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Preface

The Academy of Marketing Science was founded in 1971, held its first annual conference in 1977, and has grown and prospered ever since. The relevancy of the
academy’s mission and activities to our chosen target market of the marketing professoriate has been a key factor in attracting the discipline’s best and brightest from
all over the world.
The revised Articles of Association of the Academy, approved by the Board of
Governors in the spring of 1984 and by the general membership in the fall of that
year, define the mission of the academy as follows:
1. Provide leadership in exploring the normative boundaries of marketing while
simultaneously seeking new ways of bringing theory and practice into practicable conjunction.
2. Further the science of marketing throughout the world by promoting the conduct of research and the dissemination of research results.
3. Provide a forum for the study and improvement of marketing as an economic,
ethical, social, and political force and process.
4. Furnish, as appropriate and available, material and other resources for the solution of marketing problems, which confront particular firms and industries, on
the one hand, and the society at large on the other.
5. Provide publishing media and facilities for fellows of the academy and reviewer
assistance on the fellow’s scholarly activities.
6. Sponsor one or more annual conferences to enable the fellows of the academy
to present research results, to learn by listening to other presentations and
through interaction with other fellows and guests, to avail themselves of the
placement process, to conduct discussion with book editors, and to exchange
other relevant information.
7. Assist fellows in the better utilization of their professional marketing talents
through redirection, reassignment, and relocation.
8. Provide educator fellows with insights and suck resources as may be available
to aid them in the development of improved teaching methods, materials,
devices, and directions.
xix
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9. Seek means for establishing student scholarships and professional university
chairs in the field of marketing.
10. Offer fellows of the academy status to business and institutional executives and
organizations.
11. Modify the academy’s purpose and direction as the influence of time and appropriate constructive forces may dictate.
Lille, France
Glassboro, NJ, USA

Patricia Rossi
Nina Krey
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Investigation of the Donation Attitude-
Behaviour Gap to Celebrity-Endorsed
Charitable Campaigns: An Abstract
Parichehr Riahi Pour

Abstract The average amount donated to charities has been declining in the recent
years in the UK as the pool of donors is decreasing (Chatzidakis et al. 2016). Yet,
regardless of the expenses for launching celebrity-endorsed campaigns, charities
are increasingly relying on celebrities to promote their causes (Einolf et al. 2013;
Littler 2015; Panic et al. 2016). Research about celebrity endorsement in the context
of charity campaigns has remained sparse (Keel and Nataraajan 2012; Harris and
Ruth 2015; Panic et al. 2016). A pertinent question, therefore, is the role of celebrity
endorsers on shaping individuals’ donation intentions and behaviour to charities.
Attitudes to donate are widespread in the UK but higher than donation behaviour,
as approximately half of individuals with pro-charitable donation attitudes do not
donate any money to a charity in a month (Dobbs et al. 2011). This demonstrates
that attitudes are not definite proxies for donation behaviour, suggesting that a
change in research focus is required.
Conducted and content analysed 17 semi-structured interviews as recommended
by Miles and Huberman (1994), this paper introduces new theoretical self-regulatory
(Sniehotta et al. 2009) and self-identity congruence (Choi and Rifon 2012) constructs to adapt the theory of planned behaviour (Ajzen and Madden 1986) for
understanding the role of celebrity endorsement in reinforcing donation behaviours
and intentions. Data were collected until reaching saturation when no new information has emerged (Creswell 2007). Snowball sampling was chosen. The study
sought diversity in participants’ profiles, essential for tapping into the intricateness
of donation attitude-behaviour gap.
The managerial implication is to investigate under what conditions celebrity
endorsement is reaping returns for the charities. This insight is crucial for the charities depending on a shrinking pool of donors yet deploying celebrity-endorsed
campaigns despite their expenses. This research is currently been developing upon
adopting a mixed-methods approach and undertaking questionnaires.
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Developing and Validating Internet
Compulsive Buying Tendency Measurement
Scales
Hui-Ling Huang and Yue-Yang Chen

Abstract In recent years, for the rapid development of technology, many innovative goods and services have been introduced into marketplaces. Furthermore, the
desire of individual has also been brought into the way beyond control. Thus, compulsive buying has become a critical issue for scholars and practitioners. Meanwhile,
the Internet also serves as an enabler for online compulsive buying intention and
behavior for its ease of use, timeless, and avoiding interaction with others. Therefore,
we try to develop assessing Internet compulsive buying tendency (ICBT) scale to
measure an online consumer’s compulsive buying tendency effectively. According
to the scale development procedure, confirmatory factor analysis (CFA) is employed
to analyze the initial 31 items. After purification of the items, finally, a revision
containing 18 items for measuring Internet compulsive buying is generated. The
measurement scale contains four constructs, namely, tendency to spend, feelings
about shopping and spending, dysfunctional spending, and post-purchase guilt. In
practice, retailers may pay more intentions to these factors in evaluating consumers’
value of online shopping dumping, and these factors also make it easier to predict
consumer tendency toward Internet compulsive shopping.
Keywords Compulsive buying • Internet compulsive buying tendency • Scale
development • Online consumer

This study was funded by the Taiwan Ministry of Science and Technology under project number
MOST106-2914-I-309-001-A1 and MOST105-2410-H-214-007.
H.-L. Huang
Chang Jung Christian University, Tainan City, Taiwan
e-mail: ling@mail.cjcu.edu.tw
Y.-Y. Chen (*)
I-Shou University, Kaohsiung City, Taiwan
e-mail: ray@isu.edu.tw
© Springer International Publishing AG 2018
P. Rossi, N. Krey (eds.), Marketing Transformation: Marketing Practice in an
Ever Changing World, Developments in Marketing Science: Proceedings of the
Academy of Marketing Science, https://doi.org/10.1007/978-3-319-68750-6_2

3

4

H.-L. Huang and Y.-Y. Chen

Introduction
As Internet technology matures and as a result of the unique openness of such technology, related activities in business, education, and life represent another development arena that crosses time and space. For general for-profit enterprises and
institutions, in addition to using this effective tool for the development of a virtual
pathway that is distinct from the traditional methods of transaction to meet consumer demand and thus achieve profit-based operational performance (Chen et al.
2002; Wu et al. 2013), there are service providers that provide many services on the
Internet. Such services offer the public an additional alternative to traditional consumption and activities. Because the Internet provides an unlimited opportunity to
purchase, consumers can shop at will without contacting others and at any time and
location.
Meanwhile, in today’s world, people are under a substantial amount of pressure.
Thus, increasingly more individuals are reducing life pressure and temporarily
relieving physical and mental stress through the seemingly normal behavior of buying items. This pursuit of instant gratification and dysfunctional compulsive buying
has become increasingly common (McElroy et al. 1994). Thus, Internet shopping is
favored by many consumers. The characteristics of the Internet retail environment
have made the Internet the largest stimulator of compulsive buying behavior (Vicdan
and Sun 2008). With the increasing convenience of online shopping and the temptations of the industry’s promotional activities, impulsive (Bressolles et al. 2007;
Rook and Fisher 1995), compulsive (Faber and O’Guinn 1992), and addictive
(Krych 1989) buyers have converged in the Internet environment, forming a group
of potential online shoppers with no self-control (Kukar-Kinney et al. 2009; LaRose
and Eastin 2002). Therefore, the convenience of the online shopping environment
has produced many negative effects. For example, because of the greater flexibility
of online shopping, consumers are more likely to make dysfunctional purchases,
spend excessively, and waste resources (Hassay and Smith 1996; Lee and Park
2008). A substantial amount of evidence has indicated that compulsive Internet buyers are already common among the public in this era of the Internet economy (Black
et al. 2000; Greenfield 1999).
So far, there are abundant empirical studies on compulsive buying to grasp the
social conditions in the context of physical channels (e.g., d’Astous et al. 1990;
Faber and O’Guinn 1992; Hassay and Smith 1996; O’Guinn and Faber 1989), but
did not provide clear measurements on the Internet buying environment. It will
encounter problems in replicating and validating their findings in virtual online buying settings, especially in the measurement scale of Internet compulsive buying
tendency, resulting in the research gap on this issue. Thus, online marketers and
sociologists need a more concise and applicable instrument that permits to measure
Internet compulsive buying tendency in explaining of the abnormal, negative consumer behavior tendency to clearly identify the personal traits of Internet compulsive buyers. Thus, the main objectives of this present research are to define the
concept of Internet compulsive buying tendency and to develop and validate a
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r eliable instrument to capture its various facets. We will start by discussing previous
literature about Internet compulsive buying and how it relates to the conceptualization and measurement of the Internet compulsive buying tendency. We then describe
the research methodology that was employed to develop these constructs. Finally,
the research results are then presented, and we conclude with a discussion of the
implications for both research and practice.

Literature Review
Compulsive Buying
The issue of compulsive buying had been discussed in the early 1900s by psychiatrists. Kraepelin (1915) and Bleuler (1924) were the first to propose the concept of
compulsive buying. They named this phenomenon as buying mania or oniomania,
which is a pathological and reactive impulse. Compulsive buying includes excessive
buying and dysfunctional buying behavior (Faber et al. 1987). Faber and O’Guinn
(1988) defined compulsive buying as chronic, repetitive purchasing behavior that
arises from the needs of an individual to reduce his or her anxiety or stress and will
result in negative events and feelings. Compulsive buyers experience brief, positive
feelings after buying. However, the ensuing, negative impact is profound because
most compulsive buyers share an important characteristic: they lack purchasing
control and are susceptible to repetitive buying, which results in negative financial,
interpersonal, and emotional issues (d’Astous et al. 1990; Faber and O’Guinn 1992).
Because compulsive buyers pursue the temporary pleasure of the purchasing process, not the items themselves, they reduce their anxiety and stress and strengthen a
sense of self-realization through the continuous, repetitive purchasing of items that
they do not need. From the financial perspective, the dysfunctional spending behavior without regard for financial conditions can result in problems, such as credit card
loans, bankruptcy, and family difficulties. From the psychological perspective, with
each purchase, the resulting satisfaction becomes increasingly brief. Thus, depressive symptoms, such as anxiety and stress, become increasingly serious. In addition,
the persuasion of family and friends is often ineffective, which coupled with disputes results in more serious psychological disease or dysfunctional behavior
(Elliott 1994).

Internet Compulsive Buying
The emergence of the Internet has changed the way consumers purchase goods and
services (Alba et al. 1997; Fioravanti et al. 2013; Grewal et al. 2004). Because of its
convenience and the development of the Internet, an increasing number of
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consumers prefer online shopping. This is because not only the consumer can go
shopping at home, but also the shopping activities are convenient and fast. In addition, consumers can browse the features of tens of millions of items and enjoy the
pleasure of shopping with a simple click. As a result, the online shopping market is
flourishing, and annual sales are rapidly increasing. Consumers are not interested in
the technology per se but in how the Internet can enhance their shopping experience
and help them make better purchasing decisions (O’Cass and Fenech 2003; So et al.
2005). With the popularity of online shopping, compulsive (Faber and O’Guinn
1992) and addictive (Krych 1989) buyers may become potential consumers in the
Internet environment (LaRose and Eastin 2002).
The convenience of the Internet has also resulted in certain negative impacts on
consumers (e.g., dysfunctional consumer behavior). By definition, when consumers
shop online, the resulting excessive consumer behavior is Internet compulsive buying (Kukar-Kinney et al. 2009; LaRose and Eastin 2002). Compulsive buyers tend
to use the Internet or a television home shopping channel alone at night for shopping
(Lee et al. 2000) to prevent others from discovering their dysfunctional purchase
behavior via online shopping and to avoid subjecting themselves to the views and
words of others (LaRose 2001). Therefore, in such a free and unfettered cyberspace,
consumers who shop to improve their feelings or reduce psychological pressure
previously are prone to more Internet compulsive buying intention and behavior.
Moreover, the diverse items available on the Internet and the speed with which one
can expect to receive purchased items have caused an increasing number of consumers to rely on online shopping. When escalated and dysfunctional, such shopping may evolve into addiction. LaRose and Eastin (2002) noted that as a result of
media influence and the change in consumer shopping patterns, different types of
abnormal consumption behavior are appearing in the Internet environment.
Additionally, Greenfield (1999) noted that because compulsive buyers seek a private opportunity for shopping without the influence of others, the percentage of
compulsive buyers would be higher in the online shopping environment than in
traditional (offline) stores.
Online shopping can support the compulsive buyer avoid the views and admonitions of others and provide instant gratification. However, as the characteristic of a
compulsive buyer, soon after purchase, the buyers experience feelings such as loss
and anxiety. In the long term, the dependence on online shopping for compulsive
buyers will become aggravated and result in financial and other problems. Ultimately,
they must be treated with medication to overcome the financial and personal problems caused by excessive purchases.
Many researchers have conducted studies on compulsive buying at traditional
physical store while developing measurement scales and investigating the cause-
effect relationship. However, there are few studies on Internet compulsive buying,
and the scales that measure Internet compulsive buying tendency remain scarce. We
believe that Internet buying has already resulted in a substantial number of problems. However, there is no consistent, stable scale to measure the characteristics of
Internet compulsive buying tendency. Thus, it is important and necessary to develop
a scale for Internet compulsive buying tendency empirically.
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Research Methodology
Operational Definition and the Measures for Each Construct
This present study defined Internet compulsive buying tendency as the “degree to
which an individual is likely to make a chronic, repetitive Internet shopping behavior that arises from the needs to reduce his or her anxiety or stress and will result in
negative events and feelings.” According to O’Guinn and Faber (1989), compulsive
buying behavior is habitual, dysfunctional, repetitive purchase and is the main
response mechanism to negative events and negative emotions, which will ultimately harm the compulsive buyers or others (Faber et al. 1987; LaRose and Eastin
2002). Compared with the average consumer, compulsive buyers have low self-
esteem who often fantasize, are prone to depression, have high anxiety, and desire
interpersonal relationships and a higher sense of identity. They do not experience
the desire to own a particular item (Faber 1992; O’Guinn and Faber 1989) and a lack
of impulse control over buying (Ridgway et al. 2008). Compulsive buyers are often
in a negative emotional state, and their mood will temporarily improve through the
process of buying. However, they feel symptoms such as guilt, shame, and depression and will hide or return the purchased item or present it as a gift (Faber and
O’Guinn 1988; Hassay and Smith 1996). In the long term, compulsive buyers are
subject to considerable torment from negative emotions. Therefore, the measurement scale must incorporate the characteristics of obsessive-compulsive (e.g., “I
often buy items that I do not need”) and impulse control disorders (e.g., “I am often
impulsive in my buying behavior”) that researchers claimed (Ridgway et al. 2008).
The scale developed by Valence et al. (1988) aimed to measure the degree of
compulsive buying behavior and included three sub-constructs: tendency to spend,
reaction, and post-purchase guilt. The authors believed that these three sub-
constructs could measure the tendency to spend of the general respondent. After
that, Faber and O’Guinn (1992) developed a single construct to measure compulsive
buying behavior. These authors believed that the seven items included in the single
construct could be used to identify extreme compulsive buyers. Later, based on the
results of the previously noted two studies, Edwards (1993) developed measurement
indicators that consisted of the following five constructs: spending tendency, spending motive, feelings regarding shopping and spending, dysfunctional spending, and
post-purchase guilt. According to the literature review, this study followed Valence
et al. (1988), Faber and O’Guinn (1992), and Edwards (1993), and after the compilation and summarization of these studies, the construct “Internet compulsive buying tendency” was proposed and divided into four key sub-constructs, namely,
tendency to spend, feelings regarding shopping and spending, dysfunctional spending, and post-purchase guilt. It was anticipated that these four elements could be
used to clearly measure the Internet compulsive buying tendency. We hoped to
investigate and develop indicators with which to measure the characteristics and
attributes of Internet compulsive buyers and to develop an understanding of this
group.
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In this study, a 7-point Likert scale was used, anchored from “strongly disagree”
to “strongly agree” ranging from 1 to 7 points, respectively. A higher score corresponded to a stronger tendency for that property. The measurement items for each
construct are listed in the Appendix along with the reference(s), respectively.

Sampling and Classification of Internet Compulsive Buyers
The subjects of this study were consumers who had shopping experience online,
especially the ones who have high level of compulsive buying tendency. Convenience
sampling and snowball sampling were used to distribute the questionnaires. First,
the questionnaire was created through an online survey questionnaire website. Then,
an invitation of participating with the link to this survey was distributed through
e-mail, personal blogs, and the auction sites to friends and colleagues. Afterward,
they were asked to pass on to others in a snowball manner. To increase the return
rate of valid questionnaires, we provided a gift to the subjects who completed the
questionnaire. After eliminating incomplete questionnaires and questionnaires
returned by consumers without online shopping experience, a total of 1070 questionnaires were collected.
Compulsive buying tendency was measured by a seven-item instrument, the
clinical screener developed by Faber and O’Guinn (1992). Respondents were classified as “compulsive buyers” if a cutoff score of two standard deviations is beyond
the mean value of the measure. The reason of taking this group as the underlying
Internet compulsive buyers is that they possessed of similar characteristics with
offline compulsive buyers and the strong probability as Internet compulsive buyers
(Kukar-Kinney et al. 2009). Finally, 260 samples exhibited the characteristics of
compulsive buying tendency.

Data Analysis and Results
Descriptive Statistics
The characteristics of compulsive buying were identified after the testing using the
measurement formula proposed in Faber and O’Guinn (1992). The data from the
compulsive buying samples indicated that there were more females (86.92%) than
males (13.08%). Forty percent of these samples were aged 19–22 years and were
students (46.92%). In addition, the majority (33.08%) was employed in the services
industry. On average, the respondents had a bachelor’s degree (64.62%), followed
by a junior college degree (15.77%). The average online shopping expenditure in
the previous month was $215.67 (SD = $295.92).
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Measurement Model and Analysis of Reliability and Validity
According to Bagozzi and Yi (1988) and Fornell and Larcker (1981), a perfect measurement model for research must fit three types of reliability: (1) individual item
reliability (IRR) (it should be as large as possible), (2) reliability for the composite
of measurements of a latent variable (it should exceed 0.6), and (3) the average variance extracted (AVE) from a set of measurements of a latent variable (it should
exceed 0.5). Furthermore, the value of AVE can also be used to discern convergent
validity (Fornell and Larcker 1981; Hair et al. 2006). However, before these tests,
CFA must be employed first to confirm the explained power for each indicator with
their latent variable, respectively. Table 1 illustrates the values for each statistics.
The important step in scale validation is to assess the strength of measurement
between the items and associated constructs. In the estimated model, items that
demonstrate cross load, poor loadings, and poor reliability were dropped and the
model reestimated. This was done to ensure that data are a good fit with the
Table 1 Scale properties for the measurement model
Construct
Tendency to spend

Item

Mean SD

TS2
TS3
TS4
TS5
TS7
TS9
TS10
TS11

5.64
5.50
5.83
5.44
4.67
5.35
4.96
4.83

0.95
0.99
1.00
1.19
1.10
1.09
1.17
1.37

5.45
5.66
5.77

1.08
0.99
0.92

5.20
4.35
5.10

0.93
1.10
1.05

4.43
4.07
4.79
5.03

1.24
1.37
1.28
1.26

Feelings regarding shopping
and spending
FS1
FS2
FS3
Dysfunctional spending
DS2
DS3
DS4
Post-purchase guilt
PG1
PG3
PG4
PG5

Standardized
loadings1
0.86
0.76
0.72
0.77
0.83
0.75
0.77
0.74
0.76
0.90
0.84
0.94
0.88
0.71
0.73
0.72
0.88
0.69
0.71
0.71
0.92
0.90

All item loadings are significant at p < 0.05 level
Individual item reliability (IIR) = (Standardized loadings)2
3
Composite reliability (CR) = (ΣLi)2/((ΣLi)2 + ΣVar(Ei))
4
Average variance extracted (AVE) = ΣLi2/(ΣLi2 + ΣVar(Ei))
1
2

IIR2
0.74
0.58
0.52
0.59
0.69
0.56
0.59
0.55
0.58
0.81
0.71
0.88
0.77
0.50
0.53
0.52
0.77
0.48
0.50
0.50
0.85
0.81

CR3
0.92

AVE4
0.58

0.92

0.79

0.82

0.61

0.89

0.67
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 easurement. We used the value of 0.5 as the threshold for factor loading assessm
ment (Hair et al. 2006). Furthermore, in accordance with previous literature, the
most commonly used fit indices and guidelines for SEM were (1) χ2/d.f. (<5 is
preferred), (2) adjusted goodness-of-fit index (AGFI, greater than 0.80 is desirable),
(3) comparative fit index (CFI, greater than 0.90 is desirable), (4) normed fit index
(NFI, greater than 0.90 is desirable), (5) non-normed fit index (NNFI, greater than
0.90 is desirable), and (6) standardized root mean square residual (SRMSR, less
than 0.08 is desirable) (Bagozzi and Yi 1988; Jöreskog and Sörbom 1989).
Consequently, the items of TS1, TS6, TS8, TS12-16, FS4, DS1, PG2, PG6, and PG7
were excluded from the subsequent analyses because of their poor loadings. After
the items were excluded, CFA was retest. The result indicated that the factor loading
of all of the items was greater than 0.5. Additionally, the fit indices imply that the
dimensions are a good fit for the observed covariances among the item measures
(χ2/d.f. = 3.62, p < 001; AGFI = 0.88; CFI = 0.91; NFI = 0.92; NNFI = 0.94;
SRMSR = 0.047).
In IRR analysis, the reliability of each item was used to assess the significance of
observed variables on a latent variable and the factor loading. Hair et al. (2006) suggested an IIR value greater than 0.5 could be regarded as significant, which was
equivalent to a certain level of reliability. As we can see in Table 1, the individual
item reliability in this study was between 0.52 and 0.94, demonstrating a good reliability. In addition, composite reliability aims to measure the consistency between
all of the indicators of one latent construct. The higher the composite reliability was,
the higher the level of internal consistency of the indicator and the more powerful
the measurement of construct validity of potential variables. Bagozzi and Yi (1988)
suggested that composite reliability should be greater than 0.6. In this study, the
composite reliability of the various constructs ranged from 0.82 to 0.92, which was
in line with the recommended threshold value, suggesting that the latent variables of
this study had internal consistency.
Finally, discriminant validity was assessed by the variance extracted test proposed by Fornell and Larcker (1981). AVE can calculate the explanatory power of
the average variance of various observed variables of one latent variable, and the
results could be used to determine the validity of potential variables. The validity
could be divided into convergent validity and discriminant validity, whereby the
higher the AVE of convergent validity to the latent variable was, the higher the convergent validity was. The threshold of AVE value must be greater than 0.5 (Fornell
and Larcker 1981). As shown in Table 2, all of the AVE values for each construct
were greater than 0.5. Thus, the convergent validity for each construct is confirmed.
Furthermore, discriminant validity was compared and determined using AVE and
the squared values of the correlation coefficients of pairwise variables. The criterion
was that the AVE value should be greater than the squared values of the correlation
coefficients (Fornell and Larcker 1981). As shown in Table 2, the diagonal was the
AVE value, and the non-diagonal was the square value of the correlation coefficient,
showing that the criterion is met, which suggests that the scale also had good discriminant validity.
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Table 2 AVE and the squared value of correlation coefficients
Construct
1. Tendency to spend
2. Feelings regarding shopping and spending
3. Dysfunctional spending
4. Post-purchase guilt

1
0.58
0.41
0.40
0.28

2

3

4

0.79
0.19
0.35

0.61
0.15

0.67

Note: The diagonal is the AVE value, and the non-diagonal is the square value of the correlation
coefficient

Conclusion and Recommendation
Conclusion
According to Manolis and Roberts (2008), a valid scale of compulsive buying
enables researchers to more accurately: (1) estimate the incidence of compulsive
buying and whether there is an increasing trend of this behavior, (2) identify the
affected groups, and (3) identify the causes and consequences of compulsive buying. Thus, a well-developed measurement scale is beneficial for current theory of
consumer behavior and the related fields. In the past, a substantial number of studies
investigated compulsive buying. However, currently there is no accurate scale for
measuring Internet compulsive buying tendency. Therefore, the main objective of
this study was to develop a scale for Internet compulsive buying and to use this scale
to analyze the characteristics of consumers with Internet compulsive buying
intention.
The primary contribution of this study is the development of a scale for Internet
compulsive buying tendency. We referred to the scales developed by related research
(e.g., Valence et al. 1988; Faber and O’Guinn 1992; Edwards 1993) and screened
the items to first develop an original scale that consisted of 31 items. Then, following the scale development process, we collected data, conducted statistical analysis,
and tested the data using CFA for testing the reliability and validity of each construct. The results indicated a certain level of reliability of all of the reliability indicators (internal consistency, IIR, CR, AVE). After certain items were excluded, we
obtained the final scale, which consisted of 18 items. These items were grouped into
four subscales: tendency to spend, feelings regarding shopping and spending, dysfunctional spending, and post-purchase guilt.
According to the measurement items we proposed, researchers and marketers
can adopt adequate marketing strategy to touch their customers, such as exploiting
and analyzing the consumption patterns of consumers with buying tendency, and
improve shopping services to get more customers. On the other side, consumers can
use the results of this present study to determine if they suffer from excessive
consumption behavior or to avoid becoming a compulsive buyer, thus preventing
damage to financial, emotional, and interpersonal relationships.
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Practical Implications
Generally speaking, the goal of business is to maximize profit. To achieve this goal,
a business can plan marketing to exploit the characteristics of compulsive online
shoppers. The competition in the online shopping market has been fierce, and the
changes in the browsing and ordering methods preferred by the consumer, consumer trends, and buying patterns have been dynamic. Thus, for marketing planners, it is imperative to understand how to exploit the consumer’s shopping
psychology and to understand purchase trends. A good research tool enables marketers to collect data on consumer behavior and psychology and then to investigate
the influencing factors through statistical analysis. Such an instrument enables marketing planners to effectively target consumers with compulsive buying tendency
and behavior. Therefore, it is highly important to have a consistent, stable measurement scale to echo with this requirement. The results of the reliability and validity
tests indicated that the scale has good quality in its fitness to the context of Internet
compulsive buying. Therefore, if marketers use this scale to gain insight into the
preferences of consumers with compulsive buying tendency, the hit rate of consumers with compulsive buying tendency will be improved.

Theoretical Implications
The scale for Internet compulsive buying tendency developed in this study integrated related literature to form its theoretical background. We used quantitative
methods to test samples with Internet compulsive buying tendency. The results indicated that the scale developed in this study has good reliability and validity.
During the analysis stage, we conducted various reliability and validity analyses
and remedied the construct validity to improve the scale’s accuracy. The exclusion
of poor loading items and the decrease in the scale’s total number of items not only
enabled the items to cover important underlying constructs but also help shorten the
time required to complete the questionnaire. Theoretically, this study was based on
the scale for compulsive buying in traditional stores. The measurement items from
key studies in this area were added and integrated to develop a scale that consisted
of the following four constructs: tendency to spend, feelings regarding shopping and
spending, dysfunctional spending, and post-purchase guilt. The statistical analysis
of reliability and validity of the overall scale indicated that the results for most items
were significant, which suggested that the scale has reached a certain level of reliability and validity and has a considerable level of measuring accuracy.
This scale can be used for additional in-depth analysis in future research on
Internet compulsive buying and can serve as a basis for social psychologists in their
research on and observation of the characteristics of compulsive buying symptom.
Additionally, the scale can be used to understand the compulsive buying and to
develop methods to correct this abnormal behavior. Since through our literature
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review, it indicated that research on this question is not comprehensive. Thus, we
hope that this present study is the initiative, and the results of this study can make a
contribution to the academic community.

 esearch Limitations and Recommendations for Future
R
Research
The development of a scale is an expansionary process, and adequate results must
be obtained before a construct can be accepted. This study focused on the development of a scale for Internet compulsive buying tendency. Consumers should evaluate their personal consumption patterns and changes with regard to their Internet
buying behavior over time rather than during the short period required to complete
the questionnaire. Therefore, we recommend that future research may conduct long-
term observations and examinations. In addition, we recommend that in addition to
investigating the impact of compulsive buying on compulsive buyers, future research
may also investigate the causes and effects of Internet compulsive buying and the
impact of Internet compulsive buying on the overall consumption patterns.

Appendix
Tendency to spend (Source: Edwards 1993; Valence et al. 1988)
TS1.
TS2.
TS3.
TS4.
TS5.
TS6.
TS7.
TS8.
TS9.
TS10.
TS11.
TS12.
TS13.
TS14.

When I have money, I cannot help but spend part or whole of it.
I am often impulsive in my online buying behavior.
When I surf the online shopping platform, I have an irresistible urge to
buy something.
Sometimes I have a strong desire to shop (e.g., for clothing or CDs).
I often have an unexplainable urge, a sudden or spontaneous desire for
online shopping.
Sometimes I think there are internal forces that prompt me to shop online.
I often reply to direct mail offers (e.g., for books or CDs).
I often buy items that I do not need even though I know that I do not have
much money left.
If I have money left at the end of the year, I will spend it.
Even if I do not have time and money, I still want to shop online.
I will shop online without restraint.
When I do lots of online shopping, I feel a rush of high emotions.
Even if I do not need anything, I will still shop online.
When I feel frustrated, angry, or disappointed, I will shop online without
restraint.
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TS16.
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I buy things that I do not need or will not use.
Sometimes I must shop online.

Feelings regarding shopping and spending (Source: Edwards 1993; Valence
et al. 1988)
FS1. For me, online shopping is a way to reduce life pressure each day.
FS2. I feel good about myself through online shopping.
FS3. I get little or no fun during online shopping.*
FS4. I hate online shopping.*
* Reverse item
Dysfunctional spending (Source: Edwards 1993; Valence et al. 1988)
DS1.
DS2.
DS3.
DS4.

When I know I do not have enough money, I borrow money to pay for
online shopping.
I only pay the minimum balance on my credit card.
I am worried about my spending habits, but I still shop online as usual.
Even if I cannot afford it, I still want to shop online.

Post-purchase guilt (Source: Edwards 1993; Valence et al. 1988)
PG1.
PG2.
PG3.
PG4.
PG5.
PG6.
PG7.

Sometimes I feel that my online shopping behavior seems to be irrational.
I think if others knew about my spending habits, I would be afraid.
Because I am afraid that others will think my online shopping behavior is
irrational, I do not want to show certain items to others.
No online shopping makes me feel that life is full of stress and anxiety.
I feel anxiety after unrestrained online shopping.
I feel guilt or shame after unrestrained online shopping.
I sometimes think that I might feel sorry for my behavior if I constantly
shop online.
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Food Waste and Reverse Supply Chains:
Implications for Teaching Sustainability
Awareness in Business Schools: An Abstract
Alvin J. Williams and Tony L. Henthorne

Abstract Business schools worldwide are devoting increased attention to strengthening the awareness levels of the importance of sustainability in business strategy
development and execution. AACSB requires evidence of continuous quality
enhancement in the business curriculum through engagement, innovation, and
impact. Sustainability is one of the focal points of concern as they shape the preparedness of business students to impact future business decision-making. This
paper is one response to developing credible pedagogical options to inculcating the
sustainability mind-set in business students.
While there are many dimensions to the overall sustainability discussion, of particular note in many sustainability narratives is the increase in food waste globally.
Credible estimates suggest that one-third of all food produced worldwide is wasted
or goes uneaten. The magnitude of food waste requires some reconceptualization of
food supply chains, with specific attention to reverse supply chain development and
execution. Among the key themes addressed in reverse food supply chains are the
following: responsible management of food waste, food waste costs within the context of the value chain, and means of reducing the barriers to food waste.
Given the familiarity of business students with the value chain framework, it
provides a convenient frame of reference, as well as a strong conceptual foundation
from which to launch a discussion of the nature of the food waste problem, its antecedents, dimensions, and remedies. The paper will build on Sterling (2004) and
integrate his evolutionary approach to responding to the challenges of teaching ethics through the accommodative, reformative, and transformative levels. Perspectives
from Painter-Morland et al. (2015) are used in developing and implementing integrative sustainability models useful in enhancing business student immersion in
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sustainability. As socially responsible organizations embrace aspects of the food
waste challenge, a cadre of highly aware students as new employees is essential to
success at both the micro- and macro-levels. The managerial implications offer the
potential to elevate consciousness, cognizance, and responsiveness to the global
problem of food waste, within the total context of sustainability.

Understanding the Impact of Return Policy
Leniency on Consumer Purchase, Repurchase,
and Return Intentions: A Comparison
Between Online and Offline Contexts:
An Abstract
Ilenia Confente, Ivan Russo, and Robert Frankel

Abstract The importance of return policy in gaining competitive advantage is particularly important, as it represents to consumers an important indicator of the level
of service of a firm and a key signal that might help them to reduce the perceived
risk when deciding to buy a product. This has gained more and more importance
with the advent of the online channel and ongoing digitalization (Verhoef et al.
2015) which has led retailers to face omnichannel-based management.
In fact, in an offline environment for instance, consumers need to receive from
companies more “clues” to demonstrate the quality of their products and to lower
the risk perception for the purchasing of the product, as consumers cannot see, try,
or wear the product before purchasing online. For this reason, e-commerce retailers
often offer free return shipping if consumers spend more than a specific amount or
within a specific period of time.
One particular area of interest with several gaps to fill is the impact of return
policy leniency on purchase and return proclivities and how it may vary based on
which channel (web/online vs. store) is used by customers to purchase products.
This issue is further complicated and still remains unsolved and thus more interesting, because there are an increasing variety of return channel options, including
retail store, drop point, parcel carrier, and postal service.
The main objective of this is to understand whether different levels of return
policy leniency lead to an increase of customers’ purchase intention and also repurchase willingness. In addition the return policy leniency will be explored in its
impact on a major/minor return decision intention. To further build the shopping

I. Confente (*) • I. Russo
University of Verona, Verona, Italy
e-mail: ilenia.confente@univr.it; ivan.russo@univr.it
R. Frankel
University of North Florida, Jacksonville, FL, USA
e-mail: rfrankel@unf.edu
© Springer International Publishing AG 2018
P. Rossi, N. Krey (eds.), Marketing Transformation: Marketing Practice in an
Ever Changing World, Developments in Marketing Science: Proceedings of the
Academy of Marketing Science, https://doi.org/10.1007/978-3-319-68750-6_4

19

20

I. Confente et al.

scenario, both study one and study two include two levels of involvement (low vs.
high). This phenomenon will be investigated in two contexts, the online (study one)
and the offline (study two) environments.
This research can contribute to the existing literature on product returns management with a particular consideration for the rapid emergence of omnichannel retailing. The reality of the new (online versus offline) retail environment has increased
the importance of discovering how to most effectively manage supply chains across
different retail channels and addressing emerging needs by consumers (Frankel
et al. 2008).

Town Hall Meeting with International Journal
Reviewers: Insights and Understanding Why
Manuscripts Fail the Review Process:
An Abstract
David J. Ortinau and Barry J. Babin

Abstract With the existing insights on writing and publishing marketing journal
articles and the discipline’s rapid expansion of publishing opportunities in new U.S.
and international marketing journals, one intuitive prediction is marketing scholars’
publishing success of important scientific articles is rapidly becoming a more common occurrence. Yet, this trend prediction is perplexing and contradictive because
the prestigious and top 25 ranked marketing-oriented journals consistently report
annual acceptance rates ranging between 7 and 16%. The low acceptance suggest a
disconnect gap between conducting important, relevant quality research and ultimately publishing that research in quality journals.
In an effort to begin closing this disconnect gap, the primary objective underlying this special session is one of generating meaningful discussions between journal
editorial board reviewers, acknowledged as outstanding reviewers, and the audience
on difficulties, critical issues, and pitfalls leading to rejection of manuscripts submitted to high-ranking journal review processes.
Using an interactive “question and answer” format between panel members and
the audience to create a meaningful dialogue and opportunities of exchanging
invaluable writing, organizing, and publishing insights toward improving the journal quality factor of manuscripts submitted to journal review processes. Opportunities
exist for gaining invaluable insights of the specific components of a manuscript that
reviewers use in evaluating a manuscript’s value and contribution to the body of
marketing knowledge.
Anyone struggling in getting their research successfully through journal review
processes can gain clearer understanding of the role, responsibilities, and
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e xpectations of journal reviewers. Discussions will focus but not be limited to “fixable manuscript problems” such as (1) general manuscript sloppiness – including
grammar, style, syntax, spelling errors as well as failure to follow the target journal’s style guidelines; (2) development of hypotheses that are illogical and/or poorly
supported by theory or extant literatures; (3) attempts at trying to analyze too many
variables, test too many hypotheses, and/or ineffectiveness in presenting a coherent
set of findings; (4) using a well written literature review that does not present the
right development background for supporting the manuscript’s main story line; (5)
ignoring alternative theoretical explanations for unsupported relationships; and (6)
using the lack of support of hypothesized relationships as the only contribution to
the literature.
Manuscript problems that are very difficult, if not impossible, to fix successfully
(possibly fatal flaws) consist of such issues as (1) inadequate post hoc explanation
of unsupported hypotheses or unexpected findings; (2) poor development of construct measures and/or pretesting procedures; (3) questions of whether the measures
correctly capture the construct(s) of interest; (4) serious errors in the analysis use to
test the hypothesized relationships; (5) judgments that the topic is too narrow in
scope to be of interest and benefit to the target journal’s readership from either an
academic and/or practitioner perspective; and (6) findings fail to make an incremental or substantial contribution (theoretical, methodological, managerial) to the marketing literature.
Leaving this session, researchers/authors will have a better understanding of the
issues which mediate journal reviewers’ judgments of the article’s importance and
value to the literature and ultimately editors’ acceptance/rejection decisions.

Personal Value Characteristics
as Representative of Destination Values:
An Abstract
Sheng Ye, Julie Anne Lee, Joanne Sneddon, and Geoff Soutar

Abstract Destination branding has become an important way to differentiate destinations in highly competitive holiday markets (e.g., Morgan et al. 2004; Ekinci &
Hosany 2006; Pike 2012). Prior studies have also found that people are able to
perceive brands as having personal values that reflect Schwartz (1992) higher-order
dimensions (Torelli et al. 2012). In this study, we examine whether destinations are
perceived as having human values across and within people’s perceptions.
In this study, destination values are defined as a set of relatively stable human
attributes that reflect what is important to a destination. Perceptions of destination
values are likely to be based on information from many different sources. People do
not need to experience a destination firsthand in order to perceive a destination’s
values. Secondary information, such as documentaries, advertisements, and word of
mouth, may contribute to these perceptions, especially if they are reinforced over
time. This view differs from that of cultural values, which are most commonly measured as aggregates of citizen’s personal values.
We surveyed 141 Australian and 121 Chinese respondents to examine their perceptions of the personal values of two popular city destinations: London and
New York City. Unfolding analyses was used to examine respondents’ perceptions
of destination values. We show, for the first time, that people’s perceptions of destination values reflect Schwartz (1992) human value structure. People perceive destinations to share a common value structure that follows the trade-offs implicit in the
compatibility and conflicts between the motivations that underlie human values.
The findings show that, on average, London was perceived as a city that places more
importance on tradition, conformity, and security than about freedom and fun
(Schwartz et al. 2012). In contrast, NYC was perceived as a city that places more
importance on novel and different things (i.e., accepting distinct forms of arts, and
appreciating cultural differences, not restrict by social expectations) than following
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others expectations (Schwartz 1992, 2005). However, we also find individual
differences between people’s perceptions of destination values. Further research is
needed to untangle the reasons for differences in the perceptions of destination
values across potential tourists.

Can Product Typicality Enhance Consumers’
Attitudes Toward Goods from Economically
Hostile Countries? An Abstract
Ting-Hsiang Tseng, George Balabanis, and Matthew Liu

Abstract Most studies of consumer animosity employed only explicit self-report
measures on consumers’ responses and did not systematically compare the effects
across product categories. To fill this gap, the current study investigated the impacts
of economic animosity not only on consumers’ explicit but implicit attitudes and
compared the influences between product categories of different typicality levels.
The study was conducted in Taiwan. South Korea was selected as the economically hostile country of Taiwanese participants due to its economic competition
status with Taiwan in the global market. Smartphone (durable product) and kimchi
(non-durable product) were selected as the typical products; bicycle (durable product) and beer (non-durable product) were selected as the atypical products. In total,
204 local students participated this study and were required to evaluate their explicit
and implicit attitude toward the product assigned to them.
The result shows that typical products from economically hostile countries may
enjoy more positive consumers’ implicit attitudes than atypical products from the
same country. However, consumers do not show such enhancement effects overtly
in their explicit attitudes. Social desirability may play an important role in such
results since people prefer to perform their attitudes or behavior in conformity with
social norms in front of other members in the society.
The results help academics to resolve the issue that some products from economically hostile countries gain, not loss instead, great market share in certain
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areas. According to the results of this research, typical products from economically
hostile countries can attract positive consumer implicit attitudes and may result in
more purchase of the products, which may increase the market share of the
products.

Is It a Matter of Tempo? Music Tempo Effects
on Food’s Purchase Intentions and Perceived
Taste: An Abstract
Felipe Pantoja and Adilson Borges

Abstract Several sensory factors within the dining experience influence human
eating patterns, food evaluations, perceptions, and consumption. A major, multifaceted, and complex variable of store atmospherics is background music. All musical
compositions comprise five primary elements: timbre, mode, rhythm, tempo, and
dynamics, and among those elements, tempo is considered to be the most likely to
prompt listener responses. Tempo potentially operates on cognitive and emotional
levels, both highly relevant to food consumption. Tempo manipulations have been
shown to influence motor behaviors; that is, diners exposed to fast music tend to
drink and eat more rapidly, but tempo effects on food perceptions and intentions
have remained unexplored. Consequently, in this article we propose that a faster
tempo will enhance taste perceptions and purchase intentions, and arousal and
mood will mediate the effect in a sequential causal chain. In three studies, we show
that faster rather than slower music tempo enhances food’s perceived taste and purchase intentions and propose the aforementioned sequential affective route as the
underlying mechanism. Finally, we add to the relatively scarce literature that focuses
on auditory contributions to the sense of taste by showing that faster music tempo
enhances taste perceptions and purchase intentions through changes in affective
states. We also add to the literature on music tempo effects by showing that the
temporal element alone positively influences consumers in the food context domain.
Lastly, from a managerial standpoint, marketers should consider using faster musical excerpts for the background music in restaurants to trigger better customer
responses. Store managers are advised to apply our results in real settings by modifying their background music.
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Content Analysis in Marketing Strategy:
Applications of Hart’s Theory of Word Choice
and Verbal Tone: An Abstract
Emily Treen and Christine Pitt

Abstract The amount of data from which organizational and consumer insights
can be drawn is vast and increasing. Yet, the type of data that is becoming more
rampant, for example, from social media, is changing to include text, images, and
video. Consequently, new methods and techniques for analysis are emerging and
producing fruitful insights. Yet, marketing practitioners and researchers still focus
on traditional analyses from experimental or survey techniques. This paper breaks
down content analysis into its theoretical underpinnings in order to shed light on its
foundation as it pertains to marketing theory and practice. We draw upon Hart’s
theory of word choice and verbal tone to show how content analysis can be used in
a variety of marketing research and strategy phenomena, both at the individual and
organizational levels. Aligning with Hart’s dimensions and calculated variables,
which make up the theoretical foundation of DICTION, we present a number of
applicable areas in marketing where content analysis can provide exceptional
results. The theoretical framework proposed in this paper underscores the potential
for content analysis as a viable marketing research and strategy tool for
organizations.
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Green Logistics Competency: A Resource
Hierarchy View of Supply Chain Sustainability
Frank G. Adams, Colin B. Gabler, and V. Myles Landers

Abstract Environmental supply chain sustainability has become a critical focus
for firms, yet both scholars and practitioners seem to struggle with alignment
between logistics service requirements and environmental concerns. This conceptual research examines the problem as an issue in properly leveraging the cultural
antecedents of both supply chain and sustainability capabilities. A synthesis of the
known literature proposes that a market orientation-driven resource hierarchy view
model of relationships between supply chain and environmental orientations may
provide a means by which firms can increase both environmental sustainability and
performance outcomes.
Keywords Environmental orientation • Logistics service quality • Market orientation • Supply chain orientation • Strategy development • Sustainable supply chains

Introduction
Customers’ interest in the environmental impact of the offerings they consume has
grown (Kotler 2011), regardless of whether those customers are consumers
(Ginsberg and Bloom 2004) or businesses (McCarthy et al. 2010). Moreover, customer interest in sustainability has grown beyond the individual product, to the all
stages of product inputs (Brockhaus et al. 2013), and thus has become a key concern
of supply chain managers. Naturally following these concerns, sustainable supply
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chain scholarship has also grown in recent years, and yet “[t]he idea that [sustainable supply chain management] signifies an evolution of business practices has not
been thoroughly explored,” (Touboulic and Walker 2015; pp. 34).
However, the impact of sustainable practice on overall firm performance have
been mixed, in part because the sincerity of commitment to supporting sustainable
practice by both customers (Gabler et al. 2013; Ramirez 2013) and firms (Delmas
and Burbano 2011) remains questionable. Nonetheless, as customers have increased
pressure on supply chains to deliver Green offerings (Sharma et al. 2010), firms
have increasingly demanded and provided transparency on the environmental sustainability of their supply chains (Brockhaus et al. 2013; McCarthy et al. 2010).
A great deal of companies’ interest in sustainable practice has revolved around
cost savings (Closs et al. 2011; Wong et al. 2015), and similarly, a great deal of supply chain management and logistics (SCL) literature focuses on efficiency or cost
reduction. However, SCL literature has also addressed the ability of well-coordinated
supply chains to advance firm performance through service to customers (Stank
et al. 2001), enhancing a variety of performance outcomes, including brand equity
(Tokman et al. 2012), financial results (Cao and Zhang 2011; Golicic and Smith
2013), and market performance indicators (Adams et al. 2014). At the heart of SCL
literature lies the logic that best practice supply chains successfully satisfy customers by aligning the interests and activities of the supply chain member firms to
jointly deliver offerings that meet customer needs (Mentzer et al. 2001a).
Customer pressures for more sustainable offerings would suggest that there is
some discernable advantage beyond cost savings to supply chains that are “greener”
than their competitors, but evidence of such outcomes remains elusive. Potentially,
this is because SCL resources are not adequately coordinated with environmental
sustainability (Green) resources. Managers often see coordination of SCL partners
as a distinct concern from Green issues (Signori et al. 2015), perhaps underlying the
conditions that enable “greenwashing” behaviors (Lee 2008) and limiting the potential for genuinely Green supply chain offerings.
SCL literature frequently frames supply chain performance as the ability to combine resources of its constituent members to deliver logistics services. SCL literature has also suggested that cultural orientation plays a role in the ability of firms to
combine these resources. In a similar manner, Green practices have been said to rely
on a cultural orientation. If there is a performance outcome beyond cost that supply
chains may harvest by delivering genuinely Green offerings exceeding outcomes
available from “less Green” efforts, how might supply chains use their collective
resources to obtain them? Stated more formally:
RQ:	
How would combinations of cultural supply chain and environmentally s ustainable
influences meaningfully enhance supply chain performance outcomes?

To address this question, this conceptual research examines cultural influences
on both Green and SCL practice, specifically environmental orientation and supply
chain orientation, and their common antecedent, market orientation. Characterizing
each of those orientations as firm-level resources, we then employ a resource
hierarchy view to examine how the value of those resources, and therefore their
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c ollective influence on supply chain outcomes, might be elevated through complex
combinations. The examination of theory lends itself to a conclusion that any advantages in supply chain sustainability beyond normal performance returns must result
from not merely a compatibility between Green and SCL antecedent orientations
but an interdependence between those orientations.

Conceptual Development
Customers buy benefits, rather than products (Achrol and Kotler 2014). Thus, the
firm can only attempt to infuse inputs with utilities (Weld 1916) that they believing
customers will find valuable using combinations of the firm’s skill-based resources
(Vargo and Lusch 2004, 2008).
One of the main objectives of logistics, and by extension, supply chains, is to
satisfy the components of benefits dependent upon distribution (Bowersox 1969),
such as time, place, and form utility (Bienstock et al. 1997).
The ability of firms and supply chains to achieve customer satisfaction through
logistics has been characterized as logistics service competency (Richey et al.
2010). SCL literature has long recognized that the costs of assembling all the
resources necessary to satisfy customer requirements often exceed the capabilities
of any one firm, necessitating the need for firms to cooperate in supply chains
(Christopher 2005).
Supply chains have been characterized as interlinked logistics systems and/or
programs of cooperating firms (Cooper et al. 1997) that coordinate the configuration of all necessary inputs required to assemble an offering for a common customer
(Mentzer et al. 2001a), meeting demand by providing logistics service. If form utility represents the ability of a provider to reconfigure inputs in a manner that meets
customer requirements (Weld 1916; Vargo and Lusch 2004), then the rising interest
of customers in the environmental sustainability of offerings (Kotler 2011) represents a type of form utility and thus also becomes a concern for SCL practitioners.
Both SCL and marketing literature have characterized competition as a process
of exploiting heterogeneity of conditions to satisfy the demand of customers better
than competitors (Hunt and Morgan 1995; Olavarrieta and Ellinger 1997). Thus,
firms successfully compete by developing capabilities that are either resistant to
competitor capabilities or that render competitor capabilities less useful in satisfying a given customer’s demand. In the case of Green supply chain offerings, that
would mean the resources of multiple actors combined to jointly assemble multiple
inputs in a manner that matches the needs of customers better than competitor supply chains, including the need for Green form utility.
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Cultural Orientations as Resources
While resources can be configured into capabilities for a firm, culture is often a
crucial antecedent to operational capabilities in a supply chain (Barney 1986; Defee
and Stank 2005). For example, fully collaborative supply chains have been said to
be unfeasible unless all the firms within a supply chain possess a supply chain orientation (Min et al. 2007) or an ability to perceive all of the systemic and strategic
implications of all the activities required for the smooth operation of a supply chain,
both upstream and downstream (Mentzer et al. 2001a). However, supply chains
frequently fail to achieve the full potential of collaboration, often because of opportunistic behaviors that undermine cooperation between partners (Richey et al.
2010). Thus, as a necessary condition for properly operating a collaborative supply
chain, a supply chain orientation (SCO) may be seen as an important resource of
supply chains.
In a similar manner, to the way that SCOs enable collaborative supply chains,
environmental orientations are necessary for firms to develop genuinely Green practices and offerings (Banerjee et al. 2003). Defined as a set of values prioritizing the
physical, natural environment, shared by all functions of the firm (Banerjee 2002;
Chan et al. 2012), EO sets conditions more conducive to a firm pursuing customers’
demand for greater Green form utility. Therefore, EO may be viewed as a resource
in the competition to satisfy customer demand.
However, as noted, managers often fail to see connections between logistics and
environmental concerns (Signori et al. 2015). Theory is clear that merely assembling resources is not the same as creating a meaningful capability; the resources
must be compatibly bundled and applied to market needs if they are helping a firm
(or supply chain) compete (Barney 1991; Hunt and Morgan 1995). Lower costs
available through energy savings might be one means of achieving compatibility
between EO and SCO influences. Yet, if any service performance increment is to be
found in these two very different orientations, it must be through their similar ability
to help achieve customer requirements for utility provision. A long-established way
that marketing literature has described the ability of firms to detect and address
customer requirements is market orientation.
The two major definitions of market orientation (MO) entered the literature at
roughly the same time. Narver and Slater (1990) frame MO as customer orientation,
competitor orientation, and interfunctional coordination, all in joint pursuit of long-
term profitability. Alternatively, Kohli and Jaworski (1990) define it as intelligence
generation, intelligence dissemination, and intelligence responsiveness, based on
the management factors, interdepartmental dynamics, and organizational systems
of a firm, in pursuit of profitable firm strategy development. Both refer to an ability
to better understand customer requirements, given influences external to the customer on the market, and both have been cited as a resource enabling firms to
achieve competitive advantage (Day 1994; Flint et al. 2005; Zhao et al. 2011).
MO has been cited as an antecedent of both EO (Stone and Wakefield 2000) and
SCO (Hult et al. 2008). The question then becomes how these resources combine to
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Fig. 1 Green logistics resource interconnections

jointly deliver a customer service advantage, which engenders a discussion of the
resource hierarchy view.

