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Dear Members and Friends:

It has been my pleasure and honor to serve as president of the Society for Marketing Advances during the past
year leading up to thelstMeeting

| am fortunate to have been surrounded with a group of talerdeaduals who have given much of their time to

hel p SMA pr os p e speciallthinks td durkS8A officersdor the@r advi@e and ongoing leadership
throughouttheyeaConf er ences just dono6t happen.alsihowantsbutedt o r e
to the success of oéist Annual Conference:

1 John Branchwho organized a great line up of papers and sessions for the conference.
Kevin Shanahan for serving as the Editor for the SMA Conference Proceedings.

Jeri Weiser for ensuriniipe accuracy and great appearance of the Proceedings.

Rhea Ingram for working diligently to provide the Society vgitith anemorable meeting site
Our track chairs, who guided papers and ideas through the review and publication process.

Our workshop leads , who provide preonference professional development learmipgortunities.
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Our corporate and educational sponsors who support our educational endeavors, recognize outstanding
performance and assist in ensuring the conference is a success.

Inaddii on to the Societybs dedication to scholarly exc
Brian Vandershekor hi s | e ader s MarketingBducetidn Reviewandolur sdlbilyd s

partners, for their ongoing supportthé burnal of Marketing Theory and Practiaed theJournal of Business

Research

A hallmark of SMA is our long history of promoting and showcasing teaching excellence,

a unique characteristic among academic societies. The Proceealimgis a number gifapers that communicate
teaching philosophies, innovative classroom technig
responsibilities and outcomes. Our partnerships with FEéaieell/Cengage anficcess Capoensure that Society
members areecognized for their teaching contributions

Finally, I would like to thank you, our SMA members and partners, for making 2013 a memorable year. You are
the driving force behind our 51 years of success. As SMA begins

our next 50 years, please consider volunteering your efforts to support the good work of the Barcigigates
on future conferences, visit our web sitevw.marketingadvances.arg

Best wishes,
Christophe D. Hopkins

PresidentSociety for Marketing Advances
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SMA Innovative Teacher Comment
Engaging Marketing Majors with Analysis

Michael A. Levin Otterbein University

Introduction Marketing Engineering textbook. | show them how to perform the

analysis using an old dataset. In the second week, using data from
the running shoe survey, we work together to produce an analysis
and then discuss possible managerial recommendations. In the
third week, we review a case that requires students to analyze the
"Yata using either cluster analysis or multidimensional scaling. In

the fourth week, students, lead the discussion of the case with the

cg}?eép nth§ rhethd sul?r#itt@dr}o'r a grade.

In the initial years that | taught the Principles of Marketing
course, | followed a familiar pedagogical pattern. Students
completed three individual exams, prepared a group written
marketing plan and then presented elements of the marketing pla
I worked with studentsto develop, interpret, and apply a
perceptual map as partoftheirpes ct i ve groupos

In both courses, Principles and Promotions, | noticed a
similar behavior arc from students when working with perceptual . . .
maps. Initially, students were reluctant to participate in the Project Contributions
interpretation of the perceptual map because of the inherent  The use of the cluster analysis and multidimensional scaling
ambiguity inthis type of exerciseAs students participated in the tied abstract data into a manageddented recommendation,

process of interpreting perceptual maps, they began to argue fovhi | e al so all owing students to c
their interpretation. By the end of the module, students, regardleséi| i ve business decisions.etof Stude
of course, reported how much they enjoyed the exereisda andysis in decision making, anidnproved their critical thinking

feeling of connection to the project and to the discipline. and writingskills.

In redesigning the Principles of Marketing, | selected cluster
analysis and multidimensional scaling as two topics to implementproject Results
because students could grasp the concepts and would learn from

(and probably enjoy) the ensuing interpretation. The number of marketing majors has held steady since the

introduction of cluster analysis and multidimensional scaling in
. . the Principles of Marketop course. The number of marketing
Project Implementation minors, however, has improved by 300% in that time. Of the

| set the tone during the first day of class for the semesterincreased minors, more than 50% are students from outside the
During the course introduction, | ask students to turn to a specificBusiness department
page in their textbook and to look at a specifiddahat displays Furthermore, top students from the Principles course are
various segmenting methods. | tell them that in five weeks frommore likely to continueheir marketing studies by enrolling in the
this date, they will analyze data to segment the market and tdMarketing Analytics course. This past term, for the first semester
select a segment to target. In eight weeks, | explain how then the five times since the course was added to the curriculum, a
students will be prepared to write a manageriabnemendation majority of students enrolled in the Marketing Analytics course
based on this analysis. Next, | request they turn to later a page ihad earned aA in Principles and boasted a 3.6 GPA or higher.
the same chapter to consider the perceptual map. In nine weeks, |
continue to explain, students will be prepared to create their oWnEuture Direction
perceptual map similar to the map shownthie textbook. In 12 Marketing Enai . Id be added to a Princiol
weeks, | conclude, the students will be ready to write a managerial . h h'arh eling Engineering lf:ou € adde r?. ah rinciples course
recommendation based on their individually prepared map. With"t\:'t g capacity or an online course. In a high capacity course,
the stage set, | launched a survey for the students to complete. the instructor could randomly check outputs for completeands

: : ' tness. In an online course, depending on available
The survey revolves around running shiowhich fits the correc . ’
Principlesdéd course other <co mp?cﬁrplﬂrﬁyht arf1 ﬁ:nst%u?i% u%?lljgdlt Igi%/n?tuq;?q{s? ‘hlrér’#ghswhiﬁ den
manage a running shoe brand in a competitive market. Student evelopmerit of the cluster analysis andjor perceptual map €

respond to scale items that are needed for a cluster analysis ans&udents respon_d to questlong. . - .
The tools discussed herein: cluster analysultidimensional

multidimensional scaling. The u r v mgufed and excluded . - : ;
brand set allow for ag disussion of g)umpetitors and who scaling, and the Excel add Marketing Engineering, are not

determines t he competitive st@a(ijitionailysinclug,eéj in gn Prggples £oyrze- Ti}e&o#rge_uel%rgeptg s

consideration or evoked set. Students for future intenviews and reeorid decision making. All
To analyze the datd incorporatehe Marketing Engineering u utu 9-

package because of itysmthuEdcelandthéycah a mq)f (these  course elements contribute to a better educational
better grasp Marketing Engi ne%xpeirleﬁlcgegocstheatydgnﬁshi cal output for cl uc
analysis and multidimensional scaling.

We spend four weeks on each module. In the first week,
students complete a quiz based on the assigned chapters from the

Contact Author: Michael Levin, mlevin@otterbein.edu



SMA Innovative Teacher Comment
Macro-Space Allocation Projectsforh e Wor | dos L

Retailer: A Graduate Project with Real World Implications

Deborah C. FowlerTexas Tech University

Overview Guidelines to Implement

In 2000 my university received the first gift in kind of Each semestdSummerlSummerll), it is a challenge to take
Intactix Pro/Floor, therPro/Space softwardit that time, | began  the project and modify the syllabus based upon the students in the
developing a graduate course in category management. In 1996,dlass.To capitalize the diversitgf backgrounds, they workezh
moved to Texas Tech University and brought the software giftteams, typially:

valued at $1.3 million from the company now known as JDA t 1 Market Research/Customer Insights/Matnends
Tech. At Tech | teach botlndergraduate and graduate courses in 1  Competitive Analysis/SWOT
category management and have written a textboRkfail f  Modular/Department Assessment
Category Managemepublished by Pearson. 1 Modular/Store design
In February 2009l visited corporate executives \atal-Mart | first teach category management and review basic retail
to discuss the possibility of a recruiting relationship betvideit concepts including terminafly WakMart uses such as modular.

Mart and TTU. Following the meeting, they prepared an initial stydents are required to visit the stores, photograph the areas,
proposal for a project for students. On April R8sturned with 19 conduct researctand analyzethe data. Students work as groups
students to visit with executives and tour store cptwe At the  for the remainder of the semest&tudentsprepare their analysis,
end of the visit, Wal-Mart presented theHardware and Paint 3 powerPointpresentation and a manual focusing on thee fin
project for two stores, Dumas and Pampa,. TXWal-Mart  details of their analysis. Approximately a week before the
executives visited campus on July 14, students travelled topresentation in Bentonville, students practice for faculty. When
Bentonville on August 10, 2009 to present their projeftie  stydents present to/al-Mart, they present to about 150 people
following two projects were focused on the four Lubbock stores, including vice presidents, vendors, my former students, and all
2010,cosmeticsand 2011 Deli. Students in 2010 atsavelled o peqle who work in all associated areas of the project (finance,
Dallas, TX to visit the Plano store and the Smart Legyi@@enter  |ogistics, merchandising, buying, etc.). Each statement they made

(Pepsico FriteLay) in addition toBentonville to present.The had to be substantiated by the datacseheir research related to
2013 projectwas to develo@ grocery store of future based on the macrotrends

prototypes for supercenters. Students typically present, then tour tiéal-Mart offices
. including t he Vi sitor6s Center,
|nn0vat|0n of fice, and Sambés Club Home Of fi

There ae two innovative aspects of theseject: The first is the th'e .students gi\_/ing them feedback and discussing their areas
access to data as well as personnel. The data are pulled for tHithin Wal-Mart (i.e., merchant group and modular devehemt).
project based pon the topic. The data set is very large and S_tqqents also participate in a series of panel interviews while
current. Wal-Mart, does not typically release current data for Visiting the home office.

classroom use. In addition, very few programs across focus on a .

macro space projects, although this is an integral function of majoDISCUSSION

mass merchansers and grocery retailers. This project is challenging and overwhelming, but
o worthwhile. Having access to date
DESCTIptIOﬂ largest retailer is impressive ehever or where ever they

1) Group items from existing modular together and create INterview. The first yearwal-Mary Samés hired four
new categories that group similar items together. students. One of the #rtesting byproductfor the students is they

2) Create new floorplans for local stores utilizing newly realize they ha\_/e to p_resent\MaI-Mgrt executives and be able_to
created categories. prove eac_h point. This is h@an ordinary classroor_n presentation
3) Createhew modulars for local stores with semnntereste_d student coII_eagues. | believe this class
4) Create Ideal floorplan prepares them not just for the retail world, but the corporate world
where every word anctction is analyzed and critiqued.

Contact Author: Deborah FowleDeborah.fowler@ttu.edu
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SMA Innovative Teacher Comment
Teaching Undergraduate Marketing Students Through Social
Media

Melissa N. ClarkCoastal Carolina Univsity

Overview The topic teaching requirement is one of the best parts of the
class. Each student choosesacial media sit¢hat is not as well

Social media is more than a trend; it is a famental shift in knownand does a short B0 minute presentation at the begigi

communication People have always wanted to connect with

L . . of a class meeting to tea classabout the site. They discuss
others and form communities around shared interests. Souaﬁ 9 the y

media allows people to do this through technology while also ow to use the site, why you would use the site and discuss the
PEOP 9 9y =~ marketing implications of the site. | always learn new things from

Shis portion of the class. Collaborative learning has been proven to

consumers are “3‘09 sabimed.ia .regularly, it is no coinci_dence . hawe a greater ipact than decture format, so this is my way to
that marketers are interested in it as well. By using social medlqncorporate peer teaching/learning into thé classroom

communications to complement traditional methods of marketing, The endof-semester project consists of a team social media

) : . . arketing plan and presentation for a local busirigss.students
with their target mardt in a unique way. work together to_analyzéhe co ar ket

o - mpang target m
Todayos marketing students e telcihfihiciub bbectved Snd bibdebrér a Sl
e e g oo s, oeaing oy campaig. They mak recammerdatons on cach secon
must bg vieWed differéntl thangre ular marketin sesrdug to ind d evise. a realistic plgnrfbnplementation. .The teanusede a
the nature of the subiect %atter 9 9 prezi (prezi.com)a creatie form of presentation as opposed to a
| ’ standard PoerPoint presentation, to present their pldris
L. project helps the students put together everything they have
DESCTIptIOﬂ learned throughout the semester, get some real world experience,
Instead of using astandardlecture format for my social — network with local businesspple and help a local marketer. It is
media class, | usa discussion format utilizingeveral social  truly a winwin situation for both parties.
media sites during class meetings to post content. The students

O create a cace Fasebosk pabet the ctudents must ke ar | UIAEINES on Implementation
S h This type of course is a continually changing format since
the beginning of the semest@he studentpostarticles, thoughts dsocial media is an evolving area of marketing. | suggest staying

ggvgﬁzg C(:l'rsncuusss'gczh tgrgr?tgurpglllfs’s “nell( ethlezl(;r k')l'l\(/)v?ttaaozt; an operrminded to newiges, not getting tied to any particular course
P page. s material, and recognizing that you cannot be the expert on all

Clasts hzj:shtr]e:g) dta%a:i]g catlegonrze O:JJi:NeetS' 'Ir;?edimajorlitynof Ithe things social media. You must be willing to learn new things and
plc\J;,s ae” tﬁ el u TSvitCtarS: Sga ngthmer nzm:isnsoll allow the students to participate in content creation. Finally,
always pull the class erfeed up on the screen during class, Sg,,,iqe some gdielines for the students about how many posts

tha:t ti;]er(iemlsltanV|S|bI|e I|\r/e tdlscu;smnuzilpg:anmn? onklllnteﬂ?nd Nare required on each site and what is acceptable or not. Their
person simultaneously. create a @ss € grouphat the creativity needs some boundaries.

students are required to join andspto throughout the semester. | . .

do not create a new group each semester, rather | add new studed@ISCUSSION

to the same group from the previous semester. That way they In conclusion, | believe that my method of teaching social

already have connections with current and former students thamedia marketing to undergraduate studesitmmovative because

could help network for businespportunities in the future. it takes a dynamic subject and provides an enormous amount of
The blog writing requirement is always the one they look experience with multiple networks and platforms in a single

forward to the least and end up enjoying the most. The studentsemester. The students come out of the class with the knowledge

are required to start a new blog. | recommend Tumblr since it isand confidence to create a social media strafegya business

the most socially oriented blogging sitejt also allow Wordpress they might be employed by or work with as a consulthfeel

since it is seen asne ofthe most professional blogging sit§he that my methodnstills creativity and confidence in the marketing

topic of the blog is up to the student since | want thenbgo  students in mygourse.

genuinelyinterested in what they are writing. The students are

offered extra credit for attendirexternalblogging workshops Contact Author: Melissa Clark, mnclark@una.edu



SMA Innovative Teacher Comment
Spaghetti and Marshmallow Towers, Group Formation,

Competition, and Enhancing PeerdiiiationEffectivenes

Rex McClure Marshall University

Several uppefevel business course involve gropmjects. Abuil d ao,taodt coever di sregarded &
As instructors, we frequently approach group formation in an adt ower 0. Regardl ess of the wording
hoc manner without attending to teambuilding or the feelings about building the tallest tower, or being beaten.
psychological processes of group formatidhu ¢ k ma n 6 s Typicalg the students will emphatically state that they wanted to
suggests that groups progress through four stages of developmenbuild the tallestower, and risk building a weak tower to do so. At
forming, storming, norming, and performing. As is frequently the this point, the instructor can assure the studthasthe desire to
case, instructors press groups straight into performing, with only win is part of human nature, and typically groups will be
superficial attempts to address the earlier stagésormation unashamed to show their competitive spirit.
This exercise offers a means by which group mates can become Because group members sense cditiggeand time constraints,
familiar with each other in a lowstakes environment, while some levels of intrgroup conflict may develop. Usually the conflict
establishing a teachable moment for basic workgroup principles,that develops is cognitive and taskated, and hopefully can be

and broader market principles as well. resolved quickly and painlessly. None the less, frequently students will
. . be overheard voioh concemns over a structural issue or time
Materials and Instructions management of the group. As a part of the debriefing, the instructor

The required materials are readily available at any groceryShould reassure the students that this type of confiict was expected, and
store. Each group Shou|d be given 20 pieces Of regular spaghetﬁhe"’ ab|||ty to reSOIVe the ISsue ShoWed the|r |nd|V|dUa| ﬂe)@bmd
(thin spaghetti is too fragile), 36 inches of masking tape, 12 inche dherence to the groupd6s goals.
of String (a distractor), and one regu'ar marshmallow. The Add|t|0na”y,- this .eXerC|Se -also demo.nstl'ates some basic
instruction the students receive can be adjusted, expanded, denets of marketing. First, there is the creation of a product. Even
obfuscated depending on the situation and students. A twentyfhough it is not intended to be sold, there is a physical object
minute time limit should be imposed, but 15 minutes may be used-reated, with intent of safying a target market (the instructor).
as well. The core of the exercise is for each group to build a self AS the exercise progresses, it is not uncommon for groups to
supporting tower that supports a marshmallow using only the€ngage in certain forms of market researthis may take the
mateials provided. The instructions can also include incentives form of asking the target market questions about the final product,
for the tallest tower, a minimum height requirement, a prize for theOr assessing their corefiors. Again, during the debriefing the
group with the most left over material, a huge incentive for anyinstructor can point out that the groups have displayed a boundary
group that build a 39 inch tower, etc. It is important theletss ~ SPanning skill set in the execution of the exercise.
understand that the tower must ssipporting, they may not use .
the walls, the ceiling, or other objects in the room to support their EffeCts on Peer Evaluations
structure. A total of 64 students participated in tower building with

At the conclusion of the allotted, time instruct the students that theytheir group in the beginning of the semester and completed peer
should not touch tower. Beforeemsuring the finished towers wait one evaluations at the end of the semester. Comparatively, peer
minute. This allows the tower to fully adjust to the weight of the evaluations were given to 72 students over the course of four
marshmallow, and sometimes collapse under its weight. semesters preceding the tower building exercise. The students

L could award dotal of 50 points their teammates in the form of a

Debrleflng questionnaire rating contributions, work ethics, collegiality, and an

After the heights have been recorded, the instructor may wish opefVverall score. The means of the two groups were not significantly
the discussion ith an ambiguous question asking for a broad reaction todifferent (n = 4ob thes wer groupm 47.22 for the no
the exercise, fASo, what do y ot@wergraup, p k 0.5235)T Bubsurpisingly, she siandare deyiatipno n - w
frequently include the topics of winning, unexpected difficulties, the for the group that built the towers was almost twice that of no
time allotted either being too short or too long, even therisiag tower group ¢ 831 tower groups 418 no tower group).
weight of the marshmallow. As the discussion progresses, there will bdhis suggests that the exercise did not have much effect on the
the opportunity to build on the themes of human nature, groupoveral scores, but had an effect on the range of scores awdrded.
dynamics, and competitive markets. As these topics come forth, take e r ms  Tuckmand s model , buil ding
time to elucidate on each one. change the rate at which groups develop. The marginally lower
Depending on howthe instructor chooses to develop the mean, in conjunction with the higher standard deviation, suggests
activity and word the instructions, competition can be createdthat thegroups may be progressing out of the forming stage and
directly with a statement t o intethestofmingstage. of At he tallest tower
extra credit points. o Compet i@ontachAuthorn Rex MdClgre mcguger@marphilliedud by st at



SMA Innovative Teacher Comment

lllustrating B2B Marketing Concepts: The ValGdain Game

Sara LiaeTroth, Georgia College & State University
Stephanie P. Thoma$exas Tech University
G. Scott WebpBrigham Young University

Introduction Three functionalnodes (Raw Materials Supplier, Producer,
e . . . and Agent/ Broker) are asked to c
Within business marketing classes, or any marketing clas%Nh ich is pitted against another A

Qﬁgglnets trrrllitst ng;)el\rﬁjs Ieggﬁézeﬁsﬁigﬁssco(r?czeB)ts r;j;ﬁet;é ¢ collectively determines whether to produce a Premium or
9 P Ia\fconomy produ?t, as t:?ey canly produce one version at a given

marketing mix (4P0s) 1nto thefoMdif&elsupBi chaln ndddd HuSt uffiiZe e Bervicdd of® 9 ¢

undterstand hgwgultlple firms c|theS|ve§Iyg.rtgatelvalge for dbOtth Logistics & Transportation Providers who physically move raw
customers anend consumers. Howeveraditional undergraduale ., aiariais and finished goods for each supply chain node. The

students often have limited practical w_ork experience in.busmessproducts are then sold to varioustR&ilers who in turn directly sell
me:}rkert_s ?n_?htherﬁ:ore rﬁlpprﬁa\sh leallirr:Iiltlg d"m::j p;etrsEgicr:lve fOIh to various End Consumers, who are incentivized to purchase and
consumers.inus, they may have a ed understa 9 OT' "€ hsume products by turning them into Recyclers for points. A

value chain itself, defined as the extended system of value creatioq,ax Collector grovides a game m chanism to_keep gach sup Q/
that connects a companyos supglyi e iyt o ibyhs plabBegmpbeed & o%
stretche across multiple organization$his lack of a practical on supply chains that hoaekcess inventoryRecyclers provide a

referencemay lead to difficulties in integrating their existing ga{nﬁ mechanism to keiPH?J)OdS flowing by breaking roduch o
0

ma.r.keti ng knowledge ._(e. 9. r?OWdow ifto raw nfatériald ofentd af als&dhga ulifym
multi-firm context, and may lead to a superficial understanding Ofcheck for products. an important butamtcipated value chain
the reallife problems that arise in managing bugepplier issue for stﬂdents ' P P

relatiorships as well as managing both supply and demand needs. Although students are asked to individually rplay a

G mTh'shFrﬁblim ma;%/ Elﬁ adrdrers;]sed r:gfl:gb r’:/%luer crihi?wm specific functional node, in doing so it becomes clear within the
ame a high engagementiassroom gamehat can be ru a game that each nodeds decisions h

class session (485 minutesith a class size of 2050 students each student within eachode does not understand how to
. . . . variously source, produce, price, sell, tramspand return, the
Leamlng Objectlves and Overview entire chainsuffers. In particular, product management decisions
The Value Chain Game is designed to illustrate the processesnade by each supply chain impact the availability of product
and decisions that must occur from raw material sourcing to theversions for each customer wostream of the supply chain.
end consumer product purchase within an extended value chairPricing decisions made by each functional node (ideally based on
Associatedearning objectives are for (1) studerib applythe 4 cost and demand considerations) i
P& s ¢ onc e iganizationahvaluewhain ito see how they price and the total amount they are able to purchase. Promotions,
operate in both a B2B and B2C context, (2) develop strategies tavhich often naturally arise ithe interactions between various
compete in the production and sales of their chosen product, anflinctional nodes, impact the overall rate of flow of goods. The
(3) understand the interconnected naturethd organizations  importance of place is illustrated when each node must physically
within the value chain. wait for product in order to conduct their business. Finally, each
Within the game, students physically rgkay different node must figure out hove twork with other nodes in the face of
functional nodes within a value chain, each competing with competing goals and incentives.
classmates to efficiently and effectively source, produce, price, The Value Chain Gamgrovides studentswith a tactile
sell, transport, and return twpossible competing products (a  understanding of the interconnected activities within the value
Premium version and an Economy version), each experiencinghain, creates a shared student experience that grounds futsre clas
differential demand, within a common market. The value chain discussions in a common understanding, and fosigts student
consists of eight different nodésee Figure 1). engagement levels. Please contact the corresponding author for
additional information including citations and instructor resources.

Figure 1. Value Chain Game Flow Contact Author: Sara LiaeTroth, sara.liastroth@gcsu.edu
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SMA Innovative Teacher Comment

Walking Students Through Critical Content Analysis

Michael A. Levin Otterbein University

Introduction experience, case, etc. to be perfect. In Iat_er submissions, the
average student has reduced the retell portion to less than two
ages and the revise portion now contains a discussion of an area
hat caild be improved. For a better student, two pages of retell
are typical in the initial submission, while the revised submission
often contains at least one element, or sometimes, many elements,
fa}culty membe.rs want studean to Igarn at a level deeper .tha?hat should be changed. In later submissions, the better studen
simply completing an exam, writing a journal entry, or developing develops and_implem mis a theme for Lhi %ssay that is carried
ns.

a marketl_n_g planB | o omos Taxonomy O.f fe rth?oug theRetelf, fefled,'arftl revis® boHi n
because it is a systematic way of organiziregrieng expectations. Over time, | added a class meeting devoted to peer editing

Itr:sbp?osstlbéer:ct) utt'“?navs'nt?:re asi'%ﬂmfr;lt’rars] des;:rtltl;)edii;elr?lml, to nd to discussion. The peer editing lasts no longer than 15
enabie students to move throug € lull range ot ineé six Ievels Oy, es, as studentseareading for conteriiefore we discuss, the

Bloomdos Taxonomy. The assignmaii RS B E Bl Aty stdbite Folie d-kbder

stu(;jentts tdo (l)fferlsiufflc(;er;t de;a}:leorf student§ to ;egall tantd written essay that reflected a stronger sense of what the students
understand (leve and 2), while encouraging students to learned from the book, movie, or experience.

synthesize and evaluate (levbland6 of the cognitive domain).

When developing course materials, many faculty members
are motivated to enable student learning through engagemen
Some students are satisfied by simply going through the motions
especially if the course is not in their jora However, many

Project Contributions & Results
The critical content analysis assignment has provided two
positive outcomes: improved writing and deeper learning. The
rubric, and peer editing sessions. aidid an avef'rage student e%s?y
u

Project Objective & Implementation

The objective of the critical content analysis assignment
requires students to work through the six levels of cognitive

domain from .BI oomés Tax 0N 0 MY . more thindnd Befter < dextgstsa'y.%\ elyagegt sleoted HJCI‘?
elements such as reading trade books, watching movies

hadowi indust fessional " tudent . improvementin communicating content, especially in the reflect

2 aootw:]qtg; tcl)nn(L)jtSc%I PI;O ressggg S: .t.i C”b f;l ?)nts r?c?ma aNsection with some improvement in the retell component. However,
pportunity Y IMProveneir writing, but aiso o snow ese students still struggled with more advanced writing
progression of deep learning throughout the term. This assignme chniques

has been u_szd in 3 varlet)é of course settm_?BJdmg a sales d Students responded favorably to the critical content analysis

('\:/loggse, aE independent Etu. y ?_oyrsehonfrtleltallmanagemen_:l, an a%signnent. In the formal student evaluation, a student wrote that

iIIustra:?:rthitlggoiogsgrier?(r:lemp icity, the following project wi he or she was not surprised that the instructor would find a way to
P ‘ make students think while watching a movie. In the informal

. The critical content gnaly5|s assignment requires students_ t%tudent evaluation, students appreciated the opportunity to learn
write an essay that contains three parts: retell, reflect, and revise

) . . ! about selling and sales representatives from sources beyond the
In the first part, students provide a brief synopdishe book. In textbook a?ld the instruc?or. A student who completgd the
the second part, students integrate the information from the boo‘ﬁwdependent study course on retail managemenwéodvas not a
with currently held knowledge. They must state an opinion abOUtbusiness department major, said that the critical content

the book, discuss a theme they agree with, and separately, discuss_; - : o oy : :
a theme with which they disagree. Studentpport their opinions E%islgsnmemntaw_asona?tent with crltlce_ll thmklng exeruses_used in

. ; ; jorés (political science)
by applying knowledge gained from outside sources such as other =
courses, from work or internship experience, etc., while utilizing . .
the appropriate citation format. In the third part, students discuss 4-Uture Direction
change in one area of the bod\ter describing the change, the A colleague teaching marketing capstone course is adding the
students must reflect upon how the change would alter the bookassignment for students to gain deeper learning related to course
The three parts correspond wi treadingsl fomiHadvard Busiressn Remigw, Sloan Management

Review, and California Management Review. The critical content

Student Submissions analysis assignment could be used inlina environment using

In the initial submissions, students tend to focus more on theeither synchronous or asynchronous communication. The tool
. o . > . . - ~could work well in a hybricenvironment where the discussion is
retell portion as it ioften easier to write and requires less risk

- ) . . done faceo-face while the essay is submitted online.
taking, while they focus less on the revise portion. For an average

student, three pages of retell in a fivage critical content analysis
essay are typical and the revise portion is nearly-exdstent.
Indeed the average student often proclaims the book, movie,

Contact Author: Michael Levin, mlevin@otterbein.edu



SMA Innovative Teacher Comment
Text Me! Leveraging Student Texting Behaviors in Large

Marketing Classes

Jane Lee SabgeRyerson University

Problem resultsgenerallysuggestthat using SMS texting in a large class
format m tudent iterapecific_ and fina| course grade

A major challenge for toda Ee?fosfmaﬁﬁ Irglﬁ(rievn%)? disB iﬂwpraﬁ%rssﬁﬂerﬂ 8ukc6’mres. s to

provide anenhanced activiearning environment when class sizes The results of this studynay belimited by a number of

3reev i?égjsgngﬁwzﬁtﬂiizgeét;n% (f(;\:n(; othgr ur:r((e)lart]e;i ileiCtIO?ICO fagtqrs. Fir?talﬂo%gh the TEXT Jass hadri1 roved performance
behavioursgare Iog(iqstically. unrealistic anstfuctorattempted to r?n tetms bf item 5 e%iﬁ‘cqearﬁi g%rgtﬁe final examination and
leverage texting behaviors by usirﬁjr eal t i-relatedl Cflna! course .grade, the;e_ differences may bg attributable to the
SMS texting in amarketing class. Results tend to support the usebgl-Slle Qﬁe?at]ons ofepetition reqluced distractioror the bonus
of classrelated SMS texting as di'scussed below point incentives. Other technigs may also enhance these
: processes and further research should compare the efficacy of
different techniquesSecond, students may simply have been
Procedure reacting t o thidtechnigueand théetimpdvedo f
In the first class, the instructpolled the class to ensure all  effects could dissipate with use. Third, hemay have been
students could participate in SMS class texting. Two students didvariations in the performance of the instructor that confounded the
not have SMS apabilities and a procedure was devised for theseresults. Fourth, this method may be less suitable for small (less
students to o6shared a celA phuilityef texting ta enrigh agiivel lgarnimgpyor very targes alassese .
dedicated class cell phone numbeais provided wherstudents (t oo many texts fo tienePdnd Fiomal
could textconceptclarification requests comments i r e a |t technide needs to be further tested and validated with varied
during the lectures. A teaching assistargcorded andnonitored subject matter, instructors, classes and studenfgdditional
the requestsand signaled the instructor when clarification was research will be required to refine and support the preliminary
needed. When signaled, the instructor revisited the specificfindings of this study.
concepts. Bonus points were given for texting participation.

PossibleSoftware Solutions
Results Subsequent to the completion of this research, the instructor
A discussio group of 9 students revealed that the studentsidentified a number of commercially available software suites
wer e 0 h a pheindiructomithdutthed e mb a r r amé s nwhiaht allow smartphones and other electronic devices (laptops,
apathyd they f el Theyindicaied thattexting a ipgds, ete)|toabe sised for real time pollingiizzes, disussions
was more o6conveni eastcompared tothei mand ethear dupatians, élidessuites may be preferred due to

teaching assistant6 r a@ i g an i nqwiihra n ¢gdditonalfgatuies and ease efe Examples of these suites
microphone Students felt that the n st r uct or 6 r e dnclidgCelly, éhitpe/del.lvA HopHatt (www.tophat.cory and Poll
| e ar anddeagn@dmo r asddmpared tather largeclasses Everywhere  (http://www.polleverywhere.cojn/ Celly,  for
Empirical results were compared for thiexing clas$ , instance, is afree, web-based, Android or Iphone application
(TEXT, n=167), ad a -téenxotni ng6é sect i on whichcanie mogesaiped rayidea thesadility to form groups or
with the same instructofNOTEXT, n=154. Students in both 0 c e Which @n be polled, take quizzes, providér eal t i me

classes were evaluated with equivalesaminations and bonus feedback(which can be seen by othergpordinate scheduling
point opportunities. TEXT had significantly higher results for the projectsand other taskdt includeshashtag functionality and the

19 final examination questions whesencepts had been clarified; phone numbers of thmemberscanremain private. Celly appears
TEXT: mean=12.31 NOTEXT: mean%1.38, t(,39 =2.025, to have thanmostfunctionalandeasily implementable featurasd
p=.044 TEXT also had significantly higher final course grades; can be used with all course materials from all publishers. There
TEXT: mean=66.26 NOTEXT: mean=63.59, tf 39=1.972, are however, other audience / personal response systems
p=.049. In terns of student perceptianf the level interactionon (ARS/PRS)available that may bmore suitable depending on the

a 5 point scale whereilndi cat ed oOvery | owandigdual negdof the instraciotireegpeciivg @f whichystemis

hi gho i ATEXTrhadcsigrificantly higher resultFEXT: ultimately chosen, based on the findings of this preliminary study,
mean=3.89 NOTEXT: mean3.68, ty 39 = 2.185, p=.030. it appears that using SMS texting has the potential to enrich a
TEXT was alsohigher n terms ofésatisfactiod with learning in number of desirable outcomes for marketing students in the large
the class wher e vety dissatisfied 6 and %ery wadass @vironment.

satisfiedy TEXT: mean3.70, NOTEXT: mean3.45, t6

319=1.194, p=.047. There were no other significant results. TheseContact Author: Jane Lee Sabgjsaber@ryerson.ca
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The F.A.S.T. Project. A TeafBased, Cros€ourse
Innovation Meeting the Challenges of Professional and
Collegiate Sports Marketers

Bridget S. Nchols Northern Kentucky University
Joe CobbsNorthern Kentucky University

Introduction promot!onsre_\lated_ q_uestions_ Students then develop a
promotional incentive idea (using the data from phase one),
conceptualize and create an advertisement promoting their
incentive, write survey questions intended to gage affiaitg
behavioral intentions related to the ad, collect data, analyze data,

dri dicti d Its related t if £ acti and again present their findings to the client. Part of this process
riven predictions and results related to specific courses of action.” " " i os a4 cl ass session wher e

While some sport &ms are recognized for their proficiency on the incentive idea is critiqued by the rest of the clasa constructive

field, many do not possess the human capital needed to ConOlu%rmai; which includes an anonymous rating and suggestion sheet.

some of the_se key aspects .Of marketing, namely, target .analys"?his offers students an opportunity to apply course concepts to
and promotional test marketing (most rely on a costly trial andi mprove their aodwatollaporaelapdelp oterr k

error approach). . -
We therefore set out to help students develop these Sk”Igroupss}l:rggrr]ct):ect::clugteaafhzn?:aAdz611_3 V\pl)fgject by recommending

across. integrated courses in -a manner that also Serves thtﬁeir promotional idea (if the data is favorable), or making
immediate needs dfportindustry clients One challenge to this suggestions to  improve  it. This occurs in  a

approach in a semester environment, however, is the time neede esentation/consultation format with the client
to provide an indepth investigation and assessment of a ’
problematic situation, and also provide fully developed courses of .
action for resolving issues in a systematic and data driven mannerl mplementatlon

A unique aspect to the F.ATS project is that the two
Solution courses are taught by two different instructors. The two instructors
coordinate syllabi and share project outcomes from one semester

. Our soltutlon was to_ det\r/]elop a ;:Ilelgms_ed project .thellt SF_’a“S tto the next. Thus, organizing the two courses in such a way that
O sSeparate Courses In the Sports DUSINESS CUrriculum. SPOMg;e: yisits for consulting essions and presentations occur

marketing and sports promotions. The main premise of th'ssimultaneously is a key ooemn for a successful projedn

Eh&%rﬂ Itnosgtl:lctthoar; 3\:# Leeam%éz t?roe:]mr/r']du?ti;}gdzrr:;e‘g"tgfaaddition, streamlin_ing the dgta collectior_1 process between the two
X . coursedecame critical. Bta is collected in one survey that serves
Strat?%:eSpggsonﬁ;ki“Rgstq_ou%g.tei(t:ri?lstigosurzii Marketing class both courses significantly increaing the response rate from
(phase oge) is to intrt.)dluc.e.spt)udjents to thers) ort or anizagtlion an revious semesters whe_re the surveys were fielded _separ_att_aly.
P P 9 plementation also requires teaching a session on basic sthtistic

some .Of |tsd marlglet:gtgt profe;ssmne}ls tl_:_r;)ugl; dan tlnformztl?hn analysis. Using benchmarking apobviding sample projects from
gathering and probierslatement Session. The students spen eprevious semesterdhe stident projects continue to imprave

:ﬁmaln_der of thte sten}etsr:er crltlr(izallylanglyzmg the r?robltehmd\glthln Specifically, benchmarking across semesters has increased student
€ unique context of the spodeveloping research metho initiative in analytic skill development and presentation quality.

;?j;t'fzoﬂgﬂﬂzgg s;?g:ﬁ:(;?l(:/er:r?alt;zitnhge trﬁlfb(ljearpé c;!gctflir;]%”?/ata Lgst, we should mention that this p_roject would not be successful
X - ) ’ ’ without cient engagment and commitment.
presenting conclusions back to the client.
While this approach (phase one) in itself is not necessarily .
novel, the continuation of the project in Sport Promotions (phaseBeneﬁtS
two) allowed the students to spend neanipe months as a Students are able to connect concepts from one course to

Our relationships with individualsin professional and
collegiate sports indicatl the need for us to traistudents to
uncover underlying mechanisms wiarketingproblems, analyze
marketsegmentscreate plans to solve problems, and provide data

Afconsultant, o dedi cated t o t dn@her ana meeomesepgaged in ao impoatant andifieaipats and

concentrated on helping solve the same problem. In phase two aharketing problem.Students are exposed to sport marketing
the F.A.S.T. project, students are tasked with both teaching angbrofessionals several times over the cowfsthe project duration
learning. In the teaching portion, they are astednake a short and are able to hone their sports marketing acumen. Most
presentation to the class to review the results of the data collecteinportantly, students are being trained how to make data driven
from Sports Marketing (phase one). Next, students meet with thedecisions in the sports marketing domain.

c | i emardebng executives to discusecent developments in

the client&s pr obbkienrhy asking levanb n ContacuAeithot: BrielgetdNetwols, nicholsbl@nku.edu
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Captive Relationship Strategies: The Effects on Consumer
Commitment and Repatronage

Venessa Funcheduburn University Montgomery

Consumer relationships are sought after due to their manyshould be paid to the changing nature of preferences as consumers
benefits. Some firms have sought to manufacture the trappings dfansact with a firm over time especially as part of a strong
consumer relationships through the use of captefationship relationship. Howeer, all relationships suffer setbacks and
strategies. This paper seeks to investigate the consequences obnflicts and not all relationships are strong. Do captive
such measures on consumer commitment and repatronage. Thi®lationships yield value for the firm? Captive relationships may
research sought to explore the consumer hostage experience bseem inappropriate or unethical especially to consumers but
using the critical incident technique in an online sunafy87 research supports the potehteffectiveness of this strategy. The
respondents. Respondents answered questions regarding theproper use of a captive relationship strategy can be effective and
feelings and behaviors after firms employed a captive relationshipprofitable. For example, firms may work to make purchases easy
strategy. he findings of this study do not indicate that firms are and quick while product returns may be more difficult and time
protected by these strategiethreefourths of the rgsondents consuming. This difficlty (real or perceived) creates a barrier and

terminated their relationships with the offending firm. discourages many dissatisfied consumers from returning products.
Prior research confirms that dissatisfied consumers are more
Introduction likely to switch brands (Hirschman 1970; Richins 1983; Blodgett,

One important strategy in marketing is to develop deepergranbms’ & Waltes 1993, Smith, Bolton, & Wagner 1999).

consumer relationships. These relationships are sought after due irms try to reduce the likelihood of switching brands through the

their manv benefits. According to research. consuglationships se of variqus switchi.ng costResearchers have linked swi.tching_
. y N 9 PR : PS  costs to: higher profits (Beggs and Klemperer 1992), inelastic
yield better profits, more consumer satisfaction, walking

advertisers. and more fordiving consumers (Berrv 1995 Pril CI(response to price (F&ll and Shapiro 1988), increased product
20\63) Islnrst‘he quest for p?g/;ita?ble T:Ha\tionssh(ipsr:‘?/rms héventl\jvo preannouncements (Eliashberg and Robertson 1988), barriers to
choices according to Reichheld & Markey (2006): good bad market entry and sustainable strategic advantage (Karakaya and

profit. They define good profit as occurring when firms delight Stahl 1989; Kerin, Varadarajan, and Peterson 1992),

their consumers so they willingly come back and tell others. The In addition, service failures canebintensely emotional
y gy ; ' yexperiences for consumers. In some cases consumers are so angry
label these consumers as promoters of the firm. Conversely, the

) - that they seek to get even with offending firms. However, research
defined bad profits as those earned at the expensenstimer indicates that the individual 8s

relationships. They label these consumers as detractors. Of courscla,ripp and Kramer 1997). So swifdg costs that are designed to
firms want more promoters and fewer detractors and in an effort to . ’

; . . . . inhibit a consumer from leaving could be very effective in
achieve this some firms have taken measures into their own hand g Y

Some firms have sought to manufacture the trapipdf consumer revenge is associated with extensive psychological resources in

rms of emotions (Bonifield & Cel2007) and cognition (Ward

EXPENSIVE, t_m@onsummg, and not an exacl SC'?”&D.me . & Ostrom 2006) and are difficult and costly to maintain over time
companies, in an attempt to stop consumers from jumping Sh'p(Bies, Tripp, & Kramer 1997). Wang (2010) examined the

utilize contracts with stiff exit penalties. Typibalthe contracts moderating role of switching costs in the relationship between

require condsumer? to tdo_ business with the ngn for a Spec'ff'edcoghsumer perceived value,. corp(frate imqgead daofyalt
perio o i me regar ess o d &8 nCelgn 5| uorri/earlotsy %Y &l 9

Many I_ltr_ms put consuvrvnr(]a_zs tlhn this position :0. gljuaro{ against (Zeithaml, Berry, & Parasuraman 1996). The results support the
COMPElive pressures. e these measureseattaitly not new importance of building up switching costs so as to retain existing

or isolated to one particular industry, what are the costs to the f'rmconsumers in case perceptions of value limther words it takes

in the long run?This paper seeks to inv_estigate the consequences, |+ of emotional energy to stay angry and over time most
of such measures on consumer commitment and repatronage. F%nsumers find coping strategies to reduce their tension. So if

the purposes qf this research a capte]a_tronshlp strategy Is any - frms can prolong their relationships past negative encounters
strategy in which the consumer perceives he or she is unable 19 nsumers are more likely to stay

exit the firm relationship without incurring undue cost. Costs
include financial cost, social stigma, and personal time or effort., . .
Several research questions areqmb First, what types of service LIt€ratu re Review

failures are typically yielding consumer hostages? Do captive Dick and Basu (1994) state that the central thrust of all

relationships protect the firms from the effects of service failuresmarketing activities is the development, maintenance or
or simply delay it? It is important for marketers to understand howenhancement of consumer loyalty. In their research, they detail
consumers view thesemave relationships and what type of value four types of loyalty. Of particular interest in this research was
if any is produced. Bell et al. (2005) suggest that more attentionspurious lgalty. Spurious loyalty involves purchases that are

11
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guided not by a concomitant strong attitude but merely by offer and must accept it. Many companies operatingai
situational exigencies. True loyalty is dependent upon bothmonopolistic environment see little reason to respond to the plight
attitude and behavior. They also suggest that firms can enhancef hostages. After all, these consumers cannot go anywhere. So
spurious loyalty by sengthening the consumer perceived value of why bother to correct the problems? There are two reasons why
social bondage contributing to repeat orders. companies should bother. First, if the competitive envirmm
Colgate (2001) undertook a research project seeking tosuddenly shifts, these companies will then pay the price. Their
understand why consumers who seriously considered switching d@aonsumers will defect quickly and many will become terrorists.
not switch. The results of this study indicathat apathy and  Second, hostages are very difficult and expensive to serve. They
negative effects on consumers were the two most importantmay be trapped, but they still take every opportunity topaimn
barriers in the industries examined. In conclusion the authorand to ask for special services. Hostages can devastate company
suggests finding more ways t omonmakkaad theio negativenienpast orf pereuhit cdsls & adtoandingi n .
The author cautions that a large number of trapped comsume ( Jones and Sasser 1995; p. 97) .0
could be detrimental and likely to lead to more negative word ofuse of a captive relationship is counterproductive Hamm, there
mouth, lower acceptance of new products, less ability to-g@lks s little empirical research to bear this out.
and many other negative outcomes related to having 6éterrori st
consumers. Method
As part of the relationship development pracesnsumers . . .
often make specific investments in to firm relationships over time. Critical Incident Technique
These investments include: search costs, transaction costdhis research sought to explore more deeply the consumer hostage
learning costs, discounts, emotional costs, and cognitive effortexperience by using the critical incident technique (CIT). The CIT
(Fornell 1992). These investments increase conspereptions consists of a set of spediilly defined procedures for collecting
of the costs of switching between providers. These costs typicallyobservations of human behavior and classifying them in ways
fall into three categories: relational costs, procedural costs, andvhich make them useful in addressing practical problems
financial costs (Burnham et al. 2003). Hence, switching costs argFlanagan 1954). CIT uses content analysis of stories told by
defined as onetime costs that consumessciate with the process consumers and classifies them into egaries based on the
of switching from one provider to another (Burnham et al. 2003). outcome or situational factors reported for the event (Bitner et al.
There is research to support the use of financial switching1990). The CIT is especially well suited for identifying critical
costs to restrain consumer exit. Jones, Mothersbaugh, and Beatgspects of service encounters (Chitegrera et al. 2004;
(2000) conducted a study which examiribd influence of core Hoffman et al. 2003; Bitner et al. 1994;itfer et al
service satisfaction on repurchase intentions when switchingl990;Keavenel995).
barriers are high. They found switching barriers positively
influenced repurchase intentions when satisfaction was low. TheyData Collection
concluded that switching barriers increase ritenbecause they Data collection for this research was conducted on online. A
help fil’mS Weather ShOtBI’m ﬂuCtUatiOnS in Service qua“ty that Web_based survey was emp|0yed. Data were C0||ected from 87
might otherwise result in defection. They go on to suggest thatrespondents. Undergraduate marketing students were used to
firms should build up various switching barriers so as to retainrecryit nonstudentparticipants to complete the online survey as
existing consumers despite their lack aftisfaction with core  part of a consumer behavior course. Twemtg students served
service offerings. However, they too caution against using thisas recruiters. Each student was required to collect four surveys.
strategy longerm. Saying switching barriers that provide no None of the student recruiters were allowed to complete a survey.
intrinsic benefits and create feelings of entrapment for consumergotential partiipants were provided with the website address
may do more harm than good in the long./8irdeshmukh, Sing,  \where they could go to complete the survey online. Participants
and Sabol (2002) suggest that switching costs may be used t@ere asked to identify their recruiter at the end of the survey.
constrain individual choice especially when behavioral motivation The study began by asking participants to describe an
exists leaving the consumer unable to exit. unsatisfactory service eggence where they were unable to
Wang (2010) conducted a study which examined the effectschange companies due to measures imposed by the firm.
of corsumer perceived value and corporate image on consumepgarticipants were then asked to detail the type of company, the
loyalty under conditions of high switching costs. The results of the eve| service failure severity, the length of their relationship with
study indicated that high switching costs were critical in reducing the firm, their commitment to thfirm after this experience, and
the effects of consumer perceived value and corporate image Oofinally did they renew their contract with the firm.
loyal ty. AHi gh switching costs gampen consumer reactions t o
subopti mal performance by t heRé§L“tYSi ce provider.o Wang suggest
that building up switching costs in an effort to retain existing )
consumers is a plausible strategy. However, the author warns that  The coding procedure used here was adapted from the
suchmeasures offer only shetérm protection for temporary dips techniques suggested by Strauss and Cofb#98) First, each

in consumer perceived value and corporate image. Ongoing issug§terview was read and reread in order to familiarize the coder
in these areas will not be effectively masked by financial With the data. Second, through an inductive process, the incidents

switching costs. were classified into sigsoups based on situations prevalent in

While research does support the use of captive rakitip experiences. Finally, the behavioral results of were classified.
strategies, managers must be careful to use this tool as a temporafjiese three areas correspond to the research questions being
restraint rather than create©eglorehostage situation. AfHostages
stuck. These individuals experience the worst the company has to
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In an effort to reduce researcher bias, several steps suggestéihble 2: Relationship Duration & Outcome Decisions

by Kolbe and Brnett (1991) were taken to improve category and Relationship Length ~ Terminated Stayed
inter-judge reliability. Two coders were trained and given detailed 9.6 months 8 100% 0 0%
coding instructions. Each coder categorized the sample separatelymonths-1 year 10 62.5% 6 37.5%
and independently of the other. Coders were allowed to place-o years 17 80.9% 4 19.1%
situations imo multiple classifications when necessary. More than 2 years 28 66.7% 14 33.3%
The incidents described by participants covered a variety ofTqtg| 63 72.4% 24 27.6%

service contexts including: cell phone (40), financial services (127,
cable/internet providers (9), utilities (5), rental agencies (4), and  Taple 2 breaks down the decision/intention to stay or
others (8) The first research question sought to understand whaerminate based on the length of the prior relationship. Neither the
types of service failures typically resulted in consumer hostageseyistence nor the length of the relationship appears to have any
Table 1 details the types of service failures reported and theihearing on the consumer decision to stay. Nearly three quarters of
subsequent decisions or intentions to continue or terminate thgnhe respondents terminated (or planned to) their relationship with
reldionships. Respondents overwhelmingly indicated that serviceyeo offending firm once the impediment was removed. Contrary to
failures involving poor service and billing issues typically lead o research which suggests that prior relationships serve to insulate
their hostage situations. Poor service was the most reported failurgms in cases of service failures, the findings of thislgtdo not
type. lllustrated by the following comment&bad coverago, indicate that firms are protected by these strategies. In fact,
iwhen helip wdsmeeded, equa not gettwld of respondents who had done business with the firms the longest
anyof@ank system went down 0 fye Romdrd fkelyGhartthef shdt®nicoutetphrts Yo &dnthue
car Billlng_g‘)lssues~were the second most repo_rted failure types.ipe relationship. However, a larger number of respatsl with
Examples includefinsurance rates gradually increased even yg|ationships of greater than two years reported staying than any
thoughthe contracthat was signed had a fixed rate E x t r € mgyhal group. Unfortunately, this group still terminated their
high wan€habpgbkloWwFemmngmyny addicafoRsRiRdt a fatk ®Stwo to one. Therefore, one can assume
added onto originaf Chaagrrgeeedd tunggeRte 180EPUFDREction afforded by the previsektionship
Respondents reported a litany of service failures which  The third research question sought to determine if these
occured across numerous industries. However, the core issuegaptive relationships yielded any value. In terms of value, there
were very similar. These types of failures represent OUtcOMej st does not seem to be enough to warrant continuing the
failures rather than process failures. Process failures deal with th?elationships on the part of the consumer. Efoarths of the
consumeremployee interaction and typically involve problems yagpondents terminated their relationships with the offending firm.
with how the service was delivered. Outcome fallurgs deal with ot surprisingly, as severity of the failure increased so did the
the performance or contractual elements of a service (LevesQU@ecisions to terminate the relationships. This represents a
and McDougall 1996). These types of failures involve breakdownsyremendous loss of value for both the consumed the firm.
of core deliverables. Although either type of failure could be fowever, it was not a total loss. Respondents with relationships of
expected toupset consumers, outcome failures are partlcular_ly more than two years made up nearly fesight percent of the
prone to emotional reactions because they represent promis§gported sample. These respondents also reported the strongest
broken by the firm. o commitment to the firm even after the serviadures. Nearly half
Many respondents reported that after experiencing pooryf these respondents decided to stay even when the impediment
service or billing issues that they became more painfully aware ofyas removedAs the level of commitment reported increased so
their lack of ch0|ces' or alternatlves: This dlscc_m_ary created angstjig the tendency to stay in the relationship. Nearly seventy percent
and negative feelings for previously satisfied consumers. ¢ respondents who reported feeling somatmtommitted to the
Respondents seem to indicate that perhaps they had been unawajg, stayed. While eighty percent of respondents who reported
of their entrapment prior to the service failure. The negative being strongly committed to the firm stayed.

experience appeared to highlight this fact and upset respondents  Tpere were respondents who described situations in which

beyond the initial problem experienced. the use of switching barriers were employed appropriately. Five
] ] o respondats stated that key benefits offered by the firm were their
Table 1: Service Failure Types & Outcome Decisions primary motivation for remaining with the firm even after the
Remain  Primary Service Failure Type ~ Termination service failure. This is important for several reasons. First, it is
2 Poor Service 25 precisely what managers would want to happen. Despite a service
10 Billing Issue 12 failure, the benefit or value added by the firm or its products
9 No Options 4 serves to hold temporarily dissatisfied consumers. This occurrence
5 Key Benefit 0 supports the use of differentiation, relationship marketing, and a
4 Recovery 0 strong value proposition.
2 Favors 3 In addition, four respondents dded to remain after the
5 Unclear 5 service failure due to recovery efforts. These situations highlight

*

Some respondents reported multiple issues the perfect use of switching barriers. Perhaps the lack of options or
) ) perception of barriers encouraged consumers to complain thereby
The second research question sought to uncover if the use Qfroviding the firm with an pportunity for redress. Although the

captive relationship strategies protect firms from the effects offirms held these consumers captive they did not squander the
service failuresor delay the inevitable exit until the contract opportunity for redress and it paid off.
expires?
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Finally, there were a couple of situations where respondents
were dissatisfied with uestéor fi
favors or special treatment. In these situations, respondents either

r 86 0

Giacalone, eds. Newbury Park, CA: Sage Publications, 18
response to their req

tried to capitalize on the previous relationship or service failure Bitner, Mary Jo, Booms, Bernard H. & Mohr, Lois A., 1994.

itself to garner special treatments. In each reported case the firm
denied the responwwanetnixéd. r equest
In conclusion, it appears that many firms were able to extract

ACritical service enecoprtierns: o T

Jouma &f Marketingb8(October), 94.06.

a great deal of sheterm profit out of these captive relationships. Bitner, Mary Jo, Booms, Bernard H. & Tetreault, Mary S., 1990.

