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A Research Plan to Update the Marketing
Literature on Legal Regulation of Firms
Using Direct or Indirect Comparative
Advertising in the United States
William Neese, wneese@troy.edu
Natalie Bryant, bryantn@troy.edu
David Van Buskirk, dvanbuskirk@troy.edu

ABSTRACT
The Federal Trade Commission (FTC) has encouraged competitors to name one another in
advertisements since the very early 1970s (Wilkie and Farris 1975), primarily because it believes
that direct comparisons between brands will provide consumers with better information for use
in their purchase decisions. This contention is predicated on the belief that consumers are
rational, information-processing problem solvers when purchasing products and services. It is
also based on the premise that the comparisons will be direct ones in which the sponsoring brand
identifies a specific competitor by its brand name and explains how it is superior to that named
competitor on one or more objectively measurable brand attributes. Many advertisers and
advertising agencies were against this FTC initiative early on because they believed it would lead
to increased litigation by named brands, which it quickly did (Bixby and Lincoln
1989; Muehling, Stem and Raven 1989). Nonetheless, the FTC’s official policy statement
regarding comparative advertising was issued on August 13, 1979 (Federal Register, 47328-9).
Two additional problems have materialized since the Federal Trade Commission issued its
comparative advertising policy statement. First, implied superiority claims (a.k.a. indirect
comparative advertising) have regularly been used in lieu of direct comparisons, and this
alternative format also quickly resulted in increased litigation (Wyckham 1987). Indirect
comparative advertising generally compares the sponsoring brand in a favorable way to a group
or class of competitors without mentioning any specific brand name(s). The second problem that
has arisen since the FTC’s policy statement is the fact that attributes mentioned in comparative
advertisements are often not objectively measurable, being more akin to puffery than a legitimate
competitive claim. This is a problem because respondent “acceptance and belief of puffs and
puffery-implied claims were very similar to acceptance and belief of claims based on facts”
(Rotfeld and Rotzoll 1981).
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Legal Regulation of Comparative Advertising
In addition to filing a complaint about comparative advertising directly with the Federal Trade
Commission, aggrieved parties can complain to the industry self-regulatory organization
National Advertising Division (NAD) and its appellate division the National Advertising Review
Board (NARB), or they can file a lawsuit under Section 43(a) of the Lanham Trademark Act
(Petty and Kopp 1995). Complainants may also seek relief under the common law for a variety
of torts such as trademark infringement, brand disparagement, and defamation of character
(Beck-Dudley and Williams 1989). Petty and Kopp (1995) present the most thorough analysis
identified in this literature review of all the legal-regulatory dimensions comparative advertising
is subject to, and even this study is not completely comprehensive. For example, of all possible
sources of governmental regulation, Petty and Kopp analyze Federal Trade Commission cases
but not those by State Attorneys General, the United States Postal Service, or other industryspecific government regulators such as the Food and Drug Administration. They focus on NAD
decisions instead of media reviews, and on Lanham Act litigation instead of state mini-FTC
regulations, common law fraud, or breach of warrantees.
Many articles were published between 1980 and 1990 that did an excellent job of identifying and
describing the various dimensions of comparative advertising that were significant in their case
reviews of comparative advertising legal complaints. For example, Armstrong
and Ozanne (1983) analyzed 139 NAD/NARB cases from January 1973 through September
1981. They reported frequency of repeat complaints by a single company, product categories,
related media of the complaints, changes in complaint sources over time, initial responses by
advertisers to the complaints, types of substantiation they submitted in defense, subsequent
agreements reached between the NAD and advertisers, and the disposition of reported NAD
cases. Zanot (1980) focused specifically on NARB casework, and identified the standard of truth
and accuracy, the proportion of the audience deceived, dangling comparatives, semantics,
puffery, omission of information, testimonials, misuse of research, and the increasing use of
comparative advertising as problems areas. Unfortunately, these results are decades old in a
dynamic marketplace where firms are constantly seeking an advantage over one-another.