The Resource Hierarchy View
Constantin and Lusch (1994) proposed that all resources are not created equal, with
non-tangible resources – such as skills and culture – playing a more important role
than tangible assets.
This logic was one of the cornerstones of Vargo and Lusch’s service-dominant
logic (2000), holding that non-tangible resources were the fundamental source of
competitive advantage (2008). Madhavaram and Hunt (2008) expanded on this
logic, suggesting that the value of non-tangible resources also depend on the complexity with which they are bundled.
For example, having two composite resources, that can be deployed for a joint
effect, is more valuable than having two basic resources that deploy with complete
independence. The apex of Madhavaram and Hunt’s hierarchy, however, is resource
interconnection, a case where the effects of distinct resources are interdependent or
where the effects of one resource are somehow contingent on the other. Figure 1
details how MO, EO, and SCO might achieve interconnection in influencing performance outcomes beyond cost from a resource hierarchy view.
Definitions of both customer orientation (Narver and Slater 1990) and market
intelligence gathering and dissemination (Kohli and Jaworski 1990) suggest that a
market-oriented firm would inherently be sensitive to changes in customer preferences, such as a rising appetite for environmentally sustainable offerings (Kolter
2011). MO’s antecedent role in EO (Stone and Wakefield 2000) implies that customer requirements for Green form utility would reinforce any predisposition of
managers and marketers toward environmentally sustainable practice. MO’s antecedent role in SCO (Hult et al. 2008) also implies that customer requirements for
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Green form utility would increase a firm’s awareness of the need to add environmental sustainability to its logistics service provision and its need to coordinate all
across the supply chain to achieve such an effect. Moreover, in a case where environmental sustainability is seen as important to customers, one would expect a high
EO also influence SCO toward adding Green components to offerings and
procedures.
Such a complex combination of mediated relationships would seem to meet
Madhavaram and Hunt’s standard of an interconnected resource. In turn, such an
interconnected resource might represent the key to elevating supply chain outputs
beyond logistics service quality, toward a Green logistics competency, which could
better serve the needs of environmentally sensitive markets. By achieving such customer utility needs, a supply chain might achieve Green outcomes beyond cost savings, including greater brand equity, and market performance.

Discussion
The major conceptualizations of market orientation suggest that market-oriented
firms and supply chains must be aware of the increasing signs of customer preference for Green offerings. Literature review also suggests that market orientation
enables both environmental orientation and supply chain orientation, which may be
seen as resources that improve a supply chain’s ability to configure logistics service
that environmentally sensitive customers find compelling. Additionally, a resource
hierarchy view indicates that complex combination of market orientation, environmental orientation, and supply chain orientation should elevate the value of each of
those resources, increasing their collective influence on Green logistics services
and, thereby, increasing their impact on performance outcomes beyond cost. Such
findings have significant potential implications for both theory and practice.

Theoretical Implications
MO inherently suggests a sensitivity to both customer preferences and competitor
offerings, as well as to other influences that might impact both customers and competitors. Such logic implies that there are market offerings and industries that simply cannot harvest any incremental benefit from sustainability. If the customers of
an industry simply have no concern for the environmental impact of their goods,
then the influence of MO would likely fail to influence EO and SCO in a manner
that achieves resource interconnection.
Alternatively, if merely superficial levels of sustainable practice saturate an
industry, both customer and competitor orientation would suggest the anteceding
influence of MO would, again, be inadequate to elevate the combination of MO,
EO, and SCO resources to interconnected levels of complexity. Therefore, if SCL
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and marketing research are to determine how supply chains contribute to – and
attain – abnormal benefits from Green offerings, it is imperative that scholars delineate what industries and markets are sensitive (and not sensitive) to environmental
sustainability and in what degree.
The descriptions of resource interconnection offered by Madhavaram and Hunt
(2008) clearly indicate interdependence as a necessary condition. This implies that
interconnection of resources can occur only in nomological networks that include
mediated or moderated relationships between resource constructs. Thus, to determine whether supply chains are genuinely achieving incremental benefits though
environmental sustainability will require not only mediated or moderated conceptual models but tests of the outcomes of such models where the Green resources do
not share mediated or moderated relationships.

Managerial Implications
This study concludes that genuinely sustainable logistics service is market driven.
To garner non-cost-oriented performance benefits, firms need to carefully evaluate
the utility requirements of customers, against what utilities are being offered by
competitors to determine if environmental sustainability offers a meaningful differentiation, whether it is a minimum competitive requirement or if it has no incremental performance benefit at all. In cases where a Green logistics offerings are
beneficial, firms need to align reward metrics in a way that fosters development of
EO in logistics/operations managers and SCO in sustainability managers.
Individual firms cannot attain and environmentally sustainable supply chain on
their own. In markets where environmentally sustainable logistics service is required
or advantageous, managers must seek supply chain alliances with suppliers and
customers that also have both SCO and EO and foster procedures that promote SCO
and EO interdependence.

Limitations and Future Research
By its very nature, conceptual research is limited in its ability to do more than propose relationships. The model presented in this study requires empirical testing to
establish the relationships presented. In particular, the logistics service quality scale
(Mentzer et al. 2001b) should be reexamined to incorporate Green logistics measures in its estimates of service delivery.
This conceptualization focuses SCO and EO’s influence on logistics service as a
means of enhancing performance outcomes. However, other orientations (i.e., entrepreneurial orientation) may also have influence on how firms achieve performance
benefits through environmentally sustainable offerings, and future research should
embrace a wider array of cultural orientations to examine this question.

38

F.G. Adams et al.

Finally, this study represents both a starting point for understanding Green logistics competencies and a continuation into the importance of market orientation.
Therefore, future research should expand this model to consider additional contextual and cultural influences as well as other key constructs.
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Is Using Ornaments Still a Crime? Package
Design Complexity and Brand Perception
with Application to Champagne Labels:
An Abstract
Manon Favier, Gaelle Pantin Sohier, and Franck Celhay

Abstract This article investigates the impact of the package design complexity on
brand perception. This variable is particularly interesting because it is a choice
which must be done by each brand manager no matter the product category. The
packaging has been studied in many ways, and we already know its importance. A
lot of existing researches are focused on the importance of its shape, its colours or
its letter type. But only few studies have been done about the impact of the stylistic
choice between simple and complex design on the brand perception. Furthermore,
the consumer behaviour and design research both agree that the degree of simplicity
of the packaging design has a significant impact on consumer’s attitudes towards a
brand. In the case of this study, we defined two overall stylistic trends which come
from the art literature: simple design versus overloaded design. In order to study the
impact of the complexity degree, we created three labels: two representing the previously exposed styles and another one to study the relevance of a medium-loaded
design. These labels were created in partnership with a printing company, present in
Champagne since 1910. The three labels have the same text but different graphic
designs in order to vary the degree of simplicity/complexity of the packaging
observed on the market. Then, they were tested among 305 consumers according to
a between-subjects experiment. The results allow the verification of different proposals from the literature: previous researches show that a simple design communicates an authentic and honest value which is also demonstrated in our study as the
bottle with the simplest design is perceived as the most successful. Also, the bottle
with an overloaded design is perceived as cheerful, imaginative and feminine as
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demonstrated by previous researches. This study demonstrates a significant impact
of the package design’s level of simplicity on the brand perception as well as on
consumer’s buying choices.

EEG and Eye Tracking in Attention Paid
to Charity Advertising: An Abstract
Manuel Alonso Dos Santos, Bryan Gárate, Mariela Jara, and Axiel Saavedra

Abstract Our aim is to analyze the impact of gender and image valence on the
attention paid and the intention to make a donation in nongovernmental charity
advertising. The experiment was carried out with intra-subject (logo, text, image)
and inter-subject (valence, gender) factors. The data are collected using an electroencephalogram and the eye-tracking technique from three areas of interest: image,
text, and logo. More attention was found to be paid to images than to the other areas
of interest (EEG, number of fixations, and average time of fixation). In particular,
negative images got higher attention levels. No differences were found with regard
to gender and the intention to donate in terms of attention paid to the advertisements. However, women proved to be more willing to make a donation. Extrapolation
of results requires caution, as the sample is not representative. This is an exploratory
research. The neurophysiological tools employed also require further research for
the validation of results. Different strategies are put forward in this study for increasing attention rates, such as the use of images depicting people, a visible face, and a
negative impact. In this way, NGOs will be able to increase their visibility and
advertising efficiency. To our knowledge, attention has not yet been measured combining two neurophysiological techniques in charity advertising. The image valence
and its impact on the attention paid to charity advertisements are addressed from a
new angle, while some contradictions found in literature are resolved.
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Apps to Eat by: The Relationship Between
Product Involvement and On-Demand Food
Consumption Among Millennials: An Abstract
Emily K. Cuilty and Ekin Pehlivan

Abstract With 78 million members (Moore 2012), the purchasing power of the
Millennial generation is not to be ignored. Food consumption trends among the
Millennial generation has been a topic of discussion in various disciplines (c.f.:
Detre et al. 2010; Pomarici and Vecchio 2014); however, very little has been
explored in the marketing discipline. These tech-enthusiasts – born between 1982
and 2004 – are currently the largest generational cohort in the global market (Nielsen
2014). This study attempts to understand how generational characteristics attributed
to Millennial consumers connect to their level of involvement related to their app
usage frequency.
While exploring the relationship between Millennials’ involvement with their
food consumption decisions as they relate to digital apps, we draw from various
literature streams such as the Customer Involvement Profiles (CIP) scale (Jain and
Srinivasan 1990), Generation Cohort Theory (Schewe and Meredith 2004) and Uses
and Gratifications Theory (Shao 2008); as well as primary and secondary data
sources. Throughout the study we collected data via surveys (utilizing the Food
Choice Questionnaire by Steptoe et al. 1995; Customer Involvement Profiles (CIP)
by Jain and Srinivasan 1990) and focus groups to test and explain a set of
hypothese.
According to Nielsen’s second-quarter Cross-Platform Report for 2014, there
was a 16% increase in digital device usage for Millennials. In the third quarter of the
same report, 29% of app users reported using apps while finding a place to eat.
Therefore we expect that Millennials will use food-related apps more frequently
than non-Millennials (H1a). High involvement purchasing decisions by definition
would suggest the consumer actively searches for information about alternatives.
Food-related apps are one very commonly used platform for information gathering.
Therefore cohorts with high involvement profiles (for food consumption only) will
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use food-related apps more frequently than cohorts with low involvement profiles
(H1b). From these we also derive that Millennials with high involvement profiles
will use food-related apps more frequently than Millennials with low involvement
profiles (H2a); and Millennials with high involvement profiles will use food-related
apps more frequently than non-Millennials with high involvement profiles.
Furthermore, we expect to observe the highest frequency of app use among
Millennials who have high involvement with their consumption choices (H3) and
the lowest frequency of use among those in the non-Millennial cohorts with low
levels of involvement with their consumption choices (H4).
Preliminary results suggest that individuals who identified as Millennials had
lower involvement with their consumption decisions overall. We did not find significant main effects (H1a, H1b); however, the interaction effect of age cohort and
involvement are significant with the current sample (sig: 0.018). Following this
pilot, we will be collecting more data to increase the ratio of non-Millennials in the
response set, as there is a significant imbalance in the sample currently.

Marketing Brexit: Young Voter Opinion,
Engagement and Future Intention
in the Context of the EU Referendum:
An Abstract
Christopher Pich, John Harvey, Guja Armannsdottir, and Andrew Kincaid

Abstract This study addresses explicit calls for comparative research of young
voter behaviour in political marketing (Needham and Smith 2015; Neilsen 2015).
Existing studies on the behaviour of young voters [18–24 years] reveal a paradox.
Young voters are often less engaged in the political process, highly disillusioned
and distrusting of the political establishment compared with other age groups
(Dermody and Hanmer-Lloyd 2010; Dermody and Hanmer-Lloyd 2004; Phelps
2005). However, despite this mistrust and disengagement, research suggests that
young voters are interested in political issues and topics (Bakker 2011; Yeung 2016).
Existing research suggests there is a danger that political disengagement of young
voters can become ‘habitual’ and subsequently have a negative impact on participation and voter intention in future elections (Dermody and Hanmer-Lloyd 2010).
Previous studies in this area have tended to focus on periodic elections (general
presidential elections) rather than nontraditional intermittent campaigns such as referenda. Responding to this gap in the body of knowledge, this study investigates
whether intermittent campaigns (such as the UK EU Referendum) have an impact
on young voter engagement, participation and future voting intentions compared
with periodic elections.
This study addresses explicit calls for comparative research of young voter
behaviour in political marketing. Responding to this gap in the body of knowledge,
this study investigates whether intermittent campaigns (such as the UK EU
Referendum) have an impact on young voter engagement, participation and future
voting intentions compared with periodic elections. Online questionnaires including
closed and open questions were conducted prior and post the UK EU Referendum
Campaign. 90 participants aged 18–24 years took part in both stages of the study.
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The research project presents findings on young voter engagement with political
issues online and future voting intentions in periodic and intermittent election
campaigns. For example, the findings indicate that the young voters in our sample
were overwhelming dissatisfied with the outcome of the EU Referendum. This dissatisfaction of Brexit was consistent before and after polling day. This research
provides an updated understanding on young voter participation and voting intention in the under-researched context of referenda political campaigns. In addition,
this study provides guidance to re-engage young voters with political marketing
campaigns.

Implementing an Inaugural Sustainability
Reporting Process: An Abstract
Ralitza Nikolaeva, Anna Dudik, and Carmen Lages

Abstract Since there are no formal requirements for corporate sustainability
reporting, companies often need advice on how to approach it. The process requires
a set of diverse resources and capabilities to implement it. However, organizations
are unaware of precisely which ones are essential to embark on the reporting effort,
thus necessitating guidelines for first-time reporting. Prior studies report that companies’ major deterrents of producing sustainability reports include data collection
difficulties, choice of performance indicators and materiality analysis, reporting format, stakeholder involvement, sensitivity of disclosed information, costs, and effort.
We propose a framework for engagement in first-time sustainability reporting for
organizations. Following the resource-based view, we organize the necessary
resources for the reporting process into three groups – tangible, intangible, and personnel – and match them with the required capabilities. As the report is an information product, the only tangible resource necessary for engagement is financial
capital. The intangible resources include technology, organizational knowledge, and
culture. Regarding personnel, there should be specific employees assigned to the
task and leaders who support the process. These are matched with the capabilities of
data integration and communication, team building across silos, organizational
learning, and internal marketing. The role and importance of the outlined resources
and capabilities would vary according to the different stages of the report development process – planning of the report process, stakeholder engagement, definition
of indicators, data compilation, and production of the report. All these variations
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would depend on the primary motivation for sustainability reporting – compliance
vs. prevention/proactive behavior.
We illustrate the framework with a case study of two US companies implementing the GRI’s Sustainability Reporting Guidelines. The first one is an organization
in the forest and paper sector at the elementary stage of implementing a reporting
process. The second one is a major service sector organization at the stage of data
compilation for the preparation of the final report. Data were collected through
online semi-structured questionnaires with the most senior sustainability officers.
We map the companies’ actions to the proposed framework and discuss the gaps.
We comment on the main facilitators and obstacles of sustainability reporting
implementation identified by the firms. The study concludes with practical recommendations for first-time reporting organizations.

Lessons from a Sponsored Social Marketing
Pro-Environmental Campaign: An Abstract
Danae Manika, Diana Gregory-Smith, Victoria K. Wells,
and Emma Trombetti

Abstract The use of sponsorship in social marketing campaigns, especially pro-
environmental campaigns, is under-researched. Within social marketing, sponsorship is driven by costs and often takes the form of sponsorship-linked marketing.
Without the sponsor, the social marketing campaign would often not be possible.
This study evaluates the impact of an externally/corporate sponsored pro-
environmental campaign, by examining how individual (general environmental attitudes), organizational (skepticism toward the organization’s environmental
corporate social responsibility (CSR) initiatives, perceived organizational behavior)
and campaign-related (attitudes toward the environmental-related advertisement,
attitudes toward the external sponsor) factors influence behavioral intentions. In
doing so, a field experiment was conducted using a real environmental CSR campaign called “Student Switch Off” (SSO; www.studentswitchoff.org), which took
place at a UK university. Both quantitative (questionnaires) and qualitative (vox-
pop interviews) data were collected. Structural equation modeling results showed
that skepticism toward the CSR initiatives of the organization (i.e., university) led to
less favorable perceptions of its environmental behavior. This, in turn, led to reduced
favorable attitudes toward the environmental-related advertisement and environmental behavior intentions. The interviews revealed that overall the external sponsor seemed to motivate environmental behavior intentions due to product discounts
related to the sponsorship.
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Aside from contributing to the limited literature on externally sponsored pro-
environmental social marketing campaigns, this paper contributes to the limited
research on environmental campaigns within a university setting (Leitao and Silva
2007) too. The lessons learned may play an important role in shaping future CSR
initiatives targeting students/generation Y and influencing their sustainability
decisions.

An Investigation of Offline/Online Channel
Patronage Transference in the UK Grocery
Sector
Patricia Harris and Daniela Usuriaga

Abstract The UK online grocery market in Europe (Keynote, E-Commerce: The
internet grocery market 2014. Available at: http://www.keynote.co.uk.ezproxy.
kingston.ac.uk/market-intelligence/view/product/10921/e-commerce%3
A-theinternet-grocery-market?highlight=internet+grocery+market&utm_source=kn.
reports.search. Accessed 3 Oct 2016, 2014) generates £8.6 billion in sales (Mintel,
online retailing, UK, March 2016 [Online]. Available at: http://academic.mintel.
com.ezproxy.kingston.ac.uk/display/747983/#. Accessed 3 Oct 2016). While
around a quarter of UK consumers use the online channel for all or most of their
grocery shopping, over a third have either rejected online grocery shopping after
trial or have no intention of trialling. The UK grocery shopper has a many retailers
to choose from both online and offline; in this competitive marketplace, attracting
and retaining customers is key to success. Given that the online channel is not
restricted to serving customers within store catchment areas, there is no reason why
a multichannel shopper should patronise the same retailer both offline and online.
The overall aim of this study is to investigate transfer of offline patronage to online
patronage in the UK grocery market in order to evaluate the level of cross-channel
retailer loyalty. Using survey data and applying the Dirichlet model, we find that
patronage transfer between the offline and online grocery channels is not symmetrical and that patronage is as predicted by the double jeopardy effect.
Keywords Grocery shopping • Multichannel • Channel patronage • Loyalty •
Dirichlet • Double jeopardy
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Introduction
The UK has the most developed online grocery market in Europe (Keynote 2014)
generating £8.6 billion in sales (Mintel 2016). While just under a quarter of UK
consumers use the online channel for all or most of their grocery shopping, over a
third have either rejected online grocery shopping after trial or have no intention of
trialling. The UK online grocery market, therefore, still has considerable growth
potential and currently only accounts for 5.5% of all grocery sales compared with
11.4% of all retail sales going through the online channel (Mintel 2016; Mintel
2015).
The online grocery market in the UK mainly consists of the dominant offline
grocery retailers, Tesco, Asda, Sainsbury’s and Waitrose, all of which offer a full
range of delivery and collection services. Iceland also operates online; however, it
has a smaller offering compared to the main chains. Morrison’s, which has a large
presence offline, was the last to enter the online market in January 2014 (Keynote
2014). Other retailers such as Marks and Spencer have only a small specialist online
grocery range operating on a click and collect basis rather than having a transactional e-commerce site (Keynote 2014). Other key players in the sector such as The
Co-operative and the discount supermarkets Aldi and Lidl are yet to enter the online
grocery marketplace. In the UK pure-play grocery sector, Ocado was the sole operator until Amazon’s entry with Amazon Pantry in November 2015 and Amazon Fresh
in June 2016. Together with specialist online operators such as Abel & Cole and
Riverford Organic, the UK grocery shopper has a very large range of retailers to
choose from both online and offline.
In such a competitive marketplace, establishing attracting and retaining customers is key to success. Given that the online channel is not restricted to serving customers within store catchment areas, there is no reason why a multichannel shopper
should patronise the same retailer both offline and online. However, if a retailer is
able to build offline to online loyalty such that when its offline customers choose to
shop online, they stick to that retailer, this has the potential to increase the multichannel retailer’s profitability. The success of a multichannel grocery retailer largely
depends on the ability to retain current customers in each channel and also to attract
customers from the competition.

Background
Enis and Paul (1970) defined loyal patrons as those that spend the highest proportion of their disposable income in their primary grocery store. It was suggested that
loyalty towards a certain grocery store may have simply resulted from a lack of
suitable alternatives. Rhee and Bell (2002) noted that while shoppers often patronise many stores, they typically have a primary affiliation to a main store that receives
the majority of their patronage. Switching behaviour patterns are widely observed
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in in-store grocery shopping research (McGoldrick and Andre 1997; Knox and
Denison 2000; Koch and Cebula 2002) due to several factors. Firstly, groceries are
fast moving non-durable consumer goods that necessarily need to be purchased
constantly and frequently which may dictate that shoppers spread their purchases
across several retailers for reasons of convenience. Secondly, there is a great deal of
competition amongst grocery retailers which has resulted in retailers matching a
competitor’s offers and product quality quickly, thus levelling the playing field and
making it harder for retailers to differentiate themselves, and resulting in switching
behaviour.
The development and growth of the Internet as a platform for trading makes it
possible to examine whether cross-purchasing patterns or switching behaviour are
present in contemporary forms of trading such as online grocery retailing. It has
been argued that shopping online for food is particularly different from any other
products (Alba et al. 1997; Tat-Keh and Shieh 2001; Levin et al. 2005) presumably
due to its differential characteristics from any other online retailing contexts, as it
encompasses perishable goods and other fast moving consumer goods.
Ring and Tigert (2001) pointed out that in the grocery sector, the online channel
provides an additional purchasing mode which is complimentary to the traditional
in-store mode. The authors suggest that customers will not necessarily replace one
channel for the other completely; in fact they argue that customers will continue to
shop as they have in the past, regardless of the existence of high technology and the
online environment.
Hand et al.’s (2009) contribution is also noteworthy as it provides different
insights into the discussion of online grocery shopping motives. This study found
situational variables and life events to be key triggers which influence the adoption
or discontinuation of online grocery shopping. They identified that, for many shoppers, once the initial trigger has disappeared or after experiencing a service failure,
online grocery shopping is discontinued but may be restarted as life events create
new triggers. Online grocery shoppers seldom cease to shop offline and use the two
channels in a complementary manner rather than as substitutes.
Degeratu et al. (2000) comparison of consumer choice behaviour in traditional
and online supermarkets is of particular interest to this investigation. They found
that most online grocery shoppers shop in a single or primary supermarket, thus
suggesting that switching between retailers is less prevalent in the online grocery
channel than in its offline equivalent.
Relatively little research has addressed the issue of loyalty transfer from offline
to online grocery stores. An exception is the work of Rafiq and Fulford (2005)
which was the first study to assess how offline loyalty transfers to the online channel. They found high levels of offline to online customer retention and also found
that retention or loyalty transfer rates varied in line with market share as would be
predicted by the Dirichlet model and the double jeopardy effect. However, the
restricted nature of the sample in this study limits the scope for generalisation of the
results.
More recently, Dawes and Nenycz-Thiel (2014) explored purchasing across multiple grocery retailers in the offline and online mode, using consumer panel data.
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They found evidence of high levels of offline to online loyalty transfer and also
found evidence of retailer cross-purchasing or switching within the online channel.
This study, however, was limited to Tesco, Asda and Sainsbury’s, the three major
retailers with the biggest presence both offline and online, and shopper patronage of
these retailers had to be estimated from purchase data in ten product categories,
rather than being directly measured.
In summary, shoppers are increasingly shopping across multiple channels (Zhang
et al. 2010). While shoppers tend to have a repertoire of brands they shop at
(Ehrenberg et al. 2004), they most likely have a shop to which they are most loyal
(Uncles and Kwok 2009; Romaniuk and Sharp 2003). Drawing from this, it is
expected that the shops they are most loyal to in-store will be the same ones when
shopping online. Furthermore, past findings on UK grocery studies (Rafiq and
Fulford 2005; Dawes and Nenycz-Thiel 2014) have provided support for loyalty
transference to the online mode, as wells as indicating that large brands enjoy higher
loyalty online than it would be theoretically expected. The Dirichlet model has been
found to be useful in describing purchasing behaviour in a wide range of areas,
including recent research into online and in-store grocery shopping. Given the
extensive evidence found in previous grocery studies (Danaher et al. 2003; Rafiq
and Fulford 2005; Dawes and Nenycz-Thiel 2014), there is value in using the
Dirichlet model to examine purchasing patterns and in comparing brand loyalty
across the traditional and online shopping environments.
The overall aim of this study is to investigate transferability of offline patronage
to online patronage behaviour in the UK grocery market in order to evaluate the
level of cross-channel loyalty. We conceptualise the grocery market as a repertoire
market on the basis that shoppers usually make regular purchases from a repertoire
of competing offerings (Sharp 2010), i.e. the competing retailers’ offline/online
channels. Our specific research questions are:
1. How do UK grocery shoppers share their patronage across the various offline and
online retailers?
2. To what extent does patronage of a grocery retailer’s offline channel transfer to
that retailer’s online channel?
3. Can the Dirichlet model be used to predict retailer brand performance measures
in the context of offline and online grocery shopping?

Methodology
We seek to overcome the limitations of previous research by employing a large,
representative sample of the UK population and by measuring directly respondents’
offline and online patronage of grocery retailers including the pure-play retailer
Ocado and all multichannel grocery retailers with the exception of Morrison’s
whose online business was extremely small at the time the research was
conducted.
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Quantitative research in the form of an online survey was selected as the appropriate data collection method. Two hundred fifty-eight adults who shop for groceries both offline and online were selected on a non-probability basis from a
commercial panel of adult shoppers. The survey instrument measured recency and
frequency of grocery shopping by channel and by named retailer, the share of wallet
accounted for by each retailer’s offline and online channel, and collected respondents’ age, gender and household income.
Data were cross-tabulated using SPSS to examine the extent of patronage transference as well as the level of cross-channel loyalty, i.e. the percentage of offline
shoppers who also shop at the same retailer online and at other offline and online
grocery retailers. The Dirichlet model was then used to compare observed patronage measures with predictions. The Dirichlet is a stochastic or probabilistic model
of behaviour, which provides theoretical estimates of brand performance measures
by specifying the distribution of purchases of the brands in a determined product
category over a period of time (Ehrenberg et al. 2004). Only four parameters are
required for the Dirichlet model: the category penetration, category purchase frequency, penetration rate and purchase frequency of each brand. These data were
obtained from the survey responses and subsequently employed as inputs for the
model. Once the Dirichlet is calibrated or fitted, the predicted purchase probabilities
are aggregated to give the theoretical benchmarks of brand performance measures
that were used to compare with our observed values. The goodness of fit of the
model was tested via correlation of observed and predicted values.

Results and Discussion
Respondents shop offline for groceries much more frequently (75% daily or once/
twice a week) than they do online (15.5% daily or once/twice a week). Retailers’
offline and online penetration rates were calculated as the percentage of the sample
that has purchased from the retailer in the last month, i.e. regular shoppers. Tesco
was found to have the highest penetration both offline (79%) and online (42%).
Sainsbury’s and Asda have almost equal offline penetration rates (52% and 51%,
respectively), but Asda has a considerably higher online penetration rate (20%) than
Sainsbury’s (9%). The other multichannel retailers Iceland and Waitrose have lower
penetration rates, especially online (Iceland 20% offline, 3% online; Waitrose 14%
offline, 1% online). Levels of repertoire buying in the offline channel were found to
be high with correspondingly low levels of single offline retailer brand loyalty.
There was some evidence of market partition between premium and discount
grocery retailers, with high levels of cross-shopping between Waitrose and Marks
and Spencer and between Aldi and Lidl. Single brand loyalty was much higher in
the online channel with very few shoppers using more than one online retailer for
grocery shopping. Offline to online patronage transfer was highest for Tesco (50%)
and lowest for Waitrose (5%); with the exception of Tesco, the majority of a retailers’ regular offline shoppers do not shop regularly at that retailer’s online channel.
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However, the majority of an online retailer’s regular shoppers are also regular shoppers at that retailer’s offline channel. Thus loyalty transfer is not symmetrical
between the offline and online channels.
The Dirichlet model predicts well the penetration, purchase frequency, share of
category requirement and proportion of 100% brand loyals for both the offline and
online channel. There is evidence of the double jeopardy effect in offline shopping
and also in offline to online patronage transfer.
Our findings generally support those of Rafiq and Fulford (2005) though we find
substantially lower levels of cross-channel loyalty. We do not find evidence in support of Dawes and Nenycz-Thiel (2014); however, we suggest that using a survey to
measure grocery shopping by channel is more appropriate than using product-level
panel data to approximate grocery retailer patronage.

Conclusions and Implications for Theory and Practice
Patronage transfer between the offline and online grocery channels is not symmetrical. With the exception of the market leader Tesco, multichannel grocery shoppers
who are regular shoppers at a retailer’s offline channel are unlikely to be regular
shoppers at that retailer’s online channel. Grocery retailers cannot therefore assume
that their regular offline shoppers will also shop regularly at their online channel
and must expect considerable leakage of their offline customer base to a range of
online providers. The market leader, Tesco, benefits disproportionately from this
leakage, as predicted by the double jeopardy effect. Our findings suggest that retailers should increase the amount of cross-channel promotion to capture more of their
offline customers’ online shopping. Our study contributes to theory by demonstrating that the Dirichlet model provides accurate benchmarks of performance in both
offline and online grocery retailing, thus extending the range of market settings
within which this parsimonious model has been found to be applicable. We also
make a methodological contribution by comparing the use of survey data to panel
data in terms of the ability to represent grocery shopping patronage accurately.
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The Phygital Shopping Experience:
An Attempt at Conceptualization
and Empirical Investigation
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Abstract The introduction of smartphones and the mobile web are changing the
paradigm of marketing and retailing research, shifting from dichotomist to ubiquitous shopping experiences. The multichannel logic is giving way to an omnichannel
one (Rigby, Harvard Business Review, 84:64–75, 2011), moving towards a closer
intertwining of channels. Retailers, as they are dealing with a more liquid consumer,
are witnessing a new form of omnichannel: connected or phygital stores. The phygital shopping experience consists in hybridizing the physical (the point of sale, its
products, etc.) and digital components (touch screens, connected mirrors, NFC
cards, etc.) at the same time and in the same place. The present inductive research
presents an attempt at conceptualizing the latter, by confronting two research cases:
a connected store and a screen-free store where phygital content is essentially produced by the clients. A hybridization continuum is proposed, with the related definitions. Space- and time-based, social, hedonic, sensorial and participative dimensions
appear to be the most relevant. Finally, a table linking phygital objectives and the
role of the retailer is presented.
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Introduction
The worlds of marketing and distribution have been undergoing great change since
the appearance of the Internet in the 1990s and of smartphones in the 2000s. What
is special about these tools is their inherent nature, in terms of the so-called ubiquitous technologies (Okazaki and Mendez 2013) or “ATAWADAC” (anytime, anywhere, any device, any content). With his smartphone, the consumer finds himself
with a ubiquitous ability, allowing him to connect wherever and whenever he
wishes. He therefore becomes more and more liquid, given this new power: destination shopping seems to have given way to situation shopping, in an entirely mobile
and agile form, to suit every whim and fancy. To refer to these new experiences, we
will use the term “omnichannel retailing” (Brynjolfsson and et al. 2013; Verhoef
and et al. 2015). This term designates the consumer’s free circulation between different physical channels (points of sale) and digital channels (SMS, push notifications, websites, social networks, etc.) controlled to a greater or lesser extent by the
retailer. Faced with these new consumers who are boosted by their ubiquitous materials, it is more difficult for retailers to control the experience. One of the solutions
suggested by companies to accompany consumers’ numerous physico-digital
hybridizations is to proceed with hybridization themselves in their points of sale. In
other words, a new type of omnichannel retailing, specific to the point of sale looms:
the “phygital” experience. The goal of this research is to contribute to an initial
conceptualization of the phygital shopping experience as seen by consumers,
through both a literature review and initial empirical exploration.

Empirical Contextualization
“Phygital” is the term invented in 2013 by the Australian marketing agency,
Momentum, contracting “physical” and “digital”. The term is mainly used in retailing, on the topic of the in-store experience: the goal is to digitalize the store, incorporating a website and/or social media. This is what we mean by the expressions
“connected stores” or “phygital stores”. Retailers highlight the phygital solution as
a new way of giving value to the in-store buying experience and meeting the fragmented omnichannel behaviour of customers. While connected stores are becoming
more and more common (Macy’s, Burberry’s, etc.), there is an empirical deficit in
terms of the lack of practical knowledge about this hybrid form of shopping.
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Theoretical Framework
Our research looks at this omnichannel form in distribution known as the phygital
experience. Given that we theoretically consider the experience from the consumer’s point of view, it is important to spend some time on this concept of a shopping
experience. Experiential literature seems to be the most likely to cover the experience as a whole, especially this particular, phygital, form of shopping. In fact, it is
dealing with individual experience in terms of emotions and their associated symbolic meaning (Holbrook and Hirschman 1982).

 he Experience of Consumption, the Shopping Experience
T
and Virtual Experience
Since its beginnings, the literature surrounding experience has focused on the background and consequences of experience in terms of value and satisfaction. Exploring
the actual content of experience is relatively recent (Janiszewski 2010; Antéblian
and et al. 2013). This is approached using the P-O-S paradigm: every experience of
consumption is an interaction between a person, an object and a situation (Punj and
Stewart 1983). It is experienced as a process combining several phases (Arnould
et al. 2002) and is made up of four dimensions: hedonico-sensorial, temporal, praxeological and rhetoric (Roederer 2012; Antéblian and et al. 2013). The shopping
experience is a type of consumption experience with the same four dimensions. It
designates the experience inside a point of sale and distinguishes itself by its experiential context, the physical or virtual store. Experiential literature has, until very
recently, approached virtual shopping from a dichotomous point of view. Physical
experience and virtual experience can be differentiated by their spaces, as “experiential contexts” (Carù and Cova 2007): the e-shopping experience takes place in the
virtual sphere (Soopramanien 2011), whereas the classic shopping experience happens in a physical point of sale. One is direct, while the other is indirect, in terms of
the need for electronic materials (desktop computers, laptops, etc.). The online
experience has therefore been studied in the virtual sphere (Fig. 1), often in comparison with what has been learned from the classic shopping experience (McKinney
2004; Dailey 2004).

 irtual Experience, Multichannel Experience and Omnichannel
V
Experience
Work on multichannel experience has progressed in that it looks at using physical
and virtual channels during the buying process (Schoenbachler and Gordon 2002;
Balasubramanian and et al. 2005; Kumar and Venkatesan 2005; Neslin and et al.
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Fig. 1 The concept of the
shopping experience as
presented in the literature

Fig. 2 The concept of the multichannel experience as presented in the literature

2006; Verhoef and et al. 2007; Gensler and et al. 2012). This work is based on the
consumer’s point of view, but the literature on the multichannel experience revolves
around a cognitive comprehension of consumer behaviour in the buying process.
There are several models, with different advantages (Balasubramanian and et al.
2005; Ansari and et al. 2008; Neslin and et al. 2006, Neslin 2014; Gensler and et al.
2012). The channels (primarily the Internet, the point of sale and the catalogue)
have been approached as space-time channels, in a sequence, and the determining
factors for adoption were primarily formulated in “rational” terms. Exploring multichannel behaviour in experiential terms is under-represented, with a few exceptions (Balasubramanian and et al. 2005). Looking at the two types of literature
together in virtual experience (experiential and cognitive literature), we realize that
the dichotomous view is present in both of them (Badot and Lemoine 2013).
Physical and virtual experiences are looked at independently, either with space as a
filter (in experiential literature) or with sequential channels (in cognitive literature;
Fig. 2).
As previously mentioned, the arrival of ubiquitous electronic devices such as
smartphones has greatly transformed shopping behaviour. The way in which the
channels are used overlaps more and more in this so-called omnichannel logic.
Previous studies agree on the difference between omnichannel and multichannel
logics. The omnichannel logic is often presented as an evolution from the multichannel logic (Verhoef and et al. 2015), shifting from a logic of succession to one of
integrating physical and virtual channels. The existence of a new, “omnichannel”
shopping experience is unanimously recognized in the literature (Rigby 2011;
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Fig. 3 The concept of an
omnichannel experience as
presented in the literature

Fig. 4 The definition of
the perimeter of our
research on phygital
shopping experience

Antéblian and et al. 2013; Brynjolfsson and et al. 2013; Verhoef and et al. 2015).
There is a discussion of a change of paradigm in marketing and in distribution
(Okasaki and Mendez 2013), shifting from a dichotomous logic to a ubiquitous one.
If we combine the definitions proposed in the literature for this new multi-named
shopping experience, a consensus would be (for one retailer): “a hybrid shopping
experience consisting in the consumer hybridizing physical and digital channels
throughout the buying process” (Fig. 3). While the omnichannel experience is undeniably acknowledged, the conceptualization of the actual content of this experience
has been little explored in the literature.

Defining the Phygital Experience
This paper looks in particular at the shopping experience, in an experiential context
that is more or less controlled by the retailer, in this case in the point of sale, and not
throughout the whole buying process, as in the literature. The particularity of these
store cases is the hybrid nature of the shopping experience, where physical and digital elements overlap. It is therefore intrinsically part of an omnichannel logic, in that
it combines both physical and virtual components. Phygital experience is in fact a
form of omnichannel shopping, but with the particularity of its occurrence within
the store. We thus define the phygital shopping experience as an omnichannel experience combining physical features and digital features in the same point of sale
(Fig. 4). The two case studies presented and developed below are two examples of
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phygital shopping experiences as they are both taking place in physical stores where
physical components (physical products, brick and mortar, sales assistants) are
being mixed with digital ones (screens made available by retailers, smartphones
held by shoppers, etc.).

Theoretical Deficit and Research Question(s)
The phygital experience is, for us, the most complete form of omnichannel experience in terms of omnichannel and distribution offers, in that it is a physical and digital hybrid in one spatio-temporal context, the point of sale. As far as we know, there
has been no conceptualization specific to this shopping experience. Our research
question is as follows: what is a phygital shopping experience from the consumer’s
point of view? The associated sub-questions are as follows: how do consumers
hybridize the physical and virtual components of the experience? What functions
and meanings do they give these hybridizations? What roles do the retailers and the
consumers play in the phygital experience?

Field Investigation
Research Design
Our methodology is that of a case study, often recommended for new phenomena,
closely linked to their context (Eisenhardt and Graebner 2007; Yin 2009), in this
case, shopping. Our research looks at the issue as experienced by consumers, with
the goal of understanding the content of this experience, in keeping with “Consumer
Culture Theory” (Arnould and Thompson 2005). Firstly, a study was conducted of
customer experience in a connected store. This store had two main particularities
when compared with a classic one: (1) there are several different types of screens
(touch-screen terminals, website replication, personalization screen, etc.), and (2)
not all products are displayed in-store; the retailer provides digital screens as complementary to the absence of certain models. For the purposes of internal validity,
several sources of ethnographic data were used (Spiggle 1994; Mariampolski 2006;
Sherry 2008). On-site observations as well as formal and informal interviews
(around 80) were carried out with clients, sales assistants and experts. The store’s
catalogues and virtual pages were also considered (website, Facebook page,
Pinterest, Instagram). The data were analysed using thematic content analysis, as
this technique is particularly suited for data collected from ethnographic fieldwork.
In order to reveal the representations and practices of the individuals of the research,
the focus has been stressed on the meaning of sentences or words rather than their
frequency of occurrence. The chosen unit of analysis chosen was the theme
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(Bardin, 1977). Consistent with the research’s inductive nature, the analysis has
been carried out without prior grid. Also, for the purposes of external validity, a case
presenting the opposite characteristics to the first case studied was taken into
account using the same methodology. This is a purely physical store (a clothing
store named BTSSB) with no screens, where phygital elements come not from the
store but from the client himself, through the use of a smartphone. Our intra- and
inter-case analysis has produced the following results.

Findings
1) How is the phygital experience lived by the observed individuals? Depending
on the case, it can be lived above all as a physical experience or as a hybrid
(loop-shaped) experience.
–– In the connected store, the experience is above all lived as a physical one
facilitated by screens. In fact, shoppers appear as “product centric”. They
are oriented towards contact with products and also with sales assistants.
Through our observations and interviews, a hierarchy of stimuli during shopping appeared: first come the products, closely followed by interaction with
sales assistants and finally atmospheric stimuli (in particular, products
arranged in scenes and their projective effects, music and lighting). Emotional
stimuli while shopping are produced first by physical stimuli to the detriment
of the technological stimuli present in-store. Contact with products and sales
assistants appears as a reason for people to visit the store. The in-store emotional stimulation, above all due to physical stimuli, is exacerbated in the
store by a preliminary virtual experience. In fact, physical contact with products in the store is accentuated by virtual contact ahead of the buying process.
The majority of shoppers are indeed cross-channel customers. They thus act
as “shoppers with blinkers” who first focus on their target product previously
chosen or noticed in the digital sphere: “we came to see the product (previously noticed on the web), to discuss with a salesperson, to get impressions,
opinions and advice. You don’t necessarily go check the screens in store”
(François, connected store’s client). Secondly, once they have accomplished
their mission with the target product, these cross-channel customers can drop
their blinkers, thus becoming more receptive to other stimuli. Even in this
second, more attentive phase, cross-channel customers are primarily interested in potential new products they notice in the store.
–– In the purely physical store, where the phygital aspect comes more from
the customers, hybrid shopping is seen as a loop: the physical and digital
aspects are intertwined in a sort of loop, the physical side giving way to
physical retranscription. Physical stimuli in a point of sale often lead to
digital retranscription (e.g. a customer takes a photo of herself in the dressing
room wearing a dress, then shares it on her Instagram page). This digital

68

S. Belghiti et al.

content then acts as a digital stimulus, first in the consumer’s imagination,
before being transcribed into the physical realm (the example continues: seeing the photograph of the shopper in the dress is inspiring and evokes the
pleasure of looking forward to a purchase. The dream of having the dress will
incite a trip to the store, becoming a physical reality). Whether the stimuli are
physical or digital, the driving force of the loop is the consumer’s emotional
stimulation. The two types of stimuli are viewed in the same way by customers. They experience shopping as a mix of physical and digital: “both physical and digital (…) you can take photos, digitalise them, post them on the net,
buy something in the BTSSB store, put it on the Internet or buy something in
BTSSB’s online store, then receive it, wear it to a meet-up, then take a photo
of it, and the physical-digital loop continues” (Camille, a BTSSB customer).
2) What factors favour hybridization? Depending on the case, the factors can
be rather spatial or emotional.
–– In the connected store, the use of digital interfaces appears to be hierarchical and strongly linked to visibility and spatial factors of shopping.
Several themes arose from the interviews and observations as to the use of the
large white digital kiosks to the detriment of the other screens made available.
A more general explanation was evoked above. It involves the customers
themselves, who are “product centric”. With products appearing as the primary stimuli, little space is left for other stimuli, including digital interfaces.
The other explanations are linked to several factors: the size and colour of the
screens, their shape and the customers’ familiarity with it, their position
within the store and on the (spatial) path of the customer. For example, as
Séverine, client of the connected store, stressed about the vertical shape of
some terminals in store: “if the idea is to manipulate these (vertical) screens,
I would not have gone there spontaneously. I would have gone more on those
ones, who are within reach, which are who are up to it, as they look like
desks”. Finally, the semiotic pollution in a highly urban setting is mentioned.
In fact, as one of the sales assistants explained about screens, sometimes less
is more: “Yes, there are screens everywhere, so why would we choose this
one as opposed to a different one?” (Interview, sales assistant 1). In addition,
as the store’s design is one of a pared-down setting, the challenge for its
founders was to make sure that the screens do not hinder this image. By
adhering closely to the store’s image, the screens are integrated more effectively and stand out less, as observations show.
–– However, in the screen-free store, in-store smartphone use does not follow a spatial logic but seems more to be linked to the consumer’s emotional stimulation. In fact, there is no question of visibility or a spatial
dimension as there are no in-store screens. Usage (primarily taking and sharing photos) appears to be related particularly to emotional stimulation and, to
a much lesser extent, to practical use. The driving forces for usage were primarily factors arousing the consumers’ emotions or excitement, for example,
the aesthetic qualities of the products and of the place, the attraction of
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• Goal 1: ensure the visibility of digital interfaces
• Role 1 (associate) of the sales assistent: human signage
• Goal 2: ensure understanding of the functions of digital interfaces
• Role 2 (associate) of the sales assistant: educate, explain, train
• Goal 3: ensure the use of digital interfaces
• Role 3 (associate) of the sales assistant: initiate, accompany, transfer

Fig. 5 The three guidance steps linked to the roles of the salespeople in the phygital experience

s omething new (new product model, new setting, etc.): “the store has to be
beautiful, it has to inspire me to take a photo” (Yumi, a BTSSB customer).
Secondly, more useful factors such as looking for advice after trying something on, or memorizing, were apparent (sending a picture to friends of the
product for advice or taking it as a memory).
3) What role(s) do sales assistants play in the phygital experience? In both
cases, the sales assistants are a link between the physical and digital
experience.
–– In the connected store, a direct role linked to the need for guidance in a
hierarchy of three steps is evident (Fig. 5).
–– In the screen-free store, the sales assistants also play a primordial role in
hybridization, but indirectly. The emotional link formed through the sales
assistants’ empathy and warm welcome contributes to hybridizations, as a
way of expressing customer attachment.
4) Which functions do consumers attribute to hybridization? The intensity
and degree of hybridization vary according to the more or less significant
role the consumer can play in the experience. The more involved the consumer feels, the more they will hybridize the physical and digital components of
their experience and their functions.
–– In the connected store, where the phygital element comes more from the
store itself, hybridizations are for practical facilitation only. They make
up a continuum of minor hybridizations (verification, reminding, memorizing, payment) and major hybridizations (refining choice, comparing with
other similar in-store products, co-construction (with a salesperson about the
idea of a product unavailable in-store)) and omnichannel fluidity (only by
customers with digital expertise, using it throughout the process).
–– In the physical store where the phygital element comes more from consumers, there are more functions associated with hybridizations. There
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Table 1 Hybridization moments during the in-store processes, associated functions and interfaces
Hybridization moment
during the process
Beginning of the process
Beginning of the process
Beginning of the process
Beginning of the process
End of the process
End of the process
Throughout the process

Function associated to hybridization
Verification (characteristics, name of the
model)
Reminder (of the previously selected
target product)
Refining choice (when the decision
process is incomplete)
Comparison (with similar in-store
products)
Memorization (of products presented
in-store)
Payment (by card, at the point of sale)
Fluidity (expert customers, with digital
expertise)

Type of digital
interface
In-store screen
In-store screen
Smartphone
In-store screen
In-store screen
In-store screen
Smartphone
In-store screen
In-store screen

are practical facilitation hybridizations (verification, reminding, memorizing), as well as “retranscription” hybridizations. These are when the consumer retranscribes the physical elements into digital ones, and vice versa,
for example, the retranscription of an in-store product’s aesthetics into the
digital sphere, or of an emotion they felt in-store. Generally speaking, for the
customer, digitalization of physical elements takes on the following functions: to enhance products, demonstrate an attachment to the place and to the
salespeople, extend the experience (or remember it), proudly show off products, bring the place back to life (or keep it alive), promote it and show it to
people. The general meaning of the phygital experience is that of a cooperation, a tacit giving relationship, a committed, conscious approach to communication about the store in order to “thank” them. As Sève, a client of the
BTSSB store, explains, “the staff are lovely … they are really very helpful,
very attentive, very patient too … they make great efforts, they organize tea
parties to serve us and I think for all that, the 5 Stars are deserved and I personally seek to thank them”.
5) In the phygital experience, how is the buying process structured? The temporal dimension appears in both cases.
–– In the connected store, hybridizations used in-store and their functions
are closely connected to the temporal dimension. In fact, temporality is
connected to the use of digital elements in-store, seen as time-saving or a
waste of time (with customers’ preference for smartphones), to the use of
digital elements as a reflecting to the decision process, and finally, when to
the moment of use while shopping in store (Table 1).
–– In the screen-free store, temporality is also of a practical nature but especially linked to managing the publication time (immediate or delayed, to
extend the emotional memory of the experience). As Inès, a client of the
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BTSSB store, explains, “So posting it right away, it’s still tough, but it makes
me happy, I tell myself in my head that I’m still there”.
6) How does the link between the store and the consumer affect
hybridization?
The participative aspect of the hybrid experience appears to be linked to
the connection the consumers have with the store. The more emotional the
link between the store and the consumer is, the more active the consumer will be.
–– In the connected store, customers who use hybridization prioritize practical facilitation hybridization despite the fact that the company is active.
In fact, it tries to spark a social conversation with its shoppers (making
hashtags available on in-store posters, inviting shoppers to take photos and
share them on social networks).
–– In the case of the purely physical store, phygital action comes primarily
from the customer, without direct intervention or encouragement from
the store. Our observations and interviews show a link between the “prosumers” and their creative roles on one hand and the emotional link they have with
the company, its sales assistants and its point of sale on the other hand:
ambassador-
consumers mixing physical and digital elements in order to
“inspire” and create desire; marketer-consumers imitating and surpassing the
company in their virtual product display; communication manager-consumers
communicating about the company in a professional manner; and consumers
“animating communities” by organizing phygital events (competitions, etc.).
Yumi, for instance, likes to complete the store’s virtual display of its products
by posting pictures of the products that enhance the tiny details not shown by
the store: “I can take a picture… the detail of a print or it can be a charm or a
detail on a jewel (…) because precisely, when (the brand) put (just) the look,
people do not see this”.