However, in many cases it was to their own detriment. Consumers
may endure but they do not appear to farght the first
opportunity, consumers terminated the captive relationships and
little goodwill remained thereby leaving the door wide open for
new competitors.

Managerial Implications

Respondents in this sample reported poor service and billing
issues wer the most frequently occurring service failures. These

types of failures represent opportunities for firms. These situatongdoni f i el d,

are rectifiable and preventable with proper training and processes
in place. Perhaps calculating the true value of the consuosrs |

due to these issues and comparing it to the cost of training or
process improvements would make the expenses easier to justify.

"The service encounter: diagnosing favorable and
unfavorable incidents Journal of Marketing54(January),
71-84.

Blodgett, Jeffrey G.Donald H. Granbois, and Rockney G.

Walters (1993), "The Effects of Perceived Justice on
Complainants' Negative Woif-Mouth Behavior and
Repatronage IntentionsJburnal of Retailing69 (4), 399
427.

The most important managerial implication is that commitment Burnham, Thomas, Judy Freis, and Vijay Mahajan (2003).

and not relationship appeared to be the determining factor in
whether consumers decided to remain or leave. The data suggest
that as respondentso
likelihood of remaining with the firm. While relationships and
commitment tend to go together, Iotasting relationships are ho
necessarily indicative of strong commitment. As a
managerial efforts would be better spent trying to increase
consumer commitment.

Limitations & Future Research

The findings of this research must be tempered by several
considerations. First, éhqualitative nature of the study prevents

Carolyn andveCat herine
Responses to Service Failure: Anger, Regret, and Retaliatory
and Conci | i aMarkeyng IReesspBo nses, 0O
(January), 889.
AConsumer Switching Costs: A Ty
Consequencesdournal of the Academy of Marketing
commi t ment SHegcgV@l3%5(2)i10%2f.e ased so too did tt
ChungHerrera, B. G., Goldschmidt, N. & Hoffman, K. D., 2004.
result AConsumer and employee views of
' Journal of Services Marketind8(4), 241254,
Colgate, MarkanBodo Lang (2001). o0Switch
Consumer Markets: An Investigation of the Financial
Ser vi c e s JourmabotiGohsumer, Marketinyol 18
(4/5), 332.
ck, Alan and Kunal Basu (1994) .

identification of causal relationships. Second, the wide variety ofD i
industries surveyed, does not allow the identification of context
specific relationships. Future research should examine the
relationships betweae commitment and repatronage utilizing a
quantitative format.

and Integrated Conceptual Franeew Kloual of the
Academy of Marketing Sciendéol 22(Spring), 99113.

iashberg, Jehoshua and Thomas R
Product Preannouncing Behavior; A Market Signaling
St u dournal of Marketing ResearcB5 (August), 282

References 292
Beggs, Al an and PauPeriod Canpglitom (1992) . AMul ti
Wit h Swi t cHBconongetric2@043), 651666. Farrell, Joseph and Carl Shapiro
Wi t h Swit chi ndpur@loosBcanomics®R AN D

Bell, Simon J.; Seigyoung Auh; Karen Smalley (2005).
fi Co n s u le®nshipRDgnamics: Service Quality and
Consumer Loyalty in the Context of Varying Levels of
Consumer Expertise and SwitchingCosts Jour nal
Academy of Marketing Sciendgol 33(2), 169183.

Fornel |,
(1995 )ices-iRe| atBiao mankeit @ r Ma Mhet iISwegnmnbofMatkelng,p er i en
o f 56 {Janaary), €1.

Berry, Leonard L.
Growing Interest, Emerging Perspectives Jour nal
Academy of Marketing Sciendégl 23(4), 236245.

(spring), 123137.

Flanagan, John C. (1954), "The Critical Incident Technique,"
o f Psyclolegical Bulletin51 (July), 32757.

Claes (1992). AA Nationa

Hirschman, Albert O. (1970), Exit, Voice and Loyalty: Responses

Bies, Robert J., Thomas M. Tripp, & Roderick M. Kramer (1997).
AAt the Breaking Point:
Vengeance and Violene i n
Behavior in Organizations, Jerald Greenberg and Robert A.

14

A S o c iHarVard Orivgrsity Rréss: e
Organi zations, 0 in

to decline in firms, organizations and states. Cambriklide,
Perspective on

Antisoci al



Hof f man, K. Dougl as, K., Sc ot tReidhheld,&redCandiRolyMarkds/ (2006). Blowiagthe Bvhistidioh CI1 T
investigation of servicescape failures and associated recovery Bad Profits.Srategic ManagemeniAugust Editor Mark L.
st r at JwrnaleofkSeroices Marketindg7(4), 322340. Frigo, 810.

Jones, Michael, David Mothersbaugh, &ttaron Beatty (2000). Richins, Marsha (1983), "Negative weof-mouth by dissatisfied
ASwitching Barriers and Repur cdnsusas: A pilat studytyauroah of Marketingdz(l)v6B c e s . 0

Journal of Retailing76(2), 259274. 78.

Jones, Thomas O. and W. Ear | Siadestneukh, Dedpak, Jagdif Sirys, and Bafirydalyol (ZD@2). i s f i e
Cons umer sHarmedBesimdss RevieMovember fi Co n s uuste\faluel and Loyalty in Relational
December, 8®9. E x ¢ h a dgued of Marketing66 (January), 137.

Kar akaya, Fahri and Michael J.SnHttahh | A(my9 8 9Ru.t hii BBaorlrtioenr,s atnod EJnatnrey
and Market Decisions in Consumer and Industrial Goods Consumer Satisfaction with Service Encounters Involving
Ma r k ddumal af Marketing53 (April), 80-:91. Fai |l ur e a nJdurnB efdvarkegng Rseaich36

(August), 35672.

Keaveney, Susan M., 1995. AConsumer switching behavior in
service industries: An expldrao r y  3otirmatoy , 0 Strauss, Anselm & Corbin, Juliet 199asic of Qualitative
Marketing 59 (April), 7182. ResearchSage Publications, Thousand Oaks, CA.

Kerin, Roger A., Varadarajan, P. Rajan, and Peterson, Robert A. Wa r d James C. , & Ostrom, Amy L.
( 199 2)-movdi &lvantage: A synthesis, conceptual masses: The role of protest framing in consuaneated
framework, and r dosreahaf ch pr op o d mdloaisn to Jouenbdl of Consumner Resear@s
Marketing 56 (4), 3352. (December), 22230.

Kolbe, Richard H. & Burnett, Melissa S., 1991. "Contamalysis Wang, Chung¥u ( 2010) . iService Quality
research: An examination of applications with directives for Corporate Image, and Consumer Loyalty in the Context of
improving research reliability and objectivitylburnal of Varying Levels ®&dychddomi& chi ng Cos
Consumer Research8 (September), 24250. Marketing Vol 27(3), 252262.

Levesque, Terrence J. and GordtnG. McDougall (1996), Zeithaml, Valerie A., Berry, Leonard L., & Parasuraman, A.

AConsumer Dissatisfaction: Thd 1R®I63t i dindlkei peBatvwowera| Tpeasequ
of Probl ems and Canadsrulovenal ofRe s p doumad of Marketing60, 3146.
Administrative Sciencd. 3 (3), 26476.

15



Summary Brief
TheRole of CustomeBrand Identification irMinimizing

Feature Fatigue

Jessica L. Robinsgieorgia Southern University

Considering the quandary betwedunsion product benefits
and feature fatigueomplicationsmuch effort has focused on how
firms mayreducefeature fatigugChen et al. 2010 The current
research is unique by adopting a custoffemused perspective of an iPhoneto fulfill a symbolic reed of innovativenesas well as
feature fatigue in view of fusion produc8pecifically, this paper for the multifunctional featuresMarketing research alsuggest
considers functional rals of attitudes and identities to understand that functional branding is aiable researchsubject for self
the underlying conditions that may reduce feature fatiissed expression.For example, ChernevHamilton and Gal(2011)
on the theoretical underpinnings of attitude functions (Katz 1960) reported that there aseveral mediumgor self-expression needs
and grounded by Social Identity Theory (S(Tgjfel 1974, the to be satisfied andiot all are limited tosymbolic brand (i.e.,
theoretical modl hypothesizes that custord@rand identificatio symbolic branddulfill self-expression eeds more than functional
yields a moderating effect dhe linkagedetween fusion products brands yet functional features may serve @®mmunication
and feature fatigue as well as betwekasymbolic and functional ~ channes for selfexpression).
motives for purchasing fusion products and feature fatigue. Considering thatite brand concept has yet todeamined in
Introductio n a feature fatigue context, this papésorelies on the implications

A fusion product Acombines &eredby attitude functionsS ecmcalli Katz 1960) |$§roduced

. | d . N Ch ¢ | itu unct\%ﬁ %5’3 fdbrd ta(?] rﬁo ivesitt
singile eviceo ( en € a eII ashto id e’'app |§tep l!eé:hrﬂaiqué?e\d1 é(hanae
that are associated with fusion products, a disadvantage is feat"gﬁnudes The attltude finc

tions that are oparticularinterest in
fatigue (Chen et al. 2010; Thompson, Hamilton, and Rusb)200 this paper are utl tarlan and valeezpresswe functlonsThemaln
Feature fatigue is fAwhen wusi

. \ . theutiiith *funcﬁoﬂ isS vidluald Geto P € C O M
frustrated or dissatisfied ﬁ( ( Thomg
Hamilton, and Rust 2005, p. 440). Given this quandary, effort h 2&1 Swards L‘L’"qa afiold pé’nglu ?hg vatbdeXpressive

focused on techniques companies may use to reduceeféatigue s erllfggrr::gp? (rlr;gtazniggg)an individual to express their identity and
(Chen et al. 2010). This paper adopts a custdowersed approach

and introduces customérand identification as a means to reduce

feature fatigue to avoid countering the distinctive benefits of fusioHypotheses

products (Thompson, Hamilton, and Rust 20pecifically, the Several marketing researchers have found that when given
overarching purpose of this paper is to address whetrstoner- the option between alternativeisdividuals prefer products that
brand identification has a moderatiaeffect on the degre® which have a greater number of features (Thompson, Hamilton, and Rust

have concluded thalhesetwo dimensions of the brand concept are
not necessarily at odds witime antherduringpurchase decisien
(Bhat and Reddg001). For example, an glividual may purchase

a

fusion product customers experience feature fatigue.

Literature Review

Identification is a processwhere an individual assnilates
with individuals, groups, orobjects (Freud 1922)Although
severalfoci and seHrelated motives for identificatioexist, this
paper focuses onustomeibrand identification (Aaker 1997) in
terms ofthe selfexpressionmotive (Ashforth 2001).Customer
brand identificationrefers tofic ust omer 6 s psych
perceiving, feeling and valuing his or her belongingness with a
brandod (Lam
facilitators of customerbrand identification include brand/sel
conguity, brand attractiveness amegige, sharing information,

customer satisfaction, and reference group influences. The mos

common outcomesf customefbrand identificationare affective
commitment,favorableword-of-mouth, and repurchase intentions
(Kuenzel andHalliday 2008.

An interesting aspé®f the brand concept is thiatands may
fulfill intended functional needsr satisfysymbolic need for self
expressior(Park, Jaworski, and Maclnnis 1986lowever studes
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2005). Nevertheless, pogturchase evaluations of feattieh
products aregenerally negative Chen et al. 2010 Consumer
behavior research offerigsight to explain this paradox, vére
consumers are willing téorgo long-term utility and easef-use
for shortlived excitement of purchasing featurerich product.
Thus, outcomes of purchasing featenieh products are overall
frustration and dissatisfaction with the product (Ariely and Norton
2009; Thompson and Norton 2011).

Hla: The number, of %oduct features positively affects the

r

?iégr%ech \?/h"f'ctl] fusﬁ‘)ﬁ 8 dfict Qistoms experience feature

aigé]c‘ijnsumers armotivated to purchase productstiia greater
number of feature® signal their identity and sociatatus (Ariely
nd Norton 2009; Thompson and Norton 20Xd9nsumers are
Isomotivated to purchase fusion piuctsbased on the abilitio
purchaseoneproductat a lower costatherthanmanagng several
products that are collectively mompstly (Chen et al. 2010).
Given these symbolic and functional motivesptuarchase fusion
products there are likely attitude function implications.
Specifically, d@itude function research suggedtst thevalue
expressive usersf fusion products assign less utility to feature



rich products whileutilitarian users of fusion products perceive
additional features that suppéine main functiors as vale adding
(Head and Ziolkowski 2012).

H1b: Symbolic motives positively affect the degteewhich
fusion product customers experience feature fatigue.

Hlc: Functional motives negativelgnffect the degredo
which fusion product cusmersexperience feature fatigue.

The outcomes of identification are behaviors on behalf of the

identified foci Freud 1922 As it relates to this papeHughes
and Ahearne (2010) reported that employesgh brand
identification, and wherexamined as @iomers ofbrands they
sell, exhibit extrarole behaviorsThus it is anticipatedhat fusion
product customers with arsge of brand identification ali&ely to
devote extra effort (e.g., sémly out and utilizingfeature usage
information) and enjoy leaing how to properly use treditional
features Simply put, customebrand(C-B) identification islikely
to encourage behavior that effectivetpunteractsone of the
source forfeature fatigue

H2a: C-B identification reduces (negatively moderates) the
degreeto which fusion product customers experience feature
fatigue.

The customergmotivated to purchaséusion products to
signal their identity and sociastatus are subjectto brand
identification in terms ofidentity-behavior salienceAfiely and
Norton 2009; Katz 1960f-or example, anndividual that actively
communicates to others aboapplications/tools on their mobile
phone (i.e., signal innovative identityare likely influenced by
brand identification in being able to demonstratehose
applications/tod.  Specifically, in efforts to capture
identity/behavior salience, the ability properly usefeatures is
anticipatedto have a negative effect on the degeeevhichthese
customes experience featuratfgue. In a inilar vein, customer
brand identification is expected to strengthen functionally
motivated customés evaluations of addef@aturesand encourage
information-gathering behavior (Head and Ziolkowski 2012

H2b: C-B identification reduces (negatively moderates) the
degree to which the symbolically motivated fusion product
customers experience feature fatigue.

H2c: C-B identification reduces (positively moderates) the
degree to which the functionally motivated fusionproduct
customers experience feature fatigue.

Table 1. Proposed Conceptual Model

Cusgomer-
Brand
Identification

Number of
Features
Hia(+)
H2b (-) ot
"
Symbolic A4 - .
>\ Feature Fatigue
@ HicO)

Fundiond
Brand

Conclusion

This paper extends fusion product and feature fatigue
research by adopting a custorfiecused approach araffers an
alternative perspective tmitigate featurefatigue. This research
contributes to customdrand identification by explang
opportunities related to enablers amgtcomes of customdarand
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identification (Kuenzel and Halliday 2008f well agpushes the
boundaries of functional branding hgentifying functions asa
medium for seHexpression.
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Summary Brief
Glues CluesConsumerCompany ldentity Congruence

Sharmin AttarapBryant University

Consumers look for consistency between what they perceivédentity congruence is important to identification, but it outlines
to be a companybés identity anhdw thelypeiofr congruence ordneamdruence is aldo fimpatannh s u me
perceive a companidentity orientation to be congruent with their Specifically, utilizing the identity orientation framework (e.g.,
own identity orientation, identification occurs. What previous Brickson 2007) this project investigates various forms ehiity
research leaves ambiguous is which specific types of identitycongruence between perceived company identity and consumer
orientations are congruent and what these congruencies are basedentity and whether such congruency leads to identification with
upon. This resaah investigates a potentially very useful a company, and whether such identification increases purchase
framework for studying identity congruence because it enables usntention.
to simultaneously study individual and organizational identity
through the same lens. This model suggests that identityconceptua|ization
congruence is important taéntification, but it outlines how the

typeof congruence or incongruence is also important. Based on the review of the litgure, we can hypothesize that

when a consumer and company have matching identity
. orientations, consumers are more willing to purchase from the
Introduction company due to identity congruence. This identity congruence
We have entered into a new era in the global economy wherdeads to enhanced organizational identificatiortum leading to a
businesses must develop a new mindset to get customers to lowillingness to purchase from the company. Along with extant
brands by appealing to thtesoul 6 of t he c u swork/mwe suggéskimtidemity corgnuahce is important to purchase
Caslione 2009). What better way to appeal to the soul of aintention. Just as the level of salentity may serve as an
customer than to understand the driving force in their deeision important boundary variable for organizationa¢ary (Lord et al.
making, their identity? Consumepmpany identification has been 1999), so can it serve as an important boundary variable for social
described as is the primary glubat creates committed and processes such as consumption. Unlike previous work, this project
meaningful relationships that marketers are increasingly seeking talistinguishes between distinct types of identity congreenc
build with their customers (Bhattacharya and Sen 2003). Perhap$herefore, it is hypothesizetat:
finding out what attracts customers to organizations can help us  Hypothesis la: Individuals with an individualistic identity

determine how to appeal to theu$ of the customer. orientation choose organizations with individualistic identity
orientations more than organizations with relational or
Literature Review collectivistic identities.

Hypothesis 1b: Individuals with a relational identity
ntation choose organizations with relational identity
Prientations more than organizations with individualistic and
collectivistic identities.

Hypothesis 1c: Individuals with a collectivistic identity
orientation choose organizations with collectivistidentity
orientations more than organizations with individualistic or
relational identities.

Identity orientation is a parsimonious means of capturing orie
wide variations in identity, which is relevant to most individuals
and organizations. Each corresponds to different orientations o
the self towards others,h&ther to stand apart from others and be
selfserving, to build ties with close others like family members or
organizational members, or to build collective ties to a larger
group, respectively (Brewer and Gardner 1996; Brickson 2007).
An organization withan individualistic identity orientation is
viewed by members as an individual entity and is characterized by,
organizational traits that distinguish it from other entiies Methodology
(Brickson 2005), such as a company that is considered to be the  An online survey was designed and administered to a random
most prestigious. Anorganization with a relational identity sample of 324 undergraduate university students. Individualist,
orientation is considered by members to have a more integratedelational, and collectiviec identities were measured using the
identity and is characterized as having traits that connect it toLevels of SelConcept Scale (LSCS; Selenta and Lord 2005).

particular stakeholders (Brickson 2005), such as a company that ndi vi dual i sti c identity, whi ch

works towards a partnghip with its clients. An organization with  performance, and general standing above that of others, was used

a collectivistic identity orientation is viewed by members as beingto measure the indigual level( U = | ha@ ;strorig need to

part of a larger community and characterized by its efforts towardsknowhow Istad i n compar i s onTherelatongl c o wo |

maximizing the welfare of a larger group (Brickson 2005), such aslevel was measured using issues regarding concern for others,

supportiry the weltbeing of a citywide community. being committed, hel pi ngGalingcaring
Previous research affirms that matching consumer anddeeply about another person swaha close friendrorelative is

company identities can foster identification and that identificationi mpor t anfThé ocmebg¢cti ve | evel (U

can predict consumer purchase behavior. This model suggests thasing issues pertaining to groapc h i e v ¢ fest gréat p(idé
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when my team or gr oup edarersasow e Ip3.049) dtvseems thdt cansumersnwiheo havehidentities closely

f or it s Resporseir thessélcancept scales were made linked to his/her social group seek organizations that promote
on a 5point scale ranging from 1 = strongly disagree to 5 = relational identities. Results prove further analysis into the
strongly agree. conceptual difference between relational and collectivistic

Following identity orientation questions, vignettes were constructs is necessary.
provided with a description of different organizations. Each

paragraph corresponde to a different organizationgvel CQHC'USiOﬂ

0 urc

s con

identityy. Respondent sb Il i kelihood p hasi

Just 'a ruence bgtvgeen (f)ir O rr]ns ancti J?semembers
organization was measured via -@dnt Likert scale anchored by ful fil sg me mb e r-?iteirllo't @edd ororotes sel
Extremely likelyto shop herandExtremely unlikely to shop here. . ul ot Inuityy promn i
Manipulation checks were rurto determine if paragraph identification, so can congruent corporate and consumer identities
manipulations explaining identity orientation of organizations foster a posm\_/e relationship b_etw_een consumers and the company.
were valid.Lastly, demographic information was collected. Consumers will I(_)ok_to organizations tr_lthId values that they

In order to determine if identity orientation of individuals Va“.Je and organizations wil succeed_ If they knoyv the needs of
their customers and cater to theifhis study builds on that

affects their purchase intentiorigear regressions were run on knowledge to address multiple identity orientations of consumers
each identity orientation and likelihood to purchase from each ge 10 P y or " .
and organizations and how congruent idgntitientations can

company. Correllations.wer.e ana Iyzeq as .weII as coefficients infoster meaningful relationships and intentions to purchase
order to determine which identity orientation affected intent to )
purchase.

co
I

References

Findings Bhattacharya, C. B. and S. Sen (2003). Constaoeipany

identification: A framework founderstanding consumers'
relationships with companiedournal of Marketing67, 76-
88.

This research analyde what creates bonds between
consumers and organizations by exploring links between identity
theory and organizational theory. The results of this research

emphlasized. the importance of the smificept in consumer Brewer, M., and Garnder, W. (1996). Who is this "We"? Levels of
?hemshlonn:ﬁklng. Th'r? can be Teel? thtrciqujgie SI:pth r: oflsombe tOf collective identity and self representatiodsurnal of

€ hypotheses, wheré we Jook at the potential giue between Personality and Social Psycholod33-93.
consumers and organizations based on identity orientation.
It was hypothesized that consumers with stronger grickson, S. (2008). Reassessing the standard: The expansive
individualistic identities will increase their purchase intention positive potential o relational identity in diverse
from companies with strong individualistic identities, rather than organizationsJournal of Positive Psychology
companies with strong relational identities or strong collective
identities. This research concluded that on average, individualistiBrickson, S. L. (2007). Organizational identity orientation: the
individuals were more likely to shop from an indivitiatc genesis of the role of the firm and distinct forms of social
company that projected a prestigious image=(. 2 1, ) tiam . 0 O 4value.Academy of Management Revi®64-888.
from, for example, a relational companly £.16, p=.134. This
has great implications for the nature of individualistic identity and Brickson, S. L. (2005). Organizational identity orientation: forging
implies that the selénhancement is the strongesttivation for a link between organizational identity and organizations'
individualistic individuals. relations with stakeholderAdministrative Science

It was also hypothesized that consumers with stronger Quarterly, 50 576:609.

relational identities will increase their purchase intention from
companies with strong relational identities, rather than companied<otler, Phillip and John A. Caslione (200@haotics: he
with strong individualis identities or strong collective identities. Business of Managing and Marketing in the Age of
This research concluded that on average, relational individuals Turbulencge Amacom.
were more likely to shop from relational organizations=(. 2 9 , p= )
.001) than from, for example, individualistic companiés< . 0 1 Lord, R. G., Brown, D. J., and Freiberg, S. J. (1999).

p=.827). Understanding the dynamics of leadership: the role of
Finally, it was hypothesized that consumers with stronger ~ follower selfconcepts in the leader/follower relationship.
collective identities will increase their purchase intention from OrganizationalBehavior and Human Decision Processes

companies with strong collective identities, rather than companies ~ 167-203.

with strong individualist identities or strong relational identities.

This research concludes that on average, collectivistic individuals>€'€nt@, C., and Lord, R. (2005). Development of the Levels of
were more likely to shop from relational companibs=(. 4 4 , Self Concept Scale: Measuring the Individual, Relational, and

.000 than from, for example, individualistic compani&s =13, Collective LevelsUnpublished Manuscript

19



Summary Brief
A Hermeneutic Approach for Marketing to the Amish

Somijit Barat Pennsylvania State University

The objective of the current research is to focus on theof the community and 2) assigning theoretical interpretations to
marketing challenges of reaching out to that segment oArhish those stories and episodes framhe aut hor 6és and t
population which is eager to embrace many of the benefits aperspectives.This approach is used extensively for behavior
modern American lifestyle offers. The author proposes to adopt aelated research, and has been found to be pantiguewarding
hermeneutical approach, which is based on 1) interpreting ain situations where it is difficult to reach the subjects and
series of written monologues and typographic recordings of communicate with them face to face foloag period (Arnold and
consunption stories from members of the community and 2) Fischerl994; Hermans 1996)
assigning theoretical interpretations to those stories and episodes  The collected data will then be analyzed for structure and
from the authords and t he s ucbnteatcSpexidl attgntiowils e paidtta teeantext infvwhieh tha ut h o r
proposes to take a sabbat i caldatawas cdldcteds Bextj thebdata Wile be Aisually bomlwed farmu n i
for a periodof up to one year. Funding provisions for the current presence of underlying consumption/behavioral themes that might
study are also being explored, and the prospects of the projecteflect the purchase intention/consumption behavior of the subject.
have raised considerable interest among the local comné@unity Any proposed undgring themes will be tested for reliability and

both academic and general. validity. In addition, the underlying themes will be validated
across multiple (at least two) researchers. Any discrepancy or
Introduction disagreement among researchers will be resolved using discussion

. . and collaboratiod failing which, such themes, if any, would be
The success of any marketing @romotional strategy ”kefy di?carded
mar .

funda ment a |1 y rests on 't he Jn céamrplgtian of”‘ﬂpe'algo\'/etpyocegs,C{he Suthér 9vin atténﬂ)te ta
market. __Tradltlonal strategies may not work  for sec_luded to explain the themes from the standpoint of existing consumer
communities suc_h as the Amistwhose fundamental pellefs behavior and psychologyeories, and how such theories help us
opposgproflt-maklng, mdulgenceabundance of ownerghiand undestand the evolving behavior of the Amish people. The author
conspicuous consumption. will also attempt to segment the underlying themes employing

On .the _other hand, despite the pppular be!|ef that Amish advanced statistical tools (cluster analysis), should the nature and
people live in the past century, there is a growing segrogént size of data permit the author to do so
Amish people embracingmainstream lifestyle, including '

technology, professional developmeatiucation,healthcare etc.

On a broader level, concurrently, the Amish population in the USCha”engeS

has flourished. The Amish gople shun modern society, especially
Given this evolving scenariothe author proposes to technology (electricity, telephontglevision and computers: Dana

investigate the following questions: Do our recent change in2007), working for profit, flashy clothes, public transportation,

outlook and developments as outlined abowakenthe job of the  and exorbitant lifestyles (Kraybill2001). Collaborating and

mar keter mor e chall enging? H@mmunicatingewitts thevae-Amishs is sevierely fréwmed supod. s

interaction with the outside world? How have Amish products Consequently, the traditional medium of communicatizn

evolved to carve out a niche for themselves in the mainstreanvirtually nonfunctional for this community.

society? How can the marketer coordinate its efforts with Instead, the Amish people value communal interdependence

businesses and places of tourist interest to effectively exploit then accomplishing the basic necessities of life, sanctity of

mai nstream consumer soé r e n e we dnarriedifaméife, growing their ownnfaod, and sawing thdir avent s ?

Lastly, do we use traditional or customized marketing tools to clothes. Amish children typically learn farming, furniture

reach t he Anslopdople?ni zed?d building, and masonry from their fathers. As Dana (2007) notes,
ifPeople grow what they eat, and t
Methodology grow o , and ABy milking their- own ¢

cream, planting their own fruits and vegetables and slaughtering
The author praps es to take a sabbafflaRat 0 : Hoés aRdfpbuYtrﬁ thd Arfish diel' i€ fairly-self

Amis_,h_ community for a period of up to one year. Funding suf fi (Dana n200d, p.14950). Such lifestyle, therefore
provisions for the current study are also being explored, and the educs (ofte n, el iminates ’) t h e‘ com

prospects of the project have ra|§ed considerable interes xternal agents which, in turn, makes the job of the marketer
among the local communilybothacademic and general. precisely redundant
hi ;I]'h_e bauth((j)r pr(l)p(_)stes tot_ adopt allwherntwteneutlcall approach, Often the baptized Amish person is allowed to transgress the
which is based on 1) interpreting a semsaritien monologues . strict boundaries of conservative lifestyle, but only a nounis

and typographic recordings (since no audio recorder is allowed 'rbercenta .
- . : ge (20%) of Amish folks actually choaset to get
the Amish house) opurchaselonsumption stoes from members baptized, while the remaining vast majority decide to join the
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church and subscribe to the Ordnung (set of rules for AmishReferenceS

living). o - L .
This practice is further buttressed by the older Amish Appadurai, Ajun (1986),The Social Life of Things: Commaodities

comnunity, which encourages and socializes their younger |lrJ1C_Iultu_rtalFF:erspectlveCambrldge, England: Cambge
counterparts to join the church Tvg%*léeissl‘ 1997) . In other words,

fami_ly and social cy_c_lesensure t_hat an Amish cheris_h_es and Arnold, Sephenl. and Heen Fischer (1994fy Her meneut i cs
retains the ageld traditions of abstinence, control, simplicity, and Consumer BoarsabokGonshnier Researctl(l)
abhorence to extravagance. As such, from this angle too, the 5570 '

scope of any marketing foray into the Amish society is severely

restricted Dana, leo P. (2007)i A H u rbaskdi Entgrprising Community:
. the Amish Peopl e Joumaldffancaster C
Opportunltles Enterprising Communities: People and Places in the Global
The Amish populationis splurging which increased by an Economy1(2),142:54.

estimated 84% bewen 1992 and 2008 (Young Cent0p09),
resulting in scarcity of arable land. Consequently, more and mor
young Amish folks are engaging in nagricultural ventures,
manufacturing products, and/or working for Ramish
enterprises, nonagricultural mieemterprises (Nolt and Kraybill
1994; Smith e&l.1997) and distilleries (Nolt995).

We note structural shifts on many other fronts as well:
Outsiders are hiring Amish quilters to produce on a commercial

basi s; sever al communities °rKr%yEimbo7n£dB.Q‘Z@Ulﬁ'ﬂbRidQﬂfe@fﬁrﬁiéhhﬂt&ré6’ whi ch

benefit both Amish andnonAmish business communities Baltimore and LondoyiThe Johns Hopkinsniversity Press
(Hawley 2005);and traditional Amish furniture is paving the way

é—|aw|ey,}anaM.(2005)ﬁThe Commercialization
Ami sh Quilts: Enduring and Chan
Clothing and Textiles Research Journ2®(2),102-14.

Hermans, bertJM. (1996),i Voi ci ng t he Sel f: Fr
Information Processing to Dialogical Interchange.”
Psychological Bulletin19 (January)31-50.

for wooden entertainment centers, even though the Amish do nojolt, Seven M. (1995)i The Ri se and Fall of a
keepa television at home (Osterha2@05). Thus, any change in Distillery: Economic Networks and Entrepreneurial Risk on
the outlook of the Amish, requirg them to interact with the t he |1 | i nlbiriois MeRronite Hefitag@2 o
outsli(de world, can be considered as a potential opportunity for the  (September 45, 5363,
marketer.
In contrastto commonly available produgtsonsumers feel  Nolt, SevenM. and Donald B. Krayhbill (1994)The Rise of
thata rarelyavailable productAmish furniture, food item, qujlt Microenterprisesin The Amish Struggle with Modernityd.

should be preservedaso met hi ng O0exoti c06, asDomaldB.Kiaybilt andVarc d.iOfsmah, Banever, N.H.:

in a museum, ratherthahc onsumedd in daily whiversity Bres bf NpwpEagiabdl 4863,

1986. The ordinary consumer then acquires an increased desire to

possess the oO6rared product, e®éhebanielJo(DAWHiEked ab Iny n Knitegndtienal Ami st és
they would paytherwise. Journal of Social Econoits, 24(10),113237.

It is no surprisethat some Amish buggies are exported
through norAmish middlemen (Dana 2007). Similarly, the Amish Osterhaut, Bnjamin R. (2005§i Can t he Horse and B
quilt is o6éelevatedd to a higheMaiprbseeat, | BSA | HoaBudnessBee pal § C
common man, from something that is merely used to keelnes Economics Diges€Elizabethtown Cltege Department of
warm. Under the changing social and economic outlt@efore, Businessd4-46.
the marketer might try to support the Amish person to more . o .
successfully collaborate and coordinate with the outside SMith, SephenM., Jil L. Findeis, onaldB. Kraybill and Seven
community This will aid the Amish communitin adapting to the M. Nolt (1997)i Nonagr i c uénteprisea | Mi cr o
demandsof the marketplace, while still being observant of basic Development among the Pennsylvania Amish: A New
Amish religious and social values. P'h e n o mdaumai of Rural Studief 3),237-51.

Finally, with the degradation of their traditional culture to
one that is marred by violence, selfishness, hygpasumerism
and breakdown of theamily structurgWilliams 1970),more and
more Americans have begun to look tbe disappearingld-time,
mundane values that the Amish culture standgHawley 2003.
This might be another opportunity for marketers to position Amish
products as a conduit between theditional and modern
lifestyles Such marketing efforts might be attractive to both the
Amish and the mainstream communities.

Williams, Robin M. (1970),American Society: A Sociological
Interpretation(3rd ed., New York: Knopf.

Young Center for Anabaptist and Pietist Studaxesses June
29, 2013), [available at
www?2.etown.edu/amishstudies/Population_by State_2008.as

Pl
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Coll ege Student s oDeftieatiooe pt i on
Attributes

Yawei Wang Montclair State University, U.S.A.
Lan Zhang Shanghai Normal University, China

Tourism destination i mage h acsolplreocftoeudn do ni ntpaancptu so ail rit i riadvvead etotsed t ih
perception of tourismmage and their decisiemaking process as college students are the target market.
especially their choice of destination (Echtr& Ritchie, 1991).
The main objective of this study is to explore the reIationshipM thod
bet ween travelersd evaluation oq
their satisfactio of overall travel experience at the destination.
Another goal of the study is to profile the emerging travel market
of Chinese college students who were born after 1B@@a was
collected in two universities in Shanghai, China in 204 2otal of
300 cdlege student travelers completed the survéy.factor
analysis of 32 items of destination attributes revealed -fasior
structure, including the factors of activity, local infrastructure,
culture, accessibility, international travel and regional travEie

urism destinatijon ttribute
SeIf—achlnlstered questionnaires were dlsﬁlbutec?ln tourism

elective classes. Students participated in the survey were current
college students in two universities in Shanghai, €hifihe
survey consisted of guestions on
preferred types of destination, evaluation of destination attributes,
perceived service quality, satisfactiorsvisit intention, and some
sociodemographics. All the students hadlesdst one time travel
experience in the past three years. Data was analyzed with SAS

accessibility factor had a significant influence on college studentg's'

travelerso6 satisfaction.with theiyr overall travel experience
Results

Introduction A total of 300collegestudent travelers completed the survey.

0,
It is well recognized in the tourism literature that tourism ~mong these respondents, 94 were male students (31%) and 206

destination image has profound impactton avel er s d P ere feénéll?lituéjwts &6?%)' There were 106 students major in

L . - . . . liberal arts, 136 In science and engineering, and 58 in business.
::?%?521 olfmgggtiﬁgg Ot:?Egﬁﬂgﬂfgﬂghﬁzoc&s&?sq%:zlf)ért : eltrh e About 86% of the liberal aststudents were female. More than half

main objective of this study is to explore the relationship betweenOf the student respondents traveled with their friends (53%), and

0 - . .
travel ersd ev alesiration atributesfand theiu rapogtr§4ﬁ;dof students traveled with their family members. Most

satisfaction of overall travel experience at the destination. AnotherOf the trips were financially sup

. : ) Less than 10% of stedts paid for their own trips.
goal of the study is to profile the emerging travel market of X . L .
Chinese college students who were born after 1990 (frequently A factor analysis of 32 items of destination attributes

referref0sgeperafipm® sitn China) . St ed’ef;‘lﬁdt a SILXE?C'QrvSHLlCt. e éncluéiipgethe?factorsﬁ activity:
ocality, culture, accessibility, international travel and regional

significant part of the traveling population. Due to the increasing K .
number of students wordide, student traveler market has a great travel (T_a_ble 1) An anal)_/5|s__0fva_r|ance showed that the
accessibility factor had a significant influence on college student

potential to grow (Richards & Wilson, 2003). However, there is at | N tisf ti it h t h
knowledge gap inthe research of the student travel market ano;\:,/ elerso satistaction wi
(MacKay & Fesenmaier, 2000). (p=0.03).

Literature Review Conclusion and Discussion

Pike (2002) showed the more than 142 articles about tourism Resuls of this _study show that accessibility is a very
: : dmportant and determinant factor for college students to consider

when they evaluate their overall satisfaction with their recent

or proceeding of major conferencescginl1973 in the field of . . .
tourism. The richness of these papers serves as an evidence of tﬂ'gvel experience. St.UQent travel_ers do gppremate the easiness or
convenience of obtaining travel information. They prefgiace

significance and effectiveness of the destination image studies: -
One of the most recent study Wssaker and Hallak (2013) Wwhere they can relax thems_elve_s. They also place a h!gh value on
identified three groups of tourists basew their noveltyseeking how_eas_y to get to the des'_unatlon (i.e., the accessibility of ravel
tendencies and investigated the moderating effects of tourisPESt'nat'on)' Travel professionals should reach out to the college

noveltyseeking tendencies on the relationships among destinatio t?gemtomgktgt”o\:fd r:;umgenec:o?sng?libl;gcgjds'f%céiltsrgi?% not
image, satisfaction, and shoand longterm revisit intentions. onl up r0\l/Jide roup activities but also oger ou ort nitie: for
In the past decade, many researchiecognized the importance y p group u pportu

the student travel market and started to analyze this uniquéelaxat'é)n'tlt IS afdso lnotet?l that tmdoret thgn 3’1\(9 th“ |rgs of the
segment of the travel market (e.g., Kim, 2008; Shoham, S(:hragereSpon ents are femalé college students. Res udy may

& van Eeden, 2004). Shanka and Phau (2008) stated that daﬂ’fveal great opportunities for travel professionals in developing
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tours specifically for young women, such as female backpackerthis study can only represent college students who have taken to

softadventure tour packages. one or several tourism courses on camjpusgure research needs
to be conducted to identify moderating factors that may influence
Table 1. Six identified factors of destination attributes. on Chinese college studentsd trav

Factor Eigen

DestinationAttributes .
Loadings value References
FlF:flﬂxg for kids play and family gatherin¢0.56 >99 Assaker . G. &. Hal I.a k ' R. . ( 2013) .
Offering diverse outdoor activities ‘0.60 noyeltygeeklng tendencies on destlnapc.)n. image, visitor
Having many adventurous activities 0'74 satisfaction, and sherand longterm revisit |ntent|9ns.
Having amusement parks 0'72 Journal of Travel ResearcB047287513478497, first
. ) published on March 4, 2013 doi:10.1177/0047287513478497
Having a welcome center 0.69
Having public and open space 0.54 Echtner, C. & Ritchie, J. R. B. (1991). The meaning and
Offering waterbased activities and events 0.52 measurement of destination imageurnal of Tourism
F2: Locality , 2.94 Studies 2(2), 212.
Friendliness of the local residents 0.71
Safe environment 0.70 Kim, K. (2008).Analysis of structural equation model for the
Tasty local food 0.42 student pleasure travel market: motivation, involvement,
Affordable accommodation 0.70 satisfaction, and destination loyaliournal of Travel &
Convenience of shopping 0.57 Tourism Marketing24(4), 297313.
Selections of lodging facilities 0.50
F3: Culture 1.96 MacKay, K. J. & Fesenmaier, D. R. (2000). An exploratibn o
Local customs and traditions 0.58 crosscultural destination image assessméatrnal of
Local cultural and festive events 0.48 Travel ResearctB8(4), 417423.
Uniqueness of the local culture 0.81
Authenticity of the local culture and life  0.80 Pike, S. (2002). Destination image analysis: a review of 142
F4: Accessibility 1.71 papers from 1973000.Tourism Managemen?(3), 168
It is easy to get travel information. 0.43 180.
Accessible transportation and communica 0.76
It is easy to get to this destination. 0.71 Richards, G. & Wilson, J. (2003).oday és Youth Trave
It has a relaxing atmosphere. 0.71 Tomorrowds Gl obal Nomads: New H
E5: International Travel 1.44 Youth and Student Travel, a Report for the International
Opportunities for education 0.53 Student Travel Confederation (ISTC) and the Association of
Convenience of customs 0.68 Tourism and Leisure Education (ATLA®nd ed).
F6: Regional Travel 1.34 Amsterdaminternational Student Travel Confederation.
Distance to the destination 0.74 ) o .
Special events 0.47 Shanka, T. & Phau, I. (2008). Tourism destination attributes: What

the nonvisitorssayf Hi gher education stude

There are several limitations in this study. Firshe Asia Pacific Journal of Tourism Research, 13(1)981

convenience sample collected in this study cannot be
representative of the general college student b&hcondly,
college students who took the survey were taking a tourism course
as an electiveThe tourisrarelated knowledge they acquired from
that dass may possibly cause biases in their answers. Results from

Shoham, A., Schrage, &,van Eeden, S. (2004). Student travel
behavior: A crossational study. Journal of Travel &
Tourism Marketing, 17(4),-10.
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Summary Brief
Transgression through Dark Carnival: Death Metal and the

Spectre of the Abyss

AubreyFowler, Ill, PhD, Valdosta State University
Clinton Lanier, Jr, PhD, University of St. Thomas
Scott RaderPhD, Western Carolina University

The rebellious and subversive nature of commengiasic Death Metal as DarkCarnivaI

(e.g. blues, jazz, rock) has been an integral part of music since its - : )
inception. However, most modern interpretations of this unruly Examining medleve_tl marketplaces, Bakhtin (1984) proposed
& theory of the carnival that accounted for the temporary

aspect of music assume a philosophical subjectivity that stand . - . . . !
disruptions, inversions, and transgressions of social order in favor

apart from the socieultural structures and undsfing linguistic A o
code from which it rebels. Through postmodern analysis of deathOf repressed plgasu_r es of those_ mdwnduals_suppressed wititin L
. order. The carnival is characterized by festive laughter, offensive

metal famely,the band Cannibal Corpse), we explore how this - . b
form of dark carnival transgresses not only the subjectivity of thebOd'es’ and bad taste that qﬁer Fe'!ef.ffom the establlghed
structures of everyday orderly life. Similarities between carnival

bands and listeners, but also the strainingsotiocultural and LS ) ;
linguistic frameworks, revealing the meaningless abyss in Whichand death metal are replete. Ritualized spectaclesdmdiodily

they operate. Rather than standing apart from these structures, thdfansgressions like moshlng, heaghging, and ot_her forms of
transgression of death metal implicates them in the very darky'c’len‘?e germane to particular acts or songs. Lyrics of_ten prO\_/lde
carnival of which it sings. While some masfieve that this forces inversion of social order, full of the profanity and offensive stories
us into nihilistic despairgdeath metal actually provides consumers that make up the bilingsgate of the camivalrther, the idea of

a means of overcoming limits and experiencing fullness of being. 2§fai)§tsremely grotesque body is evident in lyrical and image

Introduction y o Transgressive Dark Carnival and

Beyond typical sociaultural critiques of music, which are .
fundamentally based oideal visions and forms (Binder 1993), Cannibal Corpse
there has been little consumer research that has examined the However, @ath metal represents an even darker carnival than
deeper transgressive nature of commercial music (Foucault 1999the one proposed by Bakhtin (1984). In particutae popular
especially as a postmodern product used to destabilizeworks of death metal band Cannibal Corpseveas an exemplar
subjectivity, undermine socicultural structures through exposure for this exploration. Utilizing ethnographic content analysis
of the linguistic code, and confront us with the abyss of being. The( Al t hei de 1987) , we analyzed 137
purpose of this paper is to examine this potential nature of extremewelve studio albums, surfacing recurrent categories that
transgressive music through critical analysis death metal,  characterize the data. Three distinct themes emerged that highlight
namely artifacts of the band Cannibal Corpsdnsight is cast  the transgessive nature of death metal through dark carniijal:
againsBak htindés (1984) theory of Thmeanchderef@ Death, 2)diling the Grotesque Body, ar)

the Transgressive Nature of Authority.

