked to partake in an online survey. First the consumerôs 

self-brand connection to Lululemon will be assessed using the self-brand connection scale (Escalas 2004; Escalas & 

Bettman 2003, 2005). Second, the consumerôs commitment to Lululand will be measured, with items like ñI am very 

loyal to Lululand,ò ñI am willing to make small sacrifices in order to keep using Lululand,ò and ñI would be willing 

to postpone my purchases if the _______ site was temporarily unavailableò (Aaker, Fournier, and Brasel 2004). 

Customer delight will be assessed (Barnes et al. 2016). Commitment to Lululemon will be measured with items like 

ñI am really attached to the brand of ____ I useò and ñI stick with my usual brand of ______ because I know it is the 

best for meò (Coulter, Price, and Felicia 2003). Additional items will reltate to length of time of brand usage and 

membership in Lululand, angel vs. shopper, frequency and amount of purchases, membership in related groups, group 

participation, and demographic characteristics. 

Results, implications, and conclusions will be discussed. 
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Summary Brief 

Does Blog Authorship Matter? Corporate and Third-

Party Blogs and Brand Attitudes  
 

Deborah A. Colton, Rochester Institute of Technology, USA 
 

Introduction  
Blogs can be effective marketing communications tools. They are a platform for companies to announce new 

products, demonstrate expertise, offer commentary and share information about products, events, and other corporate 

happenings. In the brick-and-mortar world, companies develop marketing communications to build brands, announce 

new products, and share information. In essence, companies use many different strategies to remind, inform, and 

persuade. And, advertising is one of the leading marketing communications strategies used by companies. Business 

blogs and advertisements are similar in that they are designed to communicate with target markets with the objectives 

related to reminding, informing or persuading. Although business blogs and advertisements have distinctive 

characteristics (i.e., copy, text, format, length, media used, and so on) they share a common purpose - to communicate 

with a target audience about an organization and/or its products and services. As more companies join the blogosphere 

to tout their brands, products, and corporate activities, it is important to understand consumersô attitudes towards 

business blogs. 

Conceptual Framework and Hypotheses 
The conceptual framework to understand attitude towards blogs is based on the Aad and Abrand literatures 

(Mitchell and Olson 1981, Shimp 1981, MacKenzie, Lutz and Belch 1986, MacKenzie and Lutz 1989). The 

independent variables in our analysis are blog credibility and attitude towards the corporation. Prior models on Aad 

explore the significant role credibility plays in the formation of attitudes. In this paper we propose that credibility can 

be further extended to the blog environment by substituting Aad with attitude towards the blog (Ablog). For the 

purpose of this study we define blog credibility as the tendency consumers have to perceive claims made within a 

particular blog to be truthful and believable. In addition, we can extend this definition of blog credibility by suggesting 

that blog credibility can also refer to degree to which blogs is perceived by visitors as having expertise relevant to the 

content and can be trusted to give an objective opinion on the brand and or company.  

Attitude towards the corporation may be important in shaping attitude towards blogs. Dimensions of attitude 

towards the corporation, such as credibility, past experience with the company, overall perceptions toward the 

company (MacKenzie and Lutz, 1989) and how honest companies are, had a strong influence in attitudes toward blogs. 

A key construct in defining attitudes toward the corporation is corporate credibility. Keller (1998) defines corporate 

credibility as the extent to which consumers believe that a firm can design and deliver products and services that 

satisfy their needs and wants. Attitude towards the corporation can be perceived as representative of an accumulation 

of information and experience acquired over time (Lutz, 1985). Consumers tend to assess the quality of brands based 

on their perception of how trustworthy the information presented by companies is. Nevertheless, attitude toward the 

corporation not only impacts attitude toward blogs and attitude toward brands. As consumers develop positive attitudes 

toward corporations, purchase intentions may increase; and consequently, corporations experience positive increases 

on total sales as well.  

H1: The stronger the credibility of a blog, the greater the effect on the attitude toward the blog. 

H2: The stronger the attitude toward the corporation, the greater the effect on the attitude toward the blog.  

H3: The stronger the attitude toward the blog, the greater the effect on the attitude toward the brand. 

Unlike advertisements where the advertiser is quite obvious (i.e., the name of the company is generally prominent 

somewhere in the ad), the ownership of blogs is less evident. In fact, many blog readers are not aware of the actual 

owners of blogs. For example, Company ABC may have a blog about their ñwidgetò product line. A reader of the blog 

would assume that the owner of the blog is Company ABC, and correctly so. However, there may be a blog about the 

ñwidgetò product line, but the blog owner may be a customer. If the information is generally neutral or positive, blog 

readers may assume that the Company ABC owns the blog. Blog readers often presuppose blog ownership based on 

the content of the blog and often do not verify blog ownership before making a judgment on ownership.  Thus, we do 
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not expect differences between corporate and non-corporate blogs (blog ownership) or between general and product-

specific blogs (blog focus). 

H4: Blog credibility will not differ across (a) blog ownership or (b) blog focus. 

H5: Attitude toward the corporation will not differ across (a) blog ownership or (b) blog focus. 

H6: Attitude toward the blog will not differ across (a) blog ownership or (b) blog focus. 

H7: Attitude toward the brand will not differ across (a) blog ownership or (b) blog focus. 

Conclusion 
To test the hypotheses H1, H2 and H3, structural equations modeling was used. All path coefficients were 

significant at the p < .05 level. The path coefficient between Blog Credibility and Attitude toward the Blog (ABlog) 

was significant, however it was in the opposite direction than was hypothesized. The path between Attitude toward 

the Corporation (ACorp) and ABlog was significant and in the predicted direction. Thus, the first hypothesis is not 

supported while the second hypothesis is supported. The path between ABlog and Attitude toward the Brand (ABrand) 

was significant and in the predicted direction thus, hypothesis three is supported. ANOVA was used to assess H4 

through H7. The results indicate that neither blog ownership (corporate or non-corporate) nor blog focus (general or 

product-specific) were significant. The values for R2 are also presented. Based on these results, H4 through H7 are 

supported. Thus, for the main constructs in this study blog ownership or blog focus are not significant. 

Blogs are growing in popularity as a marketing tool. Both corporations and individuals are blogging about a range 

of topics. From a business perspective, corporations have the opportunity to influence consumersô attitudes through 

blogs. Business blogs are similar to ads with the objective of informing, reminding or persuading through promoting 

a corporation and/or its products. However, unlike ads which always originate from the corporation, business blogs 

may or may not originate from the corporation. There are many blogs about companies and products that are not 

affiliated with the actual corporation. Thus, it is important for companies to be aware of the influence that non-

company blogs may have on consumersô attitudes. This study showed that attitude toward the corporation is directly 

related to attitude toward the blog, regardless of whether the blog was owned by the corporation or whether the blog 

was general in nature or product-specific. Furthermore, and more importantly from a business perspective, attitude 

toward the blog was directly related to attitude toward the brand. The implications for businesses are the positive or 

negative role that blogs not affiliated with the company can play in influencing brand attitudes. Thus, it is imperative 

that companies monitor the blogosphere and take actions to address issues raised on blogs that may affect attitudes 

about their brand.  

Blog credibility was not found to be positively related to attitude toward the blog. One would expect that the more 

credible the blog, the more positive the attitude about the blog. A possible explanation for the results may be the 

measure used to assess blog credibility. The measure was based on the multi-item measure for ad credibility. Although 

the items seem as though they would be appropriate, it may be that blog credibility from a blog readerôs perspective 

is based on other dimensions or richer elements. For example, one of the items pertained to how informative the blog 

was. It may be that the characteristic of being informative is a baseline expectation for business blog whereas 

informative with respect to advertisements may mean something different.  
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Examining the Effects of Functional and Relational 

Customer Orientation on Creativity and Performance 

in a Retail Sales Context1 
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Sandro Deretti, Universidade Estadual do Paraná, Brazil 
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This study replicates and extends a model examining the effects of two dimensions of customer orientation (i.e., 

functional and relational) on salespersonsô creativity and performance to the context of retail selling. Dyadic data 

were collected from both retail mangers and salespeople in Brazil and analyzed using PLS-SEM.  

Introduction  
In today's retailing environment, the role of the retail salesperson has evolved from simply being responsible for 

basic sales tasks to managing complex activities such as connecting people and assisting with customersô buying 

decisions (Claro and Kamakura 2017). Creativity has been identified as a key competency than can help retail 

salespeople improve their performance with customers (Lassk and Shepherd 2013). However, recent studies on 

salesperson creativity have typically occurred in the context of business-to-business selling (Agnihotri et al. 2014; 

Miao and Wang 2016), where the salesperson has greater responsibility for managing individual client relationships. 

In this paper, we apply and extend a model examining the relationship between the salespersonôs customer orientation, 

creativity, and performance to a retail setting (Miao and Wang 2016). 

In the retail sales context, there have been conflicting research results regarding the influence of customer 

orientation and selling orientation on sales performance. Using a U.S. sample, Boles et al., (2001) finds that 

salesperson customer orientation has a direct and positive influence on performance, but that the direct influence of 

selling orientation is nonsignificant. However, recent research by Kadic-Maglajli et al., (2017) directly contradicts 

these results. Using a European sample, their research finds that the direct effect of customer orientation on sales 

performance is nonsignificant, and that selling orientation has a direct, positive influence. Clearly, more research is 

needed to clarify these findings. 

Data Collection 
Researchers developed and administered two questionnaires to home improvement and fashion stores in a 

Brazilian city. Pre-tests were performed by meeting face-to-face with a small number of managers and employees to 

assess the reliability and appropriateness of the questionnaire items. The first questionnaire was directed at retail 

managers and contained questions about their storeôs sales strategy. The second questionnaire was directed at retail 

salespeople and contained questions about functional customer orientation (FCO), relational customer orientation 

(RCO), creativity, and sales performance. The final sample was comprised of 177 salesperson-manager dyads, each 

from a different retail store. Virtually all of the responding stores (97%) would be classified as small businesses.  

The measures for FCO, RCO, and salesperson creativity used in this study were identical to those from Miao and 

Wang (2016) ï hereafter ñM&W16ò. We measured 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 ñ1 = much worseò to ñ7 = 

much betterò. Finally, we assessed the strategic use of different sales models by presenting the following statement to 

managers, ñWe employ different selling models for customers that seek different types of value from our products or 

servicesò and having them respond from ñ1 = not at allò to ñ7 = to a great extentò. 

  

                                                           
1 This study has financial support from Fundação Araucária, of Paraná State Government 
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Analysis and Results 
Whereas M&W16 applied regression analyses, the present study uses PLS-SEM to simultaneously test all the 

model effects shown in Figure 1. Fit indices indicated that the structural model was a good fit to the data. Our results 

support the notion that creativity also positively influences salesperson performance in the retail context. However, 

several other findings suggest that the impact of salesperson customer orientation differs in retail sales contexts 

compared to B2B sales contexts. Contrary to M&W16, who found a positive interaction between RCO and FCO, our 

study finds RCO negatively moderates the relationship between FCO and salesperson creativity. We find that both 

RCO and FCO directly influence creativity, whereas only the influence of FCO was significant in M&W16. Also, 

unlike M&W16, we find that FCO directly influences performance. Further, our results supported the notion that the 

implementation of a sales model differentiation strategy positively moderates the influence of salesperson creativity 

on performance. This moderator was not tested in M&W16, but its effect suggests that creative retail salespeople tend 

to stand out even more from their peers when required by managers to adapt their selling strategies to customer value 

preferences. 

Figure 1: Conceptual Model 

 

Note: Bolded effects significant at p < .05 
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Summary Brief 

Examining Saliency of Store Environments Using a 

Qualitative Lens 
 

Julie Steen, Middle Georgia State University, USA 
 

Store environments have frequently been examined using quantitative methods. The purpose of this research is to 

use qualitative methods to identify which elements of store environments are most salient to consumers. First, research 

offering conceptualizations of store environments is reviewed and a comprehensive list of store environment elements 

is created. Next, consumers are interviewed about their perceptions of store environments. The interviews are 

transcribed, coded and analyzed. The results show that the most salient store environment elements include behavior 

of service personnel, merchandise/product assortment, cleanliness, price/value and layout. 

Marketing researchersô interest in store environments has a rich history dating back to at least Martineauôs (1958) 

work on retail personality. Today, store environments continue to be of interest to traditional brick-and-mortar retailers 

as the competition with internet retailers intensifies and shoppers seem to be shunning traditional shopping locations 

such as malls. Over the years, store environments have received several monikers. The most popular are atmospherics 

(Kotler 1974; Turley and Milliman 2000), servicescapes (Bitner 1992), and store environments (Baker et al. 2002). In 

addition, several conceptualizations of store environments have been offered (e. g. Baker 1987; Bitner 1992; Hooper, 

Coughlan, and Mullen 2013). One literature review identified over 50 store environment elements of interest (Turley 

and Milliman 2000). As a whole, research suggests that store environment elements influence emotions, and in turn 

these emotions influence behaviors such as the amount of time spent in an environment and the amount of money 

spent in an environment (Baker et al. 2002; Donovan and Rossiter 1982). 

The vast majority of research conducted on store environments is descriptive and quantitative in nature. One 

notable exception is a qualitative study on the irritating aspects of store environments (dôAstous 2000). One issue with 

quantitative studies is that the authors ask respondents about specific elements of the store environment. This means 

that respondents are presented with dimensions or elements of the retail environment with no opportunity to express 

what retail environment elements are most salient to them. This is even more of an issue considering the large number 

of potential store environment elements that exist. Fifty or more elements cannot be adequately addressed in a given 

study.  

The purpose of this research is to identify which elements of store environments are the most salient to consumers. 

Rather than being presented with a list of environmental elements, respondents are asked about their shopping 

experience and salient elements are identified organically. Once salient store environment elements are identified, 

retailers can use this information to create store environments that are more appealing to consumers. 

Literature Review 
A review of the literature identified six articles that offer a distinct conceptualization of the store environment. 

Baker (1987) identified three dimensions of the store environmentðambient, design, and social. The ambient 

dimension includes air quality, noise, scent, and cleanliness and is defined as ñbackground conditions that exist below 

the level of our immediate awarenessò (Baker 1987, p. 80). The design dimension includes the sub-dimensions of 

aesthetics and functional and is defined as ñstimuli that exist at the forefront of our awarenessò (Baker 1987, p. 80). 

Aesthetic elements include elements such as color, scale, and materials. Functional elements include layout, comfort, 

and signage. The social dimension includes the number, appearance, and behavior of both other customers and service 

personnel. 

Bitner (1992) coined the term servicescape and identified three environmental dimensions of servicescapes. The 

ambient dimension includes ñbackground characteristics of the environment such as temperature, lighting, noise, 

music, and scentò (Bitner 1992, p. 66). The spatial layout and functionality dimension includes the layout, equipment, 

and furnishings in the environment as well as the size, shape, spatial relationships and arrangement of those items. 

Functionality is ñthe ability of the same items to facilitate performance and the accomplishment of goalsò (Bitner 

1992, p. 66). The signs, symbols, and artifacts dimension includes elements that communicate or signal information 

to consumers. 
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Yoo, Park, and MacInnis (1998) identified seven dimensions of store characteristics. The product assortment 

dimension includes availability and variety of products. The value dimension includes perceptions of the quality and 

price of products. The salespersonôs service dimension includes the knowledge, kindness, and forcefulness of the 

salesperson. The after sale service dimension includes store policies on returns, repairs, and refunds as well as delivery 

and installation services. The location dimension includes transportation and space for parking. The facilities 

dimension includes store size, space, and congestion. The atmosphere dimension includes design, lighting, air quality, 

decorations, and music. 

Turley and Milliman (2000) provide a list of fifty -seven store environment elements. However, their literature 

review shows that only a small number of the listed elements have been empirically studied. The elements that have 

been empirically examined include music, aroma, color, lighting, layout, shelf space, product displays, signage, 

crowding, and appearance of retail personnel (Turley and Milliman 2000).  

Raajpoot, Sharma and Chebat (2008) offered a conceptualization of shopping malls that includes employee 

behavior, design, customer compatibility, product assortment, and accessibility. Employee behavior refers to the 

helpfulness and politeness of employees. Raajpoot and colleagues (2008) primarily equate design with layout, yet the 

measure used for design includes tidiness and cleanliness. Customer compatibility refers to the similarity of other 

customers to the consumer. Product assortment includes the selection, style and quality of products. Finally, 

accessibility includes how close the shopping mall is to their home and the ease of accessing the shopping mall. 

Hooper and colleagues (2013) conceptualize the store environment as having four dimensionsðambient, design, 

equipment, and cleanliness. The ambient and design dimensions are defined similarly to Baker (1987) and Bitner 

(1992). The equipment dimension includes the quality and functionality of the equipment. The cleanliness dimension 

includes cleanliness, neatness and tidiness. Appendix 1 summarizes the elements identified in the literature review. 

Method 
To determine store environment elements that are most salient, interviews were conducted with ten consumers. 

Consumers were first asked to think of retail businesses they had visited within the last month. A maximum of four 

retailers were recorded per consumer. To help respondents remember their shopping experience, the respondents were 

asked to list the types of products they were shopping for and the approximate time spent at each retailer. Next, 

respondents were asked two questions about each retailer, ñPlease describe your shopping experience at _____ò and 

ñHow would you describe the environment/atmosphere of _____ò. With the consent of each consumer, the interviews 

were audio recorded. The recorded interviews were then transcribed. Table 1 shows the demographic characteristics 

of the ten consumers. As Table 1 shows, the interviews captured the descriptions of 32 different shopping exchanges. 

Analysis 
After the interviews were transcribed, the primary researcher used the store environment elements identified in 

the literature review as initial codes to code the interviews. While coding the interviews, two additional store 

environment elements were identified in the interviews: well-maintained and organized. Appendix 2 includes the 

frequency with which store environment elements were mentioned and representative quotes from the interviews. 