Contributions and Theoretical Discussion
The first contribution of this article involves the way the phygital experience is
being lived and received: in the connected store, the phygital shopping experience
is lived above all as a physical experience, with primarily minor hybridizations.
Major hybridizations seem to be the prerogative of a technophile minority, given
their digital-related jobs. The need to educate shoppers in three steps is evident.
Sales assistants have a real role in passing on hybridization, as they are the bridge
between the physical and the digital. To allow omnichannel fluidity, customer training must be based on these three guidance steps. What’s more, in the screen-free
store, the role of sales assistants appears to be just as important in encouraging
consumer hybridizations. In particular, the level of empathy shown by the company
opens up a wide variety of hybridizations. They go beyond simply being useful and
are experienced as a sort of return gift to the company.
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The second contribution involves the dimensions of the phygital experience (in
relation to the previous literature): they are spatial, temporal, hedonico-sensorial,
social and participative. The results seem to be in line with certain dimensions put
in place in the first conceptualizations of the classic, omnichannel and multichannel
experience (Antéblian and et al. 2013). In particular, the hedonico-sensorial dimension exacerbated in the store is consistent with the emotions exacerbated in each
channel of the omnichannel experience (Balasubramanian and et al. 2005) and the
physical stimuli creating emotion are the same as those advanced in classic experiential literature (Holbrook and Hirschman 1982). The social dimension with community participation is also the same, as well as the need for interaction with sales
assistants. In the literature on multichannel and omnichannel experience, the temporal dimension appears to be a desire to manage time (Balasubramanian and et al.
2005; Ansari and et al. 2008; Neslin and et al. 2006, 2014; Gensler and et al. 2012).
This logic is also found in the phygital experience, not only in the practical aspect
of facilitating shopping, but also in the emotional aspect (relive the experience).
Finally, to our knowledge, the spatial dimension has not been dealt with in omnichannel literature. However, it has been highlighted in experiential literature: the phygital experience sheds new light on merchandising, about inserting technologies in
space and their appropriation by shoppers. The participative dimension (Carù and
Cova 2007) of the phygital experience raises the question of the degree and modalities of the retailer’s intervention in the production of the experience. In particular,
(1) Which technological tools should be offered, to avoid “gadgetization”? For
example, how can the smartphone be used to encourage digital interaction in the
store? (2) What goal should the phygital experience have? And how should it be
encouraged to take place (Table 2)?
Finally, the limits of the study seem to be inherent to the temporal dimension of
the study, which is not longitudinal, as the observational periods lasted 1 year. Other
areas of research could involve exploring other goals for the phygital experience,
aiming for modernizing the store’s image or for entertainment.
Table 2 Phygital matrix crossing the goals of the phygital experience with the retailer’s role
Goals of the
phygital
experience/the
retailer’s role
Physical

Digital

Facilitating hybridizations
The store’s role (education): educate
shoppers and train sales assistants
based on the three guidelines
The store’s role (innovation):
technology oriented towards the
shoppers’ needs, encouraging digital
elements for the consumer, avoiding
“gadgetization”

Creative hybridizations
The store’s role (empathy):
welcoming, attentive sales
assistants, point of sale
encouraging domesticity
The store’s role (inspiration):
aesthetic display of products in
the visual realm
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Pattern on New Product Introductions
and Firm Performance: Consideration
of Timing and Target: An Abstract
Sena Nakamura

Abstract Recent studies of the action-based view explored the relationship
between a firm’s performance and its series of actions/reactions in a given year.
However, they did not differentiate between the types of actions/reactions (e.g., the
4P marketing mix) and focused only on generic factors that determine success, such
as volume, speed, and variety. Thus, this study focuses only on new product introduction and aims to identify the key factors that determine success in a series of
introductions and how they affect firm performance and examine the moderating
effects of market conditions (i.e., competitive intensity and market variability) and
firm characteristics (i.e., firm resources and experience).
The study sample included 2198 new products introduced in four markets by 35
firms in the soft drink industry during 2008 to 2014. The author conducted a content
analysis and identified the types of new product introductions related to timing
(early vs. late) and targeting (existing customers vs. new customers). The author
used 175 firm-year observations (35 firms × 5 years) to estimate a random-effects
regression model.
The results for timing showed that a firm is likely to perform better using both
early and late introductions of new products than specializing in either timing. The
results for targeting showed that a firm is likely to perform better introducing new
products that target both existing and new customers than choosing to introduce a
product for either customer type.
This study’s findings offer new insights into both the action-based view and marketing strategy research. Additionally, they provide managers with a guideline for
managing a series of new product introductions.
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Rethinking Sponsorship Recognition: An
Abstract
T. Bettina Cornwell and Steffen Jahn

Abstract Shortly after almost any large-scale sporting event, reports are posted
showing that most of the event viewers have little idea about who the sponsors were.
For example, following the 2012 Olympics in London, research conducted by the
Toluna Global Omnibus Survey showed sponsorship recall to be poor for many
“true” partners, sponsors, and supporters. Adidas a “true” sponsor garnered only
24% correct recall, whereas Nike, a brand aligned with athletes but not the event,
was recalled by 37% of participants as an Olympic sponsor (Wentz 2012). Given the
importance of these communication investments, it is curious that we know so little
about the measurement instruments that produce these results. For example, when
direct competitor foils are included in the recall instrument, are they randomized?
Would the results change if a different competitor foils were included in the list of
possible sponsors? What is the role of non-sponsor foils when this foil is perceived
to be a sponsor, and when it is not? These questions are addressed using a theory
from psychology, but this is not included here due to space limitations.

Methodology
Individuals (223 adults) having attended a live track event participated in a study
after the event concluded, without compensation. The study design 2 (foil: competitor, non-competitor) × 2 (relatedness of brand to event: high, low) resulted in four
between-subjects conditions. Presentation of brands was one at a time. Thus participants saw one of the two target brands either before or after a foil among other filler
brands held constant across all conditions. The relatedness of the sponsor to the
event varied, with one of the target brands being highly related (of functional use
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during the event) and the other being unrelated (not of functional use). Study participants were asked to recall the event they attended and were asked for a yes
(sponsor) or no (not a sponsor) response.

Results and Discussion and Implications for Practice
Using ANOVA and collapsing across repeated measures, both competitor foil presence (p = 0.021) and relatedness (p = 0.019) exert significant effects on recognition.
There is no interaction between these two variables (p = 0.445). The presence of a
direct competitor foil reduced recognition, as did being in a brand category highly
related to the event. For practice, the findings suggest the importance of the research
instrument when recognition rates for sponsors are collected. Here we learn that the
presence of competitor foils can have profound effects on recognition of a true
sponsor. This draws into question research that dismisses sponsorship as ineffective
when recognition rates are the main measure.

African Immigrant Consumers’ Attitude
Towards Advertising in General and Impact
on Buying Decisions: An Abstract
Charles Blankson

Abstract The main aim of this paper is to gain a deeper understanding of consumers’ attitudes towards advertising in general by comparing the African immigrant
consumer group in the United States and a control group. Following Shavitt et al.’s
(1998) study on “Whites and non-Whites” attitude towards advertising, the African
immigrant consumer group is compared with a control group (i.e., non-African
immigrants) to enhance appropriate contextual comparison (see also Shavitt et al.
1998).
Following a pilot study, the main thrust of the research involved a survey based
on questions adopted from Pollay and Mittal (1993) and Korgaonkar et al. (2001)
and which, in the first place, were an adaptation of the classic “attitudes and perceptions about advertising in general” construct originally proposed by Bauer and
Greyser (1968). The questionnaire was based on a 5-point Likert scale (ranging
from 1, totally disagree/not important at all, to 5, totally agree/very important). A
return envelope and cover letter from the researcher’s university accompanied the
questionnaire. Using the mall intercept approach, the questionnaires were hand
delivered by advanced undergraduate marketing students at malls, in front of post
offices and at barber shops and hair and beauty salons in Hicksville–Nassau County
(New York), Atlanta (Georgia), Baltimore (Maryland) and Denton (Texas).
Specifically, the author solicited the help of his colleagues from other states to supplement his data collection effort. All students were awarded extra credit points for
participating in the data collection.
For African immigrant consumers, the majority of the respondents are in the age
group 21–30 (49.8%) followed by 20 or under (23.8%). In contrast, only 9% and 1%
were identified for the 51–60 and 61 and over age groups, respectively. In the control group, while the majority was in the 21–30 age range (66.8%), it is followed in
the second place by 41–50 age group (11.5%). Similar to African immigrant consumer group, the lowest number of consumers in the control group belonged to the
age range 61 and over. The Bartlett test of sphericity in African immigrant consumer
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group, (Approx. Chi-Square = 2159.918; df = 378; sig. 0.000); the control group,
(Approx. Chi-Square = 2319.435; df = 378; sig. 0.000); and the Kaiser-Meyer-
Olkin (KMO) measure of sampling adequacy index (value of 0.839, African immigrant consumer group; value of 0.835, control group) confirmed the appropriateness
of the data for EFA. Principal component analysis was selected to reduce the number of factors where the eigenvalue greater than 1 and a cumulative percentage of
variance explained being greater than 50% were the criteria used in determining the
number of factors. The results revealed five factors influencing African immigrant
consumer group’s attitude towards advertising in general: advertising is a pleasure
and it affects my perceptions, advertising heightens vanity, advertising intensifies
materialism, advertising enhances social role and image, and advertising is good for
the economy.

Interpreting Offence in Advertising:
A Regulatory Perspective: An Abstract
Kristina Auxtova and Mary Brennan

Abstract Given the lack of attention paid to the interpretation of offensive advertising by different stakeholder groups and the actual offence caused, this study aims
to explore how offence and harm have been attributed to non-profit advertising by
complainants and regulators and how the associated organisations respond in light
of these formal complaints and adjudications. We content analyse 9,055 consumer
complaints received by the Advertising Standards Authority (ASA), UK, in the
period of 2009–2015 as well as the associated 309 complaint adjudication reports
concerning offensive and harmful advertising within the non-profit sector. Our findings suggest that charities (38%) and issues related to children (46%) are most often
complained about. A thematic analysis of the rulings shows certain disconnects in
the discourses across the three stakeholder groups (complainants, regulators, associated organisation) with the current self-regulatory system appearing to favour the
industry. The understanding of these discourses helps to contribute to the ongoing
debates on the appropriateness, ethics and application of offensive themes, formats
and imagery in non-profit advertising as well as the debates on effectiveness of
self-regulation.
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Multiple Sports Sponsorships: Is More Always
Better? An Abstract
Brett A. Boyle

Abstract Brands which invest in sports sponsorships often sponsor a number of
sports properties, many of which have fan bases with significant overlap. On the one
hand, such investments in multiple properties may be done in hopes of achieving
synergistic, positive effects for the brand. On the other hand, it could be argued that
given high fan-base overlap, sponsorship investment in multiple sports properties is
redundant and therefore an inefficient investment. A survey of 1,000 Americans
focused on the effects of multiple sponsorships of a major US brand of antifreeze
across three sports properties: NASCAR, NHRA, and the Professional Bull Riders
(PBR) Tour. Awareness of one, two, or all three sponsorships was considered as a
predictive variable with regard to outcomes of influence of the sponsorship toward
brand preference and purchase intention. A MANOVA model revealed that sponsorship awareness had positive effects on purchase intention and that interactive effects
were found in those cases an individual was aware of two sponsorships. Subsequent
analysis was conducted to uncover how fan overlap across sports properties helps
explain these synergistic effects.
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The Role of Transitional Servicescapes
in Maintaining Attachment to Place:
An Abstract
Alastair Tombs, Jörg Finsterwalder, Chris Chen, Girish Prayag,
and C. Michael Hall

Abstract Previous research has extended scholars’ focus on place attachment and
the servicescape as the physical service setting. However, very little attention has
been paid to exploring the temporal dimension in connection with attachment and
servicescapes. In particular, how place attachment is maintained during the transition phase between the removal of, or disruption to, one permanent servicescape
and the reestablishment of its replacement. For example, the city of Christchurch,
New Zealand, suffered two major earthquakes in September 2010 and February
2011 causing significant damage to and the subsequent removal of large parts of the
city’s retail, commercial and residential precincts. Six years on Christchurch is still
undergoing an extensive rebuilding process. Because of the magnitude of destruction, especially in the CBD, and the logistics of clearing damaged buildings, designing, planning and funding new works have meant that only now a new permanent
city is emerging. This rebuilding process created numerous blocks of vacant land on
which entrepreneurs set up businesses either as individual temporary servicescapes
or part of larger precinct-based transitional servicescapes that contained a collection
of individual businesses, events and/or installations. This post-earthquake scenario
provides a suitable study environment in regard to the time perspective of servicescapes and how residents maintain, build or rebuild their attachment to place during
this temporary or transitional period. Aligned with such an extensive rebuilding
programme is the notion that attachment occurs at differing levels of servicescape,
whether this is at the individual retail or service store level or the greater precinct or
city level. In these transitional phases, place attachment at one level may leverage or
be leveraged by the servicescapes of another level. Scholars in environmental
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p sychology have attempted to conceptualise, understand and measure place attachment to interpret the individual–individual, individual–community and individual–
place bonding for a specific place scale (e.g., Kyle et al. 2005). The majority of such
research focuses on a medium-range place scale such as neighbourhood or community. In this paper we review the literature on servicescapes and place attachment
and apply it to the transitional and reconstructed city of Christchurch in order to
derive an understanding of the ability of temporary or transitional spaces to maintain place attachment even when the original servicescapes have been destroyed.

Examining Value Co-Destruction: Toward
a Typology of Resource Disintegration:
An Abstract
Joanne T. Cao, Bruce L. Alford, and Nina Krey

Abstract The notion of consumer misbehavior has gained more attention in recent
years, challenging the old adage that “the customer is always right.” This is also
evident in the value co-creation literature in which certain behaviors, such as consumer participation, may result in undesired consequences. However, only a handful of researchers have begun to view this alternative side to value co-creation. As
such, this article seeks to gain a better understanding of the manifestations and traits
of value co-destruction (VCD), the opposite possibility of value co-creation. Here,
VCD refers to the decline in value created together by a provider and consumer
from their interactions and experiences that result in resource disintegration. From
a service-dominant logic perspective, the current study argues the propensity of
consumers contributing negative value to the co-creation process through resource
disintegration. That is, if resources are misused or applied the wrong way, then the
value potential is not realized from the dyad. Using a typology of value destruction,
this article explores the application of resource disintegration based on the interaction between service systems and intentionality.
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Ethical Concerns of Un(Sustainable)
Stakeholders: A Reexamination of Stakeholder
Theory in Sustainable Decision-Making
Matthew B. Lunde

Abstract Sustainability and sustainable business practices have influenced many
policy and strategy decisions in organizations. Stakeholders, such as owners,
employees, customers, and community members are bombarded with environmental and political claims, advertisements, and sustainability initiatives. This paper
reexamines stakeholder theory when ethical situations are a concern, specifically
with political ideology and stakeholders’ attitudes toward environmental spending.
Using 2014 quantitative data from the General Social Survey (GSS) and then using
qualitative interviews with 20 participants, this study questions the use of stakeholder theory in certain situations, especially when (un)ethical practices (e.g.,
spending on sustainability) come into question. Both logistic regression models
show that political affiliation (i.e., ideology) has a significant negative association to
spending on improving and protecting the environment. However, the findings of
the qualitative study somewhat confirmed results of the quantitative study, yet
brought up many ethical questions and issues. Introducing the qualitative results
into this dilemma forces a business to question stakeholder theory, its stakeholders,
and the ethics of always siding with its stakeholders. Finally, a few broad implications are included, including theoretical, organizational strategy, policy, and spending implications.
Keywords Sustainability • Ethics • Decision-making • Stakeholder theory
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Introduction
Sustainability is defined as “meeting the needs of the present generation without
compromising the ability of future generations to meet their own needs” (World
Commission on Environment and Development 1987). It encompasses the triple
bottom line of economic sustainability, social sustainability, and environmental sustainability (Elkington 1994). Sustainability and sustainable business practices have
influenced many policy and strategy decisions in organizations (Peterson 2013;
Peterson and Lunde 2016).
Stakeholders, such as owners, employees, customers, and community members
are bombarded with environmental and political claims, advertisements, and sustainability initiatives. However, to slow climate change, to sell sustainable products,
to promote green advertising, and provide a sustainable environment for people,
stakeholders need to be influenced to change their attitudes toward sustainability
(Sheth et al. 2010). Employees and consumers make decisions daily to either be
sustainable or not; yet, many are still skeptical of sustainability (Luchs et al. 2010).
Many of these stakeholders’ (see: “Freeman 1984” for “Stakeholder Theory”) attitudes toward sustainability are overshadowed by factors such as income, not seeing
the positive value of sustainability (Kidwell et al. 2013), and political arguments,
among others.
Political ideology can influence stakeholders’ attitudes toward environmental
spending. Kidwell et al. (2013) defined political ideology as “the set of attitudes,
which contain cognitive, affective, and motivational components, that explains how
society should function in order to achieve social justice and social order,” either
liberal or conservative (p. 351). Past literature has examined political affiliation, but
this study uses stakeholder theory to extend into ethical concerns for organizations.
For example, if a business is trying to become more sustainable, but its stakeholders
are against sustainability, what does the business do? What are the legal ramifications? Ethical concerns? Does the business follow stakeholder advice or not? The
traditional view of stakeholder theory is that the business should put stakeholders’
needs first (Freeman 1984); however, when political ideology and partisanship enter
the focus, where does that leave the company? Therefore, this study questions stakeholder theory in times of sustainable decision-making and political ideology.
Political partisanship has been rising in the USA (Kidwell et al. 2013), concluding that liberals (conservatives) have greater intentions to be more sustainable when
exposed to their own feelings and desires (other conservatives’ ideas and appeals).
Therefore, liberals (conservatives) would be more inclined to care for the environment (care for their in-group), thereby wanting more (less) organizational spending
on environmental sustainability. Other studies conclude that political ideology does
have impact on attitudes (Buttel and Flinn 1978) and social and political consequences of ideology (Jost et al. 2009). Konisky et al. (2008) found that “Republicans
and ideological conservatives are less likely to support further government effort to
address the environment” (p. 1066); therefore, Democrats and ideological liberals
want more effort toward environmental sustainability. Currently, literature is scarce
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in the area of ethical decision-making in highly questionable situations, such as with
sustainability. This study answers two questions:
• Does stakeholders’ political affiliation influence their attitudes toward organizational spending on improving and protecting the environment?’
• How does this focus extend stakeholder theory to political ideology and sustainability research, practice, and ethical concerns?
Based on past literature, this study hypothesizes that stakeholders who are more
liberal/Democrat (conservative/Republican) will have stronger (weaker) attitudes
toward environmental sustainability; therefore, they will be more (less) likely to
favor (disapprove) organizational spending money on improving and protecting the
environment. Therefore, if the hypothesis is correct, and a company uses stakeholder theory as a driving model, does a company looking to be sustainable decide
not to (decide to) if its stakeholders are mostly conservative (liberal)? For most
decisions, using stakeholder theory is an easy answer; however, for sustainability, a
company going with/against stakeholders in favor of sustainable spending is an
ethical dilemma. Therefore, this study questions the use of stakeholder theory in
certain situations, especially when (un)ethical practices (e.g., spending on sustainability) come into question.

Data and Methodology
The first study uses quantitative data from the General Social Survey (GSS), compiled from 2014 surveys of US citizens (2015). GSS data collection started in 1972
by the National Data for the Social Sciences (NORC). NORC is a Social Science
Research Center at the University of Chicago, funded by the National Science
Foundation. Since 1972, data has been collected on an almost annual basis. It uses
“full-probability, personal-interview survey[s] designed to monitor changes in both
social characteristics and attitudes currently being conducted in the United States”
(GSS 2015, “About GSS” webpage). GSS covers a multitude of topics, including
civil liberties, crime, morality, well-being, stress, political ideology, environmental
issues, among others. GSS data can be used as either longitudinal (i.e., researchers
conduct observations of subjects over time) or cross-sectional (i.e., researchers
compare populations groups at a point in time) (Institute for Work & Health 2015).
This study examines subjects from 2014.
The sample size for this study is 1,198 adults (18+ years old). The dependent
variable is “spending improving and protecting the environment.” The independent
variable is “political affiliation.” The participants’ responses are measured on if they
think of themselves as (on a scale of 0 to 6) of 0 = strong Democrat, to 3 = Independent,
to 6 = strong Republican. The two variables are categorical variables, with the
dependent variable (i.e., improving and protecting the environment) being collapsed
into a dichotomous 0/1 variable for regression. The dependent variable is collapsed
into spending “not enough” (1) and “enough” (0). Demographic control variables
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include respondents’ age, sex, race, marital status, highest year of education, and
total family income. Other control variables include the number of children respondents have, if they are a US citizen, and if they are concerned about the environment. Categorical variables include sex, race, marital status, US citizenship, and
concern about the environment. These variables are recoded as dichotomous (0/1)
dummy variables. Age, education, total family income, and number of children are
not recoded, as they are continuous variables.
Variables were chosen based on previous literature (Buttel and Flinn 1978;
Kidwell et al. 2013; Konisky et al. 2008). Demographic variables are always controlled for to rule out sex or age, for example, from influencing the outcome.
However, this study also uses “concern for the environment” as a control variable,
as environmental concern may have an association with how much is being spent on
improving and protecting the environment. Lastly, missing data and the categories
of “Independent,” “Other Party,” “don’t know,” and “no answer” were omitted from
political affiliation. A series of two nested logistic regression models explored the
research question. Model 1 compared “spending on the environment” with “political affiliation.” Model 2 added the variable “concern for the environment.”
A second, follow-up qualitative study was conducted with 20 interviewees to
understand the ethical dilemma that the quantitative study presented. The qualitative
study asked these questions, among others. “If you are a stakeholder of a business,
and it decided to start spending on environmental issues, is that ethical, and why?”
“Can a company go against its stakeholders’ wishes if it wants to spend money on
sustainability issues and initiatives?” and “should political affiliation of a city, state,
or its stakeholders influence spending on sustainable practices?” As with most qualitative studies, this study used a semi-structured approach of interviewing. That is,
while there were questions prepared before the interviews, the interviews evolved
and shifted with participants’ responses (Creswell 2013).

Results and Discussion
For the quantitative study, over half of the respondents (average age: 49) were
female (55.0%), not married (51.2%), were US citizens (93.4%), and were concerned for the environment (89.5%). Fifty-eight percent of respondents felt that “not
enough” money, and 42% felt that “enough” money was being spent on environment sustainability. Lastly, 46.3% identified themselves as “Democrat,” while
31.3% identified themselves as “Republican.”
Both logistic regression models show that political affiliation (i.e., ideology) has
a significant negative association to spending on improving and protecting the environment (p ≤ 0.001). Model 1 concluded that Republican stakeholders are significantly less likely than Democrats are to favor spending toward improving and
protecting the environment (p ≤ 0.001). Model 2 (p ≤ 0.001) showed that respondents who are concerned about the environment are about 3.9 times (290%) more
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likely to favor organizational spending sustainability. The quantitative results provide support for the Kidwell et al. (2013) results.
However, the findings of the qualitative study somewhat confirmed results of the
quantitative study, yet brought up many ethical questions and issues. Of the 20
respondents, 8 were liberals and 11 were conservatives. The eight liberals and four
conservatives highlighted that a company should go against its stakeholders if the
company wants to spend on sustainability issues (against Stakeholder Theory).
However, the seven of the eleven conservatives stated that a company should not go
against its stakeholders (confirming Stakeholder Theory). The result to note is that
four of the conservatives felt that they should go against the stakeholders. One of
those stakeholders claimed “even though I am conservative, I sometimes completive
advantage of the company and the moves of the company need to outweigh the
stakeholders. I hate to say it but sometimes, um…stakeholders may actually harm
the business…” (Samuel, age 63). Suzy (age 34), who is a liberal stated “of course
the company needs to go in the direction they see fit…they would be doing the company injustice if they felt that they [the stakeholders] know exactly the business
should be run…” Finally, Josie (age 34), a conservative, argued “as stakeholders we
like to, um a, think that we know what is best for a company, but if we are not there
day in and day out, how do we actually know…I know many like to give opinions,
so ethical and some unethical, but at the end of the day, it is about the company
spending what is best for the company, and if that is sustainability, that is what it
needs to be…”
The results of the quantitative study were not surprising, as past literature (Buttel
and Flinn 1978) and popular press show bipartisanship between liberals and conservatives. The quantitative study questioned if stakeholders’ political ideology is a
strong predictor of their attitudes toward organizational spending on environment
sustainability. The analysis shows that political affiliation is a strong predictor.
Specifically, it shows that Democrats (compared to Republicans) will more strongly
support environmental organizational spending. However, this is unique from past
studies on political ideology and sustainability because it uses stakeholder theory to
question the ethical implications of such organizational spending.
Introducing the qualitative results into this dilemma forces a business to question
stakeholder theory, its stakeholders, and the ethics of always siding with its stakeholders. If Company A, for example, were looking to increase its competitiveness
by becoming more sustainable, it would first look to its stakeholders. However, if its
stakeholders were against spending on the environment because most were conservatives, Company A would ethically have to decide to either (1) go against its stakeholders or (2) go with its stakeholders and not gain competitive market share through
sustainable initiatives. If Company A were a corporation, it could mean a lower
stock price, angry shareholders and stakeholders, and maybe even a change of top
positions (e.g., Chief Executive Officer, among others). Therefore, a company cannot only rely on stakeholder theory and political affiliation for answers to sustainability questions. The company must also rely on ethical decision-making and
competitiveness in the marketplace.
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Implications and Conclusion
This study asks very important ethical questions. It extends stakeholder theory to
sustainability literature and questions ethical situations, specifically spending on
sustainability, involving stakeholder theory. Ethical questions include (1) when is it
ethical for businesses to go against its stakeholders? (2) When does a bipartisan
issue, such as sustainability, trump stakeholder theory? (3) Is stakeholder theory the
answer to organizational decision-making? (4) How should bipartisan political
issues, such as sustainability, be resolved in spending and decision-making? (5)
Should political affiliation factor into organizational decisions, such as spending (or
not spending) on the environment? (6) If the answer is “no” to #5, how does an
organization factor out stakeholders’ political affiliations when they are making
decisions?, among many others.
A few broad implications of these findings include organizational strategy, policy, and spending implications. First, organizations looking to become sustainable
need to take political affiliation of its stakeholders into account. Second, policy
measures and public policy initiatives and spending measures of where money is
going (i.e., for the environment) will benefit greatly from these results. Third, organizations need to question the decisions of its stakeholders when it comes to spending hot-button issues, such as sustainability. Finally, a few theoretical implications
include reexamining stakeholder theory in ethical dilemmas and understanding that
stakeholder theory, although a powerful and highly useful theory, may not be useful
in all organizational decision-making.
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Are Different Merchandising Techniques
and Promotions Equally Effective to Improve
the Sales of Utilitarian and Hedonic Products?
An Abstract
Álvaro Garrido-Morgado, Katia Campo, Óscar González-Benito,
and Mercedes Martos-Partal

Abstract Grocery retailers face increasingly complex management problems.
They not only have to manage multiple product categories and a huge number of
different brands and SKUs but also have to cope with continuous changes in the
competitive environment and an increased tendency of consumers to spread purchases over different chains and channels. To defend their competitive position, a
differentiated, category-specific marketing mix approach is called for.
Previous research confirmed that consumer behavior and the responsiveness to
specific marketing instruments differs substantially across product categories. One
of the major product dimensions that received a lot of interest over the past years is
the distinction between utilitarian and hedonic products. Several authors relied on
congruency principles to explain the differences in marketing mix effectiveness
between these two product types and provided empirical evidence for instruments
such as the product price, promotions, and advertising. Relying on the same theoretical background, we aim to explain and examine differences in effectiveness of
in-store displays between utilitarian and hedonic products. While their effectiveness
is generally acknowledged, few research has been carried out on the distinctions
between in-store display types and the interaction with product characteristics
which can make certain types of displays much more effective for specific categories than for others.
To test whether some display types are more (less) effective for utilitarian than
for hedonic categories, we collected and integrated three types of data: daily sales
data for 22 categories, 983 SKUs and a period of 1 year (scanner data), information
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on the displays used for the same products/SKUs and time period (observational
data), and consumers’ product perceptions (utilitarian versus hedonic survey data).
These data allowed us to estimate a category sales and SKU market share model,
incorporating (in addition to control variables) the effect of three major types of in-
store displays (shelf signages, end-of-aisle displays, and island displays), and their
interaction with product type (utilitarian versus hedonic).
The results confirm that each of the displays has a significant and positive effect
on category sales and the featured SKU’s market share but that not all display types
are equally effective. More importantly, the interaction effects confirm that a display
tends to be more effective for product types where there is a “match” between the
display’s features and the typical decision process for the product category (congruency principle). A third important finding is that the type of promotion (price versus
product promotion) used to support in-store displays, can moderate the interaction
between product and display type, an effect that should be examined in more detail
in future research.

The Influence of Store Versus Service
Satisfaction on Retail Customer Loyalty:
An Abstract
Thomas L. Powers, Seongwon Choi, and Eric P. Jack

Abstract Customer satisfaction and its impact on customer loyalty is an important
competitive consideration for most organizations (Sorescu and Sorescu 2016; Tarasi
et al. 2013). This paper addresses the impact of store and service satisfaction on
attitudinal and behavioral customer loyalty in a retail setting. The research is based
on a survey of 308 Target and Wal-Mart shoppers using Partial Least Squares (PLS)
to test the hypothesized research model. Customer satisfaction has been reported to
be based on a tangible dimension as well as an intangible dimension (Walsh et al.
2008). In this research, the tangible dimension of retail customer satisfaction is
measured as store satisfaction (Jayasankaraprasad and Kumar 2012; Thomas 2013),
whereas the intangible dimension of customer satisfaction is measured as service
satisfaction relating to the customer’s experience with store personnel and the customer service that they receive (Dabholkar et al. 1996; Walsh et al. 2008). Hypothesis
1 was supported showing a positive linkage between store satisfaction and service
satisfaction (β = 0.80, t-value = 33.84). Hypothesis 2 was supported with a positive
linkage between store satisfaction and attitudinal loyalty (β = 0.49, t-value = 6.53).
Hypothesis 3 was also supported indicating a positive relationship between store
satisfaction and behavioral loyalty (β = 0.35, t-value = 4.11). Hypothesis 4 was supported indicating there was a significant relationship between service satisfaction
and attitudinal loyalty (β = 0.23, t-value = 3.13). Hypothesis 5 was not supported
indicating no significant relationship between service satisfaction and behavioral
loyalty (β = 0.12, t-value = 1.80). Hypothesis 6 was supported indicating a positive
association between attitudinal loyalty and behavioral loyalty (β = 0.40,
t-value = 5.46). Our findings support the notion that satisfaction and the two types
of customer loyalty are related with the exception of the relationship between service satisfaction and behavioral loyalty. Service satisfaction may be a form of spurious brand loyalty where customers repeat their purchase behavior because of inertia
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instead of commitment to the store (Bloemer and Kasper 1995). With spurious
brand loyalty, good customer service may be important but it may not have the constant or lasting effect on store satisfaction.

An Examination of Retail Product Return
Behavior Based on Category of Good:
An Abstract
Thomas L. Powers and Justin C. Lord

Abstract A review of the literature indicates that product return behavior may differ
by category of good due to a number of issues: product and emotional dissonance,
the discovery of a better product or price, customer opportunism, awareness of return
policies, and the timing of the return (Harris 2010; Kim and Wansink 2012). To
address this gap in the literature, the purpose of this paper is to investigate how product return behavior may differ by category of goods across these issues. The research
is based on a survey of 283 Target and Wal-Mart retail shoppers. The findings may
help retailers manage and target product return policies to reduce financial losses and
build stronger customer relationships (Berger et al. 2007; Ketzenberg and Zuidwijk
2009; Stamer and Diller 2006). There are several goods categories reported in the
literature; however, the present research utilizes a commonly accepted categorization
developed by Enis and Roering (1980) that classifies consumer goods as convenience, preference, shopping, or specialty. ANOVA was used to test for significant
differences in these constructs across the different category of goods. The hypothesis
for differences by product category for product dissonance (H1) was not supported
(F = 0.69, p = 0.557). Emotional dissonance (H2) was supported as significant differences between category of goods were found (F = 6.28, p = 0.000). Found better
product (H3) was supported (F = 5.77, p = 0.001). Found better price (H4) was not
supported (F = 1.95, p = 0.122). Customer opportunism (H5) was not supported
(F = 0.97, p = 0.409). Awareness of return policy (H6) was not supported (F = 0.07,
p = 0.978). Timing of return (H7) was supported (F = 3.88, p = 0.010). Product dissonance (H1) was predicted to vary across the category of goods but was found to be
nonsignificant. This finding was surprising as it ran contrary to the existing literature
indicating that variations of product attributes between categories of goods would
influence dissonance. Return reason – found better price (H4) was predicted to vary
across the category of goods but was also found to be nonsignificant. This is an interesting finding as the level of price and its associated perceived risk varies by product
category. The research reported in this paper represents an initial investigation into
the area of return behavior related to good categories.
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When the 12th Man Throws a Flag: Fan
Attitude Toward the Proposed Globalization
of the NFL: An Abstract
Eldrede Kahiya and Nina Krey

Abstract Over the past year, the National Football League (NFL) has been exploring ways of increasing its international footprint. This paper focuses on the NFL’s
proposed international expansion into Mexico. Specifically, the study examines fan
reaction to the prospect of hosting games in Mexico City. From a theoretical perspective, we pit the generic international marketing discourse, which projects a
positive outlook on globalization, and the sociological perspective, which takes a
cynical view of globalization. Unlike past research which has adopted a historical
perspective, our data are real time and drawn from fan comments to a recent sports
headline announcing the plans for international expansion. An analysis of fans’
comments shows that the “NFL” invokes different images including a league, a
game, or a sports brand involving teams, host cities, fans, players, and the NFL
Commissioner. Themes drawn from comments indicate that the majority of fans are
protesting the proposed international expansion followed by those bargaining
(with) and denigrating it. Those shielding (i.e., supporting) it are represented to a
much lesser extent. The results generally depict that fans are anti-internationalization.
While the basis for the resistance can be tied to the anti-global sentiment (e.g., anti-
commodification, exceptionalism, nationalism), there is a clear cognitive rationale
underlying some of the fans’ concerns. From the perspective of a front office executive, our results suggest the NFL has some challenges to surmount for international
expansion to gain support from American fans and be successful.
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The Impact of Packaging Languages
on Product Evaluation: Evidence
from the Czech Republic: An Abstract
Prashanth Nyer, Mahesh Gopinath, and Myron Glassman

Abstract Consumers in the Czech Republic are likely to see products targeted at
more affluent Western consumers as being of higher quality, while, given the negative feelings toward Russia, products targeting Russians are viewed as of lower
quality.
H1: Consumers in the Czech Republic will perceive Westerners as preferring
higher-quality products, compared to Czech consumers.
Products made in the USA and sold in the Czech Republic have English on the
packaging. Czech-made products that carry both the Czech and English language on
packaging may be perceived by Czech consumers as targeting the Western foreigners in the Czech Republic.
H2: Consumers in the Czech Republic will perceive products that have both
Czech and English on packaging as targeting consumers from the Czech Republic
as well as Westerners compared to products that have only the Czech language on
the product packaging.
H3: Czech consumers will have more favorable attitudes toward English speaking people, compared to Russian speaking people.
With the Czech consumers perceiving themselves as buying lower-quality products (H1), and with products that also include English on the packaging being perceived as being targeting wealthier Westerners (H2), it is logical to conclude that
products whose packaging contains Czech and English will be perceived to have
higher quality.
H4: Consumers in the Czech Republic will evaluate products that have both
Czech and English language on the product packaging more favorably compared to
products that have only the Czech language on the product packaging.
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H5: The effects of product packaging languages on product evaluation (H4) will
be mediated by the effect of product packaging language on perceived target market
and favorability toward the perceived target market.
We find that there is a difference in dominance orientation for Westerners (H1).
The culture of targeting effect was established through confirmation of hypotheses
H2. Confirmation that Czech consumers have favorable opinion of English speaking
consumers (H3) explains H4. Analysis shows that the differences in evaluations of
the product are completely mediated by the differences in evaluations of perceived
target market. This study has important implications for multilingual packaging
specifically in the Czech Republic and more generally in many other European
countries where the need for multiple languages on product packages is
increasing.

Gamified Consumer Engagement and Its
Influence on Team Involvement over Time:
An Abstract
Thilo Kunkel and Jason Doyle

Abstract Gamified digital media offers many benefits to organizations. The purpose of this research project was to investigate the motives of consuming a gamified
sport team app and its influence on team involvement over time. Drawing on
involvement, engagement, and motivation theory, two studies were conducted. In
Study 1, quantitative data of 639 users of a gamified mobile application was examined. Paired sample t-tests indicate a significant increase of app users’ involvement
mean score over the course of one soccer season. Subsequent linear regression analysis indicated a significant relationship between engagement related to generating
knowledge (i.e., trivia questions) and the involvement difference between Time 1
and Time 2 explaining 6% of the variance of respondents’ increased involvement. In
Study 2, qualitative interviews with 27 users of the application revealed four themes
representing consumers’ motives for using the application – monetary rewards,
competition, sense of achievement, and gaining knowledge. Additionally, the interviews explained the influence of the application on consumers’ involvement changes
or the lack of changes. This research contributes to consumer behavior knowledge
by examining the intrinsic and extrinsic motives that drive the consumption of a
gamified application and its influence on consumer involvement with an
organization.
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The Effect of E-WOM Receivers’ Envy
on Their Behavior Through Social Networking
Site: An Abstract
Akinori Ono and Ryosuke Shimizu

Abstract Previous research has shown that if WOM (word-of-mouth) receivers are
exposed to a video message in which a person says that he/she made great efforts to
earn money and purchase an attractive product, they feel benignly envious and have
higher WTP (willingness to pay) for the product. In contrast, if receivers are exposed
to another message in which a person says that he/she made no effort to earn money
and purchase the product, they feel maliciously envious and have a higher WTP for
other products.
These findings suggest that positive WOM messages may have negative impacts
on WOM receivers’ WTP due to envy. However, previous experiments have mainly
used video messages sent by unknown persons, which are different from e-WOM
messages sent through SNS (social networking sites). (1) While video messages in
previous research came from unknown persons, e-WOM messages sometimes come
from “friends.” (2) While video messages are always made by product buyers,
e-WOM messages sometimes come from manufacturers who have permission to
send messages on behalf of the buyers. (3) While video message receivers in previous research could only choose not to buy the envy-eliciting product, e-WOM
receivers can choose other malicious behaviors such as posting a negative comment
or not pressing the “like” button instead.
The results of three laboratory experiments showed that in the context of e-WOM,
unlike the situation in face-to-face WOM, (1) receivers were less likely to feel maliciously envious toward friends and have WTP for the product; (2) receivers were
less likely to feel maliciously envious if they were exposed to the message as a tool
for marketing; and (3) receivers were less likely to avoid the envy-eliciting product
if they have any other measures of retaliation. This research contributes to progress
in the research field of e-WOM through SNS.
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Creative Audiences: Comparing the Effects
of Traditional Advertising and User-Generated
Advertising on Consumer Brand Attitudes
and Behaviour: An Abstract
Paulo Mora-Avila

Abstract YouTube is the world’s most visited video-sharing website with more
than one billion hits per month, exceeding Facebook and Amazon. With over 6 billion video-hours watched monthly and 100 video-hours uploaded every minute,
people spend an average of 40 min per day watching videos on YouTube. YouTube
provides a forum for idea-sharing and, more relevant to this research, for dissemination of a brand or a company’s information. Through YouTube’s strong social networking characteristics, interactive communication and personal brand
communications’ control may have a greater impact on brands than firm-generated
communications. YouTube users are strongly linked to others producing and sharing
similar content with great semantic coherence around the type of content.
YouTube’s video typology ranges from news to advertising with professionally
and amateur- generated content. User-generated advertising (UGA) through
YouTube is considered a creative, brand-related video conceived outside the firm
boundaries, and produced by consumers, with motivations such as intrinsic enjoyment, self-promotion and audience perception changes, rather than sales increases
or commercial revenue.
From a marketing perspective, the importance of YouTube is the online brand
exposure. As a piece of brand communication, UGA may be more influential in
purchase decisions than traditional firm-consumer models, as interpersonal communications regarding products are more powerful than mass media. Consumers
place a higher degree of trust in peer recommendations than in commercial
strategies.
The aim of this research is to compare the effects of UGA and traditional advertising broadcasted on YouTube, on a consumer’s brand evaluations and behavioural
intentions, specifically on purchasing intentions and on intentions to comment or
share a video. The research further aims to contribute to existing knowledge on
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consumer behaviour and decision making by applying the existing attribution theory to explain UGA effects in buying decisions and online brand exposure.
To conduct the study, a sample of 25 videos of global, low involvement and
highly advertised brands selected by the researcher was validated by a panel of
experts to avoid subjective bias. From this sample, three UGA videos were selected
as stimuli for an Internet-based, self-completion questionnaire conducted in a convenience sample of adult Internet users.
The results were analysed through a mixed within-between subjects ANOVA,
and the findings suggest that when compared to firm-generated advertising, UGA
has more impact on brand attitudes and behavioural intentions to purchase the brand
and to engage in video sharing than firm advertising.
The theoretical and practical implications of this study may serve academics and
practitioners in the understanding of UGA and its attitudinal-behavioural effects on
consumers and potential impact on brand equity. Furthermore, the results sustain
the managerial necessity to develop and maintain strategies to monitor and respond
to negative UGA in social media.

Analysis of Impulsiveness in M-Commerce:
A Study of “On-The-Go Shoppers” Behavior:
An Abstract
Natasha Patricia Bojorges Moctezuma and Pável Reyes-Mercado

Abstract Digital technologies have transformed the consumers’ decision-making
process providing new approaches to understand consumers. Mobile commerce—
m-commerce—is the ability to perform transactions using any wireless device with
no time or space constraints (Balasubramanian et al. 2002). Internet penetration
reached 38.1 percent of global population in 2013 (Internet Society 2015), and the
number of connected devices within OECD area is expected to increase to 14 billion
by 2022 (OECD 2014). This paper proposes a conceptual model on consumer
impulsiveness in m-commerce.
We integrate personality traits theory, motivation theory, and stimulus-response
approach to develop a theoretical framework that explores individual differences in
impulsiveness traits (personality traits theory) and product category as environmental stimuli to the shopper (stimulus-response theory) and their effect on consumer’s
variety seeking (motivation theory) as they relate to impulsiveness levels in purchase decisions.
The framework incorporates normative beliefs as moderator of the relationship
between variety seeking and impulsiveness. We frame our first research question in
that if an individual has an extraverted personality, then the same individual will
have higher variety seeking tendencies via mobile devices. Second, we theorize that
consumers who present higher trust levels in the purchase channels will display
more variety seeking tendencies since then such consumers feel more prone to use
their mobile devices. Third, product involvement encompasses the relevance
(Zaichkowsky 1985) and importance (Mittal 1995) of the product or the purchase
task to the consumer, as well as the effort to carry out a purchase (Holmes et al.
2013). As product category level increases (commodity/premium), consumers’
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level of involvement also increases, and they put more time and effort into their
choice (Beatty and Smith 1987). Fourth, variety seeking is a consumer response to
products “due to the utility inherent in variation per se” (Van Trijp 1995, p. 9); we
propose variety seeking to be the focal construct of our model since purchasing
through mobile devices provides an offering of products on the basis of quickly
changing product categories, online shops, and instant recommendation systems
and affects impulsiveness levels. Fifth, consumers derive utility and relative advantages from the fact of choosing a wide range of products rather than being loyal to
a few products in spite of being satisfied. Impulsiveness reflects the immediate,
unconscious process (Strack et al. 2006) and the motivational “wanting” for the
product; hence, higher variety seeking tendency is positively associated with impulsiveness in purchase decisions via mobile devices. Normative beliefs moderate the
effect of variety seeking tendency on impulsiveness on m-purchase, such that the
effect is stronger for external normative beliefs and weaker for internal normative
beliefs.

Special Session: Macromarketing Saving
the World: An Abstract
Ben Wooliscroft, Sanna Ganglmair-Wooliscroft, Joya Kemper,
Mark Peterson, Ann-Marie Kennedy, and Andy Prothero

Abstract This special session for the 2017 AMS World Marketing Congress
focuses on the role of macromarketing in solving the world’s social, environmental,
and economic issues. George Fisk once said that “The purpose of macromarketing
is to save the world” (Fisk 2001). This session discusses the purpose and areas of
macromarketing, expanding the knowledge of those who might be unfamiliar with
macromarketing but wish to contribute to the field. Panel members will provide an
overview of macromarketing foundations and research areas, such as quality of life,
sustainability, ethics, history, and macro-social marketing. Lastly, a discussion on
publishing in the associations journal, the Journal of Macromarketing, will provide
an overview to those wishing to establish scholarship in the field. Overall, this session will provide a general overview of macromarketing to the Academy of
Marketing Science community.
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Cultural Variation in Healthcare Consumption
in 16 European Countries: National
and Individual Drivers in the Case of Mild
Medical Conditions: An Abstract
Ingmar Leijen and Hester van Herk

Abstract With this research we investigate the impact of individual- and country-
level characteristics on personal healthcare preferences in mild medical conditions.
Using a multilevel approach, we use data from 23,312 individuals from 16 European
countries (including emerging economies), together with data on the country level
for our analysis. We specifically look at preference for professional healthcare in
mild medical conditions, as preference in urgent conditions will be less predictive
of actual healthcare behaviour due to limited choices in these circumstances.
Moreover, for general practitioners, dealing with mildly serious complaints constitutes a major part of their workload. Our findings show that healthcare preferences
at the individual level can be explained by both human values (Schwartz 1992) and
trust in the doctor. In particular, conservation values increase preference for professional healthcare, while openness to change values and self-transcendence values
decrease this preference. Trust in doctor enhances preference for professional
healthcare and socio-demographics and attitudes affect this as well. Our results thus
show that people are influenced by their values in their health preferences. In addition, we show that societal tightness-looseness (Gelfand et al. 2011) enhances preference for professional help on the country level. We also found significant
interactions between individual disposition (values) and environment (tightness-
looseness): societal tightness enhances the effect of the values in the conservation
and self-enhancement domains. Our results show that, on a country level, tighter
norms on how to behave have a stronger effect on preference for professional medical help in case of mild medical conditions than other variables like GDP per capita,
insurance system or supply of doctors. By showing insights into the drivers of
healthcare demand, these results are of interest for governments, healthcare providers and insurers. General practitioners, for instance, can improve their communication and treatment using knowledge on the cultural and personal characteristics of
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patients and related preference for professional medical help in case of mild medical conditions. Internationally operating healthcare companies can improve predictions for healthcare in new markets as well as use our insights in shaping their
communication and marketing strategies.

Effects of Country Personality on Foreign
General Product Attitude Through Self-
Congruity and General Product Country
Images in an Emerging Country: An Abstract
Paul Chao, Murat Aktan, and Lei Zhang

Abstract This research is designed to test the robustness of the country personality
(CP) construct in an emerging country – China. It further examines the effects of CP
on consumer general product attitude (GPA) through the consumer’s self-congruity
and the general country image (GCI) using the structural equation modeling
approach. We ask a sample of consumers in China to evaluate four countries: USA,
Japan, China, and Turkey.
The results reveal both the direct effect of CP on GPA and indirect effects through
self-congruity and GCI with GCI showing the greatest impact followed by the CP’s
rigorous dimension and self-congruity as the mediator. These results suggest significant managerial implications for international marketers. They should focus on
building or promoting a more positive GCI either by improving the product or service quality of the country products or the country image as a whole, which can then
be leveraged to generate a better GPA. Since self-congruity serves as an effective
mediator between CP and GPA, international marketers can focus on promoting a
country image to bring CP closer to the self-concept of the consumers in an emerging market. This can in turn affect the GPA indirectly.
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Sustainability in Marketing, Academic
Perspectives: An Abstract
Joya A. Kemper, Paul W. Ballantine, and C. Michael Hall

Abstract Sustainability in marketing has gained some traction over the years, evidenced in part by growing interest in past and upcoming special issues on the topic
in numerous marketing journals. However, integrating such contested topics as sustainability and marketing suggests multiple ways in which sustainability can be
addressed in marketing. Consequently, interviews were conducted with
sustainability-focused marketing academics from around the world to understand
how sustainability can be integrated within the marketing and really come to understand what ‘sustainability marketing’ as a concept entails.
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Ethics of Customer Treatment Among Women
Small Business Owners Who Follow Kuan Im
in Thailand: An Abstract
Jitnisa Roenjun and Mark Speece

Abstract This pilot research looks at how spirituality impacts the treatment of customers by woman small business owner in Thailand. Hill and Pargament (2003) say
religion is a fixed system of ideas – institutional. Spirituality is the personal side of
religious experience. Kuan Im bodhisattva is from Mahayana Buddhism, brought to
Thailand by Thai-Chinese. In one sense, followers are both spiritual and religious.
However, many turn to Kuan Im because they are disillusioned with institutional
religion. Our respondents have deep faith in Kuan Im, but they may not necessarily
follow institutional Theravada Buddhism in Thailand.
We followed Petchsawang and Duchon (2009), who used five dimensions to
measure spirituality in Thailand: sense of community, compassion, mindfulness,
significant and meaningful work, and transcendence. In-depth interviews were conducted with eight key informants, women shop owners who frequent the Kuan Im
temple in Chon Buri. These key informants have seen the researcher often enough
to recognize her as a Kuan Im follower. This “insider” status helped with access,
consistent with recommendations that access is important in judgment sampling
(Eriksson and Kovalainen 2008, p. 52).
Respondents feel a strong sense of responsibility to society. They believe that
ethical conduct of business is broadly beneficial to society. They care deeply about
the welfare of their employees and customers. Respondents think carefully about
business decisions to avoid doing anything that would affect employees’ or customers’ lives negatively. They all stressed the need for proactive “right livelihood” that
one’s work contributes positively to spiritual development and to society. The connection to Kuan Im is very strong; Kuan Im is part of these respondents’ lives.
These women aim for highly ethical relationships with customers, and responsibility goes beyond simple “no harm.” They believe strongly in honesty with
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c ustomers. They do not like to “hard sell” but only sell what customers want and
need. They aim for fair value in pricing and avoid exorbitant profit margins. One
noted that her customers are not rich and must watch their budgets, so she must
make sure prices are fair. They always strive to provide good service and to provide
what was promised. Good customer relationships are important to the business, and
good treatment of customers generates good karma.
This looks at how spirituality impacts customers and expands our understanding
in a non-Western, non-Christian context. Such work is only beginning to gain traction, but it has major implications for marketing. More is needed.

Moderating Role of Individual Ethics
and Spirituality in Assessing Consumer
Attitude and Purchase Intention Towards
Firms Practising Cause Specific CSR:
An Abstract
Madhupa Bakshi, Prashant Mishra, and Raiswa Saha

Abstract Previous research has found that consumer responses to CSR activities of
a firm are influenced by the issues they choose to focus on, the quality of its products and consumers’ orientation towards CSR issues (Sen and Bhattacharya 2001).
Hence consumers want to be informed of what corporations are doing and support
good deeds that are in line with their belief system. In this context, the type of cause
that the company supports may increase the salience of firm-serving benefits
(Forehand and Grier 2003). On the other hand, the assessment of company support
of causes begins at the personal level. Researchers have suggested that the purchase
intentions of consumers are driven by personal values, moral norms, internal ethics,
spirituality and other similar factors (e.g. Arvola et al. 2008; Shaw and Shui 2002;
Vermeir and Verbeke 2008). Very few studies, however, have examined consumer
ethical beliefs, spirituality and their choice of socially responsible organizations as
related to purchase intention. This paper attempts to fill this gap by proposing and
testing a model that looks at how cause-specific CSR affects purchase intention of
individual consumers and whether this relationship is likely to be influenced by the
personal ethics and spirituality of the individuals.
The current research inspired by earlier studies conceptualized a model that
focussed on finding a connection between consumer attitudes towards companies
practising cause-specific CSR and their belief about ethics and spirituality. Following
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previous research (Sheikh and Beise–Zee 2011) through an experimental research
design, 286 valid data were collected. The items measuring the constructs were all
adopted from previous research, and for validating the model, we used structural
equation modelling. The results of CFA and the model fit statistics were all adequate. Our findings indicate that the effect of personal ethics and spirituality on
consumer attitude varies from cause-specific to no-cause CSR.

An Empirical Investigation of Augmented
Reality to Reduce Customer Perceived Risk
Saifeddin Alimamy, Kenneth Deans, and Juergen Gnoth

Abstract Current marketing states that organisations should no longer create value
by themselves and present it to the customer as a market offering as customers are
demanding to create value alongside the organisation. In this paper, we empirically
examine the effect of augmented reality (AR) aided co-creation on customer perceived risk. This paper conceptualises co-creation and customer perceived risk and
then identifies how emerging technologies may impact it. An experiment demonstrating the power of AR was designed and followed up with a survey. The results
show that AR does reduce several perceived risk dimensions. Consequently, managers and marketers should consider it when developing co-creation processes.
Keywords Augmented reality • Co-creation • Customer perceived risk • Consumer
behaviour • Service-dominant logic

Introduction
Marketing theory has always evolved to take account of changes in behaviour, markets and technology. A prominent development was the ‘creation’ of value for customers, by the company, in order to ‘capture’ value back from them, in the form of
currency, satisfaction, repeat purchase or loyalty (Bowman and Ambrosini 2000).
However, because of the current market landscape where customers, through technology, are informed and connected and are therefore more empowered to make
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decisions without any marketing stimuli and before even entering the store (Prahalad
and Ramaswamy 2004), marketers have begun to question the traditional one-sided
approach to the ‘creation’ of value by the organisation and have developed the co-
creation of value theory (Vargo and Lusch 2004). Under this theory, companies are
not solely responsible for creating value, but rather, marketers insist that it is more
beneficial for both the customer and the organisation that value creation is performed by both parties (Grönroos 2011; Prahalad and Ramaswamy 2002; Vargo and
Lusch 2006).
In order to co-create, the customer needs to create their own value through interactions with the organisation (Grönroos 2006, 2008; Vargo and Lusch 2004).
Through these interactions, customers can create their own value not only through
their choice but also with what they do with the product, i.e. value-in-use (Ballantyne
and Varey 2006; Vargo and Lusch 2008). A company’s role in this situation is to
assist in the process of value creation through interactions that help customers
understand why they should buy a product and how this product will benefit them
personally (Vargo and Lusch 2008).
One particular type of interactivity that can facilitate creation of value is augmented reality (AR). AR is the integration of digital elements into the physical
world through technology. Digital elements such as URL links, audio, video or
textual content (Vaughan-Nichols 2009) are perceived to result in a higher understanding, gathering and processing of information by the customer so that they can
make a better informed decision about purchasing the product and therefore aid in
the co-creation of value. By pointing a device with a camera such as a smartphone,
users of AR can see additional information or interact with the company directly
and within their 3D space, without having to revert to a website. Similarly, organisations can also interact with and gain feedback and insights from their customers and
thereby facilitate co-creation of value. Figure 1 below shows how information can
be overlaid on a device.