Death Metal

As a subgenre of heavy metal, death metal distinguishes S h r e d d e d ThewncaeerfuldDeath

itself by incorporating extremely morbid, nihilistic and graphic By nature, Cannibal Corpse adéath metal intensely focus
l'yrical cont ent andl onosigal ferims that fi ®rdeathathedyingiand the dead. Highly detailed descriptions of
embrace carnality and violence, allowing consumers to losethe actual act of death run rampant throughout the nargicits
themselves in the infinity of deatis a transgressive product, effects In the carnival, Bahktin (1984, [.98) argues thaa
death metal involves the deliberate testing and/or crossing of dicheerful death e mp h a s ligh vafug placed en life and
variety of different boundaries that puskybnd the relatively —overall,l i f e 6 s  dseelideft inadark @camival, however,
simple binary oppositions championed by the structuraliststhis is replaced by an uncheerful, horrifying death that serves more
(Saussure 1983) and dwells in the abysmal paradoxes of posto dampen the life force arsdarklydemonstrate just how horrible
structuralism (Derrida 1978; Foucault 1998eath metal gives death can bé not just loss of subjectivity, but its forceful

rise to three primary types of transgressions: so(ea. annihilation Further, conceptualization othe carnival as
cacophonous distorted guitar, extremely rapid drums, andaffirmation of life within officialdom is contrasted witttlark
growling, unintelligible vocadasrn, iafitmdtignofthe sybjectivgeath thaiawaits isringhed  h e

banging and contorted visages) and discursive (e.g. extremitiegihilistic abyss of meaninglessness.
regarding power, gender, and madness). .
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ADi smembered and Mol es ?N@tfﬁr?mmerdﬁtﬁﬂﬁfmiﬁc pr 'fiVGﬁ‘ ?ef‘gﬁ I’fit!ﬁe,tightef i(tj
ries exert this controlthe more it centralizedegitimizes an
GrOteSque BOd,y . actualzes deviancyWith death metal, music becomes the voice
The transgressions tfie musicdo not stop at the uncheerful

and the aesthetic manifestation of these maligned practices.

death, but extend beyond them mercilessly. Focus is also OMtempts toeither ceopt or marginalize only serve tdurther
desecratiorand defilement of bodies both before and after death-Iegitimize(BernardDonaIs 1994).

Abusive mutilation, necrophilia and cannibalism are common
themesRecurring, vividviolation of multiple social taboos create .
a swirling dark carnival that cannot be fully processed or Conclusion
understood thragh the polymorphous linguistic code underlying In the aestheticization of ceemporary postmodern consumer
our sociecultural structures. The transgressive acts and grotesquéulture (Featherstone 1995) in which simulacra reign supreme
bodies in these and other songs are more than just gruesom@audrillard 1998), music and other art forms come to play a more
mockeries of the social order; they are revelations of the spectre ogrominent role in our relationship to dominate semidtural
the abysshat lies at the very core of these structures. structures. Not simply an entertainmenedium used to construct
our identity projects, music in particular has the ability to
fiLi ving Dissectiono: T#demingaur autﬁeog'v PPSIEONS @Nqj aRE0Ry US N uRdayige
. linguistic code. It has the potential to provide various forms of
of Authority transgression thatffer glaring gimpses of the limits of our socio
Lastly, authority and its institutions of dominant social order cyjtyral structures and expose the nature of being. Since these
are often fodder for exploration by Cannibal Corpse and deathglimpses often take us beyond our conceptual understanding and
metal. But unlike tyfral Marxian critiques of the social order as  those structures that give our lives meaning, they will always be
St|ﬂ|ng or COI‘I’upting human development, it is often this authority somewhatl if not extreme|y’ isjurbing’ even bordering on
itself that aCtua“y serves as the driVing inﬂuence and |eg|t|mat|ng madness (Foucault 1999) In the Constantly renewing force Of
force on the individuals and their tl’ansgreSSive acts. That iS, thesﬁ]usicy though’ all is not lost. As we swirl around the nihilistic
individuals are not actinggainstsociety, but rather are simply apyss of the dark carnival, we may actually experience what it
following the rules to their extreme conclusion: a pathologistt r y| y fimeanso to exist.
enthusiastically experimenting in Frankenstiie fashion on
dead bodies, an autopsy surgeon taking immbadenicpleasure
in dissecting bodies, or diabolical individuals involved in truly References )
heinous acts in the name of tfMetireipde dDavias Lye (11980 ne dIfEtthN gy
commonly examined institutions is the family, whose destruction ~ Qualitative Sociology10, 6577.
and defilemenby both insiders agh outsiders is a common the
Whereas Bakhtin (1984) sees life within the carnival as that se
aside from trappings of officialdom for a temporary moment in
time, within the dark carnival aleath metalt is the social order
itself that manifests these transgressive acts.

IBakhtin, Mikhail (1984)Rabelais and His Wor|dndianapolis,
IN: Indiana University Press.

Baudrillard, Jean (1998]he Consumer Society: Myths and
StructuresLondon: Sage.

Discusson BernardDonal s, Michael (1994), dAJazz,
Many music genres have been depictedtasivalesque art P o | i Thie doarpabof Popular Cultur@8(Fall), 12738.

forms of dis-alienationthat allow individuals to become part of a . 5 .

like-minded group in their cultural tastes and ideas of resistanceBi nder ., Amy (1993), fAConstructing

Death metal seems to directly challenge this modemisic D€Pictions of Harm in Heavy Met

interpretation based on assumptions of philosophical subjectivity ~ American Sdological Review58(6), 75367.
by confronting thenihilistic foundations of our sed¢ar and
ecclesiastical worldsFar from being a communal refuge, the
transgessive dark carnival of death metal does not allow reprieve
from emotional consequences consumer culture but, |n_stead,_ _Featherstone, Mike (1991Gonsumer Culture and
ceaselessly confronts and aggressively pursues them in horrific ; .

: A - PostmodernisimLondon: Sage.
ways. Transgression does not stand outsideapart fromsocic

Derrida, Jacques (1978)riting and DifferenceChicago: The
University of Chicago Press.

culturestructures, but lies at_ the heart o_f them. _ Firat, A Fuat and Al lyadi Vent at e
In contemporary societywhere diversity, equality, and Postmodernism and the Reenchant
gual ity are upheld as the new Jéu’?nﬁl'oficéngu?nér'ﬁzé‘s@'aﬁz?(s“)‘23’96‘?.5 (Firat anod

Venkatesh 1995), transgression through dark carnival suggests
that that evisceration, mutilation, and molestation must beFoucaul t |, Mi chel (1999) APreface
acknowledged as epeting and legitimate natrees. As the band Aesthetics, Method, and Epistemology: Essential Works of

itself argues,their music is no different than the entrenched Foucault, 19541084, Vol. 2in J.D. Faubioped., New York:
cultural forms of entertainment and religioklere, id e vi ant &he New Press, 688.

forms aregranted equitability withirmarketing logis. This puts
contemporary socig in a sort of paradox. While the logic of the Saussure, Ferdinand (1988purse in General Linguistics
market appears to aapt everything in order to increase its power London: Duckworth.
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Summary Brief

Would You Prefer Fries or Fruitith That Orderd
How Well Are Fast Food Restaurants Satisfying Their
Customers?

Cheryl B. Ward Middle Tennessee State University

As consumers eat out more frequently, many are nowlifestyles and continued increase of Americans eating out it is
demanding healthier entrees, side items, desserts, and beveragéisought that consumers will continue to seek grezkre in their
from their favorite fast food remtirants. As consumers become menu options, not just through price, but also through greater
increasingly concerned with health, diet, and weight, coupled withvariety in the side items and desserts. In addition, consumers
the continued increase in food eaten away from home, consumerexpect polite and courteous service, accuracy in their orders, and
are putting increased pressure on eating establishments to provideonvenient locations and hours.
not just value priced menusytalso menus with healthier options
and more reasonable portion sizes. However, these sameBaCkground
restaurants are still expected to deliver value through fair pricing,
appealing locations, convenient hours, and courteous service a
well. Are customers happy witthe response of the fast food
industry to changing social demands regarding fast food
consumption?

As previously noted, the American obesity paradox indicated
$hat while the healthiness of the food we eat is more important to
individuals, the number of Americans who are obese (both as
adults and children) is rising every year as well. Chandon and
Wansink @007) proposed that health claims made by-fiast
. and casual dining restaurants lead consumers to underestimate the
Introduction number of calories in their main dishes which inevitably leads to

One of the largest changes in American eating habits inthe consumer ordering highealorie sides, drinks, or desserts.
recent decades has been the increasing reliance on food eat&wozup,Creyer, and Burton agree with their assertions stating that
away from home, increasy from thirtythree percent of total food "consumers now obtain more than ehed of their calories from
expenditures in 1970 to forgeven percent by 2003 (Binkly food prepared outside the home, and because menus often provide
2006). Much of this increase is attributed to-btgle changes of little or no information regarding the nutritional value of thense
American families. Time constraints, ddatome households, and most consumers have little knowledge about the types and levels
more sedentary jobsiave contributed to American families of nutrients they are routinely consuming" (Kozup, Creyer, and
increasingly eating meals outside the home. Burton 2003).

As society changes, there are strong social concerns  As a result, many restaurant franchisees and owners are
regarding the eating habits of our population. Of Americans agedinding that consumers regularly target chains thaetmaore than
20 and over, 33.9% of Americans are considered officially obese.one side item for their combo of choice and have product and
An additional 34.4% are classified as overweight but not obeseheal t h i nf ormati on readily avail
(20072008 figures) (Flegal, Carroll, Ogden, and Curtin 2010). downsized the supsized portions in 2004 to cater to consumers'
During the same time adults have gained weight, the proportion ofgrowing preference for healthier foods (DoVale, Rigteand
U.S. adults consuming lowalorie food and beverages grew from Zeelenberg 2008). According to a QuiSkrvice Restaurant
48% to 60% of the population, and the proportion of U.S. Magazine annual survey entitled, "What America Thinks: 2008,"
consumers tryindo eat a healthy diet grew at a 6% annual rate people are paying most attention to trans fats, fat grams, and
(Calorie Control Council 2004). Consumer research has labeledexcessive carbohydrates when choosing a fast food restaurant
the parallel increase in obesity rates and the popularity of healthiebase&l on health items. They are also turning to their state
foods with lower calorie and fat density as the "American obesity governments for help in controlling what restaurants can and
paradox" Heini and Weinsier 1997). cannot do in preparation of their food. After the bold move by

This paper will explore consumer evaluations of fast food New York State banning traifiats from any restaurant oil
dining experiences in an attempt to determine how pleasedwww.qsrmagazineam), many restaurants are following suit
consumers have been with recent service encounters. Particuldrefore being "forced" to by their state government.
interest will be placed on the importance of healnenu options Wendy's announced in 2006 that all of its stores would be
and/or concerns, pricing, atmosphere, accuracy, and service. Theswitching to norhydrogenated cooking oil for its french fries and
issues have significant implications for owners and franchisesbreaded chicken items. This type dfftas zero grams of trasiat
within the fast food industry and for consumers overall. With per serving (www.gsrmagazine.com). Chiek-A is another
consumers increasingly demanding healthier meptions from example of a company making the switch to treatsfree oil.
the casual dining industry, they force competing corporations toEarly in 2007, the chain announced its 1500 stores would be
offer more information and better choices. Given the changingswitching to trandat free 100% refined peatoil which is used
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to cook its chicken and waffle potato fries with a goal for the DoVale, Rita Coelho, Rik Pieters, and Marcel Zeelenberg (2008),

whole menu to be completely trafa free by early 2009s the "Flying under the Raat: Perverse Package Size Effects on
fast food industry attempts to respond to changes in customer  Consumption SelRegulation,"Journal of Consumer
demand and eating habits, are customersyhapih the results? ResearchOctober, 35, 38390.

Overall, how do customers rate fast food restaurants that they

frequent on satisfaction and performance? Flegal, Katerine M., Margaret D. Carroll, Cynthia L Ogden, and

Lester R. Curtin (2010), "Prevalence and Trends in Obesity
Among US Aduls, 19992008,"Journal of the American

ResearCh DGSIg n Medical Association303 (3), 235241

A survey, using select items from the Retail Image Scale
(Dickson and Albaum 1977), the Health Consciousness Scalegsoul d, Stephen J. (1988), fAConsum
(Gould 1988), the Price Perception Scale (Lichtenstein, Ridgway, and Health CareA Di f f er ent iJauwnalBfer spect i
and Netemeyer 1993), and the ServQual Scale (Parasuraman, Consumer AffairsSummer, 22 (1), 9618.
Zeithaml, and Berry 1988)is being used to collect data on
individuals most recent fast food experience. Data colled¢tas  Heini, A.F. and R.LWeinsier (1997), "Divergent trends in obesity

been ompleted and dataill be analyzed throughout the summer and fat intake patterns: The American Paraddhg
with the results, conclusions, and limitations written afterwards. American Journal of Medicind 02 (3), 25264.
References Kozup, John C., Elizabeth H. Creyer and Scot Bu(293),

"Making Healthy Food Choiee The Influence of a Health
Claim and Nutrition Information on Consumers' Evaluations
of Packaged Food Products and Restaurant Menu ltems, "
Journal of MarketingApril, 19-34.

Binkly, James K. (2006), "The Effect of Demographic, Economic,
and Nutrition Factors on the Frequency of Food Away From
Home,"Journal of Consumer Affairgl0 (2), 372391.

Calorie Control Council National Consumer Surveys (2004), "The
Use of LowCalorie Products in America," Calorie Control
Council, Atlanta, http://www.caloriecontrol.org/lcchart.html.
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Net e mey er ricé Heéptons,and TENsumer
Shopping BehaviolA Fi e | dJoutnal ofdiarketing

Chandon, Pierre and Brian Wansink (2007), "The Biasing Health ResearchMay, 30 (2), 23445.
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Summary Brief
Physical Activity, Athletic Appareland Preference for
Affective versus Cognitive Advertising.

Ania Izabela Rynarzewsk®ercer University

This paper looks at hosport apparel companies canreach ( AiDai F3y 0T i nie2s a Weeko, -3Aidescae a W

young individuals in their integrated marketing strategies. Mont h o, ioOnce a Mont ho, ALess t

Specifically, this paper elaborates on different types of advertisingi Ne v er 0) and finally a quantity

messages appropriate for each segment of sport consumers. (AOmieece at -3a ptiiemee®s, ahf pieees d a me 0,
ti meo, fimore than 6 pieces at a t

Introduction obtain any sportswear i) . Based
clusters appeared to be the most reasonable.

Being physically ative is not only a part of healthy lifestyle
but also about identifying with a group of people with similar
values, beliefs and attitudes. Individuals who are physically active

First cluster of indivil u a | s , ealglage dibnotconsi
67 cases (48 females, 19 males). Individuals in this segment never

- ; . . .—or very rarely participate in sports. In terms of purchasing patterns,
h;ave 'I?;eresihd'feirﬁgitvitg tr}oseiNv':/ho ;;fe Poirﬁ’hils\'lcﬁ‘”y aft'\t'ﬁ'i:t ISthey rarely purchase athletic apparel but when they do, they
also likey tha uals 0 € evels o e purchase oneém at a time.

involvement in physical activity may differ in reasons for The second cluster, called fAson

partic_:riﬁation and thefirtﬁgrchtazing pattfrnz. it derstand 490 cases (155 males, 335 females). These individuals are
i nd € pgrpdose OI IS study ;]Nas 0 be eL u? ers ?nn‘ .yOl.Jntgphysically active twoi]o threg times a week for about half an hour
tndivi ual so physi cpparel puechasing! by, Bl %t aatiFn . |B d'ofi the%final cluster centbese

patternf.. In gddtltlon, th? ﬁurpose of th'j %apclar 'Sh toldOfLerindividuals shop for athletic wear less than once a month and buy
suggestions in terms of how young individuals shou ejustoverone piece at a time.

segmented with respect to their identification with people who are Finally, the likely most profitable segment is the cluster of
physically active and their reasons for being acfife focus here ihigh ,I y engagedo individuals who
is on cognitive versus affective reasons for participation. Finally, five times a week for alu one to two hours or more. They shop

the most important purpose of this study from a sports marketin or athletic apparel ab .o Ut once :
standpoint was to establish different preferences of appeals used ig ngagedd purchase four to five i

advertising athletic apparel for difent segments. segment consisted of 378 cases a (173 males and 205 females).
In terms of group differencem identification (based on
Method ANOVA) with those who are physi

A sample appropriate for this study was collected at a IargeStatiStically differedg.<. 05) from both the fiso

southern university among undergraduate students from differend'\if‘lf= rln2 : 5n2b) ¢ ang g twt :Vt?lo'ﬁ_'): Mareor:/i;‘ns?wﬂagl;ne ? ro (
majors and included communication, marketing and sport erence can be fou etwee €se groups o € reasons 1o

management. The sample consistédd41 usable cases, among partic_i_pation. Highly engaged participate f(_)_r both affective and
which 63% were female and 37% were male. Furthermore, 8l(ycognltlve reasons though the mean of cognitive reasons appears to

were White/Caucasian, 10.3% where Hispanic, 5.1% Werehe higher  than the affetctlr\]/e rteasohns.e'l'iTtehre'stm% 1|‘|nd|ng,
Black/African American, 1.7% were Asian and Islander/Native owever IS a e nhig y €engage

American. Almost 2% (1.9%) indf éota%e%“"e&‘@’?ﬁ‘ls@ﬁpo'ﬁé‘ﬁpﬂe& "?‘d}ﬁe”ismg than do the

remaining segment here was no statistical’ difference for the

i i references in cognitive appeatsathletic apparel advertising.
Analysis and Findings P g pp PP g

Segments were classified based on the Cluster Analysis i :
SPSS 18. Specifically, #heans procedure during which running ”Conclu3|_on ]
means were used. The following variables were used to define ~ The findings suggest that in order to reach a segment of
clusters: frequency of ophyis2i ct@yngdgdyidyalg who gre likelyd ke dhe most jugratiye to the
times a weeko, A4 -7tot ifmetsi meswlB K@tdeindidalsiwho extensively participate in physical
finally Al am not physically aiies apdywhoidently nwifh the greup @fcqtheryactivg e a ¢ |

(fiLess than half an houro , 0 Hdvdgalszafhletig apparel corgpanies negddofacys on affestiye  t o
hourso , fAMore than ypwaly db oot r s2BPeals i gdyertipgjoftheir progluctsy | ¢
wor kout out at all o), frequency of athletic apparel pur chas:
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Exploring Value, Supply and Demand in the Prescription Drug
Abuse Chain

Karen M. Hbod, Eastern Kentucky University

Prescription drugs are the second most abused substance advertising such as oamuin direct to consumer advertising
the US, behind marijuana (National Institute on Drug Abuse campaignsThe value of prescription drugs, especially those with
2012). More than 36,000 people in the US died of drug overdosesigh profile brand names, has risen drastically in recent years.
in 2008, about twahirds of which were prescription drugs. In one Pharmaceutical companies spent more than $7 billion each year on
Kentucky high school, overdose deaths are so prevalent that direct to consumers aditising of branded prescription drugs,
critical mass of students has formed an organization for orphans opresumably to build patient and physician loyalty to those
overdose victimgCNN 2013. Abuse of prescription painkdrs medications.
alone costs more than $72.5 billion each year in medical costs  Finally, drawing from the review of the literature, we propose
(Centers for Disease Control and Prevention 2009), and $5(otential interventions and future research on the acquisition and
billion in lost productivity and criminal justice costs (CNN Money possession ofprescription drugs from a consumer behavior
2012). The Office of National Drug Control Policy reports that perspective. While public policy and legislation may serve as
most prescription drug abusers get their drugs most often from thénterventions to curb or eliminate some sources, social marketing
medicine cabinets of people they kndvne second most common and education campaigns may work to change existing attitudes
source is prescriptions r ecei amudehaviers amorg csuneess,potentiakly impdctthgthetsopply s h o p
followed by purchases from friends, family or over thésinet in households.
(Office of National Drug Control Policy 2012). The intensity of
this pyoblem has led the DEA and local Igw enforcement to Erezenrﬁﬁ](;'ef Cory (2011)-piiameribaasg
establish events around the country at which consumers may (accessed February 11, 2018)ailable at

return unused or expired prescription drugs for proper disposal and ' . - . . )
to develop awareness programs that encourage consumers to http://www.guardian.co.uk/commentisfree/cifamerica/2011/ju

Amonitor, secure and dispose, 0 O/heal 1€ ol ugs in the househol
This paper seeks to inform these initiatives by providing a be’[terK eyes Charley (2011) fAAfter deca
understanding of the concepts of value, supply and demand in the me d | cated military, o [4valabeessed
chain of prescription drug abuse in the US. at '

First, the dls_cussmn explores th_e supply of a"*’?‘"‘%b'e http://www.cnn.com/2011/US/06/03/military.over.medication
prescription drugs in households, specifically, how prescriptions /index.htm]

are acquired and for what purpog®ecent studies suggest that
overprescription, especigll of pain medication, is common  National Institute on Drug Abuge 2 0 1Fescriptigh Drugs,
among US military personnel RN 2017). While there has been a (accessed October 27, 201wvailable at

rise in chronic conditions that are often controlled by prescription http://www.drugabuse.gov/drugabuse/prescriptiodrugs.
medication, prescriptions per capita in the US have risen from

seven to twelve annually pgrerson since 1970 (Guardian UK Of f i ce of Nati onal Drug Control P
2011). Some critics of pharmaceutical marketing campaigns Abuse, 0 (access fdilableabr uary 3, 2

believe such efforts lead doctors to prescribe medications in http://www.whitehouseov/ondcp/prescriptiodrugabusé.
response to patient requests, with both doctors and patients being

influenced.While in many cases, drugse legitimately acquired O&6 Tool e, James (2012) AHow prescr
through legal channels, in other casasualprescription sharing money, 0 (accessedavalable& mber 22,
among friends and family is becoming more preva(Betersen et http://money.cnn.com/2012/02/22/news/economy/prescriptio
al 2008) n_drug_abuse/index.hjm
The second part of the discussion explores why consumers
keep a supply of drugs their homes, often well beyond treatment Petersen, B.A, M.D. Rasmussen, Katherine Lyon Daniel, Masha
periods and effective dated/hat value do consumers perceive in Yazdy and Margaret A. Honein (2008 Pr escr i pti on
prescription medication, which prevents them from disposing of Medication Borrowing and Sharing among Women of
unused drugs? We discuss the literature based on early efforts to  Reproductive Agedour nal of Wome86s Heal
encourage recyclindhat focuses on perceived value of consumer ] ) )
goods and choices to keep, donate or dispose of household itemsSmi t h, St ephani e and Nadia Kounan
Further, we discuss literature from consumer caltand 6orphané children in Kentucky, o

public health regardingreation of value, including branding and 2012) [available at
http://www.cnn.com/2012/12/14/health/kentuakyerdoses].
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Summary Brief
Enhancing Veblenbdbs Theory of

Positive and Negative Cases of Consumers High in Chronic
Need for Conspicuousness and Rarity

Carol M. MegehegCoastal Carolina University
Arch G.Woodside Boston College

The study here serves to examine customer choice and firnp. 170) Veblen conjoins economic concepts of price with
profitability outcomes from the conjoining of four perspectives: psychologe a | concepts of perception,
economics, fashion, marketing, and psychologhis study further habituation to an appreciative perception of the marks of
descibes core tenets of fashion marketing theory (FMT) from the expensiveness in goods, and by habitually identifying beauty with
perspective of economic psycholog@ie study here is unique and reputability, it comes about that a beautiful article which is not
valuable in proposing empirically testable hypotheses that followex pensi ve i s accounted not beautif
from FMT and in describing evidence from available literature
teding these hypothese3he core tenets reflect the view that Table 1 Discipline Interpretations of Brand and Price
impactful fashion marketing moderates the relationships amongRelationships
price and consumer demand f or EdofomicsiPlicé IMdPedsesochubeedenmanddcholcd) de€reases frraa n d
psychological customer segments, and subsequently firmprand.
profitability. Economic psychology related to fashion marketing Marketing: Different customers respond differently forice
includes the influences of chronic desire for conspicuousincreases; customers can be segmented by chronic tendency to
consumption (CC) and chronic desire for rarity (CR) as relative respond +;, or not at all to price increases.
human conditions (e.g., humans vary in CC and CR; consumergsychology Consumers implicitly/unconsciously assign higher
very high in these d&res are more prone to select conspicuous quality to a product/brand with high vs. low price; consumers use
and/or rare choices whatever the price level of the object or price as impkit marker for quality.
service). Consequently, different pricing points (decisions) that FFashion: Price varies by brand logo visibility via an inverted U
maximize profitability vary considerably for product designs shape relationship so that moderately priced brands have the most
which are positioned hfgin conspicuousness and rarity directed visible logos.
to customers very high in CC and CR versus product designEEconomic PsychologyConsumer s & demand for
which are positioned low in conspicuousness and rarity directedprandvisible logos varies byhronic need for conspicuousness

to customers very low in CC and/or CR. and incomé very high/very low incomes exhibit less need for
brandvisible logos.
Introduction FFashion Marketing Different price points (low, medium, high)

are nearly equally profitable for a fashion brand (e.g., Coach) for
different designs of the brand planned by the firms for different
<customer segments.

The present study contributes to theory by building from
Vebl enbds (18 8ofispicuous emsemptioimclades
wearing expensive fashionable clothing and from the benefits o
applying multidiscipline perspectives to achieve a nuandet . . . ) )
of fashionmar k et i n gThe studyrropasds .a series of T_he relatlonshlps amongrice, demand (c_h0|ce), design,
testable propositiors that follow from the view that not all ~chronic desire, and/or perceptiaran be explained from the
consumers respond the same to clothing alternatives positioned t§2rious perspectives in Table Berge and Ward (2010) describe
reflect high versus low conspicuous consumption. an inverted U relationship between brand logo visibilitn

Empirical evidence frona literature review supportthese ~ marketing images and pric&hey report that regressing brand
propositions. The theory supports the normative view that identification on price and price squared indicates that, while
different price points are acceptable for consumers high versu®rand identification increasavith price, itis negatively related to
low in conspicuous consumptionpnsequently, customer choices Price squaredWhile only 21% of sunglasses under $50 corein
and firm profits will vary considerabliyom the match and miss a brand name or logm this example,existence of a brand logo

match of high versus lowonspicuousness/raritstrategies ~ increased to 84% among sunglasses between $100 and $300. But
and customer chronic levels desire for conspicuousness (CC) @s price increased further, explicit brarglidecreased: among
and desire for rarity (CR)t lifferent price points. sunglasses priced more than $500, for example, only 30%

Awithout reflection or analysis, we feel that what is displayed a brand name or logo. The same pattern holds in a
inexpensive isu n wo r A lcheap caat makes a cheap mdan. Similar analysis of handbags. While cheaper bags (i.e., those under
Cheap and nashyis recognized to hold true in dress with even $100) had few logos or bradlated patterns and mitticed bags
less mitigation than in other lines of consumptiongblén 1899, ~ (i-e., $200$300) often contained brand identifiers, signal
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explicitness decreased among highaced bags. Bags more than The prices for the treatmedtess: 100,000 wo($100) 500000

$600, for example, had comparable values of signal explicitness tavon ($500) 1,000,000 wor{$1,000).Messages and prices for the

the cheapest bags. remaining dresses and shoes were held constant in the experiment.
The study hee attempts to makevo points.First, different Thus, the complete experiment includes 2 manipulations for

disciplines bring valuable unique ppestives to fashion  conspicuousnes? for rarity, and3 for prices for a total of 12 cells

marketing. Second, nuances exist in cku conjoining of for dresses and 12 cells for shoes with 33 participants per cell (n =

perspectiveskFor example, taking into account chronic desires by 396 total participants).

consumers with manipulated brand designs anceprare Each participant in the study was asked to select at least three

necessary t o achieve suf fi ciok sixiems iinna skoppmd #ip foi cloghing capprogriatenéor s 6

marketplace responses to fashion alternatiBesger and Ward att endi ng a & paricpants did nowhave tbiselegt

(2010 describe the nuancedew in fashion marketing in the any dress or any shoes on this virtual shopping ftfipthe

conclusion to their study participant did select dresses (¢
asked to report the dress (shoes) she would most likely bay, he
Theory second choice, and her third choidéwus, the researchers were

able to report willingto-buy scores (i.e., 4 = first choice; 3 =

. ) : . ; second choice; 2 = third choice; 1 = fourth choice; 0 = decision to
their chronlc.deswe conspicuousness (CC) and rarity (.C.:R)' 2'buy a dress or shoedjollowing participating in the gperiment,
Consumers highest CC more frequently select brands positioned t8ach participant completed appropriate scales to mea@Gre
be high versus low in conspicuousness. 3. Consumers vary in the

I(Marcoux Filiatrault, & Cheron 1997; Paurav 2008) aBR
chronic desire for uniqueness (CR).Gobnsumers highest in CR : ' ' '
more frequently selectqbrands p(osit)ioned to be higt?in uniqueness(Tl-an-‘ Bearden, & Hunte_QOOl). Hwang et aI._ (2012-) created
5 Th tive i t of price i hoice is | ¢ f quintile groupsfor analysis: lowest, low, medium, high, and
- Ihe negalive impact of price INCreases on choice IS lowes OrhighestCC and CR segment®Vhile findings did not matchthe
gredictions of the theory perfectltheyinclude higher choices at

consumers h'gh‘?St in CC. 6. The riega Impact of PriCe Al three prices for the conjunction of high€€ and CRlevels
increases on choice is highest for a brand positioned as dellverlngnOI manipulatedconspicuousnessand rarity A substantial

low CONSPICUOUSNESS ‘among Consumers high in chrqnlc. cC. ’interactioneffect of increasing influence on choice foR for the
The most prqfltable price points vary by different comblnatlpns of high vs. low manipulated rarityindicates consumers vary in
C(.: af‘d manlpula}ted CONSPICUOUSNESS (M@preby a very h'gh. responsiveness  to uniqueness in fashion  marketing
price Is most profltal_ale for_the_hlghest cc \_Nhen coupled with high communications according to their chronic levels of need for
MC; a moderate price point is most profitable for a lowest CCr arity Hw a 2) Gndiregs sugort. thie sonclugiah that

coupled with high MC; and a low price point is most profitable for participants prefer to accomplish both faemed belonging while

a lowest CC when coupled with high MC.Bemand is so low for - L . : ;
- b . .. avoiding fame and rarityvhich may explairthe long deliberation
all three price points among the highest CC or CR coupled Wlthtimeof many women when shopping for shoes

manipulated low conspicuousness or rarity, that no price point is
profitable; such consumers are vigilant about avoiding items with
low conspicuousness or rarity even witea items are available at References

bargainprices. 9 For highend fashion products about the same Berger, Jonah and MorganWaglQ 1 0) , A Subtl e Si gn
peak profits are possible with low, moderate, and high prices I nconspi cuouslouma of Cansameéri on, 0
depending on the recipe of customer segments and fashion Research37 (4), 555567.

marketirg designs at each price pointhe hgh-end fashion

marketer needs to take care to include the low price in the productiwang, Yookyung, Eunju Ko, and Carol M. Megel(2e12),

design and communication recipe for the price sensitive customer fThe Effects of Conspicuous Con
and the high price in the product design and communication recipe ~ on ConsumerBrnd Choice, 0 working pap:
for the price insensitive custome?rice sensitive customers have ) ) .

the lowest relative levels of desires for conspicuous consumptiorViarooux, Jeasgebastien, Pierre Filiatrault, and Emmanuel

The theory includes 9 propositis: 1. Consumers vary in

and rarity while the price insensitive customers have the highest Cheron (1997), AThe Attitudes u
levels of these desires. Young Urban Educated Polish Consumers towards Products
Made i n West dournal of€loternattomai e s, 0

Empirical Support for the Theory Consurer Marketing 9 (4), 529.

An elaborate laboratory market test biwang, Ko, and Paurav, Shukla (2008) ,-Naiiddalat us Co
Megehee (2012) supports several of the nine key propositions. Ina  Context: SociePsychological, Brand and Situational
betweensubjects experiment using photographs of four competing Ant e c e hternatiosal Marketing Reviev27 (1), 108
dress designs and four competing sBoeach with unique 129.
advertising messageHwang, et al. (2012) varied conspbus
consumption and rarity at two levels each for one of the dressedian, Kelly Tepper, William O. Bearden, and Gary L. Hunter

and one of the shoeBarticipants to their study included female (2001), fdConsumersd Need for Un
students at a large national (South Korean) level univergitie Devel opment aloudnalgf&obnsuchert i on, 0
they were shopping in an @ampus mall.The 2 levels of Research28 (1), 5066.

conspicuousnesand 2 levels of rarity were crosdewith three ) )
levels of pricesThe price for test treatment shoes were 50,000 Veblen, Thorstein (1899),he Theory of the Leisure Clas¢ew
Korean won ($50), 200,000 won ($208)d500,000 won($500). York, NY: Perguin.
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Summary Brief

The Impact of Economic Perceptions on Status Consumption:

An Exploratory Study of the Moderating Role of Education

Dora E. BockGeorgia Southern University
Benjamin P. McKayGeorgia Southern University
Jacqueline K. Eastma@eorgia Southern University

The purpose of this study was to determine if there was a Status is derived from the evidence of wealth provided by
relationship between economic perceptions and coasurs & conspicuous consumption and the power that results from the
motivation to consume for status and if this relationship was associated respect, consideration and envy of otkiefsén 1899;
moderated by education leveBased on a stratified random Eastman et al., 1999Yhe conspicuous consumption of luxury

sample of consumers in the southeastern USA, those consumegso o d s provi des t he consumer wi t

with a lower level of economic welfare (i.e., see the economy andeactions to the wealth displayed rather than from the value of the

the r familyds financi al s i t u a tpiodua itself YMason, r280&). e hteragure yalecasuggey ®at s u s

year) are less motivated to consume for stafusthermore, this ultra-rich or oldmoney consumers prefer status goods that are not
relationship was positively moderated by educationterms of flashy and are noticeable only to others in their group, such as
consumer confidence, no relationship was found betweenwith the use of smaller logos (Husic and Cicic, 208@net al.,
consumerconfidence and status consumptidihe results suggest 2010).

that those consumers who perceive themselves to be financially = Others suggest that access to luxury is longer a
better off this year versus last, particularly those more educated,dichotomous state between the affluent and the excluded, but that

are more motivated to consume for status. excursionists (those ordinary consumers who buy and consume
luxury products from time to time or in specific circumstances and
Introduction for who buying and consuming luxury products is pait of their

daily life style) play a major role in the luxury market (Dubois and
Laurent, 1996). We offer that for excursionists, economic
perceptions could impact levels of status consumptiore W

Prior to therecent economic downturn, research suggested
that the lixury market was thriving (Han et aR010; Husic and
Cicic, 2009. Consumers of luxury products come from all
different _somal and Income classes and use prestige prOdUCtﬁJture business conditions, job availability, and income (Bechtel,
because it makes them feeinfident and they enjoy wearing well

known brands (Husic and Cicic, 2009). Eng and Bogaert (2010)2 008) , while we operationalize

. . ) . . erceptions of their current financial standing as well as current
_state there is a d_|rect relatlon_shl_p between economic growth an(gountry and state conditionBhus, our proposed hypotheses are:
increased spending on luxurieGiven the current state of the X

. . . ; H1: Those with a lower level of economic welfare will be
economy, this suggests thaitérest in status consumption may less motivated to consume for status
have changed since the start of the recession (Lahart and Dodes, H2: Those with a lower level of éonsumer confidence will be
2010).The purpose of this paper is to examine status consumptiorress mdtivated to consume for status
in relation to the economy and to determine how it _relates to both H3a: The relationship between économic welfare and status
consumer s 6 nicuwelfar mgs welkas asheimconsumer consumptionwilb e moder ated by oneds |

confidence about how th_ey see the economy in the future: This H3b: The relationship_between consumer confidence and .
paper contributes to the Ilteraatuure e%)h U T

. S s't“atus s
consumption to their views of the economy.

Methodology
The samplepopulation for this analysis included consumers
residing throughout the state of Georgiae sampling technique
mployed included a stratified random sample based on the
opulation.The data was gathered using telephone surveys and

Literature Review

St at us ¢ ons umopvationalnprodess byfivthibhe
individuals strive to improve their social standing through the
conspicuous consumption of consumer products that confer an

s_ym_b_olize statqs both for the individual_ and_sqrr_ounding participant contact imfmation was purchased from InfoUSA.
significant otherd (Eastmanet al., 1999, 4). It is an individual Overall, 295 surveys were completed with ximately, a nin

’ . appr e

difference variable that addfgasat  cdimd fidnblchonas 80 Ouf Sapied ™

consume for statu3his consumptiosrelated need for status is the was skewed toward female, whitand alder. Specifically, our

itendency to purchase goods afd  SEFAHLRTE SEEHR EEFTU S or

prestige value that they confer onithe owner so r ed@géé h t%e?eaiana%efcategory wadh to 55

income or social class level (Eastman, et al., 1999, 41). For the purpose of this study, we examined three constructs:
(1) status consumption with the scale developed by Eastman et al.
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(1999), (2) consumer confidence based on Be¢B@f8), and (3) and RMSEA = .05). Intestingly, analyzing the results for the less
economic welfare with items adapted from Ludvigson (2004). educated group revealed that both economic welfare (standardized
Each set of items significantly loaded to their corresponding path estimate = .07p > .05) and consumer confidence
factor. Additionally, total variance explained for each set of items (standardized path estimate = .p7% .05) had no effect on status.
wa s greater t han .58 aedd.74 Cr Howeves, chie desults &othepnioee edscated pg@gpsrevealed that
(Economic Welfare = .76, Consumer Confidence = .74, and Statugconomic welfare had a positive direct effect on status
=.84) (standardized path estimate = .39< .05), but no significant

To measure status consumpt iraationshig vas shared betwdem consumzencodrsidenee andastiatus
(1999) status consumption scale items were utilized, measured ofstandardized path estimate.29, p > .05). Thus,we find support
a severpoint Likert scale (from 1 Strongly Disagree t&#ongly for H3a butfail to offer support for H3b.
Agree).The range of the status consumption items was from 1.97 Our results reveal that economic welfare does have an impact
to 2.96 indicéing the sample as a whole, wast motivated to on status consumptigrbut consumer confidence does not. Thus,
consume for statuslo measure economic welfare,threepoint perceptions rel ated t o dghare 6 s cL
scale was utilized ranging from 1 (worse off currentigrt last perceptions of future welleing impact the desire for status related
year/not kept up with the cost of living) to 3 (better off currently goods.Additionally, we find that the effect of economic welfare
than last year/kept up with the cost of livinghe average of these on status consumption is pronounced for highly educated
four survey items ranged from 1.77 to 1.88 indicating that theindividuals; thus offering marketers of luxury or statundm a
respondents consistently felt their econonvigifare was slightly clearer picture of individual ds r
worse than last yeaFinally, to measure consumer confidence, the
threeitem economic confidence measure (Bechtal, 2008) wasRaferences
adapted to look more specifically at the state of Georgia. The thre% htel. Gordorf 2 0 0 8 AA D | S | nd
survey questions (measured with threepscales ranging frorh echtel, or .Om . .) ’ n ua ource n
meaning worsé¢o 3 meaning better) addressed expected changes Conf i dSsciologicaldMethodolog26(1), 299324.
in the next six monthg in terms Qf general business conditionsDuboiS‘ rnard and ?Ies aurent( 19 9 GA)n unctiorE bfe  F
availabl e | obs. in ones &Theaneama , aLUﬁy:ioéia u;[taimd Jy ! pcpormﬁancels t o E»
score for the three survey items rangkdm 2.21 to 2.39 in Consumer Rer%eearlpas’cl%gﬁq'i

indicating that the respondentso consu dence was sligh
more positive for the upcoming year. Eastman, dcquelinek., Goldsmith, RnaldE., Flynn,andLeisa

R. (1999), fAStatus Consumpti on
Results Scal e Devel op me dournabohMarkatiegl i dat i o

First, a measurement model was created that correlated  1heory and Practice7, 4152.
consumer confidence, economic welfare and status consumption. . ~
Theresit s i ndicated a%=cog plt(4lypl<e (Y Tclf—Yor}g{ar}dJugaGog aert (2010), fAPsych
.001, CFI = .95, and RMSEA = .065). In support of convergent %u tural InS|ghts_ Into Consum_ptlon Of Luxury Western
validity, all items significantly loaded to their corresponding Brands Uaurnal af ustamercBehaviodr(1), 55
factor. In further support of convergent validity, estimates of 75.
average variance extracted were computed. Consumer confidentﬁan YoungJ., Joseph CNunes, ancavier Drez&(2010, July)
and status consumption surpassed the recommended criteria O ’ﬁ S g.,n aling ét at uEhe Rmietofrérarhdij Xxury G
.50, in which average variance extracted equated to .50 and .59, Promi nluralefMarketing74, 1530
respectively The average variance extracted for economic welfare ’ ' ’
was .46, which fell slightly below the recommended guideline. Husic, MelikaandMurisCi ci ¢ (2009) ,

S - - . ALuxury C
Discriminant validity was assessed by comparing average variance

F a ¢ t doursal obFashion Marketing and Managemei8,

extracted tesquared construct correlations; indicatimg potential (2), 231245.
threat to discriminant validity. Next, a structural model was
estimated, and, given that there were equivalent degrees ofahart, distinandRachel Dode¢ 2010), fAConsumers T
freedom and paths between the measurement and structural Belts: Surprise Drop in Spending Adds to Doubt About the
models, identical model fit results were obtained. Recover yo alStraetdoumalQC|\O(136),Al-
Structural paths were examineol determine support for the A2.
hypotheses. In support of H1, economic welfare had a positive and
direct effect on status consumption (standardized path estimate £udvigson, Sydne¢ . (2004), f@AConsumer Conf
.22, p < .05). However, the results revealed that consumer Consumer Sg n d i Jougnal@f Economic Perspectivel8
confidence had no effect on statasmisumption (standardized path (2), 2950.
estimate0.06,p > .05); therefore we found no evidence in support
of H2. To assess the moderation predicted in H3, a rguttup Mason,Roge6. (2001), fAConspicuous Con
analysis was conducted that used education. Specially, participants L i t er at u rEerop&as Jourrmahof Marketind8 (3),
attaining less than a foyear college degree were considered the 26-39.

less educated group, while those attaining a-fear college ) )
degree or more were considered the more educated group. Resul¢eblen, Thorsteif1899),The Theory of the Leisure Claséew
indicated gdopHl.9A¢a)p k .OF,iCFl =(.9, York, Penguin.
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Summary Brief

A RicherUnderstanding of Situational S&lfontrol

JenniferChristieSiemensClemson University
Danny WeathersClemson University

Researchers typically view selbntrol as a trait, and Self_Control as a Process

Baumeister (2002) proposed that seintrol failure is likely to We organize our situatiehased process model around the

occur when people do not have cléshavioralstandards, do not - .
peop ’ three contributing factors for satbntrol proposed by Baumeister

monitor their behavior, or do not have the capacity to alter their 8 ; ) "
behavior. While this view is useful for undgrsta?:ding general (2002). We first define these factors as they pertain to specific
’ behavioral episodes. We defirgtuational selcontrol as an

patterns of behavior, wdevelop a situatiotrasedprocess model h | b i .
ofselfcont r ol based on Baumei ste roBthnjer\gw%(eit Agua aE](fP?ttth Lgr}aw Wd a g% e | o p
multi-item measures of perceived standards, monitoring, capacity behaworall episode matches the amount Qf behavior based on a
and seficontrol. The process modahd developed measures can predetermined behavioral standard.bAhavioral standards a

Lo - : o clear goal, ideal, norm, or guideline that (a) specifies the
E:hgiﬁ)c:a}oeg:g:jégaght into why  setintrol fails for specific appropriate amourof behavior and (b) is set prior to the behavior.