Appendix 2 shows the most salient store environment elements include behavior of service personnel, 

merchandise/product assortment, organization, cleanliness, price/value, and layout. 

Discussion 
It is not surprising that behavior of service personnel, product assortment, cleanliness, price/value, and layout 

were mentioned in a large percentage of the shopping exchanges. Previous research has indicated that negative 

employee behaviors are the most irritating (dôAstous 2000) and employee behaviors are positively related to emotions 

(Raajpoot, Sharma, and Chebat 2008; Yoo, Park, and MacInnis 1998), loyalty intentions (Harris and Ezeh 2008) and 

overall evaluations of store environments (Raajpoot, Sharma, and Chebat 2008). Previous research has established 

that product assortment is positively related to both hedonic and utilitarian shopping value (Shukla and Babin 2013), 

emotions (Raajpoot, Sharma, and Chebat 2008; Yoo, Park, and MacInnis 1998) and overall evaluation of store 

environments (Raajpoot, Sharma, and Chebat 2008). The saliency of cleanliness to consumers is also supported by 

previous research. In a study on shopping irritants, lack of store cleanliness was rated as highly irritating (dôAstous 

2000). Cleanliness is also positively correlated with loyalty intentions (Harris and Ezeh 2008). The saliency of 

price/value is also supported by a previous study that found price/value was positively related to positive emotions 

(Yoo, Park, and MacInnis 1998). Layout is specifically mentioned in most conceptualizations of store environments 

(Baker 1987; Bitner 1992; Turley and Milliman 2000; Raajpoot, Sharma, and Chebat 2008; Hooper, Coughlan, and 

Mullen 2013). 
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The analysis of the consumer interviews did lead to two unexpected results. First, organization is mentioned in 

46.88 percent of the shopping exchanges. Organization is not specifically included in any of the store environment 

conceptualizations in the literature. It is possible that organization correlates with the layout of the store. For example, 

consumers may find the classic grid layout of a grocery store as very organized. It is also possible that organization is 

correlated with cleanliness. Consumers may perceive an organized store environment as being cleaner than an 

unorganized environment. Second, it is interesting to note store environment elements that were not particularly salient 

to the interviewed consumers. Both music and scent have been extensively studied (Turley and Milliman 2000), yet 

consumers rarely mentioned these elements in describing their shopping experiences. 

Table 1: Demographic Characteristics of Interviewed Consumers 

Respondent Age Gender 

Race/ 

Ethnicity  

Household 

Income 

Highest 

Education Retailers Visited 

A 50 M White $100,000+ Masterôs Degree Ross, Academy Sports, Bi-Lo, 

Food Lion 

B 35 M White $100,000+ Masterôs Degree Walmart, Target, Dickôs Sporting 

Goods 

C 62 F White $100,000+ Masterôs Degree Macyôs, Elder-Beerman, Meijer, 

Ollieôs 

D 42 F White $75,001-

$100,000 

Bachelorôs Food Lion, Barnes & Noble, Samôs 

E 40 M White $50,001-

$75,000 

High School Loweôs, Kroger, Tractor Supply 

F 62 M White $75,001-

$100,000 

High School Walmart, Roseôs, Belkôs 

G 45 M White $100,000+ Masterôs Degree Home Depot, Best Buy, Macyôs, 

Publix 

H 34 F White $75,001-

$100,000 

Masterôs Degree Ashley Furniture, Total Wine & 

More, Target 

I 54 F African 

American 

$50,001-

$75,000 

Masterôs Degree 2 different PetSmarts 

J 24 M African 

American 

$25,001-

$50,000 

Bachelorôs Degree Walmart, Dollar General and Food 

Lion 

 

Limitations  
This paper has several limitations. First, due to the qualitative nature of the paper a small sample size was used. 

While the respondents are diverse in terms of age, gender, and education, the respondents are predominantly white 

and many have higher than average household incomes. Second, a convenience sample was used, which limits the 

generalizability of the findings. Third, all of the respondents currently reside in the Southeastern United States. It is 

possible that consumers in different regions or different countries have different perceptions of store environments. 

The retail experiences captured in the interviews include a wide variety of different types of retailers including grocery 

stores, specialty stores, and department stores. It is possible that different store environment elements may be more or 

less salient in different types of stores. For example, some consumers may view cleanliness as more important in a 

grocery store than in a discount store. 

Directions for Future Research 
These findings have implications for future research on store environments. Since organization has not 

specifically been included in conceptualizations of store environments, it needs to be investigated more thoroughly. 

What does organization mean to consumers? Are organization and layout related? If so, how? Are organization and 

cleanliness related? If so, how? Since music and scent are not particularly salient to consumers and both have been 

extensively researched, perhaps it is time to move store environment research into other areas. Layout is frequently 

mentioned in store environment conceptualizations, but it is usually researched as part of a broader concept (e.g. 

Dennis et al 2012; Hooper, Coughlan and Mullen 2013). Perhaps layout should be investigated more thoroughly as an 

individual store environment element. Although employee behaviors have been examined as a whole, are there specific 

behaviors that are particularly salient to consumers? For example, dôAstous (2000) found that high-pressure selling 

was the most irritating element in a store environment. Other types of employee behaviors such as attitude, availability, 

helpfulness, and knowledge should be researched further. Anecdotally, consumers often complain about inattentive 

employees who are either using their cell phones, talking to other employees or talking to other customers. 
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Cleanliness also needs further research. Many studies that examine cleanliness use measures such as ñThe store 

is cleanò to investigate cleanliness. However, it is likely that cleanliness means different things to different customers. 

One definition offered in the literature for cleanliness is ñthe absence of dirt (including dust, stains, and bad smells)ò 

(Harris and Ezeh 2008, p. 395). However, some customers may perceive a messy store as dirty. While store cleanliness 

was listed as an irritating element (dôAstous, 2000), some customers may feel that a less than clean store is indicative 

of bargains. It that is the case, discount retailers may want to encourage the perception that the store is not perfectly 

clean. 

Appendix 1: Store Environment Elements 
Ambient  

 Air quality Baker (1987); Bitner (1992); Turley & Milliman (2000); Yoo et al. (1998) 

 Noise (level, pitch), music, 

P.A. usage 

Baker (1987); Bitner (1992); Turley & Milliman (2000); Yoo et al. (1998); Hooper et 

al. (2013) 

 Scent Baker (1987); Bitner (1992); 

Turley & Milliman (2000); Hooper et al. (2013) 

Design  

 Aesthetic Baker (1987) 

  Architecture Baker (1987); Hooper et al. (2013) 

  Color Baker (1987); Turley & Milliman (2000); Hooper et al. (2013) 

Scale Baker (1987) 

  Materials Baker (1987); Bitner (1992); Turley & Milliman (2000); Hooper et al. (2013) 

  Accessories/Décor Baker (1987); Bitner (1992); Turley & Milliman (2000); Yoo et al. (1998); Hooper et 

al. (2013) 

 Functional Baker (1987); Yoo et al. (1998) 

  Layout, width of aisles Baker (1987); Bitner (1992); Turley & Milliman (2000); Raajpoot et al. (2008); 

Hooper et al. (2013) 

  Signage Baker (1987); Bitner (1992) 

Social  

 Other customers Baker (1987); Turley & Milliman (2000); Raajpoot et al. (2008) 

 Number Baker (1987) 

Appearance Baker (1987) 

Behavior Baker (1987) 

 Service personnel Baker (1987); Turley & Milliman (2000) 

  Number Baker (1987) 

Appearance Baker (1987); Hooper et al. (2013) 

Behavior Baker (1987); Yoo et al. (1998); Raajpoot et al. (2008) 

Lighting Turley & Milliman (2000); Yoo et al. (1998); Hooper et al. 2013 

Equipment Bitner (1992); Turley & Milliman (2000); Hooper et al. (2013) 

Merchandise/Product Assortment Turley & Milliman (2000); Yoo et al. (1998); Raajpoot et al. (2008) 

Price/Value Yoo et al. (1998) 

Location Turley & Milliman (2000); Yoo et al. (1998); Raajpoot et al. (2008) 

Cleanliness Baker (1987); Hooper et al. (2013) 
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Appendix 2: Salient Store Environment Elements 
Element Frequency Quotes 

Noise 3 (9.38%) ñI donôt remember them having good musicòðE  

Scent 2 (6.25%) ñYou can smell the woodòðE  

Cleanliness 14 (43.75%) ñI wouldnôt say that it is dirty, but it doesnôt feel cleanòðB 

ñI donôt want to say it was clean, because it wasnôtòðC  

ñMacyôs is a lot cleaneròðG  

Scale 1 (3.13%)  

Layout 11 (34.38%) ñYou got room to move aroundòðA  

ñClaustrophobicòðD  

Other customers-Number 2 (6.25%) ñIt wasnôt very crowdedòðI  

Other customers-Appearance 5 (15.63%) ñWalmart definitely has a lower class clienteleòðB 

ñBlue collar environmentòðG  

Other customers-Behavior 2 (6.25%) ñThe customers are normal they are from this areaòðA 

ñall the time someone yelling at a kid in a buggyòðB 

Service personnel-Number 4 (12.5%) ñI had to walk all over the place to find someone to check me 

outòðC  

ñFewer people working compared to other storesòðG  

Service personnel-Appearance 1 (3.13%)  

Service personnel-Behavior 15 (46.88%) ñThe people (employees) are a little oddòðA 

ñTheir customer service is wonderfulòðG  

Equipment 1 (3.13%)  

Merchandise/Product Assortment 15 (46.88%) ñNot much product in the storeòðC  

ñEverything from A to ZòðG  

ñA lot of variety . . . Always a lot of stuff to look atòðH  

Lighting 4 (12.5%) ñIt was brightòðC  

Well-maintained 1 (3.13%)  

Price/Value 12 (37.5%) ñYou know when you go there you are shopping on priceòðF  

ñTheir prices are competitiveòðG  

Organization 15 (46.88%) ñThings werenôt in the right places, the size werenôt rightòðC  

ñThere is just stuff everywhereòðE  
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Summary Brief 

Measuring Similarity Between Customers in a 

Shopping Mall 
 

Nusser Raajpoot, Central Connecticut State University, USA. 
 

This paper seeks to develop a reliable and valid measure of similarity between customers in a shopping mall. We 

extract the similarity domain through an extensive survey of literature among various streams of research including 

homophily, attraction, and immediacy. Additional we conduct small focus groups to fully understand the domain. A 

survey questionnaire has been developed and we are currently collecting data for scale purification. 

Introduction  
There is some evidence to suggest that the customer-to-customer interactions, both verbal and/or non-verbal, 

impact satisfaction and dissatisfaction i.e. positive interactions lead to satisfaction while negative interactions lead to 

dissatisfaction (Arnould and Price 1993; Harris et al. 1997; Grove et al. 1997; Wu 2007). In situations where customers 

are in close physical proximity and are expected to share time and space, these interactions can play a major role in 

ultimate satisfaction or otherwise with the consumption experience (Martin & Pranter, 1989). So increasing positive 

customer interactions and minimizing negative interactions would be extremely important in delivering customer 

satisfaction. 

Among many predictors of consumersô propensity to interact with each other, homophily or similarity is an 

important one. It is well established that similarity breeds connections i.e. interaction with similar people occurs at a 

higher rate than among dissimilar people (McPherson, Lovin and Cook 2001). People can be described as similar to 

each other in two broad dimensions i.e. status and value (Lazarsfeld and Merton 1954). The status similarity is based 

on informal or formal status and the value similarity is based on values, attitudes, and belief. Since similarity is a 

strong antecedent of possible interactions we can safely argue that similarity will result in greater satisfaction. There 

is also additional evidence that perceived similarity is linked to purchase intent (Simpson et al. 2000). 

Previous research in similarity management, termed as compatibility management, focused on identifying 

unacceptable public behavior (Martin, 1996); developing a scale to predict whether the interaction between customers 

leads to satisfaction or dissatisfaction (Martin 1995) and defining roles that service providers can play to improve 

interactions (Pranter and Martin 1991). Of these three compatibility management papers, the compatibility scale paper 

(Martin 1995) deserves some explanation. This paper although titled as "the customer compatibility scale", does not 

measure the strength or level of compatibility among customers. Instead, it measures the amount of sensitivity that 

consumers are likely to display towards incompatible situations. In other words, this scale measures the level of 

tolerance towards annoying behaviors of other customers (Nicholls 2010). 

Several explanations have been offered to explain why similarity increases interpersonal attraction (like-prefers-

like). First, people with similar interests tend to put themselves into similar types of settings. For example, two people 

interested in literature are likely to run into each other in the library and form a relationship (involving the propinquity 

effect). Another explanation is that we notice similar people, expect them to like us, and initiate relationships. Also, 

having relationships with similar people helps to validate the values held in common. Finally, people tend to make 

negative assumptions about those who disagree with them on fundamental issues and hence feel repulsion. 

In order to better manage customer-to-customer interactions, we first need to measure the extent of similarity that 

exists among customers at a particular shopping place. This measurement requires a reliable and valid measuring 

instrument. To the best of our knowledge, customer compatibility measurement scale has not been developed. The 

focus of this paper is to develop such a scale. In doing so we also hope to validate various dimensions of similarity 

between customers and relative importance assigned to each dimension. 

Rest of the paper is organized as follows: first, we will discuss the relevant literature to explicate the domain of 

similarity; provide the theoretical background, generate initial item pool; refine the scale, and discuss reliability and 

validity issues. Lastly, we will run a conjoint analysis to determine the relative importance of the different dimensions 

of the scale.  
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Research on Similarity ( Homophily-Attraction -Immediacy) 
Research on similarity in social sciences has been mainly done under the related concepts of homophily, 

interpersonal attraction, and immediacy. All three of these constructs are highly related to each other and to similarity. 

Concepts of homophily and similarity have been treated as replaceable "homophily (similarity)" by McCroskey et al. 

2006 p.1. Attraction/similarity theory (Berscheid & Walster 1969, Byrne 1971) suggests that people are attracted to 

people who are similar to them. 

Attraction may be conceptualized as ñan individualôs tendency or predisposition to evaluate another person in 

positive or a negative wayò (Bercheid & Walster, 1978) while homophily may be defined as the tendency to associate 

and bond with similar others. The idea is that more attracted we are to other customers in a mall, more influence those 

customers have over us and our behaviors such as satisfaction with the mall. Also, more homophilous or similar 

customers are to each other, greater is the probability of enjoyable interactions between them. Immediacy indicates 

availability, attentiveness and social acceptability (Mehrabian 1971). Immediacy behaviors can be considered as 

ñapproach behaviors which increase sensory stimulation and produce interpersonal closenessò (Anderson et al. 1979). 

Research in attractiveness treats it as three-dimensional construct i.e. task attraction, social attraction, and 

physical attraction. In the shopping mall context, task attraction is not relevant as we are mainly looking at similarity 

perceptions based on observations only. It will be impossible to assess task attraction based on mere observation. 

McCroskey et al 2006, describe the physical attraction to others as being good looking, pretty, sexy and nice, while 

social attraction is measured in terms of friendliness, easy to meet and talk, and being pleasant. 

Homophily has been conceptualized as a two-dimensional construct i.e. status and value homophily (Lazarsfeld 

& Merton, 1954). Status homophily refers mainly to ascribed sociodemographic factors such as race, ethnicity, sex or 

age and to the acquired characters like religion, education, and occupation. Of these, race and ethnicity and clearly the 

most important discriminators of homophily. This strong effect of race and ethnicity has been found relevant to our 

study as Mayhew et al. 1995 showed that race and ethnicity impact the issue of appearing in public together, as is the 

case with the shopping mall. Other ascribed factors such as sex, gender, and age also impact homophily but much less 

strongly than race and ethnicity. The acquired background homophily factors such as education, occupation, and social 

class are shaped primarily by ascribed factors of race and ethnicity. There is usually a strong correlation between 

ascribed and acquired background factors. Having said that, it is to be recognized that acquired factors are important 

indicators of perceived homophily on their own. 

Immediacy has been almost exclusively studied in teacher-student context. It includes both verbal and non-verbal 

immediacy. Our focus is on non-verbal kind. Many behaviors have been documented as facilitating non-verbal 

immediacy. These include physical proximity, body orientation, touch, eye contact, smiles, gestures, and body posture. 

Of these three behaviors i.e. eye contact, smiles and gestures are relevant to our study. Making eye contact, smiling, 

nodding head when passing others are excellent indicators of immediacy. 

A recent paper on the development of a scale for measuring the perception of others customers in commercial 

settings (Brocato et al. 2012) found three relevant dimensions of similarity, physical appearance suitable behavior. 

Their similarity and physical appearance dimensions are more like the status homophily and suitable behavior 

dimension is more like value homophily. This scale, however, is much more parsimonious than McCroskey et al. 2006 

scale of homophily and is directly applicable to marketing situations. 

Initial Item Pool  
Previous measurement research on attraction, homophily, and immediacy provided the initial pool of items. 

Additionally, we conducted two small sized focus groups (6 persons per group) to fully explicate the domain. We 

accumulated 43 items for the initial pool. When we tried to assign group membership by examining the similar items, 

we ended up with three groups or dimensions i.e. ascribed similarity, acquired similarity and immediacy. Ascribed 

items included characteristics of race, ethnicity, gender, and age. These characteristics inherited and are perhaps the 

most salient in determining similarity. The acquired items related mainly to socioeconomic factors and (in)appropriate 

social behaviors. Items relating to education, occupation, language, dress, appearance, and behaviors. Finally, the 

immediacy dimension consisted of proximity, facial expression, eye contact and smiling. 