Fig 1 Tourist location enhanced by AR
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Fig 2 Proposed conceptual model

AR and Perceived Risk
It is often mentioned in the literature that customer’s willingness to purchase products is a rational process where customers choose products that have the highest
value (Zeithaml 1988) and the lowest perceived risk (Bauer 1960). Because of the
possible negative consequences that customers may face when purchasing the
wrong product, risk has become central to consumer behaviour (Bauer 1960). Value,
on the other hand, has many definitions (Grönroos 2011) but is sometimes discussed
within the context of weighing up benefits and cost (Day and Montgomery 1999;
Woodruff and Gardial 1996).
Perceived risk is the relationship between uncertainty and possible negative consequences that might result from the purchase of a product (Dowling and Staelin
1994; Taylor 1974). Therefore, the more risk that is perceived by the customer, the
less likely that customer will engage in the purchase decision. Companies have
attempted to reduce the perceived risk by adopting ‘risk relievers’ (Ross 1975;
Zuckerman and Kuhlman 1978) such as guarantees, information acquisition, word-
of-mouth endorsements, etc. One form of risk reliever we believe will reduce the
perceived risk of purchase is AR. In order to measure the dimensions of risk that AR
will reduce, we propose the following conceptual model (Fig. 2).

Social Risk
Social risk is one of the dimensions of overall perceived risk (Kaplan et al. 1974)
and is often defined as the extent a person believes that others ‘judge him by his
brand decisions’ (Brody and Cunningham 1968, p. 51). A customer will usually
engage in a purchase behaviour when friends and family offer social reassurances or
‘social approvals’ (Newton and Cox 1967).
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Social risk is also commonly positively correlated with the propensity to engage
in word of mouth (Perry and Hamm 1969; Roselius 1971). In other words, when a
customer feels that their social risk is high, they will often turn to their friends and
family to seek their approval regarding their purchase decision and that would in
turn reduce their social risk (Newton and Cox 1967).
We propose that AR can reduce social risk by facilitating immediate communication through a variety of different functions and applications such as social media,
reviews and chatrooms – all which can be imbedded within an AR application. We
propose that facilitating the open exchange of information between customer, family and friends would reduce social risk.
Therefore, it is hypothesised that
H1 Shopping with AR has a lower perceived social risk than shopping without AR
for both high- and low-involvement product categories.

Financial Risk
Financial risk is associated with the perceived risk of losing money through a purchase decision (Derbaix 1983; Horton 1976; Sweeney et al. 1999). Financial risk is
positively correlated with price, i.e. if the price of a product is high, then the financial risk is also high.
Facilitating customer information acquisition can be achieved through AR by
allowing customers to compare prices, read reviews and communicate with others
through social media via AR. It is anticipated that these interactive elements would
aid customers in understanding more about what they are buying and reduce the
chances of buying the wrong item therefore reducing the perceived financial risk of
purchasing the product. Therefore, it is hypothesised that
H2 Shopping with AR has a lower perceived financial risk than shopping without
AR for both high- and low-involvement product categories.

Psychological Risk
Psychological risk is another dimension of overall risk and is associated with the
discomfort that may occur due to the assumption that the product will result in post-
purchase regret or worry (Perugini and Bagozzi 2001) when purchased or consumed
(Dholakia 2001). Additionally, psychological risk is also associated with the loss
that will occur when the consumers’ chosen product does not accurately represent
their self-perceived image (Chu and Li 2008).
It is assumed that AR-aided shopping will reduce psychological risk through a
variety of risk-reducing functions such as price comparisons, warrantee information, customer reviews and the ability to communicate and interact with a salesper-
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son or a company representative through social media if in doubt or requiring further
assistance. By using AR, it is expected that customer perceived psychological risk
is lower than without. Therefore, it is hypothesised that
H3 Shopping with AR has a lower perceived psychological risk than shopping
without AR for both high- and low-involvement product categories.

Performance Risk
Perceived performance risk is associated with the perceived loss that would occur if
the product did not meet the customer’s utilitarian expectations (Horton 1976). In
previous experiments, when performance risk was low to medium, customers would
buy the product without researching too much. However, when the perceived performance risk was high, they preferred to experience the product before purchasing
(Lutz and Reilly 1973).
AR allows customers to gain more relevant information about the products they
are planning to purchase by giving them the ability to see a model of the product
virtually, engaging in dialogue and gaining additional information about the product
instantly. Through AR technology, customers can also move the 3D model around
to see parts of the product which they are interested in. We propose that these benefits would allow the customer to understand how the product would perform. It is
hypothesised that
H4 Shopping with AR has a lower perceived performance risk than shopping without AR for both high- and low-involvement product categories.

Physical Risk
Physical risk is associated with the belief that the product may cause physical harm.
It is assumed that physical risk may be more significant for certain product categories such as products that are consumed within the body, e.g. food and drink. In this
paper, it is hypothesised that with enhanced information through AR, customers will
know what to expect and perceived physical risk is therefore expected to be reduced.
For example, customers can see the ingredients of a burger, where the burger is
made or even a video of the burger being prepared. Customers also see the ways in
which they can use an electronic product safely. We therefore propose that AR technology can aid in the reduction of physical risk and present the following
proposition:
H5 Shopping with AR has a lower perceived physical risk than shopping without
AR for both high- and low-involvement product categories.
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Time Risk
Time risk is associated with the potential time and energy loss which might occur
due to making the wrong purchase decision (Brooker 1984; Roselius 1971). By having additional information about the product (see previous risk dimensions for
examples) as well as customer-enabled interactions, it is expected that AR will
reduce the perceived time wastage of purchasing the wrong product. Thus, the following hypothesis is presented:
H6 Shopping with AR has a lower perceived time risk than shopping without AR
for both high- and low-involvement product categories.

Methodology
The method for the research was based around a simulated retail experiment. A
convenience sample of 219 students were divided into four groups on two axes to
create a 2 × 2 experimental design with high/low product involvement on one axis
and control/experimental group on the other. Sample size assumptions for
MANCOVA were met as each sample had more than 50 participants. Participants in
the control group looked at a poster showing a generic (unbranded) smartphone and
would then fill out a survey measuring their risk perceptions. A different group
(experiment) would look at the same display, but that would be supplemented with
a video demonstrating how the display would look while wearing the AR glasses.
The video showed the same display as the control group but with additional information overlaid, i.e. what they could see if they were wearing the AR glasses. A
model of the smartphone could be seen in 3D and moved around with their hands
virtually, customer reviews can be seen scrolling down the side, a demonstration of
how twitter can be used to send and receive information about the product and a
specifications of the smartphone can be seen. The experiment group then answered
a similar questionnaire to measure their risk perceptions. The experiment was
repeated with a low-involvement product (a generic fast-food burger).
Following these experiments, multivariate analysis of variance using SPSS statistical software allowed us to compare not only between the experimental group and
the control group but also between the two products. This allowed us to understand
the effect of AR on the customer perceived risk dimensions discussed previously.

Results
The results showed that AR reduces the perceived risk for some but not all risk
dimensions. It was seen that overall AR reduces financial, physical and psychological risk but there was no significant variance in social, performance and time risk
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Table 1 Analysis of variance (ANOVA) between perceived risk and group (experiment/control)
Social risk
Financial risk
Physical risk
Performance risk
Psychological risk
Time risk

df
1
1
1
1
1
1

F
1.046
10.089
8.921
2.053
7.800
3.595

η2
0.047
0.043
0.019
0.009
0.034
0.016

P
0.308
0.002
0.039
0.153
0.006
0.059

between those who used AR and those who did not. We believe that because the
sample consisted primarily of wealthy individuals who have a high social order (in
a private university), social risk was unaffected by AR. This was also because it was
expected that these wealthy individuals have a general affinity to showing off their
wealth to their equally wealthy peers. Therefore, a generic product does not fit
within the sample’s values and principles.
With regard to performance risk, a reason for the non-significant relationship
could be because the AR application which was developed does not allow the participants to experiment with the actual smartphone or to taste the burger (which is
not possible with current technologies). The AR application showed how the products look like in 3D, which could be related to the reduction of psychological risk
because participants could see how the product would look like if they purchased it.
It also showed information about the product, which could reduce the financial and
psychological risk. The social interaction through Twitter and Facebook was added
to the application with the aim of reducing social risk – that was not the case however probably because of demographic and sample-related issues discussed previously, it is likely that the sample felt that the products were socially much riskier
than the benefits shown to them through AR.
There was also a significant reduction of physical risk, and it was most visible
within the low-involvement product (the burger). This result could be due to the
potential physical damage an unbranded burger could do. Understanding more
about the burger ingredients and reading customer reviews lowered that risk significantly. The following table sums up the results for the comparison between AR and
non-AR for both high- and low-involvement products (Table 1).

Conclusion and Future Implications
In conclusion, the results presented in this paper show that there was a significant
reduction in perceived risk dimensions between those participants who used AR and
those who did not for all risk dimensions except for social, performance and time
risk. The results show that co-creation through AR can aid in the reduction of perceived risk and create deeper customer engagement and higher customer satisfaction (Ballantine 2005; Dholakia and Zhao 2009).
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There were limitations within this experiment which were highlighted as reasons
why not all risk variables were reduced. The limitations included the lack of diversity within the sample, only two products were used, and while the application did
hold for existing beliefs and attitudes, other consumer behaviour variables could be
measured such as satisfaction and trust.
Future research projects will look at the difference between high- and low-
involvement products and how trust is affected by AR. This will allow us to develop
a ‘fuller picture’ of AR and how risk is related to trust. Repeating the experiment for
a different sample may allow us to see whether the assumptions made for social and
performance risk are real and how perceived risk may be affected by income and AR.
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Abstract Halal labelling of a product signals permissibility of the product for
Muslim consumers to satisfy Islamic religious dietary prescription and helps choice
decision making. Muslim consumers’ product choice decision making is complex
because all products are not Halal certified, and some Halal-certified products are
manufactured in non-Muslim countries. How Muslim consumers treat these alternatives in their product choice decision making process is hardly reported in the marketing literature. This paper reports preliminary findings of an eye-tracking
investigation on Muslim consumers’ visual information processing in product
choice behaviour. Findings indicate that Malaysian participants’ eye fixation was
more concentrated on Halal logo than other alternative heuristic cues on the product
packages, which significantly influenced their buying intention. In contrast,
Australian participants’ gaze fixation was more on brand and ingredients over Halal
logo, but their buying intention was influenced by Halal labelling. Findings challenge Halal brand categorization in the literature and found Halal labelling as more
reliable heuristic cue than other alternative information cues in Muslim consumers’
visual product choice decision making.
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Introduction
Muslim consumers’ consumption is significantly influenced by their religious faith
to satisfy Islamic dietary prescription on Halal (permissible) and Haram (prohibited). This Halal and Haram divide faces greater challenge of violating the Halal
integrity when complex product ingredients are extracted from Haram sources. This
makes Muslim consumers’ purchase decision making relatively complex where
some elements of the high-context purchase decision making process is involved
(Razzaque and Chaudhry 2013). Similar to kosher labelling for Jewish consumers,
the emergence of Halal labelling in recent decades has made Muslim consumers’
purchase decision making relatively easier and secured. Nonetheless, only a small
part of the estimated 1.8 billion Muslim markets may have access to such Halal-
labelled consumer goods and services (Jamal and Sharifuddin 2015). Muslim consumers in several countries seldom have access to Halal-labelled products (Alserhan
2010) because formal Halal labelling is not required by law of these countries.
Global trade of consumer products makes the purchase decision making even more
complex for Muslim consumers where different categories of Halal and general
alternatives are available. Main research question of this study is: How do Muslim
consumers make product choice in such a complex buying context to satisfy their
consumption-related religious obligations? While studies on consumer choice
behaviour are relatively rich in the mainstream marketing and consumer behaviour
areas (Dawes 1979; Russo and Leclerc 1994; Simon 1955), such study on Muslim
consumers’ product choice behaviour is scarce especially on their use of product
selection criteria to satisfy consumption-related religious obligations.
Despite its increasing awareness towards and acceptance of Halal products
among Muslim consumers, Halal labelling still suffers from poor positioning in its
target markets around the world. In particular there is a lack of proper communication of ‘value’ to the target market(s) and the wider consumer community. Scientific
and scholarly research has thus far failed to focus upon or adequately answer questions such as what factor(s) motivate Muslim consumers to buy Halal products and
what value(s) consumers in general associate with Halal labelling. This paper
reports findings of an eye-tracking investigation on Muslim consumers’ Halal product choice behaviour to fill the gap in consumer behaviour literature.
This research contributes to find answer to the main research question on
Muslim consumers’ product choice behaviour using a visual process of product
selection to satisfy consumption-related religious obligations. The limited studies
thus far (e.g. Ali 2014; Bonne et al. 2007; Jamal and Sharifuddin 2015; Rahman
and Shabbir 2010) are descriptive in nature, drawn on consumers’ reporting of past
memories of buying decisions and suffer from lack of methodological rigor of a
scientific objective research. To overcome the methodological limitations, this
study used modern eye-tracking technique to investigate Muslim consumers’ visual
product choice behaviour. This contributes to theorize Muslim consumers’ brand
selection behaviour, and extend the tenet of the heuristic theory on product choice
behaviour.
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Literature Review
Understanding the influence of religion on consumption-related values and behaviour and the underlying behavioural patterns through a religious lens can provide a
distinctive opportunity for marketers (e.g. Bonne et al. 2007; Delener 1994; Izberk-
Bilgin and Nakata 2016). The literature on consumer choice, value expectation and
consumer decision process is very rich in the mainstream marketing and consumer
research. In sharp contrast, research on Islamic marketing is at its infancy stage, and
how consumers behave in buying Halal is still shrouded in some level of mystery.
The Muslim market around the world is relatively complex for different socio-
economic and legal-political environments that set unique consumption preferences
in different market contexts. While some Muslim countries are governed by Sharia
law covering every aspect of life, including manufacturing, marketing and consumption of goods and services, secular legal-political environments of other
Muslim countries have little formal Muslim-friendly marketing environments
(Alserhan 2010).
The concept of ‘Islamic’ or ‘Halal’ branding is another point of complexity.
Alserhan (2010) conceptualized three categories of Islamic brands ‘by compliance,
by origin or by customer’ (p. 39). Alserhan uses the term ‘true Islamic brand’ for a
brand that is certified Sharia compliant (with Halal label), manufactured in a
Muslim country (origin) and targets Muslim consumers. He used the term ‘inbound
Islamic brand’ for a Sharia-compliant product (certified by local Islamic bodies)
that is manufactured in a non-Muslim country and targeting Muslim consumers.
Finally the term ‘assumed Islamic brand’ is used for products that are manufactured
and consumed in Muslim-majority countries but are not certified as Sharia compliant with a Halal logo (Alserhan 2010). Despite this commendable attempt, Muslim
consumers’ preference for these products is not reported. Besides these three categories of ‘Islamic brands’, Muslim consumers across the world consume certain
products on a regular basis either by choice or due to the lack of supply of Halal
alternatives. While some recent studies have Muslim consumers’ value expectation
in Halal-certified products (Jamal and Sharifuddin 2015) and adoption of Halal
products (Bonne et al. 2007), research on choosing general brands as Halal alternatives is scarce. Knowledge on consumption behaviour of Muslim consumers about
general brands is vital for targeting Muslim markets and positioning them as genuine Halal alternatives. Thus far not much attempt has been made to understand
Muslim consumers’ attitude towards these categories of Halal and non-Halal general products and their adoption by Muslim consumers.
Most research studies in this field are descriptive in nature. The limited empirical
research that exists has found positive effects of Muslim consumers’ level of religiosity on their attitude towards Halal-labelled products and patronizing Halal retail
outlets (Jamal and Sharifuddin 2015) and adoption of Halal products and services
(Rehman and Sabbir 2010). Prior exploratory research findings (Ali 2014; Lee et al.
2016) revealed that while general awareness on Halal consumption is universal
among Muslims irrespective of their age, level of education and country of origin,
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their expectation of product categories to be Halal varies. For example, Malaysian
sample has much wider expectation of product categories to be Halal compared to
Australian samples’ limited expectation on edible products like food and drinks.
Halal logo was found to be most used method of selecting Halal products for most,
especially for the Malaysian sample. Malaysians tend to rely exclusively on
Malaysian JAKIM logo, whereas non-Malaysians tend to trust Halal certification by
any certifying bodies.
Investigation on the acceptance of three categories of Halal branding, most participants agreed to accept ‘true Halal’ branding though level of religiosity was found
to have interaction effect on country of origin of the ‘true Halal’ brand. For example, Malaysian participants would accept imported ‘true Halal brands’ and ‘inbound
Halal brand’ when the foreign certifying body is approved by JAKIM. In contrast,
Australian participants mostly indicated their acceptance of ‘true Halal brand’ and
‘inbound Halal brand’. Australian participants expressed high degree of trust on
Halal-certified products from some non-Muslim countries for their perceived
Islamic culture among Muslims in those countries (Ali 2014). In summary, Halal
certification seems to play a vital role in Muslim consumers’ product adoption decision. These studies reported mixed findings on the acceptance of ‘traditional’ or
‘assumed’ Halal brands. While Australian participants agreed to accept products
from Muslim-majority countries though not certified Halal by any Islamic body (Ali
2014), most Malaysians and some Australian participants expressed their reservation. These studies reported that most Muslim consumers with high level of Halal
awareness and religiosity use ingredient list of a general brand as a cue to check
halalness of such products in the absence of Halal logo and Muslim country of origin of the products. It was found that while most Muslims avoid general brands of
food products with any amount of Haram ingredients, some participants were found
a bit liberal about non-edible products such as personal care and cosmetic products
containing such Haram ingredients. In summary, Muslim consumers use ingredient
list and select general brands of food product that use plant-based ingredients over
animal-based ones. Small sample of focus groups are major limitations of these
studies.
Consumers’ product choice behaviour to satisfy their task motivation is a central
issue in consumer behaviour study. While the rational choice models are widely
used in predicting consumer choice behaviour, these models have shortcomings in
making a complete rational choice. Behavioural scientists argue that bounded rationality model can optimize choice task using heuristics (Orquin and Loose 2013)
where the brain only uses a subset of information cues for enhanced information
processing and suppresses other objects in a visual display of marketing stimuli
(Wastlund et al. 2015; Wedel and Peiters 2015). Eye-tracking technology is used to
understand how consumers make product choice through visual process of information processing (e.g. Ares et al. 2013; Graham et al. 2012; Meißner and Decker
2010; Pieters and Warlop 1999; Reutskaja et al. 2011; Russo and Leclerc 1994).
This technology tracks the location and duration of buyers’ visual attention on marketing stimuli in their process of visual information search for purchase decision
making (Graham et al. 2012). Analysis of tacked visual location and duration
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p rovides objective measurement of the level of attention on pivotal heuristics in
solving buying decision problem.
Beach and Mitchell’s (1978) metacognitive cost/benefit theory is one of the
widely used rules for selection of heuristics (Orquin and Loose 2013). Orquin and
Loose (2013) posit that decision makers select a heuristic based on a trade-off
between effort and accuracy to solve the problem in mind where consumer context
and learning play a role. Wedel and Peiters (2015) posit that ‘traits and states of the
consumer (top down factors) and characteristics of the visual marketing stimulus
(bottom-up factors) can influence attention’ (p. 124). They also suggest that
stimulus-based bottom-up factors such as colour, shape and size of the object in the
scene draw attention. In contrast, consumer’s search goals (e.g. finding Halal products) and memory of basic features (e.g. ingredients that are acceptable or prohibited) as ‘top-down’ factors enhance visual features of diagnostic heuristic and
selectively suppress features that are non-diagnostic heuristics (Simonson 1989;
Wedel and Peiters 2015). Combined effects of bottom-up and top-down factors
determine attention objects in a commercial scene (e.g. Halal product or its alternatives) through eye movement (search for objects) and eye fixation (information
extraction) for learning, preference, choice and buying decision (Wedel and Peiters
2015). In summary, this review of the extant literature helps understand Muslim
consumers’ dilemma of making product selection decision to satisfy their religious
dietary prescription on Halal (acceptable/permitted) consumption and avoid consumption of Haram (prohibited) products or product ingredients. While the heuristic
theory guides this research to understand Muslim consumers’ use of likely heuristic
shortcuts in their product selection process, the concept of consumers’ ‘top-down
factors’ helps understand Muslim consumers’ likely variation in search priority setting in different market contexts of this study.

Theorization and Hypothesis Development
Researchers found that Muslim consumers normally use high-involvement purchase decision making rules for buying low-involvement products like food and
drinks (Razzaque and Chaudhry 2013) to satisfy religious dietary prescriptions. In
such a complex buying situation, the use of Halal labelling, trusted brand, product
ingredients, country of origin and such other information cues may act as heuristic
shortcuts in the decision making process (Goldstein and Gigerenzer 1999). Heuristic
consumer decision making theory argues that consumers use heuristics in their
choice process for swift and effective decision based on the evaluation of limited
cues rather than using all information about alternative products (Wastlund et al.
2015). Muslim consumers’ product choice behavioural context uniquely suits to this
theoretical choice process where Muslim consumers likely to limit their information
search process on a small number of cues such as Halal logo, country of origin,
product ingredients and manufacturer (brand name).
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Halal logo from a reliable certifying body provides Sharia (Islamic code law)
compliance of a product to ensure permissibility for Muslims. This Halal labelling
works alone as a comprehensive piece of information to ensure the use of permissible ingredients and production process and quality standard for human consumption (JAKIM). However, reliability of the Halal certifying body is a critical issue for
many Muslim consumers, especially for people from a consumption environment
where adherence to Islamic lifestyle is a social norm. In the absence of Halal labelling, Muslim consumers tend to rely on other information cues such as country of
origin, ingredients and local vendor of an imported product. Country of origin is an
information cue that provides Muslim consumers a signal of adherence to the
Islamic lifestyle as a social norm in the source country that serves as a criterion of
reliability of the brand and its certifying body in terms of Sharia compliance. When
a product is unfamiliar to a Muslim consumer, the ingredient list on the product
package serves as an important information cue to make sure that no Haram and
questionable element is used in the product. Scarcity of rigorous empirical studies
on Muslim consumers’ product choice behaviour is a severe limitation to develop
testable hypotheses for this study. However, drawing on the above reviewed literature, the following hypotheses are proposed for testing in this study.
Hypothesis 1 Muslim consumers tend to have higher eye gaze fixation on Halal
logo of a product as a preferred heuristic cue compared to other information cues of
the Sharia-compliant product.
Hypothesis 2 Muslim consumers tend to have higher eye gaze fixation on ingredients and country of origin for assumed Halal and general product brands as preferred heuristic cues.
Hypothesis 3(a) Muslim consumers tend to prefer buying Halal-certified products
compared to products without Halal certification.
Hypothesis 3(b) Muslim consumers tend to prefer buying true Halal products compared to inbound Halal products.
Hypothesis 4 Muslim consumers tend to prefer buying (a) inbound Halal than
assumed Halal brands and (b) assumed Halal brands than general brands.

Research Methodology
Drawn on findings of the exploratory studies, the experimental design was set up to
capture Muslim consumers’ selection of products and the use of different information cues in their selection process. Three food products (biscuits, chocolates and
instant noodles) and a personal care product (toothpastes) in three Halal brand alternatives (true Halal, inbound Halal and assumed Halal) and general brands (products
from non-Muslim countries without Halal labelling) were used in the experiment.
High-resolution pictures of 16 product packages were used in the experiment on the
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computer screen fitted with eye-tracking device to follow eye gaze movement across
information cues and eye fixation on cues of greater interest for purchase decision
making. “Tobii T120 eye-trackers were used in a neuro-business behavioural laboratory of an Australian university and its foreign campus in Malaysia. Participants
were briefed before participating the experiment and were informed that he/she
should make a purchase decision after watching each product package. Sixteen
product packages appeared on the screen randomly one at a time when participant
pressed a designated button to indicate his/her readiness. While the eye-tracker
recorded eye gazes and eye fixation length on each cue of the product packages,
they made product selection decision by indicating purchase intention on a 5-point
scale (1 being not at all buy and 5 being certainly buy) after viewing product
information.
A sample of 61 Muslim participants were recruited through a combination of
poster at the mosque and campus as well as snowballing in Australia. The Australian
sample consisted of 56% female, 64% in their 26–35 years age group and 66% was
at least a graduate. In Malaysia, 80 working Malay-Muslim participants were
recruited through a combination of poster at the campus and snowballing process.
The sample consisted of 72% female, 69% in their 26–35 years age group and 80%
was at least graduate.

Research Findings
Results of the Malaysian Investigation
Eye-tracking data provide information on eye gaze movement including first and
total fixation. For space limitation, we only report total fixation data on different
objects of the product packages. Heat maps in Fig. 1 show eye gaze movement and
gaze fixation on several cues on product packages for four alternative biscuits and
chocolates. While participants had gaze movement on several information cues of
the product packages, fixation length was mostly concentrated on ingredients for all
brands of biscuits followed by Halal logo and country of origin (COO). Heat maps
in Fig. 2 show eye gaze movement and gaze fixation on several cues on product
packages of four categories of instant noodles and four categories of toothpaste
products. Similar pattern of participants’ eye gaze movement on information cues
and their eye fixation length is apparent on these products in different categories of
Halal and other alternative products.
Table 1 shows percentage of participants who fixated their eye gaze on four
major cues for different types of products in ‘true Halal’ and ‘inbound Halal’ categories (figures within parentheses indicate ranking of each cue for the product). Out
of the five cues with significant gaze fixation, Halal logo ranked highest for five
products (with above 80% fixated) and second highest for another two products.
Though ingredients appear highest fixated cue in terms of fixation length in Fig. 1,
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Fig. 1 Heat maps showing gaze fixation on different brand biscuits and chocolates

the cue only attracted 70% participants’ fixation for four products. Country of origin
appears third or fourth ranked cue. It is interesting to note that brand name attracted
fixation of around 60% of the participant for five of the products. This supports
hypothesis 1 and indicates that Muslim consumers use Halal logo as primary heuristic cue for Halal-labelled products. Table 2 shows percentage of participants who
fixated their eye gaze on information cues for products in assumed Halal and general brands. Since Halal logo was not available in these products, consumers used
other cues as heuristics. There is no apparent pattern in consumers’ eye fixation on
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Fig. 2 Heat maps showing gaze fixation on instant noodles and toothpaste products
Table 1 Percentage fixated on different cues for true Halal and inbound Halal products
Halal category
True Halal biscuit (Tiffany)
True Halal chocolate (Kavana)
True Halal noodles
True Halal toothpaste (Safi)
Inbound biscuit (Poker)
Inbound Halal chocolate
Inbound Halal noodles
Inbound Halal toothpaste

Cues
Brand
65(3)
67(2)
66(3)
–
–
56(2)
94(1)
–

Halal logo
66(2)
85(1)
82(1)
45(2)
84(1)
71(1)
61(3)
81(1)

COO
47(4)
64(3)
11(4)
42(3)
68(3)
22(4)
32(5)
34(4)

Ingredients
70(1)
29(4)
71(2)
71(1)
75(2)
40(3)
59(4)
48(3)

Importer
46(5)
–
–
–
–
9(5)
88(2)
57(2)
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Table 2 Percentage fixated on different cues – assumed Halal and general brands
Halal category
Assumed Halal biscuit (Quaker)
Assumed Halal chocolate (Top)
Assumed Halal noodles (Indomie)
Assumed Halal toothpaste (Crest)
General brand biscuit (Delta Cream)
General brand chocolate (Heidi)
General brand noodles (Kimchi)
General brand toothpaste (Oral-B)

Cues
Brand
99(1)
39(2)
75(2)
76(1)
80(2)
56(3)
44(4)
–

Halal logo
–
–
–
–
–
–
–
–

COO
88(2)
99(1)
59(3)
66(2)
59(3)
88(1)
91(1)
31(2)

Ingredients
72(3)
05(3)
90(1)
59(3)
91(1)
34(4)
86(2)
69(1)

Importer
–

–
79(2)
71(3)

Table 3 Mean purchase intention
Product type
Biscuits
Chocolates
Instant noodles
Toothpastes
Average of brands

Halal category
True Halal
3.31
3.28
3.29
3.11
3.25

Inbound Halal
3.26
3.14
3.20
3.34
3.23

Assumed Halal
2.81
2.62
2.53
2.65
2.65

General brands
2.86
2.66
2.69
2.95
2.79

any specific cues. While most fixation was on brand name of the assumed Halal
biscuit, participants fixated on country of origin for the chocolate and ingredient for
instant noodle in the same category of assumed Halal. Similarly, ingredients
attracted highest fixation for Delta Cream, but COO had highest gaze fixation for
chocolate and instant noodles in general brand category. These findings, therefore,
failed to support hypothesis 2 where higher eye gaze fixation was expected on ingredients and country of origin for assumed Halal and general brand.
Malaysian participants’ mean of intention to buy four product types in four Halal
categories is shown in Table 3. Two-way ANOVA results reveal that purchase intention is significantly influenced by Halal categories but neither the product type nor
its interaction with Halal category has significant impact on purchase intention.
Mean difference in average purchase intention indicates that Halal logo as a heuristic plays a vital role in the product selection decision. Mean differences between
‘true Halal’ and ‘assumed Halal’ (3.25 > 2.65 = 0.594) as well as ‘true Halal’ and
‘general brand’ (3.25 > 2.79 = 0.456) are significantly different. Similarly mean differences between inbound Halal and assumed Halal (3.23 > 2.65 = 0.581) as well as
inbound Halal and general brand (3.23 > 2.79 = 0.444) are significantly different.
This suggests that Halal-labelled products from Muslim and non-Muslim countries
are perceived same as Sharia compliant and consumers use Halal logo as primary
heuristic cue in their purchase intention. These findings clearly support hypothesis
3(a). However, mean difference in average purchase intention between true Halal
products and inbound Halal products (3.25 > 3.23 = 0.02) is not significant to sup-
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port hypothesis 3(b). This suggests that Halal certification of the true and inbound
Halal is not perceived differently by Muslim consumers when making their purchase decision. There was a significant mean difference in the average purchase
intention between inbound Halal products and assumed Halal products
(3.23 > 2.65 = 0.581). This supports hypothesis 4(a) that the Halal logo serves as a
significant cue for Muslim consumers over Muslim country origin of an ‘assumed
Halal’. Results of average purchase intention for assumed Halal products and general brands (2.65 < 2.79 = − 0.14) are not significant to support hypothesis 4(b)
suggesting Muslim consumers’ preference to buy assumed Halal products over general brands.

Results of the Australian Investigation
Heat maps in Fig. 3 show eye gaze movement and fixation on several cues on product packages of four categories of biscuits and chocolate brands. While participants
had gaze movement on several information cues, fixation length was mostly concentrated on brand for all biscuits and chocolates followed by ingredients, Halal
Logo and COO. Heat maps in Fig. 4 show eye gaze movement and fixation on several cues on product packages of four categories of instant noodles and toothpaste
brands. It is apparent that participants’ gaze fixation was mostly concentrated on
brand for instant noodles and toothpaste products followed by ingredients and COO.

Fig. 3 Heat maps showing gaze fixation on different brand biscuits and chocolates
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Fig. 4 Heat maps showing gaze fixation on noodles and toothpaste brands

Table 4 shows percentage of participants who fixated their eye gaze on five
major cues for different types of products in ‘true Halal’ and ‘inbound Halal’ categories (figures within parentheses indicate ranking of each cue for the product).
Out of the five cues with significant gaze fixation, brand ranked highest for six
products. Ingredients were the second most important cue for most participants,
while COO appears as the fourth or fifth ranked cue. It is interesting to note that
Halal logo came in third after brand and ingredients for six products and fails to
lend support Hypothesis 1. Table 5 shows percentage of participants’ gaze fixation
on information cues of four products in assumed Halal and general brand categories. Most participants fixated their eye gaze either on brand name or ingredients of
all assumed Halal and general products. For seven products, ingredients were more
important compared to the COO of the products. Thus the result does not fully support hypothesis 2.
Australian participants’ mean for intention to buy four product types in four
categories is shown in Table 6. Results from a two-way ANOVA reveal that purchase intention is significantly influenced by Halal categories. Mean difference in
average purchase intention indicates that Halal logo as a heuristic plays a vital role
in the product selection decision. Mean differences between true Halal and general
brands (3.70 > 3.35 = 0.373) as well as inbound Halal and general brand
(3.75 > 3.35 = 0.429) are significantly different to suggest that Halal labelling of
products either from Muslim or non-Muslim countries is preferred as Sharia compliant. Findings clearly support hypothesis 3(a) to suggest that Australian Muslims
use Halal logo as primary heuristic cue in their purchase intention. In contrast, the

Muslim Consumers’ Halal Product Choice Behaviour: An Eye-Tracking Investigation…

149

Table 4 Percentage fixated on different cues for true Halal and inbound Halal products
Halal category
True Halal biscuit (Tiffany)
True Halal chocolate (Kavana)
True Halal noodles
True Halal toothpaste (Safi)
Inbound biscuit (Poker)
Inbound Halal chocolate
Inbound Halal noodles
Inbound Halal toothpaste

Cues
Brand
58(1)
60(1)
63(3)
66(2)
77(1)
60(1)
89(1)
78(1)

Halal logo
45(3)
48(3)
69(1)
47(3)
56(3)
40(3)
49(3)
60(2)

COO
24(5)
38(4)
11(4)
29(4)
44(4)
15(4)
41(5)
24(5)

Ingredients
52(2)
56(2)
65(2)
69(1)
73(2)
55(2)
48(4)
27(4)

Importer
26(4)
–
–
–
–
–
85(2)
42(3)

Table 5 Percentage fixated on different cues – assumed Halal and general brands
Cues
Halal category
Assumed Halal biscuit (Quaker)
Assumed Halal chocolate (Top)
Assumed Halal noodles (Indomie)
Assumed Halal toothpaste (Crest)
General brand biscuit (Delta Cream)
General brand chocolate (Heidi)
General brand noodles (Kimchi)
General brand toothpaste (Oral-B)

Brand
76(1)
50(2)
55(2)
83(1)
86(2)
65(1)
50(1)
79(1)

Halal
logo
–
–
–
–
–
–
–
–

COO
71(2)
47(3)
38(3)
23(3)
53(3)
60(3)
77(1)
17(4)

Ingredients
52(3)
74(1)
65(1)
32(2)
90(1)
63(2)
73(2)
50(2)

Importer
–
74(1)

–
42(4)
65(3)
42(3)

Table 6 Mean purchase intention
Product type
Biscuits
Chocolates
Instant noodles
Toothpastes
Average of brands

Halal category
True Halal
3.51
3.84
3.78
3.67
3.70

Inbound Halal
3.81
3.95
3.83
3.43
3.75

Assumed Halal
3.63
3.46
3.54
3.54
3.54

General brands
3.29
3.03
3.63
3.35
3.35

mean difference of average purchase intention between true Halal and inbound
Halal products (3.70 < 3.75 = −0.05) is not significant to support hypothesis 3(b).
There was no significant difference in the average purchase intention between
inbound Halal and assumed Halal products (3.75 > 3.54 = 0.210) to support
hypothesis 4(a). Results of average purchase intention for assumed Halal and general brands (3.54 > 3.35 = 0.19) are also not significant to support hypothesis 4(b)
suggesting Muslim consumers’ preference to buy assumed Halal products over
general brands.
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 iscussion, Implication, Limitation and Future Research
D
Direction
Overall, the result supported hypotheses 1, 3a and 4a for the Malaysian sample,
while only hypothesis 3a was supported for the Australian sample. While Halal
label was found as primary heuristic cue with highest percentage of eye gaze fixation on Halal logo for Malaysian sample, Muslim consumers in Australia had highest eye gaze fixation on brand name as the primary cue. Australian and Malaysian
consumers’ varying search and eye fixation behaviour lends support to Wedel and
Peiters’ (2015) argument on bottom-up and top-down factors on prioritising attention objects in product packages (e.g. Halal logo, brand, ingredients, country of
origin). However, results revealed primary impact of Halal logo on buying intention
for both true and inbound Halal for both Malaysian and Australian samples.
Participants indicated higher purchase intentions towards products with Halal labelling compared to assumed Halal or general product. However, prominence of ingredients and country of origin for assumed Halal and general brands was not supported
despite the fact that both information cues as heuristics were found relevant for
assumed and general brands. Malaysian Muslim consumers’ intention to buy true
Halal and inbound Halal brands equally could be explained by the fact that all food
products imported into Malaysia are certified Halal by JAKIM-approved foreign
Halal certification bodies. Similarly, for the Australian Muslim consumers, Halal
certification of true and inbound Halal is not perceived differently when making
their purchase decision. This further validates the finding that as long as a product
is Halal certified, Muslim consumers feel comfortable to purchase the product
regardless of its country of origin.
In summary, findings of this study provided some interesting observations to
understand Muslim consumers’ product choice behaviour. Muslim consumers’
product purchase decision process is believed to be ‘high-involvement’ purchase
situation to comply with dietary prescription of their religion (Razzaque and
Chaudhry 2013). Nonetheless, the application of the heuristic theory (Wastlund
et al. 2015; Wedel and Peiters 2015) in Muslim consumers’ visual product choice
behaviour reveals that Halal labelling as a heuristic cue makes it easier and quicker
to choose products to satisfy their religious prescriptions. Brand is also an important
cue for Muslim consumers, and Muslim consumers are found to be loyal to their
trusted brands (Jamal and Sharifuddin 2015; Izberk-Bilgin and Nakata 2016). This
finding is crucial for global brands that are trying to penetrate into the Muslim market as the perception of the brand image is likely to be a key consideration for
Muslim consumers. Managerial implication of this research is very clear and simple
for marketers targeting the Muslim market around the world. Halal logo is found to
add value to the brand to attract Muslim consumers. Marketers from other Muslim
countries (e.g. Saudi Arabia) should take note of the findings that their Muslim
country status as a source has little impact in making successful sales to most
Muslim consumers overseas.
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From researchers’ perspective, findings refuted Alserhan’s (2010) theorization as
an inbound Halal brand. Findings of this study lend support to such observation in
several exploratory studies. Despite the pioneering findings on understanding
Muslim consumers’ product choice behaviour using advanced neurological research
methodology to overcome limitations of the interview and focus group methods,
researchers are cautioned about its limitations. Firstly, the products used in the study
were products that were easily found in supermarkets in Malaysia rather than in
Australia. Second, for constraints of resources, the study used a small sample and
the use of larger sample is suggested. Third, this paper only reported some of the
preliminary finding without further insight on the impact of religiosity on product
choice behaviour. Further analysis on this is necessary.
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Screen Sharing in a Shopping Process:
Motivational Disposition and Perceived
Context Incentives: An Abstract
Yonathan Silvain Roten and Régine Vanheems

Abstract Nowadays, sharing a screen with relatives and friends has become a
usual activity. Our research aims to identify the motivations and breaks leading
people to ‘physically’ share a screen with another person while shopping (same
place, same time, same screen). As well, our objectives are to understand also its
processes and consequences. Recently retailers have made large investment to introduce digital screens in stores and encourage their sales representatives to surf with
their customers. However, very few researches have been initiated on this topic,
neither in private spheres (Durand-Mégret et al. 2013) nor in commercial contexts
(Vanheems 2013).
After a first exploratory observational phase, a qualitative research was conducted for a better understanding of the consumer’s screen sharing activity. Twenty
French customers’ semi-structured interviews, about their shopping journeys and
screen sharing habits, were carried out.
The content analysis identified three main motives regarding performance (utilitarian), social acceptance and personal control, stimulating interlocutors to share a
screen. These motivations are coherent with McClelland’s (1988) Three Big Needs
theory, claiming that every human motive may be addressed within three basic
needs (achievement, affiliation, power).
Moreover two main categories of factors affecting sharing willingness have been
also highlighted:
1. The actor’s motivational disposition (Heckhausen and Heckhausen 2008b),
shaping the consumer’s personal shopping orientation and similarly the screen
sharing interaction pattern.
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2. The actor’s perceived shopping context, including the perception of the partner’s
competence in various fields, his perceived involvement with the product, and
other situational incentives (P.O.S. Paradygm –Punj and Stewart 1983), moderating the antecedent motivational variables.
As a result of the dominant motivation in any given moment of the interaction
(achievement, affiliation, power), distinct associated types of screen sharing modes
that we qualify as ‘assistance’, ‘partnership’ and ‘autonomy’ have been
recognized.
Our results reveal that the aggregation of personal motivational disposition and
perceived dynamic shopping contextual factors design the way people surf together
on the same screen.
These findings, related to need theories, have important theoretical and managerial implications for retailer’s digitization strategies. Furthermore, there is little professional knowledge and academic research on the manner salesmen may share a
screen with their customers in store.

Heterogeneity and Homogeneity Measures
of Attractions in Tourism Destination Areas:
Development of Attraction Diversity Index
and Attraction Cluster Equity Indices: An
Abstract
Babu P. George, Tony L. Henthorne, and Alvin J. Williams

Abstract Traditionally, economists have attempted to develop indices that measure
industry concentration, and such indices have become the basis of considerable
antitrust litigations. The inverse of industry concentration can give valuable managerial clues about industry diversity and competition. With specific focus on the
tourism industry, the current paper focuses on the development of an attraction
diversity index (ADI), which is a direct outgrowth of the product diversity and performance literatures, spanning economics, management, and marketing. Of critical
importance in this paper is how tourism developers conceptualize, construct, and
implement attractive “tourism mix” offering bundles of utilities, proportionately
developed to consistently attract target audiences sufficiently enough to offer profitability levels for long-term growth. We also propose its inverse, attraction cluster
equity (ACE). The ACE is designed to measure the value of an attraction type for a
destination country in a more meaningful way than the market share.
This paper reports attempts to conceptualize and operationalize attraction diversity index and attraction cluster equity. These two complementary concepts in the
destination management literature are virtually absent. The current work offers a
concerted and integrative effort to partially fill this conceptual and operational vacuum in the destination management literature. In order to demonstrate the u sefulness
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of these indices, hypotheses linking ADI-ACE with related constructs in destination
marketing are proposed and tested.
As a first step, the paper demonstrates how ADI-ACE could be used to quantify
the extent of monoculture of attractions and how marketing strategies get determined by its concentrating power. The preliminary effort in this research provides
clear pathways for future researchers to refine these indices and to employ them in
the analysis of various issues related to competition and diversity in tourism destination areas.

The Influence of Place Attachment
and a Certification of Event Sustainability
on Residents’ Perceptions of Environmental
Impacts and Event Support: An Abstract
Girish Prayag, Marcello Mariani, and Andrea Guizzardi

Abstract Hosting events has become an important tool in stimulating tourism
development for local communities. A growing corpus of studies examines different
ways of evaluating the environmental sustainability of events using concepts such
as the ecological footprint, event greening, and event legacy planning. Existing
studies on the environmental impacts of mega events do not consider how residents
perceive a certificate of environmental sustainability (CES) and whether such perceptions have an impact on how they evaluate the environmental impacts of the
event. Also, despite some studies examining the relationship between tourism
impacts and place attachment, no studies have yet established whether place attachment of residents accentuates or attenuates perceptions of environmental impacts of
a mega event and the perceived benefits of a CES.
A theoretical model with five constructs—place attachment (PA), positive environmental impacts (PEI), negative environmental impacts (NEI), perceptions of
CES (PCES), and event support (ES)—is developed using social exchange theory
(SET). The main objective of this study is to assess whether the perceived benefits
of an event’s endorsement with a certificate of environmental sustainability (CES)
mediate the relationship between residents’ perceptions of environmental impacts
and their support for the event.
A survey of residents of Milan during 2015 the World Expo led to 449 useable
questionnaires that were analyzed using PLS-SEM. The two-step procedure for
PLS model analysis and interpretation was used, where first, the measurement
model was assessed for reliability and validity followed by an assessment of the
structural model. The findings indicated that place attachment (PA) has a positive
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relationship with positive environmental impacts (PEI) and negative relationship
with negative environmental impacts (NEI). PEI has a positive relationship with
perceptions of a CES (PCES). PA has positive influence on event support similar to
PCES. The partial mediating effect of PCES on the relationship between PEI and
ES is supported. The partial mediating effect of PCES on the relationship between
NEI and ES is also supported. The findings have both theoretical and managerial
implications.

New Product Program and Firm Performance:
The Moderating Roles of Strategic Emphasis:
An Abstract
Malika Chaudhuri, Tanawat Hirunyawipada, and Serdar Durmusoglu

Abstract At any given time period, firm management actively engages in allocating resources primarily to develop the pipeline of products in their new product
portfolio (e.g., patents) as well as mitigate some of the negative consequences associated with the development and production of new products (e.g., product recalls).
We call the former innovation enhancers and the latter innovation inhibitors. Firms’
investment in innovation enhancers can increase firm value, especially in the long
run. Innovation inhibitors demand immediate resource allocation, increase consumers’ perceived risk, and potentially delay purchases. The effects can reflect in the
short-term accounting measures. As innovation inhibitors can jeopardize consumer
confidences and trust, the dilution of brand equity could be expected in the long
term. Specifically, drawing from myopic management theory (Mizik 2010), we
hypothesize that firms’ strategic decisions regarding optimal resource allocation for
innovation enhancing- and inhibiting-related activities (i.e., strategic emphasis) are
critical and can impact firm performance in the short and long run.
In this study, we plan to test the hypotheses and calibrate the models using FDA
drug approval and recall data for publicly traded firms in the US pharmaceutical
industry between 2010 and 2017. We initially examined the impact of FDA
announcements on stock price movements. Findings suggest that FDA approvals
and drug recalls due to efficacy and chemical composition issues generate abnormal
stock returns within the first 5-day window. We attempt to answer two critical
research questions in the next stage: investigating whether (1) the implications of
FDA announcements are contingent on certain product characteristics and (2) the
relationship between FDA announcements and firm performance is moderated by
firm’s strategic emphasis.
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We hope that this study will shed light on firms’ optimal resource allocation that
helps firms manage the differential impacts of array of NPP enhancers and inhibitors on firm performance.

Conceptualizing and Measuring Community-
Based Brand Equity: An Abstract
Krishnan Jeesha and Keyoor Purani

Abstract Keller (1993) presented a conceptual model of brand equity defined as
the differential effect of brand knowledge on consumer response to the marketing of
the brand. Over the last two decades, it has impacted significantly on both theory
and practice with regard to issues in building, measuring and managing brand
equity. Conceptualized based on associative network memory model, this examines
brand equity from the perspective of the individual consumer (Keller 1993). Two
key trends have dramatically increased richness of social context for a brand in
recent times – customer-experiential marketing perspective, which focuses on customer retention and loyalty through customer relationships, and consumer-driven
marketing perspective making firms to pay attention to consumer co-creation and
consumer advocacy of the brand. In light of this, we present community-based
brand equity (CommBBE) defined as differential effect of brand culture or shared
values on consumer response to the marketing of the brand. Building on social identity theory, our model advances Keller’s (1993) model by examining brand equity
from the consumer community. Brand culture is conceptualized in line with the
theory in terms of two components – brand community attachment, which captures
intimacy towards the brand as well as the influence that brand wields over the consumer, and brand community engagement, which captures how involved the customer is with the brand. A brand partnership model is also proposed for use by
practitioners.
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Are 2 Years Enough for a Successful Radical
Logo Change? An Abstract
Julien Grobert, Marianela Fornerino, and Caroline Cuny

Abstract The purpose of the present study was twofold: (1) to investigate the evolution of perceived congruence between a brand and its new logo in a real context
of a logo change and during 2 years following the change and (2) to compare this
evolution between current customers (high brand familiarity and attachment) and
prospects (low brand familiarity and attachment). The study was longitudinal and
made up by three data collections over a period of 2 years following the logo change.
776 students (current, high brand attachment and familiarity; applicants, low attachment and familiarity) participated in the three data collections with a 1-year interval,
with 220 in 2014, 284 in 2015, and 272 in 2016. For each data collection, the procedure was similar: each participant had to (1) choose a reward as a polo shirt
among the two displaying either the new or the old school logo and (2) answer a
questionnaire after having been exposed randomly either to the new or the old logo,
including measures of brand attachment and familiarity and perceived congruence
of the logo (old or new) with the brand.
Results showed that there was no change over time of the old logo’s perceived
congruence, and it was always higher for current than for prospect customers. For
the new logo, results showed that, after a little time (6 months), the perceived congruence of the new logo with the brand had the same magnitude for current customers and for prospects. Over time, the perceived congruence of the new logo with the
brand increased more quickly for prospects than for current customers. Concerning
the behavioral task, results showed that participants more frequently choose the
polo shirt with the new logo in 2015 (90.1%) and in 2016 (90.0%) compared to
2014 (19.1%; p < 0.001). Findings are important for companies, which decide to
proceed to a logo change. On one hand, they have to manage their current (familiar
and attached) customers to avoid any negative impact on brand evaluation (Grobert
et al. 2016; Walsh et al. 2010), and potentially on satisfaction, or sales. On the other
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hand, they have to communicate massively to reinforce the difference between the
old and the new logo to help updating customers’ memory representations and
increase the perceived congruence of the new logo with the brand.

Non-Profit Brand Fragility: Perspectives
on Challenges: An Abstract
Jay Weerawardena and Jo Previte

Abstract Despite growing recognition of the contribution of non-profits to the
economy and societal well-being (Leo 2013; Lee et al. 2013), they operate in highly
competitive environments. This, coupled with their internal resource constraints,
has forced NFPs to be operationally innovative to remain financially viable and
continue to deliver their social missions. Many NFPs have moved in the direction of
undertaking income-generating activities, resulting in new business models of
social enterprises and social businesses. Interestingly, in spite of this shift, there are
still NFPs which are primarily dependent on the government, donor/philanthropic
funding and a large army of volunteers to deliver their services. These organizations
rely on their brands, and many such NFPs invest heavily to build and nurture highly
visible brands that will communicate and solicit donor support. A case in point is the
Surf Life Saving Australia (SLSA), which invests intensively in nurturing its iconic
brand and undertakes periodic surveys of donor perceptions to design appropriate
marketing communications to reposition the brand.
Whilst the non-profit brand has become an important element in differentiating
charitable organizations (Michel and Rieunier 2012), the growing yet limited non-
profit branding literature suggests that brand image plays an important role in shaping stakeholder attitudes and actions (Bendapudi et al. 1996; Harvey 1990). As a
result there has been increased interest in building branding strategies aimed at
selecting right brand position and communicating it to the key stakeholders (Tapp
1996), changing public opinion (Lindsay and Murphy 1996), building donor trust
(Tonkiss and Passey 1999) and attracting higher proportion of voluntary income
(Hankinson 2000; Roberts-Wary 1994; Tapp 1996).
However, uncertainty about the external environment, in particular, the changing
perceptions of the key stakeholders, makes it difficult for the SPO to forecast future
tendencies and make strategic/tactical brand management decisions (Vainauskiene
and Vaitkiene 2012). The cause may be the NFPs own actions, such as extensively
pursuing sponsorships which fund many operations, which may result in considerable risk of diluting perceptions of brand quality. A major challenge for managers is
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determining how to leverage the brand whilst simultaneously mitigating potential
negative feedback effects. This makes the brand vulnerable, either with the SPO
finding it difficult to address community perceptions or attacks by lobby groups.
The brand vulnerability concept is in the early stage development in both for-profit
and NFP marketing literature, where researchers are engaged in conceptualizing the
key constructs involving in ‘brand resilience’ and ‘adaptive capacity’.