Situational capacitys the emotional, cognitive, or physical ability
to monitor progress toward a standard and alter behavior during

Introduction the behavioral episode. Finalljonitoringis the act of tracking
Baumeister (1994) defines selfont r o | as t he pragreds fowasd a stangaed duringyhe behavior.
to alter its own states amdsponsesBecause lack of setfontrol We assume that a person is contemplating engaging in a

is a common, and potentially serious, problem, it is often studiedspecific behavior. The model begins with a behavioral standard. If
by psychologists and consumer researchers (e.g., Baumeister ara personhas a clear standard for the appropriate amount of
Heatherton 1996; Gibbs, Giever and Martin 1998; Baumeisterbehavior, situational capagifor selfcontrol becomes relevant.
2002). SeHcontrol reseath commonly focuses oselfcontrol Because capacity is often conceptualized as a trait, it is important
failure (e.g., Vohs and Heatherton 2000; Vohs et al. 2008), andto note that capacity occuduring the behavior for the purposes
Baumeister (2002) proposes that there are three potential causes of this situatiorbased approach. If adequate capacity does not
this failure. First, a person must have behavioral standards; that igxist, the person #/be less able to monitor and ultimately control
goals, ideals, mms, or guidelines to specify the appropriate her/his behavior. If the person has sufficient capacity, compared to
amount of behavior. Second, a person must have the mentakomeone with less capacity, he/she is more likely to monitor the
emotional, and physical capacity to change or alter her/hisprogress of his/her behavior against the standard. However,
behavior. Third, a person must engage in frequent monitoring tosufficient capacity does not guarantee that monitoring will occur.
keep track of her/his behiav. If the person fails to monitor her/his behavior, smlhtrol may

Some researche view selfcontrol as a traife.g.,Baumeister  fail. If monitoring does occur, it can be done mentally (e.g.,
2002; Tangney, Baumeister, and Boone 20@ile this view is tallying up in your mind how much you have spent) or with the
usef ul for understanding i ndi adofladeviceyeq., kpepmgtrack lof purchases with @ cakcdlatop. a t t ¢
it is less useful when the focus is on smihtrol for specific If the person accurately monitors, setintrol for that behavioral
behavioral episodes (e.g., eating, gambling, or shopping).episode is likely to be successful. That is, the actual amount of
Consequently, the first goal of our research is to develop a proceslsehavior will closely match the appropriate amount of bemasgo
model of sefc ont r ol , whi ch buil ds flefinedby tBesstantdaad. st er 6 s (1994,
2002) general view of setfontrol, that can be applied thstinct This situatiorbased process model will help researchers
behavioral episodes. Such a situatimased process model, with better understand setbntrol, and seitontrol failure, only if the
corresponding research, will lead to a better understanding ofmodel can be tested. Thus, we turn to our second research goal
when selcontrol is relevant and why setbntrol sometimes  developing situational, perceptuaeasures of standards, capacity,
breaks downFurther, researchers have developed and ataiitl monitoring, and sel€ontrol.
measures of setfontrol based on the view of sebntrol as a trait
(e.g.,Maloney, Grawitch, and Barber 201Pangneyet al.2004). Scale Development
However, such measures have limited utility when the focus is on
controlling a specific behavior (e.g., Roberts ananolis 2012).
Thus, a second goal of the current research is to develo
situational measures relevant to smhtrol. Specifically,using
established scale development techniques, we create-iteniti
perceptual measures of standards, capacity, morgtoramd
situationspecific selfcontrol.

In developing these measures, we followed standard scale
Fgievelopment procedures. That is, we (1) generated an initial pool
of items for each construct, (2) refined the itebased on expert
judgments, (3) further refined the items based on responses from a
large sample of respondents, and (4) assessed the discriminant
validity of the final scalesThese procedures led to the items
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presented in Table 1. Note that the scalesewdeveloped in the
context of eating but can be easily adapted for other behaviors.

Table 1 - Items for Measuring Perceived Standard, Capacity,
Monitoring, and Situational Self-Control

Perceived standard

Before | began eating, there was a cergamount of food |
intended to eat.

Before | ate, | knew precisely how much to eat.

Before | ate, | was certain about how much to eat.

Prior to eating, the amount that | should eat was unmistakab
Prior to eating, | had a clear idea of how much to eat.

Perceived capacity

Based on the situatién

€ | had the ability to monitor my eating while | was eating.

€ | was capable of tracking my eating while | ate.

€ My ability to monitor my eating while | ate was high.

€ | had the capacity to keep track of hawch | ate while | ate.
é | feel like | had the ability to focus on my eating while | was
eating.

Perceived monitoring

While eating, | kept track of how much | ate.

| checked the amount of food | ate while | ate.

While eating, | was always aware of hawch | had eaten.
While eating, | took stock of the amount | had eaten.

While | was eating, | paid close attention to the amount of fot
ate.

Perceived situational setbntrol

| ate more than | should have. (Reverse coded)
| feel like | ate aeasonable amount.

| stopped eating when | should have.

| ate an appropriate amount.

I successfully controlled my eating.

General Discussion

While it may be tempting to adapt existing trait measures to

assess situatiebased seltontrol, suchadaptations are not always

appropriate. Further, a trait perspective does not take into account
the variance that may occur in standards, capacity, and monitoring

both within and across behavioBy developing a process model
for situationspecific selcontrol and validated measures for each
construct, insight can be gainédto when selicontrol breaks

down during a behavioral episode and how a person can get back
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Summary Brief
Toward a Theory of Consumer Adoption of Mobile

Technology Devices: An Ecological Shift in Lif&%'orlds

Scott RaderPhD, Western Carolina University
Zahed SubhgrPhD, Western Carolindniversity
Clinton Lanier, Jr.PhD, University of St. Thomas

Historically, new product adoption literature has viewed In exploring the data that resulted from conversations with
consumer sd adoption of i nnov gariicipamts inatlsis studyabe@it mabikedtechinolagyt delvices ar i a
seemingly deterministic, dn of t en narrowl y pMS)c the doe decateymnGlaser .arid Strauss 196That
Closer empirical examination of interactio with mobile conceptually ties emergent themes in the data together is labeled
technology device s hows that consumer shere asTransitioninm&heli y adad epxtcer pt above

these products, but rather comelie with them over time. This  broader participant experiencBlot abl vy, no definit
process occurs in an erratic, nondiar fashion resulting in a p oi nt 0 ptidnasrindieagdinstead, participants spoke of an

profound fAecol ogi cal O0-wdrldsalhus,f oo mgoi ong, ofindwven,r dndetypicially gr
the devices are not just an additive product acquisition, but afif i t s @nlchi st gprrtoscess of famdopti ol

totalizing experienceThrough discoverpriented methodology of  evolving interplay of reluctance and enthusiasm: intermittent
grounded theoryet @0t déiantarn ®lr 0-g Wy leemmEmydas melras Iinérédmental setbacks and successes. Most
worlds are explored, with a particular focus on interaction with important to participants in the study, this process engendered an
and acceptance of mobile technolodye results of their social emerging, seemingly wholesale, and altogether substantiairshif
psychological experiences are understood through the broaderthe way they experienced their everyday lives.

theoretical frameworks of media eady, sociology and

anthropology of technology. Fundamental Shift in LifeWorlds
. By Transitioning participants experienced the phenomenon
Introduction not just of adopting or accepting, but ldfing with MTDs. At

Meaning mattersUnderstanding personal, sodaltural, and  first, consumers might understand tiheviceas simply a digital
situational meanings that consumers ascribe to offerings providestorage device and ascribe primarily utilitarian meaning to it.
marketers with valuable insighleaning matters considerably for ~Alternatively, they might apply and extend prior knowledge
technology product consumptioespeciallygiven their enormous  Structures from experle_nce vv_|th other portable electronics, '
popularity. Understanding the scope of that meaning calls for ant her efore viewing the Mo But as fi
ongoing holistic o r fiant hr apderstangjng that! o ultimately, a newly evolved consumer emerges while
deconstruct t h e i mport an c-eultuate ¢ d rhemi ffansitioning pne who integrates the MTD into his or her life as a
context n which technologies are used by consunfe/ind and nearly ubiquitous presence and, gmrticipants frequently
Mahajan 1997, p.)5However, most research asssaalecidedly admitted, a crucial and seemingly irreplaceable part of life.

utilitarian, seemingly deterministic, and relatively narrow Deborah, whoclams t hat her MTD is her
approachprimarily concerned with activities leadingp to and  the wholly integral nature of this change:
including product adoptioiBass 1969 Rogers 1995Sood and ATo me, itds not about the mact
Tellis 2005. Relatively little focus is placed on ongoing things an_d you can either Iike_those things or not like those things._
technologyconsumption processego redress this imbalance, the But i t @veswhhgou.Yiotu know. Thatds i mpc¢
current research assumes an iterative, exploratory and emergentO U know, and I 6ve nevelveswithought
theorybuilding approach via grounded theory methodology me¢ €& whi C‘h is a weird thing to
(Glaser and Strauss 196Twenty participants weriaterviewed [laughs] .o (emphasis original, De
Attempts were made to generalize the essence of consumer
meaningmakingprocesses involved in peatquisition. Technology as Ecological Change

Technologyinduced  whatsale change has  been
Transitioning: Gradual, Fundamental acknowledged across several academic disciplines. In particular, it

is the central focus famedia ecology scholoarbedia ecologists

Transformation
~ . Cus on ontem ora] technole yabled commu |cat|o not
AiSo there it sat . And one §an¥ereprodc Jfég gught

. . . . " . or 'id osynii:r b
?h Vch at rl[ Iff] A "i]hdtrlitt?a: (’;h ulds tl de S tth adr te d enVirdrimBnts Cr'ia acteristics Jof! Media i %I8gg§ né)epts are
at concept of having that littkandheld calendar [in the device]. similar to the individual experiences of participants in the study as

;I'hen, l thogggtr,i W;” | Ca(;] dO‘thIS and | can do this. I just sort of they wereTransitioningto MTDs. Neil Postman (1932003),
ransi(hemned. o preeminent media ecologist, here expounds tbhe ecology
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analogy, which provides perspective on what participantsphenomenon of interacting with MTDs is similar to or different

described as a totality of integration: than transactions with suchbjects as household possessions,
ATechnol ogical change i s neinddh éorms, 2od a/ént conveatioralomobils phbries. Asc mobile e . I
is ecological. | mean Oecol og techaology pioductst becemescheaper, smellersaad easser to hse, wo

used by enviromental scientists. One significant change generatesthey become more popular with and physically proximate to

total change. If you remove the caterpillars from a given habitat,consumers, giving rise to unprecedentedsjtalities for intimate

you are not left with the same environment minus caterpiljans: interaction. This intimacy increases opportunities for consumers to

have a new environment ¢é t he @eesiecrdasng amount ofisignifigamt aspeats af thairdiesimteq i | |

to an environment that has none. This is how the ecology of mediahe devices, spurning the probability of pronounced shifts in their

works as well. A new technology does not add or subtractlife-worlds Using methodimgical approaches that respect the

something. It changes everythingdemphasis added; Postman empirical holistic reality of these interactions, such as

1992, p. 18 interpretive, interactionist, and inductive paradigms, has been
Postman and the media ecology perspective are positioned ilstablished as a need by prominent schateatise field (Kozinets

a broader lineage of sociological and anthropological perspective2008 Mick and Fournier 1998Wind and Mahajan 1997 The

on technology,where scholars have examitide integration of  current researcmoves toward that end and ideally incites similar

technology into societyand its potential to overwhelmingly  approaches in future.

change lifeworlds (McLuhan 1964 Mumford 1934/1963 Ong

1982. Foremost among these scholars is Lewis Mumford (11895 References

1990), who wrote extensively on the history of human interactions
- o . Bass, Frank (1969), "A New Product Growth Model for Consumer
with technology. Mumford was an early critic of his own Durables, Management Science5 (5), 215227.

profession, emphasizingarly onthe need for engineers and
product developers to consider the interdisciplinary aspects o
machines and society. Specifically, Mumford (1934/1963, pp.
32223) argued:

iThe pos s [tehindlogy] had edome a creative kqzinets, Robert V. (2008), "Tenblogy/Ideology: How
force, carried on by its own ementum, that it wasapidly Ideological Fields Influence Consumers' Technology

orderin_g a new kind of enyironmef&mphasis added] and was Narratives,"Journal of Consumer Resear@¥ (April), 865
producing a third estate midway between nature and the human  ggq.

arts, that it was not merely a quicker way of achieving old ends
but an effective way of expressing newdsr- the possibility in McLuhan, Marshall (1964))nderstanding Media: The

fGlaser, Barney G. and Anselm L. Strauss (198l Discovery of
Grounded TheoryChicago: Aldine Publication Co.

short that the machine furthered a new modévafg [emphasis Extensions of Ma(Reprint 1997 ed.). Cambridge, Mass.:
original] € The industrialists and engineers themselves did not MIT Press.
believe in the qualitative and cultural aspects of the machine

Further, the emphasis of technologg o fil i vi n g 0 MiakpRavidlGlerd aad Susan Fournier (1998), "Paradoxes of
acutely echoes the statements and sentiment from participants in  Technology: Consumer Cognizance, Emotions, and Coping
the research. In particular, Mumford (1934/1963) suggested that  Strategies,Journal of Consumer Resear@b (2), 123143.
technologies were not merely independent, neutral tools, but
integrated, dynamic, and vakeden aspectsfdiuman life. As he Mumford, Lewis (1934/1963) echnics and CivilizatiarNew

saw it, the problem with the historical understanding of York: Harcourt, Brace & Wdd.
technology was that it assumed utilitarian and deterministic _ ) .
character, as opposed t-sidedt h@n9, Walteg I (198306btysand Literacyy Thephechnglogizing

relationshipsdo that occurred bobtheyNogNew Yok Mgthugne s and peopl e.
Mumfor d 6 s st an c eeflectise ofpirlicators dranthea r IPy _ )

participants. Deborahods earli eo§tmae,(I)\I?Hqu%)[ech@o“oy.tThe§Li|rrf:nge§ of Quufe 05 b o u ¢t
machine itselfieséi tihogotod neat |eghnogguisted) New York: Knopf.

Mu rngoh red omso s(t 1 gui::sérgélth% ?m::cflioe)ﬁ)m-ymotsirzl t:ile) Rgggrg, lEvaerrettal\ﬁ. elébéb)i'ffusion of Innovationg4th ed.):

instruments themselves, which quickly [become] outmoded, nor in Simon & Schuster.

the goods produced, which quickly [are] consumed, but in theSood, Ashish and Gerard J. Tellis (2005), "Technological
modes of lifemade possible via the machine and in the machine Evolution and Radical InnovationJournal of Marketing69

€0 (emphasis added) . (3), 152168.
MTDs Represent Unprecedented Ecological Wind, Jerry and Vijay Mahajan (1997), "Issues and Opportunities
Change in New Product Development: Antroduction to the Special

Given these perspectives the dataquestions for consumer Issue,"Journal of Marketing ResearcB4 (February), 11.2.

behavior and market research arise in terms of how, if at all, the
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SummaryBrief

Regaining Online Credibility: Product Collaboration and
Consumerto-Consumer Communications

Laurel Aynne CookUniversity of Arkansas
Ronn J. SmithUniversity of Arkansas

When consumers desire brand and/or proeetited how collaborative NPD provides favorable effects that extend to a
information, they rely less on traditional marketing messages andgreater number of consumers.
more on the opinions dfieir peers. To regain control, some firms
have adopted surreptitious tactics to influence online consumer Hypotheses
to-consumer (C2C) conversations (e.g., providing bloggers with Th - f collaboration inf i for oth
free product samples). Given new FTC regulations requiring e provision of collaboration information (for others) may

material connection disclosr e s , their effe Pet uge%;lnm aétegug-figng_r,ﬁgg gza%nafeﬁects companies have

attitudes and behavior have diluted and negatively impacted theexpenenced when - enteri discourse. However, when

effectiveness of C2C messages (Sprott, Martin, and Martin 2012)C02T:p?melrsn aétemp;t \Eic()jilnnflubelnce t;rar\m/\c/ii{?]rodrut(:jt dtlsmissr;]orrz "; rthe
In response, the present research examines a new relationshi ea y pro g bloggers product or monetary

marketing strategy that moderatéhese effects by improving how ayment (for example), conmbeumersso

consumer sd i dent i f ymethod (qbalitativie e one tpenl;naterig‘l corﬁpﬁc)tjogdaetwe_en the blogger and company is
and quantitative) approach across two studies suggests thafjISC .OSEd (Sprott, Martin, and Martin 2012). CoIIaboyatlon, as a .
involving consumers in a new Labr}'ofdyu'cr}%s Saé\?éleggfmefnqr g,{,,gg))egirgt h
powerful way to regain online crediliif. Described as consumer ompanyos resources, may serve a
collaboration, this unique method of engaging a small group in andor rgversmg these hlstorlcally negative effects. More formally,

NPD is enough to provide favorable effects that extend to a . H1: Consumer collaboratlon_ moderates  the effect. of
greater number of consumers. Together, these results havglsclo_sure blog type on the following consumer percepliGals:

important implications as firms and consumersspend to website evaluations an@b) company evaluations. The effect of

changes in the regulatory environment for online communications.blog type onevaluations will be stronger (weaker) for product
reviews on a consumer (company) blog.

. H2: Consumer collaboration moderates the effect of

Introduction disclosure blog type on purchase decisions (e.g., purchase

A companyds competitive adviatentioasgaad pfice milireg rroepay). ahel effect ofebpgei on e s
continuous innovation a resource no longer limited to its purchase decisions will be stronger (weaker) for product reviews
employees. Seeking knowledge and creative ideasdmrsumers  on a consumer (company) blog.
is one increasingly popular way to improve processes and The severity of c on s-infloenced 6 di s
performance. Given the pervasiveness of the internet and the eag®oduct reviews is directly related to type of compensation the
of sharing information, companies are motivated now more thanblogger receives. Bloggers méwe motivated to write a product
ever to enter into this communication domain in a way thatreview for altruistic reasons while others are driven by profit
maintains credibility and promotes engagement. In turn, seeking motives (i.e. economic reasons). Lawrence, Fournier, and
individuals want to do more than consume: they want to work Brunel (2012) show that economic motives in an online product
with companies to share their knowledge and creative ideageview are generally viewed asstecredible than neaconomic

(Vivek 2009). motives. Thus, we predict the following:
In response, the present research provides the first H3: The positive effect of collaboration on consumer
examination ofthe influene of col |l abor at i ecvaluatons and purchasendecissods will be greater (weaker) for

evaluations and purchase decisions dansumeito-consumer monetary (product) payment compensation disclosures.
(C20Q online communications (e.g., blogs). A mixegtthod
(qualitative and quantitative) approach across two studies is useMethod

to discover the element®iéh consequences of collaboration most The pupose of Study 1 was to qualitatively identify factors
important to consumers (Study 1) and to test how changes i . . )

online communication influence trust, attitude, and purchaser}huags?ig\rﬁ:i\r/g luﬁ};ﬁnzsgezodnesdun;irdcc;ganz%ztrlOgﬁlztei}o?\);pl\?v?sfory
deC|s_|ons whe_n collaboration is present or absent (Study_Z). Usin dministered to 240 adult consumers obtained through Amazon
a national online consumer mapadult participants with children Turk. The qualitive responses were coded using QSR

were tested for these differential effects using a real blog designe I’b’[eﬁnglti& leNrVi¥069 (Gibbs 2002) and the data were analyzed

for parents. Together, the studies demorstt e t hat c : ; .
attitudes, evaluations, and purchase decisions are influenced by >ng. the thematic’ analysis method (Boyat2|s_ 1998) and the
ollowing themes that resulted were used to design and structure

prodwc & €ollaboréive development. Together, these results show Study 2: (1) consumer involvement2) B2C and C2C
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connections; (3) communication; (4) authenticity; and (5) the Finally, as H3 suggests, in the economic motive conditions
importance of listening. wherethe blogger is compensated with money, contrasts show that
Study 2 was a 2cfllaboration information: present or  the effect of collaboration is greatest (F(1, 148) = 18.9,.001;
absent) X 3 disclosure blog type consumer blog, product d, = .09), but only for purchase intentions. Though smaller, the
payment; consumer blognonetary payma; companyowned effect of collaboration on WTP is higher with product payment
blog) betweersubjects experiment. More than half of bloggers are (F(1, 148) = 4.8p = . Q 3 ;03).dThese results offer partial
parents with schoedged children less than 18 years old. In support for H3.
response and based on positive perceptions of opinions from like
minded fotherso fr omhe Bresant studyl , ont ext of t
includes a blog written by a parefecause50% of consumers Sdn“lrﬁarﬁl
are more likely to pwhase toys online (Nielsen 2Q12an
electronic learning tablet was used for the product review acros
all conditions. Participants were 216 adult conssmeltained
throughmTurk. Cell sizes ranged from 49 to 59. Each participant
was randomly assigned to one of the six experimental condition

The results we offer here have implications for producers, for
gonsumers, and for policy makers. For example, 59% of the
sampl e in t he first study said
consequence of collaboration enhanced through peer discourse
éi.e., C2C conmunication). Through a betwesnbjects
and presented one version of the blog stimuli. The sample had gxperiment in the second study, col]aboration !nformation was
median income of $40,0040,999, and 90% had at léame identified as a keyl querator useful in overcoming the negative
college. More than onrkalf of the sample (57%) had a college effects of a blog's disclosure (e.g., monetary payment to a
degree. The majority of the sample was female (66%) and the-onsumer blogger) and sour(eonsumer or compargrovided)

on evaluations and purchase decisions.
mean age of the respondents was 33 years. - .
9 P y Our results across both studies extend previous research by

increasing the external validity of our findings with stimuli
Results modeled after actual consumer blogs (i.e. not scetwased) The

Perhaps the greatest discovery in Study 1 was made whemnole of collaboration information is shown as a useful tool in
participants were &gd to rank the most important consequencesmo der at i ng t he negati ve ef fects
of collaboration. A majority (58.8%) of participants indicated that monetary payment) and source (e.g.,, compamged) on
trust was the primary reward of collaboration. Trust is not only anconsumer evaluations. These resalpglyto a greater number of
important factor in driving brand loyalty, bafsois a necessary companis that are unlikely to utilize direabollaboration for all
requirema t for attracting new c u sustonmee.rPerhagbé/kimpleeknowledge ofrcallaborativedNS D
blog disclosure regarding a material connection (i.e., monetary ormay be enough to strengthen one of the most important factors
product payment) to a company traditionally results in decreasecheeded for a strong and lofasting relationshiptrust.
perceptions of trust and behavioral intentions, Study 2 tested the
role of collaboration as a potential moderatoseful in attenuating References
these negative effects.

H1 predicted an interaction between disclosure blog types
and the provision of consumer collaboration information on
website, company, and consumer (i.e. participatemaluations.
ANOVA results for Study 2 are shown in the table below.

Boyatzis, Richard E., (1998), Transforming Qualitative
Information: Thematic Analysis & Code Development
Thousand Oaks, CASage.

Gibbs, Graham R. (2002), Qualitative Data Analysis: Explorations
with NVivo. Buckingham; Philadelphia, PDpen

Table 1. Effects of Consumer Collaboration on Evaluations University Rress.

Blogger Company Brand Purchase
Trust Response Attitude  Intentions

Lawrence, Benjamin, Susan Fournier, and Frederic Brunel (2012),

’\EflgénT Iyzpfge(gﬁ 21.8%  361% 498 315 fiwhen Comp d/aketheid: B Multi-Method

Collaboration (CB) 2 8g 1015 15 ek 10.6%+ Inquiry into the Differential Effectiveness Gonsumer
Gener at ed RabtereUniversity Sahapl ob

Interactions Management Research Pap&, 243.

BT x CB 2.48* 6.39** 3.56** 2.84*

Univariate Fv al ues; *** p O .01; ** p O .05; Ni @l & e n Infogeaphlc2TheDigitdl Lives of American
Mo ms(acgessed October 16, 2012), [available at

The effects of a monetary payment disclosure are driving the  http://www.nielsen.com/us/en/newswire/2012/digltaés-
two-way interaction for company evaluations. As suggested by of-americarmoms.htrri.
plots of the means, contrasts for brand attitude show significant
improvement for the monetary payment condition (F(1, 148) = Sprott, David E Kelly D. Martin, and Michael W. Maurti (2012),
18.0,p < .001), and company blog (F(1, 148) = 4% .03), but fiConsumer Response to Blog Auth
no difference for the product payment conditipr>(.6). A similar Marketing & Public Policy Conferencétlanta GA: AMA
pattern in the results emerges for the effects predicted in H2. Only  56-68.
in the monetary payment consumer blog do purchase intentions

significantly improve when collaboration information is provided: Vivek, ShiriD.  (2009), #AA Scale of Consu
Moot present= 5.4, Meoi_absen= 4.1; F(1, 148) = 13.9p < .001). Doctor of Philosophy Dissertation, Department of_ _
Thus, results offer full support for H1a, H1b, and H2. Management & Marketiy, Graduate SchooThe University

of Alabama, UMI.
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Implications ofErroneousProductReviews byProduct
EnthusiasCommunicators

James D. DoyleThe University of North Carolina at Pembroke
Louise A. HeslopCarleton University

It is revealed through a betwesnbjects experiment that If acting on a claim is a manifestation of trust, then it can be
ibl ogger erroro produces bl amexpeotedttiat biogger erréem, @ movie ireviewsthataoverstates! | a «
specific affective states that together facilitate intentions in how entertaining or historically caurate the movie ismay
offended blog readers to engage in revesgeking behaviors deteriorate trust in the relationship between an offending blogger
directed at the offending blogger. Blogger error represents a and its readers. However, studies of the consequences of service
negative occurrence to offended blog readers who, depending offailure offer evidencesuggestinghat the consequences of blogger
the blame they assign and feelings of anger and dissatisfactiorerror may extend beyond decreddrust intentions (e.g., Grégoire,
they expgence, may seek to inflict harm on the offending blogger Tripp, and Legoux 2009; Wetzer, Zeelenberg, and Pieters 2007).
in the forms of negative womm-mouth communication and online Direct and indirect revenggeeking behaviors are steps that
public complaining behaviors. Woif-mouth marketing, a  offended individuals can take to inflict harm upon or otherwise
growing managerial practice that involves material relationships perpetrate a transgression agtia perceivednitial transgressor
between consners and organizations which must be disclosed to (Grégoire, Tripp, and Legoux 2009; Weiner 2000; Wetzer,
audience members, can be harmful to bloggers who, whetheZeelenberg, and Pieters 2007). Direct and indirect reveegking

intentionally or not, publish erroneous content on their blogs. behaviors are subtly distinguished on the basiwhether or not
they involvepersonal intera@n between the revenge seeker and
Introduction the individual or organization from which revenge is sought

(Grégoire, Laufer, and Tripp 2010). In the blogosphere, negative

Motivated consumers seek accurate product information toword-of-mouth communication is a viable indirect revenge

inform ther decisions, develop a knowledge base for potentia_ll seeking behavior (Grégoire, Laufer, afdipp 2010). Online

future a.[t).pllca;lon, dantd ptﬁrhgpst evean galnt rr:er?l?er\%npt)) 2'“ ublic complaining has been investigated as a type of negative
communities of product enthusiasts and experts. In the Web 2.G,q 5t mouth communication that differs from convention in

€ra, an increasingg dg{erss commut?ity gf infolr(mation goubrcesthat it has a magsublic orientation and is capable of reaching a
attempts to satisfy thi informationbased market need by : P ;
disseminating hedonic and utilitarian product claims through alarge audience (Grégoire, Laufer, and Trigi@).

widening array of channels. Blogs and the commercial, quasi . .
commercial, and nomommercial information sources (ie., Literature Review And Hypotheses

fibl oggerso) who wrsiinttte orlirfe roduca r Blafeworthin@éssend blogger error
information environment. Blogs are frequently updated online  gjameworthiness for a negative occurrence can be defined as
collections of the |Qeas and experiences of blogger_s presented ifhe extent to which an offended party perceives the offending
reverse chronological sequence through text, imageryl an pany as being accountable for the events that lead to the negative
audio/video objects . - occurrence (Grégoire, Laufer, and Tripp, 2010). When a negative
Structural and  bloggespecific ~characteristics of the  ayent occurs, offended parties commence an attributional search in
blogosphere make inaccurate blgedioQgBdpenplausibit cafisal explfalioR % B evénf T O T
realistic prospectFrom a structural perspective, a COMPUtET, (weiner, 2000).In this context,blog readers are expected to
internet access, and a claim to disseminate are all that are neededsider the intangible or latent qualities of theggker (e.g.
in order for an individualto write a blog. From a blogger  character and motivpsn order to assess the extent to which the
perspective, knowledge bias and reporting bias mean that, eithggogger is deserving of blame for the erribris expected that the
due to perceived inadvertence or perceived deceptive intentcontent of the erroneous message, as well as the background of the
content disseminated by a blogger may fail to accord with external., jymunicator, will be considered during this attribngibsearch.
reality. Trust is therefore amssential characteristic of productive Prior research distinguishes between utility and hedonism in
bloggerblog reader relatiqnships. Trust is_ particularly_ relevant to g deriving from product or serviceonsumption Utilitarian
bloggerblog reader relationships in which the claims of the consumption, or consumption that produces utilitarian value, is
blogger are experiential in nature. In a product context, it has lIong, icome based. task related. functional. and instrufnénta
been recognizedhait consumers are wary of claims that (_alther can phature. By contrast, hedonic consumption, or consumption that
only be assessed through or after product consumtiothat produces hedonic_value, is experience based;tasin related,
cannot ever be assessed As  wi t h  what ar e gptefifinfif dnd BRotidh& fin' nbtférdiiuct enthusiasts are
goodso such as movies, clai Myj® CommMdnialbls of podud reRelv if the BidgbdpRere. © N 1)
determine the accuraof an experiential claim by acting onitand prgyct enthusiasts are characterized by higbductrelated
judging if it accords with external reality. passion, zeal, enduring involvement, loyalty, and consumption
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experience, even if they lack formal subjewtter education, Anger, dissatisfaction and blogger error
experience, and accqmpllshments. . . . Negative occurrences are noted for producing emotions of
Given that movies have both enjoymemoviding hedonic 546 anddissatisfaction(e.g., Wetzer, Zeelenberg, and Pieters
and _utlllta_lrlan characterist two poss[ble states exist in the 12007). Angr is defined asraemotional state characterized by
relationship between a product enthusiast blogger and the movigg g essive othetirected feelings, thoughts, and action tendencies
reviews he or she disseminates. A state of ewomrce  (gqgie Pieters, and Zeelenberg 2003). Anger and dissatisfaction
accordance exists when this particular bloggeredissates Claims  haye” peen found to correlate positively with each other, but
about hedonic product dimensions (e.g., fun, excitement), whereagjissatigaction is characterized as a general negative affective state
a state of clairsource discordance exists when this particular h4t does not depend on the manner by which a negative event

blogger makes claims about utilitarian product dimensions, (€.9 gccurred but simply on the perception that an unexpected negative
historical accuracy)Thus, accordance (diseance) occurs when  oyant occurred that was caused by somebody else or by an

the content of a product review is matched with the background of,,controlable circumstance (Bougie, Pieters, and Zeelenberg
the blogger; product enthusiasts are presumed to know more aboylngs: \Wetzer Zeelenberg, and Pieters 2007).
hedonic than utilitarian product dimensiorisnder a state of H3: The,perceived blameworthiness of the blogger relates

claim-source accordance (discordance),siteixpected that blog positively to the (a) anger and (b) dissatisfaction experienced by
readers would hold the blogger more (less) blameworthy for theblog readers as a result of bloggeror.

error, as the blogger would (not) have been expected by blog ~anger and dissatisfaction are also expected to relate
readers to possess the ability to make accurate remarks about ”Pf’egatively to the perceived accuracy of the product review.
product. Under a state of claisource discatance, it is expected Irespective of the cause of the errdow perceived product
that blog readers would hold the blogger less accountable for thee,je\y accuracy implies risk of loss to blog readers because the
error, since the potential for honest inadvertence would begyperpntial nature of the claim means that the error cannot really
relatively high. ) _ be known by the blog reader until beshe has invested resources
H1: The perceived blameworthiness of the produnthusiast evaluating the accuracy of the claim.
blogger for an erroneous review of the hedonic merit of the H4: The perceived accuracy of the product review relates
productis greater than for eeview of the utilitarian merit of the negatively to the (a) angand (b) dissatisfaction experienced by

product. . . . blog readers as a result of blogger error.
Blogger blameworthiness is also expected to vary according

to wheter or not the blogger disclosparticipation in a worgbf- . . . .
mouth marketing (WOMM) campaign to blog readers. Even Negatlve Worepf-mouth communicationonline

though it is recognized that the stifation of favorable worebf-  public complaining andblogger error

mouth communication is a kegarketing responsibilityemerging Blogger blameworthiness is expectedrédate positively to
practices involve unprecedent ¢d exiteattopvhich foffendad Ingoreaders(develep. behavioralt e r v e
by marketes in wordof-mouh exchanges between consumers; intentions to engage in negative warimouth communication

Kozinets et al. 2010). Although the Word of Mouth Marketing and online public complaining as a result of blogger error. In this
Association assert s cte&tiagiword\@ M Mstudys negativé womdfbnmuitt confimunication is conceptualized

mout ho (emphasis added), but asregativelyvalefidedicorhniinicatin a romptiblic\sadting (imu t ual |
beneficial consumeto-consumer and consumermarketer disseminated to personally known recipients), whereas online
communications?o (2007), Ko z i mublicscompldiningai$ conceptRdlizéd as negatigely evalericéda t

WOMM involves intentional application of marketing tactics in communication in a magsublic setting (Grégoire, Laufer, and

order to influence wordf-mouth communication among Tripp 2010). Compared to undoollable external attributions
consumers. In the United States, bloggers who ew®e Wei ner (2000, p. 385) states tha
compensation from companies for reviewing their products orcontrollable are much more damaging. They do not lead merely to
providing product endorsements are required to disclose thaexit and going away from, but rather they give rise to active

material connection to their readers (Federal Trade Commissiom ct i on s, or g 0 i n gon,aitgia éxpested .that For

2009). higher levels of blame will é& associated with higher intetd
Attribution theory offers a conceptual rationale for experti  harm the online reputation of the blogger.

disclosed involvement in a WOMM campaign to positively relate H5: The perceived blameworthiness of the blogger relates

to the extent to which offended blog readers blame a blogger fopositively to the intentions of blog readers to engage in (a)
an error it commitssince WOMM would seem to imply the negdive wordof-mouth communication and (b) online public
possession of reporting bias. In contrast, the blogger who makesomplaining as a result of blogger error.

no WOMM disclosure may be perceived to possess a desire to In addition, the perceived accuracy of the product review is
help consumers and to have the freedom to make honest remarlexpected to relate negatively tmegative worebf-mouth
about the product, even if the remarks are negative. By extensiorcommunication and online public complaiginntentions.Such

the blogger who does not make a disclosure of its participation inintentions are (not) expected when blog readers attribute the
a WOMM campaign may receive a relatively low level of blame message with low (high) accuracy, since the size of the error (i.e.,
for blogger error, with offended blog readers conceivably degree of inaccuracy) is likely to function as a key driver of the
attributing the error to simple inadvertence or an acceptableextent to which blog readers have sdammy to exact revenge for.

differenceof otherwise sincere opinions. H6: The perceived accuracy of the product review relates

H2: The perceived blameworthiness of MM blogger negatively to the intentions of blog readers to engage in (a)
for the blogger error is greater than that of the-Wd@MM negative worebf-mouth communication and (b) online public
blogger. complaining as a result of blogger error.
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Finally, anger and dissatisfaction are also expected to relateconsumers to perceived service failures and trust violations (e.g.,
positively to negative wordf-mouth communication and online Grégoire, Laufer, and Tripp, 2010). Behavion@sponses to
public complaining intentions. Prior research shows that affectiveblogge error were moderate Myeg. wom = 2.96, S.D. = 1.78;
outcomes of service failure are predictive of retaliatory behavioursMoyiine complaining= 2.08,S.D.= 1.85.
in response to negative occurrences.

H7: (A) Anger and (b) dissatisfaction relate positivelythie Results
intentions of blog readers to engage in (i) negative vadnechouth

communication and (ii) online public complaining. Across all conditions, a moderate level of blameworthiness

was assigned to the bloggev € 3.15,S.D.= 1.69), suggesting
the relevance of the blameworthiness cognition as a response to
Meth0d0|ogy blogger error. H1 predicted that the blameworthiness of the
A 2 x 2 (WOMM disclosure versus no WOMM disclosure; blogger would be higher for its erroneous review of the hedonic
hedonic versus utilitarian product review) betwsebjects merit of the movie than for the utilitarian niteof the movie. H2
experiment involving 159 research participanfacilitated predicted that the blogger who made the WOMM disclosure
hypothess testing Constructs were measured using seveimt would receive higher blameworthiness ratings than the blogger
scales on which high alues indicate high blameworthiness who did not make the WOMM disclosure. tlvo-way ANOVA
assignments, feelings of disappointment, anger, andwas used to test hypotheses 1 and 2. No evidence was observed of
dissatisfaction, as well as negative wafedmouth communication  an interaction effect between movie review type and WOMM
and online public complaining intentiordovies were selected as treatment on the perceived blameworthiness of the blogger
the product category for this resdaras a pretesfn = 184) (F(1,155) = .06p > .1). The ANOVA failed to reveal support for
indicatedconsumersvould be disappointed if a movie review they H1, since there was no significant difference between the
read overstated the merits of the mowe=x 4.02;S.D.= 1.57) blameworthiness fothe blogger who reviewed the hedonic merit
Research participants weexposedto a genderand age of the movie Myeqonic= 3.14,S.D.= 1.76 and that of the blogger
neutr al iAbout Me 0 teusiastbiegger and lwiyo rexiewed tledutilitarian neerit of the movid itarian = 3.15,
a favourable movie reviewResearch participants exposed to the S.D.=1.63 F(1,155) =.01p > .1).
WOMM treatment received the following disclosure statement: In contrast, H2 was supported Hye analysis. The blogger
AiDi scl osur e: | am compensat edwhwmaddtherOWMM disclosure te readers garmeeed roohedlandei s e
and other promotional material by the makershi$ movie for (Mwomm = 3.54,S.D.= 1.69 than the blogger who did not make
writing and posting revAeawe othe WOMM disolosureMyswormn2.7409.D.=b1.68 §(1,155) =
scenario focusing on a romantic relationship between an Americar9.15, p < .01). This blameworthiness findingmplies serious
soldier and an Afghan aid worker in an orphanage in Afghanistanconsequences for this particular marketing practitesn error
was developedfor use in this study. The scenarni@s pretested  occurs At the same time, however, additional analyses failed to
and assessed (all Cronbach alpha€9®) as being realistically = show the WOMM blogger receiving more negative affective
exciting, sensual, educational, and appealing (all means > 4.29yesponses to blogger error than the -W6@MM blogger
Hedonic and utilitarian movie reviews were developed to be (Mpiserence anger= -41,P > .05; Mpiference- Dissatisfactior= -31,0 > .1).
similar to those on blogs and related media. Pretes$tthe Perhaps even more important is that the additional analysis did not
strength, quality, understandability, positive valence, hedonicshow the WOMM blogger receiving higher negative wofd
appeal, and realism (all Cronbach alpha§8) of the movie two mouth communication intentions or online public coanpihg

reviews resulted in moderate-high scores (all means > 315 < intentions than the blogger who did not make the WOMM

.05) that did not significantly differ from eachhet (allps > .1). disclosure Mpiterencei Neg. comm= -26,P > .1; Mpifterencei online public

Since the HAAbout Me 0 st at eme Ndpanfs®.39pri0h.ed a bl ogger with high
consumption experience, the hedonic (utilitarian) movie review Bivariate correlations were inspected and multiple regression
condition served to provide a state of cladource accordance analysis was used test hypotheses 3 and 4; regression results are
(discordance) for the purpose of testing H1. shown in Table 1. Anger and dissatisfaction were examined as two

Blameworthiness, anger, dissatisfaction, movie review affective outcomes of blogger error and the hypothesized
accuracy, negative woraf-mouth communication intentions, and relationships between blogger blameworthiness and these affective
online public complaining intentions were measured after researchoutcomes (H3a and W3 were supported by the analysis. Blogger
participants were advised of the erroneous nature of the movidlameworthiness was observed to possess positive relationships
review. The blameworthiness of the blogger was assessed withwith feelings of angerr(= .40,p < .001) and dissatisfactiom €
four items(Cronbachd = . 97) adapted fr om3,p<el0h taesed by Woggereerroc.h (e . g. ,

Grégoire, Laufer, and Tripp, 2010). Blameworthiness assignments
were moderate under both the hedonic movie revidw-(3.14,
S.D.= 1.76) and he utilitarian movie reviewM = 3.15,S.D.=

1.63) conditions, with no significant difference observed between
them E(1,157) = .004,p > .1). Errorinduced ager and
dissatisfaction were resptively assessed as the extemtwhich
research participants were angry, mad, and outraged (3 items;
Cronbach 6 793) as well as disappointed, dissatisfied,
discontented, and displeased (4 items; Cronbéach 93).
Negativeword-of-mouth communicatiorf3 items;Cronbaché =
.91) andonline public complaining(Cronbaché .86) intentions
measures were drawn from research on the retaliatory responses of
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Table 1 Multiple regression analysis esults orgarizations that enlist them in a WOMM capacity must
_ _ ] recognize that, in the context of blogger error, offended readers
Negative |Online public  appear relatively unwilling to accept inadvertence, uncontrollable

Anger ) - . . - - .
Dissat. WOM complaining  factors (e.g., a technical glitch), or a legitimate opinion difference
as plausible causes of the error in the WOMM condition as

Vs b t b_t b ! b_t compared to the newWOMM condition. As this research
Blame 42587 334360+ 243.27 .2€3.89™* indicates, blameworthiness is an essential cognition for its
Accuracy :283.48** .0€ .75 -22-3.05™ .07 1.01 relationships with both the affective and behavioral responses to
Anger - - - - .18 183" .28281*™  plogger error. Anger dissatisfaction, negative womd-mouth
Dissatisfactio - - - .23 2.50* .0 .86 communication intentions, and online public complaining
AdjustedR? 21 10 29 27 intentions were all observed to relate to the extent to which
F value 2159 9.557*  16.94* 15.61"* offended blog readers found the blogger worthy of blame for the
*p<.05;*p<.01; ¥ p<.001 error.

Based on these resultsloggers may be tempted to take

The perceived accuracy of the movie review was not precautions against receiving blame in the event of blogger error.
observed to possess the hypothesizeltionship with anger However, WOMM bloggers should not conceal the material
(H4a) and dissatisfaction (H4b). Perceived movie review accuracyconnections that joirhem to their corporate sponsohs general,
was not significantly related to the feeling of dissatisfaction precautions should be taken so asrtinimize the probability of
caused by blogger error € .03, p > .1) and, curiously, was blogger error in the first place.
positively related to the feeling of angeaused by blogger errar (
=.21,p < .01).1t is apparent that the negative affective outcomes References
of blogger error derive more from the perceived reasons for th
error than from the size of the error.