Data Collection 
Data is currently being collected. 
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Summary Brief 

The Roles of Brand Personalities and Product Quality 

with Elective Pricing 
 

James Blair, Eastern Kentucky University, USA 

Daniel Sheinin, University of Rhode Island, USA 
 

Across two experimental studies, we examine the roles of self-brand congruity, self-construal, product quality, 

and price autonomy with consumer purchase intentions in an elective pricing context. We find self-brand congruity, 

self-construal, product quality, and price autonomy are associated with consumer purchase likelihood and perceived 

satisfaction. Lastly, we find a two-way interaction with price autonomy and product quality on consumer purchase 

intentions. When perceived product quality was low, consumers had significantly higher purchase intentions under 

an elective pricing condition rather than a fixed pricing condition. There was no significant difference between elective 

pricing and fixed pricing conditions when perceived product quality was high. 

Introduction  
Pay-what-you-want pricing, also known as elective pricing, is a relatively new pricing mechanism which has 

gained considerable attention from the marketing literature in recent years. Practitioners have implemented this 

strategy with varying levels of success (Tyrangiel 2007). Using this pricing mechanism carries significant risk, as the 

consumer has full control of setting the price of the product, including choosing to pay nothing. Marketing managers 

can be skeptical of this pricing strategy. Prior research examined contexts when consumers paid more in elective 

pricing settings (Kim, Natter, & Spann 2009; Gneezy et al. 2010). These findings give marketing managers more 

confidence in utilizing this pricing mechanism. In addition to payment amounts, marketing managers are interested in 

increasing consumer purchase intentions. The literature has yet to explore how branding strategies and product 

attributes could be used effectively in elective pricing situations to increase purchase intentions. We fill this gap by 

examining how self-brand congruency, product quality, self-construal, and autonomy of the pricing mechanism are 

associated with consumer purchase intentions. 

Background 
Sign theory proposes brands can be considered signs whose meaning may be constructed and interpreted by 

consumers (Saussure 1974). The self-brand relationship is a key determinant in the value of the brand and it is meaning 

to consumers (Baudrillard 1988). This value can result in different purchase intentions or payment amounts by 

consumers when their personalities align or misalign with the brand personality. When these personalities are 

congruent they could result in positive consequences for the brand or detrimental when they are incongruent. 

Self-construal consists of an individualôs view of themselves as well as structure of self-schema (Markus & 

Kitayama 1991). There are two types of self-concepts. Independent consumers are distinctive from the group, 

autonomous, and unique with a main objective to stand out from group members. Interdependent consumers are part 

of a group, interconnected, and relationship focused with a main objective to maintain harmony within the group 

(Markus & Kitayama 1991; 1994). Interdependent consumers may find value in this pricing mechanism, since it helps 

the greater good of communities where more consumers can now access products at lower price points. 

Product quality consists of a consumerôs judgement about the superiority of a product (Zeithaml 1988). Previous 

research suggests the perceived quality of a product has positive consequences such as higher levels of loyalty, 

profitability, sales, and satisfaction (Mitra & Golder 2006). Perceived quality was also found to be associated with 

consumer purchase intentions (Rajendran & Hariharan 1996). Previous research has yet to examine if these findings 

hold in an elective pricing context. 

Pricing mechanisms can vary on their level of autonomy from the firm having complete control (fixed pricing) to 

no control (elective pricing). With some segments of the market preferring control and choice, an elective pricing 

mechanism provides a desired offering to consumers (Ammermann & Veit 2013) over a fixed price where consumers 

have no control. Consumers may have higher purchase intentions under an elective pricing condition since they have 

more control. Aucouturier, Fujita, and Sumikura (2015) found co-creation and product quality were associated with 

consumer purchase intentions, suggesting a possible interaction between these two variables.  
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Key Findings 
A significant main effect for self-brand congruity (F (1, 408) = 15.31, p < .01) was found. Specifically, consumers 

with more congruent personalities to the brand had significantly higher levels of purchase intentions. These findings 

extend our understanding of self-brand congruity to an elective pricing context. Marketing managers using an elective 

pricing mechanism would therefore want to target consumers who match their brand personality.  

We found a significant main effect for self-construal (F (1, 408) = 9.65, p < 0.01) where interdependent consumers 

had significantly higher purchase intentions than independent consumers. In an elective pricing context, we find 

interdependent consumers have higher purchased intentions and provide marketers another type of consumer to target. 

Marketers could also prime consumers to experience this state and lead to increased purchases. 

We extend findings from the literature by showing a significant main effect for perceived product quality (F (1, 

408) = 92.06, p < .01) in the context of elective pricing. Higher levels of perceived product quality resulted in 

significantly higher purchase intentions. When offering higher quality products, marketing managers could find 

success in increasing consumer purchase intentions using an elective pricing mechanism. 

Lastly, we found a significant main effect for price autonomy (F (1, 309) = 66.82, p < .01). Elective pricing 

resulted in significantly higher purchase intentions than fixed pricing. Using a spotlight analysis, we found a 

significant two-way interaction between price autonomy and product quality on consumer purchase intentions (t = 

3.01, p < .01). When perceived product quality was low, consumers had significantly higher purchase intentions under 

elective pricing conditions than fixed pricing conditions. No significant difference between the two pricing conditions 

was observed when product quality was perceived to be high.  

References  
Ammermann, S., & Veit, K. (2013). Why Would You Pay? An Exploratory Study in Pay-What-You-Want Pricing. 

Aucouturier, J. J., Fujita, M., & Sumikura, H. (2015). Experiential response and intention to purchase in the 

cocreative consumption of music: The Nine Inch Nails experiment. Journal of Consumer Behaviour, 14(4), 219-

227. 

Baudrillard J. (1988). Jean Baudrillard: Selected writings. Stanford, CA: Stanford University Press. 

Gneezy, A., Gneezy, U., Nelson, L. D., & Brown, A. (2010). Shared social responsibility: A field experiment in pay-

what-you-want pricing and charitable giving. Science, 329(5989), 325-327. 

Kim, J. Y., Natter, M., & Spann, M. (2009). Pay what you want: A new participative pricing mechanism. Journal of 

Marketing, 73(1), 44-58. 

Markus, H. R., & Kitayama, S. (1991). Culture and the self: Implications for cognition, emotion, and motivation. 

Psychological Review, 98(2), 224. 

Markus, H. R., & Kitayama, S. (1994). A collective fear of the collective: Implications for selves and theories of 

selves. Personality and Social Psychology Bulletin, 20(5), 568-579. 

Mitra, D., & Golder, P. N. (2006). How does objective quality affect perceived quality? Short-term effects, long-

term effects, and asymmetries. Marketing Science, 25(3), 230-247. 

Rajendran, K. N., & Hariharan, H. S. (1996). Understanding value: The role of consumer preferences. Journal of 

Marketing Management (10711988), 6(1). 

Saussure F. D. (1974). Course in general linguistics. London: Fontana/Collins. 

Tyrangiel, J. (2007). Radiohead says: pay what you want. Time Magazine, 1. 

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: a means-end model and synthesis of 

evidence. The Journal of Marketing, 2-22. 

 

  



31 

Summary Brief 

Does Premium Price Impede Green Purchasing? 

Implications for Managers 
 

Tyson Ang, Texas A&M University-Central Texas, USA 

Shuqin Wei, Texas A&M University-Central Texas, USA 
 

Green products typically command a premium price. However, scant research exists on what managers can do 

to increase consumersô motivation to pay a premium price for green products. This research seeks to identify consumer 

factors that will facilitate consumersô purchase of premium-priced green products.  

Introduction  
In todayôs competitive business environment, firms receive increased pressure to incorporate an environmental 

sustainability agenda into their corporate strategies (Pujari, Wright, and Peattie 2003). More and more firms have 

spent significant financial resources to develop and produce green products (Gleim et al. 2013). However, despite 

costly sustainable initiatives implemented by firms, the vast majority of consumers simply do not buy green products 

(Gleim et al. 2013). This is evident in the fact that many consumers are not willing to pay premiums for green products. 

For example, recent data compiled by Verdict Retail showed that price is the number one reason for consumersô 

reluctance to purchase eco-friendly apparels (McGregor 2016). Likewise, a survey by RetailMeNot revealed that more 

than 60% of respondents indicated they would only purchase green (vs. non-green) products if the price is the same 

or less (PRNewswire 2015). 

The fact that firmsô endeavors to initiate sustainability-directed marketing strategies might not be financially 

justified due to a lack of consumersô uptake of green products is worrisome. Given that willingness to pay more 

(WTPM) is a key barrier that impedes green purchase, it is imperative to identify marketing actions that can alleviate 

this barrier. Yet, scant research exists on effective corporate strategies in regards to improving consumersô WTPM for 

green products. Thus, this research investigates what managers can do to motivate consumers to pay a premium price 

for green products. 

Literature Review 
A fundamental factor influencing consumersô green purchase behavior is their concern for the environment (Kim 

and Choi 2005). Environmental concern refers to a consumerôs general attitude toward preserving the environment 

(Minton and Rose 1997). Consumers have diverse attitudes toward whether the environmentôs current state is fragile 

and the situation is dire, as well as whether individuals have obligations toward environmental preservation or the 

environmental issues will resolve themselves (Banerjee and McKeage 1994). Another crucial factor influencing 

consumersô green purchase behavior is their environmental knowledge level, which is defined as the extent to which 

consumers understand environmental issues and environmentally friendly products (Cheah and Phau 2011). The 

credence nature of green products particularly calls for consumers to be aware of current environmental issues, yet, 

the level of comprehension of sustainability-related issues varies vastly from consumer to consumer (Vermeir and 

Verbeke 2006). Given the variations that exist in consumersô environmental concern and environmental knowledge, 

it is important to investigate what managerial actions can be taken to motivate consumers with varying environmental 

concern and environmental knowledge to pay a premium price for green products. In this research, we explore if 

involving consumer more (as opposed to less) during the product design stage will have beneficial effects on 

consumersô WTPM for green products. 

Methodology 
A scenario-based experiment was utilized. Consumersô environmental concern and environmental knowledge 

were measured. The level of consumersô involvement during the product design stage was manipulated. A U.S. online 

consumer panel was used. Measures employed in the study were all adopted from well-validated scales in the 

marketing literature. The Preacher-Hayes PROCESS macro was utilized to analyze the data.  
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Presentation 

Consumer Perceptions of Solar Energy Programs 

Offered by Utility Providers  
 

Melissa Clark, Coastal Carolina University, USA 

Jessica Doll, Coastal Carolina University, USA 
 

Renewable energy is at the forefront of many discussions about the future of our planet. Solar energy is an 

accessible option for many communities and individuals wishing to lessen their reliance on fossil fuels. This study will 

consider consumer perceptions of solar energy when it is offered as a program from their current utility provider. 

Based on the theory of planned behavior, it is proposed that several variables such as environmental attitude, green 

history, subjective norms and perceived behavioral control will positively lead to behavioral intentions while being 

moderated by relationship quality with the utility provider. The results could have important implications for 

practitioners in the energy sector.  

Introduction  
Global energy is a dynamic industry influenced by consumer demand, availability and accessibility of natural 

resources and political decisions such as regulations, taxes and tariffs among other factors. Although most energy 

needs are met with oil, natural gas and coal, renewable energy sources are becoming a bigger factor in the overall 

energy landscape. According to the 2017 Global Energy and CO2 Status Report, ñrenewables had the highest growth 

rate of any fuel, meeting a quarter of world energy demand growth, as renewables-based electricity generation rose 

6.3%, driven by expansion of wind, solar and hydropowerò (iea.org). To meet this demand, many utility providers 

offer renewable energy programs for their customers and other providers are considering this option. These types of 

programs meet a need with a current customer base and could be a successful marketing decision if implemented 

correctly. This research will explore the issues that consumers have with purchasing solar energy from their current 

utility provider and offer suggestions for practitioners considering this type of offering.  

Background 
This applied research project was requested by a local utility provider to gather consumer perceptions of solar 

energy programs and create their forecast for the next decade. This project is happening in real time and is also 

grounded in established theory. The theory of planned behavior connects beliefs and behavior. It suggests that behavior 

and behavioral intentions are influenced by attitude toward behavior, subjective norms and perceived behavioral 

control (Ajzen 1985). In this case, consumers behavioral intentions to participate in a solar energy program offered 

by their utility provider could be affected by their attitude toward environmental issues, awareness of others in their 

community using solar energy and perception of their own ability to make decisions for themselves. It is possible that 

the relationship quality they have with the utility provider could influence this proposed impact since they are current 

customers with a history of purchasing energy from this company. Relationship quality is comprised of relationship 

satisfaction, trust and commitment and is thought to be one of the most influential constructs on performance 

(Palmatier et al. 2006). It is included because the utility provider wants to assess the trust their customers have in them 

to steward resources responsibly. Measuring trust within the larger construct of relationship quality should be able to 

shed light on the broader scope of their marketing efforts. 

Planned Analysis 
To better understand these issues, an online survey has been created consisting of questions to measure the 

constructs as well as open-ended opinion questions and demographics. The survey was created and consists of thirty-

three questions measuring environmental attitude, green history, subjective norms, perceived behavioral control, 

relationship quality, satisfaction and behavioral intentions as well as demographic variables. It has gone through 

several rounds of revisions with researchers and utility company representatives and will be ready to be piloted in fall 

2018 with a small subset of the utility providerôs customer list. After addressing any resulting issues from the pilot, 

the survey will be distributed to the full customer list. A gift card raffle incentive is planned to encourage participation 

in the survey. After the survey data is collected, it will be analyzed using SPSS and SEM with AMOS. Then, focus 

groups with a small number of representative customers will be conducted to further explore any issues found in the 

survey data in greater detail. The utility provider employees are very interested in the focus group process as they 
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would like detailed qualitative data to accompany the primary (i.e. survey) and secondary (i.e. third-party purchased 

data) quantitative data they will have at this point. The focus groups will be conducted in a behavioral lab newly 

opened at the university. Student ambassadors from the Community and Business Engagement Institute will 

participate in conducting the focus groups. The data will be analyzed using content analysis. After analyzing the data 

from both sources, recommendations will be offered, and a marketing and communication plan proposed for 

implementing the findings. 

Expected Implications 
The market for this utility provider is a coastal area with a large percentage of second-home property ownership. 

The utility provider expects that these property owners will be less likely to participate in a solar energy program since 

it is not their primary residence. To account for this, the survey will capture the data about the percentage of time 

spent at the local residence. Therefore, it is expected that two primary markets will emerge, full-time residents and 

part-time residents, with differing needs and intentions about solar energy consumption. If most of the survey 

participants are in favor of solar energy, then the utility company will potentially move forward with a plan to promote 

this type of energy and place a heavier emphasis on it in their forecasted plan. The relationship quality data should 

help the organization to better understand how their customers view them and provide a baseline for improvement of 

their relationship marketing efforts.  

On a larger scale, renewable energy is an issue that must be considered for the future of our planet. The United 

Nations lists affordable and clean energy as one of its seventeen priorities in the Sustainable Development Goals. 

ñSustainable energy is opportunity ï it transforms lives, economies and the planetò (un.org). This data should be 

generalizable to a broader population of utility customers in similar markets around the country and the world. The 

implications could provide guidance for marketers in these areas interested in promoting solar energy programs but 

hesitant without data supporting it. Influencing solar energy awareness and opportunities in smaller communities could 

potentially impact climate issues on a larger global scale and have long-term positive effects for our planet.  

References  
Ajzen, Icek (1985), ñFrom Intentions to Actions: A Theory of Planned Behavior,ò in Action Control: From 

Cognition to Behavior, J. Kuhl & J. Beckmann, eds. Berlin, Heidelberg, New York: Springer, 11-39. 

ñGlobal energy demand grew by 2.1% in 2017, and carbon emissions rose for the first time since 2014,ò (accessed 

May 23, 2018). [available at https://www.iea.org/newsroom/news/2018/march/global-energy-demand-grew-by-

21-in-2017-and-carbon-emissions-rose-for-the-firs.html]. 

Palmatier, Robert, Rajiv Dant, Dhruv Grewal, and Kenneth Evans (2006), ñFactors Influencing the Effectiveness of 

Relationship Marketing: A Meta-Analysis,ò Journal of Marketing, 70 (October), 136-153. 

ñGoal 7: Ensure access to affordable, reliable, sustainable and modern energy for all,ò (accessed May 23, 2018). 

[available at https://www.un.org/sustainabledevelopment/energy/]. 

 

  



36 

Summary Brief 
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Candidate Favorability on Voter Choice in the 2016 

Presidential Election 
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This research assesses which variables, votersô demographic and psychographic characteristics as well as their 

opinion of the candidates, had the greatest impact on which candidate voters supported in the 2016 Presidential 

Election. Employing logistic regression, initially with demographic variables, then adding psychographic issues, and 

finally including voter opinion of candidatesô character, we steadily increased the explanatory power of why voters 

selected a candidate. Results indicate that voter opinion of the candidateôs character had the greatest impact on voter 

choice ï more than demographic or psychographic variables collectively. A candidateôs ability to highlight their own 

competence and improve their character rating while diminishing the ability and character of their competitors is a 

viable strategy for winning elections. 

Introduction  
A candidate without any government experience, Donald Trump, not only shocked the Republican Party by 

defeating senators and governors to become its nominee, he also shocked the world by defeating Hillary Clinton, a 

former Senator and Secretary of State who had White House experience, to become President of the United States. 

Voters are more likely to support candidates who share the same positions they do, come from prestigious colleges, 

and/or have military experience but disfavor those with Washington experience, financial troubles, and/or those who 

had extramarital affairs (Fingerhut, 2016). The intent of this research is to explore the following research questions:  

1. Which category of variables (demographic, issues, candidate opinion) is most significant in explaining 

consumer preference for political candidates? 

2. Which individual variables provide the greatest explanatory power in understanding voter choice for a 

candidate?  