Applying Marketing Knowledge
to a Widespread Nonprofit Internal Marketing
Issue: An Abstract
Wendy Scaife

Abstract Scarce resources are a perennial issue for nonprofit organisations, and
many are stuck in what has been called the starvation cycle. Internal leaders responding to perceived public views do not invest in fundraising, and underfunded efforts
have unintended consequences: they do not bear results; they cause staff turnover
and the organisation’s beneficiaries suffer.
This paper reports longitudinal research that considers the level of fundraising
knowledge on the part of nonprofit leaders. It is a pilot effort to market the concept
and principles of fundraising to organisational CEOs and through them the boards
that approve budgets and support or stunt fundraising efforts.
The research asks whether a change in the CEO’s fundraising knowledge can
improve fundraising activity and outcomes for their organisation. It tests the value
of an overseas study tour and a community of practice as levers to upskill and
engage nonprofit CEOs as involved champions internally for the practice of fundraising. The study explores community of practice and involvement theories and
finds five main success factors in the internal marketing of fundraising in nonprofit
organisations.
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Coopetition Among Nonprofit Organizations:
Strategic and Synergistic Implications
of Competition and Cooperation: An Abstract
Theresa A. Kirchner and John B. Ford

Abstract This qualitative study assesses the extent and nature of coopetition
among nonprofit arts organizations within a midsize metropolitan area based on
results of structured, guided interviews of their executive directors. It focuses on
cooperation among organizations that might view each other as competitors, assessing six general factors: competition, cooperation, barriers to cooperation, tactical
considerations, strategic considerations, and evaluative considerations.
The majority of executive directors identified both direct/intertype or intratype
organizations in the arts sector as their major competitors; a minority looked at the
concept in broader terms, identifying time constraints and other leisure options/
activities, including movies, television, and sports events, as competition. While
competitor orientation appears low among the executive directors, who expressed
significant discomfort with the concept of competing in the arts sector, they agreed
that competition for available money from a relatively small pool of funders, donors,
and ticket buyers is intense. Many noted that the local geographic area is a relatively
small market for the large number of arts organizations that have emerged to compete for available resources. Several recognized that some contributors donate significantly to multiple nonprofit organizations and that arts audiences tend to include
a significant proportion of crossover attendees who patronize a variety of arts events.
They also observed that funders increasingly favor nonprofit organizations which
cooperate with each other and noted that collaboration has emerged as a significant
trend as a result.
Collaborations with other arts organizations fall into four categories: (1) artistic,
(2) marketing, (3) operational, and (4) fund development. Most formal cooperation
involves artistic projects. Operational cooperation options include sharing of venues, production, and resources. Marketing cooperation ranges from special promotions related to joint projects to cross-promotion involving shared ads and inclusion
in each other’s program books. Fund development cooperation involving sharing
resources, such as donor/subscriber mailing lists and contact information, is
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r elatively rare, since arts organizations recognize that they are competing for finite
donor funding. Informal cooperation includes synergistic sharing of information/
expertise between organizations.
Factors considered important in building collaborative relationships include the
need for trust, mutual respect, personal integrity, openness in terms of communication, artistic excellence, and compatibility of organizational missions. Availability
of new resources, creativity, and entrepreneurial spirit are important factors driving
cooperation. Barriers to cooperation include issues related to logistics, funding,
scheduling, trust, resource scarcity, and prior bad experiences.

An Integrated Model of Pro-Poor Innovation
Adoption Within the Bottom of the Pyramid:
An Abstract
Rajib Hasan, Ben Lowe, and Dan Petrovici

Abstract Both for-profit and non-profit/NGO/social businesses may target bottom-
of-the-pyramid (BOP) consumers as potential new market segments and to better
serve the needs of this often neglected group of consumers. Research on BOP consumers has attracted considerable attention recently. Despite financial constraints,
BOP consumers have been seen to be adopters of innovations which enhance their
well-being – these are often known as pro-poor innovations.
However, very little is known about how such consumers adopt innovations with
the majority of innovation adoption research conducted in wealthier economically
more advanced economies. To understand the antecedents of innovation adoption in
the BOP, this research contributes to the literature by developing an integrated
model of pro-poor innovation adoption for use within the BOP. It does this by identifying and empirically comparing existing and widely cited models in the context
of a BOP market, with a survey conducted in Bangladesh, and then using these
results, along with theory in the area, derives the new integrated model. The new
model is validated using a new product category and sample.
The findings from this research provide valuable theoretical and practical guidance to academics and managers on the key antecedents of pro-poor innovation
adoption within the BOP.
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The Psychological Mechanisms for Processing
Partitioned Price: An Integrated Framework:
An Abstract
Shuo Wang

Abstract Although there is a general consensus that consumers react differently to
partitioned versus consolidated presentation of the same price, questions remain as
to what psychological mechanisms drive the observed price framing effect in consumer evaluation and demand. Building upon previous research on price partitioning, we put forward an integrated framework of partitioned price processing that
helps differentiate among various psychological mechanisms responsible for the
price framing effect. We suggest that although multiple processing pathways coexist
when facing a partitioned price, an individual will take a particular route to process
a partitioned price depending on his or her perceptions on the salience, diagnosticity, importance, processing difficulty, and integrativeness of the secondary price
component (SPC). Furthermore, we incorporated several individual difference variables such as need for cognition, regulatory focus, and brand affect into our framework and discussed their interactions with the SPC’s characteristics in altering a
consumer’s choice of processing strategies.
This study makes several contributions. First, we extended the territory of traditional price partitioning research by explicitly incorporating metal accounting processing mode into our unifying model. Second, we identified five characteristics of
the SPC that can help us sufficiently yet parsimoniously differentiate among the
various psychological mechanisms and more accurately predict the exact price partitioning effect. Third, our multiple-process framework can be used to identify and
explain some of the null or reverse effect of price partitioning.
However, our integrated framework also has several limitations. First, our model
mainly concerns the cognitive prospect of price judgment and evaluation. Yet consumer research has pointed out that affect or emotions can also influence consumers’ decision and thought processes in various contexts. Consequently, future
research should explicitly incorporate and examine the role of affect in our proposed framework. Second, one implicit assumption of our model is that the primary
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price component (PPC) of the partitioned price is more difficult to evaluate than the
SPC. However, when consumers believe that the PPC has a strong price-quality
association, the informational effects of the PPC may dominate that of the SPC and
become the main driver for overall price perception. Finally, our model is built on
the condition that the total price is absent and that the SPC is presented simultaneously with the PPC. Future study should investigate whether our framework is
applicable to cases where the total price is presented along with the partitioned price
or where the SPC is presented sequentially (i.e., drip pricing) to customers.

A Meta-Analytical Review of PAD Within
Retail Environments: An Abstract
Nina Krey, Jennifer A. Espinosa, and Joanne T. Cao

Abstract The physical store environment is an essential factor that contributes to
the overall shopping experience of consumers (Babin and Darden 1995). Specifically,
consumer behavioral outcomes are shaped by elements within retail environments
that can evoke emotional responses (e.g., Chaudhuri and Ligas 2009; Dawson et al.
1990; Matilla and Wirtz 2001). The classical environment model by Mehrabian and
Russell (1974) incorporates a primary emotional response that can be classified as
pleasure, arousal, or dominance (PAD). The PAD dimensions are assessed with an
18-item semantic differential scale covering emotional response ranges, including
happy-unhappy, stimulated-relaxed, and dominant-submissive responses.
Considering the vast application of PAD in the retail literature, the overall goal of
this research is to better understand the impact of PAD on atmospheric research.
Furthermore, we try to clarify which dimensions are most commonly applied in
atmospheric studies and provide insights into which dimension most strongly relates
to outcome variables.
We utilize a meta-analysis methodology to address the proposed research questions. The scope of the meta-analysis is limited to articles published in the Journal
of Retailing. In total, 341 articles were reviewed with the final sample consisting of
15 articles and 33 studies. The total sample size was 3,366 consumers. Results provide evidence that emotions have a significant influence on commonly used outcome measures in retail environment studies. We contribute to the atmospheric
literature by confirming stable relationships between pleasure as well as arousal
dimensions and a multitude of consumer responses. Thus, PAD remains as a reliable
construct in atmospheric research. Overall, the effect size for pleasure is substantially larger across all analyses. However, the effect size for arousal is larger for
attitudinal outcome measures, which contradicts previous findings by Donovan and
Rossiter (1982). Further research is needed to validate these findings.
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Exploring the Success Factors of Hybrid
Micro-Enterprises
Marta Bicho, Ralitza Nikolaeva, Carmen Lages, and Fernando A.F. Ferreira

Abstract This research explores hybrid micro-entrepreneurs’ founding motivations and the transformation of those motivations into visions of success, by applying multiple criteria decision analysis (MCDA). We find that entrepreneurs of
hybrid micro-enterprises are driven mostly by noneconomic goals and that those
influence their vision of success. The success framework consists of seven indicators (training, professional development, marketing, management, external factors,
infrastructures, and organizational aspects). Human capital is perceived as the most
important for success – translating the professional motivations for founding.
Reversely, external factors, which are usually considered crucial to attain legitimacy, are perceived the least important factors. Given the findings, are hybrid
micro-entrepreneurs ready to succeed?
Keywords Hybrid micro-enterprise • Success factors • Cognitive mapping •
Multiple criteria decision analysis
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Introduction
The study of entrepreneurship is contentious, and adding any prefixes does not
make researchers’ task easier (Zahra et al. 2009). Thus, inserting the prefix “micro”
creates one layer of extra definitional issues. Adding “hybrid” in the mix is starting
to sound as a hangover recipe. Before rushing to a definitional quagmire of two
prefixes, we want to lay out certain regularities and questions documented by prior
research. As noted by Zahra et al. (2009), entrepreneurs often have diverse motivations for starting an enterprise, and commercial entrepreneurs are usually driven and
measured by profit. What about noncommercial entrepreneurs? The same authors
present a table of numerous definitions of social enterprises whose common theme
is that they have both economic and social objectives. Further, social enterprising
often crosses over and spans different market categories which raises legitimacy
questions (Ruebottom 2013).
Researchers suggest that social enterprises are prime examples of hybrid organizations as they have multiple goals and combine different institutional logics
(Battilana and Lee 2014; Battilana et al. 2015; Doherty et al. 2014). “Hybrids face
the distinct challenge of trying to optimize performance on multiple dimensions as
they pursue multiple objectives at once” (Battilana et al. 2015, p. 1680). The combination of multiple organizational forms depart from regular, socially, and legitimate organizational templates, and thus hybrid organizations often experience
unique organizing challenges, such as legitimacy vacuum (Battilana and Lee 2014;
Dobrev and Gotsopoulos 2010; Ruebottom 2013). Thus, the big question that we
see arising for entrepreneurs of hybrid organizations is the reconciliation of multiple and often conflicting objectives. We want to know what entrepreneurs of hybrid
organizations mean by success from the very conception of the organization. As
such we are interested in how they define their objectives and assess their performance. In particular, to what extent economic goals are reconciled with social
impact goals in hybrid entrepreneurs’ vision of success. Thus, we respond to
Battilana and Lee’s (2014) call for construction of hybrid performance measures as
one of the most prominent challenges to researchers in the field.
The goal of the current study is to explore the motivations of entrepreneurs for
starting hybrid organizations and to what extent these motivations shape their vision
of success. This goal builds on Zahra et al.’s (2009) articulation of the need to appreciate the motivations of individuals who plunge into creating new types of
organizations.
The presence of multiple goals and how entrepreneurs manage and balance multiplicity with the requirements of the organizational goals shape their vision of the
success (Battilana and Lee 2014). Previous studies show that there is no consensus
about the appropriate set of indicators to adequately assess the success of enterprises (Combs et al. 2005; Murphy et al. 1996). Adding “micro” and “hybrid” prefixes to enterprises makes the picture more complex. For instance, it seems that
hybrid enterprises experience unique external and internal tensions due to multiple
tensions that they need to respond to (Battilana and Lee 2014). Thus, it may be
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particularly challenging for hybrid micro-enterprises to assess the fit at two levels
(between internal capabilities and external market conditions) and yet be consistent
with their dual purpose (Battilana and Lee 2014; Reijonen and Komppula 2007;
Simpson et al. 2012). For example, a social entrepreneur might have a good solution
to a local social problem but might fail on the financial sustainability of the enterprise. Second, the higher complexity of assessing the dual fit is exacerbated by the
extremely limited pool of resources available to a micro-enterprise. Thus, coming
up with a set of key success indicators leading to survival and continuity can be
daunting for hybrid micro-enterprises.
We contend that it is important to investigate the construction of success indicators for micro-enterprises as they play a crucial role in the ultimate survival of the
enterprises. While researchers and entrepreneurs quickly point to lack of resources
as a leading cause of the high failure rates of micro-enterprises, unclear vision of
success may be a more fundamental reason. This is a complex proposition that
would take more than one research study to explore and confirm. With the current
one, we take the initial step. We know that entrepreneurs start ventures for a host of
reasons and they do not need to be motivated by wealth attainment in order to be
successful (Amit et al. 2001). The question, though, is how to know if the various
motives can lead to success.
This study intends to answer to the research question: “what are the motivations
of entrepreneurs for starting hybrid organizations and to what extent these motivations shape their vision of success?” In order to answer this question, we take stock
of hybrid micro-entrepreneurs’ founding motivations and perceived success factors.
For the purpose, we employ two different types of approaches in two different samples of micro-entrepreneurs within the same hybrid category. First, we use in-depth
interviews to explore the motivations driving the creations of the ventures. Then,
with a different sample, we apply cognitive mapping and multiple criteria decision
making analysis (MCDA) to assist the entrepreneurs in creating an evaluation
framework of key success indicators. The decision to employ cognitive mapping
and MCDA is driven by the complex, dual-identity nature of a hybrid organization.
The combined use of these constructivist tools helps decision-makers to think and
discuss the problem at hand and guide them in identifying the best options (Belton
and Stewart 2002; Ferreira et al. 2010). Thus, we can see how initial motivations
from the entrepreneur’s perspective get transformed by a group consensus to key
success factors. We find that individual motivations seem to be driven by noneconomic factors – whether because the founders had very satisfactory personal experience in the area and they want to disseminate the benefits or they identified a
growing number of customers seeking those benefits or the dissatisfaction of founders with their prior professional activity. These factors seem to be reflected in the
resulting MCDA framework of success comprising of seven fundamental points of
view (FPVs), among which the three most important are professional development,
training, and management.
This study contributes to the literature by building a first of its kind evaluation
framework to assess hybrid micro-enterprises success. It responds to recent calls for
research in understanding how micro-enterprises and hybrid organizations sustain
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their business (Battilana and Lee 2014; Rauch et al. 2009). The success factors of
hybrid micro-enterprises may differ compared to traditional enterprises, because of
the legitimacy vacuum context in which they may operate. Therefore, hybrid micro-
enterprises need to build their own business logic, which in turn might influence the
way they evaluate factors affecting their success. Inadvertently, the founding motivations would find place in notions of success, which is why Battilana and Lee
(2014) call for future research to investigate not only the influence of performance
measures on a hybrid organization’s sustainability but also the influence of the
founder on performance incentives and management. Therefore, we contribute to
the creation of a systematic set of criteria that entrepreneurs identified as success
drivers. We achieve this by applying creating a multidimensional framework, which
integrates cognitive mapping and the measurement attractiveness by a categorical-
based evaluation technique (MACBETH) (an MCDA method). The combined use
of these techniques resulted in the added contribution of community reach-out
through the practical application of the success framework. The participants in the
study – micro-entrepreneurs with limited resources – received evaluations of their
enterprises based on the constructed framework for success, which they considered
very helpful.

Hybrid Micro-Enterprises and Success
For the purpose of our study, micro-enterprises are “very small enterprises in scale,
scope or capability” (Markman and Waldron 2014, p. 180). There are a number of
ways by which micro-enterprises have been defined, such as small structure (e.g.,
less than ten employees), the volume of sales, management centralization, and
structural lack of resources (Courrent and Gundolf 2008). Previous research has
also emphasized that micro-enterprises focus on a particular market niche, especially in markets dominated by large incumbents, where micro-enterprises can
either complement their offers or target small niches unattractive to their counterparts (Markman and Waldron 2014). Micro-enterprises represent a major part of the
European business establishments; however research in micro-enterprises has been
scarce (Courrent and Gundolf 2008). It has been noted that very little theoretical
progress has been made concerning the success factors of micro-enterprises
(Simpson et al. 2012). Despite that, it has been observed that the success rates of
micro-enterprises are very low and are subject to a variety of barriers, such as
resource constraints, vulnerability, uncertainty, risk, market inexperience, and lack
of legitimacy (Reijonen and Komppula 2007; Courrent and Gundolf 2008; Short
et al. 2009; Markman and Waldron 2014).
When micro-enterprises are of a hybrid nature, the question of success becomes
even more complex. For the purposes of this study, hybrid organizations both “pursue a social mission and sustain their operations through commercial activities”
(Battilana et al. 2015, p. 1658). Hybridity is a matter of degree, in a continuum
where at one extreme social and commercial aspects are differentiated and at another
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extreme are integrated, and, as such, hybrid organizations vary in the “level of integration between the social and commercial aspects” (Battilana and Lee 2014,
p. 426). In order to study how hybrid organizations integrate both aspects, Battilana
and Lee (2014, p. 403) focused on and defined hybrid organizing as “the activities,
structures, processes, and meanings by which organizations make sense of and combine aspects of multiple organizational forms.” The authors suggested five dimensions of hybrid organizing: core organizational activities (commercial and social
activities), workforce composition (most workforce is socialized either in the social
or the commercial section and is not hybrid), organizational design (how leaders
translate strategy into action including formal organizational structure, incentives,
control systems, and governance), culture (organizational shared values and norms
of behavior), and interorganizational relationships (network of relationship with
investors or partners). As noted by Moss et al. (2011), the success of social enterprises – as examples of hybrid organizations with dual identities – is gauged not
only by their financial success but also by their social mission and impact. When an
enterprise has multiple identities/goals, it may be difficult to reconcile them, and
such a lack of consensus may lead to a blurred vision of success (Battilana and Lee
2014). However, Zahra et al. (2009) observe that all of the numerous definitions of
enterprises with mixed motives are silent on how to assess the success of such ventures. Moreover, hybrid organizations face higher skepticism from various stakeholders due to their dual identity and category crossover. Under such
legitimacy-deficient conditions, stakeholders are more reluctant to support the
enterprises because of the lack of institutional consent and difficulty in assessing the
firm’s potential for success (Dobrev and Gotsopoulos 2010; van Werven et al. 2015).
A hybrid organization is characterized by conflicting institutional demands (Santos
and Eisenhardt 2005), which limit its potential for success. Thus, a hybrid nature
adds an extra layer of obstacles to micro-enterprises that already experience high
business failure rates (Jones et al. 2014). Given such unfavorable odds, the aim of
this study is to dissect the terms in which managers of hybrid micro-enterprises
define success. One could ask if high failure rates are not only primarily due to
resource constraints but also due to lack of clear vision of success.

Context
The context of our study is the complementary and alternative medicine (CAM)
micro-enterprise. CAM includes alternative or unorthodox therapies such as (a)
alternative medical systems (e.g., acupuncture, naturopathy, homeopathy), (b)
mind-body interventions (e.g., biofeedback, hypnosis), (c) biologically based treatments (e.g., aromatherapy, iridology), (d) manipulative and body-based methods
(reflexology, massage, osteopathy), and (e) energy therapies (reiki, healing) (Frass
et al. 2012). CAM services include therapies based in holistic and whole person
philosophy, empowerment of the patient, and use of natural remedies. Micro-
enterprises offering CAM services are a good example of hybrid enterprises
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encountering legitimacy obstacles as many such therapies are contested. Thus,
CAM enterprises exist in a healthcare market category with unclear boundaries, and
healthcare is one of the original industries where hybrid organizations have been
studied (Battilana and Lee 2014; Ruef and Scott 1998).

Methodology
For the first study, we employed a qualitative technique to better understand the
founding motivations of the entrepreneurs of hybrid micro-enterprises. We interviewed 11 founders/managers of hybrid micro-enterprises, with each semi-
structured interview lasting between 40 and 105 min. The interviews were recorded
and transcribed, and two of the authors examined the transcripts independently
going through iterative rounds until they reached a consensus on the interpretation.
For the second study, we apply cognitive mapping and MCDA to assist the entrepreneurs in creating an evaluation framework of key success indicators. These two
methodological approaches are well established in the decision science arena and
thus have the potential to be applied to other fields where decision-making is essential (Ferreira et al. 2015). Their combined use allow us to map a vast number of
factors identified by a group of seven entrepreneurs and, simultaneously, incorporate a learning process and discussion until a consensus is reached (Ferreira et al.
2015). The process is interactive, which allows entrepreneurs to discuss and structure the conception of the evaluation framework in an open environment. Specifically,
we propose a multidimensional framework that integrates cognitive mapping and
the measurement attractiveness by a categorical-based evaluation technique
(MACBETH) (Bana e Costa et al. 2012). Cognitive maps help decision-makers to
structure the problem as they identify the key criteria to assess success of micro-
enterprises. They are especially helpful as they facilitate the entrepreneurs’ decision
in a complex context, such as the one of a hybrid organization. The MACBETH
method enables the estimation of trade-offs among criteria, which in turn supports
the development of the final evaluation framework (Ferreira et al. 2010).

Discussion
This research aims at studying how hybrid micro-enterprises conceptualize success
beyond the founding impetus. Our focus is on the complementary and alternative
medicine (CAM) context. Beyond the regular hurdles of micro-enterprises (e.g.,
resource constraints, vulnerability, uncertainty, risk, etc.) (Markman and Waldron
2014), the hybrid nature of the organizations of this study and the contested category they operate in brings additional complexity because the micro-enterprises
face a non-supportive environment that limits the chances of firm’s success and
survival.
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Many entrepreneurs start with more idealistic and optimistic ideas of their ventures (Cooper et al. 1994), and they become disappointed when reality hits
(Hmieleski and Baron 2009). Consequently, can we expect that the social logic
becomes more balanced with the economic logic of success after the hybrid enterprise has been in business for some time? To answer this question, we invited managers of CAM micro-enterprises to develop an evaluation framework to assess
factors affecting enterprise success. We obtained seven indicators – training, professional development, marketing, management, external factors, infrastructures, and
organizational aspects. The indicators professional development and training are the
most important and represent 45.46% of the overall success framework. Marketing,
management, and organizational aspects factors correspond to 48.27%. Representing
only 7.07% of the overall success are the indicators infrastructures (6.06%) and
external factors (beyond managers’ control) (1.01%).
Based on these findings, we can highlight that the main motivations of entrepreneurs to found a CAM enterprise, mostly related with collective well-being, are
confirmed by the most important factors identified as success factors – training and
professional development. We can thus conjecture that the factors perceived as driving success by the entrepreneurs are explained by their major motivations to start an
enterprise. By obtaining better training and investing in professional development,
they can serve their clients better and help them improve their health and well-
being. Moreover, the importance of the professional development indicators to the
overall entrepreneurial success is in line with previous research on legitimacy and
entrepreneurship. Selecting an adequate workforce composition can be particularly
challenging for hybrid organizations as their employees have to respond to the
demands of different institutional logics (e.g., business and social). Therefore, specialized training and development appears to be one of the major tools of “hybridizing” employees (Battilana et al. 2015). According to prior research on legitimacy,
education and professional experience of the human capital significantly contribute
to increased legitimacy, because it provides credibility (Tornikoski and Newbert
2007). In turn, the entrepreneurial perspective advocates that adequate human capital is linked with the survival and success of the enterprise (Combs et al. 2005).
Considering that CAM enterprises aim at responding to consumer demands for
more personalized services and “whole person” understanding (Winnick 2005), it
seems that CAM micro-enterprises are mostly concerned with providing a good
service. For instance, enterprises under conditions of legitimacy vacuum must
establish a set of recognizable practices that are understood by the stakeholders and
that will increase the enterprise ability to deal with its environmental deficiency
(Dobrev and Gotsopoulos 2010). Therefore, given the hybrid nature of the CAM
enterprise situated in a contested category due to its nonscientific boundaries
(Mizrachi et al. 2005), human capital and the projection of a professional image
seem to be perceived as crucial for success and survival.
Our respondents’ emphasis on human capital by underlining training (qualifications of the human capital), professional development (adequate professional development and training), and organizational aspects (concerning the adequacy of the
human capital to the organizational structure and needs) is in line with one of the
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five dimensions Battilana and Lee (2014) argue constitute hybrid organizing: workforce composition or whether human resources were socialized in the social or the
commercial sector.
The next more important success indicators are management (financial, managerial, and ethical leadership of the organization) and marketing (e.g., market research,
communication tools, promotion initiatives, and participation in events). These
findings confirm Battilana and Lee’s (2014) suggestion that “core organizational
activities” (as, e.g., commercial and social activities) are a dimension of hybrid
organizing together with “organizational culture,” organizational shared values, and
norms of behavior through leadership’s meaning creation. One could argue that this
dimension was captured by the management indicator present in our findings as it
related to the skills of the managers, the ethical and moral conduct of the leaders,
and their leadership capacity.
The indicators of management chosen by the entrepreneurs are composed by
financial (e.g., growth) and nonfinancial measures (e.g., management and marketing
skills, ethics, and leadership). Our findings show that the majority of the measures
are operational (nonfinancial). The only financial measures appearing in the management indicator are profitability and annual turnover. These findings agree with
Simpson et al. (2012) who argue that many enterprises run their business for other
reasons (such as lifestyle, own satisfaction, customer orientation, service/product),
rather than maximizing financial performance. However, financial measures (e.g.,
sales growth, ROE) are commonly used as the most important measure of success
in entrepreneurship (e.g., a large amount of quantitative studies use financial measures as dependent variables) (Combs et al. 2005). Furthermore, financial measures
of entrepreneurial success can increase legitimacy, because stakeholders use them
to evaluate the enterprises’ ability to sustain their business (Ashforth and Gibbs
1990). Other important factors are the skills and abilities of the managers (e.g.,
management and marketing skills, ethics, and leadership) to run the business
(Tornikoski and Newbert 2007; Überbacher 2014). They are particularly relevant
for a hybrid enterprise, because the managers’ competences may be crucial in promoting and creating a favorable image of the enterprise and thus in mobilizing
resources (Überbacher 2014). In support, most studies in entrepreneurship, and specifically micro-enterprises, demonstrate the role of the managers abilities in the
success of the enterprise (Reijonen and Komppula 2007).
Next indicator, organizational aspects, concerns the adequacy of the human capital to the organizational structure and needs. This indicator seems to be related to
organizational design (how leaders translate strategy into action including incentives, control systems, and organizational structure and governance), one of the five
dimensions of hybrid organizing suggested by Battilana and Lee (2014). Further,
these factors are positively associated with obtaining legitimacy and success of the
enterprise (Tornikoski and Newbert 2007).
The least important indicators to the overall success of micro-enterprises are the
infrastructure and external factors. It seems that the infrastructures, such as the conditions of the facilities and its surrounding, are perceived secondary to the business
success in our sample of CAM micro-enterprises. This is in contrast with the
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e ntrepreneurship literature, which reports that infrastructures significantly impact
success and the relative performance of the enterprise (Reijonen and Komppula
2007).
Finally, external factors are associated with the environmental context of the
enterprise, such as political and economic factors, and regulation. The legitimacy
literature argues that the external environment is instrumental for legitimacy gains
and is thus critical to increase firms’ survival chances (Tornikoski and Newbert
2007). The external environment of the enterprise may as a matter of fact facilitate
or hinder the development of the enterprise (Dobrev and Gotsopoulos 2010).
Further, research in entrepreneurship also suggests that external factors strongly
influence the success of the enterprise (Short et al. 2009; Simpson et al. 2012). One
would think that the external factors would be of particular importance to CAM’s
success, due to the enterprises’ hybrid context restraining their overall success and
legitimacy to operate. Our findings suggest the opposite. It appears that the CAM
entrepreneurs rely on what they are able to manage and what is in their direct control. One explanation might be the strategic view on legitimacy, namely, that the
enterprise can cultivate legitimacy through managerial actions, professionalism,
and customer service (Short et al. 2009). Our findings are in line with Battilana and
Lee’s suggestion of interorganizational relationships as one of the five dimensions
of hybrid organizing in the sense that they relate to networks of relationships with
investors or partners, external factors which they can control.

Implications for Theory and Practice
We contribute to the literature in a number of ways. One of the most important contributions is the application of cognitive mapping with an MCDA method to construct a success framework from the point of view of entrepreneurs and in particular
to hybrid enterprises.
The advantage of such a constructivist approach, as opposed to survey methods
commonly used in prior research, is that it allows us to (1) identify objective and
subjective components of success and the cause-and-effect linkages between criteria (that allowed the FPVs to be identified), which might otherwise go undetected
by the use of statistical approaches alone; (2) calculate the trade-offs between these
components contemplating the managers’ practical experience and collective perceptions and taking account explicitly for the negotiated ranking of the different
components of success while adding simplicity and transparency to the evaluation
framework; (3) provide the panel members with the opportunity to reflect on the
assessments projected and make suggestions for improvement; and (4) develop a
process-oriented framework that, with proper adjustments, can be easily replicated
with a different group of managers and/or within other contexts. The MCDA
approach guides the decision-makers to discuss and learn about the situation in an
open environment. This is important, because it leads to a justifiable and explainable
course of action of the evaluation framework from the managers point of view
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(Ferreira et al. 2015). Thus, we can see that in our context – hybrid micro-
enterprises – managers identify external factors as marginally important for the success of their enterprises. Although, this is a relevant to respond to Battilana and
Lee’s (2014) call for construction of hybrid performance measures, this is a finding
which contrasts prior research about the importance of environmental conditions for
the success of organizations (Short et al. 2009; Simpson et al. 2012). It is giving us
food for thought for future research by raising the question whether limited resources
prevent hybrid micro-entrepreneurs from having a clear sense of the path to long-
term longevity of the enterprise so that they can achieve their economic or noneconomic goals.
On a broader scale, our study responds to recent calls for research on sustainable
success of micro-enterprises (Short et al. 2009; Markman and Waldron 2014) and
hybrid enterprises (Battilana and Lee 2014). Since hybrid organizations have dual
identities, we explore the idea of founding motives being present in the notion of
success of micro-entrepreneurs. Our findings demonstrate that noneconomic goals
prevail both in the reasons of the founding of the enterprises and the notion of success. We develop a success framework directly with the managers of the enterprises.
This is in contrast to prior empirical research that has resorted mainly to measures
selected by researchers. Based on the results from the two samples in the study, we
see a clear correspondence between the professional factor as an impetus to founding and professional development and training being seen as the key success factors
by the entrepreneurs. We believe that the attempt to link motivations to perceptions
of success is unique and contributes to the entrepreneurship literature. We further
contribute to society by designing our study with an outreach component. The participants in the MCDA sessions were immersed in an interactive and iterative discussion about success factors, which helped them get a better understanding of the
stance of their enterprises. The resulting evaluation framework was used to rank
order their enterprises and to identify key areas for improvement. The entrepreneurs
felt that the time invested in the exercise was worth it and it contributed to their
professional development.
Micro-enterprises play a significant role in economic growth; however, because
of their size and scale disadvantages, they are not able to sustain the same growth as
bigger firms (Markman and Waldron 2014). Due to these constraints, micro-
enterprises build their own competitive dynamic and logic, which influences the
way they measure the enterprise success. Micro-enterprises in such market conditions focus on nonfinancial measures to assess success, unlike larger companies,
where growth is particularly relevant to measure success. Further, the hybrid nature
of the micro-enterprises adds a layer of interest as such enterprises evaluate success
differently when compared to regular enterprises. It appears that human capital is of
utmost importance for hybrid micro-enterprises both in terms of original reasons for
founding and in visions of success. Thus, the overarching question we want to pose
is about the causes of low success rates among micro-enterprises. We believe that
our study opens the door to the idea that micro-enterprises tend to fail a lot because
they have alternative visions of success that do not necessarily comply with expectations from their environment and economic realities.
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We present the entrepreneur’s point of view of success factors in complementary
and alternative medicine (CAM) – a contested category. Even though our findings
are idiosyncratic, the results of the analysis indicate an applicable evaluation framework for measuring the success of hybrid enterprises struggling with legitimacy
issues. We believe that the combined use of cognitive mapping with MCDA techniques is a proper approach for our study due to the complexity of the issue and the
limited resources available to the decision-makers. Nevertheless, further investigation with a different set of panel of decision-makers and within other contexts would
allow for building a more stylized and generalizable framework.
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Driving a Firm’s Agility and Success
of Product Innovation Through
Organizational Behavior: An Abstract
Wilert Puriwat and Danupol Hoonsopon

Abstract Many studies strive to explore the role of organization agility on the success of firms. Nonetheless, the way to increase an organization’s agility is not fully
understood, especially in the new product development (NPD) process. Further, the
outcomes of agility on the NPD process such as reducing fuzzy front end, enhancing innovativeness of firm, and improving new product performance are not yet
clear. Drawing from concept of dynamic capabilities, using survey research, analyzing data with structural equation modeling, we expect that the results will help to
describe how firms enhance the performance of new products through making an
organization more agile.
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Tie-Up Technology in Marketing Strategy:
A Case Study on a Small Industry Business
Amit Kundu and Ramanuj Majumdar

Abstract In today’s business parlance, firms who possess superior technology are
found to be more efficient. This paper examines the relative importance assigned by
key management personnel to three broad parameters of a firm’s capabilities,
namely, marketing, R&D and operations, which affect the performance of a
medium-sized dairy firm operating in a highly competitive market in the city of
Kolkata in India. Using conjoint analysis on the data collected from key managerial
personnel, the empirical study obtained an estimation of the relative importance of
the various attributes chosen within marketing, R&D and operational capabilities.
The study found that the success of this particular dairy firm, where consumers
generally have low involvement, lied with marketing capability compared to R&D
and operational capability. Moreover, the technological know-how was the most
dominant attribute within those three capability dimensions. Hence, authors chose
to title the paper as Tie-Up Technology in the Marketing Strategy Formulation.
Keywords Marketing • Technology • Capability • Dairy firm • India • Conjoint
analysis

Introduction
Way back in 1964, Wernerfelt viewed a firm as a bundle of resources and capabilities. He coined the idea of resource-based view (RBV) and suggested that intra-
industry variations in firm’s performance (i.e. firms’ competitive environment being
the same) can be attributed to differences in their capabilities. For any company, it
has become necessary to harness innovation through research and development
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(R&D) and make use of those R&D results into appropriate products that meet customers’ needs, along with building up suitable operational capability. This tripod of
capability was referred as absorptive capacity (AC) of a firm (Cohen and Levinthal
1990). Moreover, constitution of different attributes for each of these capability factors shall depend on the specified industry or firm sector as a case in point.
The present research aims to examine the relative importance assigned by key
management personnel to above-mentioned three broad capabilities, namely, marketing, R&D and operational capability, which affect the performance. Moreover,
assess which all attributes within a particular capability parameter is (are) perceived
to contribute most importance.

Literature Survey
The conceptual framework developed by Dutta S, Narasimhan and Rajiv S (1999)
indicated three functional capabilities of the firm, namely, marketing, research and
development (R& D) and operations, that influence the performance of the firm in
the technology-intensive market.
Marketing Capability A firm with strong marketing capabilities can identify and
understand the customers’ needs and expectations in a better way. Those understandings also help in understanding the factors that influence consumer preference
and choice. Kodama (1992) and Von Hippel (1989) pointed out that firm with superior marketing capabilities found to be better performer. Moreover, they opine that
marketing capability has the greatest impact in case of firms that possess a strong
technological know-how. The superiority of their offerings (or brands) will be
established due to constant influx of innovations. Thus it becomes easier for those
firms to convince their customers about their superiority.
Research and Development (R&D) Capability R&D capability of a firm is the
skill by which the firm can transform resources such as R&D expenditure into high-
quality innovations. A superior R&D capability with strong base of innovativeness
will help the firm to satisfy both demand side effect, i.e. meeting aspiring consumer
expectations, and supply side effect, i.e. outweighs the competitors. This R&D
capability enables a firm to earn strong consumer loyalty (Givon et al. 1995).
Moreover, all other things remaining same, firms with higher R&D expenditure are
found to absorb more technological advancement (Cohen and Levinthal 1990).
Operational Capability A strong operational capability in a technology-driven
industry requires a complete integration and coordination of a complex set of tasks.
For instance, here supply chain mechanisms should be so efficient that the final
product will be delivered to the customers with desired requirements at competitive
prices. Internal environment of the organization will also be fine-tuned to enhance
the employee skills and imbibe dynamism in the organizational culture. Thus, the
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more efficient a firm is, the higher is the efficiency in balancing the demand and
capacity. Iansiti and West (1997) suggested the crucial role played by operational
capability because it ensures successful implementation of innovations by developing suitable new products. Srinivasan et al. (1997) and Narasimhan et al. (2006)
emphasized on strong interdependency in between R&D and operational capabilities for high-quality innovations. Thus challenges of the operational capability are
mainly threefold: (a) integrating product design for marketing, (b) increasing in
productivity by optimizing the resources and (c) creating favourable internal environment for absorbing the change.
The three identified capabilities are also complements to each other. The interactions between three capability measures can serve in a better way to enhance the
performance of the organization. Strong marketing network can provide the correct
and necessary information from the consumer end to do the necessary innovations
for improving the product. Strong interactions in between R&D and operations
throughout the development process ensure successful commercialization of the
technologies and also minimize the internal and external volatility (Hayes et al.
1988). Srinivasan et al. (1997) have pointed out the high complementary between
marketing and operational capabilities to develop integrated product design for marketability and manufacturing. The research study of Hoonsopon and Ruenrom
(2012) has revealed that product innovation improve firm’s performance as firms
enhance their competitive advantage by differentiating new products from their
competitors. Increasing market and financial performance stimulates firms to
develop new products.

Research Framework
In our conceptual framework, three critical capabilities, namely, marketing, research
and development and operations of the firm, have been selected to examine their
relative importance (Fig. 1).
The conceptual framework developed here is of the following nature:
Organizational Performance = f (Marketing Capabilities, R & D Capabilities,
and Operations Capabilities)
The firms’ success in technology-intensive market needs to address two things:
• The ability to come up with innovations constantly
• The ability to commercialize these innovations into the kinds of products that
capture consumer needs and preferences
To address the two issues in highly competitive market, the capacity building in
the three identified verticals are utmost necessary. A research gap exists in identifying the significance of each capability and also mapping the level of importance of
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Fig. 1 Conceptual framework of firms’ capabilities and performance

the attributes associated with each capability. The dynamic capability of the firm is
industry and time specific.

Research Objectives
The broad objective can be subdivided as follows:
1. To examine the level of importance attached to the three critical capability
dimensions, namely, marketing, R&D and operations on the performance of a
company in the dairy industry
2. To estimate the relative importance attached to different levels of three functional capabilities

Research Methodology
Select Firm Metro Dairy Limited is the India’s first joint sector dairy project
between Keventer Agro Limited and Government of West Bengal, India, under the
aegis of the World Bank’s Operation Flood III.
Metro Dairy Limited is a joint sector company with an annual turnover of Rs.
272 crores (2013–2014). Aided by the World Bank, Keventer Agro launched its first
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public-private partnership project, Metro Dairy as India’s first joint sector dairy
project between Keventer Agro Limited and Government of West Bengal under the
aegis of the World Bank’s Operation Flood III. Metro Toned Milk, the company’s
flagship brand, is one of the leading packet milk brands in Bengal. The dairy, which
was planned and set up under the supervision of the National Dairy Development
Board and commissioned in 1996, was built at a cost of around Rs. 49 crores. Metro
Dairy’s plant is one of the most modern dairy plants in Asia, even today, in terms of
sophistication of machinery, automation, PLC system and effluent control. This
configuration of excellence ensures consistent repetitive product quality and high
levels of sanitation and hygiene – which, in turn, manifest in the product in terms of
consistent product composition and better shelf life. Metro Dairy relies on quality
assurance for developing its brand image. Its focus on continuous improvement of
its processes is a result of its corporate strategy of maintaining the loyalty of its
customers through consistency, commitment and responsiveness to food safety and
consumer health, affordability and availability.
Sector Dairy sector
Sources of Data The three experimental units, i.e. marketing, R&D and operations, are taken into consideration, and the key personnel were interviewed with the
help of a structured questionnaire to gather their perceptions in this regard.

Measurement Tools
The identified attributes and different levels of capability parameters are taken into
consideration for measuring technology branding. The perception of an individual
regarding the possible combination of the attributes for measuring the readiness of
accepting the technological change is considered as rating point (rank).

Method
The estimation of the relative importance of the attributes is done through conjoint
analysis.

Analysis and Findings
The following model has been constructed by incorporating the different levels of the
capability parameters, such as marketing capability, research and development capability and operational capability of the firm. The coefficients associated with them
are calculated by solving the following equation on the basis of observations on:
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( Rank, T1 , T2 , B1 , R1 , R2 , D1 , D2 , P1 , V1 )
Rank = β 0 + β1T1 + β 2T2 + β 3 B1 + β 4 R1 + β 5 R2 + β 6 D1 + β 7 D2 + β8 P1 + β 9V1 …

(1)


where T1, T2, B1, R1, R2, D1, D2, P1, V1 are the levels of attributes and β1 , β2… β 9 β 15
are corresponding coefficients.
It is to be mentioned in this context that the data set for T1, … , B1, …, R1, …, D1,
…, P1, …, V1, … would be as under. For technological know-how of marketing
capability, the levels of attributes in general and their coding in nonmetric form are
represented in Table 1.
In this structure, it is assumed that the sum total of the coefficients is zero. Same
is followed for other capability parameters.
After putting the data set in the above function, there would emerge ten equations
which are to be solved in order to find out the value of the coefficients shown in the
function (Table 2).
Based on the coefficients associated with the independent variables such as T1,
T2, T3, B1, B2, R1, R2, R3, D1, D2, D3, P1, P2, V1, V2 , rescaled part-worth has been
worked out (Table 3). In this context, a scale is defined with the extreme values as 0
and 1.
The perceptions of individuals of each experimental unit regarding the relative
importance of different levels of attributes of three capability parameters are listed
in the Table 4.
Then, relative importance as well as rank of each design mechanisms has been
made for each experimental unit.

Discussions
The present research study has attempted to understand the level of importance
associated with the three critical capabilities, namely, marketing, R&D and operations, and also mapping the level of importance attached with each attributes of the

Table 1 Levels of attribute and its coding in general
Actual levels of attribute
T1
T2
Tn−1
Tn

Coding in nonmetric form
T1
T2
T3
1
0
0
0
1
0
⋮
⋮
⋮
0
0
0
−1
−1
−1

⋮

Tn−1
0
0
⋮
1
−1
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Table 2 Value of coefficients associated with the levels of organizational capability parameters

Levels of design
parameters
Constant
T1
T2
T3
B1
B2
R1
R2
R3
D1
D2
D3
P1
P2
V1
V2

Value of coefficients associated with the levels of design
parameters
Experimental unit I Experimental unit II
Experimental unit III
[R&D]
[marketing]
[operations]
7.500
6.500
2.000
3.000
1.500
−2.5
2.000
0.000
−2
−5.000
−1.500
4.5
0.500
−0.500
0.5
−0.500
0.500
−0.5
−1.000
−0.500
−1
−0.500
0.000
−1.5
1.500
0.500
2.5
0.500
0.500
−0.5
0.500
1.000
−0.5
−1.000
−1.500
1
1.000
1.000
−2
−1.000
−1.000
2
0.500
−0.500
−0.5
−0.500
0.500
0.5

Table 3 Rescaled part-worth corresponding to the different levels of the capability parameters

T1
T2
T3
B1
B2
R1
R2
R3
D1
D2
D3
P1
P2
V1
V2

Part-worth [R&D]
Original
Rescaled
3.000
1.000
2.000
0.875
−5.000
0.000
0.500
0.6875
−0.500
0.5625
−1.000
0.500
−0.500
0.5625
1.500
0.8125
0.500
0.6875
0.500
0.6875
−1.000
0.500
1.000
0.750
−1.000
0.500
0.500
0.6875
−0.500
0.5625

T1
T2
T3
B1
B2
R1
R2
R3
D1
D2
D3
P1
P2
V1
V2

Part-worth [marketing]
Original
Rescaled
1.500
1.000
0.000
0.500
−1.500
0.000
−0.500
0.333
0.500
0.667
−0.500
0.333
0.000
0.500
0.500
0.667
0.500
0.667
1.000
0.833
−1.500
0.000
1.000
0.833
−1.000
0.167
−0.500
0.333
0.500
0.667

T1
T2
T3
B1
B2
R1
R2
R3
D1
D2
D3
P1
P2
V1
V2

Part-worth
[operations]
Original
Rescaled
−2.5
0.000
−2
0.071
4.5
1.000
0.5
0.429
−0.5
0.286
−1
0.214
−1.5
0.143
2.5
0.714
−0.5
0.286
−0.5
0.286
1
0.500
−2
0.071
2
0.643
−0.5
0.286
0.5
0.429
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Table 4 Perceptions of each experimental unit on capability parameters
Group
Experimental unit I [R&D]
Experimental unit II [marketing]
Experimental unit III [operations]

Relative importance of different levels of attributes of
capability parameters
T1-R3-P1-B1-D1-V1
T1-D2- P1-V2- B2-R3
T3-R3-P2-D3-B1-V2

Table 5 Rank of importance of capability parameters

Capability
parameter
Marketing
Marketing
Marketing
R&D
R&D
Operations

Operations

Operations
Operations

Attributes
Technological
know-how
Technology
branding
Firm’s R&D
expenditure
Integrated product
design for
marketing
Reduction in
overhead cost of
production
Internal
environment

Rank of importance (relative importance in % )
Experimental
unit II
Experimental unit
Experimental
[marketing]
III [operations]
unit I [R&D]
1(50)
1(27.3)
1(37.8)
5(6.25)

3(9.1)

4(5.4)

56.25
2(15.6)

36.4
3(9.1)

43.2
2(21.6)

15.60
4(9.4)

9.1
1(27.3)

21.6
3(8.1)

3(12.5)

2(18.2)

2(21.6)

5(6.25)

3(9.1)

4(5.4)

28.25

54.6

35.1

capability measures towards the sustainable growth of a medium-sized dairy firm
Metro Dairy Limited in the highly competitive dairy industry sector of India.
The perceptions of the key personnel of three experimental units of Metro Dairy
Limited have been analysed and validated the conceptual framework. The results
indicate that all three experimental units, namely, marketing, R&D and operations,
have given maximum emphasis on technology know-how (Table 5), because that is
the best way to maintain marketing leaderships by constant technology upgradation
and launch newer product variants to the customers. Hence, the firm has put most
emphasis on the technology aspect in their marketing strategy. The dairy plant with
state-of-the-art infrastructure and processes has emphasized strongly on technological sophistication and quality as a tool for branding. This is strongly supported by
the results as R&D capability emerges as one of the dominating factor for their
outstanding performance in the market (Table 5).They have also embarked on a
programme of intense market research to find the levels of customer preferences for
dairy products and their price sensitivity. This has been used to find an ideal fitment
of the quality-price combination for the growing urban population of middle-income
group and quality-aspiring consumer. The results also indicate that all of the experi-
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mental units are concerned with the challenge of reduction in overhead cost of production to optimize the organizational performance. Reduction in overhead cost of
production is becoming the second significant factor (Table 5). The medium-sized
organizations like Metro Dairy have always put their best for effective utilization of
their resources for maximization of their revenues. Product diversification strategy
has been taken up by Metro Dairy in the dairy-related products such as ice cream
and others only for optimization of the existing resources. Their technological superiority has contributed a lot in the ice-cream segment also. They consciously promote their ice cream as dairy ice cream as they use fresh milk as ingredients. That
makes the huge demand of the ice-cream product compared to their competitors,
and its pricing strategy also helps to increase market share.

Conclusions
The paper empirically verifies the model of resource-based view (RBV) of the firm
and measures the combination of the critical capability parameters to understand the
competency of the regional firm (Metro Dairy) to be the market leader in the niche
dairy business. The case study of Metro Dairy illustrates a road map for future
research to find out the optimum combination of the mentioned critical capability
parameters in other industries.
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Discovery, Mystery Solving, and Mystery
Creation in Marketing Research: PLS
and QCA: An Abstract
Pável Reyes-Mercado

Abstract This paper analyzes how marketing phenomena can be framed using
such discovery-mystery solving-mystery creation approach. This paper tests a
UTAUT (unified theory of acceptance and use of technology; Venkatesh et al. 2003)
using PLS (partial least squares) technique (discovery stage) to test the model and
then utilizes fsQCA (fuzzy-set qualitative comparative analysis) technique to confirm (mystery solving) and reject (mystery creation) PLS findings. This paper follows a methodological approach highlighting the interaction between theory and
data (Alvesson and Kärreman 2007), an approach still nascent in marketing
(Wagemann 2015). UTAUT uses performance-expectancy theory, facilitating conditions, and social influence to explain usage and behavioral intentions and use
behavior of technology. Activity tracker is a suitable product to test the model since
continuous use of these wearables drops to 70% after 6 months and about 55% after
1 year of use (Endeavour Partners 2014). A purposive sample of 176 complete questionnaires was collected from a gender-balanced sample of employees with undergraduate and graduate education and relatively mid-high income. Measurement
model was acceptable. Performance expectancy had the higher (β = 0.418; p < 0.001)
influence on behavioral continuance intentions followed by effort expectancy
(β = 0.272; p < 0.05). Paths’ social influence to continuance intentions and facilitating conditions to continuance intentions were found nonsignificant. Continuance
intentions had higher influence (β = 0.585; p < 0.001) on use than facilitating conditions (β = 0.182; p < 0.05) on use.
FsQCA analyzes the data based on causal contribution of different conditions
(analogous to independent variables in PLS analysis) to a desired outcome (Ragin
1987). For combination PE*EE*SI→BI (consistency: 0.99), 80 out of 176 cases
high behavioral intentions to continue using the fitness wearable while in 83 cases
are related to the combination PE*EE→BI (consistency: 0.90). Hence, there are two
paths to reach high continuance intentions. The combination BI*FC→B (consistency: 0.81) covers 157 out of 176 cases in the sample. The remaining 19 cases refer
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to cases in which BI was not needed to cause high B. These findings are consistent
with the previous PLS analysis. While this paper has solved mysteries (hypotheses
in agreement to data in the UTAUT model, particularly, the relationships among
PE→BI, EE-BI, BI→B, and FC→B), it raises additional causal recipes not fully
explained by the technology adoption framework: the links (a) SI→BI and (b)
FC→B. For the relationship SI→BI, social influence is irrelevant in predicting continuance intentions for 80 adopters. This deviates from hypothesis H1a and it was
identified using fsQCA. A feasible explanation for this mystery is these adopters
praise their internal voice rather than relying in external messages from their social
circle (Cimperman et al. 2016). The relationship FC→B seems more problematic
since there is a small segment of the market (19 adopters) who exhibit use behavior
only through a given level of facilitating conditions without having intention to use,
which would partially confirm H1b. This result seems to challenge cognitive theories on which technology adoption frameworks are based. This remains as a mystery. Parameter sensitivity remains an issue. Iterative reweighting (Schlittgen 2016),
Monte Carlo simulations (Krogslund et al. 2014), and permutation tests (Braumoeller
2015) may help solve this mystery.

Researching the Ever-Changing World:
Reflections on Big Data and Questions
for Researchers in Marketing: An Abstract
Sarah Quinton and Nina Reynolds

Abstract With the rise in data quantity, computational power, and storage capacity,
Big Data is rapidly becoming a ubiquitous term within the lexicon of marketing
academics and practitioners. Big Data is a cultural, technological, and scholarly
phenomenon that rests on the interplay of technology (maximising computational
power/algorithmic accuracy to gather, analyse, link, and compare large data sets),
analysis (using large data sets to identify patterns and make economic, social, technical, and/or legal claims), and mythology (belief that large data sets provide a
higher form of intelligence/knowledge that can generate previously impossible
insights with the aura of truth, objectivity, and accuracy) (boyd and Crawford 2012).
Big Data, and the interpretation of structured and unstructured data that it affords,
can provide wide-ranging information on which to base decision-making across
organisations (Lohr 2012; Columbus 2016; Dawar 2016). Marketers can use Big
Data to better understand consumers’ needs and then use this understanding to drive
marketing decision-making (Chen et al. 2012; Tirunillai and Tellis 2014). To maximise the potential of Big Data, we, the research community, need to question our
accepted conceptions about and practices with these data. This is difficult for
researchers new to Big Data, as much of the literature focuses on technical issues.
In this paper we reflect on the potential issues of using Big Data in an ever-
changing world by examining five topics in Big Data: (1) the implications of the
prevalence of behavioural information, (2) the perception that more data is somehow better data, (3) the ideas of individual and group privacy, (4) the currency of
data within the prevalent sociotechnical context, and (5) the impact of automation.
We then propose questions that researchers in marketing should reflect on when
considering the use of Big Data in their research:
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1. Is the type of data available in the Big Data set appropriate for my research
question?
2. How might the variety of Big Data impact upon my research?
3. How might the volume of data influence my research?
4. To what extent might Big Data compromise the privacy of those participants
whom I wish to research?
5. What role is automation playing in my research?
6. How does the context influence my data?
7. What are the temporal constraints that are relevant to my research?
8. Can I access the skills necessary to mine the data?