Negative wordof-mouth communication and online public
complaining were assessed as two behavioral outcomes of blogger
error in this study. No evidence of an interaction effect between
WOMM type and movie review type was observed for either
negative worebf-mouth communication intentiong=(1,155) = Federal Trade Commission. (2009),

.24,p > .1) or online public complaining intention&({,155) = ; E o ;
.002, p > .1). Relationships between blogger blameworthiness, gocil\; l[ea\rlairllalbga% ndor s e(@esssedMarclse st i mo

eBougie, Roger, Rik Pieters, and Marcel Zeelenberg (2003),

AAngry Customers Dono6t Come Bac
Experience and Behavioral Implications of Anger and

Dissatisfaction n S e rJeuinal ef the Academy of

Marketing Scienceg1(4), 377393.

movie review accuracy, two affective outcomes of blogger error, .
and these two behavioral intentions were inspediabults are http:/waw. fte. goviopa/2009/10/endortessttn].
shown in Tale 1. As predicted, blogger blameworthiness is a Gy @ goi re, Yany, Daniel Laufer, an
positive ~ antecedent ~of both negative waofdmouth Comprehensive Model of Customer Direct and Indirect
communication and online public complaining intentions. H5 was Revenge: Understanding the Effects of Perceived Greed and
therefore supported by the analysis. Cu st o me rJonalwfahe Aoademy of Marketing
The analysis revealed movie review accuracy to possess Science38, 738758.
complex relationship  with negative  wead-mouth
communication and online complaining intentions. As expected, Grégoire, Yany, Thomas Tripp, and Renaud Legoux (2009),
the perceived accuracy of the movie review was found to possessa fWhen Customer Love Turns I nto
negative relationship with intentions to engage in negative word of Relationship Strength and Time on Customer Revenge and
of-mouth cenmunication. H6a was therefore supported by the Av o i d douma of Marketing73(Nov.), 1832.
analysis. In contrast, movie review accuracy was not observed to
possess a significant relationship with online complaining Kozinets, Robert, Kristine de Valckndrea Wojnicki, and Sarah
intentions. H6b was therefore not supported by the analysis. Wil ner (2010), @ANetworked Narra
H7 predicted that (a)nger and (b) dissatisfaction would O-Mout h Marketing i nJo@mlofi ne Comr
positively relate to the intentions of blog readers to engage in (i) Marketing,74(March), 7189.
negative worebf-mouth communication as well as (i) online
public complaining. Consistent with H7a(i) and H7a(ii), angerwasWe i ner , Bernard (2000), HAAttribut
observed to relate positily to both behavioral intentions. H7b(j) B e h a vJownal ofdConsmer Researctg7(3), 382387.
was also supported, but H7b(ii) was not.
Wet zer, Il nge, Marcel Zeelenberg,

. : Eat in That Restaurant, | Did!é

Discussion Engage in Negative Wor@f-Mout h Communi cati on

Blogger error and its implications for blog readers and Psychology & Marketing24(8), 661680.
bloggers have not been examined in prior reseafthe

blameworthiness implications of WOMM are among the important Word of Mouth Maketing Asso@tion (2007) i WOM 101, 0o
contributions of this study. Indeed, the anger and dissatisfaction (accessed March 5, 2011), [available at

produced by blogger error appear more related to how the error  http://womma.org/wom101/wom101.pdf].

occurred than to the size of the error. Bloggers and the
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Summary Brief
The Malleable Role of Social Consensus in Shaping Attitude

Certainty

Riley G. Dugan University of Cincinnati
Joshua J. ClarksotJniversity of Cincinnati
Zakary L. TormalaStanford University
Derek D. RuckerNorthwestern University

People often reflect on the opinions of others and expresswhen people seek social uniqueness. This hypothesis is tested
greater attitude certainty when they perceive their attitudes to beacross two experiments.
shared by others (high attitude consensus). The present research
tests the possibility that either high or low attitude CONSEITSN Experiment 1
increase attitude <certainty depending o
identification needs. In particular, high attitude consensus with a PUrpOSe
target group is found to be more validating when people seekto We mani pul at ed indivi dWahds 6 so
belong to the group, as this identification motiveorpotes a consensus feedback frénmhe same target group. Our expectation
search for similarities between themselves and the group. Inwas that individuals with a need for belonging (uniqueness) to a
contrast, low attitude consensus with a target group is found to betarget group should express more certainty in their attitudes after
more validating when people seek to be unique from a group, ageceiving iformation that their attitude is shared (not shared) by
this identification motive promotes a search for didsirities other members of the group. Moreover, we expected these
between themselves and the group. Two experiments support the#iicreases in attitude certainty to manifest in stronger attitude
hypotheses, offerinmsight into the intrapersonal motives that  behavior intention correspondence (Tormala and Rucker 2007).
alter the diagnostic value of social consensus information.

n peopleds salient soc

Method
Introduction 100 undergaduates completed a personality survey before

A truism of social behavior is that indilials look to others  P€iNg prese_nte_d _With false feedback .that their personalipy was
to validate their attitudes (Festinger, 1954). Moreover, it is-well €xtremely dissimilar (need for belonging) or extremely similar
documented that individuals receive greater validdtionthe  (N€€d for uniqueness) to other undergraduates at their university.
form of heightened attitude certaifitgvhen others in turn share 1hey were thenniformed of a new identification card policy
their attitudes. Indeed, sudititude camsensusis considered a  ©Stensibly being considered on their campus and received
hallmark antecedent of attitude certainty (Tormala and Ruckerf€€dback that 89.37% (high consensus) or 10.37% (low

2007). Yet it is unclear whether individuals are always motivated consensus) of other university students agreed with their attitude.

to share their attitudes with others. In fact, one could argue thaf’@rticipants indicated their levalf certainty in their attitude
toward the policy as well as how willing they would be to help

individuals may under certain circstances actually desire -y

attitude dissimilarity (i.e., low consensus). The purpose of thePromote the policy in the future.

present research is to explore one such factor that may moderate

the validating impact of attitude consendusa me | y , i ndResultsual so

social needs. The attitude certainty index revealed a social need x
At a broad level, soal groups are critical to how we construe consensus interaction (F(1,96) = 12.44, p = .001). Those with a

our identity (Tajfel 1978). Yet a fundamental benefit of these need for belonging reported greater certainty in the high (versus

social groups is that they allow us to satisfy even our most basidow) consensus condition (F(1,96) = 6.03, p < .05). Conversely,

social needs (Baumeister and Leary 1995). To illustrate, Optimalthose with a dissimilarity mindset condition reported greater

Distinctiveness Thary (Brewer 1991) argues that we are in certainty in the low (versus high) consensus condition (F(1596)

constant pursuit of balance between the competing needs fo6.48, p < .05).

unigueness and belonging. Activating one need, therefore, leads us  Additionally, for those seeking belonging, attitvidéention

to act in ways that satisfy the need in an attempt to return to thisorrespondence was greater following the high (r = .47, p < .05)

balanced state of imal distinctiveness. rather than low (r =.05, p > .83) consensus feedback (z = 1.70, p
Given these competing social needs, we explore the< .05, onetailed). For those seeking unigness, attitudentention

possibility that the desire for belonging and uniqueness alters th&orrespondence was greater following the low (r = .58, p = .001)

validating impact of attitude consensus. In particular, we proposerather than high (r = .07, p > .77) consensus feedback (z = 2.05, p

that high consensus is more validating andefessgreater attitude < .05, onetailed). Higher correspondence, then, was observed

certainty when people seek social belonging, whereas lowwhen certainty was high.

consensus is more validating and fosters greater attitude certainty
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Experiment 2 Discussion
Purpose Twp experiments dnonstrateq that need .for uniqueness

While experiment 1 offered initial support for our hypothesis, (P€longing) leads to greater validation following high (low)
experiment 2 sought to offer evidence that social needs influenc&titude consensus. The reversal of the classic consensus effect
the validation of consensus feedback by altering the value oféMPhasizes the importance of social identification needs on the
similarities or dissimilarities between individualadathe target ~ dynamic impact of consensus edback on i ndivi dua
group. Specifically the need for belonging (uniqueness) to a targeponsequently, practitioners need to be aware of the identity needs

group is predicted to beget a focus on information that is similarth@t their brands evoke, as promotions that either tout the
(dissimilar) to the group. We therefore induced participants with aPOPularity or distinctiveness of the product might be more or less
mindset prime to heighten the diagnoii of similarities or effective depending on whedr the consumer is seeking greater

dissimilarities before presenting them with high or low consensusP€/onging or uniqueness.

feedback.
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Sunmmary Brief

The Role 6 Moral Centrality on Review Honestynd
Helpfulness

Nan ZhangUniversity of Southern Illinois Carbondale
Mavis Adjei, University of Southern lllinois Carbondale

Consumenponline reviews have been playing important role in Also, this research proposes that moral identity capriveed to
helping consumers to make purchase decisions, as well as imexert control over moral reviewing behavior. According to prime
i mproving sellerso6 perf or man c paradigthsidemity primds cad eeadity influenceghe pbehavitr as the u r r

research examines how wil/ c 0 originaimaentity doesmo r a | identity affect th
possibility toprovide honest and helpful reviews. This research Further, this research argues that expertise materialism has a

also aims to provide guidance for managers to increase thenegative effecton peofies i nt enti on to provi de
accessibility of peopl eds morallso dheanst iad ynegiant i wredeerf fteet i mpr pee

helpfulness of the reviews. Theoretically, this research is the firstor helpful reviews. This is because when people devote psychic
to incorpaate the concept of moral identity into eWOM literature. energy in achieving material success, they give less intention to
other goals, sut as helping others (Csikszentmihalyi 1999,
Introduction Cummins 2010). Further, this research argues that moral identity
moderate the effect ofvcwaterialism on revgevM l%epaviorrs,es\l;clh tehz\;}\t, s
il

ln the past few years, o raheseHegatlve effelbts will b dampBried?

hgvfirdnzzrca:cglr:y af;icétecizﬁozsumzegl%e?\lﬁsg?gs aerlg.lréroducet mark Finally, this research draws on cogwéti process literature
per (Zhu ang, ) retailers (e.g., and argues that people who write a helpful review will see a

ﬁn?azon, Bestbuy_, arrlld_WaImarl]rt) arg u_tll!zmg onéln_e reviews tlo ositive (negative) product experience less positive (negative).

elp consumers in their purchase decisions and improve sale eople who write helpful reviews for positive (negative) product
Recent stu_dy show that .24% O.f Internet users read online rev'eW?—\,xperiences have lower (negative) repurehagention than those

b‘?lfPre bayng f%; service fde""eéfd oL dA'S?'CCO“S‘JmerS e \ho write less helpful reviews. This is because analytical thinking

‘é\’(')(')r;? 0 pay 6 more for a-Star product(Comscore.com and writing about an event increases the understanding of it

Despite the popularity of using online review platform as a (Lyubomirsky et al. 2006; Penebaker 1997). By understanding
positive (negative) events, individuals fdeks intense positive

marketing channel, important gaps remain in the online review . . . .

IiteraturegOnIine revievx?researgh Eas study how to motivate (negative) emotions, and their emotional responses to the events
: . 1as yesildy ° will be dampened (Boals and Klein 2005; Lyubomirsky et al.

consumers to review products online, especially, how to motlvate%ooc).)

consumers to provide honest and helpful reviews. The purpose o
this research is to identify influential sogisychological factor
(i.e. moral identity) that facilites unbiased and helpful online Method

product reviews. The authors develop and test a tHemsgd This research will use three studies to investigate the value of
model that incorporates moral identity into online review SIMI in motivational mechasim of moral review behavior. Study
motivation mechanism. 1 will include two substudies. Study 1a is a survey that will

The conceptual model of this research was among the first teexamine the relationship between SIMI and moral review
introduce moral iderty into eWOM literature. The core behavior. Study 1b will be an experiment thail examine
construct of this research is Saffiportance of Moral Identity — whethermoral identity can be primed to medite moral review
(SIMI). This construct is defined as the level of importance of behavior. Study 2 will be an experiment that assesses the role of
moral identity to an individual (Aquino and Reed 20@2)awing consumersod6 materialism in motivat
on selfconcept maintenancehdory, this research argues that, will also assesswhether moral identity can weaken the
Self-Importance of Moral Identity IMI) promotes moral relationship between materialism with moral review dabr.
reviewing behavior such as intend to review, intend to provideStudy 3 will use an experiment to examine the effect of
honest and helpful reviewsThe key premise of setfoncept consumerso6 mor al review behavior
mai nt enance t heor yalvalge systanaworks pexmepehce,@ral repurchaserintention.
as a major drive for their behavior. Compliance with such system

generates positive rewards (i.e. psychological -weihg), Theoretical Implication

whereas noncompliance results in negative rewards (i.e. . . . ) .
b 9 ( Theoretically, this research is among the first to incorporate

psychological dissonance) (Mazar, Amir, and Ariely0&) ; o . -
Salient or seimportant moral identity motivates moral behavior, _the concept of mo_ral identity |nt(_>WOM literature. Th.'s research
identifies the social psychological factor that facilitates helpful

which is consistent with the setbncept of moral consumers, and . ! f
increases their psychological wéking (Aquino & Reed 2002). reviews. Further, this research extends the understanding of
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individual sb6 cognitive proce€s mshcyor e x @ tnd @ 7 h-gendrtDbddeviemsghdve @t s uanfe r

stoytelling on storytellers. significant i mpact on offline p
May 26, 2012)[available at
Managerial Implication http://www.comscore.com/pressieake.asp?press=1928
Managerially, this researdims to providea useful guide for  ~g i kszent mi hal y i M. (19909) Al mp

managers to identify reviewers who write helpful reviews. Perspective for the Study of Cr

Identification of helpful reviewers will help managers to Creativity, R.J. Sternberg, ed. Cambridge, UK: Cambridge
effectively reward and mivate moral review behavior, which in Universit); Press. 3138, '

turn improves sales performance.
This research also suggests that managers can leverage morglmmins, Robert A., Richard A. EasterlAlex C. Michalos, and

identity by priming the moral identity. For example, moral appeals Ruut Veenhoven (2010), fAAn Inte
such as fishare your pr oathbeusedexp&iibg Ree ityv@ JoWadl of HaBdnBs® Gpsdies C
as prime stimulus when inviting people to review a product online. (2), 289302.

Further this research tested several major features of helpful

reviews proposed by previous research. These features will helppyubomirsky, Sonja, Lorie Sousa, and Rene Dickerhoof (2006),
managers form strategies to help increase retielpfulness. For ifiThe Costs and BenamdiThirkingof Wr i t
example, when inviting consumers to review a product, companies about Li feds Tr JourmapohPersamality Def e a
can ask reviewers to write both pros and cons of a product, and to  and Social Psycholog®0 (4), 692708.
explain why or why not they Il a product. Strategically, this
research show that if by using moral appealsnotivate review  Marzar, Nina, On Amir, and Dan Ariely (2008), "The Dishonesty
writing, reviewersd relati onshi pfHonestReople:iAdheorywolSdionceptMaiotenansesd’'ny cou
be enhanced, hence reviewer 6s | Jdaoumal af Marketing Resrghrdd (8)u683644.0r br and ca
improved.

P Pennebaker, James \1997),"Writing about emotional
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Summary Brief
Ritualized Practices and Online Community Engagement

Darrell E. BartholomewRider University
Marlys J. Mason Oklahoma State University

Structural Ritualization Theory is used to investigate online behavior and the social processes which shape group interactions.
community engagement. Important rituals are identified using The ritual practices performed within communities become part of
ritualized symbolic practices to identify rituals farms of their t he me mb aeuaksripts that telvthe member the proper
salience, repetitiveness, homologousness, and resources usinge havi or al patterns within the
both netnography and idepth interviews of Facebook (Knottherus 2010). SRT focuses the ritualizations of social actors
participants. Ritualize symbolic practices are effective in in their daily social lives.
identifying daily ritualized behaviors of online community Ritualized symbolic practices (RSPs) refer to stasided
participants during different stages/types of engagement andsocial practices of the group that are regularly engaged in, and are
phases in the participants lives. action repertoires that are schema driven. Four key aspects of

these RSPs are salience, repetitiveness, homologousness, and

Introduction

Recent studies investigating communities have describe
social networks as the strongest form of online community, and
yet some community sites are struggling to survive while other
sites are flourishindChmielewski 2009; Fournier 2009; Fullick

membership.

Table 1.Ritualized Symbolic Practices

resources (as shown in Table 1). These four dimensienssad
to understand what behaviors exhibit ritualized practices and to
hat extent rituals may change at various stages of community

2011; Matlwick, Wiertz, and de Ruyter 20Q8)he willingness of
consumers to join these sites and continue their engagement in

Description

Example

them may depend on the extent that their community behavior Salience
becomes ritualized into daily life.
Research on communities suggests thatalstunay be a
critical component in building and maintaining community growth
(Mufiiz and O'Guinn 2001)To date the consumer behavior
literature has focused primarily on the construct of ritual rather
than drawing from theory that specifically examinesrtieanings
and structure of the ritual practices themselves (Knottnerus 2010;
Rook 1985; Tuncay and Otnes 2008)theoretical understanding

The degree to which
RSPs areonspicuous,
prominent or
noticeable and how
central the RSPs are t
an act, action
sequence, or bundle o
interrelated acts.

Place of
prominence at
beginning/end of
the day and during
free time.Desire to
know how the
most important
people in their

of how consumers come to ritualize specific aspects of their daily Repetitiveness
behavior in online communities and those aspdus facilitate
prolonged engagement is needed.
The purpose of this research is to investigate online
community rituals and the role that ritual experiences play in

livesare.
The frequency and or Frequent use,
degree with which always on,

ritualized behavior is
repeated.

behavior described
as habitual and

building and sustaining online communitieSpecifically we
explore: (1) What are the meagfuol rituals occurring in these
online communities? and (2) Which ritualized practices are most
important in developing ongoing community affiliation for
community members? We draw on structural ritualization theory
(Knottnerus2010 to study the ritualizgon of online interactions

different RSPs.

addictive.
Homologousness The perceived Similar process to
similarity among email, chat,

scrapbooking
videoconferencing,
texting, micro

blogging.

and experiences. Qualitative methods are used to explore theResources
effects of ritual experiences on consumers involved in Facebook.

Facebook participants were chosen given the robustness of the
community. Similar to past community essch, both irdepth

interviews and netnographic methods were used (Luedicke 2006;

Mufiz and Schau 2005).

Conceptualization

Structural Ritualization Theory (SRT) introduces a
framework for understanding the ritualized actions that occur in

Materials or skills
needed to enable
participation in RSPs

Use of cell phone
apps, personal
computers,
cameras, photo
albums, music,
games, hobbies,
and travel/maps
using the
computer, internet,
and smartphone.

collectives soh as communities. SRT is based on the basic
assumption that rituals are a fundamental component of human

48



Methods

In-depth interviews were conducted with 28 college students
who were active users ¢facebook (member for > year, posted
within the last week). Informants ranged in age, level in college,
major, and gender. Of these 28 informants, 10 active users wer
selected to be observed as part of a netnography and were friende

and followed on Facelok for a period of two months.

Ritual themes were identified in both the coding ctlapth

their membership are idengfil as young cliques, sociatlulits,

interviews and netnographic analysis of Facebook pages (Flic

2006). In addition to SRT and the RSPs, which determine the
importance or rank of the rituals, we atld a classification
for
common behavioral elements (see table 2) (Levy 1978; Rook
1985). This allows for the rituals to be both ranked and classified

system

by type.

identifying ritu

Table 2. Behavioral Stages an®itual Themes

Ritual Theme

Description

Freedom From
Constraints

Displays freedom of expression and lack
of oversight leads to sharing and speakir
without much forethought.

Network The process of forming new social

Expansion connections with others both familiar anc
unfamiliar in order to expand ones
network.

Collective Documenting and sharing ones stories a

Sharing activities with others in the community.

Social Support

Engaging in social support seeking and
relationship maintenance behaviors to
escape social isolation and obtain and
maintain access to other community
members.

Utilitarian Engaging ones community for utilitarian
purposes as a resource.
Entertainment Involves viewing, reading, chatting,

listening and connecting with others for
entertainment purposes through
observation and sharing during ones free
time or downtime.

Network Control

Users engage in maintenance behaviors
control access to them.

Reflexive Identity

The process of redoing or removing post
when the user second guess the post du
lack of peer support.

Findings and Discussion

In this analysis we identify and rank the rituals occurring in

the online community of Facebook using SRTommunity
members expressed (and we observed) elements of salienc®ook, Dennis W. (1985), "The Ritual Dim&on of Consumer
homologousness,

repetitiveness,

and resources in

a

and regulative linkers.
Specifically, ritual themes (see Table 2) of freedom from
constraints, network expansion, collective sharing, social support,
utilitarian, entertainment, network control, and reflexive identity
é‘rerged during three distinct stages in the Facebook community.
Finally, we observed in the analysis that some of these online
community stages correspond to different transitional phases of
oung adults lives. In our informants, these stages tendeddotrefl
Itered stages of community engagement, or reasoning associated
with that engagement, as well as reflects altered norms and online
practices of their cohorts.
I experiences

in
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Coll ege Studentsdo Usage of M

Jeff W. Totten McNeese State University
Thomas JLipscomh The University of Southern Mississippi

A modified version of a questionnaire originally utilized in a considered to be a derivative of the Theory of Reasoned Action
2003 study of mobile phone usage and etiquette was employed ifFishbein and Ajzen 1975T AM was designed fAto
the present study, which focuses on patterns of present day ce#ixplanation of the determinants of computer acceptance across a
phone usage among college studetsme of the most frequent broad range of endser computing technologies and user
uses for mobile phones were found to be text messaging, tmegpopul ati ons ( Davi s, Bagozzi, and
keeping, wakep/reminder functions, phone book, wireless Zi ol ko ws Kk i (2012, p . 2332) . i Mor e
Internet access, and receiving and transmitting photographs.to include subjective norms (SN) to explain PU and usage
Some interesting and potentially important differences betweenrintentions in terms of social influea and cognitive instrumental
male andfemale market segments were notedcommendations pr ocesses ( Venkat eChdiandToter(2Dl2vi s 20
for future research to assist marketers of mobile phones andp. 1526).

marketing educators are provided. Mobile phone usage behavior has been reported in the
national press and trade media outl€r example, a 2011 study
Introduction by the Pew Research Center fouhét 83% of Americans had

The use of mobile phones around the worldcontinued 1o Some kind of cell phoneThey were used for quick information

. ; ; retrieval, emergency situations, entertainment, text messaging,
increase rapidly over the past dozen yearso.According to the icture taking, sending pictures and_accessi Internet_(Smith
wireless industryos CTIA webs gc?lﬁ.’r\ne%e féuhd that 'hseage3a ffee dn%hg§' ﬁttn?‘aerrkeetw
321.7 million wireless connections in the USA and its territories demogr ap h i Smartghores: avesthedpreferred device for

(G.u.am, Puerto Rico and U.S. Virgin Islands), up fro.m 134.6 consumers in Australia (65%), China (66%), South Korea (67%),

million at the end of June 200Zhis represents a wireless

0, 0,
penetration rate (per person) of 101% versus 47.4% in 2G0af the UK (61%) and the USA (53%), whereas feature phones are

i i 0, 0,
June 30, 2012, 35.8% of all USA households were wireless only,pril?;?szend gfg)ﬁ? njrunT]::e (;? hlc?w ||2?1§ p%\fﬁ%g?ndlngi:rnkse );vé?;g/g)
rates

up from 10.5% in 2007 (AW rel &6 indtes & f th(dﬁecirfp%rptol and Finns average

| Su;:hh gromﬂhlh?snreiiultferdrlnn kt)heiﬁse o:;hetitﬁchn%rgm?ger wor 57 minutes a month, versus only 46 minutes a month by folks in
places than usual, ranging from business meetings and other worf, .- (Canton 2012).

settings to public places like restaurants, mass transit, and streets. In the sprinﬁ of 2003, a sevetate sﬂdg was launched b

Consumersd usage of mobile ph%%tﬁhorg'f?o absguﬁlé}n§taféoc(ténee 5.'2%9).bl}’etoéltuc“e

by both academicians and the media and tradejpgrd:or~ someé\grging.ép[oblem data. fro? four states were receifed.
.duesti d

example, CNNdidamonthong series on @AOuU il ofinaira %t sséi mobile. phone usage
i nwh Ic h. th ey no t. ed: n I_n th . ?ji}tigationé, reqder?cy, f\ea"’fuieg s d, 1Gtatidh8 Llﬁnédfet%uette' '9 the
cell phone, in Latin America celular, in Japan keitai (portable), in

was developed by the first two authors, pretested, and then used at
all %Urdschoéls']-lighe ﬁs%\dg %vﬂil&jriving and at work were
significantly different for students in the Southern state vs.
9tudents in Colorado, North Dakota and Connettids an
indication of how times change, roughly 57% of all responding
. . students said they never used their phones for text messagimg.
Literature Review years later that percentage is probably closer to 1@¥gents

The use of mobile phones in more public situations, such ageported greater use of the following features: $dni@raction,
while driving, in libraries, churches and fitness clubs, and in timekeeping, reminders, andrfemergency purposes (Totfeet
schools and universities, has created concerns about public safegl. 2005).
(e.g., Khan and Stark 2011; Nasar, et 2007; Lowy 2013), A number of recent articles have dealt with mobile phone
general rudeness @#ian et al. 2012), cheating (Campbell 2006) usage rel ated to studentsd perso
and addiction(Gibson 2011).This is not limited to the United social networking skills (e.g., Angster, et &010; Baker, et al.
StatesI n Japan there is a stri c2012fAGHa etrale3010;migkeams and Makoyama 2011nJygncoaet
mobile in public is frowned uab2080; Stubblefiglg, etlale201Bjansos, ptali (AR011lhlpokedatt al vy ,
people fiare not averse to di s e amounhgf timehsdudents ppent oroaiagses versug gassonaln  p
(Canton 2012) activities and found that students averagelittle over 12 hours

One first must understand how technology is accepted beforeattending classes and a little less than 12 hours studying for
studying technology usag&here are several models available for classes.In contrast, they spent over 14 hours sending text
use; however, probably the most popular one is the Technologynessages on their phones (p. 28gad and Ziolkowski (2012)
Acceptance Model (TAM)It was developed by Davis (1989)and st udi ed the concept gdhree didtisiat ur e |
has teen modified since then by many academicians.It is methods (conjoint, cluster, and SEM analys@$)ey identified

China shoy i (hand machine), e,
handy o6 ( Ca mhepurpose 0fthis paper is to report on the
behaviors of college students at one Southern university regardin
their use of mobile phones.
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itwo distinct segments of uni Vablels Profile of Respoddentst consumers of mobi

phones: (i) instant communicatorsand (i) communicators/

information seekess ( p . Th2 &r& B8egmenheavily values Demographic  Mode Freq. % n
text messaging and the alarm clock feature; whereas the secon@wnership >2 years 244 976 250
segment also values text messaging and alarm clock but also valugender Female 138 554 249
e-mail and web browsing apps (p. 2335). ~ Marital Status ~ Single, never marriec 212 85.5 248
Mak, et al. (2009) surveyed over 1,000 students in five Children <18 Zero 213 86.6 246

countries abautheir usage of mobile phones in public places and Employment Parttime (<40 hrs) 144 58.8 245
found that age and country significantly affected usage attitudesFunding Source Scholarships/Loans 111 455 244
For example, Turkish students viewed usage in restaurants agjajor Non-business 82 33.3 246
highly favorable but frowned upon usage on public transportation,aAge 21 years old 53 21.6 245
and younge students were more accepting of usage in public
places.Women students used mobile phones more often than did  The  demographic  variables were  subjected to

men (p. 321)Kuzmanovic, et al. (2013) used conjoint analysis to ¢rosstabulations and chi square analysis to determtheré were
segment Serbian students according to attributes/features ofny significant relationships amotitem.Some degree of cell size
mobile phonesTwo distinct segments were generated; the first proplem (CSP) was found, even after recoding. Significant

segment (not given a name) valued the conversation billingre(ationships atite p O . 05 | €Thosd whaare 1 e p

interval (i.e., are seconds counted or are they rounded up intnemployed relied on scholarships and loans, while thdse

minutes for billing purposes?), the mobile phone operator, and th§yere employed patt i me r el i ed 452282, afi=r f a mi

quickness in gettingiccount balance .@., minutes) updates (0. 8 p=.004, 33%). Younger students (18 or 19) tended to rely upon
172). The second segment values the possibility of transferringthemselves or scholarships/loans, while 22 year olds relied on
unused minutes to the next month, free Internet access provided bmily and/or scholarships/loanghose betweerthe aes of 24

the contract, and availability and quality of tech support (p. 173). and 30 tended to rely on themselves, while older students (>30)

relied on themselves &n4bb4a9rdf schol

Methodology =28, p =.007, 52.5%]lurning to age, female participants tended
The original questionnaire used Byptten et al. (2005) was (O be between the ages of 18 and 20 or oldzm 80, while males

available.A group of marketing research students in the springt €nded to be 22 or bef=we?8 dit he
2011 class was interested in mobile phone usage and etiquette, §o /+ P, = -039).Older students (24 plus) tended to be employed

the author loaned them the questionnaifee student group full-t i
proceeded to modify the questionnaire, updating the features {38-367, df = 14, p =.000, 33.3%).

reflect the technology changes that had occurred since 2003,and = ] .
collected data from other students on the campus of a regiona@”d asked to indicate where they usually used their mobile phones.

state university.A total of 250 usable questionnaires were A Summary of their responses is provided in Tabldl# most
collectal by the convenience sample, then edited, coded, andPOPular locations were at home and at schSaldents were then
entered into SPSS version e lead author went back in 2013 @sked torate the importance of seven attributes on a-fiot

to their data file, rean the statistics, and ran other pertinent S € @ le,

statistics.The focus of this manuscript is on the usage section ofl MP O T Desariptiveostatistics are provided in Table The
thesurvey data. most important attributes are convenience, coverage and unlimited

text messagg.

Results Table 2: Locations Used
Overview of Findings Location Frequency
A total of 250 usable questionnaires were used in theAt home 245
analysis. There were item omissions for most of the questions. Thé\t school 228
variables, Age and Major, were recoded for purposes of analysisgtores/malls 211
especially to reduce cellize problem in crosstabulations. A Inyour car (not driving) 196
profile of the respondents is provided in Table 1. Most studentsAt work 182
have owned a mobile phone for more than two years. Respondent® your car (driving) 182
tended to be single, female, with no children under the age of 180ther 051
Most students work patime and rely on scholarships and/or
student loans as the primary source of funding for callageird Students were then asked to indicate how frequently they
of the participants were ndsusiness majors, followed by used 17 features qurposes for their mobile phones, using a-five
management and/or marketing majors (74/246, 30.1%he point scale where 1 = TfANevero
average student 0s dagith avstmsard2 3DeXriptiyeestatistics ate Isummarized in TableTHe six most
deviation of 5.32 years. frequently used features/purposes were text messaging, to keep

track of time, wakeup/reminder alarm, phone book, wireless
Internet access, and to take and send picturbks. least used
features were to keep track of children, to download music, news
and sports scores, and voice reminder/memo.
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Table 3: Descriptive Statistics for Attribute Importance more important: convenience (mean = 4.79 vs. 4.51; t = 3.483, df

= 204.141, p= .001, equal variances not assumed) and unlimited

Attribute Mode Median Mean S.D. N text messaging (4.60 vs. 4.12; t = 3.71, df = 202.022, p = .000,
Convenience 5 5 4.668 0.619 250 equal variances not assume@emale students indicated more
No house phone 5 4 3.386 1.688 249 frequent usage of the following features than males tisgt
Status symbol 1 2 2.360 1.348 247 messaging (4.72s. 4.5; t = 2.097, df = 232.886, p = .037, equal
Unlimited text 5 5 4.389 1.005 247 variances not assumed), social networking apps (3.76 vs. 3.26; t

messaging =2.636, df = 245, p = .009), stimulation (relieve boredom; 3.84 vs.

3G data speeds 5 4 3.875 1.327 247 3.39; 2.681, df = 244, p = .008), calculator (3.71 vs. 3.11; t =
Coverage 5 5 4597 0.713 248 3.955, d = 246, p = .000)emergency availability (3.75 vs. 2.99; t

iPhone availability 5 3 3.092 1.635 249 = 4.033,df = 247, p = .000), planner/calendar (3.62 vs. 3.26; t =
Scale: 1 = Not Important At All; 5 = Extremely Important. 2.089, df = 247, p = .038), and taking and sending pictures (4.16

vs. 3.72; t = 2.80, df = 224, p = .008Jen rated news and sf®

After the etiquette questions, respondents were asked thregcores as being more frequently used than women did (3.07 vs.
final questions before demographi€irst, they were asked about 2.12, t =-5.241, df = 210.227, p = .000, equal variances not
satisfaction withtheir current serviceThe modal response was assumed), while rating as fnevero
fisatisfiedo (58.1%, 144/ 248) ohohigrent(13é vs.rhd7ath=2.Wadf=241.2d24 7= Gefsal D. =
0.936). Students were then asked to allocate 100% betweervariances not assumed).
landline and cell phones. The modal response was 100% for cell ~ The KruskaWallis nonparametric test was used to analyze
phones (56.5%, 139/246) and%0for landlines. The mean differences among the attributes, features, and the last three
percentages were 94.48% and 5.52% respectihally, they ~ questions by three demographic variables: age, major, and
were asked to approximate how much they spent monthly on theiemployment  status.Analysis of Variance testswere also
mobile phonesThe bimodal response was $60 and $100 (11.2% conducted as backup to the Kruskdallis tests.Starting with

each, 25/223), with the mean expenditureadigg $85.29 (S.D. = employment status, one attribute, convenience\, was statistically
$49.775). significant aS$tudénts emppyedfutimerated] e v e |

this attribute as being extremely important (meah9024) versus
Table 4: Descriptive Statistics for Feature Frequency those employed patime (mean = 4.5903; KW p = .008; p = .017,

homogeneity of variance problem)Four features were
Feature: Mode Median Mean S.D. N significantly different: text messaging (pditers reported higher
Text messaging 5 5 4.623 0.789 249 usage vs. fultimers, 4.7203 vs. 4.4146; KW p = .043 = .049,
Social network apps 5 4 3.536 1.486 248 homogeneity of variance); calculator (those employed indicated
Stimulation (relieve 5 4 3.644 1.347 247 higher frequency of use vs. those unemployed, 3.5804 and 3.561
boredom) vs. 3.0667; KW p = .026; p = .018); emergency availability
Playing games 2 3 2.727 1.387 249 (unemployed students reported higher usage vs.-tipaat
Wakeup alarm 5 5 4.438 1.131 249 enployed students, 3.8333 vs. 3.2569; KW p = .025; p = .037);
Calculations 3 3 3.442 1.220 249 and phone book (fulime employed respondents indicated highest
Reminder/memo 1 2 2321 1.338 249 usage vs. those unemployed, 4.4146 vs. 3.8167; KW p =.028; p =
Emergency availability 5 4 3.416 1.514 250 .071).Finally, a significant difference with regard to amount $pen
Directions (GPS) 3 3 2036 1.418 250 per month for mobile service was found, with ftithe employed
Planner/calendar 5 4 3.464 1.342 250 students spending $107.32 vs. unemployed students spending
Wireless Internet 5 5 3.964 1.476 250  $77.16; KW p =.014;p = .006).

access With regard to major, no attributes were found to be

Keep track of time 5 5 4.522 0.912 249 significantly different.However, three featas were identified as
News & sports scores 1 2 2544 1.462 250 being significantly different: social networking apps (fimrsiness

Keep track of children 1 1 1593 1.187 248 majors had higher usage than did general business majors, 3.7375
Download music 1 2 2129 1.341 249 vs. 2.8125; KW p = .019; p = .02), news and sports scores
Phone book 5 5 4.036 1.290 250 (management/marketing and general businesgors reported
Take andsend pictures 5 4 3.960 1.184 227 moderate use whereas accounting/ finance majors reported little
Scal e: 1 = fANev

s - = usage 4 )| vS. 2:155; KW p = .032; p = .035), and
er:o 5 hvery tzjfilr?g/es(e%%i{néqrﬁg:ulrez (mglnagement/marketing andbosimess
T . majors reported higher use vs. general business mdjdrs,and
S|gn|f|cant le_f_erences ] . 4.15, respectively, vs. 3.50; KW p =.016; p = .0Fhally, there

A few significant relationships were found through \ere significant differences for time allocation to a mobile phone
crosstabulations of locations by demograph@tadents employed  (accounting/finance and nésusiness majors reported over 95%
parttime tended to check using mabiphones in the car while  giocation for mobile phones compared with lanes, vs. 91%
dr i Vi n:gl0.0(l&; df = 2, p = _.007)Manag_ement and _ reported by general business majors; KW p = .007, ANOVA not
marketing majors tended to check using phones in the car whilgjgnificant) and how much was spent monthiyorrbusiness
not drF 8618 df =8 @ = .0355eneral business majors  majors spent $100 a month vs. only $69.70abgounting/finance
were the only ones who did not check useeyj phones at home  mpajors; KW p = .027; p = .007, homogeneity of variance
( %&=10.312, df = 3, p =.016). problem).

Independent-tests were run on the importance and features
questions by gendewomen tended to rate two attributes as being
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Looking at age, one significant difference was discovered forreported more frequent use of such features as text messaging,
the attribute, unlimited text messaging (20 year olds reported thesocial networking, stimulation, calculation, emergency
highest level of importance compared with those 26 or older,availability, planner/calculator, and taking and sending pictures.
4.7714 vs. 3.9375; KW p = .015; p = .012, homogeneity of Men on the other hand indieat more frequent use of keeping up
variance problem)The following four features were significantly with newsand sports.
different by agetext messaging (20 year olds reported the highest The research should be expanded to include a wider range of
frequency of use vs. those between the ages of 26 and 29, 4.942%llege students from more geographic regions of the USA and
vs. 4.1875;KW p = .027; p = .009, homogeneity of varianc across ethnicity, marital status, and even religious preference
problem); and wakep alarm (22 and 23 year olds reported the demographicsThe research should also be expanded in terms of
highest usage vs. those 30 or older, 4.78 and 4.714 vs. 3.588; KVilge to include perceptions of Americans of all generations
p = .01; p = .001, homogeneity of variance probleh (Millenials, GenX, etc.) as well as to teenagerBhe human
interesting split was identified for the third feature, emergency subjects documentation is more burdensome for surveying high
avaiability, as the youngest student ¢18) and the oldest (30+) school and middle schoohildren, but worth the effort.
both reported high usage vs. 22 year olds (4.381 and 4.294 vs.

2.776; KW p = .000; p = .000, homogeneity of variance problem). References
A reversal was found for keeping in touch with and/or tracking Adri ) . )
. . rian, Mitchell, Susie Cox, Lonnie D. Phelps, Jeff W. Tottamd
children, as the oldest students (30+), who are more likely to have ™ &' " "v'a'r a A. Schul dt (2012), AStudent
children, reported moderate use of this feature vs. 22 and 23year Beyond t he B u s The dsml ofleanng Higherm, o
olds (3118 vs. 1.388 and 1.370; KW p = .001; P = .000, Education Spring, 3745.

homogeneity of variance problem).
9 y P ) Angster, Alexa, Michael Frank, and David Lester (2010), An Exploratory

. . Study of Studentsd6 Use of Cell Phon

Discussion Net wor ki RsgchobgidaleReporfsi07 (2), 40204 [paid
It is important tofirst acknowledge the limitations of the access].
current study before discussing any conclusions and suggestingaker, wiliamM , Edward J. Lusk, and Karyn L
recommendations for marketers and educatdise revised the Use of Cell Phones and Other Electronic Devices in the
questionnaire was not pretested before data collection occurred. Cl assroom: Evidence From a Survey o
The sample was drawn as a cenience sample of college Journal of Education for Busings87 (5), 27589.
;tudeqts at one regi_onal state university_instead of at four schoolg 4 mpbel |, Sc o teptiondof MébRe(PBoBEs in Cdlldge r ¢
in a wider geographic rangéhe students incorrectly coded some Classrooms: Ringing, Cheating, and
of the data, so the lealithor had to clean up the coding mistakes Communication Educatigis5 (3), 286294.
before running the analyse8s noted in the discussion of the
g y anton, Na o mi (2012), ACel | phone cul

paper on etiquette, presented elsewhere, with regard to use in th affect mONNicomSeptember 28 (accessed March 12,

car while driving or not driving, there could be a history effect  5013) available afttp://www.cnn.com/2012/09/27/ tech/mobile
(bias) in that whether the state legislature was considering banning  ¢yitureusagi

or restricting theuse of mobile phones in vehicles as other states - )
were doing, may have affect e(H‘O"Yé"\g!ﬁ-'ld"@?Pfing-Eone(”rztgé5539"%“?@5?03‘t (f“"_tehéé‘ef
questions. Therefore, the discussion that follows is at best bi'le TV Acceptance: Extension o

. . . Journal of Business Resear@b (11), 15251533.
exploratory in nature of student mobile phone etiquette

perceptions. CTIA (2012), fAU.S. Wireless Quick Fac
The results provid an interesting and potentially useful [available athttp://www.ctia.org/media/index.cfm/AID/ 103R3

snapshot of college student mobile phone usage and generally, 5 \ i s ., Fred D. (1989), fAPerceived use

support the ubiquitous nature of such devices on college user acceptance of MIS@Qdaterlyia 8li9on t ech

campusesSpecifically, it is important to note that college students 39.

in the present sample indted that they spend a not

inconsiderable amount on cell phones on a monthly basis with &°2V'S: FTéd D., Richard P. Bagozziand PaulR Ws haw (1989), fiL

acceptance of computer technology: a comparison of two theoretical

mean expenqlitu_rt_a of $85.29he fact_ that _college students_ mo d e Maagément Sciencas (8), 9821003.

represent a significant market for mobile devices and supportive

services is not lost on advertisers of syrbducts as a casual Gi bson, Ellen (2011), fiManthe[Neaver s can
observation of television advertisements indicatesmight be Orleans, LA] Timesicayune July 27, G6, G7.

useful for marketers of such services to focus specifically on thisgyu o, Zi xi u, Felix B. Tan, and Kenneth
important market segment by creating special discount packages and Gratifications for Using ComputbtediatedCommunication

specifically for college students. Sudtundling would include Media in Learning ContextsCommunications of the Association for

some ofthe most frequent uses indicated by respondentien Information System7 (1), Article 20, (paid access AprB,12012),

present studytext messaging, timkeeping, wakaip/reminder [available atttp://aisel.aisnet.org/cais/vol27/iss1J20

functions, phone book , wireless Internet access, and receivinganfla k o ama, Mi ki yasu, and Shotaro Hakoya
transmitting photographs while avoidirtge inclusion of lesser Phone Use on Social Networking and Development Among College

utilized features such as downloadingusic files, voice St u d eThetA&BSS Journal5, 120.

reminder/memo and th? like. . . Hanson, Trudy L., Kristina Drumheller, Jessica Mallard, Connie McKee,
Market segmentation on the basis of gender night also be

. I e (G and Paula Schlegel (2011), ACel | Ph
considered as the present results indicated statistically significant Facebook: Competing Ti me Demands of
usage differencesebween men and women. Specifically, women College Teachings9(1), 2330.
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Summary Brief
The Structural Value of Memory Networks

James MeadJniversity of Kentucky

This research exploresc ons umer s 0 r e s p dasisflisy or immortantehircreasing the probability of favorable
activation of certain network structure patterns in memory, rather consumer responses to products that utilize the word in
than the activation of specific nodes. This research suggests thaadvertising.
the activation of certain network patterns, specifically focal word However, deliberative and systematic information processing,
betweenness centrality,rse as a peripheral processing cue that derived from product intest, may allow consumers to overcome
influences key consumer behavioral intentions. their initial default reaction to focal word betweenness centrality,

attenuating its effects (Evans 2008). As such, consumers with
i higher levels of product category involvement may be less
Introduction affected by the betweenness tratity of words in advertising, due
to a propensity to analyze the informational content and merits of
fhe message, rather than depend on peripheral cues to inform their
judgment.

H1: The betweenness centrality of a focal advertisement

word influences conumer sé6 key behavioral i

Memory activations, generated by an image or advertising
slogan, can provide a temporary boost to the perceived importanc
or desirability of a given proat or service (van Osselaer and
Janiszewski 2012). For instance, fluctuations in memory
activations have been shown to influence goal pursuit (Bargh et al
2001), ihe valuation of goal facilitating means (Forster‘, Liberman,wiIIingneSS to pay and word of mouth.
and Friedman 2007), and produtioice (Sela and Shiv 2009). H2: Under low involvement, consumers will display higher

o o e oeacne o0 of Mo mtenon hen Tocal agverisement vord
) ' P betweenness centrality is high (versus low).

activated along with the focal memory (Balota and Lorch 1986).
Despite decades of knowledge detailinge tiphenomena of .
memory spreading activations (Anderson 1983), research ha&EXperiment 1

primarily focused on who is connected to whom, rather than how This study examines the degree to which the structural

concepts are connected to their surrounding networks. properties and connection patterns (betweenness centrality)
surrounding a focal memory node influence consumer willingness
Network Theory to pay and word of mouth intentions.

Few entities exist in isolation. Rather, mast members of a
larger system of interconnected relationships (Borgatti and FosteMethOd ] )
2003), much like concepts in memory. For instance, social capital ~ FOrty-six respondents evaluated a fieainsurance print
describes the opportunities and benefits available to an individuafdvertisement with the word friend prominently displayed in its
based on his pattern of relationshipith others (Brass 2011). Slogan. Respondents then constructed a memory network for
Memory activations may also possess a similar type of associativdiend, including direct and indirect ties following standard
capital, generated by their pattern of connections with otherProcedures (John et al. 2006). Qualitative-testsand an online
concepts in memory. Thus, the activations of certain networkWord association database (Nelson, McEvoy, and Schreibe_r 2004)
structures may provide consumers withlestive information that ~ Were used to develop the word bank for the experiment.
operates somewhat outside of explicit conscious awareness, mudRe€spondent memory networks were analyzed in terms of strong
like primes (Sela and Shiv 2009). ties via the UCINET software package (Borgatti, Everett, and

For example, the words friend and partner may evoke similarFreeman 2002). Willingness to pay and likelihood to recommend
concepts in memory. However, the pattern of interconnections(7-point scale, where 1 = strongly disagree and 7 = strongly agree)
surroundingeach node may differ, thereby producing a distinct served as the key dependent variables.
consumer response. Perhaps friend serves as a critical mediator to
others concepts in memory, whereas the concepts directyResults
connected to partner are more peripheral and share many Regression results indicate that focal word betweenness
interconnections to eachther. Thus, friend enjoys a relatively centrality significantlypr edi ct ed wi |l lingness t
high betweenness centrality (i.e., providing mediated access t@ . 1 4 , p < .05) and word of mouth
other concepts in memory via the shortest path). That is, friend is01), providing initial evidence for H1.
more centrally connected to different or distinct parts of its
surrounding networkhian partner is. Focal nodes with greater ;
betweenness centrality values may generate perceptions OEXpe_”ment 2 . )
prestige and power derived from being in the middle of things, _ 1hiS experiment explores the unique variance focal word
(Van Den Bulte and Wuyts 2007). As such, the structural networkP€tweenness  centrality provides toe thprediction of key

patterns surrounding the wordighd may activate a sense of P € havioral intentions, controllin
rating of the word. Additionally, the advertising context is
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expanded and the moderating role of consumer involvement ‘SReferences
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also examined.
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insurance, online backup storage) mixed factor design, where
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ceiling or floor effects, willingnesso pay was collected via a
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variance to predict

willingness to pay for both employee contributed health insurance
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replicating the pattern of results in experiment one.

. 0212.21,(pk .05) i ;online backup storage

t = 2.04,

The predicted twavay interaction, controlling for focal word

attitude, was discovered betweefocal
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Il nsurance = . 84, U
A3;t=-2. 08, p < .05)

product

word betweenness
category
Backup =
-alé; d =-233,Ipi<n e

.05) advertisements to predigbrd of mouth intentions, providing
initial support for H2. Spotlight analyses (continuous variables
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Summary Brief
New O0Thinkingd on Opti mal Co

Jonathan HasfordUniversity d Nevada

A new theoretical perspective that examines how consumers  H1b: For routine decision making, the relationship between
can improve their decision making by changing the way they thinkconscious thought and optimal choice is mediated by increases in
about decisionsis introduced New insights into conscious opennes$o information.

(Acareful del i ber atinognogn iutnh@co,ns ainadus (Asl eepi
intuitive (Aigoing wi th your Oq:&ag‘iénapD@dﬁéﬁMaking;uggest that
consumers can make superior decisions by using different modes o ional decisi King. invol inf ¢ h
of thought than they currently use. Across four studies, empirical ccasional decision maxing Involves Inirequent purchases
evidence demonstrates that consumers can make isigniy such as clothes and shoes_. Intum_on is argl_Jed to optimize choice
better decisions by thinking more about routine choices, usinghere' _Rathe_r thar;l attemptlnhg lo integrate |nf<|)rmat|on fr;m pe}st
their intuition for occasional purchases, aming unconscious %gfgggggﬁ Itgtom;kee Ceﬂltu;tiglncse"Il'mglt;lac;gczzscigskﬁown S;; t?ﬂn
thoughtbefore making major purchase decisions. slicing (Ambady 2010), as attention is focused on the limited,

. relevant details of the decision. Intuition avoids problems
Introduction associated with informatiorecall (Kardes, Posavac, and Cronley

It is widely recognized that consumers process information 2004), and instead focuses attention on the important attributes
either a fast, automatic manner, or a slow, more deliberativethat are diagnostic of optimal choice in the current decision.
manner (Evans 2008). Many scholars have attempted to describe H2a: For occasional decision making, consumers utilizing
and understand these fundamental approaches to thinking (e.gntuition are significantly mordakely to make an optimal choice.
Ambady 2010; Bettman, Luce, and Payne 2008; Dijksterhuis H2b: For occasional decision making, the relationship
2004; Glawell 2005; Kahneman 2011). Yet, surprisingly litle between intuition and optimal choice is mediated by increases in
research has examined when each of these modes of thought méycused attention.
improve choice. This research provides a new perspective of

consumer thought, suggesting that consumers should think morMajor Purchase Decisions
about routine chogs, use intuition for occasional purchases, and Research remains unclear regarding whether consumers

use unconscious thought for major purchases. - . -
After information search is complete, there are three wayssmmdth'nk carefully before mak'ng these choices (e.g_._ Bettma_n
al. 2008) or rely on unconscious thought (e.g. Dijksterhuis

nsumer: n think before makin ision. Consumer n ; ; e :
consumers can t before making a decision. Consumers can u 04) before making major purchase decisions. It is suggested

conscious thought, which is the explaiteliberate consideration here that unconscious thought should improve choice, but not due

of information. Consumers can also use intuition, which involves to capaity or weighting explanations provided by Dijksterhuis
quick decisions based on salient information and emotions. Lastly, d Nordgren (2006). Rather, unconscious thought engages in

consumers can use unconscious thought. Here, the Consum%I;sociative thinking which recognizes patterns and consistencies
occupies their conscious thinking arltbas their unconscious to 9 9 P

process information. These modes of thought are analyzed acroé’g'th'n a set of information (Claxton 1.997)' I_ndwnduals will
an encompassing taxonomy of consumer decisions. automatlcallygro_up related sets of e_ﬁtrlbutes inmemory and_
evaluate alternatives across those attribute groupings. The benefits

. .. . of associative thinking are wedlocumented when individuals lack

Routine Decision Making experience in a domain (e.g. Yang et al. 2012). These benefits

Conventional wisdom suggests that consumers only need teshould hereas well given that consumers typically have less
think minimally and use heuristidsefore making routine choices. experience making these decisions.
However, it is suggested here that conscious thought should be H3a: For major purchase decisions, consumers using
beneficial given its openness to information. The more anunconscious thought are significantly more likely to make an
individual consciously thinks before making a choice, the more optimal choice.
likely they are to consider additional fanmation they would H3b: For major purchase decisions, the tielaship between
typically ignore (Levav and Zhu 2009). More alternatives are unconscious thought and optimal choice is mediated by increases
compared across more attributes in an effort to identify an optimalin associative thinking.
choice. This is beneficial in routine settings, where choice is often
based on limited information. Method

Hla: For routine decision making, consumers utilizing
conscious thought are significantly more likely to make an optimal
choice.