Literature Review 
This research assesses the impact that demographics, campaign issues, and candidate character can have on 

presidential vote. Demographic segments, i.e., gender, education, race/ethnicity, age, occupation, etc. have long been 

examined as part of elections. In addition to demographics, this research assesses the impact of free-trade, 

immigration, personal financial security, and feelings about the past/future on voter choice ï hot issues in the 2016 

presidential election. Finally, we examine the impact of candidate character on voter choice.  

The constructs assessing campaign issues include Free-Trade Resentment (Thelen, Yoo, and Magnini 2011), 

Prejudice toward Immigrants (Stephan, Ybarra, and Bachman 1999), Financial Well-being Scale (Consumer Financial 

Protection Bureau December 2015), and Nostalgia scale (Holbrook and Schindler 1994). In addition, voters were 

asked their opinion of the candidatesô character measured by the political candidate evaluation scale (Pinkleton 1997). 

Data Collection and Analysis  
One week prior to the 2016 Presidential Election, an M-Turk survey was launched asking respondents to provide 

information about their views on each of the two major candidates character, opinions about various campaign issues, 

and demographic information. Initially, 504 surveys were collected;upon review, it was determined that 306 responses 

were usable. 194 respondents indicated that they would vote for Clinton while 112 would vote for Trump. The 

psychographic variables, due to this being the first time utilized together, were subjected to MLE with varimax rotation 

resulting in seven factors and explaining 71.6% of the total variance. Resulting Cronbach Alphas met acceptable 

standards ranging from .817 to .975.  
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Logistic regression was employed to determine which factors are significant in determining how voters choose to 

support a candidate. Three models were run: the first was restricted to demographic variables, the second added 

campaign issues, finally, the third included respondents view of the candidatesô characters. Voting for Trump was 

selected as the dependent variable with the alternative being voting for Clinton; therefore, positives variables would 

indicate support for Trump and negative variables would indicate support for Clinton.  

Results and Discussion  
Results from the first model, pseudo R2 .098 and 66% correctly classified, indicate that the older the voter, the 

greater the support for Trump (ɓ = 0.26, Sig.=.017), while Clinton received support from voters who belong to the 

category of female-single (ɓ = -2.080, Sig.=.000) or live in urban locations (ɓ = -0.727, Sig.=.050). Adding campaign 

issues to the next model resulted in Trump gaining support among those who feel immigrants are harmful to society 

(ɓ = .741, Sig.=.000), are nostalgic for the past (ɓ = 0.337, Sig.=.008), and maintaining support based on age (ɓ = 

0.031, Sig.=.022). Clinton maintained significant support among female-single voters ɓ = -2.206, Sig.=.000). The 

second model exhibited a pseudo R2 of .294 with 77% correctly classified. Adding candidate character to the model 

increased the pseudo R2 to .704 and correct classification to 98%. The only significant variables are votersô evaluation 

of the respective candidatesô character. The third model indicates that those voting for Trump had a strong and 

significant positive view of his character (ɓ = 3.162, Sig.=.005) and a negative view of Clintonôs character (ɓ = -3.884, 

Sig.=.003). All other variables were no longer significant.  

Painting oneself in the best light possible while discrediting an opponent has always been a political strategy. 

Trump identified concerns of many Americans, i.e., immigration, globalization, security, nostalgia. However, based 

on the results of this research, it appears that the greatest support came from bragging about himself and demonizing 

Clinton and making her out to be a criminal. In recent history, the United States has enjoyed elections in which both 

candidates had net positive favorability ratings. The days of campaigning against oneôs ñhonorable opponentò may 

have come to an end.  
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In the services marketing literature, the concept of the access to health care and its relation to consumer well-

being and satisfaction has received very little attention. Moreover, despite extant research, the universal measure of 

access has not been developed and validated. The goal of the present research is to propose an updated definition of 

the access construct, to identify its dimensions, and to develop a measurement scale. 

Access to health care is not an emerging concept. It has been the central theme and important concern for 

policymakers and for marketers at least three decades (Berk and Schur 1998; Levesque, Harris, and Russell 2013). In 

a marketing context, access to health care services has not been studied much from the consumer perspective although 

it is positively or negatively associated with numerous consumer outcomes, such as the consumerôs well-being 

(Mittelstaedt, et al. 2009), vulnerability, cooperation, satisfaction (Wun et al. 2010). 

A review of the literature reveals that access is measured in different ways: using predictors of health outcomes 

obtained from publicly available data (Macinko et al. 2003), measuring access as a dimension in multidimensional 

health care quality scales (e.g., Berk and Schur 1998), or using scales developed for specific groups of patients 

(Clement et al. 2012). To our knowledge, there is currently no available scale to assess consumersô perceived access 

to health care services. Therefore, the goal of this study is to develop a scale to measure perceived access to health 

care services and to examine the scaleôs psychometric properties. 

Conceptual Development 
Access has been conceptualized in several ways regarding its aspects and characteristics of the providers vs. care 

processes and services (Frenk 1992). Many (e.g. Levesque et al. 2013) identify different dimensions of access, (e.g. 

geographical) making access measurement more complex. Access may mean not only the availability of services when 

patients need them (Freeborn and Greenlick 1973), but also patientsô perceptions that full range of desired services is 

available, and their choice is not constrained. Thus, in the present research, access to health care is defined as a health 

seekerôs comparative evaluation between currently perceived and internally desired health services. 

Both perceived and desired services may depend on many factors: policy decisions, information availability, 

attitudes, and other (Mittelstaedt et al. 2009). Also, perceived and actual access may differ. For example, geographic 

accessibility refers to both the physical distance that must be traveled to get care (Levesque et al. 2013) and the 

patientôs perception of this distance and easiness of travel. Consumers may include other subjective evaluations that 

impact their perceptions of access: gender of the medical care provider (Levesque et al. 2013) or acceptability of 

certain medical treatments over other (e.g., not accepting a procedure due to religious beliefs). 

Combining these research findings, we suggest that access to health care is a multidimensional construct 

consisting of three dimensions: availability, affordability, and acceptability. Availability is the patientôs evaluation of 

timing, travel distance required, and specialization of health care services (e.g. Bice et al. 1972). Affordability is the 

patientôs evaluation of the economic burden of utilizing health care services (e.g., Wan and Soifer 1974). Acceptability 

is the patientôs evaluation of health system/provider quality and match with personalized health care needs. 
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Marketers often introduce products with new and additional secondary features in an effort to differentiate them 

from other products in the market. Sometimes those features are well accepted and used by consumers; other times, 

they are purchased but not fully utilized. This paper addresses and deals with an interesting question, why some 

consumers tend to buy the product with additional secondary features that they may not use, i.e., irrational purchase 

behavior. We employ the lens of the prospect theory with the consideration of temporal distance to describe the 

consumers' irrational purchase behavior. We first found that consumers may purchase higher level secondary 

attributes than the level under rational decision, since i) the consumer perceive that the higher-level option will 

provide a higher benefit or ii) try to reduce the disadvantage from not having the secondary attributes realized in the 

future. However, sometimes consumers purchase lower level options because the fear of overspending makes them 

underestimate the value of the option. We also show that consumers become more rational as the time point of the 

utilization of the features is in the more distant future. 

Introduction  
On the most basic level of product purchase, consumers look towards the core and primary attributes of a product 

to provide a solution for a main problem the consumer is facing (Keller 2003; Kotler & Armstrong, 2004). Once 

satisfied, the consumer will look towards secondary attributes, which are consisted of expected (features the consumer 

expects), augmented (features consumers do not expect), and potential (new ideas, features) attributes. These attributes 

are not essential to solving the consumer's main problem but can be a positive influence on the satisfaction level of 

the consumer by fulfilling the consumer's expectation (Brechan, 2006). Though the secondary attributes are not 

necessarily core or essential, they are still factored into the consumerôs purchase decision process. Thus, we need to 

consider consumerôs valuation of the secondary attribute on top of the benefits they can receive from the core attributes 

in analyzing consumerôs purchasing behavior. 

Trivial attributes can affect choice by being exclusive to a certain company regardless of the actual value of the 

attributes (Carpenter et al., 1994). Previously, literature has addressed issues such as useful and trivial attributes, novel 

attributes, core versus noncore attributes, however the existing literature does not address product attributes that are 

available but may not utilized by the consumer who purchases the attributes. For example, when consumers purchase 

the iPad, some of them may choose the larger storage option even though they are likely to not use all of the storage 

space. Consumers end up spending more money on product attributes that they do not ultimately utilize.  

The purpose of this paper is twofold: (a) to demonstrate that the tendency exists for some consumers to buy 

secondary features that they may or may not use, and (b) to determine whether their utility functions will change based 

upon time. To discuss the aspect of time in our study, we argue that when consumers are faced with an intertemporal 

choice, the consumers will choose an option that is likely to sacrifice future utility by overspending on the current 

available higher-level options. 

Methodology 
We assume that price and level of options are positively related, i.e., the higher level of option comes with the 

higher price. For mathematical simplicity, we further assume that option level is continuous (rather than discrete) with 

a range from zero to a certain positive value. Based upon this assumption, we mathematically develop the consumerôs 

utility and benefit functions. In addition, we implement a parameter set that represents i) time aspect and ii) consumerôs 

heterogeneity in the functions for capturing more realistic consumerôs utility and benefit. Our analytical approach 

shows a variety of interesting, meaningful, and acceptable results. 

Findings 
With the consideration of the temporal distance aspect, we can conclude that the traditional expected utility theory 

in this context is not necessarily wrong but is a special case of our newly derived consumerôs utility function, i.e., 
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traditional expected utility and our utility function will converge as the amount of time that passes becomes larger. 

Thus, we claim that our utility function, with the consideration of intertemporal choice model, better describes 

consumer behavior when they are purchasing secondary attributes (selecting option level).  

Under our model, we find that the consumerôs expected benefit is likely to be higher than under the traditional 

expected utility theory. When we assume that the traditional expected utility shows a rational consumerôs purchasing 

behavior, our results show that consumers may be purchasing more secondary attributes compared to that under 

rational decision. It is to maximize the advantage of higher-level options when the option will be utilized or become 

a standard in near future. It is interpreted that consumers may purchase higher level secondary attributes than the level 

under rational decision, since i) the consumer perceives that the higher-level option will provide a higher benefit or ii) 

try to reduce the disadvantage of not having the secondary attributes realized in the future.  

One particular instance however, shows that the results under our model and that under traditional expected utility 

theory are equal when time approaches a large number, which means that a consumer may tend to be rational if he or 

she thinks the option will be utilized or becomes standard in distant future. This result shows that the traditional 

expected utility theory is not necessarily incorrect but a special case of our new approach in capturing consumerôs 

purchasing behavior. 
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Subscription-based television services providers, which operate in a highly competitive industry with high 

saturation, are finding it exceedingly difficult to grow their customer base. This has resulted in firms attempting to 

extract more from their existing subscribers. A key to achieving this goal resides in service providers understanding 

customer subscription behavior such that they can design better marketing actions to incite customer purchase 

attention. One of the main areas of profitability in subscription-based television services is movie and sports premium 

programing packages. The ability to identify customers with a higher possibility of subscribing to these premium 

plans, is undoubtedly critical to increasing future sales. In that vein, in this study we seek to identify predictors to 

premium packages selection behavior by jointly modeling customer subscriptions of premium movie, premium sport 

and basic sport packages. We show that, the customer subscriptions of different TV packages can be highly correlated. 

Moreover, our model profiles likely subscribers to premium movie, premium sport and basic sport packages using 

both subscriber demographic and lifestyle information.  

Introduction  
The subscription-based television service operates in a highly competitive business environment. In recent years, 

with the emergence of streaming TV service from the Internet, the competition has become even more severe. The 

television service market has transformed from Cable TV owning nearly the entire viewing market to multiple 

platform providers (satellite, Internet, etc.) of multi-channel subscriptions options available to each household (The 

Internet & Television Association, 2017). Facing such roaring competition, the television service providers are finding 

it exceedingly difficult to grow their customer base. Instead, they are eager for effective strategies to help them increase 

welfare from their existing customers. To achieve this substantive goal, service providers must understand customer 

subscription behavior so that they can design better marketing strategies to incite customerôs subscriptions. A key area 

of profitability in subscription-based television services comes from the premium movie or premium sports packages. 

More than 40 percent of TV subscribers spending is attributed to sport programs, and revenues are expected to exceed 

$20 billion by 2020 (James, 2016). According to Statista (2018), the subscription revenue of HBO, the oldest movie 

and TV series program, increased from 4.23 billion in 2013 to 5.5 billion U.S. dollars in 2017.  

The goal of this paper is to identify the customers with a higher likelihood of subscribing to a specific TV package, 

especially premium offerings. Using the dataset from a major television service provider in U.S. market, we aim to 

address the following questions: how do subscriber demographics and lifestyle information shape TV subscriptions? 

Are customer subscription behaviors, e.g. the subscription of different TV packages, correlated? How do movie 

package subscribers differ from sport subscribers, and how do premium package subscribers differ from basic 

subscribers? We recruit a multivariate probit model to capture the customer subscriptions to the three TV packages of 

premium movie, premium sport and basic sport. We found that the correlation of customer subscriptions between 

different TV packages are statistically significant. We also determined that our model can simultaneously estimate the 

probabilities of subscriptions to premium movie, premium sport, and basic sport packages using the demographic and 

lifestyle information that can be obtained easily from external market research companies.  

Literature Review 
Our study falls in the research stream of pay TV subscription market which typically focuses on three areas: the 

comparison between bundle vs. á la carte service, the competition in the market, and the exploration of customerôs 

subscriptions behaviors. In U.S. market, majority of the TV services are provided in bundle. Past research suggests 

the bundling services benefit the firm, because firms can strategically design the bundle to reduce the heterogeneity 

in customer preference (Crawford, 2008), induce the price discrimination (McAfee et al., 1989; Bakos and 

Brynjolfsson, 1999) and extract the consumer surplus (Crawford and Cullen, 2007). The debate has long existed on 

the issue of whether or not customers are better by purchasing preferred channels singly (e.g. á la carte service) or in 

a bundle. For example, the Federal Communication Commission (FCC) arrived at opposing results on whether or not 
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§ la carte would drive customerôs spending on TV service (FCC, 2004; FCC, 2006). By empirically analyzing the 

bundling effects in the TV subscription market, Crawford et al. addressed that the cost change of providing TV service 

under á la carte is the key to determining whether or not customers can be beneficial (Crawford and Cullen, 2007; 

Crawford and Yurukoglu, 2012).  

When looking at the competition in the TV subscription market, studies mainly focus on the two major players: 

cable service and direct broadcast satellite (DBS). Findings typically center on what factors influence customerôs 

choice between the two service providers and consequences of the competition. Wise and Duwadi (2005) addressed 

that both customerôs choice between the two providers can be related to firm attributes, customer demographic, price 

changes in the basic cable service, and switching costs.  With more competition in the market, customers can gain 

welfare from both services because the penetration of DBS both elevates the quality (Goolsbee and Petrin, 2004) and 

reduces the price of the cable service (Savage and Wirth, 2005).  

Researchers explore customerôs TV subscriptions behaviors from two aspects. One is the overall demand in the 

market. For example, Campmajó (2007) addressed that the level of competition in the market and the service contract 

features (such as whether high quality or premium program is included in the contract) determines the penetration of 

pay TV platform. Karikari et. al (2003) empirically identified that, in U.S. market, the penetration of DBS service can 

be influenced by the regulation of basic cable services, competition of local exchange telephone carriers and the 

upgrades of cable providers. Uri (2005 & 2006) found that, not only price, but also the overall market size, service 

features, quality factor influences the demand of both DBS and TV cable services. The other research stream is the 

customer-level subscription behaviors. LaRose and Atkin (1988) showed that, customer satisfaction, demographics 

and service cost affect the customerôs intentions to disconnecting a cable service. Burez and Van den Poel (2007) 

developed an analytical CRM model to help elevate the firmôs profits through reducing the customer churn. With the 

emergence of online streaming, more recent studies focus on modeling how consumers choose between paid 

subscription and online streaming (Prince and Greenstein, 2017) 

Our research focuses on exploring the customer subscription behavior in the pay TV market but takes an 

unconventional approach compared to existing studies. Specifically, we take a closer view of customer-level 

subscriptions and evaluate the predictors of customer interest in subscribing to specific TV packages (sport, premium, 

and basic packages). To the best of our knowledge, our research is the first to quantify the potential drivers of customer 

subscriptions between multiple TV packages. Wang et. al (2005) presented a survey study with a similar approach in 

online paid subscription. In their study, they found that the consumersô willingness to pay for online content depends 

on the importance of the content, quality of the online service, and consumerôs usage rate. Our study is different from 

Wangôs study in both the study context and the empirical method of analyzation. We use the customer actual 

subscription data to understand their choices of specific TV packages.   

Data Description 
The research sample (n=100,000) used includes customer information from a leading subscription TV company. 

Specifically, the dataset consists of customer subscription TV package data, and corresponding demographic and 

lifestyle information for each of the 100,000 subscribing customers. Following an assessment of the data file, three 

customer subscription TV packages were identifiedðPremium movie, Premium sport, and Basic sport. These 

subscription TV packages categories are coded and defined as follows.  

¶ premium movie subscribers (premium movie package = 1); purchasers of the premium movie package 

¶ premium sport subscribers (premium sport package =1); purchasers of the premium-sport-package  

¶ basic sport subscribers (basic sport package = 1); purchasers of the basic sport package  

These three dichotomous variables will be used as dependent variables to demonstrate the customer TV 

subscription behaviors.   