Focus for Our Proposed Research
Many changes have occurred over the past 25-30 years that could influence the legal-regulatory
dynamic surrounding comparative advertising. We believe the issues identified as problematic
during the 1980s and 1990s are still relevant, but new problems have likely arisen. For
example, what impact has the Lanham Trademark Revision Act of 1988 had on complaints and
defenses to perceived wrongs perpetuated through comparative advertising in the
21st Century? Which version of comparative advertising is currently more likely to result in
formal legal complaints, how, and why? We found no study that has thoroughly investigated
these questions in the past 20 years. We seek to update the research literature by analyzing recent
case law under the Lanham Trademark Revision Act of 1988 as well as common law torts, and
we intend to update the NAD-NARB rulings related to comparative advertising that were most
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recently scrutinized over two decades ago. The FTC decreased regulatory activity over
advertising during the 1980s (Beck-Dudley and Williams 1989). We seek to document what
long-term impact (if any) that deregulation has had on the FTC’s pursuit of comparative
advertising violators since the turn of the century. We expect NAD-NARB rulings to have
increased exponentially over the past 30 years, while FTC rulings simultaneously decreased. Has
the nature of the FTC’s regulatory activity related to comparative advertising changed in scope
since the year 2000, or had any such trend already begun during the 1980s and 1990s?
We anticipate our most significant findings will be in the area
of media platforms used in contemporary marketing communications. According to Balough
(2012, p. 297):
“As the Internet plays a more important role in marketing, false advertising
claims that target companies’ use of Web sites and social media continue to
grow. Key cases from mid-2011 through mid-2012 evidence this phenomenon
and introduce some new variations to false advertising claims. These cases
include claims related to blog posts, pseudonymous online reviews,
cybersquatting, and mobile applications.”
For example, the Federal Trade Commission recently charged Sony Computer Entertainment
America and its advertising agency Deutsch Los Angeles with deceptive advertising on social
media, specifically Twitter posts. According to Morrison (2014), Sony agreed to settle this FTC
charge and admitted that it deceived consumers using false advertising claims delivered through
a social media campaign in 2011 and 2012. Using words such as “game changing” and
“revolutionize” gaming mobility, Sony’s tweets can be classified as implied superiority claims.

Conclusion
Social media spending is projected to increase from $10.5 billion in 2015 to an estimated $28.5
billion in 2020 (PR Newswire 2016). Based on recent examples like the Sony case described
above, there is no reason to suspect that false and/or deceptive comparative advertising will not
correspondingly increase as well. Building on the baseline of knowledge developed by expert
researchers in the 1980s and 1990s, legal-regulatory problems associated with contemporary
comparative advertising delivered through social media must be documented, analyzed, and
categorized to update the marketing literature for academics and practitioners alike. This is the
primary focus of our proposed future research.
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marketers. Practitioners need it to avoid making costly mistakes running promotional campaigns;
researchers need to have a launching point for future studies, and educators need to have state-ofthe-art knowledge for their courses. This advertising strategy is widely used today, and many
changes (e.g. the growth of social media campaigns using brand comparisons) have occurred
over the past three decades that are not reflected in the existing literature. Based on the above
discussion, we plan to conduct an analysis of more recent and relevant legal rulings that are
currently outdated in the marketing literature.
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An Emotional Perspective On Political
Attack Advertising
Kirsten Passyn, kpassyn@citadel.edu

ABSTRACT
Political pundits on both sides of the aisle agree America is in a profound political crisis, bigger
than Vietnam or Watergate. This “mess,” however, did not begin with the most recent “wretched,
dishonest and manipulative” presidential campaign, but it was this election that made “a lot of
Americans decide they no longer wished” to be engaged on any level with politics. (Silverglate,
2017). On average, less than 55% of the American voting-age population votes. Trust in the
Federal Government is significantly below historical averages, reaching an unparalleled low of
18%. It is not only a time of political crisis but unprecedented political disengagement.
Previous political research has noted a negative correlation between political attack ads and trust
in government. Findings are contradictive on the impact of political attack ads on voting
intentions. We make a distinction between emotional versus rational processing of political
attack ads. Specifically, we propose that political attack ads can evoke a disgust response. The
emotion of disgust is a revulsion response that elicits a strong motivation to withdraw, avoid and
reject the offensive object (Rozin et al. 1999). This research hypothesizes that when political
attack ads are processed emotionally, (H1) the disgust response will occur leading to
avoidance and to withdrawal. This will ultimately result in (H2) decreased voting
intentions, (H3) decreased trust in government, and (H4) decreased political aspirations.
The hypotheses are tested in two studies. Study 1 primes rational or emotional processing of the
same political attack ads and finds emotional processing to lead to a disgust response. In line
with the disgust response of avoidance and withdrawal, participants in the emotional condition
report a decrease in voting intentions, trust in government, and political aspirations. The means
from Study 1 are reported in the table below and are reflective of the findings in both studies. In
Study 2, the emotion versus rational prime is embedded into an ad advocating political
engagement. As in Study 1, participants in the emotion prime condition self-report feelings of
disgust as well as decreased voting intentions, decreased trust in government, and decreased
political aspirations as compared to participants in the rational condition. Embedding the prime
into an ad suggests a way non-profits such as The League of Women Voters or Get out the
Vote can mitigate the dampening of political involvement.
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STUDY 1 MEANS
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Processing Condition 6.14 (1.80) 5.23 (2.01)
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2.06 (0.32)

1.94 (1.52)

sgust

Emotional

M (SD)