Pretests identified products for each decision and identified
the importance of various attributes. Four fictitious products were
created, andne was manipulated as superior based on weighted
attribute scores (following Rey, Goldstein, and Perruchet 2009). In
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each study, participants viewed the four products randomeReferenceS

followed by a mode of thought manipulation. Conscious thinkersA bad Nal i . 2010 AT h P P
were given timeto carefully think before making a decision. mbady, al 1 ni ( . ) . i € ert
Intuitive thinkers were told to make quick decisions based on their Thin SIi cePsytholdgical inquiry2l, (49, 2748.
gut feelings. Unconscious thinkers were given a word solving '[askB
to occupy their conscious thinking and allow their unconscious to
process iformation. Participants then selected the best brand and
completed process measures related to each mode of thought.

ettman, James R., Mary Frances Luce, and John W. Payne
(2008), AConsumer Habdbaokafi on Maki
Consumer Psychologgds.Curtis P. Haugtvedt, Paul Herr,
and Frank R. Kardes, New York: Psychology Press;@&&D

u axton, Guy Hare BrainTortoise Mind: How Intelligence

Study 1 cl Guy (1997)are BrainTortoise Mind: How Intelli
Study 1 examined the routine decision of grocery choice.  Increases When You Think Leliew York: Harper Collins.

Results found that conscious thinkers were significantly more . . . . o .

likely to select the optimal brand of frozen pizza (67.7%) relative Dijkst er hui s ! Ap (BeMertsipft fAThink D

to intuitive (40.9%, p < .05) and unconscious (38.1%, p < .05) Uncon§C|oqs Thought in Erfferencea;?evelcapmentland

thinkers. Furthermore, openness to information mediated this D © %'l S '80 n ‘]Ogg‘; of Prergonaity and Socia

effect, such that greater openness to information was positively Psychology87 (5), 5 :

related to selecting the optimal brand. Additionally, time to

consciously think was positively correlated to selecting the and Loran F. Nordgren (2006), 7
optimal brand (r = .31, p < .05), thus ruling out alternative Iogo U gPhrspecbves on Psychological Scient), 95

explanations related to minimal processing.

Evans, Jonat han $tocessiBgAccbunts¢f2008) ,
Studyz Reasoning, JudgmentAnnua RedienSoci al
Study 2 examined the occasiaecision of buying athletic of Psychology59 (1), 25578.
shoes. Intuitive thinkers were significantly more likely to select . o )
the optimal brand (50%) relative to conscious (22.1%, p < .05) and>l2dwell, Malcolm (2005)Blink: The Power of Thinking Without
unconscious (24.1%, p < .05) thought. Furthermore, focused  1hinking New York: Penguin.
attention mediated this effectych that greater thin slicing was

positively related to selecting the optimal choice. Kahneman, Daniel (2011yhinking, Fast and SlovNew York:

Farrar, Straus, and Giroux.

Study 3 Kardes, Frank RSteven S. Posavac, and Maria L.Cronley (2004),
Study 3 examined the major purchase of buying a tablet PC. 1 Co n s u me r ARevieveaf Rrotessges, Bases, and
Unconscious thinkers were significantly more likely to selectthe ~ J ud g me nt JowmaltofeCrnissnerd@sychay 14

optimal brand (71.4%) relative onscious thought and intuition (3), 23656.

(50% each, ps = .05). Furthermore, associative thinking mediated ) .

this effect, such that greater associative thought was positively- € V@V, Jonathan and Rui (Juliet)
related to selecting the optimal choice. Additionally, alternative ¢ h T 0 u g h Jdtmal of €dnsumer Resear36

explanations of capacityfaunconscious thought and effective (December), 60Q0.

attribute weighing (Dijksterhuis and Nordgren 2006) were

empirically ruled out. Rey, Arnaud, Ryan M. Goldstein, and Pierre Perruchet (2009),

fiDoes Unconscious TtiDedasigrht | mpr o
Ma k i rPgyéhological Researcfi3 (3), 3729.

Study 4

Study 4 manipulated the decision setting across a commonYang, Haiyang, Amitava Chattopadhyay, Kuangjie Zhang, and
product (shirts). Results replicated previous studies, as conscious Dar ren W. Dah| (2012), AUnconsc
though improvedchoicewhen the decision was framed as routine, Unconscious Thought Outperform

intuition improved choice when the decision was framed as an  Journal of Consumer Psycholqd® (4), 57381.
occasional choice, and unconscious thought improved choice
when the decision was framed as a major purchase decision.
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Summary Brief

Blind Faith: The Influence of Information Form on Consumer

Choice Confidence

Demetra Andrewdndiana University Northwest

Choicerelated information can bepresented in different
formsincluding verbal and numeric. Since marketing practitioners
significantly influence the form of information available in the
marketplace it is important to understand whether and htiis
variable influences choice confidencBvidence from the present
research demonstrates both positive and negative consequences
employing verbal (vs. numeric) information to describe choice

alternatives. Findings from this research add to the growing body

of inquiry into the antecedents athoice confidenceand hold
implications for marketing practice and policy.

Introduction

The nature of floicerelated information significantly
influences consumer choice confidenc€hoice confidence
reflects the clarity with which the consumer underssdmid or her

preferences and the extent to which those preferences are believed

to be correct (Heitmann, Lehmann, and Herm2Aa7; Peterson
and Pitz 1988; Tsaand McGill 2011). Prior research has shown
that greater quantitiesPétersonand Pitz 1988), more extreme
(Griffen and Tversky 1992),and more diagnostic (or useful)
information {Tsai and McGill 2011; Yoonand Simonson 2008)
leads to greater choice confidence. While prior inquiry has
demonstrated the influence of information quangttremity, and
diagnosticity, questions still remain regarding the effect of
information form, specifically verbal vs. numeric information.

The present research augments investigations into th
antecedents of consumer choice confidence by examining th
differential influence of verbal vs. numeric information. Given

that marketing practitioners, policy makers, and even consumer > B
rand were aggregad for analysis. Theneasureswere fi |

must decide whether to communicate information in words o
numbers, findings from this investigation hold important
implications br marketing communications strategy.

Numeric vs. Verbal Information

that verbal descriptions of a pro
freeo) yielded higher perception
equivalent numeric desci pti ons (i . e. , A100% f

2013). An experimental study was conducted to evaluate this
hypothesis. The results of this investigation are reported in the
péxt section.

Empirical Study

Participants and Methodology

One hundred ninetgne peple participated in an online
study. The study focused on selection of a digital cam@ise
cameras were identical on three attributes: weight, warranty, and
price. Ratings on four additional attributes (accessory kit, battery
life, ease of use, and flasrange) varied by camera. All
information was presented in a matrix.
Three conditions of information format were employed. In
the dominanhumeric condition o@ camera was rated better than
the other two on four of the seven attributesthe nondominat-
numeric condition no camera was rated suparioany attribute
In the dominanwerbal condition, cameras were described via
summary | abel s of fi Go oathér ,thani Bet t ¢
numbers Thus, the dominanterbal and the dominamumeric
conditions contained information to make the correct chaicee
transparent (Tsai and McGill 2011).

Dependent Variables

Two measures of choice confidence were employed that were

Similar to those used in prior research (see Heitmann et al. 2007)

felt
absolutely certain | knew which camera to seect and Al f
completely confident in making a selection

In an effort to determine the factors that may underpin choice
confidence, dur measuresvere employedd assesp ar t i ci pant

evaluation of the presented information. The measures indicated

e

Prior research has demonstrated differences in consumethe extent to which the information was (pgrceived to be

response to verbal vs. numeric information. Numeric information

adequate for the choice task, (b) facilitated discrimination between

is argued to be more concrete than verbal information (Huberchoice alternatives, (c) aided predioioof camera performance,

198); Viswanathan and Childers 1996) and to facilitate
discrimination among choice alternatives (Huber 198@hile

verbal information is believed to be more abstract than numerics ¢ a | e

information, it is also imbued with morinherent meaning
(Viswanathan and Chders 1996) In other words, verbal
information directly conveys meaning while numeric information

and (d) clarified the participant
evaluation measures were assessed via saviaf Likerttype
items anchored by A(1)
agreeo.

Additionally, performane expectations were assessed via
three measures that reflected beliefs about the clarity, sharpness,

Stro

must be converted into meaning before it can be applied to theand color of the pictures that the selected camera would take. The

choice task.
Its greater inherent meaning is likely to result in verbal
information producing igher choice confidence than numeric

items employed an %fioint Likerttype scale that was anchored
by A(1) BeldwiA@VE)y alfedelalnent o
for analysis (Spreng and Olshavsky 199B)ese measures were

and

information. Such a proposition is supported by recent evidencealso used to aid understanding of the reported choice confidence.
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A dichotomous indicator of camera ownership served as a proxyinvestigate the manner in which verbal summary labels enhance

for expertise and was inaded as a covariate in the analyses. choice confidence despite theack of specificity. Since recent
research has shown that dispositional consumer traits can alter the
Results influence of information quantity on choice confidence (Andrews

ANOVA revealed a significant influence of information form in press). Further investigation will also determine whether this
on performance expectations (F(2, 187) = 1186,.001) and on moderation effect holdsue for verbal vs. numeric information.
choice confidence (F(2, 187) = 5.87,= .003). Dominanverbal
information yieldechigher expectationdVg,, = 9.46, p=.001) and References

higher choice confidenceMcon = 5.84, p=.001) than did Andr ews, De meThelaterplay afinfarmatioms ) ,

dominantnumeric Mgy, = 8.65; Mcont = 4.92) or nondominant Diagnosticity and Need for Cognitive Closure in Determining

numeric information Nlg,, = 8.30; Mcont = 4.90). The differences Choice Confidenge Bsychology & Marketing

between the dominamumeric and nondominarhumeric

conditions were not significant. Gleim, Mark R., Smith, Jeffery S., Andrews, Demetra, Cronin, J.
MANOVA was conducted to determine how information Joseph Jr. (2013), "Against the Green: A Miithod

form influenced perceptions of the information. The analysis Examination of the Barriers to Green Consumptidoyirnal

revealed a significant multivariate main effect of information form of Retailing 89 (1), 4461.

on partivalpanti o of the information, Pillaib6s Trace =

.240, (F(8, 370) = 6.3Q = .001). Participants in the dominant Griffin, D. and A. Tversky (1992)The Weighing 6 Evidence

verbal condition reported lesser ability to discriminaetween and the Determinants of Confidenc€dgnitive Psychology

choice alternative¢F(2, 187) = 14.14p = .001;M = 4.15) than 24 (3), 411-435.

did participas in the dominarbumeric M = 5.66, p=.001) or the _ )
nondominannumeric conditionsN = 5.39, p=.001). Participants Hayes, Andrew F (2012), "Process: A Versatile Computational

in the dominanwerbal condition also reported lessability to Tool for Observed Variable Mediation, Moderation, and
predict outcome¢F(2, 187) = 13.70p = .001;M = 3.65) than did Condi tional P Yaoceseesl Bebrvboy@,eB)li ng, 0
participants in the dominastumeric M = 4.81, p=.001) or the [available at
nondominannumeric conditions NI = 5.42, p=.001). The http://mww.Afhayes.Com/Public/Process2012 Pdf
differences between the dominanimeric and nondominant .
numeric conditions were not significant. Heltrpannz M., Lehmann, D. RandHerrmann, A. (2007)
A multiple mediation analysis was conducted using the  fiChoiceGoal Atainment andecision andConsumption

PROCESS command in SPSS (Hayes 2012). The analysis Satisfaction dournal of Marketing Research4(2), 234
revealed that the influence of information form on choice :
confidence was mediated by performance expectations, ability t

predict outcomes, and abilitg discriminate between alternatives. OHuber, Oswald (1980)The Influence of Some Task Variables on

Cognitive Operations in an Informatidtrocessing Decision

. . Model." Acta Psychologicd5, 18796.

Discussionand Future Research Yo
This research demonstrated that the form in which Peterson, D. K., & Pitz, G.F.(1988) iConf i dence, Unc.

information is presented has a significant effect on consumer  and the Use ofiformation dournal of Experimenta

choice confidencen line with the hypothesis, verbal information Psychology14(1), 8592

yielded higherchoice confidencghan did numeric information ] ) )

Somewhat surprisingly, verbal information was also associatedSPreng, Richard A., and Richard W. Olshavsky (1993), "A Desires

with a lessenbility to discriminate between choice alternatives or Congruency Model of Satisfactignournal of the Academy

to predict choice outcomesThis relationship may reflect the of Marketing Scienge2l (Summer), 1697.

greaer relative concreteness and specificity of numeric . . . R . .

information (Huber 1980). Use of verbdbels appeared to  |sai Claire I and Ann L. McGill (2011), "No Pain, No Gain??

produce a form of fAblind thaai t hdioWFpengy gnd CogggrqabL?vEléffectq:oHsprBeF mati on

buoyed choice confidence despite the lack of objective Confidence, Journal of Consumer Resear@v (5), 80721.

justification for the chiwe decision These findings are relevant to

current efforts of marketing practitioners and governmental

agencies to provide consumers with information that will foster

better choice decisions. Providing matrices of numeric information

may produce more knsledgeable, albeit less confident, Yoon, SongOh and Itamar Simonson (2008), "Choice Set
consumers. Configuration as a Determinant of Preference Attribution and

_This re;earch iqto the i_nfluence of information_ form on Strength,"Journal of Consumer Resear@s (2), 32436.
choice confidence is ongoing. Future efforts will further

Viswanathan, Madhubalan, and Terry L. Childers (1996),
AProcessing of Numerical and Ve
Journal of Consumer Psycholady (4) 359-85.

60



Summary Brief
From Gucci to Green Bag€onspicuous Consumption as a

Signal for Presocial Behavior

Catherine M. JohnsoiThe University of Alabama
Ayesha Tarig The University of Alabama

Conspicuous consumption, or the imienal public display is salient to engage in conspicuous consumption of luxury goods
of expensive goods to indicate status to others, has beemut someone who sees himself/herself as asmmal person to
traditionally confined to the luxury goods domain. This paper visibly engage in acts of charity.
extends the application of conspicuous consumption into the Research also indicates that people with a high need for
context of presocial behavior as manifested in tharghase of status (Han et al. 2010) or a high concern for appearances (Basil
visible causeelated goods. It is argued that the purchase and and Weber 2006) care more about thesibility of their
display of conspicuously pigocial goods serves as an assertion possessions and their actions. It is possible that the purchase of
of belonging to a socially desirable group in the same way thatvisible luxury items and that of items visibly associated with a
display of expensive possessions asserts belongitigetwealthy social cause are both motivated by similar mechanisms of an
elite. Conspicuous prsocial behavior is explained through social attempt to be seen as belonging to a desisdat@l group.
identity theory which maintains that people define themselves by = The purpose of this paper is to extend the application of
the groups to which they belong and will engage in behaviorsconspicuous consumption, manifested in the purchase and display

congruent with this identity. of objects, outside the context of luxury goods and into the context
of pro-social behavior. We argue that the purchaisé display of
Introduction conspicuously pragocial goods serves as an assertion of belonging

H ive thei . ther thi ¢ bto a socially desirable group in the same way that display of
umars perceive their possessions, among other things, 1o E‘expenswe possessions asserts belonging to the Wealthy elite.

a representation of their identity or self. Display in the form of Addltlonall we explare the phenomenon of mumjal acti
possessions, attire, or actiofha, hés 8eh E/pchu{) tudiét atRné firh ?evePn?theF%o?n{ geive

aﬁtual tplacie Itn thel society fl-fn| V\ih'Ch he/sfhe eX|st|s be it retleted ' CSR and causeelated marketing (CRM), at the consumer level
charac erltrr]al Sd re |g_|o|us£ ad'.'a lons, professional associations Ofand reveal the drivers of conspicuous-pazial behavior using
even weaith and social standing. asocial identity theory.

One of the recognized phenomenon of display as
representation is conspicuous consumption. The economist
Thorstein Veblen (1899) coined the termiate 19th century and CONtributions
defined it as the intentional display of expensive goods by the The first cantribution of this study is the application of
nouveatriche to indicate financial status to others. The conceptconspicuous consumption to the fmacial behavior context as a
has since been inextricably linked with luxury goods but lens through which to examine consumer purchases of visibly
conspicuous displays, whether of wealth or p#féliations, are a labeled presocial goods. In earlier literature on conspicuous
way of signaling belonging to any social group (Ashforth and consumption has almosgxclusively been associated with the
Mael 1989) or possessing certain individual qualities (Connelly, acquisition of luxury goods, the public display of which serves to
Certo, Ireland and Reutzel 2011). show wealth (e.g. Bagwell and Bernheim 1996, p. 349;Han,
Both individuals and organizations strive to be associatedNunes, and Dréze 2010, p. 15). This study will extend
with groups ad traits that are held in high regard by the society in conspicuous consumption beyond the realfriuxury good (or
which they exist, be it financial success or philanthropy. Studies instatus based on wealth) and apply it to-pocial behavior and
the corporate social responsibility (CSR) literature give examplescauserelated goods. This application has been explored to a
of companies engaging in social welfare projects to convey tomoderate extent in the fields of psychology, which has looked at
consumers that they are helpful members of society. On the otheconspicuous consumption in terms of visibladiions to charities
hand, consumers signal their socially responsible behavior bythrough signaling theory (e.g. Griskevicius et al. 2007, p. 85) and
purchasing goods sold by companies that engage in CSR. economics (Glazer and Konrad 1996). However, even in these
William James (1890) says t stulies motives ard lekeed witla display af wgalths We see& ®© ada s
distinct groups Wose opinions we car e toatheomarkéting litematture byd exteridinggt work begun in
idea of role salience, whereby our identities are made up ofpsychol ogy and ul ti mately servi
multiple selves, or role identities and we place varying degrees ofunderstanding of conspicuous consumption as a phenomenon
value on each. Since role identity salience is a social object it iswvhich is not confined to the luxury market alone.
visibly manfested in behaviors and actions (Callero 1985). Hence, The second contribution of this study is to marketing
people engage in behaviors that validate their salient role identityliterature concerningauserelated marketing and corporate social
For example, we would expect a person for whom social standingesponsibility. Existing literature deals primarily with motivation
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for CRM from the perspective of firms which enter into Responsibility on Consumer Behavior," Journal of Business

partnerships with charitable causes or engage in activities which Research, 59 (1), 463.

help their communitie and seeks to examine firm benefits and

strategies (BeckeDlsen et al. 2006). From a consursentric ~ Callero, Peter L. (1985), "Rolelentity Salience," Social

perspective, the Marketing literature has mostly been focused on  Psychology Quarterly, 48(3), 2€A5.

consumersd reactions to the use of Corporate Soci al Responsi bi

(CSR)byafirm(eg Carringer 1994) anGaringeyLaub(lyed), NetJugta Wertsysg:Cause Related

and purchase intentions towards CRM (Gupta and Pirsch 2008).  Marketing Delivers the Goods and the Good,” American

Little is known about the moti vA¥etHiAglOELIi®nd consumersod choice

support CSR efforts of firms and whether this support is driven by . .

altruism, desire forecognition, or both. This study will make a ~Connelly, Brian L., S. Trevis Certo, R. Duane Ireland, and

contribution towards filling this gap in our knowledge of Christopher R. I:'{e utzel (2011),

consumersd6 motives behind pur ch%@gnés%%%%'S?%ho%gtfjs@@aul@@lsg%fl a¥an

products. :
In summary we argue that the purchase and display of

conspicuously prgocialgoods serves as an assertion of belonging

to a socially desirable group in the same way that display of

expensive possessions asserts belonging to the wealthy elite.

Conspicuous prsocial behavior is explained through social gyiskevicius, Viadas, Joshua M. Tybur, Jill M. Sundie, Robert B.

identity theory Whl_ch maintasthat people_deflne ther_nselves l_)y Cialdini, Geoffrey F. Miller, and Dougs T. Kenrick (2007),

the groups to which they belong and will engage in behaviors  gjatant Benevoience and Conspicuous Consumption: When

congruent with this identity. Romantic Motives Elicit Strategic Costly Signals," Journal of

Personality and Social Psychology, 93 (1), 85.

Glazer, Amihai, Kai A. Konrad (1996), "A Signaling Explanation
for Charity," The American Economic Review, 86 (4), 1019
1028.
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A Consumer Personality Approach to Brand Constellation
Formation

Richard L. Flight Eastern lIllinois University
Kesha K. CokerEastern lllinois University

This researchseeksto extend the cobranding and brand 1994, p. 58). Given evaluations at the product level (i.e., product
constellation literature by taking a closer look at consumer traits typicality) and brand dvel (i.e., brand attitude) consumers are
that def i ne t linmge.cloalusteringetechnique s mdref likely to choose brands from typical product categories and
based on 24 Consumptidmotion Set items was used to analyze that are favorably evaluated (Lange 2005). Therefore, brands with
data from 287 observations. Results reveal four unique clusterspopular followings are likely to fall into the constellation network
(Sad and Unhappy, Passionate, Happy and Content, and Balancedf other popudr brands.

Middle) with unique brand constellations and differing degrees of To form consumption constellations, consumers organize an

brand attachment. associative network in their minds (Lowrey et al. 2001).
Associations represent interseciohetween brands, aritiere
Introdu ction need not be a congruent association between the firms which

. S produ@ the brand§ Jevons, and Gabbott 2005
The branding literature has r adi ti onal 1y fo ifitd §y§e s thdt coﬂsﬁnl]eps%r%a{te%ﬁt only to aid in living but

brandsd However, in reality consumers regularly evaluate a : : -
6plural ity of abbotandde@heradny 2095).s also tg give meaning to their liveBhus consumers do not choose

fiSingle brands are often chosen together with other brands fromgl r‘vgnrl)rda: ’[elattiorrw]sﬁigis Cuh g'gnsofethelo-m%r Iﬁ?gnngsko]iﬁp:ao urn
fho mpl emen tAa r yb Pr odd_ uct | ca t;’leug, or éo%sﬁn?er h%s afrds8 4l ottérépﬁoglzzt% the ques 05 %rgaﬁyt;sk .
econsumeros randing anascape, 3i'motldied fhéj Sofsiefto em trbr?aﬁyraé(her to Rehtdin ' S

a complex amalgam or blend of individually distinct components b
that become blended to reflec
(Jevons et al. 2005, p. 300). Despite the maturity of this literature,
there is little understandi ngotHMage CRRIUENEYst el | ations Athroug
lens of consumers (i.e., aconsurhea s ed per spect i vesiFgongruensyathepry (Sirge982) holds that consumers

and Lowrey 2010, p. 758)Our research examiwse brand compare their seffoncept with the image that a brand projects
constellations as they-imagefoure c @ndpreferbrandsdhatarg aeasistens withstheir geihcept (Sirgy

research answers the call of Solomon (1988, pg. &8itlentify 1982;. Parke_r 2009). Many studies have fou_nd supportin'g evidence
isets of consumption sti mul i oforghisasgimagg corgpienseiees €.9.420lichdpp; Erghsan) i s
employ personality traits to construct and test brand consteBation and Sirgy 1989, 1992). Consumers have also been shown to prefer

which are described by demographics and consumer behaviorProducts that they feel possess personalities that are similar to
constructs. their own (Arora and Stoner 2009; Linville and Carston 1994,

Phau and Lau 2001yWhen consmers use sel¢ongruent brands,
it is likely an extension of their selfnage supportingBe |l k 8 s

Conceptual BaCkg round (1988) assertion that products may be viewed as a means-of self
Brand and Consumption Constellations expression. Finding this to be the case, Coolsen and Kumashiro

Product constellations a r e(2009) deteemined that sethage satiffying brand eheices suppdrt
complementary products, specific brands, and consumptionboth negative as well as positive ideals of one self.
activities usedby consumers to define, communicate, and enact
social roleso ( Sadcading to Edgis&sd, Qonnettirfg)Human and Brand Personality
Solomon (1996), consumption constellations may be used to enact  Consumers seek to assign meaning to products through a
social roles publicly (i.e., for impression management) or privately collection of prior experiences that form a unique prism through
(e, forsf-per ception). Relevant pr QHh dyJookd ByedoifigPsd,Scbnsumerd &ttdch Wrhokioh iafd
an aspirational groupds consufgitgs %Ninakifales grididets ahrolgh Ncles dUtHl asd itahd N S t
avoidance group0s consumpt i ojhagefyOnBries, fobds,adlstinguiBrthg packadirdy,! colsr schrfad
Solomon 1996, p. 185). Chaplin and Lowrey (2010, p. 758) define aqvertising, product placement, price and other similar product

basic consmpti on constell ati ons elefents Whith rditO fom € dothereMt ordhizational and
complementary products, brands, consumption activities, andmarketing approach (de Chernatony and McDonald 2683)ple
other imagerich descriptions that consumers may use to construct,assign human traits or properties such as personality to consumer
signify, or perform a social role, including, but not limited to, goods (Belk 1988; Fournier 1998) and advertised brand characters
personality traits,émo gr aphi cs, and psychoishs@PAlénaooshescri ptions. o

Consumption constellationsalso r ef | ect a consumer ds
Afaffiliation with a desired reference groupo (Solomon and Engl

rands? . .
? complex O6brand constellations
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Research Questions addition, a fourth item (I am a confident shopper) was added as a
People and the composition of their identity is complex, precaution and attempt to account for the historically low

involving intricate cognitive structures that determine thought andr eliability of this scale. The

The average factor loading was 0.79, the laveeing 0.73.
behavior through reasoned action (Fishbein and Ajzen 1975). Finall g as the focalgpomt |n this study rgspond nts were

Mandel (2003) suggests that gs?ed R)%rov?dg &afa co?lc%rmr?g theupp@rso af attdctfmerft \;wth g€ I f
multifaceted composite of distinct features which collect to form series of 66 dlgerent ﬁ:randism%the sa de5|gra a recent

onebs identity. This uniquely omp&rative Cafivertlsifig® & nY(Ma e?s[]s Cadked " S M

distinct and strong associative links creating the compddix :
R A respondents to indicate on a fipeint Likert-like scale the degree
model (Monga and LaGesk 2007; Linville 1987; Triandis 1989). to which they identified with each brarfeior examplejn response

Moving forward, we prop.ose'that individuals ssd#iect brand to the statemenbindiituasthat feel they z z a
groupings that reflect their selthage. We employ congruency i . =

. 4 . 4 embody t he i keness odtronBlyagreea Hut E
theory and the aforementioned literature in formulating threeWh ile those that donot wi |l di s :

research questions: RQ1: Do distinct brand constellations fOrmresearch we called this variable brand attachment. We use this

?
around onsumer clusters based on personality? RQ2: Do ariable similarly to Malar et al. (2011, pg. 36) who define
consumers vary their level of attachment to brands given the bran motional brand attach tthat a s a

constgllatlon they follow RQ3.' Do brands with - popular connects a consumer with a specific brand and involves feelings
followings fall into the constellation network of other popular t oward the brand.

brands? Product categories were chosen basethformal consumer
interviews by the authors. Specific product categories were chosen

Methodology based on familiarity to most consumerBroduct categories

Measures included athletic footwear, automobiles, food, and services.

To measure personal traits, 24 emotions were drawn fromSpeC'f'c brands were then selected based on market share data

Richins (1997) Consumption Emotion Set (CES) representingw'thm each product category (Market Share Reporter, 2009).
eight broad emotional clusterdove, anger, hope, worry, joy,
sadness, excitement, and romance. In the exploratory factoSample
analysis, all eight CES subscales met the minimal acceptable Using the snowball sampling method (Zinkheinal. 1983),
reliability threshold § 070, Churchill 1979), with the smallest participants were recruited through contact information provided
being 0.77 and an average of 0.80. Additionally, all items loadedby upper division university students at a mediized university
on their respective factor at 0.63 or above (average loading ofn the Midwestern USAs a measure taken to dampen a potential
0.81) and no item crostoaded onto another emotional factor at Selectionbias, potential subjects were cailgfusought from a
more than 0.40. diverse age range. In addition, 12 survey participants were
After scaleitem psychometric properties were assessed,randomly selected and contacted by the authors as a validity
construct composite scores were created by taking the average ¢heck, ensuring the voracity of the data. The average age for the
each scale item. In all, 20 items were used to measure iiunct sample is 31.2 years (S.D. = 14.19). The sampieeis educated
latent constructs. Among all the items the lowest factor loading( 34 % hol d a bachelords degree) ar
was 0.66 and the average for all twenty items was .80 with nothat exceeds $70k per year. After eliminating 13 responses due to
crossloadings greater than 0.40. incomplete responses, 287 valid observations remained.
Brand innovativeness was measured using an adapted scale
foll owing Raj wtdrg TendﬂerﬂlesOW];‘onsEmep I q:\res

Behavior ScaleThis five itemsuts cal e (U = 0)

- A\Nkarﬁean@augtér aﬁa@sﬁjs was performed on theCE&
to L ne | ude twhere relavankb thatkarnmaslﬂeoof tendencies. The appropriate number of clusters based on
specific brandrelated exploration tendencies could be taken. The membership size and centroid distance is fotiie analysis
averaBge facto(rjloa::ilng Waslo-?ﬁe lowest being 0.77. d reveakd unlqge clust e s The S{:\d and Unhappy cllustelz scored
bran oya y was measur e Highes? g'atl emgt{lss(aﬁer ?an sadnoe) hi
fveitem scale (U = 0.86). The they % |?e|‘¥1ventadr

individualds likelihood 10 rer&&nor&trafoﬁi}gagtbfr?d lo altypaﬁurnjiallke‘iﬁnf\s\lﬁeﬁge%hlla

other options exist. Therefore, resplent resiliency and ability to scoring the highest on price consciousness. Pémsionate cluster

resist temptation were captured. The average factor loading Wa% the most innovative and by far the youngest with an average age
0.79,Pthe lowest b_elng 0.74. d t h of 26.9 scoring on theextreme in love, hope, romance and
ricé ~consciousness was used 1o measure how prlC%xcnement while also sdag high on anger and worryThe

knowledgeable the respondent is as well as how informed they ar appy and Contertlusteris generally happy like the Passionates
concerning theproducts for which they shop. To operatlonahze scores the lowest on all the nggatl & group is

: . . I
price consclousness, a five thetto?dg%t(M S-C33, 3}39ars)z and likely rgcogmltte&@nﬁg used
following original yvork from Wells and Tlg_ert (1971). The the highest on brand loyalty and Ieast on price consciousness
average liactcl)r Ioalijlng }NZS 0.79, the I(zjwlizt belngdo.r?G. indicating a willingness to eschew price for devotion to brand.
the g)irsfrﬁ?earmies (?fO\tAr,]Z grelo\é)vr?iigussnvironar:]se}ﬁ? It Z\:nggvevsatrse th F_ine_1||y,_ the Balanced Middle cluster is neither remarkable nor
degree to which consumers are conscious of the.commercial worl istinctive byany measure. They would be an average consumer
ho fails to reach an extreme position in any emotional category.

around them. To measure market knowledge the original-three g : ; ;
item scale was used following Mangleberg and Brigi898). In They also hold the distinction of being least brand innovative.

ile990
an
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To identify a unique brand constellation for each clyster forming brand constellations. We further suggest that the sum of
analysis of brat attachment was performed at both the brand andt hes e per sonal t r ai {inmgemaretheyeactt t he
product category levelsAn average attachment scomeas asisets of ¢ on s(Solopanl1988npg.s284). ithisl i 0
calculated for each brand. The bransisre then ranked within  research is important because it provides evidence that people self
their product category and the most preferred brand for eactselect brands which reflect their personality across multiple
clusterwas identified. Theesult is a group of 16 preferred brands product categories. From a practical sense this is relevant becaus
(one for each duct category) for each cluster. it can help a firm identify cobranding opportunities based on

Beyond brand identification we also wanted to identify the consumerriven psychometric measures rather than rudimentary
relative importance of each product category by cluster. Todemographic or geographic means.
accomplish this we calculate each clu&eaverage attachment With all researchcertain limitations are present that cause
score by product category. Not surprisingly the Passionates orappropriate concern when interpngt results. This research
average demonstrate the greatest attachment across all categorigsffers from potential bias created by the snowball sampling
(M = 2.68) being significantly (F = 4.06, sig. = .008) higher than method. As a nomprobability form of sampling the general
the least attached cluster, the Sad andhdpgpies (M = 2.38).  concern is that the respondents may not represent the general
Meanwhile the middle two positions are predictable occupied bypopulation. This issue was minimized though doHow-up

the Happy and Content (2.44) and Balanced Middle (2.48). procedures, however it is impossible to fully know the effect of
Finally, to analyze the impact which market share might havethis bias. Also, we are concerned that the respondent is the sole
on brand attachment by clusteve measured the coration provider of both their selflescribed emotional condition as well

between attachment score and market share for each brand kgs their brand attachment. The bias presumedhigjessource data
cluster. Interestingly, the correlation across groups was strikinglyis noted and appropriate tests will be taken.
di fferent with the Balanced Mi d#&udtuedrsseaech inahishamea shouldscortinue to bestdblisly mo
correlated with product market share (r = 0.29), folldvioy the consumer characteristics to form consumption clusters. The
Happy Content (r = 0.25) and Passionates (r = OF@gally, the underlying notion that consumers form brandscapes (Sherry 1986)
Sad and Unhappy cluster shows the smallest correlation at 0.12. suggestshat a complex web of relationships come together to
form a picture from the consumers point of view. Therefore, it is
Discussion incomplete to form brand relationships based on brand
characteristics or personalities. As such, brand managers should
not necessarily ldoto cobrand with brands that share a perceived
personality trait. Rather, they should identify brands that share
consumers with similar psychometric traits.

The purpose of this researhto extend the cobranding and
brand constellation literatureclosely examining consumer
emotions.We posethree specific research questionBo answer
these questions we look to the resuwfsour study First, we
identified four distinct clusters based on emotional clusters from
our sample of consumers. Then, we examiretypical brand o~ References
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Brand equity is one of the mostwvaluable assets many equity to generate income; whereas, in the past companies relied
organizations posses®revious research has shown that brand more on tangible assets such as prgpeastant and equipment.
equity can impact financiaperformance and, concurrently, Krstic and Dordevic (2010) further state that the modern
increase t he Howewemtldsinancial lAcceuntingo n knowledgebased enterprise bases its value generation and
Standards Board (FASB) does not allow teporting of brand sustainable competitive advantag:
equity as Afval ue relevant o i (mtandiblenassets)i ledomesane dfetihee key deterfniBafits k ma n
1998). The purpose of this paper (presentation) is to review thee nt r e pr e n e Ganseguéntly,vtlael puoeision of relevant
attempts made to date to provide relevant arllbée measures  information about intangible assets is one of the preconditions
of brand equity that fit FASB®eeded o determine the fealraed fnanaial peasition of the

enterprise (Krstic and Dordevic 2010).

Impact of Brand Equity Kaplan ar_\d Nor_ton (2004 )alre called the ablllty to measure
. . .the value of intangible assets the holy grail of accounting.

Strong brands impact business performance through their ustomer relationships, IT systems, employee traiaingskills
gnd organizational culture are worth far more to many companies

{han their tangible asset&inlike financial and physical ones,

influence on current and prospective customers, employees, an
investos. This impact manifests into cimner choice and loyalty,

hlghterl rlet:entt;on eratZ%sl,zmotl\{ated emplo3r/1eﬁs anﬁl Iow?hr tc?ft ho ntangible assets are hard for competitors to emutekjngthem
capital (Interbran Frevious research has shown that hig owerful source of sustainable competitive advantagesv and

br_and equi_t)_/ helps stahilize ﬁf‘a”"ia' remrns and reduce Shar%aum (2004) found that the book value of corporations has been
price volatility (Johansson, I_I_)lmofe anttazvanchery 2012) constantly shrinking irrelation to market valueThis residual,
Further, Verbeeten and Vijn (2010) found a significant regarded as the capital mar ket ds

relationship between brand equity measures and current (an ssetsthus was clearly risingFrom 1982 to 1992, the value of

future) businessinit performance. intangible assets for the average S&P 500 firm increased from 38

. ) to 62 percentln addition, Lev and Daum (20p4r gue t hat ,
Brand EqU|ty an Intanglble Asset? importance of intangible assets is the distinguishing feature of the

FASB classifies brand equity as an intangible asggth new economy.By and large, existing financial statements

does not allow firms to #fr ec orgeagnizedhdse assets enly wiep they are acquired byothefsi ecgm a
especially if it is an internaligenerated intangible asset, ,ithe FASB allows for the intangible asset value of Burger King
firm grew the brand organically versus obtaintbé brandvia (recently acquired) but not McDonaldSonsequently, it has been
acquisition. FASB defines an intangible assebasasset that is  suggested thatcaounting standardetters should develop a basis
not physical in nature (corporate intellectual property items suchfor the recognition and measurement of interngyerated
as patents, trademarks, copyrights, business methodglogiedntangible assets (Reatv 2011).
goodwill; and brand recognition are all common intangible assets,

Lev and Daum 2004 Although not physical imature, Coc&Cola Va|ue Relevanceis the Key
would ot be nearly as valuable i not for its b_rand name There have been few studies that attempt to show that brand
recognition (awareness), a component of brand equity that help%quity or brand valuation can provide relevant and reliable

drive global sales. ' " - .
. measur e of aVYefbpetemand Vijn @01Q) otnd o n .
fi H_el nc et' t.h te d I‘dl gfm rrt]_a ta_s tF AS E %c;m% Esgo%iaticfn rE:u?}vxtleen bra ah@cfand QuRrénf Budinkest Binit Oq
inancial reporting 1S 10 provide inioration 1o investors an financial performanceConsequently, brand equity measures may
creditors that areiseful to them in assessing the potential future complement historic _accounting. information_ i xplaipin
rf ﬁ%it? p[;ﬁdgc i sic

cash flows associated with 1 hSu'sirﬁess'vaﬂu\ét%r‘?{ Ila{Bl?r%dK ah 20091)rfoeu hat b

EﬁX{’NWOL:jld tﬁrgued that trle. brantdf (:l(}uny c_)flc}dhﬂaf . Apple,f assets are value relevant, agositivecorrelationexistedbetween
and ofhers does not impact futiieancial perrormance o stock price andthe announcement of brand capitalization.

their respeFtlve business Also, as_Beckman (1998) argues, How?ver, differencese)&istedi n resul ts for. firn
todaybés corporations rely heavily on 1ntangible assets Iike b

—
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contracting incentiveso ver s éh‘bég wi t h ﬁhigh contracting
incentiveso, i . e. f i romessetsc with Igncrr(]aaslsI thl\/?i menfiltl Fostoer
brand recognition (contracting incentive) which can improve their Values and Capital MarkMaI uations, Review o

debt/asset ratio and eliminate key barriers to acquisition in the UK.
Several marketing studies haalsoshown that strong brands have

a fnAsignificant pm.aiperformﬁnceamda
indirectly, on a firmobs v al
Mazvanchery 2012).

Given the support above for

why is FASB reluctant to take the necessary steps to provide thig
seemingly critical financial imfrmatior? Relevant and reliable
measures of brand equity would allow greater transparency,

Accounting Studies, 3 (2), 41-68.

Kk @dn T 1998)
LB L T h Ky s g Rt i

Accountln% an? Flnance(3 Suwmer 55b rand

iTop

USInﬁ,‘ S
OCU

equity,

terbrand (2012), 100 Gl oba

http://www.interbrand.com/en/begtobat

comparability and harmonization with international accounting brands/2012/BesBlobalBrands2012BrandView.aspx.

standard boards, e.g. IFRS and International Accounting Standard

38. In addition, doing so would et he needs o fJohdnssonaG/¥Cs. V. Di mofe and S. Mazvanc
knowledgebased firm and correct the growing residual between Performance of Globd@rands in the 2008 Rancial Crisis:
book value and market value, etc. Accounting professionalsargue A t est of Two Brand Vdduma Measu
that subjectivity and arbitrary decision making in the use of brand of Research in Marketing, 29(3), 2285.
measures for valuation does not provithe tvalid and reliable
measures they require for relevant firm valuati®ther factors Kal |l apur, S. and Kwan, S.Y.S. (20
arguing against the use of brand equity in firm valuation irietud Reliability of Brand Assets
absence of verifiable costsability to verify a certain transaction ) .
or series of transactions (ged effect of advertising), and Recogni zed by U. K. r,me¢ln 15t The Ac
uniqueness of each intangible brand and resulting difficulty in 172.
establishing criteria for relevancy and reliability.
Kapl an, R. S. and D.P. Norton (20
. A Readiness of Intangible Assetso
Mar ketingds Chal |l en g gebuay, sz g
Marketers are challenged with providing relevant and reliable
measures.We have hadmixed results in developing brand Kr stic, J. and M. Dordevic (2010)
measures that have strong associations with financial performance  Intangible Asset$ Scope and Limitatio s 6, Economi cs
and, indirectly with firm valuation.The study by Johansson, Organizations, 7(3), 33848.
Dimofe and Mazanchery (2012) found significant results while
using customebased measures ofamd equity; however, theydid Lev, B. and J. Daum (2004), fAThe
not find similar results when using finandjgbased measures Assets: Consequences fanterprise Management and
(Interbrand related measuresylarketing researchers need to Corporate Reportingo, Measuring
develop measures that are consistent across aggregation levels, i.e. 6-17.
brand level, SBU level versusrti level, determine appropriate . L
lag times to assess marketing efforts affecting brand equity and® € t kov, R. ~R. t(Fhdhdial Qrisis afiditt e Cur r en
subsequent impact on financial performantee issues above Potential I mpact on Internally
will likely be resolved with the relevant use of filevel measures International Journal of Business & Management, 6(3), 37
of brand equity (Interbrand)s. consumelevel measures of brand 44.
equity (Equitrend). Verbeeten, F. H. M. adkEquityP. Vi jn (
; . Measures Associated with Businddsit Financial
As the saying goes, itis difficult to manage what you cannot Performance? Empirical Evidence from the Netherlands,
measure. . L
Journal of Accounting, Auditing
28(4), 2436.
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Exploring and Conceptualizing Brand Interestingness

Aliosha Alexandroy University of Wisconsin Oshkosh
Birgit Leisen PollackUniversity of Wisconsin Oshkosh

This research is exploratory and introduces the concept ofassimilation; it represents the discrepancy between the cognitive
brand interestingness (Bl). A basic model of antecedents andnaps of a person and the situational landscape being assimilated.
consguences is proposed. Guided by insights from the field ofAs AR increases from low to high, the subjective experiences
psychology, we propose that Bl is a function of functional and progress through several affective states: easiness, pleasantne
symbolic brand novelty and a dntredingmsss chalengeeanddéficutye whictadraddally thangeé o
with this brand novelty. Results from empirical data collected for and peak at different AR level§Vhen AR is low, it is easy to
different consumer brands, confirm this conceptualization. It wasassimilate the environment, and when AR is high it is difficult to
also found that BI results in purchase intentions. Based upon theassimilate the environment (Vitterso 2004j.a moderte level of

findings, we conclude with a definition of the construct. AR the affective response of the environment assimilation is
interestingnessThe last two theorieseveal thathe skill level in
Introduction the theory of flow and AR in the scheme theory correspond to

Interesting applies to anything: movies, art, pe ial or coping poFerjtlaIand the challenge to be evaluatedresponds to
> . OptE] . novelty (Silvia 2005a, b).
personal situations, news, products, etc., and is characterized by

curiosity and an impulse for action. It captures attention and .

focuses energy spontaneously; people feel the need to get closer tbheoretical Framework

what is interesting (Silvia 2008pespite its prvasive nature, the We test a simple framework of brand interestingness, which

definition of interesting is elusive (Schraw and Lehman 2001). Inincludes purchase intention as a consequence, and novelty and

fact, most people cannot explain what they call interesting. coping potential as antecedents of BIl. This relationship is
If a brand is perceived as interesting, it will draw a portrayedgraphically in Figure 1.

customerds attenti onatnaacidnuoward | y. There wil/l be an

that brand, not because the consumer was persuaded or satisfidgigure 1: Conceptual Model of Antecedents and Consequences

but as a result of his/her intrinsic curiosity inspired by BI. of Brand Interestingness

Conversely, if a brand is perceived as boring, it may convey a

negative meaning and be ignored intentionally Two Component Structure o Schers Theory
Interestingness
. . Functional
Review of Interestingness 1 Ny
The research on interestingness in marketing is sketchy and " poenial | —> P————,
applies mostly to advertising. Interestingness is a better predictor ImerBe;fi’:“zna —> | ntention
of purchase intent than ad likability (Stapel 1994)d ﬂsyn,l?)ﬁi'fy
interestingness predgctstronglyad viewing time (Olney et al. 1 Coping
Potential

1991).The interestingness of TV commercials impacts the attitude
towardthe commercials (Alwitt 2000).

Silvia (2005a, b) proposed and confirmed empirically a-two
component structure of interest. The first condition of irstere
noveltyand he second condition is coping potential, or whethera ~ An analysis of the outcomes of the schema theory on
person perceives he/she can understand the novelty. purchase intention will allow for a comparison of the relative

Two other theories further illuminate the Concept of importance of interestinms to the other affective statéfsthe
interestingnessThe first is the theory of flow, or the level of effect of interestingness on purchase intent is comparable to, or
immersion o a task, (Csikszentmihalyi 1988; Novak 2003). greater than, the effects of other affective states on purchase
Flow is state that is function of a challenge and the degree of skilldntent, then it would support Bl as an important factor for further
a person possesses to manage the challenge. When skills match tgrsuit in the ield of marketing.If a person finds a brand
level of the challenge, a person is in a state of flow, which isinteresting, it is logical to feel attraction to it and be inclined to
charaterized by a deep emersion into the task. When the skillPurchase it.
level is above the level of the challenge, people feel bored; and ~ H1: Brand interestingness positively affects purchase intent.
when the skill level is below the level of the challenge, people feel ~ We speculate that novelty and coping poterdi@ the key
anxious. antecedents to Bl, bxtend the model by suggesting that there

A similar but a more encompassing view is providedtsy ~ might be more than one source of novelty along with
scheme theory (Eckblad 1981), which suggests that assimilatingorresponding coping potentials in a brand. A brand can be
the environment results in a range of affective staBemple ~ Processed from the perspective of its overall image, how it
assimilate the external environment by matching it to cognitive satisfies differenneeds, how it performs its main functions, etc.
schemas. Assimilative resistance (AR) refers to difficulty of TO demonstrate, we considered two sources of novelty in a brand,
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functional and symboli¢ which correspond to utilitarian and Future research should identify which sources of novelty and
hedonic aspects of product¥he following hypotheses were coping potential are the most important in a bravdvelty may

developed. be based on brand image, functionality, relevance, shapes, sounds,

H2: The greter (a) the functional novelty and (b) functional etc. Difficulty may be based on understanding functionality, price,
coping potential, the greater the brand interestingness. cognitive effort to make a choice, etc. One way of increasing Bl

H3: The greater (a) the symbolic novelty and (b) symbolic could be achieved by clearly communicatingsidable benefits,
coping potential, the greater the brand interestingness. but making it moderately difficult for customers to acquire it.
Methodology References

The data for empiridy addressing the hypotheses were Al wi tt, Linda F. (2000), AEffects
collected from a convenience sample of students at a Midwestern  of TV Commercials ¢ Jour nal of Current |
university A series of question were collected for four brands in Advertising 22(1), 4153.
familiar to the respondents: HP, Apple, Nike, and Adidescause
there were no existing meaass for novelty and coping potential Csikszntmihalyi, Mihaly( 1 988 ) , fiThe Fl ow Expe!
for the functional and symbolic aspects of a brawiv measures Significance for Optimaan Psychol o
were created using the classic procedure for construct — ExperiencePsychological Studies of Flow in
development ConsciousnessM. Csikszentmihalyi and I. S.