Toward a Better Understanding of Customer
Empowerment Practices Effectiveness:
A Qualitative Study: An Abstract
Hajer Bachouche

Abstract Enabling customers to influence marketing decisions is now a widespread strategy enabled by digital technology development. For instance, Lego,
Muji, Swarovski, and Starbucks can be listed as visionary brands that empower their
customer to create and vote for new product designs. Two types of empowerment
strategies have been distinguished: empowerment to create and empowerment to
select (Fuchs and Schreier 2011). Empowerment to create implies that consumers
are asked to enter new ideas or designs for potential new products, whereas empowerment to select invites individuals to vote between two or more different alternatives of the final product that will be commercialized. While substantial knowledge
was gained from literature shedding light on several positive outcomes of empowerment efforts for companies, benefits withdrawn by consumers from new product
development participation have been neglected by literature. As a matter of fact, a
rich literature in research fields of cocreation, consumer empowerment showed how
consumer-generated products outperform their designer-generated counterparts in
terms of key market indicators including product demand, commercial metrics
(Ogawa and Piller 2006). In addition, if scholars addressed positive consequences
of relying on consumers for companies, researches about situations where empowerment contests could be counterproductive are still lacking. We are planning to
investigate possible downsides of participation to customer empowerment campaigns linked to the contest results (gain vs. loss). This research aims at evaluating
customer empowerment campaign effectiveness by a confrontation between criteria
of success advanced by professionals’ and consumers’ perception. To fill these
gaps, a qualitative study combining interviews completed with professionals
(N = 3), participants to empowerment campaigns (N = 9), and projective interviews
(N = 12) is performed.
Overall, the analysis of the qualitative data revealed four emerging themes. We
show that consumer empowerment contests are conceived in order to create proximity with consumers, to develop consumers’ engagement, and to innovate. If Brodie
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et al. 2013 have shown that consumer engagement acts as an antecedent of consumer empowerment, the results lean more in favor of an inverse relationship
between the two concepts; it appears that empowerment campaigns generate
engagement toward the brand. The discourse analysis of respondents shows that
participants are motivated by utilitaristic or experiential/social motivations.
According to the two types of motivation pursued, the loss of the contest for consumers leads to different evaluations of the experience and the brand. Finally, we
identify four categories of benefits retrieved by participants: hedonic, cognitive,
social, and personal integrative benefits which are discussed in the paper.

The Transformation of Global Brands:
An Abstract
Yu Yin Chang

Abstract Currently, using the technique of data analysis to assist brand management is very popular. In the rich digital data market, there is a great deal of general
literature on exploring customers’ responses. However, specific guidance on what
kind of global brands could survive in the high competitions is lacking. While the
management of global brands has been extensively investigated, the transformation
of global best brands is relatively unexplored. This paper introduces the possibility
of text analytics to provide a framework for the profile and change of the successful
global brands, by using Interbrand’s Best Global Brands ranking report as a reference source (Interbrand 2017)
The world’s best brands in the Interbrand’s annual report are categorized and
quantified in order to ascertain which brands evaluated by experts are the successful
global brands. The results show that there are 166 different brands from 19 countries
and 23 sectors from 2000 to 2016. The profiles of the successful global brand
include C.O.O., industries, and other key factors. Moreover, text analytics was also
used to investigate the keywords behind the transformation of Interbrand’s Best
Global Brand using the annual reports from 2006 to 2016. The results suggest that
customer centric, strategy, experience, and technology are the key successful factors
recently. The potential research directions are also addressed in this study.
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An Exploration of Brand Experience
Development and Management
Patricia Harris, Caroline Kluppel-Strobel, and Raida Shakhiry

Abstract Consumers seek brands which provide them with unique and memorable
experiences. The experience provided by brands is considered to be an important
means of achieving sustainable competitive advantage, but this research field is still
far from maturity owing to the lack of structured frameworks to support the development and implementation of experience-based strategies. Our research contributes to knowledge of brand experience by examining how brand experience is
conceptualised and managed by practitioners. By exploring the views of those who
are directly responsible for creating experiences, we provide a unique perspective
on brand experience, identifying the challenges inherent in brand experience management and proposing a conceptual framework to assist managers with future
brand experience strategy development and implementation.
Keywords Brand experience • Brand management • Branding

Introduction
Consumers seek brands which provide them with unique and memorable experiences. The development of strategies whereby such experiences may be delivered to
consumers is increasingly the focus of marketers’ attention (Zarantonello and
Schmitt 2010). While purchase decisions can be made on a rational basis, consumers also pursue experiences that provide emotions, feelings, fantasies, and fun
(Holbrook and Hirschman 1982). These experiences are remembered with affection, leading to rising sales (Srinivasan and Srivastava 2010) and higher levels of
satisfaction (Brakus et al. 2009). Morrison and Crane (2007) suggested that brands
capable of creating emotion-based experiences have higher levels of consumer loyalty, active referral, and profitability, while Pullman and Gross (2004) observed that
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consumer loyalty increases when brands create experiences by combining design
elements with the aim of provoking emotions.
The experience provided by brands is considered to be an important means of
achieving sustainable competitive advantage (Kotler and Keller 2012; Mascarenhas
et al. 2006; Morrison and Crane 2007; Grewal et al. 2009; Srinivasan and Srivasta
2010). Shaw and Ivens (2005) claim that 85% of senior business managers believe
that differentiation strategies based exclusively on the traditional marketing elements (e.g. product and price) are no longer capable of creating long-term differentiation and that delivering experiences is the answer to this problem. Brands which
provide intense and entertaining experiences instead of ‘good enough’ performance
are likely to stand out in crowded markets (Mintel 2015). Consequently, companies
are developing well-designed, rich, and multisensory brand environments that
deliver consumer value and enhance brand image (Hultén 2011; Spence et al. 2014).
Despite the acknowledged importance of brand experience, Gentile, Spiller and
Noci (2007) point out that this research field is still far from maturity owing to the
lack of structured frameworks to support the development and implementation of
experience-based strategies. The extant literature examines brand experience from
the demand side, placing the consumer centre stage. As practitioners implement a
range of strategies to provide brand experiences, research from their perspective is
necessary to understand their view of brand experience and the factors which influence their approach. In addition, there is evidence to suggest that brand experience
strategies are not always being operationalized effectively within organisations and
that, as a result, there is a gap between what is intended and what consumers actually experience (Chartered Institute of Marketing 2012). Our research contributes to
knowledge of brand experience by examining how brand experience is conceptualised and managed by practitioners. By exploring the views of those who are directly
responsible for creating experiences, we provide a unique perspective on brand
experience, identifying the challenges inherent in brand experience management
and proposing a conceptual framework to assist managers with future brand experience strategy development and implementation.

Background
The term brand experience has emerged from the field of experiential marketing
(Holbrook and Hirschmann 1982; Pine and Gilmore 1999) and is related to other
constructs such as shopping experience (Kerin et al. 1992), product experience
(Hoch 2002) and customer experience (Grewal et al. 2009). Brakus, Schmitt and
Zarantonello (2009) conceptualised brand experience as the ability of brands to trigger specific feelings, sensations, cognitions and behaviours through brand-related
stimuli, suggesting that both rational and emotional responses are evoked. These
brand-related stimuli can be defined as brand communications, brand elements such
as logo and packaging, the design of brand environments such as stores or websites
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and also external sources of information which help consumers to evaluate brands
(Romani et al. 2012).

Brand Experience Dimensions
Schmitt (1999) and Gentile, Spiller and Noci (2007) used the terms dimensions or
components to show that while the goal of experience is to be holistic, it is constructed from component building blocks. Nysveen et al. 2013 review of literature
shows that there is consistency in the conceptualisation of brand experience around
sensory, affective, cognitive and behavioural and relational dimensions.
The sense experience dimension is concerned with creating sensory experiences
by stimulating the visual, tactile, auditory, gustative, and olfactory senses in order to
create exciting and immersive experiences (Schmitt 1999). This dimension is recognised in the conceptualisations of Holbrook and Hirschman (1982), Pine and
Gilmore (1999), Gentile, Spiller and Noci (2007) and Brakus, Schmitt and
Zarantonello (2009).
The feel experience dimension encompasses consumers’ emotions and affective
experiences. Schmitt (1999) argued that inciting positive moods through experience
would result in these being linked to the brand. Holbrook and Hirschman (1982)
argued that emotional response is an important component of the consumption
experience. Pine and Gilmore (1999) and Gentile, Spiller and Noci (2007) also proposed the existence of an emotional dimension, consistent with Dubé and Lebel’s
(2003) pleasure construct where pleasure is derived from emotional, intellectual,
social, physical, and social experiences.
The think experience dimension directs appeals to consumers’ intellect, engaging them in creative, imaginative thinking, and cognitive experiences (Holt 1995;
Schmitt 1999; Brakus et al. 2009) and includes the ability to incite the consumer’s
curiosity. Experiences are, as a result, more engaging than simply attempting to
educate, since consumers play an active part making the experience more memorable, and creating a connection between consumers and brands (Hoch 2002).
The act experience dimension focuses on active physical experiences; activities
are an important tool to engage consumers, as entertaining and fun experiences
interest consumers who often desire to escape reality. This is consistent with Dubé
and Lebel’s (2003) pleasure construct, which stresses the importance physical experiences have in making people feel pleasure.
The relate experience dimension, when consumers connect with others through
social experiences, appeals to the individual’s desire of being perceived positively
by others and the need of self-improvement (Schmitt 1999). Consumers value what
Holt (1995) calls the social world, which can be described as the pleasure of interacting with other people (Dubé and Lebel 2003; Gentile et al. 2007). Relational
experience is particularly relevant for service brands since it can help predict satisfaction and loyalty (Nysveen et al. 2013).
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Brand Experience Management
Gentile, Spiller and Noci (2007) identify a key challenge in managing brand experience as the difficulty of controlling and co-ordinating all the touch points at which
brand experience is created and monitoring the experiences being generated by
brand-related stimuli at each touch point. Keller, Apéria and Georgson (2011) claim
that to deliver brand consistency, marketers need to create a clear brand positioning,
reinforced by visual and verbal information. Building on this argument, brand experience consists of delivering the brand promise and providing consistent action
(Dall’Olmo Riley and Chernatony 2000). Although Palmer (2010) states that consumers expect to have the same experience on every purchase occasion, one of the
challenges of managing brand experience is dealing with the complexity of controlling it, considering the number of touch points available to consumers (PR Newswire
2013).
As noted previously, research gaps have been identified. Brakus, Schmitt and
Zarantonello (2009) suggested a deeper investigation into the brand experience concept and Iglesias, Singh and Batista-Foguet (2011) proposed that the challenges of
proactively managing brand experience should be examined. Furthermore, investigating whether or not marketers are successfully managing the consistency between
these experiences seems to be valid and necessary according to Konus, Verhoef and
Neslin (2008) and Srinivasan and Srivastava (2010). The aim and objectives of this
study are designed to address these knowledge gaps. The overall aim of this research
is to examine brand experience from an industry perspective via an exploration of
practitioners’ views on brand experience, its creation and its management. Our
research objectives are:
1. To explore practitioners’ definitions of brand experience and compare these with
definitions provided in the literature
2. To explore the processes of brand experience creation and management from the
practitioner perspective

Methodology
A qualitative, interpretivist approach is used for this study to facilitate depth of
enquiry (Bryman and Bell 2011) and to facilitate interpretation and understanding
of the underlying meanings of brand experience (Eriksson and Kovalainen 2008;
Carson et al. 2001). In-depth semi-structured interviews were selected as the mode
of data collection. Interviews can be advantageous for their flexibility, potential to
elicit rich information, allowing exploration of meaning, which is important to
address the aim and objectives of this study (Cameron and Price 2009). In addition,
semi-structured interviews allow the researcher to conduct the discussion in a natural order for each respondent as the order of questions can vary between interviews
(Bryman and Bell 2011). Moreover, the chosen technique is appropriate for
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complex examinations and analysing decision-making patterns during the creation
of brand experiences.
Convenience sampling was used to select companies involved with brand experience to participate in this study. As brand experience creation is multidisciplinary,
we included both brand owners and brand agencies in our sample. All companies
were engaged in the development and management of experiences for global brands.
Within each company, specific respondents were selected to participate in the in-
depth interviews on the basis that they were currently involved in the planning and
creation of brand experiences and had at least 5 years’ experience in the field. The
in-depth interviews were conducted with eight respondents who worked either in a
company’s marketing department (four) or at a brand experience agency (four).
An interview guide was developed in order to address all the research objectives
of this study. Although semi-structured interviews allow flexibility in terms of the
order in which the questions are asked and the addition of questions to follow up on
respondents’ answers (Bryman and Bell 2011), the interview guide ensured consistency between interviews. The semi-structured and open-ended questions were set
in an order that allowed the interview to have a natural flow. A pilot test was conducted to ensure questions were comprehensible to respondents and that the interview flow was logical. All interviews were recorded and transcribed, and
transcriptions were checked against the audio recordings to ensure accuracy.
A hierarchical approach was taken to coding and data analysis, following the
methodology suggested by Saldaña (2013), comprising open, axial and selective
coding.

Results and Discussion
No single, consistent definition of brand experience emerges from our research. The
lack of consensus among our practitioners echoes the findings of de Chernatony and
Dall’Olmo Riley (1998) relating to practitioners’ definition of the concept of a
brand; they found a multiplicity of definitions of brand, and we find similarly varying definitions of brand experience, albeit that they contain common themes. None
of our practitioners defined brand experience in the same way as Brakus et al.
(2009). Only one respondent mentioned ‘sensations’ in their definition, and none
mentioned feelings, cognitions, or behaviours (or used related terms). The commonality between their definitions centres on the concept of contact (connection, relationship). Our practitioners’ definitions of brand experience, however, go beyond
that of Brakus et al. in that they introduce new themes: brand experience goes
beyond the benefits delivered by the product or service; it is surprising and unexpected; it is authentic and natural; it generates positive memories.
Our respondents are in alignment with the literature in the area of brand experience creation in that they perceive brand experience as arising from a set of brand-
related stimuli designed to provoke emotions and feelings. Also consistent with the
literature, it is suggested that brand experience allows brands to avoid consumer
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resistance, since some brand-related stimuli are not perceived as overt marketing
messages (e.g. scents in retail environment). Thus, brand experience has the ability
to provide value that is not necessarily linked directly with the product or service
provided, thus facilitating easier competitive differentiation. Respondents provided
a perspective on brand experience which was not found in the literature in that they
see brand experience as a problem solver for consumers. Through brand experience,
it is possible to provide solutions that enable consumers to save time and effort and
that make their lives easier.
In order to examine the relationship between brand experience theory and practice, we used Schmitt’s (1999) five brand experience dimensions as a framework for
discussion during interviews and asked respondents to give us their views of this
way of thinking about brand experience. We found no prior knowledge of Schmitt’s
framework and no evidence that this would be seen as a useful tool in brand experience management. However, we did find evidence of Schmitt’s feeling dimension
being used frequently by our respondents who consider this to be the most important component of brand experience. The other four dimensions sense, think, act,
and relate are seen as being of secondary importance. Evoking emotions is most
important to practitioners, as they believe this helps to create a deeper connection
with consumers.
According to our respondents, practitioners are increasingly concerned about
creating an ecosystem of brand-related stimuli to involve consumers in a holistic
universe of sensations and experiences. Thanks to technology, practitioners are
seeking to integrate the physical and virtual world and emphasising the use of tools
that allow interaction and connectivity to expedite holistic experiences. In addition,
in order to create an effective stimuli ecosystem, companies are counting on multidisciplinary teams to ensure improvement on every aspect of the experience, considering a range of different channels through which experience can be delivered.
Furthermore, experiences can be enhanced when brand-related stimuli are
congruent.
Five challenges to creating brand experiences emerge from our findings: (I)
ensuring consistency, (II) managing co-creation, (III) meeting consumers’ high
expectations, (IV) standing out in a competitive market, and (V) evaluating brand
experiences.
Our findings will be presented in full at the conference, and we will also present
a conceptual framework of the brand experience creation and implementation process which has been developed based on our findings.

Conclusions and Implications for Theory and Practice
This study contributes to brand experience theory by identifying that practitioners
have no consistent definition of brand experience and are not general cognizant of
academic research on the topic. Practitioners see the main role of brand experience
as establishing a deep emotional connection with consumers. This connection is
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believed to benefit the brand with increased brand preference, continuous loyalty,
and spontaneous recommendations, which managers believe are more credible and
welcomed by consumers than traditional forms of marketing communication. A
new perspective on brand experience was provided by practitioners in that they see
brand experience as having the potential to solve problems for consumers and make
their lives easier. Of the five brand experience dimensions proposed by Schmitt
(1999) (sense, feel, think, act and relate), respondents recognise the feel dimension
and believe that designing emotional experiences is most effective in terms of stimulating consumer loyalty. The main implications arising for practice from our
research are the need to involve multidisciplinary teams in brand experience creation and the need to manage implementation carefully to ensure consistency of
brand experience over touch points and over time.
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The Importance of Values for Brand
Purchase: A Managerial Contribution:
An Abstract
Ronald Voorn, Gerrita van der Veen, Thomas J.L. van Rompay,
Sabrina M. Hegner, and Ad T.H. Pruyn

Abstract Consumers currently place increasing importance on the values that
companies represent. Modern values such as transparency, benevolence to society,
sustainability and fairness are becoming more relevant, as noted by many major
consulting firms among which are Nielsen (2013), the World Federation of
Advertisers (2013) and the Boston Consultancy Group (2013). Modern values are
grounded in social, political and economic developments and represent the new
values of this era. As a consequence, a company’s value to consumers no longer has
to lie solely in its products and services. This new, broader scope of value may
include the entire business process and organizational culture, ranging from the
management’s integrity to values being found in the company’s contributions to
society. Although the role of values in human behaviour has been extensively discussed in the psychology literature since the beginning of the 1900s (e.g. Feather
1995; Hofstede 1980; Olson and Maio 2003; Rokeach 1973; Schwartz 2012), limited attention has been dedicated to values in marketing literature. This was the
conclusion of a systematic literature review that we conducted on this subject
(Voorn et al. 2016). As a follow-up, we organized an online survey (n = 1109) to
empirically investigate the role of values in the brand selection process. In this
paper, we report on the relationship between values and brand purchase intentions
through the concept of value congruence and in relation to several product categories representing services, durables and consumables. Overall, the results confirm
the relevance of value congruence as a predictor of brand purchase, in particular in
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services and durables. Our study shows that companies can benefit from incorporating values into their marketing strategies, especially those values that are congruent
with (higher-order) personal goals, rather than more (instrumental) category-
specific values. This offers new marketing perspectives, especially for brands.
Brands are – by definition – more than just one product or service, which means
they can serve as an umbrella for the incorporation and propagation of new values.
However, an important question remains for the brand manager: the extent to which
values have an advantage over brand personality traits and functional attributes,
since investing in values is not only about communication – it means that an organization needs to embody them in the very fibre of its being; otherwise it may be
perceived as ‘green washing’, which can undermine brand trust.

Examining Service Provider Response
to Guilty Customers: An Abstract
Julie Guidry Moulard, Kathrynn R. Pounders, and Barry J. Babin

Abstract Previous research in service contexts finds customers feel guilty after
they violate a social norm. Such contexts may include the customer not leaving a
tip, being late, or trying a different service provider (i.e., cheating). Interestingly,
despite being a negative emotion, prior research shows customer-induced guilt leads
to increased repatronage intention (Dahl et al. 2003, 2005). Guilt is associated with
the action tendency of feeling like undoing what one has done (Swartz 1994).
Accordingly, guilt can motivate positive change (Tangney and Dearing 2002), such
as apologizing or engaging in other reparative actions (Tangney and Dearing 2002).
Previous work, however, has not considered how service providers should react
when a customer experiences guilt. Given customer-induced guilt leads to increased
repatronage intention, emphasizing the customer’s norm violation may further
increase a customer’s guilt and, thus, increase the customer’s repatronage intention.
Such a tactic is similar to guilt appeals studied in advertising research, which have
been shown to lead to increased donation intention (e.g., Basil et al. 2006) and other
positive intentions and behaviors. Nonetheless, emphasizing the customer’s norm
violation may also increase the customer’s anger. Customers may perceive that they
are being manipulated – that the service provider is attempting to induce guilt in
them (see Sommer and Baumeister 1997) or what we label perceived guilt induction. As such, minimizing the customer’s norm violation may instead be the ideal
response.
An online experiment tested these two alternative strategies. Participants (n = 80)
were presented with a scenario that described a customer running late for his/her
appointment with his/her hair stylist. In this one factor, between-subjects design,
participants were then randomly exposed to one of two conditions – the hair stylist
(1) emphasizing the norm violation (i.e., “Well, it’s about time you got here. I was
starting to wonder about you…”) or (2) minimizing the norm violation (“No
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p roblem. I just got finished up with my previous customer.”). The dependent multiitem measures included guilt, anger, and repatronage intention. A newly created
perceived guilt induction scale was also included.
Data were analyzed using ANOVA, ANCOVA, and hierarchical regression.
Experimental findings suggest that emphasizing the customer’s norm violation
increases guilt, which increases repatronage intention. However, doing so also
increases anger and perceived guilt induction, which decrease repatronage intention. Specifically, anger partially mediates the effect on repatronage intention and
perceived guilt induction fully mediates the effect. As such, the results suggest that
while customers’ guilt can increase repatronage intention, service providers should
not attempt to capitalize on those guilty feelings by further emphasizing the customer norm violation and should instead minimize it.

The Innovation Canvas: An Experiential Tool
to Stimulate Customer Discovery: An Abstract
Alizabeth M. Sánchez-López

Abstract Despite all the progress in the field of entrepreneurship, there are still
some unresolved issues. Understanding how opportunities are discovered and transformed is still hazy. The reality is that the learning paradigms employed by business
schools have been based on behavioral approaches. Nonetheless behavioral
approaches tend to overemphasize outcomes and routines and having one proper
response to each stimulus which may prove useful for activities in organized environments that have clear goals, feedback, and reinforcement (e.g., established organizations at the execution stage) (Corbett 2005). Given that entrepreneurship is
about searching and discovering opportunities, cognitive and situated learning may
deem more appropriate. Moreover, recent claims posit that entrepreneurship has
become more than a specific set of skills. Advocates argue that it is a more generalized method, similar to the scientific method. It’s a way of reasoning and logic
(Sarasvathy 2008).
Because of the above, this paper describes the Innovation Canvas, an experiential
method that helps drive innovation and entrepreneurship (I&E) and its components:
discover, ideate, design, reframe, build, and test. Also, the paper presents examples
on how to apply this framework (canvas) as well as techniques that could guide each
stage. The underlying goal of this tool is to drive the opportunity identification process from a customer discovery lens while applying evidence-based entrepreneurship approaches.
The structure of the paper is as follows. First, learning theories are discussed in
the light of the entrepreneurial process with an emphasis on the initial stages: search
and discovery. Second, evidence-based entrepreneurship approaches derived from
distinctive disciplines (e.g., design and software development) that attempt to provide guidance to the search and discovery phases of the entrepreneurial process are
discussed. Third, the Innovation Canvas, an experiential learning tool that adopts
and integrates from Customer Development, Lean Startup, and Design Thinking, is
introduced. Finally, implications to theory and practice are discussed.
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Felt Bad After Goodbye: Do Purchasing
Agent’s Emotions Affect Customer Switch
Back? An Abstract
Richa Chugh, Annie H. Liu, and Mark P. Leach

Abstract Companies switch suppliers for various reasons. Previous research on
customer defection noted various patterns of relationship-fading and switching
behaviors (Akerlund 2005; Stauss and Friege 1999). The prior experience a buyer
had with the supplier firm, its sales executives, products, and services can be a motivator or de-motivator when making switchback decision (Leach and Liu 2014).
Those transaction and relation histories are especially relevant to second-time decision since most B2B relationships are not based on pure market exchanges but also
comprise social-emotional factors which go beyond economic transaction (Stanko
et al. 2007). Particularly, emotional ties are a part of B2B relationships. Intense
emotions such as regret or guilt may play a role in the switchback process as these
are heightened when relationships end and can drive participants to a higher level of
involvement.
This research examines the influence of residual relationships and emotional
intensity on purchasing agents’ switchback decision. As such, it puts forth three
research questions. First, “Do buying center advocates/blockers affect purchasing
agents’ advocacy to switch back?” Second, “What influences do advocates/blockers
have on rebuilding relationship quality with the prior supplier?” Third, “Whether
emotional reactions of the purchasing agent help in enhancing the influence of
advocates and diminishing the influence of blockers on rebuilding relationship quality with the prior supplier?”
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To answer the abovementioned questions, data was obtained from a survey of
401 B2B purchasing agents across various industries and analyzed in Smart
PLS. The results suggest that advocates positively influence purchasing agent’s
advocacy to switch back and rebuilding of relationship quality. Additionally, blockers have a negative influence on purchasing agent’s advocacy; however, they do not
influence relationship quality rebuilding. Furthermore, rebuilding relationship quality has a positive influence on purchasing agent’s advocacy to switch back.
Interestingly, the “felt bad” emotional reactions positively moderate the relationship
between advocates and relationship quality rebuilding. In other words, when purchasing agents “felt bad” about leaving the prior supplier, buying center advocates
have stronger impact on relationship quality rebuilding. Meanwhile, the “felt bad”
emotional reactions also propel blockers to rebuild relationship quality. The findings of this research enhance our understanding of customer reacquisition from
B2B buyers’ perspective.

The Relationship of Website Environments
and Individual Creativity of Users
in Crowdsourcing: An Abstract
Yoonyoung Jeong, Nara Youn, Subin Im, and Aric Rindfleisch

Abstract Crowdsourcing was defined in 2008 and has become a trend in new product development (Bayus 2013; Carson 2007; Howe 2008; Raassens et al. 2012). An
organization operates an online crowdsourcing website to “outsource” ideas of new
products and services to “crowd” of consumers these days (Bayus 2013). Firms run
a crowdsourcing website to receive ideas from consumers, which can be influenced
by the website’s environmental cues. Because a website has significant influence on
users (Ahn et al. 2007; Kaplan and Kaplan 2008; Schlosser et al. 2006; Zeng at al.
2009, 2012), creative environments are found to have positive impact on creativity
of workers (Aaker 1982, 1989; Elam and Meed 1990). However, the relationship
between website environments on user creativity has not yet been studied. If individual creativity of the user is affected by a website’s environments, firms can gain
enhanced chances to generate more creative ideas in crowdsourcing projects. The
purpose of this study is to figure out the relationship between the environments in a
firm’s crowdsourcing website (novelty, meaningfulness, aesthetics, and simplicity)
and the website users’ creativity. The study clarifies the relationship through perceived playfulness and ease of use of the website as the underlying mechanism. An
online survey was collected through Amazon MTurk. Two studies are analyzed for
our hypotheses. First, the structural equation modeling results significantly indicate
that novelty, meaningfulness, and aesthetics of the website affect playfulness positively, whereas playfulness negatively impacts divergent thinking creativity. Website
simplicity positively influences perceived ease of use, while aesthetics negatively
affect perceived ease of use. But, perceived ease of use enhances convergent t hinking
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creativity. Lastly, hierarchical linear modeling was conducted to find any variability
between platforms. But, significantly small variances existed between and within
websites. In conclusion, the results indicate that website environments have different impacts on users’ divergent and convergent thinking creativity. The study contributes to human-computer behavior and creativity literatures by indicating the
impact of website environments on users’ creativity. Also, it suggests guidelines to
firms on how to design a website to collect more creative ideas for the success of
crowdsourcing programs.

The Effect of Creativity and Prior Entries
on Feedback Activity and Comment Valence
in Idea Generation Platforms: An Abstract
Taehyun Suh, Nara Youn, Aric Rindfleisch, and Subin Im

Abstract Crowdsourcing has become an increasingly viable strategy to implement
as more firms are increasing the level of consumer participation within their idea
generation processes (Bayus 2012; Hoyer et al. 2010). Companies are interested in
learning from their customers both on the negative aspects of their products and as
well as potential ideas to improve their products (Von Hippel 2005; Fuller 2010).
The overall implementation rate of cocreated ideas on these platforms is low (Bayus
2013). Silverberg and Verspagen’s (2007) study revealed that creative ideas have
minimal rates of return. In other words, not enough value is generated by these ideas
to justify spending the effort on creative ideas. However, their study did not separate
the different aspects of creativity as creative ideas can be both novel and useful to
an organization (Amabile 1996; Burroughs et al. 2008). By splitting up the different
aspects of creativity, we may be able to discover why some ideas attract more feedback activity in comparison to others. In particular, this study focuses on investigating if creative ideas from two separate perspectives, novel and meaningful, through
consumer cocreation have impact on feedback activity of other contributors and the
valence of the feedbacks in the crowdsourcing community.
We propose two models for our research, the base model and the valence model.
The base model consists of the number of votes and comments a vote receives. The
number of votes is a passive response from the community, whereas the number of
comments is a more active action. Thus, it is necessary to analyze the active
responses on a deeper level. The valence model allows for us to address the positive
and neutral comments that the crowdsourcing community provides the ideators. We
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decided to not include negative comments in our analysis based on the platforms we
are using. The main reason is that we are analyzing low-tech products, which are not
likely to receive constructive criticism/suggestions. The total number of negative
comments was minimal.
We examined the effect of creativity on the feedback activities in crowdsourcing
community to gain insight into how novel and meaningful ideas generated from
crowdsourcing are received by other participants. The results indicated that whether
an idea is novel, meaningful, or reminiscent of participant’s prior entries differentially influence the amount of votes and comments an idea receives in the two different crowdsourcing communities. This allows us to better understand how different
types of ideas generated by the different crowdsourcing community result in different feedback reactions to other participants in the crowdsourcing community. In
particular, by understanding what dimensions of creativity the community responds
to, we can provide more specific incentives such as prizes or monetary rewards to
focused more specifically on novelty to ideators, particularly to repeat participants
who tend to generate more improved and valuable ideas based on their prior experience and participation.

Taste Perception and Creativity: An Abstract
Young Eun Huh, Yoonah Hong, and Nara Youn

Abstract Taste perception plays a key role in consumers’ food decisions (see
Drewnowski 1997 for a review). It affects not only food preferences and choices but
also the amount of food intake and eating habits. Among the four basic tastes (i.e.,
sweet, sour, salty, and bitter), sweet taste is innately favored (Keskitalo et al. 2007)
and linked to a source of energy (Malik et al. 2006). But would consuming sweet
food or drinks benefit any kinds of creative tasks? We examine how different tastes
influence performance on a task that requires creativity. Specifically, we show that
although consumers prefer to have sweet taste for a creativity task, sour taste actually enhances performance on a creativity task better than sweet taste. This beneficial effect of sour taste is due to its cognitive association with creativity.
In Study 1, participants imagined they would complete a task requiring creative
and outside-of-the-box thinking. They were told to choose one of flavored drinks
(sweet, sour, salty, and a bitter drink) to enhance their performance on the task.
Participants then indicated how much they believed their chosen drink would give
them an energy boost. We find that consumers prefer to have sweet taste for a creativity task because they believe that sweet taste would give them more energy.
In Study 2, participants randomly received either a sweet drink or a sour drink to
drink. Then, participants completed a creativity task, in which they generated as
many ideas to attract more tourists to their city as they could. Participants rated how
much the given taste associated with five creativity-related words (“newness,”
“freshness,” “uniqueness,” “creativity,” “novelty”). Having sweet taste enabled participants to list more number of ideas, but creativity of ideas generated was higher
when participants tried sour taste than sweet taste. This effect of sour taste on creativity was mediated by its semantic association with creativity.
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Study 3 directly tested the cognitive process involved in the effect of taste on
creativity. Participants were randomly assigned to one of two conditions and imagined either tasting sugar water or lemon juice as vividly as possible. Then, participants completed a free-drawing task (Jellen and Urban 1986). When taste was
merely imagined and thus energy intake was controlled, sour taste enhanced performance on the creativity task more than sweet taste. It suggests that the beneficial
effect of sour taste on creativity is driven by cognitive top-down processes, rather
than bottom-up processes.

When Visceral Cues in Advertising Cause
Withdrawal: Identifying a Boomerang Effect
Under Conditions of High Involvement:
An Abstract
Kirsten Cowan

Abstract “Visceral factors cause people to behave contrary to their own long-term
self-interest, often with full awareness that they are doing so,” (Loewenstein 1996,
pp. 272–273). Marketing is replete with visceral cues (Loewenstein 2000). However,
in some instances, visceral cues can backfire. Attempts to persuade result in negative attitude transfer, due to unalleviated emotional arousal (Hovland et al. 1953;
Yakobovitch and Grinstein 2016; Yoon et al. 2011). The advertiser’s goal to stimulate purchases immediately conflicts with rational decision-making. As a result,
consumers may not focus on the imagined experience of owning the item but on the
conflict between emotions and logic. Thus, the lack of mental imagery formation
can explain consumer reactions to the ad. Therefore, the purpose of this research is
to evaluate how promotional ads using visceral cues can attenuate consumer
attitudes.
According to the elaboration likelihood model, consumers more critically attend
to high-involvement purchases, including information in advertisements (Petty and
Cacioppo 1986). Thus, using aggressive promotional tactics in high-involvement
purchasing situations could create a boomerang effect, since visceral cues can consist of highly aggressive persuasion tactics. Visceral cues are peripheral in nature,
because they are designed to change behavior in the short term, affect consumers
emotionally, and lead to impulsive action (Metcalfe and Mischel 1999). Therefore,
visceral cues should generally work through conditions of low purchase involvement, such as fast food.
A total of 98 students participated in exchanged for course credit. Subjects were
randomly assigned to one condition in a 2 (visceral cues: present vs. absent) × 2
(involvement: high vs. low) between-subjects design. There was a significant 2-way
interaction on purchase intentions (F(1,90) = 9.02; p = 0.003), supported by a main
effect of involvement. Under high involvement, visceral cues had a negative effect
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on purchase intentions. However, the low-involvement condition led to stronger
purchase intentions when visceral cues were present. PROCESS provided support
for mental imagery as mediating the interaction on purchase intentions. A second
study is currently underway.
This research contributes to theory on the boomerang effect and provides several
implications for advertisers and brand managers. While this research has limitations
in that it does not rule out alternative explanations, initial evidence supports the
preliminary hypotheses.

Identity Marketing: The Moderating Effect
of Self-Construal and Product Category
on Consumer Agency: An Abstract
Ying-Ching Lin, An-Ni Su, and Sheng-Hui Wang

Abstract In this study, we conducted two experiments to explore the persuasive
effects of identity-defining messages and identity-referencing messages under the
influences of product category and self-construal when consumers possess the identity described in an advertisement message. The research results show that product
category and self-construal can be effective factors interfering with the persuasive
effects of identity-relevant messages and that the agency of self-expression acted as
a mediator. In addition to enriching the research on identity marketing, we hope to
provide information that enables marketers to use identity-relevant messages flexibly in various situations.
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Empowerment in Marketing: Synthesis,
Critical Review, and Agenda for Future
Research: An Abstract
Hajer Bachouche and Ouidade Sabri

Abstract The literature on empowerment in marketing has grown exponentially in
the 2000s. This article provides a comprehensive review of the concept of consumer
empowerment, which in prior research has given rise to a variety of work with
sometimes contradictory theoretical frameworks. Consequently, research fragmentation, on the one hand, and the lack of integrative framework uniting all facets of
empowerment, on the other hand, justify this research. We carried out a review of
more than 600 publications and books in various disciplines. As literature on consumer empowerment is traditionally published on EBSCO, this database was
favored, and then we’ve opened our study to other search engines (Elsevier, Web of
Science, and Google Scholar).We conducted a research for articles with titles, keywords, or abstracts containing the terms “empowerment” and “consumer.” From
this research and identified references, we’ve selected 142 articles that we’ve studied in depth.
Firstly, building on scholarly insights from multiple literature streams, this paper
identifies three facets of empowerment (bestowing power, gaining power, and as a
subjective state) and structures extant marketing research according to it. As a matter of fact, marketing literature related to consumer empowerment can be classified
according to the three facets of empowerment: the literature on public policy and
collaborative management practices illustrates the process of delegation of power
by local authorities or companies to consumers, while the process of gaining power
from the consumers’ perspective focuses on resistance to market structures. Finally,
empowerment as a subjective state, called “psychological empowerment,” refers to
the consumer “sense of empowerment” related to an extension of its resources and
an easier access to information by Web 2.0.
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Secondly, an examination of foundational theories of power enables us to identify three models of power: the consumer sovereignty model, the cultural power
model, and the discursive power model. These three competing models deliver a
different and complementary approach of the concept of empowerment and refer
implicitly to the three facets of empowerment (bestowing power, gaining power,
and power as a subjective state) discussed in this paper. Thirdly, linking the critical
synthesis of empirical findings from marketing literature and theoretical approaches
of power, we propose an integrated framework where future advancements on
empowerment can be developed. This analysis reveals some limits associated with
earlier research. We end by suggesting further directions of research to advance the
theorization and empirical testing of empowerment.

How Makeup Rituals Transform Makeup
Wearers and Their Romantic Interests
Timothy D. Malefyt, Luke Kachersky, and Marcia H. Flicker

Abstract This research shows that the ritual of applying makeup is more than cosmetic. Results of a qualitative study and a quantitative study that each employed a
makeup ritual intervention between a pretest and posttest indicate that the process
and time devoted to putting on makeup and the self-reflection the ritual entails
empower women beyond a boost in self-esteem. It inspires them to be more than
objects of “the gaze,” to be agents of their own romantic relationships via increased
playfulness toward romantic partners, initiatives that were frequently reciprocated
and that strengthened the romantic relationships. Our findings were used by Revlon
to develop a successful social media campaign featuring the video “Love Test.”
Keywords Consumer behavior • Rituals • Relationships • Playfulness • Cosmetics

Introduction
Until now women’s consumption of cosmetics has primarily been studied as an
enhancement to their beauty, one that increases their status and/or self-esteem as
objects of scrutiny in their own or others’ eyes. Independent judges have evaluated
women who wear makeup as more attractive (Cash et al. 1989; Huguet et al. 2004)
and more confident, the latter of which can lead to more desirable social outcomes
such as employment opportunities (Nash et al. 2006). Yet relatively little research
has examined the effect of makeup use on the psychology of the female makeup
user, herself, and the work that has examined her focuses on the relatively narrow
issue of users’ evaluations of their own appearance with makeup versus without
makeup (cf. Cash et al. 1989).
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Consequently, the extant research on cosmetic use includes three major gaps that
the present work seeks to address. First, rather than address the cosmetics user as
subject to and solely responding to an external evaluative orientation of “the gaze,”
we explore how the feelings derived from cosmetic use and the rituals associated
with applying them encourage women to become active operators in building and
maintaining close, romantic relationships, which have been characterized as “important to our sense of self-definition and more rewarding than other relationships”
(Aune and Wong 2005, referring to Aune and Comstock’s 1991 work). Second, in
doing so we investigate more finely tuned aspects of the makeup user’s psychology,
deriving an understanding of how makeup gives rise to the possibilities of romance
in close relationships, and finding such possibilities is more complex and nuanced
than respondents simply gaining increased confidence and feeling more attractive.
Third, we delve into the makeup user’s psychology not through the passive act of
being seen with makeup (vs. without makeup) but through the active ritual of applying makeup. Moreover, we assert that ritual incorporates critical dimensions of
“playfulness” as detailed by Huizinga (1950) and Ackerman (1999), which importantly allow for qualities of freedom, risk-taking, and creativity (Barnett 2007;
Proyer 2014a; Proyer and Jehle 2013) that foster stronger self-concepts for women
by actually playing against externalized forces of the gaze. As has been shown in
previous literature, playfulness not only enhances a woman’s appeal to men by suggesting youth and fertility (Chick et al. 2012), but it motivates engagement in relationships – both romantic and platonic (Proyer 2014a) – and enhances relationship
satisfaction among romantic partners (Proyer 2014b).
To gain our perspective on the psychological results of cosmetics rituals, we
conducted both a qualitative and a quantitative study that each employed a makeup
ritual intervention between a pretest and posttest. While we replicated previous
research showing that makeup usage boosts the user’s confidence, we also extended
this finding to show that self-confidence gives rise to playfulness, which in turn
opens the user to the possibilities of engaging in romance.

Background Research
Makeup usage has been studied extensively in the social psychology literature, primarily from narrow purview of attractiveness. Schaninger and Allen (1981) showed
that working wives used more cosmetics than nonworking wives, presumably to
keep appearances up for colleagues. Cash et al. (1989) photographed female subjects with/without cosmetics and found that subjects and male independent judges
obtained a more positive image with (vs. without) cosmetics, while female judges’
ratings were not affected by the presence or absence of the subjects’ cosmetics.
Huguet et al. (2004) also found a positive impact of cosmetics use on perceptions of
physical attractiveness and found that cosmetics could amplify independent judges’
perceptions of both positive (e.g., self-confidence) and negative (e.g., shallow)
aspects of the makeup wearer’s personality. Similarly, Nash et al. (2006) show that
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independent judges’ evaluated female targets more favorably in terms of confidence, health, and earnings potential when the targets wore cosmetics.
These studies uncovered important insights about the impact of cosmetics on
how users see themselves and how others see them. However, they reveal two major
gaps in understanding the impact of cosmetics usage. First, what is the social psychological impact of the act or experience of applying makeup and how this affects
concepts of the self? For example, does the very act of committing to tend to oneself
(i.e., to apply makeup) alter self-confidence? Second, in contrast to the necessarily
superficial ratings of unfamiliar judges, how does cosmetics usage impact wearers’
close, romantic relationships? To address these questions, we examine the ways
self-reflective practices of cosmetics usage in rituals aid in the transformation of
self, which heightened moments of self-awareness and lead to positive feelings that
counter the harmful effects of objectification.

Positive Effects of Cosmetics Usage Ritual
Ritual has long been a subject of interest in consumer marketing literature (Arnould
and Wallendorf 1994; Belk et al. 1989; Goffman 1967; Rook 1985). Consumer
researchers have examined the occurrence of ritual in a range of consumption practices that extend throughout society in food preparation (Farb and Armelagos 1980),
Christmas spending (Belk 1993; Miller 1995), and Thanksgiving feasting
(Wallendorf and Arnould 1991). Makeup rituals for women, like other consumption
rituals, generate emotions for participants. For women applying makeup, these
emotions range from confidence and excitement, to a readiness to participate in
social situations that lie ahead in their daily routines. In fact, rituals are essential to
performing a role in daily life in which women enhance their social selves. Women’s
emotional state changes during the time of applying makeup in rituals, from feeling
disheveled and unprepared for upcoming social activities to feeling confident, beautiful, happy, and prepared. When women take time in their day to apply cosmetic
products, they transform the self and mark segments of special time for themselves
in their everyday lives.
Time marked out in the ritual of applying makeup is also highly reflexive. In such
moments of heightened self-awareness, women are conscious of enhancing their
own physical features, transforming the self, and shaping their identity. Such reflexive awareness, notes Bell (2009), constitutes meaningful interpretation (p. 5) so that
ritual action is not distinct from ritual thought but joins as a holistic performance.
Giddens posits that living reflectively “…is a matter of heightened awareness of
thoughts, feelings and bodily sensations. Awareness creates potential change, and
may actually induce change in and through itself” (1991, 71). In this process of
constructing the self reflexively through makeup rituals, women confront social
constructs of the world – such as “the gaze” – that evaluate women objectively and
are critical of their appearance. Our investigation counters this objectifying construction by noting the ways that women develop their own personalized ritual in

240

T.D. Malefyt et al.

reflexive self-awareness, validating their confidence through care and attention to
their appearance. This “reflexive monitoring of action” (Giddens 1990, 36) builds
from “thought and action constantly refracted back upon one another” (p. 38) so
that women constitutively alter or “play with” their character. The play dynamic in
ritual is significant, since external judgments of beauty then become the counterpoint reference from which women challenge and develop their own inner sense of
identity. Our approach of incorporating “play” in ritual constitutes the experiential
or performative dimension of ritual.
In the following qualitative study, we viewed the experience of applying makeup
through the lens of a ritual, to explore the sensory qualities and symbolic meaning
which can affect a sense of change in self and close others. We used this study to
derive preliminary insights and predictions, which are then subsequently tested in a
quantitative study.

The Play Element in Culture and Relationships
Play is a universal cultural quality that frames the scope of the reflexive self-project
in our study. It is a special form of voluntary activity that Huizinga (1950) describes
as a “transformative” interlude which may be secluded or enacted publicly and has
a marked beginning, middle, and end; it is not required in life but done at will, during leisure or “free time.” Nevertheless, play has structure and rules and is repetitive
in ways that incorporate ritual elements. Play also involves tension in the uncertainly over its conclusion, incorporating elements of chance, even risk, over its outcome. Play allows the player to become a different person, to mask or disguise
oneself and play a part. Finally, play represents something, as in “a contest for
something or a representation of something” so that it is highly charged with meaning, direction, and transformation, like the symbolic nature of ritual. To Huizinga’s
insights, Ackerman (1999) adds observations relating play to human relationships:
“We evolved through play. Our culture thrives on play. Courtship includes high
theater, rituals and ceremonies of play” (1999, 4). Moreover, Barnett (2007) found
that young adults identified one dimension of playful individuals as being spontaneous, impulsive, unpredictable, and adventurous. In all these ways, play is a significant quality of the ritual process and of women’s self-identity project, which arose
unexpectedly in our study as an element of women’s own confidence, self-
assuredness, and claim against an outer focus of beauty and appearance – e.g., the
“gaze.”
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 he Gaze: From Women as Objects to Women as Reflective
T
Agents
In terms of external notions of beauty and appearance, women have long been subject to “the gaze.” Berger traces the experience to the European Renaissance and
summarizes its objectifying effect: “Men act and women appear. Men look at
women. Women watch themselves being looked at. This determines not only most
relations between men and women but also the relation of women to themselves”
(1972, 47). The concern with the gaze in women’s concepts of beauty is that, over
time, constructed images from the perspective of others appear “normal.” They hold
a hierarchical ideology over apparently independent actions, such as women applying makeup, but which reinforce subtle levels of authority and inferiority. The
research reported here reveals a powerful change in women’s attitude and ownership of beauty regimens, such that women in the study appeared less concerned over
the critical gaze of others and asserted greater agency over their own appearances,
making informed choices over aesthetics that were oriented toward individualistic
conceptions of playfulness and self-confidence.

Study 1: Exploring the Effects of Makeup Rituals
Qualitative Methodology
The first two authors of this paper were retained by Revlon to conduct qualitative
and quantitative research to better understand the personal transformation that
occurs when women apply makeup as it sought to develop a new strategic direction,
focusing its advertising on how the use of makeup creates amorous opportunities for
women. The objective of our investigation was not to confirm or validate Revlon’s
“turn love on” campaign idea but rather to provide deeper insights on women and
makeup for communications and public relations purposes.
We designed our qualitative research as an ethnographic exploration of seven
friendship groups of four women each in two locations (suburban Rochester, NY,
and Chicago). These samples included four groups of single women who were dating, ages 20–30 (motive: looking for love), and three groups of women who were
married or with a long-term partner of either gender, ages 25–49 (motive: staying in
love). All women interviewed were compensated for their time and effort. Research
was conducted in a host woman’s home, allowing the women to discuss issues they
may encounter with romance among friends in a nonthreatening environment. Prior
to the groups’ meetings, we asked informants to keep a week-long, in-depth journal
of their daily thoughts and feelings around makeup routines, enabling researchers to
understand the language, as well as the “where” and “when” of thoughts and actions
toward self-esteem. For 7 days after the initial group meeting, the women completed a daily, private, makeup ritual that included activities to relax the participant:
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taking a deep breath, smiling, and freshening one’s breath. In the critical task, participants were asked to look at themselves in a mirror and apply eye and lip makeup.
The same groups of women were revisited 1 week later, after trial of the cosmetics
ritual, to discuss what, if anything had changed for them. Participants kept a second
diary during their trial of the cosmetics ritual. They were instructed to write down
daily feelings about putting on makeup, how they got ready for a workday, and
preparations for going out on a romantic date. They were encouraged to personalize
their sources of pleasure, concern, anticipation, and other moods that related to
romantic love. Informants were also asked to create a visual collage of their feelings
about themselves, before applying makeup and afterwards, and why this was important to them. The anthropologist interviewers followed a loosely structured discussion guide (Thompson and Haytko 1997), which let the in-home interviews evolve
based on observed expressive moments in the conversation. The combination of
methodological approaches (personal diaries, collages, and anthropological interviews) helped develop a fuller picture of the way US women apply makeup and
their thoughts and feelings toward how the ritual of putting on makeup changes their
lives.
Qualitative Research Findings and Resulting Hypotheses
State Self-Esteem Women apply makeup in order to express a particular “look,”
how they want to feel about themselves in specific contexts. “The look” is something women adapt with self-expression and social occasion, and makeup is adjusted
to the changes in a woman’s day. She prepares for a situation, anticipating how she
might feel, how much, and the style of makeup to use. Anticipation is critical to her
sense of identity. Applying makeup is thus about adjusting the self to changes in
flows and rhythms in a woman’s day and to anticipating the next social encounter.
For instance, a young woman in Rochester, NY, wore one makeup configuration
(eyebrow pencil, eyeliner, mascara,) for going to class, but before having lunch with
her grandmother, she applied eye shadow, foundation, concealer, and blush. “Only
then did I feel good enough to present my best self to my grandma.” Makeup,
appearance, energy, and feelings of self thus connected internal feelings with anticipated social occasions to bolster a sense of confidence for women. Based on these
findings and the extant research on cosmetics usage reviewed earlier, we predict:
H1:		 State self-esteem increases after performing a cosmetics ritual.
Capacity for Love and the Role of Playfulness For many women, increased self-
regard from the makeup ritual opened up feelings of love. The pathway, however, is
not simply apply makeup, then feel confident, then be open to love. Rather, feeling
confident inspired a sense of creativity and playfulness, which in turn seemed to
generate a greater welcoming of possibilities in general and a greater capacity for
love specifically. The importance of self-esteem as a precursor of playfulness in
romantic relationships reflects the findings of Baxter (1992) and Aune and Wong
(2005). Baxter explicitly addressed intra-relationship play and found that the
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functions for play within either friendship or romance enhanced interrelationship
communications. Moreover, Baxter’s research confirmed and explained prior scholarship that play enhances and strengthens relationships by virtue of its communications components. She observed strong correlation between relational closeness and
perceived playfulness in both friendships and heterosexual romantic relationships.
Aune and Wong (2005) investigated the difference in intra-relationship play between
friendships and romances (heterosexual or homosexual, married and unmarried).
They confirmed the importance of play among close individuals and found that
members of romantic couples were more likely than friends to find play increased
their intimacy emotions, heightened their sense of commitment, aided in conflict
management, reinforced their “couples identity,” and did not harm their communications (i.e., they disagreed with the scale item that play decreased the quality of
communications).
In our investigation, a typical participant expressed a sense of playfulness derived
from the ritual of applying makeup in her collage; in one such collage, she transforms from “intensity” and “nervous” to “excited” and “crazy.” This playfulness
was somewhat different between the “looking for love” women and the “staying in
love” women. The former group was more concerned with creating fun external
impressions in order to nurture nascent relationships. The latter group used their
playfulness to rejuvenate the spousal relationship, particularly on date nights.
Across all our informants, creativity in applying makeup incorporated a self-
reflexive playfulness that is not merely something “fun.” Rather, our research noted
the importance of self-identified “creative space” in the daily practices of applying
makeup, which inspired a potential for self-transformation. Women experiment
with different colors, types of products, and brands, but the experimentation takes
place within boundaries. There is a comfort zone based on self-perception of how a
woman’s looks are appropriately enhanced by makeup. Going outside this comfort
zone can make a woman feel self-conscious because “you don’t look like yourself.”
Going too far outside the box can make you feel “clownish” or, if the context does
not involve significant others, like “a woman of the night.” Small changes of routine, however, safeguarded against breaking such boundaries and effectively
enhanced possibilities for love. As several participants directly noted, in the week of
performing the makeup ritual, their interactions with their significant others were
more playful than usual, which in turn led to feeling more romantic and more receptive to flirting, kisses, and touches from significant others. In short, the makeup ritual boosted participant’s capacity for love. This seemed to have occurred because an
increase in self-confidence gave rise to a sense of playfulness within safe or self-
reflexive boundaries. Therefore, we predict:
H2:		 Capacity for love increases after performing a cosmetics ritual.
H3:		The rise in state self-esteem causes a rise in capacity for love via the mediating influence of playfulness.
Reciprocation The results from the qualitative part of our study show that reciprocation is a valued response to women’s engagement in the rituals of makeup. Women
mentioned that their efforts in applying makeup, whether directly noticed or not,
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resulted in increased positive attention from significant others. As one participant
noted, even when her partner did not notice that her makeup was different, the partner still reciprocated the “happier, flirtier” energy she felt after the makeup ritual.
Moreover, there was a cascading effect on peripheral others, such that husbands and
boyfriends might attend more to their own appearance and demeanor. As one participant stated, “Even though you’re putting it on for yourself, your husband thinks
you’re doing it for him, and then he starts grooming a little more, too, since you’re
stepping it up.” The women’s perception of reciprocity parallels Manusov’s 1995
finding that relationship partners responded to nonverbal involvement, activity, and
affect cues. Given theoretical support and the clear pattern of partner reciprocity in
the qualitative data, we predict:
H4:		Perceived reciprocation from romantic partners will increase after performing a cosmetics ritual.
We now turn to a quantitative study designed to test our predictions and the validity of these qualitative insights.