The analysis examines subscriber demographic and lifestyle information as predictor variables. The demographic 

variables assessed were subscriber gender, marital status, age, income, child presence, and household age range. The 

lifestyle ñinterestò variables examined were music, gardening, hunting, fitness, Internet, and home video, etc. A 

detailed explanation of both the demographic and lifestyle variables is shown in Table 1. Note that the age, age range, 

and income variables are continuous, while the remaining predictor variables are binary.  
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Table 1: Description of the Customer's Demographic and Lifestyle Variables 

Demographic 

Variables Characteristics Explanation 

Age Continuous The TV subscriber's age 

Age Range Continuous The age range (oldest-youngest) of the subscriber's household 

Income Continuous The subscriber's income 

Gender Binary, Male=1 The subscriber's gender 

Marital Binary, Marriage=1 The subscriber's marital status 

Children Presence Binary, With Children=1 Whether the subscriber has children at home 

Lifestyle Variables Characteristics Explanation 

Music Binary (interest=1) Whether interest in stereos/records/tapes/CDs 

Internet Binary (Use =1) whether uses internet at home 

Video Game Binary (Use =1) Whether uses/owning computer video games at home 

Gardening Binary (Interest=1) Whether interest in gardening or pants 

Hunting Binary (Interest=1) Whether interest in hunting/shooting/fishing 

Travel Binary (interest=1) Whether Interest in Travel 

auto interest Binary (interest=1) Whether interest in automotive related activities and magazines 

Health Binary (interest=1) Whether interest in fitness/exercise 

Upscale Binary (Has=1) Whether has credit cards issued by upscale retail store 

 

Model Setup 
A multivariate probit model is utilized for both testing the correlation between the customer subscriptions of the 

three TV packages (e.g. the three dependent variables) and estimating the empirical significance of the predictor 

variables (e.g. the subscriber demographic and lifestyle information). The multivariate probit model is well-known for 

quantifying the correlated dichotomous dependent variables (Ashford and Sowden, 1970; Amemiya, 1974; Song and 

Lee, 2005). In our case, the customer subscriptions of the three TV packages are likely to be correlated, thus, we 

require one framework to jointly model the three dependent variables: premium movie, premium sport and basic sport 

packages.  

   (1)  

Where  represent the three customer subscriptions TV packages (e.g. three dependent variables), 

 are the random terms that capture the unobserved effects. We allow the random terms to be correlated 

with each other to quantify the correlation of customer subscriptions between the three TV packages. The  is the 

tetrachoric Correlation for measuring the correlation between each pairs of the binary dependent variables. 

Consequently, the  indicates the correlation between ;  indicates the correlation between , 

and  indicates the correlation between .  are the predictor variables in the model, which include 

both the subscriber demographic and lifestyle variables. We rely on the maximum likelihood method for model 

estimation.  

Results and Discussion 
SAS 9.4 software was used to perform all the statistical analysis including the multivariate probit model. We used 

descriptive statistics of the major variables in the model to illustrate the model findings.  

Dependent Variables 

As we noted previously, there are three dichotomous dependent variables describing customer subscription 

behavior in this studyðpremium movie, premium sport, and basic sport packages. In order to determine if a reasonable 

quantity of observations (e.g. subscribers) exist in all three customer subscription TV packages, the frequency and 

percentage of both subscribers and non-subscribers were assessed, and are presented in Table 2. In our data, we 

observed 44838 customers (44.8%) subscribing to the premium movie package, 11061 customers (11.1%) purchasing 
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the premium sport package, and 5911 customers (5.9%) adopting the basic sport package (refer to Table 2). Therefore, 

a reasonable quantity of observations (e.g. subscribers) was evident in all three TV customer subscription TV 

packages.  

Table 2: Frequency Table of Subscribers on Major TV Channels 
 Frequency Percent 

Premium Movie Package 

0 55162 55.16% 

1 44838 44.84% 

Premium Sport Package 

0 88939 88.94% 

1 11061 11.06% 

Basic Sport Package 

0 94089 94.09% 

1 5911 5.91% 

 

Next, we create a cross-tabulation table between each pairs of the dependent variables to demonstrate the potential 

correlations between the customer subscription TV packages (refer to Table 3). A Chi-square test was used to detect 

the significance of the correlation. Shown in the result, we observed 10148 customers who subscribe to both premium 

packages (e.g. premium movie and premium sport). This group of customers represents about 22.6% of the total 

premium movie subscribers (e.g. 10148/44838=22.6%) and 91.7% of the total premium sport subscribers (e.g. 

10148/11061=91.74%).  The large amount of multi-packages subscribers indicates that customer subscriptions 

between premium movie and premium sport packages are highly correlated. Additionally, the p-value of <0.0001 in 

the chi-square test further confirms the significance of the correlation between the premium movie and premium sport 

subscription.  

We were also interested in exploring if the customer premium package subscription is correlated with basic 

package subscription. We found that there are 2883 customers who subscribe to both premium sport and basic sport 

packages. This number represents 26.1% (e.g. 2883/11061=26.1%) of the total premium sport subscribers and 48.8 % 

(e.g. 2883/5911=48.8%) of the total basic sport subscribers (refer to Table 3).  We also observed 4029 customers who 

subscribed to both the premium movie and the basic sport packages (refer to Table 3). Both the frequency of multi-

packages subscribers and the Chi-square tests indicate that basic sport subscription is significantly correlated with 

both the premium sport and the premium movie subscriptions.  

As shown in the descriptive statistics, the three dependent variables are significantly correlated. Therefore, an 

independent model (e.g. separately modeled each dependent variable) can result in a biased estimation result. For this 

reason, a joint modeling approach was required to simultaneously evaluate the customer subscription on the three TV 

packages (e.g. premium movie, premium sport and basic sport). 

Table 3: Cross Tabulation Table between Dependent Variables 
Premium Movie Package   

 Premium Sport Package X2 test 

 0 1 P-value 

0 54249 913 
<0.0001 

1 34690 10148 

Premium Sport Package   

 Basic Sport Package X2 test 

 0 1 P-value 

0 85911 3028 
<0.0001 

1 8178 2883 

Premium Movie Package   

 Basic Sport Package X2 test 

 0 1 P-value 

0 53280 1882 
<0.0001 

1 40809 4029 
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Predictor Variables: Continuous 

The subscriber demographic information includes both the continuous variables of age, age range, and income, 

and the binary variables of gender, marital status, and child presence. We present the descriptive statistics for the 

continuous demographic variables in Table 4. We observed that, on average, the TV subscribers in our study are about 

43 years old and have an annual income of 34,753.08 US dollars (refer to Table 4). Their household has an average 

age range of 7.5 years which means that the age difference between the oldest and youngest member in the household 

is on average 7.5 years.  

In Table 4, you find the results of the two-sample t-test analysis between the subscribers (e.g. Y=1) and non-

subscribers (e.g. Y=0) for each of the three TV packages. Since we are interested in the relationship between the 

customer TV subscription behavior and the predictor variables, the t-test serves as a preliminary model-free evidence 

of such relationship. We find that, for both premium movie and premium sport packages, the means of all three 

predictor variables are significantly different between the subscribers and non-subscribers (refer to Table 4). Further, 

we identify a positive mean-difference for both age range and income and a negative mean-difference for age (refer 

to Table 4). The result suggests that all three predictor variables are correlated with the subscriptions of the two 

premium TV packages. For both premium movie and premium sport packages, the subscribers tend to have younger 

age, wider household age range, and higher income than the non-subscribers. When we examined the basic sport 

subscription, necessitated by the result of the t-test, we found the significant predictor variables are more likely to be 

both income and age.  

Table 4: Descriptive Stats for Continuous Demographic Variables 

 
   t-test 

 

Total Sample 

(N=10,000) 

Premium Movie 

Package 

Premium Sport 

Package 

Basic Sport 

Package 

Predictor 

Variable Mean Std Dev 

Mean 

Diff  P-Value Mean Diff P-Value 

Mean 

Diff  P-Value 

Age 

range 

7.542 12.227 0.259 0.0009 0.325 0.0083 -0.070 0.6690 

Income 34,753.08 19,125.79 947.80 <.0001 1,915.20 <.0001 2,679.50 <0.0001 

Age 43.174 14.138 -1.876 <.0001 -2.101 <.0001 -2.535 <0.0001 

*Mean Diff = ὢȿὣ ρ ὢȿὣ π  

 

Predictor Variables: Dichotomous 

The dichotomous predictor variables include the demographic variables of gender, marital status, and child 

presence, along with the list of lifestyle variables. Since both the dependent variables and predictor variables are 

dichotomous, we use the cross-tabulation table and the associated chi-square test to show the potential relationship 

between them (refer to Table 5).  The frequency of the demographic variables shows that 58.7% of the subscribers are 

female, 60.0% of subscribers are unmarried, and 55.7% have children in the household (refer to Table 5). All three 

demographic variables are relatively balanced in sample size between the two binary groups for model estimation. 

The lifestyle variables are relatively unbalanced in sample size between the two binary groups (refer to Table 5). 

Of all the lifestyle variables, travel and internet have the highest number of interest observations. We observed about 

26.7% of the customers are interested in travel and 26. 7% of them use the Internet at home (Table 5). The least 

preferable lifestyle is video game use and hunting, which subscribers show interest at 4.6% and 11.6% levels, 

respectively (refer to Table 5).  The unbalanced samples of the lifestyle variables can result in less observations in the 

cross-tabulation table with dependent variables. For example, within the group of customers who are interested in 

video game (n=4559), we observed 2349, 622, and 302 customers who subscribe to premium movie, premium sports 

and basic sports, respectively. Although the lifestyle sample is less balanced, we still have at least hundreds of 

observations in each cell of the cross-tabulation table for each lifestyle variable, which is adequate for model 

estimation purpose.  

Next, we examined the potential relationship between the predictor and dependent variables. The chi-square tests 

suggest that all the demographic variables have significant correlation with the subscriptions of premium movie and 

basic sport packages (refer to Table 5). For premium sport package, both gender and marital status variables are 

significantly correlated with the customer subscription, but the ñchild presenceò variable does not show a strong 

correlation.   
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The relationship between the subscriber lifestyle and their TV subscriptions is more diversified. For the premium 

movie package, the variables of Internet, video game, gardening, and hunting all show a strong correlation (p-value < 

0.01 in Table 5), the variables of music, travel and auto interest show a moderate correlation (p-value < 0.1 in Table 

5), and the variables of health and upscale show no significant correlation (p-value > 0.1 in Table 5). The subscription 

of premium sport package is significantly correlated with internet, video game, gardening, travel and upscale, but not 

correlated with music, hunting, auto interest and health. Additionally, the basic sport subscription appears to have 

moderate to strong correlation with all lifestyle variables except for auto interest (refer to Table 5).  This result suggests 

that the customer lifestyle can play different roles when s/he chooses different TV packages. For example, the music 

interest variable shows to have a greater influence on premium movie subscription than premium sport. Some lifestyle 

interests, such as Internet and video game use, may impact the customer subscription choice behavior for all three TV 

packages.  

Table 5: Cross-Tabulation Table between Binary Predictor and Dependent Variables 

Predictor 

Variables 

Total 

Sample 

(N=100,000) 

Premium Movie Package Premium Sport Package Basic Sport Package 

0 1 ɢ2 test 0 1 ɢ2 test 0 1 ɢ2 test 

Demographic Variables 

Gender 0 58662 32838 25824 <0.0001 52952 5710 <0.0001 55888 2774 <0.0001 

1 41338 22324 19014 35987 5351 38201 3137 

Marital  0 60089 33477 26612 <0.0001 53704 6385 <0.0001 56770 3319 <0.0001 

1 39911 21685 18226 35235 4676 37319 2592 

Children 

Presence  

0 44313 25317 18996 <0.0001 39460 4853 0.3253 41565 2748 0.0005 

1 55687 29845 25842 49479 6208 52524 3163 

Lifestyle Variables 

Music 0 79931 44222 35709 0.0383 71105 8826 0.7026 75291 4640 0.0046 

1 20069 10940 9129 17834 2235 18798 1271 

Internet 0 73328 40929 32399 <0.0001 65451 7877 <0.0001 69298 4030 <0.0001 

1 26672 14233 12439 23488 3184 24791 1881 

Video 

Game 

0 95441 52952 42489 <0.0001 85002 10439 <0.0001 89832 5609 0.0366 

1 4559 2210 2349 3937 622 4257 302 

Gardening 0 84367 46345 38022 0.0007 74897 9470 0.0001 79332 5035 0.0759 

1 15633 8817 6816 14042 1591 14757 876 

Hunting 0 88426 48909 39517 0.009 78677 9749 0.3163 83150 5276 0.0394 

1 11574 6253 5321 10262 1312 10939 635 

Travel 0 73264 40548 32716 0.054 65273 7991 0.0102 69066 4198 <0.0001 

1 26736 14614 12122 23666 3070 25023 1713 

Auto 

Interest 

0 88377 48836 39541 0.0899 78580 9797 0.4964 83126 5251 0.258 

1 11623 6326 5297 10359 1264 10963 660 

Health 0 72327 40006 32321 0.1214 64277 8050 0.2607 68129 4198 0.0206 

1 27673 15156 12517 24662 3011 25960 1713 

Upscale 0 85020 46896 38124 0.9612 75694 9326 0.0274 80131 4889 <0.0001 

1 14980 8266 6714 16245 1735 13958 1022 

 

In summary, the descriptive analyses provide a preliminary evidence on the two substantive aspects. First, the 

customerôs choices of TV packages are highly correlated. Second, both the customers demographic and lifestyle can 

significantly influence their TV subscription behaviors. Moreover, we observed reasonable distribution of the 

continuous predictor variables, and adequate observations in the categories of binary predictor variables for model 

parameter estimation.  Our result also demonstrates that, the effects of predictor variables, especially lifestyle, on the 

customer subscriptions of TV packages, can be diversified. To more accurately quantify the impacts of both 
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demographic and lifestyle variables on the customer subscription behaviors, we need the joint modeling approach to 

evaluate both predictor and dependent variables in one framework.  

Multivariate Probit Model Estimation Results 

The multivariate probit model estimation result is presented in Table 6.  To make the comparison between the 

three TV packages more straightforward, we only show the parameter estimation sign and significance for all predictor 

variables. The complete estimation outcomes including the estimates, standard errors, t-value and p-value are given 

in Appendix 1.  

We can evaluate the parameter estimation outcomes from two perspectives. First, we compare the customer 

subscriptions between the premium and basic packages.  Since both premium movie and premium sport are premium 

TV packages, we can view both of them as a category of premium packages, and study the difference of customer 

subscription between the premium packages (e.g. both premium movie and premium sport) and the basic packages 

(e.g. basic sport).  Next, we can compare the customer subscriptions between the movie and sport packages. Similarly, 

we combine the premium sport and basic sport into the category of sport packages and evaluate the difference between 

the movie (e.g. premium movie package) and the sport (e.g. both premium and basic sport packages) subscriptions.  

From the parameter estimation result (refer to Table 6), we observed four different types of predictor variables. 

The first type of predictor variables, which include gender, marital, age, income, Internet and gardening, appear to 

have a consistent effect on the subscription choice behavior for all three TV packages. The parameter estimations of 

gender, marital, income and internet variables are significantly positive and those of the age and gardening variables 

are significantly negative in the results of all three TV packages. This suggests that, if a customer is male (gender =1), 

married (marital=1), has higher income and uses the Internet at home, then he is more likely to subscribe all three TV 

packages. On the other hand, if the customer is older (age increase) and/or likes gardening, s/he may be less interested 

in subscribing to any TV packages.  

The second type of predictor variables, which include age range, video games, and hunting, show different 

impacts between premium and basic packages subscription. We found that all three variables have a significant 

positive influence on the subscription of premium packages. This means that, if the subscriber has a wider age range 

household structure, uses video game at home, and likes hunting, s/he may prefer subscribing the premium packages. 

On the other hand, for basic package subscription, both age range and video game use are not significant, while hunting 

is negatively significant.  

Child presence, travel, auto interest and upscale belong to the third group of predictor variables whose influences 

on subscription are different between movie and sport packages. As suggested by the estimation results (refer to Table 

6), when a subscriber has children, s/he is more likely to subscribe movie package (e.g. the estimation is positive) but 

less likely to choose sport package (e.g. the estimation is negative). When we look at the three lifestyle variables of 

travel, auto interest, and upscale, we found that, none are significantly related to the movie package, but all are 

significantly related to sport packages. Specifically, a customer will be more likely to subscribe the sport packages if 

s/he is interested in travel and/or upscale stores, but less interested in sport packages if s/he likes automotive activities.  

There also exists predictor variables, such as music and health, which show distinct estimation results with each 

of the three TV packages. For example, the estimation of music is negative in the premium movie, is non-significant 

for the premium sport, and is positive in basic sport. The estimation of health is non-significant in both premium movie 

and basic sport, but negative in premium sport. 