To test the first hypotheses, we regressed purchase intent on  Csikszentmihalyi, eds., Cambridge University Press, New
the five affectiveresponses suggested by scheme theory for all York, NY US, 1535.
brands The results reveal that for Apple, Nike, and Adidasm
the five predictors (i.e.easiness, pleasantness, interestingness,Eckblad, Gudrun (1981%cheme Theory: A Conceptual _
challenge, and difficully interestingness is the only signifidan Framework for CognitivéMotivational ProcessesAcademic
predictor of purchase intent, and lgasantness is the only Press London.
significant predictor of purchase intent for HP.

To test the second and third set of hypotheses, we combine
all brands into a single samplIexamining a single factor structure
revealed that there was noidence for common method bias. Bl
wasregresed on the functional and symbolic novelty and coping
potentials The results confirmed thauncional novelty and
symbolic noveltypositively affect Bl,and also that the effects of
functional and symbolic copg potentialon Bl were positive.

&lovak, Thomas P., Donna L. Hoffman, and Adam Duhachek
(2003), AThe -Dircel ane Expegentalf Go al
Activities on Onl i ne HRoumalofExperi ence
Consumer Psycholog$3(1/2), 316.

Olney, Thomas J., Morris B. Holbrook, and Rajeev Batra (1991),
AfConsumer Responses to Advertis
Content, Emotions, and Attitude toward the Ad on Viewing

L. . Time, dournal of Consumer Researctv(4), 440453.

Definition of Brand Interestingness and

Schraw, Gregory, and Stephen Lehm

Conclusion Interest: A Review of the Literature and Directions for Future

Two key findings emerged from this exploratory R e s e aRdechtional Psychology Revieh3(1), 2352.
investigation into BI. First, interestingness is an affective response
to a brand that translates into purchase intentoi®k we found  Si | vi a, Paul Isinteregtifg® Bxplaring,the A Wh a t
evidence that novelty and coping potential are antecedentsto Bl.  Appr ai s al St r &Erootion 6(&), 88102. | nt er es't
In addition insights from the presented literature suggest that

interestingness occurs when the difficulty of assimilation isdd6d (2005b) , ACognitive Appraisals
perceived to be at a moderate lev@ased uporthe presented Exploring an Appraisal Theory o
evidence, we offer the following preliminary definition of BI: Empirical Studies of the Art23(2), 119133.

Brand Interestingness is the power of intrinsically attracting
and holding a consumers attention. This power is evoked by & 6 8 (2008 ) , -Tih en tceuwreisa WCsirre@mot i on, 0
brandés perceived funct iwimtzel a n BiredigngnRsychological Scesck7{ly 5760 o n g
consumer 06s perceived <capability to assimilate the brand (i.e
coping potential). Interestingness occurs when the assimilatonSt apel , Jan (1994), fAObservations
capability is viewed as moderate. Likability and 1| nt edoersatof ngness

Although further research is needed to understand Bl better, ~ Advertising Researcl84(2), 7980.
the definition weprovide is actionable. It suggests that to make a
brand interesting, some desirable features of the brand should b
achievable with moderate difficulty, rather than making it too easy
or too difficult for customers. The results also help understand
why mockrate novelty is not perceived as interesting, but most
importantly, why brands offering radical innovations may be at
potential disadvantage.

itterso, Joar ( 2-BdngVersusib8fubj ecti ve
Actualization: Using the Flov&implex to Promote a
Conceptual Clarification of Sub
Social Indicators Research5(3), 299331.
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Summary Brief

Something to Share with My Social Network Site Friends

Chinintorn NakhataUniversity of South Florida

Industry research shows that the most important reason whyconcerned about sharing only cémténformation with their SNS
social network site (SNS) users decitebecane members of a  friends This is because certain information tends to convey
particular onlinebrand social community is to receive positive impressions; while other informatiomay even conveys
promotional offers (e.g., vouchers and discount coupons).negative impression.

Accordingly, this paper proposes the invediigra of what factors Based on social exchange and impression management
influenceSNS users who recentigceiveda promotioral to share theories, the researcher poses that price discount size and brand
information regarding a partiionalger whddndés | peomet iISNBalusef §ér s
with their SNS friends (e.g., post information on their Facebookregarding promotional offers with their SNS friends. Specifically,

News Feed). The proposed conceptual framework is based on thiéne researcher predicts that SNS users will most likely share
integration of social exchange, impression management, andnformation with their SNS friends for a promotional offer

sodal identity theories. This paper ends with the expectedfeaturing a largeliscount size offered by a strebgand image

theoretical and managerial contributions. merchant. The logic behind this prediction is that the information
regarding large (vs. small) discount and strong (vs. weak) brand
Introduction image tends to be moraluable and useful for typical SNS users,

and subsequently positively enhance positive impression.

Furthermore, the researcher proposes that-cseltrual
?interdependent vs. independent) will moderate the interaction
between price discount size and Wwtan i mage on SNS |
likelihood to share information regarding promotional offers with
their SNS friends. Social idefidation is the extent to which

The growing popularity of social network sites (SNSs) (e.g.,
Facebook and Twitter) has attracted numerous marketers t
promote their brands ai onlinebrand social communities. As
SNS users log on to their accountguently throughout a day, to
communicate with other SNS users, update their personal profile

and invite their friends to join, onliAderand social communities individuals perceive that they are connected with a group

enable marketers toam the information useful for target o ;
marketing and brand communication (Shang, Chen, and Liao(Oyserman 2009) and relates to any -s@iv that involves

; L X . oo consideration of others (Brewer and Gardner 1996). The
.2006’ Ellonen, Tarkiainen, and Kuivalainen 201.0).' This raiges information processiprelevant tasocial identification is governed
important issue for marketers on how to maximize numbers of

onlinebrand social community memlsevia information sharin by I ndi v isysters| whoch cae Eohtain multiple, and
Y 9 ossibly hierarchically orderedsocial identities (Marksi and
among SNS users. Industry research shows that the urf 1987)
|m;r)tcinrte}n: rﬁ;}%grw:g SNisluser:]smdi?:deibetcorme ir\r)emrtyizs t(i)fnal In an SNS contexta selfconstrual represents one form of
particufar o and social community IS to receive promotional o ,  j 4 | identity that reflects SNS

offers (e.g., vouchers and discount couponga¢Erarget 2010).

Accordingly, the objective of this paper is to propose the
investigdion of what factors influence SNS users who recently
receivedz_;\ promotioral offer to sharAe information_ regarding a redicts that interdependent construal (itee desire to share a
par tic u | ar . brandds pr ofiends {eg.na rE:;ooood?e:jl with §NSWilar%1$Qill intteSHs‘ilf))tl{e int%rglcﬁon between
post information on their Facebook News Feed). price discount size and brand image on SN8rs likelihood to

share information regarding promotional offers with their SNS

Conceptual Framework friends. In contrast, independent construal ,(cencerred about

Social exchange theory (Emerson 1976) posits that sociagetting a good dedbr themselveswill attenuate the interaction
interactions are the results of exchange processes and individuaRetween price discount size and brandgnea on SNS wuse
weigh the potential benefits and costs of socationships. likelihood to share information regarding promotional offers with
When the benefits outweigh the costs, they will participate ortheir SNS friends.
maintain the social relationship. On the other hand, when the costs
outweigh the benefits, individuals will terminate or abandon thatConcIusion
relationship (Emerson 1976). In an SNS teo, onecan expect
that SNS users weigh ttenefits and costs of information in their
decision regarding whether or not to share informaticsutithe
sales promotion they receivedth their SNS friends. Impression
management theory (Tedeschi 1981)tplades that individuals

often engage in behavior that is designed to create or a\/O'Cﬁow marketers can maximize the number of onbrend social

particular images to portray the self in a socially positive light. In community members. &ed orthe three theoretical frameworks
an SNS context, the researcher contends that SNS users are Oﬂggcial exchange impression  management and sc;cial

an interdependent construal emphasizingpup (SNS friends)
relationship or an independent construal emplmsg their
individuality (Brewer and Gardner 1996). As such, the researcher

This paper is expected to generate certain theoretical and
managerial contributions. For theoretical contributions, this paper
adds to the lgrature in brand management by discussing the
important role of onlindrand social communities as important
hannels for brand communication. It also points out the issue of
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identification, this paper proposes that price discount size, brand Communi ty Partici pation on Bran

image, andsel€ onstr ual wi || i nfl uence Ingik&ional 3Joernakobintdrniet Markeiing and Advettising

share information regardingrgmotional offers with their SNS 6 (1), &-105.

friends. In other words, this paper highlights the need to integrate

promotional offer and brand factors with social factors whenEmer son, Richard M. (19 A6npal fSoci

investigating SNS user-making. nf or md&eviewof Sosiglog®, B3s3H2. deci si on

For the managerial contributis, marketers ofexisting .
onlinebrand social communities and/qotential onlinebrand ~ ExactTarget (20106t udy Finds Nearly 40% of
social communities can use this paper as guidelines for their brand ~ Companies on Facebook to Show Brand Affiliation to
communication strategies. For example, this paper suggests that Friends. Retrieved May 20, 201[available at
strong brand image merchants Whoem a promotiona' offer http:{/WWW.SOCIalmedIaportal.Com/PressRelease/ZOlO/OS/Stu
featuring a large discount size will gain the maximum benefit from dy-FindsNealy-40-of-ConsumetL ike-Companieson-
information sharing among SNS users. As such, marketers of ~ Facebooko-ShowBrandAffiliation -to-Friends.aspix
weak brand image merchants should also consider other factors .
rather than only promotional discount siZeor example, as Maf kus, Hazel, 6 and Elissa Wurf (
individuals may hold more specific social identities, such as Co.n cept: A Social Panwahol ogi ca
fcausekbated identityo that ref]| &\feWqRsycnoosBs@\28%837-o¢ jdentificati
with a particular charity, donatieimased incentives (specifically Oyserman, Daph 2 0 0 9 ) , -Basdd detivaticn anyl

the relevant charity or identityongruene) might be more N
effective for weak brand merchants than promobased Consumer Boarhaho? ConsumenPsycholodh

1
I

. \ (3), 276279.
incentives.

Shang, RongAn, Yu-Chen Chen, and Hsuehing Liao (2006),
References AiThe Value of Participation in
Brewer, Marilynn B., and Wendi &&mdwdi ti egso & Nnintdhe@asgarchld Wprhity , o

Weodo? Levels of Collective | ded®#8y and Sel f

Re pr e s e njoumal of Barsenality and Social i .
Psychology71 (1), 8393. Tedeschi, James T. (1981mpression Management Theory and

Social Psychological ReseardlY: Academic Press.

Ellonen, Hann&Kaisa, Anssi Tarkiainen, and Olli Kuivalainen
(2010), AThe Effect of Website Usage and Virtual

73


http://www.socialmediaportal.com/PressRelease/2010/08/Study-Finds-Nearly-40-of-Consumer-Like-Companies-on-Facebook-to-Show-Brand-Affiliation-to-Friends.aspx
http://www.socialmediaportal.com/PressRelease/2010/08/Study-Finds-Nearly-40-of-Consumer-Like-Companies-on-Facebook-to-Show-Brand-Affiliation-to-Friends.aspx
http://www.socialmediaportal.com/PressRelease/2010/08/Study-Finds-Nearly-40-of-Consumer-Like-Companies-on-Facebook-to-Show-Brand-Affiliation-to-Friends.aspx

Summary Brief
ConsumelPerceptions Regarding Luxury and Aspirational

Brands:A CrossGeneational Investigation

Ruby Q. SaingUniversity of South Florida St. Petersburg
Philip J. TrocchiaUniversity of South Florida St. Petersburg
Michael G. LuckettUniversity ofSouth Florida St. Petersburg

There is limited research in marketing concerning the clearly establish whether consumers view these ¢aostructs

distinction between the ter mdistictlyulr addijiod, if condumefisahslg thesa two dmaraihg n
regards to brands, both conceptually and empirically. In this concepts differently, we seek to determine which brands are more
paper, we attempt to fill thigap by asking a sample of 452 likely to be cited as luxurgnd which seen as aspirationbm a
consumers to provide examples of brands that they consider to berossgenerational perspective, between Millensiand Baby
either luxury, aspirational, or both, which are then compared Boomers.
between two generational cohorts Baby Boomers and
Millennials. Our study indicates that both gaeations Research Questl
conceptualize and assess h_T nhth Pdt b\ngll ng a
di stinct construc.d ﬁ'hemrasenalrUO(nr emroumonaoeoowmg
provide strategic implications for marketers targeting the quury esearc quesglons areffoﬁered for mvestlget:tlon .
and aspirational goods sectors with new insights into b RIQl Isbt erg a dld eren_ce_bet\ivgen ‘év ,f‘t consumers consider
characteristics of current consumers and future markets. to be luxury brands and aspirational brands:
RQ2 Is there a difference in terms of how Baby Boomers

. and Millennials conceptualize luxury brands?

Introduction RQ3: Is there a difference in terms of how Baby Boomers
Luxury goods and luxury brands are widely used terms toand Millennials conceptualize aspirational brands?

represent categories of exclusive, high priced, often extravagant
goods and services. Luxury gocMi inally ter med ﬁconspi cuo

wasteo (Vebl en 1899), ar e meas r
functionalism, experientialism, and symbolic interactionism Surveys were dlstrrbutedt to undergratmstudents to ga{her

(Vickers and Renand 2003) and often possess elements of qualit uantitative _data_ m_enght sectlons_of busmes_s classes at a large
and prestigeA low ratio of functional utility to price and a high outhern university in return for quiz grade points. A to_tal of 487
ratio of intangible utility and symbolic value to price have been surveys were collected and analyzed. Invalid and incomplete

proposed to be a formula for luxury (Nueno and Quelch 1998). responses were eliminated, and stusleabd parents that fell

Vickers and Renand (2003) reason that luxury products have putside of the age range for the Millennial and Baby Boomer
upward sloping Engel curves; indicating that consumption of generatlons respectively were excluded from further analysis. The

luxury goods increasewith consumer income. Vigneron and final valid responses total 452, with 131 male and 140 female

Johnson (1999) argue that luxury brands are the highest level 0M|I|enn|als 77 male and 104 female Baby igers.

prestigious brands encompassing several physical and dMedlan l\:llllennlal agg gmt%ngt réasptondegts wast 22, Wh"i d
psychological values including perceived conspicuous value, median parent age was oth students and parents were aske
unique value, social value, hedonic valaed quality value. 'to describe a) brands they considered to be luxury and, b) brands

In contrast to luxury brands, which have been studied rather they considered to be aspirational. Shuare fests were
extensively in the scholarly literature, aspirational brands haveconductel to (iletgrtr)mnﬁ whether or not the dlffe”rencesfln the
received relatively sparse attention by the academic community]"’;nsz\{veéS grow deR %/t € two groups are statistically significant in
Morrison (2001) and Aspara and Tikkanen (2P0riefly refer to Q1, RQ2, and RQ3.
aspirational brands in the context of busiAEsbusiness
companies but do not define the teim.the consumer academic Results
literature, Wigley, Moore, and Birtwistle (2005) and Evans, Price, The top twenty brands cited as luxury by all of our
and Blahut (2005) refer to aspirational brart#, neither defines  respondents were compared with the top twenty braitdd as
the concept or places it within the context of other types of brandsaspirational. Because four brands did not overlap, 24 braeds
in order to understand where aspirational brands fit within theincluded in the analysisChi-square test results indicated that
universe of brandypes. The term has been used, however, by thirteen of these 24 brands showed significant differences in terms
marketers and has taken on meaning byseorers and appears to  of numbers of cites as either luxury or aspinati | brands
be a relatively common phrase in the English vernacular. 108.2; df = 23;p =.000). Three brand#éudi, Apple, and Range

Given the potentially overlapping definitions of luxury and Rover- were significantly more likely to be cited as aspirational
aspirational brands, one goal of this research effort is to moreprands rather than luxury brands among our respond@ats.
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brands- Cadillac, Coach, Gucci, Lexus, Low&iitton, Mercedes, Further, previous conceptualizations of luxury items included
Prada, Ralph Lauren, Rolex, and Rdfsycei were more likely fourteen categories(Dubois 1992), none of which were
to be cited as luxury than as aspirational. technologybased. Howeverpur results did find Appleto be

For RQ2 the top twenty brands cited as luxury by Baby significantly more likely to be cited as a luxury brand by
Boomers were compared with the top twenty brands cited asMillennials than by Baby Boomers, indicating technology as an
luxury by Millennals. Because three brands did not overlap, 23 emerging category to be included in thuury brand typology.
brands were included in this analysis. Of the 23 brands, severrurther, Apple was more likely to be cited as a luxury brand than
showed significant differences in terms of Millennial and Baby such stalwart luxury brands such as Tiffany, Prada, and Armani. A
Boomer designations as luxury brands. Results ofsGhare tests  more comprehensive study on luxury brands may be in order.
(6] = 4 722;% &.001)dndicated that five brands were
significantly more likely to be referred to as luxury brands by References

Millennials than by Baby Boomers at the .05 confidence level Aspara, Jaakko and Henrikki Kkanen (2007), AAdopt

Apple, Bentley, Gucci, Luis Vuitton, and Michael Kors. Corporate Branding by Managers: Case of a Nordic
Conversely, two brands wesggnificantly more likely to be cited Businessto-Business Compary.Joumnal of Brand

as luxury brands by Baby Boomers than by MillenniaBadillac
and Ritz Carlton. Managementl6 (1), 8691.

Additionally, the top twenty brands cited as aspirational by Uboi s Bernard (1992) AThe Mar k
Baby Boomers were compared with the top twenty brands referrecP ver s u s  Eurdpean Joernakof Markefg’27 (1), 35
to as aspational by Millennials. Because six brands did not a4 ' '

overlap, 26 brandsvere included in this analysi©Of the 26

brands, six showed significant differences in terms of Millennial Evans, DouglasV., Simani Price, and Steven BlaH@005)

and Baby Boomer designations as aspirational brands. Results of  geyaluating the TrutiBrandd Journalof Health

Chi-square tass ( 6] = 62.5; df =25 p:C&nQnQn)catidnfb,dlélgz"?‘t ed that five
brands were significantly more likely to be referred to as

aspirational brands by Millennials than by Baby Boomers at themMorrison, Dan (2001)iThe Six Biggest Pitfalls in 80-B

.05 confidence level. These brands were Apple, Armani, Audi, Brandingd The Business2Business Markete(7), 1-2.
Christian Louboutin, ath Michael Kors. On the other hand, only
one brand was more likely to be cited as aspirational by BabyNueno, Jose Luis and John A. Quel
Boomer than MillennialsTiffany. Mar ket i ng Basinest Hokzon$yNowDec), 61
68.
Discussion

. . Veblen, Thorstein (1899),he Theory of the Leisure Class: An

The concept of luxury brands is entrenched in our culture and Economic Study of Institutionew York, NY: Macmillan.

shaped by extensive marketing campaigns. rasipnal brands, on '

the other hand, seem to pertain more to personal ideals, goals, anfickers,Jonatlan S. and Fran Renand (2003), fThe

resourcesWe conceptualize aspirational brands as those that are Luxury Goods: An Exploratory StudyThree Conceptual
desired and for which consumers possess an intention to purchase pj me n s The Masketing Reviev@ (4), 45978.

upon reaching some goal or achievagositive change in status

and/or financial resource$his distinction appears to be supported Vigneron, Frankand Lester W. Johnson (199
in that 333 luxury brands were mentioned in our study, compared Conceptual Framework of Presti§eeking Consumer

to 548 aspirational brands, or 63 percent more. This lends B e h a vAcademy of Marketing Science Revig®/ (1), 1-
credence t o t he idead @&aut vih&it drandscacen s u1ger s 0

aspirational are more personal than their ideas about what brands

are luxury. Wigley, Sephen ChristopheMoore, and @eteBirtwistle (2009,

Overall, about tweg hi r ds of each i ndi MiiPd wadluect adeénBi &anedd Critical Su
brands were not crodisted as both luxury and aspirational. This Internationalzation of a Fashion Retailérinternational
indicates that consungrecognize these two constructs as distinct Journal of Retail andistribution ManagemenB83 (7), 531

and provides corroborating evidence that aspirational brands exist ~ 44.
in the minds of consumers and merit future academic inquiry.
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Summary Brief
Non-Native American Minority Reaction to Use of Native

American Iconography in Branding

Roland L. LeakNorth Carolina Agriculturaand Technical State University

In branding, there are many examples of corporate entities develop a heightened sense of personally felt ethnic discrimination
possessing ethnically stereotypical iconography at the center ofin their everyday lives they come to believe certain brands
logo design. Prominent examples of this phenomenon exist ifeveraging stereotypical Native American iconography are
sport mascot brandingwhere stereotypical Native American offensive. It is further proposed that this effect is mediated through
i magery is embedded in a hosta eehsetok @mciab priviege die., @ esnpanent & tperceitetd | e
of competition. While the use of these brands and correspondingolorblindness that measures beliefs that minorities have the same
imagery have been protested and challenged by Native Americaopportunities as Whites in the U.S.) where personally felt
groups based on claims ofert offensiveness, the literature has discrimination is inversely related to racial privilege.
not identified if norNative American groups also perceive these
brands as offensive. This research investigates which factorsMethod

induce norNative American minorities to perceive Native For this study data were collected inotseparate sessions
American mascots as offensive. riRaularly, this research y P :

identifies that a minorityos CURshe stcolqelon periog. 148 qsponderypatgd gy g\
lifetime may make them more apt to perceive offensive depiction ense of ramgl rpllleg_e U=.73/Nevi Ie_, ily, uran, Lee an
outside their ethnic group. rowne ZQQO, note higher scores on this scale |nd|.cate a belief that
racial privilege does not exist or a certain degree of
. colorblindness) and personally felt discriminatiod € .89;
Introduction Krieger, Smith, Naishdham, Hartman and Barbeau 2005he
Research focusing orestablished brands using Native presentation order for the measures was randomized between
American iconographyas demonstrated that suithageryruns subjects.
the risk of offending and otherwise negatively impacting members Two weeks after the first data collection period, 121 of the
of this minority group (Fryberg, Markus, Oyserman and Stone original 148 respondents completed the second data collection. Of
2008). Generally, controversy persists around the use ofthese, one respondent sieléntified as White and one identified
isteralod yMNad i ve Ameri can i ma gsear nprlJSicitizen.bBoth wedei exatuded fim anlalysis leaving
imagery is embedded in brands such as Land O Lakes butter antfl9 minority respondents, mostly African American (11d}jo
Nestl edbs Eski mo Pies. Thi s t vy wererandomlypresemead 3&tgam in@amesaahdslagos spahsg nt i 1
mascots for many sports teams (e.g., Atlanta Braves, Chicag@amut ofprofessional and college sporifteen of these names
Blackhawks,Clevelard Indians and Washington Redskin¥gt, and logos leveraged Native American connotations, seven with
after decades girotests andhallengedy members of the Native  artistic Native American characters. While viewing all of these
American community onthe use of these brand@.g. the logos individually, respondents were asked a 7point semantic
Blackhorse v. Prd-ootball, Inc. originally filed in 2006 and the differential scale (not at all offensive:extremely offensihew
Pro-Football, Inc. v. Harjooriginally filed in 1992) many of the offensive they perceived the name and logo to be collectively.
brands and corresponding iconography atd in use These Brandsweregrouped with use of exploratofgirect oblimin
brands and iconography are also aggressivééfended by  oblique rotationi factor with loadingsO .50 retained)and
management in organizations using the bramsishey generate confirmatory factor analysis wherehree factors emerged
revenues in excess of one billionlldes per yea(Hughey 2004; explaining 63.2®6 of the varianceOne factor contained eight
King 2002). It is important to emphasize these brands are team names linked to aimage of an ethnic character (seven
established brands embedded in the cultural lexicon. BrandNative American characters e.g., Washington Redskins,
managers developing new brands probably would attempt to avoicCleveland Indians, Chicago Blackhawksand a norNative
intentionally provoking controversy. American charactef Notre Dame Fipting Irish). The second
While the research on these brands has understandablfactor contained fiveteam names and imagerygsessing no
focused on Native Americans as the group directly impacted byNative American/ethnic characters or connotatig¢egy., West
these brands, there is also the potential for outgroups to see thedérginia Mountaineers, Vancouver Canuckd)he third factor
brands as controversial and offensive. This research is an attempmbntained six teams with both Native American and-Native
to understand whicHactors drive minorities seHdentifying as American names but no Native American characters (e.g. UTEP
nonNative American to view these brands as offensive. If Miners, Central Michigan Chippewas, William & Mary Tribe). All
properly targeted by Nati ve Aaw®rmrs ihadagoa,contelygens wlidify JAVE e>r.®). Howereo, r i t i
could potentially become a coalition intent on driving societal factors two and three lacked discriminant validity, and the third
rejection of brandedstereotypicalNative American depictions. factor was dropped because a model using the first two factors
This research proposes that renNative Americanminorities
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produ@d the best fit statistics?((64) = 116.05, p < .01; CFl = names but without an associated stereotyped character (e.g.,

.95, RMSEA = .08, SRMR = .06). William & Mary Tribe, Golden State Warriors, Central Michigan
Personally felt discrimination significantly predicted Chippewas). All of these braadave stylized text to serve as the
perceived offensiveness of brands containing an ethnic charactdos r and d6s i mager y. Even t hretaingh t hes

(b =.65; SE = .20; t (118) = 3.18, p < .0but it did not predict  factor in the analysis, post hoc analysis revealed these brands and
perceived offensiveness of logos possessing no Native Americamssociated imagery were generally viewed as not offensive.
connotation or characteb € .08; SE = .15; t (118) = .51, p > .61). Ultimately, controversy swounding brands utilizing Native
Further analysis was conducted with the ethnic character brands tdmerican iconography, at least outside of the Native American
understand any indirect effects community, may be mitigated if managers retire logos containing
Direct and indirect predictive relationships of perceived characters giving deference to some other less stereotypical
offensiveness were analyzed with a bootstrapping methodimagery.Further studies are plarshéo see if additional support
(Preacher and Hayes 2004). Personally felt discriminationfor hypothesized notions can be foufidally, future research
maintained a significant inverse relationship with the proposedshould also investigate how a majority group may come to see
mediator, percerd racial privilegef{f = -.43; SE = .10; t (118) = offense associated with ethnically stereotyped brands.
418, p < .01). As individuals perceive being discriminated
against, they view minorities as having fewer opportunities than
Whites. Felt discriminationfb(= .45; SE = .21;t (118) = 2.12, p < References
.04) and peceived racial privilegef(= -.46; SE = .18; t (118) =
2.53, p < .02) significantly predicted perceived offensiveness of
ethnic brand/character combinations when modeled together.
There was also a significant indirect effect of felt discrimination
prediding perceived offensiveness through racial privilege=(
.19; SE (bootstrap) = .09; 95% C.I. LL = .04, UL = .38). The

Fryberg, Stephanie A., Hazel Rose Markus, Daphna Oyserman

and Joseph M. Stone (2008), AOf
Princesses: The Psychological Consequences of American

I ndi an Basis anod ApplieddSocial Psycholo@®p

(3), 208218.

relationship  between felt discrimination and perceived Hugrhe); ??CZ@ '0 n( ZTOr 0a4d)e’maﬁfbwgi!(!dmgg]acctti Oonf ol

offepsiveness is shown to be partially mediated through racial Intellectual Property, Media and Entertainment Law Journal
privilege. 14 (2), 327367.

Discussion King, C. Richard (2002), fiDefensi

These findings identify a couple of important issues related to ~ Mascots, Aritl ndi ani sm and Educational
how ethnic minorities perceive their social surroundings. First is Similg 2 (1), N. Pag.
the suggestion that everyday felt discrimination makes minorities . . . .
less cgl%rblind. Conseqti/ent)lly, minorities seem toobeEx more Krieger, Nancy, K?V'“ Smith, Deepa Naishadham, Cathy Hartman
sensitized to instances tied to ethnicity that can be construed as 2" d EI Pz abeth M. Barbeau (2005)
offensive. Of note here is the notion that the identification of Discrimination: Val'd.'ty and Reliability ofaSeR_eport
of fensiveness i s not tied t o trﬁlgasu*;eéoa%i;’?og{?téolﬁeglc%]Recﬁe%horb]%_ai{sgwiar}‘di ty, r e
offensiveness perceptions center on themes &itpkar interest to ealso ience and Medicingl, 15 596.
an outgroup. A question raised by these findings is what factors1\le\/”|e Helen A, Roderick L. Lilly, Georgia Duran, Richard M
will drive minorities that perceive offensiveness tied to brands L ’e e a n d La V o n’n e Br o w’n e (2 O 00)

leveraging Native American characters to 1) voice their validation of the ColoBlind Racial Attitudes Sda

disapproval and/or 2) put forth an effort to skattthe offending N .

stimuli i s altered and subseq u(78CnotBI RyN®¥n%l %govu%S%IIng I]?syclaorlﬁgﬁ}ﬂél%, ?:gi etyods
collective consciousness. Subsequent studies are plansed tb '

these effects arielentifiable Preacher, Kristopher J. and Andre

This research has further implications for managers,
particularly those with brads that can be construed as offensive.
There were several brands presented with Native Amehiaaad

SAS procedures for estimating indirect effects in simple
mediation models.
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Summary Brief
A Perspective oRProgram Branding in an Education

|l nsti tuti on One Growing
Branding Its Programs

Gary L. SimonThe University of Tampa
Judith H. Washburrirhe University of Tampa

Un i

Like many private universities, The University of Tampa, a
mediumsized, growing privateuniversity, the brand policy
requires the institutional name and brand mark to be the primary
focal point of marketing communications, with speqifiogram

These are complex questions and definitive answers may be
elusive. However, exploring the rataiship between a primary
university brand and a program shitand will provide insight for
university administrators who must make important strategic

or unit identities as secondary. While positioning the institutional decisions that affect program viability and perceptions of the
brand as the dominant identity is a commonly accepted practiceinstitution as a whole. Because a prefiny literature search
among universities, establishing the connection between targetincovered little research focused on the relationship between

populations and the programs designed to serve tlienan
increasingly important branding goal. This study explores the
issues relevant to institutional sdtvanding in colleges and
universities. his is an earlystage investigation, withhe first
phase of the study focusiog twoof the Universityd programs,
one branded and one unbrandeld. addition to isolating key
considerations for program/unit branding, theompleted
manuscriptwill proposea protocol for effectively balancing the
master institutional brand and the identities of targeted programs
and operating units.

Introduction

The University of Tamparecently established strict rules of
identification and brand imaging.In this process, the
administration required some programs to abandon long
established and wetkcognized institutional sulbrands and
constrained branding initiatives for new programs targeting
specific constituencies with uniquely positioned revd existing
service offerings.While this approach is not uncommorhet
researchers6 intenti on indngéano
institutional brand with a
review of the branding literature, followed by a study of select
university programs- branded and unbranded.

From this point forward, the authors refer only to the
program, but sugge that this discussion is equally relevant for
separate academic units within a university community. Since the
literature on service industry sygoogram branding is sparse,

subsequent phases of this project will explore the subject in

context beyond Theniversity of Tampa.

Research Question

primary brands and stfirands for universities, and no reports on
best practices in the context of educational institutions, this study
will contribute to filling a literaure gap.

Two recent manuscriptdid study similar questions. Brewer
and Zhao (2010) explored the relationship between reputation and
brand awareness in a higher education context. They examined the
impact that a pathway approadhe. a college that hasna
established relationship with a university to serve wpdepared
students to bring their skills up to the university standards prior to
admission) had on the established reputation of a leading
university in AustraliaSpecifically, Brewer and Zhao csidered
how this relationship influence
perceptions about pathway initiatives by measuring preference,
brand awareness, opinion of college brand, and perceived
reputation.

Priporas and Kamenidou (2014ddressedhe importance of
UK business school sd brand
students choosing a graduate instituti@®y. exploring student
perceptions, they identified t
of recognition as tvyﬁo of tﬁhe most important consndﬁratlons b f"

bty Bkl
%o mhogum& cha3l h.ahgr eauxaﬁoﬂ Sicle. N(ﬁ;er? Lo

and Caravella (2012) introduced a new constructbrand
extension authenticity (BEA)The authors showed that BEA
measures perceptions of brand extendegitimacy and cultural
contiguity, dimensions that complement the widely accepted brand
Cextension measures of fit as similarity and fit as relevance.
Furthermore, Spiggle and colleagues identified four dimensions of
BEA that appear to relate directly taumiversity branding context:
maintaining brand standards and style, honoring brand heritage,
preserving brand essence, and avoiding brand exploitation.
Academic researchers have begun to pay more attention to

repu:

he

What should the relationship be between the university brandhow the structure of the brand name seleaed forand extension

(primary brand) and the program brand (awhnd)?If a program
brand increases the likelihood that stakeholders will view the
program positively, does &t positive perception translate into
favorable outcomes, such as higher enroliments,
community/alumni  support, and higher rates of program
completion?
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influences subsequent evaluations of the parent bfidr@results
have been mixed, but a recent study suggested thdiranting
(e.g. Quencher by Tropicana cola), as opposed to family branding

greatee.g. Tropicana cola), can mitigate @at brand dilution due to

differences in the way consumers process the information related
to the two brand exteim variations (Sood and Kell€2012).



Again, this study appears to fit well into the university context propositions. Pdicipants selselect into the designated programs,
since universities use standardizedruling protocols in an effort  so control groups composed of individuals who are eligible, but
to reduce denigration of the parent brand image. who have not enrolled in the programs, will be identified as
The authors propose that the brand extension literature insubjects. The university stores a wealth of quantitative secondary
general will offer a rich body of knowledge to help explain the data for b¢h the branded and unbranded programs being
brand extension implications for a university brand &s branded  examined, including GPA (for both incoming and outgoing
programs.The studies described above represent a shallow divestudents), gender, declared majorsiate vs. oubf-state primary
into the relevant literature at this point in this early stage, residency, enrollment patterns, and percent completing the
incomplete work As the study progressesiore brand extension  program. Qualitative informéon is expeted to be especially
literature will be reviewed to determine its possiapplication to revealingand will include structured interviews with program

a higher education context. participants, program administrators, univer$ityel branding
decisionmakers, and selected community leaders.
Research Objectives At the time this Summary Brief was prepardtk tesearchers

had enlisted graduate students to help conduct depth interviews

d focus groups witthe Universityd studentsThe objective of

'ese focus groups is investigative to guide decisions on survey
content and the need for additional qualitatitesearch. Other
exploratory efforts will include: 1) depth interviews with selected
Smembers of the Tampa Bay community who do not have ties with
The University of Tampa; 2) focus groups with select students
currently enrolled in a branded University prag; and 3) an
electronic focus group with adult, pditne students enrolled in a
nonbranded program. Empirical research will survey various
groups regarding their perceptions of branded versus unbranded
programs. These groups will include Tampa Bay aelege

Consistent with the identified studies, the present study
explores preferences, brand awareness, attitudes toward the bral
and perceived brand reputation among university constituents
Four research objectives will determine:

1. stakeholder attitudes toward a branded program versu

an unbranded program at The University of Tampa,

2. influence of the existing attitude held toward the
University on the attitude held toward the two programs
(branced and unbranded),

3. likelihood of positive outcomes in a branded program
versus an unbranded program, and

4. preferred brand architecture between a university brand

graduates and The University of T
and the program brand. The authors plan future research on this subject that will
.. .. expand the investigation to inclu
Initial PfOpOSItIOﬂS with branded and ubranded programs. Ultimately, the gdslto
Exploring the followingpreliminarypropositionswill address ~ develop a model that identifies the antecedents ofbsaid
the studyos objectives: loyalty that will result in positive program outcomes while

1. Stakeholders are likely to have a more positive attitudec o mp|l ementing the parent brand6s

towards a branded program.
2. Stakeholders who have a positive attitude towards theReferences
university will identify more closely with a branded
versus a noibranded progma with positive university
attitude being transferred to the specific program.
3. Students are more likely to enroll and stay enrolled in a
branded versus a nditanded program.

4. The university brand should dominate, but the program pyinoras, Constantinegasilios and Irene Kamenidou (2011),
identity should be distinate yet consistent with the

university brand. o N students towards UK universities, brand and brand
As the study unfolds, these initial propositions may alter r e put dournabohBrand Managemerit8, 2641 273.
somewhat based on exploratory research and additional literature '

college m reputation and brand awareness for its affiliated
uni ver si t ynteinationd yodrnako§ Edacational
ManagementVol. 24 No. 1, 347.

review. Sood, Sanjay and Kevin Lane Kel
Brand Name Structure on Brand Extension Evaluations and
Approach Par ent Br alodnalDiManketing Reseatch

The study examine$he Uhiversityof Tamp® s exper i e fHX 3731 382.
with brandirg strategyHaving altered its branding policy within
the last few years, this university presents an investigative
opportunity. A combination of qualitative and quantitative
research techniques will assess the assumptions set forth by the

Spiggle, Susan, Hang T. Nguyen and Mary Caravella (2012),
iMore than Fit: Branaun@aft ensi
Marketing ResearghXLIX, 967 983.
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Summary Brief
The Relationshifpetween Nutrition Claims across Products

and Firm Value: Simplicity or Sophistication?

Zixia SummerCaq West Texas A&M University

This research focuses on how the presence of nutrition claimssalue; however, this positive impact will be diminished after
on product packges affedt he f i r mé s niance. &n c iremdhingptieerinfleation point. While too little information on the
examined a model in which the average number of nutritonpr oduct s & p ac k ag immugfouhdedacdnslusipns o p | e
claims has an invertedhaped relationship with firm value. The (Ross and Creyer 1992), excessive information on the label is
average ratio of nutrition claims to all product claims has a distracting. When compared to too few claims or too many claims,
negative relationshipvith firm value and the variation of number firms that place an intermediate number of nutrition claims on
of claims across a product portfolio has astaped relationship  each product may achieve better perceivadcuracy and

with firm vdue. believability. Moreover, nutrition claims can make the product
less appealing, because consumers believe that unhealthy foods
Introduction are tastier than healthy ones (Raghunat®).

The effectiveness of nutritjon claims can be determined not

~ From the_fami]iar he?m ea It hty styhr_nb °~|”| an donlg thieir Sn8ofufe HumBe ,Fs si%t@d n the first hypothesis, but

horgani co clal ms 0 @ns, alllaew e reI%tivenrAtic? nutritn Faimé B glleptro uct claims,

essential aspects of the marketing of food and beverage productg. uch as fAfair tradeo Wemexps U blé [? t

According to the FDA surveyos oot ndniin 8riifion bmbHuimber ¢ BA
). more than hall of consumers in the United States oiten takgy o product claims per product has a negative relationship to a

the nutrition label into consideration when buyia product for firmés stock market value When t

the first time. . : :
. . - ) . large percentage of the total claims, their effectiveness may
b fWg'lne] tlr?effe?tl:nrng ofntrier]Jtrltlotnalinar:d healtt:: bsne:ns ;:Ia\l,cplsi ﬁecline, because labels overwhelmed by nutritiaints could
tyhoo a ua?u eisrtr:]o ues ? ce;’:\sle, € ieggneero VC reate a qorgfusiag message .and mi% make it hdifficult for fel
ese cla s actua y pro econ%/mer to'b8lEVE all %Sésgeﬂi(fngn Thé fabel. Aﬂcﬁtionéllyﬂ’,1 €
r

been examlned. Although prior L 1 C h .h as measul,f heI?nfﬁd1 nutfitB¥ Eidins leave insufficient space on the
perceptions and purchase intentions in reaction to package claim ackage for other important product information and mayeiase
there is a scarcity of research as to how the presence of nutritio onsumerso expectations tlessthe e

claims on package labels actually creates financial retumstolerantof gaps between nutritional promises

Nutrition claims are increagjty considered by investors as an andproductperformance

essenti al__ d_r iver _of a companyosyg Ilnglaﬁllc&&'lljctvgl i€t hiRrﬁg‘Da ifni rtrnc')es apr
of health and nutrition is now considered to be one of the top laims on the labels, while other products carry maofée
criteria_used by Investors to_assess t_he §gstalnablllty of fOOOﬁypothesize that the variance in the number of nutrition claims
manufacturers for the Dow Jes Sustainability Index (Patton forms a Us h ape d r e ationship . with the
2 O.Q 5). Nutrition claims no t 0 Jldasohs. ﬁir%t, a fifnt r]hust O\hel%omg ihd dB\?/n%ide'opiﬁ‘cr%a\(s@dt o
nutrition, but they are also used as a form of advertising. With label variety, such as complexity in management and diffica

V\?fde?pre?q theort_etlcal and emplr|calddlsscusslfrlzso()rggardéngt;h thef:oordinating resources (Koka and Prescott 2008) and then reap the
effects of innovation (e.g:Sorescu and Spanjo ) an € benefits when the diversity accumulation surpasses the thresholds.

impacts of advertising on firm value (Srinivasan et al. 2009), we Second, com aFies with a medium level of varianﬁn? in the number

Ehre | rl1 er\éietintn r\]/?itn nrt]:i udt\/ rrtiI ir: | ?nrr; niC I'[i il MS o nthtion? claim§ ?0} theflr p odutt rB(S)r’[?olio§ Blge lesd@ ' ket
ougn produc ovation and advertising communication. advantageous for both sides. This scenario would be more

The goal of this research is examine the link between the nfusigg.and more costly compared }o firms with a small

. . . (0]
use of nutrition claims and tJg B asT its."Flrthé&rindte, it Wolild Aof grdWige" © © -

will contribute to the literature by focusing on the nutrition claims enough variety in nutrition claims to meet the needs of all the

across multiple prod_ucts |n'grod_u_ced by a firm gnd exploring thelrmalrket segments compared to the firms that have a large variance.
impact on companyvide profitability, whereas prior research only

examined the effects of a single nutrition claim (Wansink and
Chandon 2006) or the effects of multiple nutrition claims on a Measurementsand Results

a?s

single product (Ford et al. 1996). We collected nutrition claims data from new product labels
from 41 U.S. companies in the food industry from 938 2007.
Hypotheses We used the markétased measurement of Tobds Q as th

. L dependent variable to investigate the influence of nutrition claims
We expect that the addition of nutriticclaims to package o P g et val ue F

. : fi 0 k k
label's has had a positive effggt Tan. &H¢ man @l aet G o bofd he K M
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average ratio of the number of nutrition aaito the total number FDA Consumer Heal t BunlenShovs Geens i on  (

of product claims, and the variance of the number of nutrition in FoodLabel Use, Health/Diet Awareneds, ( accessed
claims across the firmbs pr oduclwrary?23,018)[avdilableather factors that
influence the relationship between nutrition claims and firm value http://www.fda.gov/consumgr

are employed as control variablesslirding firm size, advertising
expenses and number of products. To analyze thedOdata, we Patton 2005

used the GMM estimation system h a incl udes OgSged Tobinds Q
to control for endogeneity and unobserved heterogeneity. Koka Ba|aJ' R andJohn £ Prescott( 2 0 ) AfDesigning
All three hypotheses are supported by tesults. First, our networks: The influence of network position, environmental

findings suggest that nutritionChamgdgens a&mth Sitncarteesdlistedon i ¢ fp P e
market value; however, overstating them can have a marginally ~ Management Journa9:639-661.

negative effect. We found that the optimal number of nutrition
claims is 4.7 per product. Additionally,amagers need to consider

eliminating unnecessary nutritional information, because our Hﬁo yer (2 OfO 6) . n The L(jghh £ a]! t Zy =
results suggest that nutrition claims have a greater impact on Effects on Taste Inferences, Enjoyment, an oice of Foo

increasing a firmds stock marképtr09H]?”[P%lOfwkgtiﬂgmt((ﬂcg)?/er)'3:7'81%45titute
Third, we found & curdiinear relationship between the variance of <055 Willam T. Jrand Eiizabeth H. Creyer (1992),"Making
! P Inferences About Missing Information: The Effects of

nutrition claims and firm performance, which suggests that ..
establishing a focused positio Emstmglnfom}atlo %o%rrbalyof C?n%up]er Re%e%rctg(rl))r oduct
nutritional features or a diversification stratethat appeals to

different market segments is better than an intermediate strategy. ggrescy Alina and Jelena Sparfjo2 0 0 8 ) il nnovati on
firm value and risk:insightsomc onsumer packaged

Raghunathan, Rajagopal, Rebecca W. Naylor, and Wayne D.
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Does CognitiorMattermore than Emotion in Creativity in
New Product Development withommunities ?

Stéphane &8gadg Research fellow, IAE AbenProvenceAix-Marseille Université
Virginie De Barniey Professor, IAE AixenProvence, CERGAM, AbMarseille Université

Companies increasingly tap into their customers' knowledgeare slightly different constructs. It is important to define both
to stay innovative. This activity is fostered by the influence ofconstructs.
social networks and technologies. To fully understand the factors In our opinion, the most convincing definition of-coeation
at stake in a companyos c r e astthewee dgliverecc byites and Il 12009):n"The capeatiert at i v e
qualitative study is performed with innovation experts. Results process with consumers stems from an active, creative and social
show that there are two underlying dimensions at stake in-a co collaboration between producers (retailers) and consumers (users)
creation process: a cognitive dimension and an emotional facilitated by the company.”
dimension. The cognitive aspects identified by experts include the  Creativity has been conceptualized in many differentsamay
design ofa web platform to facilitate creative engagement, an different fields: (1) as individual personality traits that facilitate
incentive policy and the skills of contributors. On the affective the gpoduction of new ideasHjrshman, 1980); (2) as the process
side, aspects such as the role of imagery, the role and expressioaf generating new ideag3) as the outcomes (products) of the

of emotionsempathy andreativity tools are mentioned. creative process (Burroughs and Mick, 2004); and (4) as
environments that are conducive to engaging new ideas and
Introducti on behavior (Amabile, 1996).