Study 2: Hypothesis Testing
Quantitative Methodology
Participants and Design
Seven hundred ten female cosmetics users aged 18–49 were recruited from an
online panel managed by Toluna and received a cash payment for their participation. The study design was a single group pretest-posttest, where the interceding
treatment involved a shortened version of the makeup ritual used in the exploratory
work.
Procedure
Participants completed nearly identical pretest and posttest surveys; the only difference was that background and demographic questions were included only on the
pretest. In the interceding days between the pretest and posttest, participants completed a makeup ritual just as in the qualitative study. On the surveys, participants
first responded to scales for state self-esteem, playfulness, and capacity for love and
to scales that assessed romantic reciprocation if they lived with a significant other
(spouse, partner, boyfriend, or girlfriend). Finally, on the pretest only, participants
provided responses to background measures including ethnicity, income, and education level, as well as measures to assess their romance status.
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Measures
State self-esteem was measured using seven seven-point Likert items from the
social and appearance subscales of Heatherton and Polivy’s (1991) state self-esteem
scale. These items were averaged to form a state self-esteem index (Mpre = 4.03,
Cronbach’s αpre = 0.81; Mpost = 4.21, Cronbach’s αpost = 0.80). Playfulness was measured using six items adapted from the International Personality Item Pool (IPIP),
with scales ranging from “Very Inaccurate” (1) to “Very Accurate” (5). These six
items were averaged together to form a playfulness index (Mpre = 3.70, Cronbach’s
αpre = 0.74; Mpost = 3.74, Cronbach’s αpost = 0.78). Similarly, capacity for love was
drawn from four IPIP items, with the same scaling as playfulness. These four items
were averaged together to form a capacity for love index (Mpre = 3.77, Cronbach’s
αpre = 0.69; Mpost = 3.83, Cronbach’s αpost = 0.75). The playfulness and capacity for
love items were interspersed with each other and presented randomly. To measure
reciprocation, eight five-point Likert items were created based on participant
responses in the exploratory study. Sample items include “When I put more effort
into my own appearance, my significant other puts more effort into his appearance”
and “When I put out positive energy, my significant other reflects it back to me.”
These eight items showed high internal consistency and were averaged together to
form a reciprocation index (Mpre = 3.91, Cronbach’s αpre = 0.91; Mpost = 3.96,
Cronbach’s αpost = 0.94). Romance status was captured by asking participants (1)
their marital status; (2) marriage length, where applicable; (3) perceived likelihood
of getting married or engaged in the next 12 months; and (4) the importance of having romance in their lives. Participants were classified as “looking for love” if they
were not currently married or engaged, said they were “somewhat unlikely or very
unlikely” to get engaged, and said it was “very important” to have romance in their
lives (n = 58). Participants were classified as “falling in love” if they were currently
engaged, said they were “somewhat likely” or “very likely” to get engaged in the
next 12 months, or were married for 2 years or less (n = 174). Finally, participants
were classified as “staying in love” if they were married for 3 or more years
(n = 312). We made no inference about participants’ romance status if they did not
fall into any of these criteria (n = 169).
Results
Hypothesis 1 predicted that participants would feel higher levels of state self-esteem
following the makeup ritual. A paired sample t-test supported this prediction
(Mpre = 4.03 vs. Mpost = 4.21, t(709) = 5.56, p < .001). Our second hypothesis predicted that the makeup ritual would enhance participants’ capacity for love. Indeed,
participants indicated a greater capacity for love following the makeup ritual
(Mpre = 3.77 vs. Mpost = 3.83, t(709) = 2.01, p < .05). Our third hypothesis predicted
that the improvement in state self-esteem would drive participants’ enhanced capacity for love via the mediating influence of playfulness. We created difference scores,
subtracting the pretest score of each variable from the posttest score. Using these,
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we then conducted mediation analysis using regression. First, state self-esteem is a
significant predictor of the mediator, playfulness (b = 0.17, t = 6.75, p < .001).
Second, state self-esteem is a significant predictor of the outcome, capacity for love
(b = 0.13, t = 4.23, p < .001). Third, as predicted, regressing the outcome on the
mediator and the independent variable, playfulness is significantly associated with
capacity for love (b = 0.63, t = 15.22, p < .001), while state self-esteem loses its
significant association with capacity for love (b =.03, t = 0.98, p = .33). Sobel’s Z
is significant, suggesting that playfulness mediates the influence of state self-esteem
on capacity for love (Z = 6.09, p < .001). Moreover, Hayes’ (2013) bootstrap test
indicates the indirect effect of state self-esteem on capacity for love via playfulness
to be .10, with a 95% confidence interval from .07 to .14; because the confidence
interval does not include zero, this suggests that playfulness completely mediates
the influence of state self-esteem on capacity for love. In sum, a makeup ritual
enhanced participants’ state self-esteem, which gave rise to a sense of playfulness.
In turn, playfulness increased participants’ capacity for love. Our fourth hypothesis
predicted that participants would feel a greater sense of reciprocation of romance
from their significant others following the cosmetics ritual. We conducted a paired
sample t-test among those who were either “falling for love” or “staying in love”
and found the hypothesis to be unsupported (Mpre = 3.95 vs. Mpost = 3.99,
t(485) = −1.49, p = .14). To explore further, we conducted separate analyses for the
“falling in love” and “staying in love” groups. “Staying in love” participants showed
no change in feelings of reciprocation before and after the makeup ritual (Mpre = 3.89
vs. Mpost = 3.90, t(311) = −0.30, p = .76). However, “falling in love” participants saw
a significant increase (Mpre = 4.04 vs. Mpost = 4.14, t(173) = −2.13, p < .05). It may
be the case that, in terms of reciprocation, participants who have been in relationships for longer periods of time were less sensitive to the relatively brief treatment
applied in this study.

Conclusion
Where prior research focused primarily on others’ evaluations of makeup users or
on makeup users’ perceptions of their own attractiveness, in this paper we explored
and verified the impact of a cosmetics ritual on more nuanced aspects of the psychology of a cosmetics user and her perceptions of her close social relationships. In
our qualitative study, participants spoke of their boosted sense of confidence, which
corroborated prior research. When probing further, we also discovered that the cosmetics ritual gave rise to a sense of playfulness that seemed to foster self-confidence,
creativity, and agency, thus enhancing women’s romantic interests. In testing the
external validity of these phenomena, we found higher levels of self-esteem following a makeup ritual (as did prior scholarship), but also significantly extended previous research by validating the notion that this boost in turn inspired playfulness,
which then generated greater capacity for love. Notably, playfulness completely
mediated the relationship between self-esteem and capacity for love. Finally, we
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found that those who were in the nascent stages of a romantic relationship felt
greater reciprocation from their partner following the cosmetics ritual.
Additionally, this work both replicates and extends prior research on the effects
of cosmetics on the wearer (Cash et al. 1989). We show that the confidence-boosting
aspect of cosmetics usage may not simply be attributable to the mere presence of
makeup but also due to the ritualistic practice of applying makeup and the emotional impact of taking an action in obtaining or maintaining a romantic relationship. We learned, particularly in the qualitative study, that participants anticipated
that others might think less of them when made up if they exceeded certain cosmetics boundaries (Huguet et al. 2004) and became creative and playful within that
space.
This study also highlights the contrary discourses that women face in beauty,
juxtaposing external pressures of the gaze versus internal desires to create a confident self. Ritual helps overcome the tension, in which women incorporate play as a
resource to blend external qualities with practices that bolster internal rewards.
Paradox in cultural processes is not new; it has been revealed in other studies
(Malefyt and McCabe 2016; McCabe and Fabri 2012; McCracken 2008). Women’s
relationship to beauty, makeup, and their self-identity is, thus, continually in flux
and revision, juxtaposing external and internal discourses. More research is needed
to untangle the beauty paradox relative to advertising and fashion discourses that
support the objectified “gaze.” Further inquiries may demonstrate how women’s
management of their beauty rituals and regimens can both challenge and yet yield
to discourses that might be sanctioned by cultural paradoxes.
Future work should also investigate cosmetics ritual (vs. mere presence): (A)
applying it to contexts other than romantic relationships and (B) exploring it from
the makeup user’s perspective. For example, Nash et al. (2006) found that independent judges rate makeup wearers (vs. non-wearers) as more deserving of employment and employment advances. But what role might a makeup ritual performed in
the course of a workday play in this outcome? It might lead to enhanced creativity
(akin to the playfulness result we found) and, in fact, enhanced job performance.
This would suggest a possibility that Nash et al.’s findings reflect, at least in part, a
learned association rather than a simple stereotype or affective generalization.
While prior work has clearly established that cosmetics usage impacts the psychology of users and judges, the present work opens more nuanced and complementary
perspectives to be studied.
In the domain of romantic relationships, additional research should explore the
observed responses of both members of the romantic dyad to self-esteem enhancements on the part of one member of the pair. Our study elicited the perceptions of
one partner of her companion’s reaction and reciprocity to her initiatives. Future
research into playfulness and playful romantic behavior should include both relationship partners, investigating each party’s emotional and behavioral responses and
following the potential virtuous cycle of positive emotions and increased relationship satisfaction that one small grooming ritual may generate.
This research does include limitations that should be considered. For example, in
our second study, we used a modified version of the study one ritual with hundreds
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of actual US consumers over a period of several days. While the results offer coherent pattern matching with our proposed theory, a tightly controlled lab study where
only the presence versus absence of makeup is manipulated could draw stronger
conclusions about the causal mechanisms we propose. That said, we made a calculated trade-off between external validity and internal validity and found support for
our proposed process despite the “noise” of the real-world context of the study. Still,
as with any field study, readers should consider possible threats to internal validity
when interpreting our results.
The present research also has important managerial implications. While it had
been shown that cosmetics can boost actual and perceived attractiveness (Cash et al.
1989) and confidence (Nash et al. 2006), we found that the makeup user’s psychology and resulting behavior is more nuanced around the ritual of applying makeup,
and there are particular impacts on the user’s perceptions of close relationships.
That playfulness has been found to be a significant mediator between increased self-
confidence and openness to rewarding romantic engagements opens up new practical insights for makeup users and makeup producers. For users, it may be both
useful and empowering to better understand that cosmetics can be a conduit for
spending time on oneself, which in turn brings out a more positive, playful orientation that affects close relationships. The same, too, can be said for makeup producers. Understanding these nuances can generate creative insights from how to
message around makeup – e.g., “Take a minute for yourself out of the day” or “Treat
yourself to romance” – to how to package cosmetics products (e.g., in ways that
encourage one to create a ritual vs. quick and thoughtless application). Practitioner
benefits of our findings can be seen in the success of the portion of Revlon’s “Love
Is On” campaign built on these results (Revlon 2015). As reported in Revlon’s press
release (2015), “After the Revlon Love Test, partners were more likely to reciprocate
in acts of romance. And, perhaps most interestingly, 85 percent of the women in the
study noticed a positive change in how others reacted to them, noting an increase in
compliments from their partner or date (65%), and more than half (56%) confirming
that others flirted with them more frequently.” Social media was an important component of the campaign; the online video “Love Test,” which reenacted the ritual
study, garnered 117,260,857 media impressions (17% above the goal), and Youtube
visits to “Revlon Love Test” reached 7,946,750 views as of June 3, 2016.
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The Influence of Well-Being on Consumers’
Future Discounting Practices in the South
African White Goods Industry: An Abstract
Lorna Christie and Nadine C. Sonnenberg

Abstract This study explores the distinctive South African marketplace in focusing on satisfaction of life (SOL), social well-being (SWB) and environmental well-
being (EWB) as determinants of consumers’ willingness to forego immediate
gratification and consider the long-term implications of their prepurchase evaluation and selection of major household appliances. Household appliances (collectively referred to as “white goods”) impact on the use of natural resources from the
initial production throughout the entire lifespan of the product. In recent years, the
local white goods industry has shown substantial growth as more households attain
economic well-being and converge into an aspiring middle-class segment. As an
emerging economy, South Africa is distinguished by economic growth potential,
increasing consumption and an ecological footprint that matches high income
industrialized countries. Yet, it also differs from more developed nations in terms of
extreme levels of income inequality and diverse living standards, which provide
impetus for the pursuit of well-being among local consumer populations. It is postulated that consumers who have attained economic well-being, affluence and SOL
with high levels SWB (i.e. an appraisal of circumstances and functioning in society)
and EWB (i.e. a lifestyle that reveres environmental harmony) will be less likely to
engage in future discounting practices (FDP) whereby they prioritize more immediate concerns such as cost of the appliance as opposed to features such as energy
consumption that has long-term consequences for the environment, larger population and future generations.
A structured questionnaire was developed comprising of adapted scale items
from prior empirical research. Items were pretested to refine question format and
wording. Nonprobability purposive sampling was used to recruit 320 affluent consumers through a store-intercept approach in a high-end outlet that sells
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s tate-of-the-art white goods imported from European, Asian and American countries. Most respondents were female (65%), permanently employed (69%) with a
post-school qualification (79%), aged between 30 and 60 years (66%). Following
principal component analysis and the specification of a measurement model, structural equation modelling was performed using maximum likelihood estimation with
raw data as input. A good model fit was achieved with no modifications: χ2/df = 1.21,
GFI = 0.96, AGFI = 0.95, NFI = 0.96, CFI = 0.99 and RMSEA = 0.026. Construct
associations between SOL and SWB (β = 0.24, SE = 0.06, p < 0.0001) as well as
SOL to EWB (β = 0.18, SE = 0.06, p < 0.0001) were positive and significant. As
hypothesized, a negative association exits between consumers’ EWB and FDP
(β = −0.31, SE = 0.08, p < 0.0001). The association between consumers’ SWB and
FDP (β = −0.07, SE = 0.07, p = 0.282) was however not significant. It would seem
that within the local context, more attention must be devoted towards improving
consumers’ SOL and overall well-being to counter FDP. Yet, SWB might not be as
important as EWB in convincing individuals to act beyond immediate gratification
for the sake of environment and larger population. Marketing campaigns that promote long-term benefits of pro-environmental alternatives may be of particular
value in emerging market contexts. Findings of this study contribute to consumer
marketplace insights, but future research should focus on a broader geographical
scope and more encompassing samples to establish the relevance of SOL, SWB and
EWB in promoting pro-environmental decision-making in emerging market
contexts.

Should We Hope About Climate Change?
The Power of Hope for Engaging in Pro-
environmental Behaviors: An Abstract
Maria Lagomarsino and Linda Lemarié

Abstract “Demain” is a French documentary film launched in 2015 by Mélanie
Laurent and Cyril Dion which presents many feel-good stories of people that are
taking concrete actions to combat the ecological crisis. In contrast to most environmental campaigns, the filmmakers decided to use positive emotions instead of negative emotions to encourage people to adopt behaviors in favor of the environment.
Surprisingly, this innovative approach has received limited attention in the literature. This paper aims to fill this gap in investigating the role of hope about climate
change (hope) on adoption of pro-environmental behaviors. Two studies looked at
the distinct effect of feeling hope on the commitment of the population to a big
range of pro-environmental behaviors. In the first study, we measured the level of
hope of a sample of 202 Mechanical Turk respondents and evaluated its correlation
with the level of pro-environmental attitudes and behaviors. We controlled for dispositional hope and optimism in order to have a clear picture of the main and isolated impact of hope. We found that hope was significantly, positively correlated to
pro-environmental behaviors and attitude toward the environment. Dispositional
hope did not impact this relationship, and optimism about climate change did not
have any statistically significant correlation to pro-environmental behaviors.
Knowledge regarding climate change influenced hope in such a way that an increase
of knowledge was beneficial to hope until a certain level and detrimental after. In the
second study (N = 229), to insure the causal effect of hope on pro-environmental
behaviors, we used a writing task to manipulate the level of hope among respondents. The first group was asked to write down the reasons why we can be hopeful
about climate change (hope condition; n = 70), the second the reasons why we cannot be hopeful (absence of hope condition; n = 78), and the third (control condition;
n = 81) was asked to write down what they think about climate change. We then
measured their intention to engage in various environmental behaviors in the next
year. Results supported the outcomes of study 1. Hope was positively related to
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intention to engage in pro-environmental behaviors. To conclude, hope appeals
should be used in awareness-raising campaigns to increase consumers’ engagement
in pro-environmental behaviors and to reduce denial and counter effects of educative messages about climate change effects.

Feeling Guilty to Buy Online? Exploring
Consumers’ Perceived Negative Effects
of E-Commerce on Society: An Abstract
Delphine Colin and Manfred Schwaiger

Abstract Scandals about e-retailers’ unethical practices and reports about negative
consequences of online shopping on society regularly hit the headlines in Germany.
Although literature on e-commerce adoption and ethical consumption is vast, the
nature and effects of consumers’ concerns regarding these issues remain unexplored
so far. However, these concerns may play a crucial role in the decision to shop
online. In line with this claim, recent literature on ethical consumption and corporate social responsibility highlights that companies’ social and environmental performance increasingly matters in consumers’ purchasing decisions (Sudbury-Riley
and Kohlbacher 2016). Besides, exploring the nature and role of these concerns is
of great relevance for online retailers. Indeed, as the improvement of online shopping experiences and customer services did not suffice to convince European consumers to give up on physical shopping – 91% of goods are still purchased offline
in 2016 (Online Retailing Research 2016) – there is a renewed need for cross-
disciplinary research on the hurdles to e-commerce adoption (Ingham et al. 2014).
To the best of our knowledge, the present study is the first to explore the role of
consumers’ societal concerns in their decision to shop online. It determines the
nature of these concerns and assesses their impact on consumers’ attitude and
choice to purchase online versus offline. Based on a thorough literature review,
seven focus group discussions, and ten in-depth interviews, an analytical model to
measure consumers’ perceived negative effects of e-commerce on society (PNEES)
is developed. The validity of the construct is assessed by means of a quantitative
study measuring its impact on consumers’ affective and cognitive attitudinal as well
as behavioral responses. PLS-SEM results highlight the validity and reliability of
the proposed measurement. The impact-performance map results of the driver analysis reveal that consumers’ concerns regarding a potential reduction of the product
offer, the degrading attractiveness of their cities, and the decreasing wealth of their
fellow citizen are three aspects of importance to understand their behavioral
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responses against online shopping. At a higher analytical level, this study also
highlights a discrepancy between consumers’ affective and cognitive attitudinal
responses to these negative societal consequences of e-commerce. It shows the predominance of the affective construct to explain consumers’ behavioral responses.
These findings provide relevant implications for online and offline retailers, particularly regarding the content of their CSR strategies as well as the tone and topics of
future communication campaigns.

Research Method Topics and Issues that
Reduce the Value of Reported Empirical
Insights in the Marketing Literatures:
An Abstract
Barry J. Babin, Catherine Frethey-Bentham, Linda L. Golden,
and David J. Ortinau

Abstract The session presents a number of specific research methodological topics
and issues that directly relate to conducting marketing and consumer behavior
research and the impact on the value of the empirical and statistical insights reported
in the marketing and consumer research studies. Using a combination of short presentations, expert panel insights, and a town hall interactive format between panel
members and the audience, this session focuses on providing interesting discussions
concerning such topics and issues as:
• Issues using non-probabilistic convenience samples from student, M-Turk, and
private sector research organizations’ panel sources and the data quality and
researchers ability to generate external validity inferences from data results
• Construct scale measure reliability and validity issues of adapting versus adopting previous reported scales in the literature
• Difficulties underlying the lack of reporting insignificant empirical-based
research results
• Issues underlying the use of secondary versus primary research methods to test
theory, causality, and predictability between multiple constructs
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• Issues concerning the mediation and moderation effects of constructs in empirical and experimental design studies
• Issues underlying data ethics and data integrity
• Data fraud: types, detections, and consequences

Internal Branding and Leader-Member
Exchange: Role of Cultural Capital
in Employee’s Service Delivery Behaviour
in Healthcare Sector: An Abstract
Puja Dhawan and Daniel Prior

Abstract The idea of a strong bond between culture and health (see Bourdieu
1985) is explored in detail by investigating the role of cultural capital in the internal
brand-building practices of leaders and members working in the healthcare sector.
However, service employees often fluctuate in their delivery of the brand promise,
leaving firms with less direct control over service quality. Besides, internal branding
is a predictor of service quality. Nevertheless, the issue of how to get service
employees to act in a way that enhances service quality, considering they may not
share same cultural capital, is clearly of pivotal importance. Previous studies have
identified the role of leader in implementing internal branding efforts; however,
limited research explains how leader-member exchange influences internal branding outcomes, in view of cultural capital, especially in the healthcare sector. It is,
therefore, the focus of the present study. Drawing on interviews with 36 respondents
from India, the study addresses this issue. Firstly, this study identifies that cultural
capital influences leader-member exchange. Cultural capital similarities in age,
experience and education among leaders and members encourage transformational
leadership styles. On the other hand, cultural capital dissimilarities in age, experience and education encourage transactional leadership. Secondly, the study highlights that leader-member cultural capital similarity is more likely to facilitate
internal branding through communication and training and hence enhance service
quality. Thirdly, employees’ service delivery behaviour in public healthcare is more
likely to be affected by low resource availability and minimal incentives schemes
wherein leaders lack financial incentive offers. The study, therefore, offers knowledge about managing leader-member exchange and thereby facilitating internal
branding outcomes.
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A Comparative Study of the Impact of B2B
Price Pressure: An Abstract
R. Mohan Pisharodi, John W. Henke Jr., and Ravi Parameswaran

Abstract Adversarial price reduction pressures are often viewed negatively by
suppliers to original equipment manufacturers (OEMs). However, the practice of
using price pressure on suppliers is fairly common in numerous industries throughout the world, and literature is unclear on this issue. The current research seeks to
challenge the proposition that price pressure on suppliers necessarily results in poor
supplier-OEM relationships and to find out whether price reduction tactics and good
relationship can exist simultaneously. An eight-construct research model with overall relations as the dependent variable and with price pressure and other OEM subjected pressures (like quality expectations) as the exogenous variables is tested
using data collected from North American, European, and Asian suppliers to OEMs
who manufacture automobile heavy vehicles and electronic products. Analysis
using confirmatory factor analysis and structural equation modeling revealed the
existence of similarities and differences between the two data sets. While the automobile data set revealed that the impact of pressure takes place mostly through the
relationship variables, the electronics industry data set displayed some direct relationship as well as relationships through the relationship variables. The findings of
this research indicate that price pressure and good overall supplier-OEM relationship can coexist if managers take steps to maintain good supplier-OEM
relationship.
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Advertising in Transforming Economies:
Evidence from Early Market Reforms
in China and Vietnam: An Abstract
Mark Speece

Abstract Research on attitudes toward advertising has been around for a long time.
While no longer very prominent in the West, it remains an important topic in developing countries. For example, Dao et al. (2014) discuss advertising’s positive contributions to economic development, including how rapidly growing social media
affects Southeast Asia’s transitional economies. Tomše et al. (2015) similarly examine public perceptions of benefits and problems of advertising on social media in
transforming Eastern Europe. Drumwright and Kamal (2016) examine advertising’s
cultural impact in the Middle East-North Africa. As they become more integrated
into the global economy, many parts of the world are still struggling with issues the
West learned to live with some time ago.
We revisit old unpublished data to examine attitudes toward advertising in China
and Vietnam early in their transformation process. The samples are from the mid-
1990s. However, China had begun opening in the late 1970s, so had undergone
transformation a decade longer than Vietnam, which began opening in the late
1980s. The survey questions aimed to capture positive and negative economic and
social impacts of advertising commonly mentioned in the literature at the time (e.g.,
Pollay 1986; Andrews 1989; Pollay and Mittal 1993; Calfee and Ringold 1994;
Mittal 1994). Discussion with advertising agency managers in the two countries
guided adaptation, and the questionnaires were translated and back translated to
check meaning. In Guangdong 192, completed questionnaires were collected from
workers in joint venture factories and from students in local universities. In Ho Chi
Minh City, 154 completed questionnaires were collected in convenience intercept
sampling at department stores.
Generally, consumers in both countries recognized the positive macroeconomic
role of advertising, but they were also becoming somewhat aware of problems.
There were some specific differences between responses in the two data sets.
Vietnamese consumers of the time felt more strongly that advertising provided use-
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ful product information and thus helped them in making choices. Chinese consumers, who had longer experience with advertising, did not feel as strongly that ads
provided these informational benefits. On the other hand, they were more likely to
say that ads should provide various pieces of information about products. Neither
set of consumers agreed strongly with questions about negative social impact; however, Chinese consumers were somewhat more likely to see these negative impacts.
Vietnamese consumers, on the other hand, wanted strict government regulation of
advertising even more strongly than did Chinese.

Determinants of Media Consumption:
Evidences From an Emerging Market:
An Abstract
Prashant Mishra and Madhupa Bakshi

Abstract Understanding the drivers of media consumption, both in print and television media in general and news readership and viewership in particular, has been
the focus of research in the recent past. With the emergence and wider adoption of
Internet technologies, the media brands (both in print and television) have come
under pressure to retain their customer franchise. This is more true in case of emerging markets like India where both Internet and smart phone penetration has grown
rapidly. Several researchers have looked at the issue of media effectiveness from the
readership/viewership perspective for newspapers and television news channels
(Dagger and Danaher 2013; Sridhar and Sriram 2015; Gal-or et al. 2012). However,
there is a lack of a comprehensive framework and measurement instrument for
media readership/viewership in the context of news media outlets both in print and
television medium. This is more true for media consumption in an emerging market
context such as India.
To address this gap, the present study explores and synthesizes the variables that
influence reading or watching habits concerning news among Indian masses. The
literature review starts with the framing theory of mass media, which lays the context for the different dimensions of news. Based on the review, we zeroed on factors
such as credibility, localization, ideology, packaging, and entertainment which were
found to influence readability or viewership of news (Oyedeji 2010; Yesudhasan
2006; Rao 2009; Thussu 2008). With the help of existing constructs and measurement items, we collected data from 931 respondents, which was subjected to both
exploratory and confirmatory factor analysis to identify and validate the factor
structures for both print and television news users. After modifications both the
newspaper and television models represented a better fit. The major finding of this
study is that media consumption habits are determined by the credibility, ideology,
entertainment, and localization of the news in both print and television medium.
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Our findings are evidenced in previous studies Gentzkow and Shapiro’s (2015) and
Oyedeji (2010) and also contribute to the literature (Martins et al. 2017; Rahman
and Bhattacharya 2003; Cui an Liu 2000) which identifies the areas that news media
brands need to concentrate on while trying to explore opportunities in emerging
markets.

Moderation Effect of Investor and Manager
Heterogeneous Beliefs on the Relationship
of Advertising and Firm Value
Jiaoju Ge, Gang Wang, and Wanyu Wang

Abstract Advertising will enhance brand capability and company reputation.
Many researches have shown that advertising affects company’s sales performance.
However, how advertising expenditure influences corporate financial market performance needs further investigations. The aim of this paper is to examine the relationship between advertising and firm value with the consideration of heterogeneous
beliefs (HB) theoretically and empirically. Compared to some other HB researches,
both investor heterogeneous beliefs (IHB) and investor-manager heterogeneous
beliefs (IMHB) have been tested for the moderation effects in this study. Panel models are used, and data of manufactory industry in China’s stock markets was collected for empirical econometric analysis. The results show that advertising has a
significant and positive effect on firm value. In addition, HB have a negative moderation effect on the relationship of advertising and firm value. These findings indicate that advertising is rather an investment than expenses. Firm value can be
improved by devoting advertising expenses as well as reducing the IHB and IMHB.
Keywords Advertising • Heterogeneous beliefs • Firm value • Moderation effect
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Introduction
In today’s modern market, consumers are also investors in the stock markets. When
consumers receive more information through advertising, company’s stock market
performance could be affected by advertisings. In recent years, there are a large
number of researches, and their results indicate that the effect of advertising on the
financial performance of listed companies does exist. Grullon et al. (2004) suggest
that the more advertising spending is, the more individual and institutional investors
the firm will have, and the better the liquidity of the stock will be. Fehle et al. (2005)
find that the companies will have significant excess returns which take investors’
emotion and attention much more seriously compared to the companies that do not
in the process of designing advertising. Moreover, this phenomenon is more obvious in the small business and individual investors. Chemmanur and Yan (2010) find
the appeal of advertising to investors will lead a rise in stock price in a short time.
Lou (2014) suggests that the adjustment of managers made for company’s advertising will attract more investors’ attention and further affect the stock return.
Obviously, there are some conflicts in current researches regarding the relationship
between advertising and firm value. Thus, it is worth to further explore the mechanism of advertising and firm value.
However, there is evidence that not only consumers buying the product but also
the investors will be affected by the product information carried in advertising.
Based on behavioral finance, Karrh (2004) finds that investors know the advertising
capability as well as collecting information about the firm according to the advertising. Besides, they can also feel its efforts in advertising and further perceived the
company’s management level and advantages and the whole firm value. The reaction of the stock buyers is very important to the company’s decision making, and
different investors may have different responses even in facing the same thing
because they are independent thinking individuals. Especially in Chinese stock markets, most of investors are individual investors which implies that IHB and IMHB
will have a high probability to be presented in the stock markets. As we know,
advertising could be an effective marketing instrument to increase company’s brand
awareness and finally should result in an increase firm value for that company.
Therefore, the second research objective is to study the impact of IHB and IMHB on
the relationship between advertising and firm value.
Some studies have shown that the heterogeneity not only exists between investors but also between investors and managers (Boot et al. 2006; Dittmar and Thakor
2007). Therefore, two research questions in this study are as follows: (1) Does
advertising really affect firm value? (2) If yes, how do IHB and IMHB affect their
relationship?
There are mainly two contributions of this study. The first one is that the effect of
advertising on firm value has been deeply studied on the basis of Chinese listed
companies, which will prove the strong evidence for the positive influence of advertising. The second one is to add IHB and IMHB as moderators in the relationship of
advertising and firm value. Not only will it show the difference but also the similarity
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of these two kinds of HB. The results will be truly helpful for enterprises to make
the optimum decisions to decrease the negative influence of IHB and IMHB.

Literature Review and Hypothesis
The Direct Effect of Advertising on Firm Value
Nowadays, both managers and investors are increasingly aware of the importance of
advertising expenditure on shareholders’ returns. Therefore, there is no lack of the
researches about the relationship between advertising and financial indicators. The
problem is that no unanimous conclusion has been reached. Frieder and
Subrahmanyam (2005) suggest that advertising spending directly affects the company’s stock performance rather than only affects sales and profits and then affects
stock performance through these two factors. It is usually considered that advertising is the only method to win more consumers, but actually, the process of advertising is also the process of creating intangible assets. Related researches suggest that
individual investors are more willing to buy stocks of these companies that are well-
known or more understood by people (Barber and Odean 2008). Srinivasan and
Hanssens (2009) believe that consumers can more quickly and effectively understand the company’s R&D and new product through advertising, which will boost
the company’s promotion and advertisement and further reflect on the acceleration
of the cash flow. Byzalov and Shachar (2004) conclude that advertising reduces and
even eliminates the uncertainty if a customer hates the risky environment. Also,
advertising will help enterprises to seize the market quickly, increase the entry difficulty for competitors, and have more confidence when negotiating with suppliers.
As a summary, we can find that there is a common point that advertising is beneficial for improving firm returns.
Based on behavioral finance theory, the company’s sales performance will affect
the judgment of investors on the company’s current situation and further affect their
stock investment decisions which will lead to a positive value-added firm value. So,
it can be seen that advertising influences firm’s tangible assets and then the firm
value. But Chan et al. (2001) suggest that to a large extent, the firm value will be
reflected in intangible assets based on the modern economy view. Intangible assets
are mainly composed of three parts: market-specific factors, company-specific factors, and brand assets (Chhaochharia and Grinstein 2007). Josh and Hanssens
(2010) believe that the impact of advertising on firm value is derived from the
impact on investors’ attitude. Further, the reason why advertising will affect investors’ attitude is mainly because it can affect the corporate brand equity. That is to
say, investors tend to invest in stocks that are relatively well known. In the view of
consumer psychology, advertising will enable consumers to know the product information more thoroughly. Consumer purchase intention will be much stronger for
the products they know intimately compared to those they are unfamiliar with,

270

J. Ge et al.

which means that company can build and enhance their reputation by advertising.
The reputation of a company surely will affect the investors in stock market (Green
and Jame 2013). Summing up above all, advertising has a positive impact on firm
value both from a theoretical perspective and empirical research results. So, the first
hypothesis is:
H1 Advertising has a positive impact on firm value.

Heterogeneous Beliefs
HB could be defined as different individuals having different reactions when the
information is derived from the source. The related research about HB first appeared
in some emerging industries with high market share growth (Scheinkman and Xiong
2003). Later, the IHB has also been proved by financial scholars through theoretical
and empirical studies, and ultimately the systematic theory of heterogeneous investment is formed. The theory can be understood as follows: heterogeneity represents
the differences which are reflected in the different and same individual in different
time period (Chen 2008). Hong and Stein (2007) believe the information cannot be
received at the same time because of the differences for stock buyer’ information
access methods and ability, which will form the difference in the attitude of investment. Moreover, due to the ideological differences between people, it will also
make investors to form a different judgment and investment behavior even in the
same situation to receive the exactly same information (Hong and Stein 2007).
Besides, there are other scholars who have concluded that the more serious differences in the attitude of the investors are, the lower the stock future earnings will be
(Hong et al. 2006).
To bring up the next hypothesis, we introduce the other two subconcepts. The
first is IHB. It has mainly occurred in the stock market. The second concept is
IMHB. It refers to the disagreement between two groups about the future expected
stock return.
Tellis (2012) shows that the impact on sales and financial performance is not
fixed which is brought by the advertising input. Karrh (2004) shows that investors
make decisions based on how they feel about companies’ information. Moreover, he
found that different investors may make different decisions even facing the same
advertising. It can be seen that the effect of the same advertising investment is bound
to be constrained by the attitude of investors. When investors are generally optimistic about the company’s future performance in the financial market, advertising may
bring huge profit for the enterprise. When investors do not agree with the future
performance in the financial market, the impact of the advertising on the firm value
will be restricted by their degree of recognition. According to the concept of HB, the
same investor may have different reaction in different period of time even when facing the same information, and the reaction is also uncertain that different investors
have at the same time when facing with the same information. For companies, the

Moderation Effect of Investor and Manager Heterogeneous Beliefs on the Relationship…

271

divergence between investors in capital market will be the most influential factor
restricting advertising impact. That is to say, advertising will positively influence
the firm value if the IHB is low. Instead, if the heterogeneity is higher, then the
impact of advertising on the company surely will be reduced.
On the other hand, Lou (2014) suggests that managers adjusting the advertising
will attract the change of investors’ concern and then affect the stock return. Western
scholars have proved that the enterprise managers are overconfident, so as to bring
inappropriate decision-making behavior (Heaton 2002). In this paper, it is speculated that the inappropriate decisions of managers will also affect the investors’
decision making and further the impact of the advertising on the firm value.
Therefore, we propose that HB play a moderation role on the relationship between
advertising and firm value:
H2a The IHB negatively moderate the relationship of advertising and firm value.
H2b The IMHB negatively moderate the relationship of advertising and firm value.

Models
First, model 1 (Eq. 1) will be used to test the main effect of advertising and firm
value in Chinese manufacturing industry.
FVit = α 0 + α1 Adit + α 2 R & Dit + α 3 Sizeit + α 4 Levit + α 5 Divit + α 6 Liqit
(1)
+α 7 HHI it + α 8 Roa varit + ∑Industryi + ∑Yeari + ε it
where FV is the dependent variable, representing the firm value. AD is the independent variable, representing advertising. Besides Industry and Year indicate fixed
effect dummy variables, all other variables are control variables. The control variables are:
R&D: It represents the research and development input. Many scholars have
proved that R&D has a significant positive impact on firm value (Julio
et al. 2010).
Size:
It represents the scale of firm assets. As one of the most important characteristics, firm size is usually taken as the control variable in related
researches.
LEV:
It represents the financial leverage. And it has been reached to a consensus
that financial leverage will affect firm capital operation, which will finally
affect firm value.
DIV:
It represents the proportion of cash dividends. Barron et al. (2008) have
confirmed that cash dividends do affect firm value. Its impact on firm value
is determined by the ratio of cash dividends to the total market value of the
company.
LIQ:
It represents the current ratio. And it means that the enterprise operating
conditions are quite good, so it is more likely to receive the favor of investors which will have a positive impact on firm value.
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It represents Herfindahl-Hirschman index which is mainly used to measure the industry concentration. Kunyang and Wencong (2014) suggested that HHI will have a significant impact on firm performance.
Roavar: It represents the validity of return on assets. Barth et al. (2001) explained
that the firm total assets affect firm value and, meanwhile, the change
rate of ROA can also affect the firm value to a certain extent.
Next, model 2 (Eq. 2) is used to verify the influence of IHB on firm value, which
is also the first-stage model to test the moderating effects of IHB.
HHI:

FVit = β 0 + β1 Adit + β 2 R & Dit + β 3 Sizeit + β 4 Levit + β 5 Divit + β 6 Liqit
+ β 7 HHI it + β8 Roavarit + β 9 IHBit + ∑Industryi + ∑Yeari + ε it

(2)

IHB: Moderator variable. All other variables are the same as above.
Model 3 (Eq. 3) is used to verify the influence of IMHB on firm value, which is
also the first-stage model to test the moderating effects of IMHB.
FVit = β 0 + β1 Adit + β 2 R & Dit + β 3 Sizeit + β 4 Levit + β 5 Divit + β 6 Liqit
+ β 7 HHI it + β8 Roavarit + β 9 IMHBit + ∑Industryi + ∑Yeari + ε it

(3)

Model 4 (Eq. 4) is the second-stage model to test the moderating effect of IHB.
FVit = γ 0 + γ 1 Adit + γ 2 R & Dit + γ 3 Sizeit + γ 4 Levit + γ 5 Divit + γ 6 Liqit
+γ 7 HHI it + γ 8 Roavarit + γ 9 IHBit + γ 10 Ad ∗ IHBit + ∑Industryi + ∑Yeari + ε it (4)
This model is used to verify the moderation effect of IHB on the relationship of
advertising and firm value. All other variables are the same as above.
Model 5 (Eq. 5) is the second-stage model to test the moderating effect of IMHB.
FVit = γ 0 + γ 1 Adit + γ 2 R & Dit + γ 3 Sizeit + γ 4 Levit + γ 5 Divit + γ 6 Liqit + γ 7 HHI it
(5)
+γ 8 Roavarit + γ 9 IMHBit + γ 10 Ad ∗ IMHBit + ∑Industryi + ∑Yeari + ε it
This model is used to verify the moderation effect of IMHB on the relationship
of advertising and firm value. All other variables are the same as above.

Data
Bharadwaj et al. (1999) use Tobin’s Q as the indicator of firm value. So, Tobin’s Q
A in CRSM database is used as the indicator, expressed by FV in this research. As
the moderator, the earliest measurement of HB is the forecast differences between
analysts. Diether et al. (2002) find that degree of analyst forecast differences will
negatively affect the enterprise of the future return based on the sample of American
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listed companies. Boehme et al. (2006) believe that the turnover rate is a better way
to measure HB compared with the differences in analysts’ prediction. Since this
paper is based on the accounting year, we choose the average daily turnover rate as
the measure of the IHB.
As for the IMHB, this paper adopts the first indicator provided by Dittmar and
Thakor (2007). It is that analysts forecast earnings per share minus the actual earnings per share and then divided by the actual earnings per share and standardized
this value, and, finally, we can get the absolute value. The calculation method is as
follows:
IMHB =

Eb − E a
Ea

(6)

where Eb is the earnings per share (analysts’ forecast) and Ea is the earnings per
share (actual).
The sample for this study was collected from manufactory industry A-share list
companies. All ST companies (bad financial performance and under financial monitoring) have been deleted. Analyst forecast earnings per share are the average of the
forecast earnings by analysts from WIND database. The rest of data is from the
RESSET, WIND, and CSMAR databases. According to the above data selection
criteria, the final sample consists of 840 sets of data from January 2011 to December
2013. Table 1 presents the summary statistics of the sample.

Results and Discussions
All estimation results have been shown in Table 2. Overall, the first model is statistically significant at 1% level (Prob > F = 0.000). Advertising (Ad) is statistically
significant at 1% level and statistically has a positive impact on firm value
Table 1 Summary statistics
Variables
FV
Ad
R&D
Size
Lev
Div
Liq
HHI
Roavar
IHB
IMHB

n
840
840
840
840
840
840
840
840
840
840
840

Mean
1.7750
0.0926
0.0145
0.5694
0.7632
0.0138
3.1550
0.0385
3.7589
1.2605
0.3920

St. Dev.
0.9561
0.2214
0.0135
0.9712
0.6548
0.0110
3.6525
0.0253
3.1941
0.9228
1.0146

Minimum
0.8498
2.10e-06
1.59e-06
0.0425
0.0307
0.0004
0.3690
0.0190
0.0760
0.1388
0

Maximum
7.1383
0.1648
0.1551
7.9745
4.0762
0.0779
29.6420
0.2641
21.9604
7.8175
9.7500
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Table 2 Estimation results
FV
Ad
R&D
Size
Lev
Div
Liq
HHI
Roavar

Model 1
Coefficient
7.0889***
(1.9861)
8.4991***
(2.1111)
0.0227
(0.0370)
−0.2292***
(0.0508)
−12.2150***
(2.3391)
−0.0209
(0.0129)
10.6243
(9.4720)
−0.0116
(0.0090)

IHB

Model 2
Coefficient
7.0256***
(1.9767)
8.4922***
(2.1199)
0.0197
(0.0368)
−0.2300***
(0.0510)
−12.4938***
(2.4255)
−0.0212
(0.0129)
10.5610
(9.4466)
−0.0117
(0.0091)
−0.0218
(0.0313)

Model 3
Coefficient
7.0789***
(1.9846)
8.4601***
(2.1113)
0.0220
(0.0371)
−0.2273***
(0.0511)
−12.3917***
(2.3582)
−0.0208
(0.0130)
10.6764
(9.4811)
−0.0114
(0.0090)

Ad*IHB

Model 4
Coefficient
4.1843**
(1.6691)
8.5056***
(2.0812)
0.0132
(0.0355)
−0.2152***
(0.0499)
−12.1352***
(2.4235)
−0.241**
(0.0122)
8.3717
(9.2183)
−0.0079
(0.0088)
−0.0529
(0.0325)
−9.6980***
(2.6946)

−0.1407
(0.0234)

IMHB
Ad*IMHB
Cons
Industry
Year
R-squared
Prob > F

−0.7417
(2.3043)
Controlled
Controlled
0.2804
0.0000

−0.7116
(2.2973)
Controlled
Controlled
0.2807
0.0000

−0.7534
(2.3065)
Controlled
Controlled
0.2806
0.0000

−0.2238
(2.2387)
Controlled
Controlled
0.2985
0.0000

Model 5
Coefficient
5.2694***
(1.6966)
8.3108***
(2.1245)
0.0190
(0.0367)
−0.2256***
(0.0508)
12.2796***
(2.3470)
−0.0216*
(0.0129)
9.9430
(9.4824)
−0.0116
(0.0090)

−0.0747***
(0.0285)
−9.1454***
(2.7186)
−0.5834
(2.3057)
Controlled
Controlled
0.2873
0.0000

*significant at 10% level; **significant at 5% level; ***significant at 1% level; Robust S.D. value
in the brackets

(α1 = 7.0889***). The results indicate that advertising does have a positive impact
on firm value when other factors are controlled, which supports our first
hypothesis.
In model 2 and 3, the overall estimation results for both models are good
(Prob > F = 0.000). The results in model 2 show that the main independent variable
advertising (β1 = 7.0256***) still statistically has significant positive impact on firm
value. But the IHB does not statistically have a significant effect on firm value
directly since the coefficient of IHB (β9 = −0.0218) is statistically insignificant. The
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results in model 3 show that the main independent variable advertising
(β1 = 7.0789***) still statistically has significant positive impact on firm value. But
the IMHB does not statistically have a significant effect on firm value directly since
the coefficient of IMHB (β9 = −0.1407) is statistically insignificant.
In model 4, the overall estimation is good (Prob > F = 0.0000). The results show
that the main independent variable advertising (γ1 = 4.1843***) statistically has
significant positive impact on firm value, whereas the parameter of Ad*IHB is significant but negative (γ10 = −9.6980***) which indicates that IHB significantly negatively moderates the relationship of advertising and firm value. Therefore,
Hypothesis 2a is supported. In model 5, the variable Ad*IMHB has been added to
model 3 to test the moderation effect of IMHB. The overall estimation is good
(Prob > F = 0.0000). The results show that the main independent variable advertising (γ1 = 5.2694***) still statistically has significant positive impact on firm value,
while the parameter of Ad*IHB is significant but negative (γ10 = −9.1454***) which
indicates that IMHB significantly negatively moderates the relationship of advertising and firm value. Therefore, Hypothesis 2b is supported too.
From the results of the models, we can see that the impact of advertising on firm
value is positive and significant (model 1, α1 = 7.0889***; model 2, β1 = 7.0256***;
model 3, β1 = 7.0789***; model 4, γ1 = 4.1843***; model 5, γ1 = 5.2694***).
Increasing the advertising investments will not harm the firm value. The cost of
advertising should be regarded as capital investment since the entry barriers will be
built for other potential competitors by the propaganda in the mass media. Moreover,
advertising can also attract new customers and increase the repeated purchase
behavior. Our results prove that corporates can communicate with consumers
through advertising which will effectively enhance the company’s intangible assets
then increasing firm value.
This paper confirms that IHB play a negative role of advertising on firm value
(model 4, γ10 = −9.6980***). Thus, the companies should take into account the
attitude of different investors. By reducing IHB, advertising can achieve a better
result. Besides, investors and managers may have different attitudes toward advertising too, so the IMHB also deserve in-depth attention. In decision-making process,
managers should not only pay attention to the differences between different investors about the advertising but also notice the differences between themselves and
investors.
If investors and managers do not have a consistent attitude toward the company
financial market prospects, it will harm the corporate advertising benefit from the
perspective of the moderating effect of IMHB on advertising and firm value.
Although this effect is not obvious, it still should be paid enough attention to.
When making marketing decisions, it is necessary to consider the attitude of investors toward the company’s marketing activities. Meanwhile, it is helpful for managers to make further decisions if the difference level has been decreased for
attitude between investors and managers toward the enterprise’s management status and future.
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Conclusion
A theoretical development and empirical analysis for manufactory industries in
China have been analyzed for the relationship between advertising and firm performance especially the moderating role of IHB and IMHB on the relationship.
The results indicate that more advertising investment will increase firm value for
manufactory industry firms in China. Especially Chinese manufactory industries are
in need of strong brand building. More advertising will add more brand value for
manufactory brands and eventually increase their firm value. Moreover, both IHB
and IMHB negatively moderate the relationship between advertising and firm value.
However, the moderation effect of IHB is statistically larger than that of IMHB. This
suggests that advertising has to be carefully planned for their target consumers or
investors to reduce IHB due to the reason that most of investors are individual investors in Chinese stock market.
This research studies the impact of advertising on firm value which broads the
firm value research in a limited degree. However, in the case of the more and more
information for both investors and managers, firstly, future research could explore
the impact of different types of advertising on firm value, such as print ads, TV ads,
online ads, and WeChat ads. Secondly, future research could study the impact of
other advertising characteristics on firm value such as advertising frequency, casting
situations, and the length of advertisement.
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Pilgrimage, Consumption and the Politics
of Authenticity: An Abstract
Mona Moufahim and Maria Lichrou

Abstract Pilgrimages are a feature of all major world religions as well as spiritual
movements and more secular realms (Digance 2003; Margry 2008). The sacred sites
of pilgrimages are often important commercial centres featuring vibrant marketplaces, where spiritual goods and services are sold (Scott and Maclaran 2012). As
such, pilgrimages and pilgrims’ consumption behaviours can provide rich sites of
inquiry into symbolic, spiritual and material consumption. Muslim pilgrimages are
notoriously closed to outsiders, and there has traditionally been little opportunity
for research studies to gain access and insights. This ethnographic research contributes to further understanding consumption practices at the intersection of the sacred
and the secular.
A critical dimension of pilgrimage is arguably pilgrims’ experience of authenticity (Belhassen et al. 2008). Drawing on notions of authenticity within tourism literature (Wang 1999), pilgrimage has been approached here as a quest for authenticity.
A notoriously problematic concept, authenticity reflects the extreme complexity of
interacting phenomena, involving cultural contact, issues of identity, appropriation
and commodification (Costa and Bamossi 2001). The purpose of this research is to
examine the role of authenticity in the negotiation of identity. Specifically, studying
the pilgrimage experience broadens our understanding of the role of religious consumption and perceived authenticity in the negotiation of a Shi’a Muslim identity.
The context of this study is a pilgrimage to Syria and Iraq undertaken by a group of
Belgian Muslim women in January 2012.
This study reveals that secular and sacred consumption are entwined in the context of a religious pilgrimage and contributes to the dialogue on authenticity and in
particular recent calls towards contextualising existential authenticity (Shepherd
2015). The pilgrimage proved important in terms of reinforcing pilgrims’ religious
identity. The consumption of objects and the visit to various sites of historical and
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religious importance allowed them to get ‘closer to history’ and to claim an authentic Muslim identity. Ziyara pilgrims demonstrate their ‘authenticity’ as Shi’a
Muslims by their participation in the pilgrimage, by projecting their identity via the
consumption of particular objects and also through visual markers of their Shi’a
identity. In this case, authenticity also assumes a religious and socio-political dimension since it is often at the heart of heated sectarian debates among Muslims (e.g.
who is to claim legitimacy in the leadership of the Muslim world).