Another important estimation is the Tetrachoric Correlation, which is used to determine the correlation between 

the three dependent variables. The estimation results show that the correlation is 0.693 (e.g. P-value < 0.0001) between 

the two premium packages (e.g. premium movie and premium sport), and is 0.573 (e.g. P-value < 0.0001) between 

the two sport packages (e.g. premium sport and basic sport). This result confirms that the customerôs subscription 

behaviors are highly correlated between TV packages within the same category (e.g. category of premium packages 

or category of sport packages). We also noticed that the correlation between premium movie and basic sport is 

statistically significant (e.g. ɟ13=0.294, P-value<0.001).  This suggests that, the customerôs subscription behaviors 

can also be highly correlated between different categories of TV packages (e.g. movie vs. sport or premium vs. basic).   
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Table 6: Multivariate Probit Model Parameter Estimation  
  Premium Movie 

Package (Y1) 

Premium Sport 

Package (Y2) 

Basic Sport 

Package (Y3) 

Parameter Parameter Sign and Significance 

Intercept N.S - (***)  - (***)  

Demographic Predictor Variables 

1Gender + (***)  + (***)  + (***)  

1Marital + (*) + (***)  + (***)  

3Children Presence + (***)  - (***)  - (***)  

1Age - (***)  - (***)  - (***)  

2Age Range + (***)  + (***)  N.S 

1Income + (**)  + (***)  + (***)  

Lifestyle Predictor Variables 

Music - (*)  N.S + (*) 

1Internet + (***)  + (***)  + (***)  

2Video Game + (***)  + (***)  N.S 

1Gardening - (***)  - (***)  - (***)  

2Hunting + (***)  + (**)  - (***)  

3Travel N.S + (**)  + (**)  

3Auto Interest N.S - (**)  - (***)  

Health N.S - (*)  N.S 

3Upscale N.S + (**)  + (***)  

Tetrachoric Correlation 

  Estimate SE P-value 

ɟ12 0.692 0.0046 <.0001 

ɟ13 0.294 0.0077 <.0001 

ɟ23 0.573 0.0066 <.0001 

*--significant at 10% level; **--significant at 5% level; ***--significant at 1% level 

1: The predictor variable has consistent impacts on all three TV subscription; 2: The predictor variable has different impacts 

between Premium and Basic TV subscription; 3: The predictor variable has different impacts between Movie and Sport 

subscription.  

 

To evaluate the model prediction power, we computed the cross-tabulation table between observed and predicted 

subscriptions for all three TV packages (refer to Table 7). From the result, we found that, the model can achieve more 

than 87% overall hit-rate for all three TV packages. Specifically, the model can simultaneously identify 40615 out of 

44838 (90.6%) subscribers for premium movie package, 10021 out of 11601 (86.4%) subscribers for premium sport 

package and 4981 out of 5911 (84.3%) subscribers for basic sport package. In the non-subscriber group, the model 

can reach at least 84% accuracy for each of the three TV packages. This hit-rate outcomes are much better than the 50 

percent ñby chanceò criterion, thus confirming the modelôs prediction power.  
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Table 7: Cross-Tabulation Table between Observed and Predicted TV Subscriptions   

Observed Subscription 

Predicted Subscription 

Premium Movie 

Package 

Premium Sport 

Package 

Basic Sport 

Package 

0 1 0 1 0 1 

Count 0 48363 4223 79296 1580 82684 930 

1 6799 40615 9643 10021 11405 4981 

Percentage 0 48.4% 4.2% 79.3% 1.6% 82.7% 0.9% 

1 6.8% 40.6% 9.6% 10.0% 11.4% 5.0% 

 

Conclusion 
 Operating in a highly competitive market with high saturation, the subscription-based television service providers 

need to understand the customerôs subscription behaviors such that they can design better marketing actions to incite 

the customerôs purchase intention. To help the service provider achieve this substantive goal, our study attempted to 

profile likely subscribers to premium movie, premium sport and basic sport packages using both subscriber 

demographic and lifestyle information.   

A multivariate probit model was proposed for jointly evaluating the customer subscriptions of the three TV 

packages: premium movie, premium sport, and basic sport. We found a significant correlation between the different 

TV packages. The high correlation necessitated simultaneously investigating the customer subscriptions of multiple 

TV packages rather than evaluating each TV package separately. The model estimation results show that, the customer 

subscription behaviors, e.g. the subscriptions of TV packages, are strongly correlated with the subscriberôs 

demographic and lifestyle information. The influence of the demographic and lifestyle variables on the customer TV 

subscriptions choices is diverse. For example, customers who like hunting prefer premium TV packages, but not the 

basic packages. Customers with children are more likely to subscribe to movie packages than sports packages. The 

service provider should pay attention to the varied demographic and lifestyle influences to avoid making the wrong 

target decisions.  

An extension of this study would consider examination of the effects of other types of predictor variables on the 

customer TV subscription behaviors, such as price, promotion, and advertising influences. Price is always a 

determinant factor shaping a customer purchase decision. Therefore, it would make sense to add covariates in this area 

to improve both the model application and prediction power. A further extension of this study would be to expand the 

dataset from cross-sectional to panel data, such that we could also evaluate the dynamic features of the customer 

subscription behaviors.  

 

Appendices 

Appendix 1: Multivariate Pr obit Model Parameter Estimation Result 

 Parameter Estimates 

Parameter Estimate SE t-Value P-Value 

Premium Movie 

Intercept 0.026 0.018 1.47 0.1425 

Gender 0.054 0.008 6.65 <.0001 

Marital 0.017 0.009 1.89 0.0586 

Children Presence 0.032 0.009 3.65 0.0003 

Age -0.006 0.000 -18.16 <.0001 

Age Range 0.002 0.000 4.91 <.0001 

Income 0.568 0.222 2.55 0.0107 

Music -0.023 0.014 -1.66 0.0974 

Internet 0.047 0.011 4.25 <.0001 

Video Game 0.136 0.021 6.53 <.0001 
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Gardening -0.071 0.014 -4.95 <.0001 

Hunting 0.043 0.016 2.73 0.0062 

Premium Sport 

Intercept -1.121 0.023 -48.03 <.0001 

Gender 0.167 0.011 15.68 <.0001 

Marital 0.036 0.012 3.02 0.0025 

Children Presence -0.050 0.011 -4.39 <.0001 

Age -0.007 0.000 -15.69 <.0001 

Age Range 0.002 0.000 3.91 <.0001 

Income 1.713 0.290 5.9 <.0001 

Internet 0.059 0.014 4.12 <.0001 

Video Game 0.111 0.026 4.2 <.0001 

Gardening -0.092 0.019 -4.86 <.0001 

Hunting 0.051 0.020 2.51 0.0121 

Travel 0.031 0.014 2.2 0.0277 

Auto Interest -0.044 0.020 -2.22 0.0262 

Health -0.028 0.016 -1.75 0.0809 

Upscale 0.035 0.015 2.32 0.0203 

Basic Sport 

Intercept -1.396 0.029 -48.9 <.0001 

Gender 0.239 0.013 18.24 <.0001 

Marital 0.050 0.015 3.45 0.0006 

Children Presence -0.109 0.014 -7.92 <.0001 

Age -0.008 0.001 -16.1 <.0001 

Income 1.706 0.358 4.77 <.0001 

Music 0.041 0.023 1.81 0.0701 

Internet 0.128 0.017 7.44 <.0001 

Gardening -0.069 0.023 -3.02 0.0025 

Hunting -0.082 0.025 -3.24 0.0012 

Travel 0.036 0.017 2.11 0.0346 

Auto Interest -0.072 0.024 -2.98 0.0029 

Upscale 0.073 0.018 4.01 <.0001 

Tetrachoric Correlation  

ɟ12 0.692 0.005 150.12 <.0001 

ɟ13 0.294 0.008 37.96 <.0001 

ɟ23 0.573 0.007 87.33 <.0001 
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We compared the internal reliability and predictive validity of the 16-item Social Dominance Orientation scale 

(SDO6) to the 4-item Short Social Dominance Orientation Scale (SSDO) using a non-student sample in the United 

States focusing on the social hierarchy struggle between carnists (i.e., individuals who embrace the socially dominant 

view that it is ethical to eat animal-derived products) and ethical vegans (i.e., individuals who are ñvegan for the 

animalsò and embrace animal rights). Although internal reliability of the SSDO was considerably lower than that of 

the SDO6, predictive validity was almost as high. As expected, individuals displaying lower levels of SDO, as 

measured by both SDO6 and SSDO, display lower levels of speciesism as well as higher levels of emphatic concern. 

Further, as anticipated, ethical vegans, as compared to carnists, are lower in SDO and speciesism, and higher in 

empathic concern. 

Introduction  
Social Dominance Theory (Sidanius and Pratto, 1999) posits that societies embrace systems of social hierarchies 

that are based on group characteristics such as race, ethnic group, religion, and species. Within these arbitrarily-set 

systems group conflict and oppression are commonly observed. Individuals who defend a given group hierarchy have 

been found to display high levels of social dominance orientation (SDO), which has been defined as an ñindividual 

difference orientation that expresses the value that people place on nonegalitarian and hierarchically structured 

relationships among social groupsò (Sidanius and Pratto, 1999, p. 61). Prior research has found a robust correlation 

between SDO and discrimination as well as prejudicial ideologies about many kinds of groups, including ethnic 

minorities, religious minorities, the poor, women (Pratto et al., 2012), and animals (Dhont and Hodson, 2014). 

Background 
SDO, as a measure of propensity for prejudice, is generally assessed by using the 16-item SDO6 scale (Pratto et 

al., 1994). Although SDO6 is used widely, it has been the target of a number of criticisms, one of which relates to the 

relatively high number of items; this places a burden on researcher and respondent alike. Pratto et al.ôs (2012) research 

directly addresses this and other criticisms by comparing the SDO6 to a newly developed 4-item Short Social 

Dominance Scale (SSDO) across 20 countries, using 15 languages, and found the short scale to be effective. In their 

research, Pratto et al. (2012) focused on the relationship between SDO and attitudes toward women in leadership 

positions, aid to the poor, and protecting minorities. As expected, low scores on either scale indicates a preference for 

group inclusion as well as favoring equality to dominance. 

The purpose of the current research is to compare the SDO6 to the SSDO in a context that expands group hierarchy 

to include prejudices and dominance toward animals (Dhont and Hodson 2014). 

Study 1: FindingsðSDO6 
One hundred forty subjects answering the survey featuring SDO6 reported the consumption of red meat and are 

therefore considered to be carnists (Joy, 2010), whereas 79 stated that they do not eat any type of meat or any animal 

byproducts and are ethical (i.e., animal rights; Francione and Garner, 2010) vegans. 

Scale reliability of the SDO6 is very high (Ŭ=.913), and all 16 items perform well on the Cronbachôs Alpha 

measure. The speciesism scale consists of eight 7-point scales (measured from 1 = strongly disagree to 7 = strongly 

agree; Dhont et al., 2014). Sample items include the production of inexpensive meat, eggs, and dairy products justifies 

maintaining animals under crowded conditions and there is nothing wrong with killing animals for their fur to make 

clothes (fur coats). Higher scores on the multiple-item measure (Ŭ = .878) signify a higher level of speciesism. The 

empathic concern scale was adjusted from Davis (1980) to consist of seven 7-point items (measured from 1= does not 

describe me well to 7 = describes me very well). Sample items include when I see someone being taken advantage of, 
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I feel kind of protective toward them and I would describe myself as a pretty soft-hearted person. Higher scores on 

the multiple-item measure (Ŭ=.838) show a higher level of empathic concern. 

Pearson correlation shows that, as expected, both speciesism (r=.514; p=.001) and empathic concern (r=-.456; 

p=.001) are highly and significantly correlated to SDO6 in the expected directions. 

The statistical analyses using one-way ANOVA show, as expected, that ethical vegans display a statistically 

significant (1) lower level of SDO (m=1.97; F=30.169; p=.0001) than carnists (m=2.78); (2) lower level of speciesism 

(m=1.52; F=449.996; p=.0001) than carnists (m=4.18); and (3) higher level of empathic concern (m=5.98; F=35.188; 

p=000.1) than carnists (m=5.07). 

Study 2: FindingsðSSDO 
One hundred forty seven of the respondents answering the survey featuring the SSDO scale were carnists and 143 

ethical vegans. 

Internal consistency of the 4-item SSDO (Ŭ=.651) is lower than that of the 16-item scale (Ŭ=.913). Internal 

consistency of the speciesism scale (Ŭ=.904) is high, and that of the empathic concern scale (Ŭ=.838) is robust. 

The correlation between SSDO and speciesism is statistically significant and in the predicted direction (r=.350; 

p=01), as is that between SSDO and empathic concern (r=-.429; p=.01). 

As predicted, the statistical analyses using one-way ANOVA show that ethical vegans display a statistically 

significant (1) lower level of SDO (m=1.99; F=23.133; p=.0001) than carnists (m=2.62); (2) lower level of speciesism 

(m=1.27; F=557.257; p=.0001) than carnists (m=3.82); and (3) higher level of empathic concern (m=6.01; F=21.709; 

p=.000.1) than carnists (m=5.71). 
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Summary Brief 

Fake or Not: The Impact of Consumer Perceptions of 

Online Reviews on Purchase Intention  
 

Sujata Ramnarayan, Notre Dame de Namur University, USA. 
 

Online reviews play a major role in consumer decision making for both online and offline purchases. Numerous 

sources report the importance of online reviews to both businesses and consumers with ninety percent of consumers 

reading reviews before visiting a business. Many studies consider the economic impact of database driven rating 

scores on marketing performance measures. However, research on how consumers form judgments on reviews leading 

to the purchase decisions is limited. This study aims to fill the gap in the literature by looking at how consumers use 

peripheral cues of volume of reviews, valence of review content, and perceived trustworthiness of reviewers in forming 

judgments on trustworthiness of reviews and its impact on purchase intention. 

Literature Review and Hypotheses 
Majority of Americans rely on online reviews as a way to reduce information asymmetry (Spence 2002) before 

making a purchase. According to the Pew Internet Center, eighty two percent of U.S. adults refer to online reviews 

before making a purchase (Smith and Andes 2016). Despite the fact that forty eight percent of those reading reviews 

are not sure about its trustworthiness, the majority of consumers still rely on it for making decisions (Gammon 2014). 

This suggests that consumers use other peripheral cues to help them in forming judgments regarding trustworthiness 

of the reviews. This study plans on examining how such peripheral cues affect perceptions of reviews and therefore 

purchase intention. 

Recent research shows that effect of volume and ratings of online reviews on sales and other marketing 

performance measures. However, we know little about how consumers form opinions regarding these reviews and 

therefore their purchase decisions based on these reviews. How do consumers form their judgment of reliability and 

trustworthiness of such reviews to make decisions? While it is clear that many depend on it, the proliferation of reviews 

along with mixed reviews and fake reviews, is leading consumers to make judgments about the reliability of reviews 

and reviewers in arriving on a trust score internally before making decisions. Not much is known about how consumers 

perceive these reviews in making decisions. This research hopes to provide some answers to these questions and 

contribute to existing research on perception of reviews in forming judgments during the decision making process. 

Research shows the effect of online reviews on sales to be moderated by product and consumer characteristics 

(Zhu and Zhang 2010). For example, when consumers are looking at popular products, they rely on online reviews 

less. Similarly, when consumers have more experience with the internet they tend to rely on online reviews more. The 

strength of impact of online reviews on sales appears to be moderated by popularity of products and level of experience 

with the internet. However, the researchers only captured the effect on sales, leaving open the question of how such 

reviews are perceived. It is clear that volume of reviews and ratings have an impact on sales. However, it is unclear 

how it influences consumers in forming judgments. For example, many products have mostly positive reviews. When 

presented with little variance in reviews and mostly positive reviews, consumers depend on other peripheral cues such 

as photos to assess trustworthiness of reviews (Ert, Fleischer, and Magen 2015). In an online medium where ties are 

weak and the reviews are from strangers, consumers depend on peripheral cues in reaching decisions. As mentioned 

earlier, some of the cues are familiarity with the product or experience with the internet in which case the reliance on 

such reviews is moderated but not negated by such factors. Even in these cases, the consumer is left to evaluate the 

trustworthiness of the reviews based on other cues such as the valence of the review, the reputation rating for the 

product, or the trustworthiness of the reviewer. Although negative word of mouth has a greater impact than positive 

word of mouth on purchase evaluations, it is often filtered and evaluated in light of familiarity with the product, 

retailer, and or brand (Chatterjee, P 2001). Chatterjee (2001) found that perception of credibility of negative reviews 

did not differ between those who selected based on familiarity or price although those who were unfamiliar with the 

brand or retailer tended to search for more negative reviews. This shows that negative reviews provide value by 

themselves in helping consumers make decisions or validate their decisions just as much as positive reviews do. 

However, current research has not assessed the value of valence to consumers and how much each influences decision 

making. Thus, the first hypothesis is as follows: 
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H1: Consumer trust of reviews is likely to be greater for products that have mostly positive with some negative 

reviews than for products with all positive reviews. 

Managerôs response to reviews also have an impact on subsequent reviews with acts of complaint management 

having a positive effect on subsequent reviews and acts of customer appreciation seen as disingenuous ( Wang and 

Chaudhry 2018). This implies that trust in the product and the reviews increases in case of complaint management 

and decreases in case of customer appreciation in an online setting. As the authors state, managerôs response to 

negative reviews is seen as adding value whereas manager response to positive reviews is seen as self-promotional. 

Although the authors found this to be true only in cases where the reviewers could observe previous reviews, a 

consumer making decisions should be influenced in a similar way and is in a situation where all reviews including 

managerôs responses are visible. As the authors point out, their interest was in measuring the impact on subsequent 

reviews with a focus on management of reviews while calling for future research on its impact on economic 

consequence of such reviews and manager responses. Similar to how consumer assessment of manager response to 

positive reviews is perceived as less trustworthy, it is proposed here that consumers are likely to find products with a 

few negative reviews that have been addressed more trustworthy than all positive reviews. Thus the second hypothesis 

is: 

H2: Consumer trust of products and reviews is likely to be greater for products with mostly positive but with a 

few negative reviews that have been addressed by the provider than for a product with all positive reviews 

with no manager response. 

As stated earlier, consumers find value in both positive and negative reviews. There are also many cases where 

the reviews are two-sided providing for both positive and negative assessment of the product or service. Consumers 

are not only using valence of reviews as a cue to judge its trustworthiness but they are also trying to judge the 

trustworthiness and credibility of the reviewer. In other words the perceived authenticity of an individual reviewer 

and the authenticity of reviews overall both could potentially impact perceived trustworthiness of the reviews. Based 

on the above discussion, it is proposed. 

H3: Consumer trust of reviews, reviewer, and products is greater when reviewers provide two sided reviews as 

opposed to all positive or all negative reviews.  