The purpose of this study is to assess how practitioners
nderstand the rol®f these different factors in the creative
ﬁrocess and to determine which of these factors are dominant and

The coecreation phenomenon is widely implemented in
companies' new product development process (NPD). Researc

has proven that the first stage of NPD, the "fuzzy femd", is - - - :
o . g which ones are subordinate for making managerial
one of the most critical stages (Hauser, Tellis and Griffin, 2006)'recommendations. We begin with a reviewtloé literature. We

Managershave to contend with two.maln issues. The first issue | i then des rit%e our meithodtolﬂggchpresent our ma}jor finc{ings
relates on the firmds capacity  tio &d,trac most crea ve cu

into their virtual community and incite them to participate in idea
generation contests. The second issue relates to inspiringd novei_. .
and useful ideas. Specifically, how do you motivate, interact with LIterature Review
and train people in the community to become more creative?CreatiVity as an Individual Process
Practitioners have established many different scenarios. Some  E.om the stream that analyzes consumer creativity as an
companies choose to have very little interaction with the ; qiidual process, we can distinguigvo main views: the
communiy, whereas others solicit and encourage comments by,ersonality trait view and the psycBodal view. The personality
community members. Managers give more or less informationaly it view assumes that consumers have stable, measurable
and technological support to participants in an idea competition ©0yergonality traits and that creativity depends on those traits. One
achieve better results. cher companies prefer to organize 'de@xample of this view is Hoffmann, Kopalle and Novak's (2010)
challenges mong their own employees o guarantee g4y on the scale @mergent Naturewhich posits that the best
confidentiality. In summary, there are many factors at stake withgnsumers to include in the NPD process are those who can
regard to generating creative ideas. _ . _ visualize how concepts might be further developed to match
~ Consequently, consumers are invited to actively participate inconsymer needs. (This scale outperformslibad Userand the
idea generation for new products by developing 'lffh?ﬁs and Innovativenesapproach, according to the authors)e Bmergent
evaluating those of their peers. These tasks are _faC|I|tate_d by ‘_NeRIature consumer has unique personality traits and information
tools that allow the user to transfer explicit and implicit ,,cessing abilities that include openness to new experiences and
knowledge (Fuller, 2010).Very little research focuses specifically jgeas;: the ability to synergistically apply both an experiential and
on cocreation in an innovation context, with theceptions of von  rational processing style: the ability to progesformation both
Hippel and Chesbrough. Research by von Hippel focuses oRgrpally and visually; a high level of creativity; and optimism.
identifying the personality traits of lead users (von Hippel, 1986), personality traits are not the only possible factors that influence
whereas the work of Chesbrough builds an "open innovation”.;nsumer creativity.
framework based on a o According to the psychsocial view, researchers postulate
systemic approach, where the awation process extends it individual consumer are information processors who are
beyond the company boundarie€hgsbrough,2003. These  jyauenced by their psychological, social, and other contextual
findings are relevant in terms of organizing innovation, but they 5ctors. The creative capacity of consumers is strongly related to
contribute very little insight to the topics of fostering creativity ihese factors. Cognitive complexifyositive affects, and intrinsic

and in_terac‘_[ion with commu_nities. @uoedion and creativity are  motivation (Amabile 1996) are examples of such factors.
sometimes incorrectly used interchangeably; however, these issues
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Creativity as a Collective Process werecollucted in the firmbébs office t
Creativity as a collective process is a key point to study comfortable. The interviews were conducted between March and

because cereation strongly depends on communities. Kozinets, July 2012 and lasted from 40 minutes to one hour and 10 minutes.

Hemetsberger and Schau (2008) claim that online communitieéjue_ to the high responsibility levels of the participants, we choose
enable the creation of more original ideas, allow for more efficientth® nf or mants based on the researc|

selection of the best ideas and solutions, and, in some casey Snowball sampling. It was critical for the participants to have
permit these ideas to be implemented more easily. participated in a careation project and/or to have launched such

Many studies have analyzed the process of how individuaIPrOje‘?tS- Therefore, 13 innovation management experts were
consumers devefo their knowledge and skills and how they nterviewed
contribute to a collective project. The creative task remains an
individual work, but it is transformed by the interaction between Flndlngs
the community and the contributor. This approach also examines  Two main themes have been identified: the design of the co
how individual consmers express themselvéwdividually and creation process and creativity.
collectively, their problersolving processes, their motivation to
share creative ideas, and the cultural meanings that consumers,
experience during such activities. Nevertheless, due to the
community dialogue, integting the consumer into the NPD
process is a complex task and is a process that should be clarifie
(Sawhney, Verona and Prandelli, 20@he way that companies
can collaborate with consumer is to organize an innovation
challenge or contesBfudreau, Leetera, and Lakhani, 2011).
This form of collaboration has gained notable acceptance amon%
consumers. An explanation advocated by scholarsugomer as
empowermentthe customer is involved in NPD in two basic
dimensions: customer empowerment dceate ideas for new
product designs and customer empowermersetectthe product
designs to be produced.

Many scholars have studied the motivations that drive
consumers to engage in creative activities (Fuller, 2010) and haV(i":i h
discovered to two main motivation tygeintrinsic and extrinsic. 9
Extrinsic motivations refer to partaking in an activity for its
instrumental value (e.g., monetary rewards), whereas intrinsi
motivations refer to pursuing an activity for its own sake (e.g.,
task enjoyment). The theory upon iain this distinction is based
has been conceptualized by Deci and Ryan (1985) and posits th
consumers have multiple, contradictory motivations. One
argument for this view is that a combination of both intrinsic and
extrinsic motivations drives individualto engage in collective
creative activities. A paradox noted by many researchers in
creativity literature states that extrinsic motivations have a
detrimental effect on intrinsic motivations, and thus creativity
(Amabile, 1996). Therefore, why is it thabmpanies that are
hoping to foster creativity offer monetary rewardsrfwst of their
innovation challengesPowever, the creativity process is still an
area where scholars generally have limited insights with regard t
the fiideal 0 Becheere2k) (Poetz an

esign of the CeCreation Process
Regarding thedesign of the cecreation process four
giﬁerent themes emerged: creative engagement,intbentive
policy, the design of theve b pl at f or m skitlsd cont
Regarding creative engagement interviewers mentioned the
difficulty in attracting users to their web platform.
We supposed that creativity wouldn't only come from
sionate userbut also from designers and engineers, and we
had to overcome thetk of interest in bicycles iorder to attract
these peoplgBtwin Lab)

They mentioned that one way to solve this problem was
through providing an enjoyable component to theciation
tasks.

We think that web surfers join the platform because the Rally
ter design is seen quite sexy and thecreative tasks are
enjoyable, playful and fun. We definitely need to propose new
Cprojects to maintain a high level of community engageitieral
Motors)
The incentive policy is a major issue for companies.

onetary rewards are largely used by firms, but with the risk of
affecting the spontaneity of the community's behavior.

Next week we are going to launch an internal competition in
a collabomtive mode. We are not giving a prize to the best idea at
the end. We hope that at the end we will obtain innovative ideas
based on the collaboti@n of the community membe(Beugeot)

Many ot her rewar ds sacialerewargsnt i o n e
(peerrecogn t i onk)nfio wl edge i mprovement 0.

In our workshops we hardly try to include the first andsin
active contributors on ouplatform. They meet the designers and
C;he engineers, which raises their setteem and corresponds to a
@ice reward for them(BTwin Lab)

The combination of extrinsic and intrinsic rewards seems to
. be at stake. Research shows that monetary rewards undermine
Methodology: SemiStructured Expert intrinsic motivation and thus reduce creativity (Amabile, 1996).

i We would have loved web users to devise new ideas based on
Interviews one anot her 6s dot nther pldtfarmn i esgpnomics

The objective of this research is to discover emerging themesprevented it. The comments were practically invis¢S€ER)

that are related to ecreation in an innovation context to assess
how practitioners understand the role of the different factors .

affecting the creativity process. Because of its exploratory aspect,Creat'V'ty_ o

we chose a qualitative approach to probe moredejth ~ Concerningcreativity, four themes emerged: the role of
information and to gain a belhagery emptpy empathyaapd) Greatyity waRegardngmi@ ni es o6
creativity generation. Thirteen innovation experts were selectedole ofimagery, some experts use images to boost creativity.

and nterviewed. The interviews took place in two main phases: ~ We organize visual creativity workshops, where we invite

first, participants were informed about the main rules of the Participants to draw their ideas on a paperboaf@abinet G.

interview, and second, participants were questioned abowt Mangin)

they decide upon and prepam@creation projects. The interviews
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Other experts invited participants to visispirational spaces  fun are emotions that were mentioned regularly in our interviews,
on web sites Were images and ideas were posted by thewhich is congruent with the literature and with flow state theory.
community manager. The role and expressiormébtionsis also Designing compelling cereation experiences is an important
an emerging theme, as experts find it difficult to assess thechallenge for community managers to motivate community
emotions felt by web users who rarely have the opportunity toengagement. One way to achieve this goal and to avoid boredom
express them. is to propose renewed challenges to the community each time.

What we arerying to do is to summarize our ideas or the

issues we wanted to solve (in a visual and emotional W&¥). Conclusion and Limitations

Microelectronics) . .

Empathy is another important factor regarding how . Que to |ts.eplorato.ry nature, this research has a number of
consumers could apply ideas. Consumers often express their ne%@"tat'ons’ W.h'Ch provides a platform for. the. undertalgmg of
to visualize the end user using the idea. urthe_r emp!rlcgl and theoretical researgh in this emerging area.

What we really seek in a community is firstly creaiigights The first Ilmltatlon concerns the Ia_ck_of time on the part of many
and secondly empathyehich is the ability to imagine the end user e_xpert_s, W.h'b resylted n n_e_duced |nS|gh_ts_ In SOME cases. Anqther
with your new comtbution. (E-Yeka) limitation is th_e |mpos_S|b|I|ty of organizing focgs_group_s Wlth

Finally, creativity tools are mentioned asn important experts from different fields QUe tp the confidentiality obligations
theme. Many tools belong to the engineering, world such asof most. of the managers interviewed. Moreovgr, most of the
"TRIZ" or "Concept/Knowledge" methods. These tools are used tocompanleswqu with consumers to gener.ate hew ideas, but many
find solutions to technical issues in product design. SomeOthelrs alsollnteract W'th. employeeg Wh'9h Impacts th? deglgn of
additonal classic tools such as “mind mapping® or the cacreation platform_ln terms of incentives and functlonal_ltlfes._
"brainstorming” sessions are also cited. One way to address tr_us drawback and to raise external vglldlty is

to interview experts with the same concerns (crowdsoutcing
. . . . co-creating with internal communities).
Discussion and Impllcatlons This study creates several avenues for future research. The

The cognitive aspects of careation have been largely first avenue relates the ideal reward combination that innovation
studied by authors such as Filler (2010), who have shown thatontests should propose. eputation rewards represent an
consumer motivatio determines the expectation of the virtual co unaddressed topic in management literature. To our knowledge,
creation design and that differently motivated consumers differvery few studies deal with reputation. Wasko and Faraj (2005)
with regard to personality. | detelminadethe WwealpfulnessFog dndwers t6 Iegalfquestidns Ibaged on
in our study that if the task is oriented to probisoiving, an interpretation of response meagss and found that the only
companies shdd interact with rewardiriven consumers; motive, desire for reputation, has a positive effect on quality.
however, if the task is more creative, intrinsically oriented Jeppesen and Frederiksen (2006) measured therepeltted
consumers are highly qualified due to their knowledgeable andinnovativeness of contributions and concluded that striving for
creative personalities. firm recognition increases the innovathess of contributions.

Another interesting cognitive aspect underlined in our study Finally, more theoretical findings are needed, especially to
is the key role of interactions. We argue that feedback valenceassess the issue of which consumer to integrate in the NPD (lead
(positive or negative) and origin (brand or peers) do not have thaisers, emergent nature, innovative). Further theoretical research
same impact on consumer motivation. Managers and Communityshould integrate other relevant theaati perspectives, such as
Managers should pay attention to avoid negative feedback and@¢onsumer behavior theories that address individual and/or social
should déete deleterious comment threads because encouragingdentity (Kozinets Hemetsberger, and SchaR008). Consumer
comments enhance creative engagement. engagement in virtual communities provides an important avenue

To conclude regarding the cognitive aspect of our findings, for research as it leads to empowermentptional bonding, trust
we must consider the paradoxical role of rewards. Most expertsand commitment (Brodie, Biljana and Hollebeek, 2011).
acknowledge the importance of monetaryaeds as being the
best driver for participation and creativity, but such rewards are References
not sufficient to motivate all community members, especially
those who are intrinsically motivated. Managers must pay
particular attention to other rewards such asmonetary rewards
(reputation, feedback, and tokens) if they want to motivate all
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person "feels more active, alert, concentrated, happy, satisfied antiCrowdsourcings aprocesghat involvesoutsourcingasks to a

creative, regafless of the task being performed” (distributed group of people. This mess can occur both online
(Csikszentmihalyi and LeFevre, 1989). Pleasure, enjoyment, ancynd offline (Howe, 2006)
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Summary Brief
The Role of Product Sustainability Disclosures in Promoting
More Socially Desirable Choices

Yoon-Na Chq VillanovaUniversity
Scot Burton University of Arkansas
Robin L. SosterUniversity of Arkansas

Despite an increase i n consuméavhendcomparédeto emditioris nn whick tha bréeeb | e
environmentally friendly products, a lirad number of studies disclosures are provided for the category (and consistent with
have examined effects of packdgesed disclosures of current retail environments), we predict that the provision of

sustainability levels for consumer packaged goods. To address  sustainability information for all brands within a category will

an

consumer s6 responses to sust ainfiuante productyevaldations dnd mpinechase $ntentions. Hensesvees s

effects of disclosure levels across multiple brands metnid expect a tweway interation between the presence (absence) of
outside of c o-lewllataesoftacceptancBrg o r sustanability disclosures for multiple brands in a category and the
experiments address the boundary conditions of effects of productbrandlevel sustainability ratings, as follows:

sustainabilityonconsum&® ev al uat i oWesoffea nd c h &l Retatve to a no disclosure control, the provision of a

implications for consumer welfare and policy, as well a lower (higher) level of sustainability through a package disclosure
manufacturers and retailers investigating sustainability labeling  willdecreaseicr ease) consumersd (a) pur
options. perceived quality.

We further examine the underlying information process
Introduction driving sustainability (dis)utility by incorporating perceived

; ) . . onsumer effectiveness (PCE), t
Without considerable actions by business, government, ancgfforts can make a difference in the environment (Efrel
consumers, there are dlrept and indirect negative copsequenceﬁagl) in product usage evaluations. In addition, we examined the
associated with nonsustainable consumptistluding issues

; ) potential seHenhancement that could arise in q@mvironmental
relate_d to_(_:ons_umer health and changes to biological sy. SMS  pehaviors (Luchs et al. 2010). Generally, individuals with high
sustainability life cycle analyses for prodsichre becoming

available, combined with concern about the environmentaIPCE behave sustainably because of their belief in the benefits to

. AU . . be gained from addressing environmental issuger( et al.
consequences, |ncreas_ed sustainability informationcigie to 1991). Conversely, individuals with low PCE are expected to rely
consumers is expected in the near future. '

Based th tal iation i tainability level more on peripheral cues to derive product evaluations. Hence,
b daset_ on tehac uab varlla 'lor:j.'f? sustaina ”ty tgv”es amongcompared to high PCE consumers, consumers with low PCE are
brand ~options, these br € diierences potentially: may =~ pqpe likely to be influenced by sustainability information and the
impact consumer choices at the retail shelf. Indeed, the provisio

of positive brad-level sustainability information at the poiof- ?:Ooxtegzofct:r? purchase (i.e., public vs. private). Further, given that

h | d i A S AKIB I a i _ | umers a| e.Ier. Iik_el to bglieve in the u liof
aierst (e il B e T
disjutlityi s defined as the differ epgr(,ceﬁ/ed Bffééti\yf‘;’*r?egsqeve?s ard Bxﬁe%téd td iﬁcregsé \?Ih%ngtﬂes

level of sustainability _(i.e., provided gxterrlally_at the sh_elf) and sustainability levels are very low or high (outside thé&ude of
categ_oryle_\_/el perceptions .Of sustainability - (i.e., an ".“e”‘?." acceptance) rather than moderate (within the latitude of
sustainability reference point), and suggest that this (dis)utility acceptance), enhancing the salience of information.

(negatively) po_sltlvely |nﬂuence$)rod'uct perceptions.Results H,: The effects of latitude of acceptance andhtemt are
from two experiments that address thgact of category level

disclosures and boundary conditions for effects of disclosed

A . levels are abay (below) the latitude of acceptance, consumers
sustainability levels on consumer evaluations are presented.

with low perceived effectiveness will report higher [lower] (a)
purchase intentions and (b) product performance in a public (vs.

Hypotheses private) context. The effects of latitude of acceptance and context
Drawing from assimilatiortontrast theory, sustability are Ies_s prr)ou_nced fothosewith high perceived effectiven_ess.
disclosures and their relationship to categemel reference Prior findings suggest that consumers often associate more

points should potentially influence consumer evaluations of sustainable products with reduced effectiveness and quality (Luchs
products if external information is assimilatdd these cases, et al. 2010). However, these studies have not considered the
consumer evaluations should increase (decrease) when highédatitude of judgmental continuum to determine when sustainability
(lower) brandbased sustainability levels (vésvis category  utility may emerge for products with strengttated attributes.
reference points) are disclosed, creating sustainability (dis)utility. Specifically, we predict that high (low) braselvel disclosures
that fall within the categoryevel latitude of acceptance yield
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sustainability (dis)utility, increasing (decreasing) producaligy product performance mediated the moderating effects on purchase
evaluations, which in turn increase (decrease) purchase intentiongntentions, supportingls.
Thus:

Hs: Product quality mediates effects of the moderatind Conclusions and Implications
direct influence of the disclosure on purchase intentions. . . .
Given that there are major retailers and manufacturers
.. . considering potential systems tdasdose product sustainability
Emplrlcal Studies levels on consumer packaging in the near future (Sustainability
The purpose of study 1 was to examife predictions Consortium 2013), the primary purpose thfs research was to
regarding the influence of sustainability disclosures on address effects of labeling factors on product evaluations across

consumerso6 product eval uat i o n differanhpdoduct lcadegocies.sOvall, Wosugydsthat disclostvreéss s t

was conducted in a retail laboratory setting where product used in the studies are capableenfucatingconsumers about the
options within a category were displayed on retail sheliés sustainability or lack of sustainability of product alternatives in
experimental study was a 3 (sustainability levels: low, moderate orthe retail setting and there are potential effects of the disclosure.
high) x 2 (provision of product category disclosure: absent These findings pndde important implications that should be
(control) or present) mixed experimental desi§ustainability of interest to researchers, retailers, CPG firms, and policy makers
levels (presented for multiple brands) were the withibjets interested in sustainability and disclosure options. From policy
factor and the provision of the disclosure was a betvsebjects and research perspectives, this paper highlights the potential
factor. Both the brand names and sustainability levels were rotatedmportance of therovision of sustainability disclosures that must
across detergents and dish soap brands be disclosed to achieve effects on evaluations. The implementation
Results from study bkupport H, and Hy,. Relative to the of effective sustainability labeling would givindividuals an
control condition, Wich provided no sustainability information opportunity to more easily behave in a {ststainable manner.
for any brands, the disclosure of sustainability levels across twoEffects atlhe consumer level, in turn, should encourage companies
product categories created sustainability utility, influencing bothto make changes to the supply chain process to improve
product evaluations and choices made in a retail storesustainability levels disclosed to consumers. Additionally, if
environment. companies comgl with sustainability principlesand use
Study? is concerned with product evaluations following the sustainability disclosuressimilar to those examined here
use of sanitizing wipes with different disclosed sustainability consumers will have a better understanding of the environmental
levels.The studywas a2 (brandlevel sustainability rating: low vs.  impact associated with their purchases. Given benefits to society
high) x 2 (latitude of judgment: within vs. outside) x 2 (context: from more sustainable consumer choices, information disclosures
private vs. public) mixed experimental design with perceived are a prime example ofnoving a step closer to mindful
consumer effectiveness as the measured factor. Sustainabilitgonsumptiorthat can have a loragrm impact on society.
ratings were a withisubjects factor, while the latitude of
judgment and context were betwesuwbjects factors. The brand
levels 1 andd were considered outside the latitude of judgment References
whereas 4 and 6 were within, based on a pilot test. The
sustainability levels were labeled on the lid of the sanitizing wipes.
For the context manipulation (cf. White and Peloza 2009),
participants were td that all of the responses will be completely
anonymous and confidential in the private condition. Thewag
mirror located in the lab was covered with dark fabric to make it
invisible to participants. In the public context condition,
participants weréold that all of the responses will be observed by
the experimenter behind the tway mirror.
Overall, findings suggest that when sustainability information 1, 3| e r 7 Richard (1985), AMent al
falls outside the categofgtitude of acceptance, selfihancement Ch o i Maeketiag Sciencet (Summer), 19214,
moderates whether the infoation is assimilated or contrasted.
However, the manner in which the information is processedThe Sustainability Consortium (20),3accessed August 1, 2012),
differed across PCE levels. When the tendency teesdifince is [available ahttp://www.sustainabilityconsortium.org
considered, low efficacious consumers evaluated high sustainable
sanitizing wipes more favorablyfConversely, highly efficacious White, K. anddhnP e | oz a ( 2benef@ Jersus OtBee | f
consumers are less influenced by the context, as their views on the  Benefit Marketing Appeals: Their Effectiveness in
environment and effectiveness of their actions drive their product GeneratingCh ar i t a b |Jeurn8l of Mprkeing 73 0
perceptions and purchase intentions. These results suppand (4), 109 124.
H,,. In addition, thebootstrap (n = 5,000) analysisdicated that

Ellen, Pam S Joshua LWiener, and Cathy CobWalgren

Motivating Environmentally Conscious Behaviodrdournal
of Public Policy and MarketinglO (2), 102117.

Luchs, Mchael Rebecca Naylor, Julie R. Irwin, and R

Journal of Marketing74 September), Ii&81.
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Summary Brief
Employing Numerical Appeals to Generate Affective
Response in Nonprofit Advertising

Kevin J. ShanahamMississippi State University
Christopher D. HopkinClemson University

R. Wixel Barnwel] Mississippi State University
Mary Anne RaymondClemson University

Number appeals are treated by the extétgrature as a audiences of personally relevant ad®. measure negative
cognitive procesdn this study, the authors test numerical appeals emotional response, the authors turned to the extant literature
and the effect on negative emotional response, believability of thénvolved nonprofit public service announcements. Shanahan and
ad, attitude toward the ad, perceived social responsibility of the Hopkins (200) discuss Protection Motivation Theory in anti
sponsor and intent to donate to thgonsor Results show that not  drunk driving PSAsNegative emotional response includes such
only do numerical appeals generate an emotional response, bumeasures as alarmed, worried, frightened and fearful; exactly the
they also improve donation intent to a ggocial change sponsor;  type of response to shocking numbers about amputations when

in this case the American Diabetes Association. presented to an obendividual.Given the following is posited:
H1: Negative emotinal response to the ad will beatest for
Introduction the obese group when numeric information is included in the ad

message.

H2: Believability of the ad will be greatest for the obese
Jproup when numetiinformation is included in the ad message.

H3: Overall attitude toward the ad will be greatest for the
obese group when numeric information is included in the ad
message.

H4: Perceived social responsibility of the sponsor will be
reatest for the obese%mp when numeric inK)rmation is included,
thégdrm%SSagé.n easing mericanso

H5: Intent to donate to the sponsor will be greatest for the
‘obese group when numeric information is included in the ad
message.

Public policy makers attempt to usesources in an efficient
manner to help the public (Lu 2013). From a public policy
perspective, obesity is a crisis demanding time, public funds an
placing an incredible stress on health care resouzespite the
dangers to health and associated rigceiving extensive media
coverage obesity continués be a serious health conceHighty
percent of health care costs are related to lifestyle choices wit
obesity amongst the worst off%
costs on average $1723 per iypar person (Stafford 2013pne
in four American adults, or 66 million people, is defined as obese
with one in ten suffering from Type 2 diabetes (Stafford 2013).
The purpose of this study is to test this ability of numerical
appeals to generate an erontl response in antibesity ads.

hea

Research Methodology

Protection Motivation Theory Procedure

Media saturation on unhealthy lifestyles, including obesity, The posited hypotheses wetested via a 2x2 between
primes obese people for awibesity ad appealsn other words, s_,ubject_s e_xperime_ntal design consi_sting of two main_ effects and
obese people are at some level aware their lifestyle is likely n five criterion varla_bles.The two |nd_ependent main effects
healthy. Thus, obese people have a personal relevance irpon5|sted_ of numerical versus nn_umerl_ca_l ad message cor_1tent
information about obesity, particularly when exposed to negative@nd obesity (obese/narbese)The five criteion variables studied
consequences associated with obesity such as developing Type '#€re negative emotional response to the advertlsgrr_u_ant, overall
diabetesThe argument for more elaboration by obese persons isttitude toward the ad, perceived social responsibility of the
strengthened by Protection Motivation Theory which suggests SPonsor, ad beliefs and intention to donate to the sponsor.
people protect themselves based on severity of a threat and the Data was collected on a convenience basisaviznsumer
probability of occurrence or vulnerability (Rogers 1975). Panel. Two separate survey instruments were created with
Mooreman and Matulich (1993) find that health motivation Qualtrics and distributed randomly to panel members vimzs!

positively influencesonsumer preventative health behavior. solicitation. This procedure resulted in a total of 287 usable
responses with 148 respondents for the numeric ad treatmeent an

. 139 for the nomumeric ad treatmenBased on the CFA results,
Varlables and HypOtheseS all indicators associated with each latent construct were retained

When using cognitive appeals, advertising raises awarenesgng all construct level measures proved both reliable and valid.
but does not induce fear anxiety (Singh, Prescott, GWalford,

Murphy and Wise 1994). However, Singh et al. (1994) did not
empby numerical claimsThe literature suggests otherwise for
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Hypothesis Testing'l' H1-H5 embraced.Looking at the relationship herein associated with

Hypotheses 5 were testetvia multivariate analysis of intention to donate, the neprofit is urged to use caution in
variance (MANOVA) tests, with ad treatment (numericalinon applying what is found hereirhile the obese group may have

numerical) and obesity (obesefrobese) serving as the overwhelmingly been more likely to donate, the 4poafit is

i cal main effect dth | ; i i dvised to consider if this group is their primary target when their
categorical main etfects and thé scale Score for negative emotion bjective is to raise fundShus, a clear cut objective for non
response, ad beliefs, overall ad attitude,rcpiwed social

S . ; A rofit ad campaigning is recommended such that the appropriate
responsibility of the sponsor and intention to donate serving as th{| paigning pprop

. esponse be forthcoming.
dependents. Each of the hypotheses posited that a response to the pFinaIIy, there weregno significant main or interaction effects

criterion variable will be greatest for the obese group (as opposeqjelative to perceived social responsibility of the spondwis

to the norobese group), when numeridaformation is included . finding would suggest that regardless of thatent utilized and/or

in th? at(_j.Supfpct)izt f(_)rt thes#e hypf?th;esebs tcan be ddlsce;ne:i V13he group who is targeted; degradation in positive affect associated
examination of the interaction effects between ad content and ... % o sponsor does not appear to materialize.

obesity.Noting the results presented in Table 2, hypotheses 1 an
4 are not supported as both interactadfects are not significant .
(fy=.063pO . 8OR=0409O (. 224 respect COACIUSIONS

This study has attempted to extend our knowledge and
Discussion understanding of how individuals respond to diffg nonprofit
ad content formatswith the utilization of numeric versus non
numeric ad formats across a sample of both obese andhese
individuals it was found that the use of nhumerical claims increases
ad believability, overall attitude and inteti to donatelt is
%oped that application of some of the lessons learned herein can
serve to stem the epidemic growth of diabetes and further relieve
She future pressure on an already overburdened healthcare system.

Currently, 25.8 million children and adults in the United
States, 8.3% of the population, have diabefesording to the
American Diabetes Associatipthe estimated total economic cost

from a previous estimate of $174 billion (in 2007 dollayer

the next 25 years, the cost of treating diabetes in the United Stat
is expected to tripleo $336 billion per year, including $171
billion in Medicare spending alone. This information highlights
the substantial burden that diabetes imposes on society and thReferences

implications for public policy. This study has attempted to Lu, St acy ( 24tit8Shorteriifespanm WhytSeess

possibly aid in helping tstem the growth of this epidemic by is Public Health Enemy Number O
gaining insights into effective print ad conteSpecifically, the April 3, 2013.http://www.huffingtonpost.com/stady/why-

role that numerical ad content usage and respondent obesity play stressis-public-heal_b_3005981.html

in affecting message outcomes including negative emotional

response, beliefs, overadttitudes, perceptions of sponsor social Mooreman, Christine and Erika Matulich (1993), "A Model of

responsibility and intention to donate to the sponsor (AM¥)at Consumer' Preventative Health Behaviors: The Role of
follows are the practical and t HeabhrMetivatienand HealhpAbilitydoarnal af Gogsureef t h e
findings. Researcl20 (September); 20828.
. . . . Rogers, R. W. (1975). A Protection Motivation Theory of Fear

Practical and Theoretical Impllcatlons Appeals and Attitude Chang&ournal of Psychology91, 93

The study hypothesized thaégative emotional response, ad 114.
believability, ad attitudes, social responsibility of the sponsor and
intention to donate to the ngurofit would be greatest for the Sc a mmo n, Debra (1977), dlnformati

obese segment when numerical information was including in the Journal of Consumer Researdi{December); 14855.

print advertisemen©Of the fve hypotheses, three were supported;

those being for ad believability, ad attitude and intention to Shanahan, Kevin J. ar¢hristopher D. Hopkin§ 200 7 ) , ATrut |
donate.These findings offer interesting insights for the +poofit Half Truths and Deception: An Exploratory Study on

that desires to make an impact on a potentially threatened target  Perceived Social Responsibility and Intent to Donate for

group. The ads charderized herein are all targeted at the obese Nonprofits Using Implicature, Truth and Duplicity in Print

group of individuals, thus, one may infer that the utilization of Ad v e r t Josnal ofghdvertisingdé (2); 3348.

numerical statistics with the ad message do well to reach this

group. Given the significance of ad believability, it is likely that Singh, Baldev M., Jeremy J.W. Prescott, Roland Guy, Simon

such an adutilizing numerical claims, could have a significant Walford, Moira Murphy and Peter H. Wi¢el 994 ) , AEf f e

impact in augmenting potentially destructive behavidtsis Advertising on Awareness of Symptoms of Diabetes Among |

further interesting to note that the target group had the highest the General Public: The British Diabetic Assetcia o n St udy ,

overall attitude toward the ad, this is encouraging to thepmofit BMJ 308 (March); 63536.

in that potentially threating information was not viewed negatively . . .

by the target group but rather, appears to have been somewhat! @ f ford, Diane (2013), fAObesity
Ri s e, Study Finds, 0 Kansas City
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Summary Brief
Consumer Ethics of AdolescenBBo Religiosity, Materialism,

Love of Money and Parenting Style Matter?

Laura A. Flurry Louisiana Tech University
Krist Swimberghe, University of Texas at Tyler

Adolescents represent a lucrative marketing segment.adolescent consumers (Rawwas and Singhapakdi 19983.
American youth are shopm and spending in record numbers. research explores five factors likely to aid in the understanding of
Perhaps due to this, they have been characterized as the moseen ethical beliefs: religiosity, materialism, love of money,
materialistic generation in history. It has yet to be examined parental style and ag&he hypothesized relationigls of these
whether this growing materialismnd love for money has any factors to the five dimensions of consumer ethical beliefs are
effect on their consumer ethics. &mswer to a call to examine shown in Table 1.
explanatory factors of consumer ethics, this reseasc@mines the
effects of family religiosity, youth materialism, love of money andTable 1 Hypothesized Direction of Relationships
family parenting style on adol escent Acive/ c Rassiseti rPeestionet No ¢ s .Do Fi ndi I

indicate that age, materiafic values, a love of money, and llegal* Harm* _ Good**
parenting style all aid in expVWg¢ning adol escentsd MSonsWsner et
Religiosity
. Extrinsic n/s n/s n/s n/s +
Introduction Religiosity
Adolescents are a growing and increasingly important Youth + + + + -
consumer segmenin the United States there are about 25.6 Materialism
million teens whose disdienary spending topped 208.7 billion in  Adolescent n/s + + + n/s
2012 (www.marketingcharts.com Not surprisingly, American Love of Money
* : ! Authoritarian - - - - +

youth are richer and more money conscious than ever béfdse.  parenting Style
unknown whether this growing love of monayd materialism has  Authoritative

- - - - +
a detrimental e f f e c t Thusnthere ésean sParentingdStyls u me r et hics.

need to better understand what factors contribute to ethical (andéPermissive + + + + -
unethical) teen consumer behavior. This study attempts to addreg3arenting Style

that need by examiningve key factorsl i kel y t o afdleseHAds eensa - - n/s n/s

consumer ethicsmaterialism, love of money, parenting style, *+ Adolescents with greater level be less likely to view unethical
religiosity, and age behaviors as wrongAdolescents with greater level will be more likely to

view unethical behavior as wrong
**+Adolescents with greater level will perceive good behaviors as not

Consumer EthiCS wrong or desable;-Adolescents with greater level will perceive good
Consumer ethics represent P§hgyigsasyepgorundesirable . i ncjpjes and

standards that guide behavior of individuals or groups as they

obtain,use,md di spose of goods and Methﬂdel@gy (Muncy and Vitell

1992, p.298). In the literature, consumer ethical beliefs are Research Design, Data Collection and Sample

represented as a five factor structueetively benefiting from The research design was a creestional survey with

illegal activities, passively benefiting from illegal activities, random samplingThe survey population was defined garent

actively beefiting from deceptive practices, no harm/no faoll 5 qgjescent (aged 118) pairs selected from a nationwide online
doing good Research with #se factorbias shown that the degree anel. Two hundred fifty pairs were analyzed for this study
to which consumers consider a behavior to be ethical is depende§h=500) resulting in a 14% response rate.

on whether the consumer was actively engaged in the sai
behavior (versus passive participant), whether the action waﬁvI
illegal, and whether there was any harm dtméhe other party easures . . )

(.e., the seller). Consumers actively benefiing from illegal  'he dependent variables for analysis were the five
activities were perceived to be the most unethical, whereasdimensions of consuen ethical belief{Vitell et al. (200%. The

consumers engaged in deceptive practices were thought to be lessh d ependent vari ables were the :
unethical than passively benefiting from illégectivities. These ~ (Goldberg et al. 2003)love of money(Tang 2006) religiosity

findings indicate that actively engaging in illegal activities is (Worthington et al.2003, and parental stylgCarlson and

clearly perceived as wrong, whereas passive participation ofGrossbart 1988).

engaging in actions not deemed legally prohibited were not

thought to be as wrongcant research has expldréhe ethics of
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Results
Results of the fivenultiple regression analyses are shown in

Table 2.
Table 2.Regression Analyses

b t-value Sign.
Active/ lllegal
Constant 8.785 .000
Adolescent Age -.194 -3.588 .000
Youth Materialism .368 6.229 .000
Importance of Money -.044 -.705 .482
Intrinsic Religiosity -.058 -.625 .532
Extrinsic Religiosity -.040 -.444 .657
Authoritarian Parenting -.210 -3.194 .002
AuthoritativeParenting  -.107 -1.675 .095
Permissive Parenting -.054 -.833 .406
R? .310 F-value 13.511
Adjusted R .287 Significance .000
Passive
Constant 11.187 .000
Adolescent Age -121 -2.409 .017
Youth Materialism .047 .864 .388
Importance of Money .178 3.035 .003
Intrinsic Religiosity -.179 -2.082 .038
Extrinsic Religiosity -.169 -2.017 .045
Authoritarian Parenting -.131 -2.141 .033
Authoritative Parenting -.474 -7.981 .000
Permissive Parenting .105 1.750 .081
R? 404 F-value 20.445
Adjusted B .385 Significance .000
Questionable
Constant 13.077 .000
Adolescent Age -.152 -3.062 .002
Youth Materialism .126 2.335 .020
Importance of Money -.010 -.181 .856
Intrinsic Religiosity -.169 -1.991 .048
Extrinsic Religiosity -.247 -2.984 .003
AuthoritarianParenting  -.204 -3.368 .001
Authoritative Parenting  -.454 -7.728 .000
Permissive Parenting .080 1.351 .178
R? 419 F-value 21.728
Adjusted B .400 Significance .000
No Harm
Constant 10.890 .000
Adolescent Age -.106 -2.055 .041
Youth Materialism .079 1.391 .165
Importance of Money -.042 -.696 487
Intrinsic Religiosity .099 1.119 .264
Extrinsic Religiosity 121 1.404 .162
Authoritarian Parenting -.113 -1.791 .075
Authoritative Parenting -.436 -7.124 .000
Permissive Parenting .020 .329 .743
R? .367 F-value 17.452
Adjusted R .346 Significance .000
Doing Good
Constant 3.013 .003
Adolescent Age -.021 -.410 .682
Youth Materialism .143 2.570 .010
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Importance of Money .459 7.750 .000
Intrinsic Religiosity -.028 -.324 .746
Extrinsic Religiosity .016 .192 .848
Authoritarian Parenting  .051 .823 412
Authoritative Parenting  .020 .324 .746
Permissive Parenting -.203 -3.357 .001
R? 391 F-value 19.318
Adjusted B .370 Significance .000

Al five dimensions of adol esc
significant models, with adjustec? Ralues ranging from 29% to
40%.
Discussion

The findings of this research identify several variables which

ar e

significant

determ

i nafrst,s of a

age is an important determining factdiounger consumers tend
to see unethidabehaviors as less wrongds they mature,

consumer s

begin

to

acknowl edge t

actively and passively benefiting from unethical behavidms.
addition, age brings an awareness of those behaviors which should
be considered unethic&lyt which may not cause harm.

Materialism and
det er mi

nants o

love of money are also significant
f a d ol Instlusestudys 6 c

on

materialistic youth were more likely to be accepting of illegal and
questionable behaviors and were also momyliko recognize the

expected

fi r i g hitniay be that ddolescegts witb o d .

high selfesteem are more likely to recognize unethical behaviors

as wrong, but this has yet to be explordlso tends to suggest

that materialistic adolescents mayrhere susceptible to engaging

in unethical behaviors when they have low ssfeem. This

certainly suggests an interesting avenue for future research.
Those adolescents with a higher love of money were more

likely to consider passively benefiting from tiieal behaviors to

be less wrong and to acknowledge the good in societally

acceptable behaviorsThus, while they may recognize those

behavi

or s

whi ch

ar e fir

ight o, ado

consider it necessary for happiness are more willing to take
advantage of opportunities to financially gain (e.g., incorrect bill,
too much change) and may then be more likely to condone
unethical behaviors which enable material gain.

Findings herein further indicate that religious values and

beliefs are only instr me nt al in

affecti

ng ado

of questionable and passive behavidfkese are the behaviors

t hat
ethical

represent
behaviors.This would

t he i mi
indicate that all

ddl e groun
adolescents,

regardless of their levelsf religiosity, may recognize the wrong
in illegal activities, whereas only those adolescents with exposure
to a religious upbringing also make the distinction of the wrong in
unethical, but legal activities.
Fourth, the findings of this research indic#itat parenting
style is an important consideration in explaining adolescent
consumer ethics (i.e., standardized beta weigt@jldren of
more restrictive parents were more likely to recognize the wrong
inherent in unethical behaviors. Future researabulshconsider
other aspects of socialization which may have profound impacts

on t

he

devel opment

of
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SummaryBrief
| Quit: The Influence of Graphic Picture Warnings on

Consumer Evaluations of Tobacco Brands

Cassandra Davji#Jniversity of Arkansas

Research examining graphic pictorial warnings suggests thatproducts. This transmission of a healthy attribute (i.e., organic
picture graphicness linearly affects smoking cessation outcomesobacco) to assumptions that an unhealthy or standard product is
and thatthis relationship is meditated by evoked fear (Kees 2010).h eal t hy i s de e nefd etche&® famaa bhtahs hbael
The negative affective reaction engendered by graphic pictureaffect consumer perceptions of high calorie fast food meals
warnings, then, should transfer to the brand (Mitchell and Olson (Wansink and Chandon 2006). | predict, then, that the advertising
1981) and prompt negative consumer evaluations of the brandtheme enacted by a tobacco brand (organic versus nonorganic)
Thus, gnilar to smoking cessation outcomes, evoked fear shouldwill moderate the mediating effect of evoked fear on the
mediate the relationship between graphic pictorial warnings and relationslip between graphic pictorial warnings and consumer

consumer evaluations of a tobacco brand. brand evaluations.
Results of a 2 (graphic pictorial present or absent) x 2
Introduction (tobacco advertisement: organic versus flavor) experiment

suggests that the relationship between graphic pictorial warnings

Tobacco use 1S t_he_ number one cause of preventable death Bndbrand attitudes is mediated through fear and that this effect is
the United Statt_as,la:mlng more Ilvgs_ every year than AIDS! neutralized when cigarettes are advertised as organic.
alcohol, car accidents, murders, suicides, illegal drugs and fires

combined (Tobaccéree Kids 2010). Despite millions of dollars
spent on antitobacco campaigns as well as legislation to reduclReferences

tobacco advertisingral promotion, cigarette usage in the United Bauer, Hans H., Daniel Heinrich, and Daniela B. Schéafer (2013),

States has remained relatively stable for both adults and high fiThe Effects of Organic label s
school students for the last decade. Graphic picture warnings, Label s: Mor e Hy pJeurndlbf8usin€Ss1 bst anc
warnings that depict the health consequences of smoking in a  Research66, 103543.

pictorial and textual marer, have been approved by congress and

are currently being drafted by the Food and Drug Administration Kees, Jeremy, Scot Burtpd. Craig Andrews, and John

for use on cigarette packaging and advertising with limited regard ~ Kozup(2010), "Understanding how Graphic Pictorial

to how these warnings may impact tobacco manufacturers. Warnings Work on Cigarette Packagingdurnal of Rublic

Research examining graphietorial warnings suggests that Policy & Marketing 29 (Fall), 26576.
picture graphicness linearly affects smoking cessation outcomes
and that this relationship is meditated by evoked fear (Kees 2010)Mitchell, Andrew A. and Jerry C. Olson (1981), "Are Product
The negative affective reaction engendered by graphic picture Attribute I_3eI|efs the Only Medlato_r of Advertising Effects on
warnings, then, should transfe the brand (Mitchell and Olson Brand Attitude?Journal of Marketing Research8
1981) and prompt negative consumer evaluations of the brand.  (August), 31832.

Thus, similar to smoking cessation outcomes, evoked fear shoulq_
mediate the relationship between graphic pictorial warnings and
consumer evaluations of a tobadarand.

Organic labeling has been shown to positively affect
consumer perceptions of product healthfulness and safety for foo
products (cite). | suggest that a similar occurrence may exist for
cigarette products. That is, consumers will perceive organic
tobacco cigarettes to béealthier than nonorganic cigarette

obacceFree Kids2 010 ) , AfA Broken Promise
The 1998 State Tobacco Settlement 12

a’ears Later, o0 A Report on the St a
Settlement Dollars, (accessed October 11, 2012), [available at
http://www.tobaccofreekids.org/content/what_we_ddést
cal_issues/settlement/FY2011/StateSettlementReport_FY201
1_web.pdf]
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Corporate Associations and Consumer Product Evaludtions
A Comparison between Valwreating CSR and Conventional
CSR

Xiaoye ChenNorth Central College
Rong HuangShanghai University of Finance and Economics
Laurette DubeMcGill University

This study shows that CSR image (i.e., consumer judgments Table 1 CSR Adiivities Categorization

on the moral aspect ohé company), can spill over to product CSR Categories CSR Practices Descr iption
attributes evalwuations, including fApr Ciatr@iclCSR | N Arovay danct-rebipste N € S S 0 an
Aproduct social responsibilitycovetiogfSRch, in t UFREPYHFEIL s ates
purchase willingnessive explicitly show that this direct effect of Promotional CSR Designed to leverage marketing

the CSR image on pereed product innovativeness is only Seia Alliance E;On’;ﬁi:’n’}i:;f;‘f"ﬁ:nww
restrict edr etaot i M\ya |l QuSeR 0 , and not to the convent decdpithardsraegegoals

CSR.It confirms our theorization that firms have the potential 10 Valuecreating CSR 5 e creatng CsR Creating social value through

improve their corporate brand and in turn their product daily opaationsof the

evaluations by putting a strongeemphasis on the social compary & value chain system
responsibility components of their image, and placing this at the

core of their strategic agenda. Method

. The research design includesas hundred and sevenfgur

Introduction undergraduate students were randomly assigned to 8 conditions of

In line with the recent suggestiommade byleading thinkers 2 (corporate competence: high vs. low¥ 4 (CSR type:
in strategic management (e.g., Aaker, 2004; Porter and éram philanthropic CSR, promotional CSR, social alliances, and value
2011) this paperexamine the possibility that firms improve their  chainCSR]).
corporaé brand and in turn its product evaluations by putting a Participants were informed in the cover page of the
stronger emphasis on the social responsibility components of theijuestionnaire, that we were interested in their opinions of a
image, and placing this at the core of their stratemjenda.  convenience food compadythe Golden Circle, and its newly
Specifically, we stug two categories of CSR endeavors that are introduced healthy product brarithey were told that an impartial
widely practiced by-CeanLgRad ciadudrial tdnsulbing agérd prévieled all the information that they
Conventional CSR. were about to read, and that they should read it carefully.

The termrié¥aliong CSRO is used miarssetdl yon tPog t €d mpaily6s st atus
Kramer 6s (2006; 20 14rneans ofereating a fcdrperate abifity aSs&cRtiod) was providbikxt, participants reh
fishar edln thia tega@ 0CSR programs are undertaken to a paragraph describing a social challenge the company is facing
expand the total pool of economic and social value (Porter antjue to its business operatiofiollowing this, the four different
Kramer 2011), and thus to create tangible and intangible customeCSR types embedded in the same cause context were presented.
and stakeholder value (Peloza and Shaagl). In comparison At last, the respondents were asked to provide theand
with Value-creating CSR, ar€onventional CSRwhich includes  evauations and then the corporate level evaluative. assessed
the more frequent CSR practices such as philanthrofiR all measured variables on seygoint scale measures anchored by
(Austin 2000)and promotional CSKPirsch et al2007).With the one and seven, with one for fistr
ultimate goal of increasing publicity and/or encaging the istrongly agreeo.
purchase oproducts, these practices are often seen by consumers
as being peripheral and exploitative (Dean, 2002; Rifon et aI.,Findin S
2004), whilebeingrelatively limited in producing any significant g . .
social benefits (Pirsch et al., 2007). We implemented multiple group _path asd (Hayduk_,

We provide evidence in this paper to show that, due to the 1987) to testwhether the_ overall basell_ne model wo_u_ld dlffer
different nature of the two above mentioned CSR categories, theyvnen the model was applied to Valoeeating CSR conditions in
will generate differential consumer responses when it comes tgomparison with the other two Conventional CSR (i.e.,

consumer product evaluations. Table 1 summarizes the two CSfRhilanthropic and promotional CSR) conditionén overall
categories. baseine model was first established (&guare=37.86, df=10,

P.<.001; BBNF=.968; BBNNFI=.932; CFI=.988; RMSEA=.110).
The overall group was then divided into Conventional CSR
(n=116) and Valuereating CSR (n=116)

94












































































































































































































































































































































































































































































































































































