A Process Evaluation of an Environmental
Intervention: The Case of a Heritage Tourism
Organization: An Abstract
Diana Gregory-Smith, Victoria K. Wells, Danae Manika, and David McElroy

Abstract Using a case study methodology, this paper assesses an environmental
intervention among employees of a cultural heritage tourism organization. The
intervention took a downstream social marketing approach and focused on influencing individual employee behaviors within the heritage organization, such as energy
saving (i.e., lighting and heating) and recycling (i.e., waste reduction). It was delivered via a customizable “sustainability toolkit.” The assessment of the intervention
process is based on data collected from the heritage organization’s employees and
the reflections of sustainability practitioners (external to the organization) who
designed and delivered the intervention. More specifically, using Pawson and
Tilley’s (1997) context-mechanism-outcome framework, we carry out an evaluation
of the environmental intervention, and we uncover that a good understanding of the
tourism and organizational context (regarding the dimensions of structure, culture,
agency, and relations) and the use of tailored, action-focused mechanisms (for each
context dimension) are critical to achieving transformational outcomes in environmental interventions within cultural heritage organizations. Implications for future
interventions and for tourism management and practice are discussed along with
further research directions.
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Investigating the Effectiveness of Fear Appeals
to Prompt Help Seeking in At-Risk Gamblers:
The Moderating Role of Problem Gambling
Status: An Abstract
Svetlana De Vos, Roberta Crouch, Pascale Quester, and Jasmina Ilicic

Abstract This research examines the moderating role of problem gambling status
(low-risk gamblers, moderate-risk gamblers and problem gamblers) on the processing of fear appeals in a sample of Australian gamblers.
This study uses multigroup comparisons in structural equation modelling (SEM)
to test the robustness of the revised protection motivation model (RPMM) in predicting the effectiveness of fear appeals to induce help-seeking intentions in at-risk
gamblers. The results provide evidence that fear does not mediate the impact of
perceived susceptibility on help-seeking intentions in at-risk gamblers. Cognitive
appraisals of perceived susceptibility directly and positively impact help-seeking
intentions in low, moderate and problem gamblers.
Overall, this research demonstrates that negative emotion such as fear does not
prompt at-risk gamblers to seek help. However, when gambling threat is perceived
as relevant, the cognitive appraisals of gambling risks predict significant help-
seeking intentions in low, moderate and problem gamblers. Direct impact of perceived susceptibility on help-seeking intentions does not significantly differ among
low, moderate and problem gamblers. This research demonstrates the unique role of
individual gambling status on fear appeal effectiveness in at-risk gamblers.
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Toward Understanding the Dark Side Effects
of Process Control in Franchising:
An Abstract
James R. Brown and Jody L. Crosno

Abstract The successful operation of a firm’s franchised channels requires that all
franchisees in the system present a uniform product image and refrain from damaging the brand. Process control – franchisor control over franchisee activities, procedures, and behaviors – is one way in which franchisors can ensure that franchisees
protect and enhance the brand. A recent meta-analysis revealed that process control
can have dark side effects (i.e., a franchisor’s process control increases, rather than
dampens, franchisee opportunism) (Crosno and Brown 2015). One possible reason
for this effect is that franchisees view franchisor process control as being unfair and,
therefore, respond negatively to process control (Husted and Folger 2004).
This research empirically investigated the viability of the unfairness explanation
for process control’s dark side effects. One hundred eighteen franchisees from a
variety of industries completed an online survey pertaining to franchisor-franchisee
relationships. To test the (un)fairness explanation for process control’s dark side
effects, we estimated a moderated mediation model. This model depicts franchisee
opportunism as the dependent variable, franchisee’s perceptions of franchisor process control as the independent variable, franchisee perceptions of franchisor distributive justice (our measure of fairness) as the mediator, and franchisee perceptions
of the legitimacy of franchisor process control as moderating the link between process control and distributive justice.
Our results showed two dark side effects for process control: (1) heightened franchisee opportunism and (2) reduced franchisee perceptions of franchisor distributive justice. However, the more that franchisees see process control as being
legitimate, the weaker the dark side effect of process control on distributive justice.
Further, we found that the mediating role of distributive justice reverses the dark
side effect of process control on franchisee opportunism, especially when franchisees see the franchisors’ process control efforts as being legitimate.

J.R. Brown (*) • J.L. Crosno
West Virginia University, Morgantown, WV, USA
e-mail: j.brown@mail.wvu.edu; jody.crosno@mail.wvu.edu
© Springer International Publishing AG 2018
P. Rossi, N. Krey (eds.), Marketing Transformation: Marketing Practice in an
Ever Changing World, Developments in Marketing Science: Proceedings of the
Academy of Marketing Science, https://doi.org/10.1007/978-3-319-68750-6_87

285

286

J.R. Brown and J.L. Crosno

In conclusion, our research shows that franchisors can overcome the dark side
effects of process control in two ways: by (1) behaving in a way that promotes distributive justice and (2) stressing to franchisees the legitimacy of their process control efforts by, for example, emphasizing that effective process control protects the
brand to the benefit of the entire system. Finally, these findings add to our theoretical understanding of process control by providing empirical support for the (un)
fairness explanation of its dark side effects.

Action Alignment and Social Alignment
Domains in Business Relationships:
An Abstract
Janice M. Payan, Carmen Padín, Carlos Ferro, and Göran Svensson

Abstract This study supports the separation of action alignment domain variables
(e.g., coordination and economic satisfaction) from the social alignment constructs
(e.g., cooperation and noneconomic satisfaction) based on the “domain membership
theory.” The key premise of this theory is that the association among the variables
in the same domain will be stronger than the association between variables from
different domains. The variables tested in this study are key elements of effective
collaboration in relationships in supply chains or other interorganizational
relationships.
This study finds the following. First, coordination directly affects economic satisfaction but does not directly affect noneconomic satisfaction. Second, cooperation
directly affects noneconomic satisfaction but not economic satisfaction. The explanation is the underlying nature of the tested constructs and their membership in
specific domains. Coordination and economic satisfaction belong to the action
alignment domain. Variables in this domain are relatively more objective (i.e., more
tangible and easier to observe) and therefore easier to quantify. Cooperation and
noneconomic satisfaction belong to the social alignment domain. Variables in this
domain are relatively more subjective (or based upon perception) and are therefore
more difficult to quantify (i.e., more intangible).
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Toward an Institutional Perspective
of Attribution, Legitimacy Judgment,
and Trust Erosion During an Industry-Wide
Crisis: An Abstract
Shijiao Chen, John Knight, Hongzhi Gao, and Damien Mather

Abstract Industry-wide product-harm crises – well-publicized instances of defective products/services or poor management permeating in an industry – often strike
consumers, especially in emerging markets. Emerging markets are prone to industry-
wide crises because of their underdeveloped institutions. For example, we have
observed the milk contamination scandal in 2008 and the vaccine scandal in 2016;
both happened in China. As another example, the 2017 Brazil rotten meat scandal in
which more than 30 companies were reported to have unhygienic and illegal practices caused many worries about the meat exported from Brazil. An industry-wide
crisis not only impairs consumers’ trust in the implicated brands but also erodes
their trust in the whole industry and even the regulatory system that oversees the
industry (Cleeren et al. 2008; Feng et al. 2014; Knight et al. 2008).
Previous research on product-harm crises mostly focuses on trust erosion in individual firms rather than in entire industries (Coombs and Holladay 1996; Klein and
Dawar 2004). Industry-wide crises differ from individual firm crises because of the
involvement of institutions that impact consumer trust at an industry level.
Fundamental gaps are present in the studies of the impact of institutions that shape
the context of firms’ actions and interactions, industry practice, and consumers’
responses. This paper applies an institutional and psychological perspective to evaluate the role of perceptions of institutional environments, attribution, and legitimacy judgment in trust erosion during an industry-wide crisis.
The authors firstly review the literature and establish an integrative model. Then
the authors conduct a survey study with 534 valid respondents to test the relationships among attribution, legitimacy judgment, industry trust, and two antecedents
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about institutional environments – perception of normalization of misconduct and
confidence in governmental regulation. The results from structural equation modeling support our research model and illustrate the role of attribution and legitimacy
judgment in the erosion of industry trust.
There are three main contributions in this research. Firstly, we make a theoretical
linkage between institutional factors and consumer psychological constructs of
attribution and industry trust. Secondly, we conceptualize consumer legitimacy
judgment of an industry and empirically test its role in the erosion of industry trust.
Thirdly, we conceptualize the institutional environments relevant in an industry-
wide crisis from a consumer perspective and exam their impacts on attribution,
legitimacy judgment, and industry trust. This paper provides managerial implications for industry-wide crises in emerging markets.

Prejudice and Racial Discrimination in Retail
Settings: Perceptions and Reactions
of Consumers in an Emerging Market
Adelson Silva Junior and Juracy Parente

Abstract This paper aims at advancing knowledge of how prejudice and racial
discrimination is perceived by Afro-Brazilian consumers during their interaction
with sales staff in upper scale retailers, in predominantly “White” settings, and how
these consumers react to these situations. The results of this qualitative empirical
investigation yielded valuable conceptual contributions to this relevant topic as
some of widely accepted theoretical perspectives were not corroborated by the
empirical findings. That is, the social categorization mechanisms from the social
identity theory were partially confirmed, but they were not sufficient for the understanding of discriminatory behaviors between agent and target belonging to the
same in-group. The paper draws the attention to the very important and unknown
aspects relating to the consumer-salesperson interaction in emerging markets not
yet studied and the need for retailers to formulate strategies that prepare sales force
to avoid the store image threats arising out of prejudice and discrimination perception by consumers.
Keywords Racial prejudice • Discrimination • Stereotypes • Shopper • Retail •
Emerging market

Introduction
Although the phenomena of prejudice and negative discrimination – understood as
the unfair, rude, or inferior treatment – have been broadly discussed and studied in
international literature by different fields, such as psychology, sociology, and
anthropology, it lacks a better comprehension when they occur during the interactions between consumers and sales staff in the context of retail physical stores in
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emerging markets. Discriminatory behaviors may be originated from race (ethnic
origin), age, social condition, or gender prejudice, just to mention the most cited of
them all. In accordance with the most important studies about prejudice and discrimination (Bennett et al. 2014; Lee 2000; Lima and Vala 2004), this study uses the
term “race” meaning ethnic-racial: individuals or groups considered majority or
minority, by combining the first term “ethnic,” which incorporates cultural features
of a certain person or social group, and the second term “racial,” used as a socially
built concept, referring to a certain social group.
The following facts about the Brazilian racial composition highlight the importance of this study. According to IBGE (2014) – Brazilian statistics agency – the
racial composition in this country with approximately 205 million inhabitants is
identified by the following five types of races and colors of skin: White (45%);
Brown (45%), due to a long history of intermarriage between European White,
African Black, and native Indians; Black (9%); Yellow, mostly Japanese descendants (almost 1%); and native Brazilian Indians (almost 1%). Compared to the
United States of America, Brazil shows a very high level of intermarriage. While
Brazilian higher economic and social class is predominantly White, the lower economic levels have a “darker” skin composition (Brown and Black). Brazilian racial
conflicts are the same as the North American ones in the structural form in which
social and economic relations were formed, based on slavery of African Black people. However, a comparative analysis between these countries points out some
important differences. Skidmore (2001) emphasizes that Brazilian multiracial formation character is more flexible and less sectarian compared to the North American
biracial character, much more rigid, and predominantly based on two groups:
Whites (being 100% “racially” white) and “Blacks” (total or partly from Afro origin). But he warns that even being multiracial, Brazilians are supported by racist
premises, with the White being on the top of the social pyramid.
Prejudice and racial discrimination are universal phenomena (Duckitt 1992),
human and daily (Sue et al. 2007), present in practically all kinds of societies (Jones
1997), and can be considered negative most of the times (Crochik 1997). Thus,
prejudice and discrimination, which would be its behavioral manifestation (Jones
1997), are considered complex phenomena that change according to the social and
historic context (Duckitt 1992). Additional challenges are required to identify it
(Bone et al. 2014), due to the increasingly diffuse and subtle way it has been presenting itself for both sides, the target and the discriminator agent (Dovidio and
Gaertner 2000).
Thus, understanding the mechanisms through which prejudice and discriminatory behaviors are developed, specifically in the frame of the relations between consumers – used in this study to also designate the shoppers or customers (Parente and
Barki 2014) – and store sellers, including other store attendants, such as assistants,
cashiers, and security guards (Rosembaum et al. 2012), is also justified since,
besides the social, moral, and human problems deriving from and affecting final
consumers, the effects are very harmful to society in general, as well as to the companies. Immediate and future economic costs for stores and associated brands, along
with image problems, are expected, due to the decrease in the consumers’ satisfaction
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level and the loss of brand loyalty (Gregoire et al. 2010; Walsh 2009) and the
decrease in patronage, that is, the intention to continue buying in a certain store or
channel of sales (Wang 2009). All these things may result in “under-exploiting valuable consumer segments” (Walsh 2009, p. 162), putting at risk the attainment of
financial goals, whose impact is very hard to measure (King et al. 2006).
In Brazil, considered an emerging market, prejudice and discrimination have
been little explored by marketing research. And, specifically, in the retail setting,
there are few works published in scientific journals. But it is interesting to note that
the recent process of economic mobility of consumers from lower socioeconomic
classes in the segment considered middle class in this country (Kamakura and
Mazzon 2013; Souza and Lamounier 2010) made the incidents of racial discrimination involving them more visible and receiving a negative local “publicity” in the
press (Meirelles and Athayde 2014).
The most important assumption considered in this study is that the negative perceived discrimination occurs between consumer (the target) and salesperson (the
agent), in their interaction in physical stores, when the salesperson, taking into consideration personal traces of the consumer, provides a negative treatment, perceived
by the target as being unfair and unequal (Crockett et al. 2003). And the main
research question is to understand how Black consumers (Black and Brown) in
Brazil perceive and cope with prejudice and racial discrimination in physical stores.
Thus, based on a theoretical review, the initial research assumptions, and the data
analysis and interpretation, the goal is to advance knowledge and improve the
understanding of these phenomena. It is expected to provide information to raise
awareness of this problem among marketing scholars and practitioners, such as
retailing, business community executives, media, as well as government and public
legislators, contributing therefore to a healthier, fairer, and more inclusive
marketplace.
Besides this introduction, this paper is organized in four topics: (1) review of
literature about prejudice and discrimination; (2) the interpretive qualitative method
used in data collection, analysis, and interpretation; (3) the main results; and (4) the
research contributions, its limitations, and aspects that may be examined further in
future studies.

Review of Literature
In the marketing area, there are several studies in the United States of America relating prejudice to the perceived discrimination under the name of marketplace discrimination, such as during interactions between patients and hospital attendants
(Williams et al. 1997); between consumers and store sellers (Ainscough and Motley
2000); and, in a broader way, between non-White consumers (Latin, Black and
Asian) and the store staff (Brumbaugh and Rosa 2009). Studies about the strategies
adopted by consumers to deal with the racial perceived discrimination also stand out
(Crockett et al. 2003) as well as studies with immigrant consumers (Walsh 2009),
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considering other attributes besides skin color, such as appearance, behavior, and
accent, and more recently those related to “unfair treatment” from service people
(Bennett et al. 2014).
The most important theoretical perspective considered in this study to investigate
the phenomena of prejudice and perceived discrimination in retail settings comes
from the social psychology covering both individuals’ behavior and their intergroup
relations. That is, both the individual and social dimensions of the studied phenomena (Crochik 1997), which can be divided in two types of manifestations: “more
explicit” and “less explicit.” In the first case, two main approaches are found: the
sociological focused on the group conflicts, such as the realistic group conflict theory or RGCT (Duckitt 1992; Jackson 1993), and the cognitive focused on the individual conflicts and related to the group conflicts, under the social identity theory or
SIT (Duckitt 1992; Tajfel and Turner 1986; Wolfe and Spencer 1996). Also, used as
the main theoretical reference in this paper, SIT highlights the attitude of in-group
preference (Walsh and McGuirre 2007), considering that negative discrimination in
the marketplace is observed by the result of the services provided in a different way
by the store attendants in favor of the customers considered “members of the group”
(in-group or “we”) and in a negative way for the customers classified as “members
outside the group” (out-group or “they”).
In the second case, theories related to the less explicit manifestations of the phenomena are found, which are harder to identify. The main theories are (1) aversive
racism characterized by the conflict between not wanting to deliberately discriminate, and doing it unconsciously, in an ambiguous and veiled form of prejudice
(Dovidio and Gaertner 2000), which ends up masking the phenomenon of discrimination by the agent, making its understanding even more difficult, and (2) the tiny
aggressions or daily acts of prejudice and discrimination, which happen too fast and
are so common that sometimes are considered “harmless” (Sue et al. 2007). In this
group, for example, could be included the “theory of polite racism” (Rodrigues
1995) or the myth of the racial democracy “[...] a typical Brazilian form of racism
[...] defined as a form of discrimination against non-White citizens [...]” (Lima and
Vala 2004, p. 407), which feeds an ingrained belief in that rather than prejudice and
discrimination associated with racial origin, what would really take place is a discrimination due to a lower social class origination (Lima 2014).
The previously mentioned theories treat prejudice, discrimination, and stereotypes as their most important concepts. There is reasonable agreement that prejudice is related to an attitude, a predisposition, or a tendency of someone acting in
a certain way toward a group. Discrimination, in turn, is the manifested behavior
of prejudice (Jones 1997), and it would be negative as it consciously or unconsciously favors one group while damaging another group (Ramiah and Hewstone
2013). When perceived, it may be considered offensive (Harris et al. 2005) or a
negative feeling experienced by someone who is supposedly being discriminated
(the target), by someone else (the agent) or by groups of people (Crockett et al.
2003). Put another way, it is a generic perception by a target who receives unfair
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treatment (different and negative compared to the others) from an agent or a rude
treatment (not friendly or disrespectful, offensive or threatening, and with a low
level of service quality). Feelings of personal rejection would also be present, like
those coming from offensive insults, because the target is considered dishonest,
dangerous, or inferior, which generally are more explicit than the unfair
treatment.
In turn, negative stereotypes, based on beliefs (cognitive and affective), are considered strictly related to prejudice, or, according to Jones (1997), they are the
“engine of prejudice” and play an antagonistic role: at the same time, they make the
cognitive process easier, and they may reinforce prejudice and perceived negative
discrimination. For example, the “automatic” act of prejudging someone by her/his
appearance in terms of physical traits (like skin color) or socioeconomic signals. It
is a process of social categorization based on a very simplified mental image of
some category of person, shared by a great number of people and which normally
comes with prejudice (Tajfel 1982). The stereotypes would be the reason why someone could be treated differently, based on an initial expectation that someone has
about who would be the other individual, her/his capacities, abilities, and economic
conditions (Wolfe and Spencer 1996).
Besides the previous concepts, Feagin (1991) identifies three types of responses
or defense mechanisms adopted by an end consumer, when she/he, as the target,
perceives a discriminatory behavior against herself/himself in the marketplace:
leaving/withdrawing the place, resigned acceptance, and physical or verbal confrontation. Pittman (2012) also noted that half of the respondents, when in a situation of perceived discrimination in physical stores, have responded by leaving the
place. Another protection mechanism named “attribution,” and adopted by discriminated targets, was identified in the literature. It usually happens when the
target assigns to someone else other than himself/herself the responsibility for
being discriminated, to explain her/his inability to achieve a certain goal as a way
of protecting herself/himself from feelings of failure caused by someone else
(Crockett et al. 2003). The first one is the attributional ambiguity when the target
“understands” that, instead of being caused by its own inability, it originates, for
example, from a prejudice by the agent. The second one is the person/group discrimination discrepancy, when the target assigns its occurrence to the fact she/he
belongs to a certain group of people who usually suffers discrimination, but she/he
(the target) is not responsible for it. And finally, several authors (Ainscough and
Motley 2000; Bone et al. 2014; Crockett et al. 2003; Lee 2000; Nogueira 2007;
Pittman 2012) indicated the role of appearance (physical characteristics and way of
dressing) in interpersonal relations, as a strategy to face prejudice and perceived
discrimination. To this end, appearance adjustment mechanisms (Rosembaum
et al. 2012) by the target include “dressing better” or “looking well-groomed,”
exhibiting accessories and fashion items, adopting a certain way of talking, or disguising the accent or origin.
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Methodology
Qualitative research strategy was adopted considering the need for an open and less
rigid approach, appropriate to discuss complex subjects (Pager 2006), such as prejudice and negative discrimination. The decision to get data from personal interviews
through phenomenological approach and the use of hermeneutical interpretation
were supported by pilot studies.

Respondents’ Profile
This study considered Black consumers living in the metropolitan area (MA) of São
Paulo as unit of analysis. The adult subjects (see list of respondents in Table 1) indicated by colleagues and friends of the authors of this paper (who are White) were
selected by convenience and based on the judgment of the authors about their adequacy in terms of being Black consumers (Black and Brown) with a socioeconomic
level considered middle class in Brazil.

Data Collection
The personal, unstructured, and in-depth interviews were performed by one of this
paper’s authors from March to May 2016. On average, three face-to-face or Skype
interviews were conducted with approximately 45 min each, in distinct moments,
with each subject, totaling 22 interviews with nine respondents, 17 h of recorded
Table 1 Respondents’ profile
Respondent
1 Solange
2 Carlos

Gender
Female
Male

Age
35
21

Occupation
Works
Works and studies

Marital status
Single
Single

3

Male

24

Works and studies

Single

4 Patricia
5 Tomas

Female
Male

35
27

Works
Works and studies

Single
Single

6

Male

21

Works and studies

Single

7 Paulo
8 Marcos

Male
Male

27
25

Works
Studies

Married
Single

9

Female

37

Works

Married

Julio

Cesar

Cintia

Education
Postgraduate
Incomplete higher
education
Incomplete higher
education
Postgraduate
Incomplete higher
education
Incomplete higher
education
Postgraduate
Incomplete higher
education
Postgraduate
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audio, 227 pages of transcriptions, or 137 thousand words. The following aspects
were observed: (1) respondents’ anonymity assurance, (2) interviews conducted in
the moments and places chosen by the respondents and individually (only respondent and interviewer), and (3) prior consent obtained to take notes and record the
interviews (Veludo-de-Oliveira and Oliveira 2012).

Phenomenological Interview
The phenomenological approach used during the interviews was aimed at reaching
an understanding at the “[…] first-person description of a lived experience […]”
(Thompson et al. 1989, p. 144), to allow the analysis and interpretation of the studied phenomena from individual perspectives. Thus, the interviews started with a
“grand tour” question, that is, an initial question to open the dialogue in a broad way
(Baker 2006; Haytko and Baker 2004; Thompson and Haytko 1997; Walsh 2009):
“when I speak of ‘buying in a physical store’, which thoughts come to your mind?”
Even without a rigid interview script, the interviewer sought information about cultural, social, and personal background of the respondents and paid attention to their
feelings, reactions, and contradictions experienced in significant situations described
by them. And, considering the sensibility of the subject of prejudice and perceived
discrimination, no direct and specific questions using these two terms were made,
except when they arose spontaneously during the interviews.

Data Analysis and Interpretation
This stage consisted in transcribing the data collected to a Word text and then the
hermeneutical interpretation, both made by the interviewer himself. For the interpretation, the initial assumptions previously described were considered, as well as
the aspects already covered by the existing theory and concepts, without the prior
imposition of their precepts, so that, at the same time, it allowed and made to emerge
other relevant elements still not explicit or not covered by theory, which could contribute to enlarge the understanding of the phenomenon (Thompson et al. 1989).
Using hermeneutical approach – “the circular interplay between the interview texts,
the thematic interpretation, and research on the sociocultural aspects [of the] phenomena [...]” (Thompson and Haytko 1997, p. 20) – iterative (continuous) and interactive (intratext and intertext) analyses were made. In the first moment, the goal was
to understand the participants’ experiences, and in a second moment the goal was to
note the points of similarities and differences between them, so that they could be
later grouped in thematic or meaning categories.
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Results and Discussion
The findings of this study are presented in four thematic or meaning categories,
emphasizing those results corroborating, refuting, or bringing new themes that can
be further investigated. To better illustrate the analysis and the interpretations,
excerpts from the respondents (the most significant literal texts) are also presented
and identified by their fictitious names in Table 1.

Respondents’ General Background
Respondents were classified as Black middle-class consumers. Common to most of
them is the fact that they are inserted in environments with people with a higher
purchasing power or a higher hierarchical position, whether attending a private university as a scholarship student or as a professional in private companies. They all
have their life trajectories marked by a humble origin, but today they enjoy a better
socioeconomic condition and a higher educational level than their parents. Most of
them live in peripheral neighborhoods in São Paulo MA; were the first in their own
nuclear families to be in a university; define themselves as Black, which means
either Black or Brown; and describe their families (brothers, sisters, spouses, cousins) as very “mixed,” which confirms a trait indicative of the Brazilian population
miscegenation (Lima and Vala 2004; Skidmore 2001).
Next, the main identified results are presented and grouped in four thematic
categories.

Denying the Phenomena
From the respondents’ narrative, some aspects can be interpreted as “denying the
occurrence” of prejudice and racial discrimination phenomena with themselves,
such as avoiding the matter (Nolf 1988), not victimizing themselves (Couto et al.
2009), not acknowledging/admitting its occurrence with themselves, and minimizing incidents according to the following excerpt:
[talking about a personal incident with two White store attendants in a mall kiosk; he was
the only customer at that time; he greeted them, but they did not react or help him]
Ah, it was something really small that happened these days, I guess. [...]. But I think it
was a super negative experience. (Paulo)
[talking about a real discrimination incident in a pastry store that he read on the Internet]
I think racism in itself, man, is... It doesn’t really exist in the society we live in, there is
no more space for such a thing, right? [...]. Thanks God, it is a situation that I am not used
to experience, and even more because I am Black, you know? I hadn’t this kind of e xperience
yet, you know? But these things happen all the time. We see situations... television... (Julio)
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And, complementing, a great contradiction arises: almost all of them assume they
are Black, recognize the generalized and widespread existence of prejudice in their
social contexts, but hesitate in admitting that they have suffered prejudice or racial
discrimination:
[trying to rationalize why she had to wait so much to be helped in a car dealer that was
empty and with the whole sales force on stand by]
[...] Something actually crossed my mind. I wonder if it is racism? [...]. Someone not
willing to help me... Because I am Black. But never in my life I have suffered that kind of
problem, in any place I’ve been to [...]. But it comes to mind... I guess that since we see
those things on media, it will come to your mind [...] (Cintia)

Identity and Group Affiliation
In a society with a high level of miscegenation, with varied skin color traits from
white to black, the impact of the doubt “what race I belong to” seems to reflect the
way they tend to perceive themselves in their consumption experiences, in their
interactions with store sellers, and shape the passive and silent reactions they have
when facing a bad customer service, like those motivated by prejudice. In the following excerpt, when the respondent describes the differences between street stores
and mall stores, he conveys his difficulty in assuming his own identity, with an
ironic narrative about being Black or not:
[...] I don’t know if I am Black... Anyway, I don’t know if people see me like a Black [...].
Someone says: “You, who is Black... tell me about that...” Okay, I didn’t even know I was
Black... Then I started to wonder... and getting in a crisis [...]. But it is lack of something to
say, right? I don’t know if I say Brown, Black... (Marcos)

Incidents of bad customer service in physical stores involving Brown staff, especially security guards, seem to be frequent. One of the respondents, when describing
how they usually behave in a clothing department store located in an upper scale
mall, considers that they carry out strict surveillance on him and feels that there is
no “empathy” from the guards, even when they are of the same ethnic group as his
one. He thinks they are also “guided” by the stereotypes that induce them to categorize Black consumers as dangerous:
It happened more than once. I go and notice that strange attitude [...]. They kind of keep
looking at me... [distrustful]. But it is hard to explain. Sometimes, they [the security guards]
are Black, Brown, it is the security guard stereotype we have today [...]. They are always
open-eyed for someone with that stereotype, kind of Black, bald... and not as well dressed
as the other people [laughs]. (Paulo)

These passive and resigned reactions, described in the last both incidents, indicate
that assuming a subaltern and inferior position would be in accordance with the
social categorization process (Crochik 1997) that, in the context where the interviewees live, reflects a submission and naturalization of the inferior role designated
to Black people in their social interactions. In turn, the last excerpt also indicates
that the main theoretical perspective to analyze prejudice and racial discrimination,
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mostly based on the social identity theory or SIT (Tajfel 1982; Tajfel and Turner
1986; Walsh and McGuirre 2007), does not make clear how it is that, even when
agent and target are supposedly from the same racial group (in-group), the phenomena still are observed against the target.

Recognizing the Occurrence of the Phenomena
Subtle and disguised manifestations of prejudice and racial discrimination predominate, especially in stores located in malls considered premium, where some of the
interviewees go only for a walk, but rarely to buy. Besides that, these stores are
perceived and described as having indifferent treatment by salesperson. This suggests that in this kind of physical stores, the feeling is being “passed over” and not
being overt excluded (Nogueira 2007). When this feeling of preterition occurs, the
“explicit” forms reported associate the access made more difficult, such as physical
barriers (e.g., access to a mall only by car), or human barriers (e.g., security staff
positioned right at the entrance, blocking or carrying out ostensible surveillance on
the “suspects”), according to one of the respondents:
[...] To go into Shopping da Granja [a premium mall], there is a system to control the cars.
Pictures, right? There. And there are security guards inside the elevator, right? And inside
the mall, right? [...]. However, in Raposo [a popular mall] it is not like that, there is no such
rigidity, right? People go inside by the front door and go out as well. There is a security
guard in the front door [...]. There is also the reception to go inside, but you can see that it
is not so strict like Granja. (Tomas)

As indicated in literature review (Bone et al. 2014), the result of the interviews
also shows that the main dilemma experienced by the targets of negative discrimination is to recognize it as such, that is, whether the rude, unequal, and inferior treatment incidents (Crockett et al. 2003) can be a not conscious, deliberate attitude of
prejudice and racial discrimination or simply a bad customer service due to unpreparedness of the salesperson. Respondents often feel confused about the chance of
having suffered discrimination, and they hardly explicitly link its occurrence to their
ethnic-racial origin:
[trying to rationalize why she had to wait too much time to be helped in a car dealer that was
empty and with the whole sales force on stand by]
Many things come through your mind. You say [think]: “I did not receive a good service
because the store seller thought I couldn’t afford. I did not receive a good service because
whatever... I guess I was bad dressed”. You know? Many things come through your mind...
Anyway, I don’t know if it makes sense or not, if it was because of it. You know? But in that
store I had the bad luck to be helped by that store seller … Those store sellers, you know?
(Cintia)
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Strategies to Cope with the Phenomena
The different types of responses or reactions reported in literature were identified in
the interviews, when the target perceives a bad customer service in the store, even
when not “totally recognized” by the respondents as discriminatory behaviors. They
are verbal confrontation, withdrawing, careful evaluation to withdraw, and resigned
acceptance (Feagin 1991), besides the word-of-mouth negative comments (Gregoire
et al. 2010; Stephens and Gwinner 1998). Passive responses and reactions are preponderant, as already mentioned. But, despite the apparent conformity expressed by
the respondents, the signs of frustration, annoyance, and vexation are visible after
experiencing possible signs of racial discrimination:
... [a White store seller] saw I was there alone. Instead of coming to see if I had any doubt,
he just walked away, you know? I didn’t like that attitude and left the store... I left the store...
As soon as I saw, I noticed, I left and didn’t even look back. I was so distressed when I was
leaving... (Carlos)

Respondents attributed the incidents of bad service, including possible discrimination experienced in retail settings, to the fact that they were “bad dressed,” “didn’t
look well-groomed,” or didn’t wear the “local standard clothes.” And, in many
cases, they assumed the responsibility for those incidents, differently of the attribution mechanisms identified by Crockett et al. (2003):
... Yeah, I felt she [store seller] prejudging when she was looking [at me]. Then she mentioned the form of payment [in several installments] and I was sure that she was prejudging... It was a look of complete distrust. Or she was prejudging that, since I was dressed that
way [slippers and shorts], I wouldn’t have the potential, the money or something valuable
to be able to buy that material [model]. So, it bothered me a lot. I quit, left the store and
never came back there. (Cesar)

Lastly, respondents mentioned many situations when personal presentation strategies were adopted to mitigate or to avoid unwanted situations of bad treatment in
physical stores by salesperson. Most of them based on their previous negative experiences, and according to them due to their unfavorable or inappropriate look in the
moment of their interaction. Even admitting that these self-image adjustments could
disguise someone’s origin or lower social and economic conditions, few of them
admitted that they could disguise a racial condition (Bone et al. 2014).

Conclusions
The results of this study led to six conclusions: four aligned with previous theory,
the fifth contradicts theory, and the last one represents a different and relevant finding that merits further investigation. The first conclusion is that despite recognizing
the existence of prejudice and racial discrimination, due to the power of the negative
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stereotypes of inferiority and threat (Wolfe and Spencer 1996) exerted on Blacks
and captured in the respondents’ narrative, most of them do not admit and deny their
occurrence with themselves (Couto et al. 2009), with a strong tendency to minimize
and naturalize the incidents (Crochik 1997; Sue et al. 2007) or run from them
(Stephens and Gwinner 1998). The second conclusion is the challenge for the
respondents to recognize when a rude, unequal, and inferior treatment may be or not
a conscious or deliberate act of prejudice and racial discrimination of the salesperson (Bone et al. 2014; Pittman 2012; Sue et al. 2007). The third conclusion is that
passive (Feagin 1991) and internalized reactions (Walsh 2009) prevail and self-
image adjustments are very important to the respondents as a strategy to cope with
(Pittman 2012), as well as to compensate their racial marks (Nogueira 2007) as a
defense mechanism against potential experiences of prejudice and discrimination.
The fourth conclusion is that, when racial discrimination is perceived by respondents during their interactions with salesperson in physical stores, pretermission,
instead of unconditional exclusion (Nogueira 2007), seems to prevail, confirming a
subtle way in which the phenomenon tends to manifest itself (Dovidio and Gaertner
2000; Lima and Vala 2004; Rodrigues 1995). The fifth conclusion is the respondents’ avoidance of acting like a victim, often assuming themselves the responsibility for being mistreated, something that partially contradicts the defense mechanism
identified by Crockett et al. (2003), as to “attribute to others.” Finally, the most relevant, important, and intriguing finding is the fact that the most important theoretical perspective to analyze the phenomena under study, the social identity theory or
SIT (Tajfel 1982; Tajfel and Turner 1986; Walsh and McGuirre 2007), does not
make clear when an agent and a target both belong to the same group (in-group),
even though there is still the occurrence of prejudice and discrimination against the
target in the context where the study was developed. This indicates the existence of
more nuances than those captured in the current and traditional view of the
consumer-salesperson interactions.

Contributions
By the theoretical point of view, considering the relevance of the matter under study
and the fact that it has not yet been investigated further by marketing literature,
especially in emerging markets with the same level of development as the Brazilian,
the results of this research enlarge the understanding of prejudice and negative discrimination phenomena against Black consumers in contexts characterized by a
high level of miscegenation (Osorio 2003; Rodrigues 1995). Different from what is
referred to in most of the international literature about the subject, results emerge in
a much more ambiguous and complex way. For example, the contradictory points
perceived and the lack of clarity by the potential targets about the discriminatory
intentions, and, as mentioned before, the need to understand the discrimination
mechanisms when an agent and target seem to belong to the same group (in-group),
are aspects not totally clear in the current literature. By the managerial point of
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view, the results reinforce the reminder for managers to dedicate more attention to
the threats and negative impacts of improper management on customer image, satisfaction, and retention, which aligns with the call made by several authors (Baker
2006; Harris et al. 2005; King et al. 2006; Rosembaum et al. 2012) to marketing and
sales professionals. That is, training programs should be implemented to sensitize
sales force and customer service staff about the issue of cultural diversity and the
problems that arise out when discriminatory attitudes and behaviors happen. Besides
that, the results foster the debate about consumer relationship and approach practices currently adopted by retailers that seem to repel, instead of attract, Black consumers, and that needs to be improved: (1) underestimating their purchasing power,
based on their physical appearance; (2) store sellers’ attempts to induce consumers
with the same profile of the study to buy more than what they need or to instigate
them to pay goods in installments, something that can be very profitable for stores,
but may be disastrous, as it triggers a feeling of inferiority and directly hurts their
self-esteem; and (3) the need to be at ease and without the feeling (when entering a
shop) that their “real” intention to shop is put into question. Ultimately, the results
found in this study clarifying the prejudice and perceived negative discrimination
phenomena, in terms of public policies, may contribute to the improvement of educational communication efforts, aimed at a fairer consumption relationship between
consumers and sellers.

Limitations and Future Research
Some limitations must be considered in this study. First, the sample taken is quite
peculiar: it represents a share that does not correspond to most of the Black Brazilian
population, who, unlike the respondents, do not have higher education. Second, it
also does not reflect the perception differences that may exist among the distinct
regions of a country like Brazil with its big dimensions and cultural diversity.
Another limitation that may have impacted on the interview’s fluency is the interviewer profile as seen by the respondents as belonging to a different ethnic racial
group (White), as well as the gender difference (male), in the case of female respondents. Despite the obtained results relating to the studied phenomena are limited to
the reality of the Afro-Brazilian middle-class consumers, the discussions and contributions may be used as a reference for further studies, such as other consumer
segments; try to understand the way prejudice and discrimination originated due to
differences of gender, age, or unfavorable physical condition affects consumers; and
replicate the study in other emerging markets with a high level of miscegenation. It
is also recommended to compare the results of this research through the observation
of the interaction between Black consumers and salesperson directly in physical
stores, or to conduct the same study, but having as unit of analysis the salesperson
and customer service staff. Especially considering the need to deeply understand, as
already mentioned, what exactly happens when the agent and the target are the same
racial group, prejudice and discrimination still happen.
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Shopper Behavior and Emotions: Using GPS
Data in a Shopping Mall: An Abstract
Ryunosuke Nagai, Taku Togawa, Ikumi Hiraki, and Naoto Onzo

Abstract The objective of this study is to examine the impact of consumers’ traffic
flow in shopping malls on unplanned buying. Typically, it is believed that “the more
hours consumers walk around the store, the more they spend money.” In fact, previous studies have focused on shoppers’ in-store behavior and show that consumers
with a longer in-store travel distance were more likely to indulge in unplanned
spending (e.g., Bell et al. 2011). However, although this concept has been supported
in certain retail formats, it is still not clear if it is supported in others. Specifically,
consumers may show different shopping behaviors between shopping malls and
other retail formats (Gilboa et al. 2016).
Meanwhile, emotions could also influence shopping behavior. Hama (2001)
revealed that shoppers’ buying motivation tended to increase if they harbored negative emotions before shopping, known as “diversion buying.” Therefore, we believe
that the effectiveness of the length of a shopping path on unplanned buying differs
depending on consumers’ emotions.
To study the effect of consumers’ traffic flow and their emotions in a mall, we
conducted a survey in an urban shopping mall. We collected both subjective data
(questionnaires before and after shopping) and objective data (GPS data) using 106
samples for our analysis. Our regression analysis showed that a longer path and a
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broader range did not encourage unplanned buying. Rather, the latter diminished
satisfaction and revisit intention. Additionally, we found that shoppers who had high
negative emotions before shopping tended to spend on unplanned buying if their
path length was short. These results question the outcomes of prior studies, which
consider it appropriate to lengthen shoppers’ paths.

Untangling the Complexity of the Valence
of Actor Engagement: Conceptual
Foundations, Propositions and Research
Directions: An Abstract
Loic Pengtao Li, Biljana Juric, and Roderick J. Brodie

Abstract The paper investigates the complexity associated with the valence of
actor engagement in the service network and develops a research agenda for future
studies in this area. The psychological foundations of valence are explored, and
studies on the valence of engagement from the marketing discipline are analysed in
order to provide more insights into the nature of the valence of actor engagement.
This leads to the development of five sets of propositions that define the conceptual
domain of the valence of actor engagement and provide a future research agenda in
the area. The paper integrates different conceptual approaches to the valence of
actor engagement in the service network. In particular, the study identifies various
factors that influence an actor’s positive and negative psychological dispositions and
discusses engagement ambivalence, which results from the combination of positive
and negative dispositions. The paper addresses the relationship between service network factors and the valence of actor engagement and engagement behaviours. We
provide a comprehensive understanding of the valence of engagement in actor networks by taking into account different dimensions that define the conceptual
domain, which leads to an agenda for future research. We conceptualise the valence
of engagement in actor networks. In doing so, we recognise actor engagement
ambivalence resulting from different positive and negative actor dispositions.
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An Abstract of Empowering Poetry About
Sustainability: The Rap Video Review
Mark Peterson

Abstract Belk (2010, p. 288) notes how rap music and the hip-hop culture from
which it emerged are the latest instantiation of coolness. In this regard, rap is an
attitude of nonconformity that opposes the mainstream. Such opposition is congruent with life projects those in their late teens and early twenties are involved, such
as breaking free of family and establishing one’s independence and identity. In a
similar way, sustainable business practices represents nonconformity to traditional
forms of business that degraded the natural environment and ignored human issues
with impunity. For example, outdoor-gear company Patagonia and its founder and
CEO Yvon Chouinard reject such a traditional approach to business in their mission
to improve the natural environment. Accordingly, rapping about sustainability
allows convergence of rap’s celebration of the nonconformist and the cool rebelliousness of sustainable business practices. Sustainability is one of the major themes
of contemporary business practice. The following teaching innovation allows students to engage in creative experiential learning focused on writing poetry about a
sustainability topic and then recording a three-minute rap video based on this poetry.
The rap video project described in this paper offers students an opportunity to apply
critical and creative thinking skills in the development of their artistic video and to
later become teachers for their fellow students. Mastery of the sustainability topic is
a result of this process evidenced by (1) deep engagement in the project, (2) reshaping ideas into the vernacular of an urban setting, and (3) presenting the finished
product in a visual form that demonstrates not only competence but confidence in
the students’ point of view about the sustainability topic.
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Flipping the Marketing Research Classroom:
Teaching with Team-Based Learning:
An Abstract
Felicia G. Lassk and Jay Mulki

Abstract Team-based learning (TBL) is “a specific sequence of activities and feedback designed to quickly change groups of individual students into high-performance
learning teams in which participants know each other, need each other and hold
each other accountable for preparation and contribution (Sweet and Michaelsen
2012, p. 18).” Theoretical support for TBL is provided in Sweet and Michaelsen
(2007).
TBL is a four-step process. First, teams of five to seven students are strategically
formed to work together throughout the semester to foster trust and communication.
For example, in the marketing research classroom, the students completed a brief
form that collected specific information relevant to the course: their work experience, when they took a statistics course, their proficiency with SPSS, their majors/
minors, as well as their hometown. Teams included someone with recent statistics
or SPSS experience, and a mix of student hometowns and work experiences. Second,
at the start of class, students take multiple choice readiness assurance quizzes to
prepare them for learning individually and with their team. The professor reviews
the team quiz to identify concepts that need further clarification in class. Third, an
application activity is designed so that the teams tackle (a) a significant problem,
case, or question that addresses the class’ concepts, (b) make a specific choice
among the given alternatives, (c) work on the same problem, and (d) reveal their
choice at the same time. These are referred to as the 4S criteria. Teams are given
20–30 min to discuss the activity’s options and select their response. We designed
activities that contain the 4S elements around key marketing research concepts
(please contact the authors for examples) (i.e., mobile research, ethics, problem
definition, sampling, questionnaire design, statistical analysis, and sentiment analysis). Fourth, team members provide feedback to their teammates twice during the
semester to promote team improvement (Sweet and Michaelson 2012).
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In her review of medical, education, and business TBL articles published from
2003 to 2011, Sisk (2011) found evidence of higher student satisfaction, engagement, and exam scores for those in classes using the TBL method. Additionally,
researchers have reported that TBL enhances students’ course engagement, critical
thinking, and content knowledge (Koles et al. 2010; Thomas and Bowen 2011;
Sweet and Michaelsen 2012; Vaughn et al. 2013).

Measuring Efficiency of Not-For-Profit
Marketing, Development, and Operations
Resource Usage in the Performing Arts Sector:
An Abstract
Theresa Kirchner, Linda Golden, and Patrick Brockett

Abstract Effective marketing and fund development operations are fundamental to
the success of not-for-profit organizations. Those organizations not only measure
their individual health/effectiveness, they also come together in professional associations for both collective and individual benefit. Associations support their members by providing education/learning opportunities, sector information resources,
networking/collaboration options, and advocacy, policy creation, and promotion/
lobbying. This research focuses on efficiency measurement of symphony orchestra
organizations using data provided by the League of American Orchestras (a professional association for orchestras), which “leads, supports, and champions America’s
orchestras and the vitality of the music they perform.” It evaluates survey data from
the 393 professional orchestras which completed the League’s annual member survey at least once during the years from 2003 to 2012. (Not all orchestras completed
the survey each year.) “Efficiency” of individual symphonies is assessed year by
year, comparing each orchestra’s productive output performance relative to its input
resources with that of the other orchestras which completed the survey for the same
year.
A difficulty in assessing efficiency of not-for-profit entities (e.g., orchestras) is
that there is no univariate “bottom-line” financial measure (like financial profit)
against which all entities can be compared side by side. Nonprofit entities, even in
the same sector, can serve different clientele, have differing foci, and utilize multiple “inputs” in different ways and with different emphases to produce multiple “outputs.” Those outputs also differ in amounts/emphases, making the “ratio of output
to input” measures of efficiency difficult to apply in this context (cf., Berber et al.
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2011). Charnes et al. (1978, 1981) invented data envelopment analysis (DEA)
expressly to evaluate efficiencies of multiple inputs/multiple outputs for not-for-
profit entities. This research applies one of the most widely used DEA models, the
BCC input-oriented model (Banker et al. 1984), which allows for variable returns to
scale (since orchestras and their environments can differ in size).
Our DEA model uses five inputs (total governmental support, total business/
corporate support, total individual support, total independent foundation support,
and number of volunteers) to evaluate two outputs (total paid concert attendance
and total community outreach attendance). An orchestra (X) is efficient if no combination of other orchestras can use X’s inputs (weighted in importance for X’s
optimal efficiency) to produce more output than X. Otherwise, X is inefficient.
DEA results for 2003–2012 show 58.5% (230/393) of orchestras are efficient in
at least 1 year, and 21.6% showed no inefficiency for any reporting year (i.e., 85
orchestras were found to be efficient in every year for which they filled out the survey). Consistently, efficient orchestras appearing as nodal references for inefficient
orchestras are robustly efficient and therefore useful for benchmarking by inefficient orchestras (cf., Brockett et al. 2001).

Do Charities Benefit from a Top-Dog
or Underdog Positioning Strategy?
An Abstract
Myron Glassman, Mahesh Gopinath, and Aaron Arndt

Abstract This paper explores how the perception of a charity as a top dog or an
underdog impacts beliefs about the charity, attitudes toward it, and intention to
donate to it. The top-dog concept is prevalent in the business literature such as when
there is overwhelming support for breast cancer charities. Yet, being top dog can
cause problems. The term underdog has been defined numerous ways including not
being well known and lacking financial backing to not being able to succeed.
To test competing theories, research questions (RQs) were formulated:
1. Is percentage of goal attainment a good surrogate indicator of whether the charity is perceived as a top dog or underdog?
2. How does top-/underdog perception impact beliefs about the charity, attitude
toward it, and intention to donate?
3. Does top-/underdog perception impact intention to donate directly or
indirectly?
To investigate these questions, we used a between-subjects experimental design.
To manipulate top-dog/underdog effect, respondents were shown a brochure about
a charity with a “donation thermometer” which showed the percentage achievement
(58%, 78%, 98%, or 138%) of last year’s goal. The experiment was administered
online to 374 respondents. Perceived top-/underdog status and perceived efficiency
and usefulness of the charity, attitude toward donating to the charity, and intention
to donate were measured.
Our findings show that the percentage of goal attained affects whether the charity
is perceived as a top dog or an underdog which in turn had an effect on subjects’
beliefs about the charity. Top-/underdog perception had a significant impact on four
of the five efficiency attributes and two of the four usefulness attributes. In all cases,
the top dog was viewed more favorably. This means that when planning a direct
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mail campaign, charities must not only consider the number of people to reach and
the frequency with which they will be reached but also the quality of the solicitation
so that they are perceived as a top dog.
Since including the charity’s level of goal attainment in the solicitation is an
effective way of communicating top-dog status, goals must be set carefully.
Unrealistic “stretch goals” should be avoided since the failure to meet these goals
could cause the charity to be seen as an underdog or a loser.

When Social Recognition Inhibits Prosocial
Behaviors: The Case of Charitable Giving:
An Abstract
Etienne Denis and Claude Peucheux

Abstract Although charities are making an increasing use of the social dimension
of generosity by publicly thanking donors, studies on the matter have so far led to
mixed results (Bénabou and Tirole 2006). A key aspect when considering social
recognition is that people do not equally seek for approval (Gneezy et al. 2011). The
impact of social recognition would depend on people’s need for social approval
(NSA), and that would explain the mixed results when dealing with public donations (Alpizar et al. 2008). Though it appears logical to assume that social rewards
positively impact people with high NSA, authors have often assumed that the effect
would be at worst neutral among people with lower NSA. Answering the call by
Gneezy et al. (2011), we suggest otherwise and propose that publicly thanking
donors might reduce generosity depending on people’s willingness to get social
approval.
Participants answered an online survey on an unrelated topic. People were then
financially rewarded and given the opportunity to keep or to donate the reward to a
charity. Questionnaires were administrated on Facebook pages to publicly prime
respondents. Study 1 (n = 318; Mage = 34.6; st . dev = 9.72) assessed the moderating
effect of NSA and consisted in three conditions for the reward (no recognition, private, public). The study confirmed the moderating effect of NSA. More specifically,
the presence of a public recognition reduces generosity among low NSA people.
Study 2 (n = 306; Mage = 30.75; st . dev = 8.74) assessed the impact of an optional
public recognition and consisted in three conditions (no recognition, imposed,
optional). Results showed that when the recognition is optional, the negative effect
among low NSA people disappears. An optional recognition thus increases generosity, regardless of the NSA level. Study 3 (n = 413; Mage = 33.65; st . dev = 8.49) consisted in a 2 × 2 between-subjects design (imposed vs. optional, unspecified vs.
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specified). In specified conditions, public messages made it clear that respondents
did not ask for the message. Results showed no effect among low NSA people, but a
positive effect among high NSA people, even when the message is optional.
Through the investigation of the effect of NSA, this research clarifies the debate
about the role of social reward. We contribute to both prosocial and charitable giving literatures, addressing the call by Gneezy et al. (2011) to clarify the conditions
under which extrinsic incentives work.

Socially Sustainable Supply Chain
Management Across Developing Economies:
An Abstract
Susan L. Golicic and Ben Hazen

Abstract Sustainability and practices to improve it are becoming increasingly
important in the ever-changing business world. Such practices are becoming the
norm in supply chain management as it encompasses many of the business processes that impact and are impacted by sustainability. The majority of research on
sustainability in supply chain management is aimed toward environmental and/or
economic aspects of sustainability, while social sustainability continues to receive
less attention (Ashby et al. 2012; Carter and Easton 2011; Mani et al. 2016a; Seuring
2013; Seuring and Muller 2008). However, social problems in the supply chain over
recent years have amplified attention toward such issues. This is especially true in
developing economies (countries that do not have a highly developed capital
market).
Companies struggle to implement socially sustainable practices in their supply
chains (Anderson and Skjoett-Larsen 2009). One reason for this could be that social
sustainability is not universally understood. The most accepted definition of sustainability comes from the Bruntland Commission (1987), which defines sustainability
as meeting the needs of the present without compromising the ability of future generations to meet their own needs. Thus, the social sustainability piece centers upon
meeting human needs and aspirations or the basic needs of society; this is a very
broad definition and is open to a variety of interpretations. This concept is receiving
increased attention (Huq et al. 2016), particularly in developed economies where
there seems to be more agreement on the concept (Ehrgott et al. 2011). However,
more than 80% of the world’s population resides in developing economies, and
these countries currently encompass 35% of world exports (European Central Bank
2016).
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The purpose of this research is to explore the meaning(s) of SSSCM from the
perspective of those that would be impacted by SSSCM – the people from or having
worked within various developing countries – and compare this to the perception
from developed countries. Defining phenomena is the cornerstone for developing
theory around them. Therefore, understanding the meaning and any differences that
may exist will help shape future research in this area as well as supply chain
practice.