Methodology 
The study will involve an online experiment in which peripheral cues of reviewer trustworthiness, valence of 

content, and reputation rating. All along with product type will be manipulated to measure consumer perception of 

trustworthiness of reviews, perception of product performance and purchase intention. This is similar to how consumer 

make decisions online providing a realistic environment for decision making. 
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Summary Brief 

The Persuasive Role of Messenger Cues in User- 

Generated Product Reviews 
 

Johnine McCartney, Ithaca College, USA 

Karen Berger, Pace University, USA 

Laura Rifkin, Pace University, USA 
 

While decisions regarding the presentation of cues about the online product reviewer may seem routine, the 

present research demonstrates that such factors can significantly enhance the persuasiveness of a product testimonial. 

Marketing practitioners curating product testimonials for social media are advised to balance the presentation impact 

of the testimonial and messenger cues. 

Introduction  
Among millennials seeking advice, the large majority turn to online user review sites such as Yelp or Angieôs 

List (Mintel, 2018) and marketers are increasing focused on harvesting earned social media content to influence 

prospective customers. When reading user-generated product reviews, consumers often see a multitude of cues about 

the messenger (author). Some are self-posted by the messenger and provide authentication that the messenger is a real 

person reviewer, some are posted by the website community and reflect the consensus opinion of the messengerôs 

credibility. One fundamental question this experimental research sought to answer was if the persuasiveness of the 

product review testimonial is affected by these messenger credibility cues. If so, what messenger cue presentation 

boundary conditions change the overall persuasiveness of the product testimonial.   

Background 
The overall objective of this research was to study the effect of consensus and self-posted messenger credibility 

cues simultaneously presented with user-generated product reviews. While prior experiments have explicitly 

manipulated one aspect of messenger credibility, such as expertise, this experiment sought to explore the effect 

multiple, diverse messenger credibility cues had on prospective customers, a typical environment when visiting sites 

such as Yelp and TripAdvisor. For the purposes of this experiment, consensus cue strength was operationalized as: a 

designation of being or not being an ñeliteò website member, having a high or low number of ñfriendsò, and having a 

high or low number of reviewer votes for ñhelpfulò, ñfunnyò and ñcoolò. Self-posted messenger credibility cue strength 

was operationalized as: the inclusion of a picture of the messenger or not, the inclusion of the messengerôs age or not, 

the inclusion of a gender specific name or gender-neutral name, and the inclusion of the messengerôs hometown 

information or not. 

Findings 
Of importance to marketeers, the persuasiveness of a product review testimonial to prospective consumers can be 

enhanced by the presentation of messenger credibility cues. As hypothesized, results of Study 1 indicated that both 

self-posted informational messenger credibility cue strength and consensus messenger credibility cue strength had 

significant main effects on perceived messenger credibility. Informational messenger credibility cue strength had a 

significant main effect on perceived messenger credibility, (F 1,258 = 4.376, p<.05). Consensus messenger credibility 

cue strength had a significant effect on perceived messenger credibility, (F 1,258 = 7.072, p<.01). Together, 

informational messenger credibility cue strength and consensus messenger credibility cue strength were a significant 

predictor of perceived messenger credibility (F 3,258 = 4.107, p<.01). The consensus messenger credibility cue 

strength being the greater influencer. Turning attention to the outcome variable of persuasion, a simple linear 

regression was calculated to predict persuasion based on perceived messenger credibility. A significant regression 

equation was found (F 1,260 = 49.185, p<.001, with a R2 of .159. Perceived messenger credibility had a significant 

effect on persuasion (B=.358, SE=.051 p<.001). As predicted, perceived messenger credibility was also shown to be 

a mediator is the relationship between consensus messenger credibility cue strength and persuasion. Of potential 

interest for future research is the negative sign of the interaction between self-posted informational messenger 

credibility cue strength and consensus messenger credibility cue strength on persuasion. A post analysis of the data 

focused on the effect of perceived levels of consensus messenger credibility cue strength and perceived self-posted 

informational credibility cue strength. The conditional effect of perceived consensus messenger credibility cues on 
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persuasion, with the multiplicative moderators of perceived similarity and perceived self- posted informational 

credibility cues was significant. The relationship was negative, such that higher perceived levels of messenger self-

posted informational cue strength significantly weakened the positive effect of perceived consensus credibility cue 

strength on persuasion. The current research highlights a potential caveat for managers to balance the effect of the 

presentation of self-posted messenger informational credibility cues and consensus opinion messenger credibility cues 

when trying to persuade perspective customers. Given that perceived similarity affects persuasion (Naylor et al., 2011, 

Lim et al., 2006), and its moderating effect may be weakened in the presence of higher perceived self-posted 

messenger informational cue strength, the boundary conditions of this interaction warrant further investigation. Study 

2 will be an experiment studying the effect of perceived messenger informational messenger cue strength and 

perceived consensus messenger credibility cue strength on perceived messenger credibility and persuasion, under 

conditions of high and low messenger similarity. Study 2 will focus on the effects of perceived self-posted messenger 

informational credibility cue strength and perceived consensus messenger credibility cue strength on perceived 

messenger similarity and persuasion, with an additional manipulation of priming the participants for similarity.  
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Summary Brief 

Selfie Is Not Just for Self; Implications for Marketing  
 

Mini Mathur, MICA, Ahmedabad, India 
 

Selfie has been a point of discussion as a social phenomenon but not much has been discussed by marketing 

scholars to understand selfie with regards to branding, promotion or consumer insights. Purpose of this study is to 

explore selfie as a phenomenon and its usefulness in marketing. The paper uses not just selfie but also interviewed 

subjects ñon the how and why of taking and using selfieò. These inputs were then verified by the four experts to find 

evidence for marketing and consumer insights. The results emphasized that respondents like taking selfie for the 

control, freedom and privacy attributes. It enables them to take multiples and then post that best one with friends or 

family. It is also considered to capture ñoneselfò in moments but the subjects are hardly seen promoting products, as 

selfies are taken on extempore basis. This is an exploratory research delving into usage of selfie for marketers.  

Introduction  
Selfie is defined as a photograph that one has taken of oneself, typically one taken with a smartphone or webcam 

and shared via social media. (Oxford Dictionary). Selfie has been researched by scholars from a ñSelf Conceptò and 

social perspective and not so much from a marketing lens. Cruz and Thomham (2015) argue that it should be 

understood broadly as social, cultural and media phenomenon and not just looked at as another image. Selfie can be 

understood as portrayal of self, a photographic technique, as capturing of moments, socio-cultural evidence of 

millennials, sharing on social media as a major component. As the ósubjectô(individual) has been of prime importance 

in ñselfieò, the question arises is, can it be used to promote an object on that subject, be it fashion, accessories or a 

durable.  

Theoretical Examination 
The literature regarding selfie is very limited in the area of marketing. The ability of the selfie to be distributed in 

social networking sites makes it unique. Brager (2015) discussed that selfies get a second life when they are online. 

Sharing of selfies in social networking sites enables the marketers and advertisers to get information of their 

prospective customers. (Nightingale, (2007). This has been studied as part of social media studies. Brands cannot 

afford to avoid selfies considering it for young people with identity issues and start looking for the next generation of 

brand storytellers. There can be creative insights generated out of it. (The Guardian ,2015). Kedzior, Allen, Schroeder 

(2016) have stressed on the importance of selfie both in consumer lives and in generating insights which are important 

to marketers in areas such as branding, consumer behaviour and market research. While selfie is least controlled by 

marketers, this is emerging as one of the new media genres, and it enables consumer engagement, giving maximum 

returns to the social media marketing efforts. (Hackley, Hackley, Bassiuni, 2018).  

Methodology 
The research has been done in two stages ï one at the data collection through in-depth interviews and keeping a 

repository of selfies of the participants. Content analysis of these interviews have been done to arrive at initial findings. 

Two at the quantitative photo analysis stage, taking 150 selfies from different social networking sites and coding was 

done to emerge on themes. In this research, convenience sampling was used, with 10 participants ï 6 females and 4 

males, in the age group of 20 -30 years, as post-graduate students were recruited. As the researcher needed a sample, 

who are extensively into selfie phenomenon, a roll ball method of selection of informants was used. It was found that 

not many males get into this phenomenon, we had more number of female respondents than males in the sample. 

Informants were requested to bring in five of their recent selfies. In-depth interviews, ranging for 45 -60 minutes, 

helped the researchers in understanding how informants associate meanings to their selfie image. Discussions revolved 

around and probed into informantôs feeling of self and self-portrayal.  

Findings 
Multiples reasons of taking selfie was revealed. Selfies helps in taking control of yourself and your emotions. 

Sometimes people take selfies just to check how they look. Selfies give a sense of inclusiveness that many people can 

be included in one frame. It was also found that many people did not like the concept of taking selfies but when it was 

accepted in social set up, they started being a part of it or started taking selfies. It gives confidence to oneself to click 

their own photo as some people become cautious when others take their pictures. Generally, people take 3-4 selfies 

and they keep the good ones and discard the bad ones. Some people feels that selfie gives confidence in their look. At 

http://www.style.com/slideshows/slideshows/trends/industry/2015/01-january/selfies/1
http://www.style.com/slideshows/slideshows/trends/industry/2015/01-january/selfies/1
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times, selfies are also taken when there is no particular reason to it rather it is just taken because there are group of 

friends sitting together in a room and they just want to click some pictures. They then post it in social media just to 

get some likes and comments from close friends. There are some set of people who click photos because they want to 

capture good moments. Here good faces and quality of the picture is of least importance. What matters to the subjects 

is inclusiveness or togetherness. The reason for taking selfie is capturing happy faces and moments spent together and 

also the background if it is a holiday. Selfie is an extension of self-display, with pouting and other expressions, people 

tend to display boldness. It gives freedom to make all kinds of weird faces. As one respondent puts it, ñWhen in larger 

groups, not possible to share the screen space, so we do it in smaller groups. Earlier when someone else clicked, it 

looked more made-up, we got cautious, looked artificial. Selfies make us look more confident.ò 

Conclusion 
The selfie has become one of the important ways to communicate by millennials of this generation. This paper 

debates that while selfie has a strong connotation of self -concept, narcissism and other psychological attributes but 

its sharing on social media sites itself indicates there is much deeper engagement in terms of consumer insights and 

marketing. This gives enough evidence regarding selfies to be used by marketers for insights. This needs to be further 

investigated considering the social, cultural and technological context.                       
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Summary Brief 

Do Scarcity Signals, Time Pressure, and Peer 

Influence Work in Televised Sales Pitches? A Minute-

by-Minute Analysis of TV Shopping Network Data 
 

Ming Chen, University of Houston, USA 
 

TV shopping networks (also known as the ñhome shoppingò industry) are major channels of direct retailing in 

the United States and worldwide. In 2014, QVC, one of the largest TV shopping networks, generated nearly $9bln in 

sales revenue, with about 300 million customers worldwide. Central to their business model, practitioners at TV 

shopping networks are keenly interested in understanding the impact (both individually and cumulatively) of 

commonly utilized stimulating-sales methods (such as time pressure, peer influence, and scarcity signals) on sales-

per-minute (SPM) while promoting a product in real-time. Empirical studies linking sales strategies to SPM, however, 

are limited. In this paper, we collect a dataset from a major TV shopping network that includes both the video footage 

of the sales pitch, as well as SPM for a sample of 281 products across two major product categories (beauty and 

electronics). We first use the Latent Class Model to explore the underlying factors that potentially affect the decisions 

to utilize these sales methods while controlling for endogeneity. Then we examine the effectiveness of these methods 

in driving SPM using generalized linear regressions. Our results show that (1) time pressure is not a recommended 

method in our sample; (2) for TV shopping programs, when to utilize these methods in the show matters; and (3) the 

effectiveness of sales methods tends to be stronger for the hedonic product category (beauty) than the utilitarian 

product category (electronics).  

Introduction  
Television (TV) shopping networks (also known as the ñhome shoppingò industry or ñcable shoppingò networks) 

are major channels of direct retailing in the United States and worldwide. According to IBIS World (ibisworld.com), 

the industry revenue was $6 billion in 2015. The major players in this industry generated substantial sales exceeding 

the sales from traditional shopping channels such as physical stores (i.e. Bloomingdaleôs) and online selling channels 

(i.e. Amazon.com) (Park and Lennon, 2006). For example, as two major players in this industry, QVC and HSN 

(qvc.com and hsn.com) generated sales of $9 billion and $5 billion in 2014, respectively, both reached more than 100 

million households worldwide.   

With such a significant market size, TV shopping networks have attracted attention from both researchers and 

practitioners. In this industry, SPM (sales-per-minute) is the key measure to indicate how successful the product is 

when it is on air. This measure can reflect the variations of sales from the same product at different air time on TV 

and also reflect the variations of sales across products at the same air time. For practitioners in this industry, they are 

keenly interested in understanding the impact (both individually and cumulatively) of commonly utilized sales 

strategies (such as time pressure, peer influence, and scarcity signals) on SPM while promoting a product in real-time. 

One important question for them is what sales strategies are effective on TV shopping programs in terms of generating 

maximum SPM. Meanwhile, marketing researchers are interested in understanding what factors that drive sales in TV 

shopping network industry and the underlying mechanisms that help explaining the observed shopping behaviors.  

In marketing, scarcity is one of the commonly used strategies to promote sales. The scarcity strategy can be 

manifested into the forms of limited-time offer or limited-quantity offer. For example, customers often see that limited-

time offer from advertisements explicitly announcing ñthe products are on sale for this weekend onlyò. The limited-

time offer displayed in front of customers gives consumers ñtime pressureò of making purchase. On the other hand, 

limited-quantity offer allows consumers to purchase certain types of product with limited quantity at the discounted 

prices. In addition, marketing practitioners often use ñpeer influenceò as a signal to express the message that their 

products are of high quality compare to their peers. The herding theory (Bikhchandani, Hirshleifer, and Welsh 1992) 

suggests that people tend to follow the crowd under the situation of information asymmetry or uncertainty (Keynes, 

1930). Existing literature employs this theory as the main mechanism to explain effectiveness of peer influence 

strategy adopted in marketing (Amaldoss and Jain, 2005, Argo, White and Dahl, 2006).  
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In this paper, we focus on three sales strategies (time pressure, scarcity signal and peer influence) and empirically 

examine the impacts of these strategies on SPM in TV shopping network industry. The exploratory analyses show that 

the decisions of utilizing these methods in a particular TV show are possibly endogenous. Ignoring endogeneity issue 

will lead to biased results (William Greene, 2002). In order to control endogeneity, we use the Latent Class Model to 

estimate the decisions of utilizing these strategies. The proposed method will also help identify the unobserved factors 

that reflect the common characteristics of the TV programs.  

We collect a dataset from a major TV shopping Network Company in the United States that includes both the 

video footage of the sales pitch and the corresponding minute-by-minute sales. The sample contains 281 sales pitches 

with the average air length of 16 minutes. The sample contains two major product categories- beauty and electronics. 

The 281 shows account for in total of 4,621 minutes. Based on the collected data, this paper makes the following 

contributions: 

¶ To the best of our knowledge, this paper is the first one investigating the effects of different sales strategies 

in TV shopping network industry using minute-by-minute data. With such a significant market size, TV 

shopping network industry clearly deserves more rigorous research to uncover the important managerial 

questions such as what is the most effective sales strategy on TV program in terms of SPM. 

¶ The empirical findings from this paper are related to behavioral literature on the goal theory and the loss 

aversion theory (Nathan Novemsky and Daniel Kahneman, 2005; Colin Camerer 2005; Ariely et al. 2005). 

Consistent with findings from previous research on loss aversion and herding, the empirical results of this 

paper confirm that the scarcity does play a role influencing consumersô shopping behaviors. Thus, the field 

test conducted in this paper not only provides empirical evidence supporting the associated theories but also 

helps reveal the underlying mechanisms at play behind scarcity, time pressure and peer influence.  

¶ This paper empirically evaluates the effects of both individual and combination of sales strategies using the 

field data. Among existing literature, empirical studies are quite limited because of data unavailability. Two 

empirical studies (Balachander, Liu and Stock 2009, Inman and McAlister, 1994) explored the effect of single 

sales strategy on auto and food industries respectively. Different from those studies, this current research 

estimates the effects of different strategy combinations on SPM, exploring potentially more efficient ways of 

utilizing sales strategies. In addition, compare to the studies using experimental data, this empirical paper 

uses field data which has advantages of avoiding manipulation bias and measurement errors.  

The rest of the paper is organized as follows. Section 2 presents literature review. Section 3 gives the data 

overview with the statistical descriptions. Section 4 details the model with the specification and the proposed research 

design. Section 5 shows the empirical findings with the discussions. The interpretations and managerial implications 

are provided. Section 6 concludes this study. 

Literature Review 
Scarcity 

Early in the industrial era, the father of modern economics Adam Smith started to notice the effect of scarcity and 

the role it plays in the world of economy. In his famous book- the wealth of nations, he mentioned that ñthe merit of 

an object, which is in any degree either useful or beautiful, is greatly enhanced by its scarcityò (Adam Smith, 1776).  

About two centuries later, Brock (1968) provided the earliest formal definition of scarcity. He defined scarcity as 

any of the following forms: (1) limitations on the supply or the number of suppliers, (2) time and cost associated with 

acquiring or keeping the product, (3) restrictions on limiting possession of a product, and (4) delays in providing the 

product. This paper focuses on the first and second forms of scarcity. Specifically, we look at limited-quantity supply 

(i.e. ñout-of-stockò scarcity signal) and limited-time offer (i.e. ñtime pressureò). 

There has been a rich history of research on scarcity (i.e., Brock 1968, Fromkin 1970, Worchel et al. 1975, and 

Verhallen 1982). Scarcity attracted attention from psychologists before it has been adopted by marketing practitioners 

as one sales strategy. Extensive experimental studies in psychology show that scarcity can intensify evaluative 

responses (Frieze and Weiner 1971), increase the engagement (Sehnert et al. 2014), enhance the attractiveness of an 

object (Verhallen 1982), and lead to greater persuasion effect (Bozzolo and Brock 1992).  

In marketing, an ñout-of-stockò scarcity signal is a commonly used sales strategy. Research demonstrates that 

scarcity can increase the perceived value of a product (Raghubir 2006, Suri et al. 2007, and Mittone and Savadori 

2009), the inventory level of a product (ñout-of-stockò scarcity) is negatively associated with higher consumer 

preference for that particular product (Balachander et al. 2009). It has been proven that scarcity can serve as an 
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effective tactic increasing sales, which helps explain why it is one of the most frequently used sales strategies by 

marketers and advertisers.  

Researchers go beyond to look for the underlying mechanisms that help explain the observed effectiveness of 

scarcity. As suggested by Kahneman and Tversky (1979), the theory of loss aversion has been invoked in the domain 

of both riskless (no money involved) and risky (money involved) choices to explain the scarcity effect. Specifically, 

they model risky choice to explain risk aversions of different consumers. In the situation where consumers see 

discounted price, they illustrate that consumers may frame the discounted purchase as a potential ñgainò before the 

product becomes out-of-stock and may reframe the purchase as a potential ñlossò if they miss the purchasing 

opportunity. In order to avoid potential loss, customers are more likely to make purchase when they see a scarcity 

signal.  

Extant literature finds supporting evidence for the loss aversion theory. For example, Kahneman, Knetsch, and 

Thaler (1990) conduct an experiment during which sellers were asked the minimum price they would be willing to 

accept to give up a product and buyers were asked the maximum price they would be willing to pay to acquire the 

same product. The results were that on average, the asking price from sellers was much higher than the price offered 

by buyers. The explanation for this finding, suggested by the loss aversion theory, is that sellers evaluate the product 

as a loss, while buyers evaluate the same product as a gain.  

Therefore, consumers may frame the discounted price as a potential ñgainò before the product becomes out-of-

stock and may reframe the purchase as a potential ñlossò if the product runs out of inventory.  

Time Pressure 

Limited time can be viewed as another source of triggering loss of aversion behaviors. The strategy of offering 

limited-time (i.e. limited-time offer or 24-hour sales) for consumers to make purchase is often used by marketers as 

well. When time closes to expiration, the signal of scarce time can trigger loss aversion behaviors due to potential 

framing of ñlossò if time goes expires. A few empirical studies find supporting evidence. For example, Inman and 

McAlister (1994) empirically tested the coupon redemption pattern on spaghetti sauce and found out that the 

redemption rate increased greatly right before the expiration date, suggesting that consumers try to avoid the potential 

loss of expired coupons. 

Peer Influence 

Peer influence (also named as social effects, or social influence) is another commonly used sales boost strategy. 

The earliest work examining the effect of peer influence can be seen from Keynesôs series studies (Keynes, 1930, 

1936, 1937). Keynes identified that sociological and psychological forces (social influences) were the major factors 

affecting investorsô behaviors in the financial markets. Additionally, Keynes explained that the underlying mechanism 

of peer influence was the ñherdingò theory which suggests that under the situation of information asymmetry or 

uncertainty, people tend to believe what othersô believe and follow what others do because they believe that others are 

better informed than themselves. Banerjee (1992, 1993) present the theoretical work supporting that people are likely 

to ignore their own private information and tend to favor information inferred from othersô actions. 

Marketing practitioners use ñpeer influenceò as a signal to indicate good quality of their product to customers. 

Under the herding theory, consumers tend to follow the crowd because they think that the rest of crowd is better 

informed. Both experimental studies (i.e. Argo, White and Dahl, 2006) and empirical work (i.e. Godes and Mayzlin, 

2004) reach the findings that are consistent with the theoretical explanation for peer influence. For example, Godes 

and Mayzlin (2004) indicate that other viewersô opinions on new released TV shows have explanatory power on TV 

viewership behaviors and TV ratings.  

Combinations of Sale Strategies 

It is commonly seen that multiple sales strategies have been applied at the same time in practice. However, 

academic research seems to miss to address the issue of cumulative effects of different strategies on sales. 

In our research setting, we focus on three strategies: time pressure, scarcity signal and peer influence. From the 

discussion in Section 2.1, time pressure and scarcity signal are both scarcity appeals, therefore the combination of 

ñtime pressureò and ñscarcity signalò should be more effective than other combinations of strategies.  

Additional Analysis 

Our sample contains two product categories: beauty and electronics. These two categories display a series of 

different characteristics such as prices, size, shape, color, functionality, etc. The major distinction, however, is that 

beauty products have the hedonic attributes whereas electronics have the utilitarian attributes.  
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Literature in psychology suggests (Kivertz and Simonson 2002a) that people tend to take actions that will 

maximize their positive feelings if the positive emotions were evoked. Other studies (Chitturi et al. 2007) show that 

the hedonic attributes are more likely to evoke positive emotions. Therefore, the hedonic attributes are more likely to 

motivate consumers to make purchase because acquiring the product will increase positive feelings.  

In summary, this paper addresses two important managerial questions remain unanswered from existing literature. 

First question is to address the issue of relative effectiveness of these aforementioned sales strategies. Advertisers and 

managers are keenly interested in finding the answer to this question. Particular, they are interested in understanding 

what sales strategies are the most effective on TV shopping programs in terms of SPM. Knowing the answer, 

practitioners will be able to maximize their sales in the most efficient and effective way. Second, little research has 

evaluated the cumulative effects of different combinations of sales strategies on sales. This issue is also important 

because it will help policy makers design the optimal policy to maximize sales.  

Sample 
Data Overview 

The original data used in this study was provided by Home Shopping Networks (HSN) which is one of the leading 

TV shopping networks in the U.S. and operates worldwide. In 2014, HSN generated $ $5 billion net sales with $1.37 

billion gross profit. As of February 2016, HSN accounted for 25.1% market share of TV shopping network industry 

(ibisworld.com) and its TV networks reached about 100 million households in the U.S. The HSN network broadcasts 

live, customer interactive home shopping programming, 24 hours a day, seven days a week. The primarily retailing 

methods include home shopping programming on the HSN TV networks, e-commerce on HSN.com, mobile 

applications and outlet stores (hsn.com).  

The data used in the analysis contain two parts: the DVD video tapped programs and the minute-by-minute sales 

data corresponding to each program. In 2010, HSN debuted offering DVD video which recorded actual aired home 

shopping programs. On average, each video has the length of two hours with different numbers of sales pitches varying 

from 1 to 9. For each sales pitch, the data recorded the following variables: the name and prices of the products, the 

minute-by-minute sales and the number of customers making purchase during each minute. The final sample has 281 

sales shows, equivalent to 4,621 minutes in total. 

Summary Statistics 

Our sample contains 77 DVD video covering 281 sales pitches in total. Each sales pitch last from 2 minutes to 

maximally 118 minutes with the average of 16 minutes. There are two product categories2: beauty and electronics. 

The actual air time of these TV shows were from March 6, 2014 to March 26, 2014. The fact that our sample was 

collected within the same month helps avoid the potential seasonality effect. Table 1 shows the summary statistics at 

the pitch level of the whole sample. At the pitch level, the maximum cumulative number of unit sold is 603 and the 

minimum number is 1. The maximum cumulative dollar amount corresponding to the product sold within one pitch is 

$71,990 with the mean value is $3,634. The maximum number of customers made purchase within one pitch is 577 

with the median is 38. The average price cross products is about $154 with the range from $14 to $1,900. 

Table 1. Summary statistics of SPM on Sales Pitch Level 

Variable Mean Median Min  Max 

# units 38 20 1 603 

# customer 37 20 1 577 

$ sales 3,634 2,186 15 71,990 

$ price 153.49 59.95 14 1,900 

 

Based on the fact that the two product categories are different in nature, we summarized the statistics by category. 

Table 2 panel a. and panel b. display the statistics of beauty and electronics products, respectively. At the pitch level, 

the mean of units sold for a beauty product is almost triple as many as that for an electronics product. This observation 

is intuitive because, in our sample, most of the beauty products (i.e. face lotion or nail polish) are relatively smaller 

and less pricy compared with electronics (i.e. computer or printer).  

The differences of the numbers of customers made purchase between the two categories are quite similar to the 

pattern of units sold. It can be seen that much fewer customers made purchase of electronics products compared to 

                                                           
2 HSN offers tapped video on a limited basis (hsn.com). 
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those made purchase of beauty products. However, the cumulative dollar amount of sales of electronics is much higher 

than that of beauty products. 

Focal Variables 
In this paper, we focus on three sales strategies (time pressure, scarcity signal and peer influence) and the primary 

objective is to estimate the effects of these strategies on SPM. Empirically, we manually code three strategies as binary 

variables indicating whether a particular minute of a show employs these strategies or not. Specifically, we code ñ1ò 

for the time pressure dummy if the sales pitch explicitly displays ñcountdownò clock (hereafter, ñclockò) on the screen 

at any time within the pitch show. We code ñ1ò for scarcity signal if displays ñxxx leftò (hereafter, ñleft boxò) and 

code ñ1ò for peer influence if displays ñxxx soldò (hereafter, ñsold boxò). We manually collect data on these three 

focal variables and other TV pitch characteristics such as customer ratings, brand information and the gender of sales 

representatives and others. Among all 281 sale pitches, 97% of them use ñtime pressureò strategy, 71% use ñpeer 

influenceò and only 16% use ñscarcity signalò.  

Table 2. 

Panel a. Summary Statistics of SPM of Beauty Category 

Variable Mean Median Min  Max 

# units 52 38 1 603 

# customer 51 37 1 577 

$ sales 3,404 1,890 15 31,209 

$ price 65 36 14 249 

Panel b. Summary Statistics of SPM of Electronics Category 

# units 18 11 1 217 

# customer 17 11 1 213 

$ sales 3,948 2,700 40 71,990 

$ price 310 200 40 1,900 

Exploratory Analyses 
In order to identify appropriate methodology to explore the relationship between sales strategies and SPM, we 

first conducted exploratory analyses. 

ñFirst appearanceò 

It is important to show whether displaying these boxes is correlated with time. Figure 1 plots the pattern that at 

the aggregate level, each box is displayed at which stage of the show. We use 20% as the time interval to divide each 

show into five stages.  

 

Figure 1. Signal pattern for each box vs. time at the aggregate level 
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Figure 1 shows that both ñsold boxò and ñleft boxò tend to be displayed at early stage (20% of the show time) of 

the show, while ñclockò tends to be displayed at relatively later stage (about 70% of the show time) of the show. It is 

intuitive for the HSN hosts to use ñsold boxò to stimulate sales at early stage of the show. However, it is not intuitive 

to display ñleft boxò at early stage of the show because based on the goal theory, it is more effective to display ñhow 

much left to achieve the goalò (ñleft boxò) at later stage. In reality, it is commonly seen that committees of charity 

donations will not announce their ñaccomplishmentò (i.e. how much donation collected so far) at early stage of the 

donation campaign but later stage (i.e. close to the goal). Therefore, such counter-intuitive observation may reflect 

that the HSN hosts do not use these strategies optimally. This study, however, is to explore the effective factors that 

drive SPM, with the hope to direct marketers to use these strategies optimally to maximize the sales.  

ñSecond Appearanceò 

It is also important to examine whether displaying these boxes is correlated with quantity sold. Figure 2 reflects 

that ñclockò tend to be displayed when larger quantity of units are sold while the other two boxes tend to be displayed 

when sales are smaller. It is not effective to display ñsold boxò when only small quantity of units are sold. This 

observation confirms further that the HSN hosts may not use these strategies wisely. In addition, simple glance of both 

figures suggest that the ñsold boxò and ñleft boxò seemed to be used together, which lead to the endogeneity issue. 

Therefore, the proposed methodology should address this issue and control endogeneity, in order to generate 

meaningful results.  

 
Figure 2. Signal pattern for each box vs. quantity sold at the aggregate level 

 

Heterogeneity  

In order to better understand the data, we also plot the cumulative quantity sold vs. cumulative time at the 

aggregate level, as displayed in Figure 3. We can see that for the whole sample, only about 33% of sales were sold 

during the first half of the show time, leaving 68% of the sales were generated during the second half of the show. 

Across the sample, there is no obvious sales accelerating point.  

 
Figure 3. Cumulative % sold vs. cumulative % time: whole sample 
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However, the examination of individual sales pitch reveals different insights. For example, Figure 4. Panel a. and 

Panel b. plot how cumulative % sales vary with cumulative % time for sales pitch ID 10141703 and ID 10141701, 

respectively. It is clearly shown that for these two products, the sales accelerating points are quite different. This 

observation suggests that there is a certain amount of heterogeneity across products. The heterogeneity may come 

from different product features, prices, hosts etc. Therefore, the proposed method should also take into account of 

heterogeneity. 

 
 

 
 

Panel a. Panel b. 

Figure 4. Cumulative % sold vs. cumulative % time for individual shows 

 

Proposed Methodology 
This section discusses the proposed methodology with the first goal to model the decisions to utilize these 

strategies while controlling for endogeneity and heterogeneity, and the second goal is to estimate the effect of 

strategies on sales in terms of SPM. Section 5.1 details the latent class model which we use to model the decisions, 

and Section 5.2 presents the response model which we use to estimate the effects of strategies on SPM. 

Decision Model- Latent Class Analysis 

The exploratory analyses in section 4 show that the data have endogeneity and heterogeneity issues that need to 

be controlled in the proposed model. The result figures suggest that there are certain observed associations between 

two or more variables of the shows. In addition, the observed associations can be due to some common factors of one 

group of homogeneous shows. However, different groups of shows display distinguishable features. This line of 

reasoning leads us to the latent class model because ñthe basic motivation for latent class analysis is the belief that 

observed association between two or more categorical variables is due to the mixing of heterogeneous groupsò (P.170, 

Green et al., 1976). 

The following notations have been applied to the rest of the paper: subscript i (i =1, 2, é, I) indexes sales pitch. 

k denotes the classes (k = 1,2,é, N).  denotes the observed frequency in the sales pitch of the k-th class.  denotes 

the number of responses within that latent class .  denotes the estimated probability of a response being the i-th 

category of the k-th variable given latent class . 

The latent class model can be expressed as follows: 

 

The purpose of latent class analysis is to classify each sales show to the appropriate latent class (group) and to get 

the estimated probabilities of occurrence of any shows that have similar features. In the latent class analysis, dependent 

variables are the three strategies which are coded as dummy variables. The predictors include the cumulative time (in 

% format) and cumulative sales (in % format). The reason to choose such predictors of percentage of time and 

percentage of sales is to avoid the potential size effects which could happen when the time length of shows are 

significantly different from each other. We also include the quadratic form of cumulative time and cumulative sales 

to control non-linearity. The covariates include the variables that help explain the class membership characteristics 

including the product category, gender of TV hosts, etc.  



70 

For the estimation, we choose to use the software package Latent GOLDR (Vermunt and Magidson, 2000) 

although several other computer programs or statistical packages are available. Latent GOLD can deal with 

multivariate normal distributions, as well as mixed-mode data with greater flexibility than other alternatives. 

Table 3 presents the estimated probabilities of different classes. Based on the criterion of BIC, the three-class 

model fits the data best. In order to interpret the probabilities and to illustrate the associations among three variables 

in a straightforward fashion, we generate 3-D surfaces showing how the estimated probabilities vary with time and 

sales. It is worth mentioning that all the surfaces were generated using the log-probabilities instead of probabilities 

from Table 3.  

Figure 5 displays the 3-D surface with log-probabilities of showing clock as z-axis, cumulative sales as x-axis, 

and cumulative time as y-axis. This surface reflects how log-propensity of clock varies with cumulative time and 

cumulative sales. It can be seen that for the three latent class model, the probability of showing ñclockò increases first 

and then decreases with cumulative time and cumulative sales. The probability seems to reach the maximum around 

the middle point of the show time and sales.  

Table 3.  

Panel a. The estimated probabilities with one latent class 

Predictors Clock Left box Sold box 

Constant -4.7001 -66.6215 -0.7852 

Cum_sold 3.1047 -41.8208 28.745 

Cum_sold2 -10.9413 23.77 -16.0605 

Cum_time 12.119 315.5593 0.7548 

Cum_time2 7.4963 -167.579 -8.7143 

Panel b. The estimated probabilities with two latent classes 

Predictors Clock Left box Sold box 

Constant -2.8242 -1.0436 -0.9151 

Cum_sold -0.9652 9.7922 14.5586 

Cum_sold2 -3.4288 -12.4252 -9.1669 

Cum_time 13.3729 13.4986 -8.3797 

Cum_time2 -0.5091 -6.0819 4.2487 

Panel c. The estimated probabilities with three latent classes 

Predictors Clock Left box Sold box 

Constant -1.9415 -3.7657 -1.583 

Cum_sold 10.9809 -10.3453 27.2582 

Cum_sold2 -11.7181 9.0609 -9.6438 

Cum_time -1.4296 9.5286 -12.8864 

Cum_time2 7.0504 -5.7517 -1.8517 
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Figure 5. Association among propensity of ñclockò, % sold and % time for 3 class model. 

 

Figure 6 and Figure 7 are 3-D surfaces that for three latent class model, displaying the associations with log-

propensity of showing ñleft boxò and ñsold boxò as z-axes, respectively. Figure 6 reveals that the probability of 

showing ñleft boxò first decreases, and then increases with cumulative time and cumulative sales, although the rate of 

change (ñcurvatureò of the surface) seems to be smaller than that with ñclockò. The graph suggests that ñleft boxò is 

more likely to be used in the beginning and the ending of the show, and also suggests that it is more probable that this 

strategy is used when sales just start or almost ends. 






























































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