Figure 1 Comparison of means in bold to other means in the column, p<.05

Previous research has found mixed effects of attack advertising on political engagement. This
research finds the dampening effect to be dependent on emotional processing and the
disgust/avoidance response. Combined, these studies illustrate that political advertising can
evoke disgust thereby triggering an avoidance response aimed at overall political involvement.
Importantly, as found in Study 2, voter outreach groups can reduce this effect when consumers
are encouraged to process their analysis of candidates rationally. Thus, the public policy
recommendation from this study is that organizations interested in increasing voter turnout and
political involvement should promote voting with messages encouraging rational, analytical
processing.
Limitations of this research include the use of unknown political candidates and testing in a
controlled laboratory environment. Thus, future research should examine how political candidate
knowledge may change the disgust response. Specifically, a field test examining voters’ response
to early, mid, and late political attack ads would extend these findings and enhance external
validity. Future research could also test the pervasiveness of the rational prime at mitigating
the disgust effect. In these studies, the prime directly preceded the attack ad. Finally, in this
study, we investigate the impact of state based emotional/rational processing. The mixed findings
in the literature suggest the need for a better understanding of individual differences leading to
rational versus emotional processing tendencies.
These findings demand our attention. Although additional research is needed, our results offer a
possible explanation for our demotivated electorate; voter turnout in 2016 Presidential election
dipped to a 20 year low with only 55% of eligible voters casting a ballot (Levine 2016). With
polls finding 82% of consumers’ disgusted with the election (Martin, Sussman, and Thee-Brenan
2016), the findings in this study, though previously untested, that attack ads evoke disgust is
unsurprising. The first contribution of this research is in the understanding that these ads can be
processed emotionally or rationally. The second contribution is that ads and other messaging
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encouraging rational processing can mitigate the deleterious effects of low voter turn-out and
political disengagement.
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Individual Differences In Sensitivity to
Privacy Violations Following Targeted
Advertising
Sanjay Puligadda, puligsan@miamioh.edu

EXTENDED ABSTRACT
In an increasingly cyber driven marketplace, in which web-based advertising efforts are critical
to advertiser-consumer interface, targeted advertising (TA) has been dubbed the “future of
advertising,” serving as one of the most important means of reaching targeted audiences
(Boerman, Kruikemeier, and Borgesius, 2017). Firms using TA are estimated to potentially
enjoy 5-6 percent higher productivity and profit gains than those that do not (Biesdorf, Court,
and Willmott 2013; Martin, Borah, and Palmatier 2017). Approximately $36 billion are being
allocated annually to the collection of personal data (Martin, Borah, and Palmatier 2017), of
which a projected $2.6 billion is specific to targeted advertising efforts (Tam, Yan, and Ho
2006), to ensure consumers access relevant content whilst mitigating search costs (Chen and
Stalleart 2010). TA is very valuable in creating top-of-mind-awareness, increasing content
evaluations and reviews, and most importantly, increasing the probability the ad results in
purchases (Aguirre et al. 2015; Tam, Yan, and Ho 2006). The key benefit provided by TA is the
ability of the marketer to personalize the communication efforts and target audiences more
precisely. Consumers also benefit from TA as they enjoy the convenience (Ansari, Asim, and
Mela 2003) of more accurate preference matching (Vesanen 2007) and reduced cognitive
overload (Ansari, Asim, and Mela 2003) resulting in higher satisfaction (Rust and Chung 2006)
and higher loyalty (Ansari, Asim, and Mela 2003).
However, these same personalization efforts often leave some consumers feeling “creeped out”.
If consumers suspect their privacy has been violated (Tucker 2014, Stone 2010), the resulting
reactance (Tucker 2014) may cause consumers to reject the ad in its entirety (White et al. 2008),
rendering the ad ineffective as measured by click-through rates (Yan et al. 2009). Furthermore,
consumers may erase their browser history and change their personal "cookie" settings,
inhibiting the collection of valuable information (Aguirre et al. 2015; Martin, Borah, and
Palmatier 2017) used by web-based advertising in creating their TA. Privacy is a valued
construct (Martin, Borah, and Palmatier 2017) and its violation can lead to feelings of
vulnerability, lack of control over personal freedom (Martin, Borah, and Palmatier 2017; Aguirre
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et al. 2015), and restraint from any engagement with the given advertisement (White et al. 2008;
Edwards 2002).
Such privacy concerns are significant, leading to considerable research on privacy concerns
extensively and their effects on the effectiveness of TA (Tucker 2014; White et al. 2008).
Despite the extensiveness of this research, the epistemology of this relationship seems limited, in
that it implies that all consumers have similar privacy concerns and react similarly to firms’ TA.
The intriguing possibility that consumers may differ inherently in their sensitivity to targeted
advertising online violation of privacy has received scant attention.
We build on Shaughnessy et al (2017) who show that social anxiety, and privacy concerns are
important bases for individual differences in the amount of information adolescents are willing to
provide. While (Shaughnessy et al 2017) investigated information sharing among adolescents,
we extend this to the context of targeted advertising to show that there are individual differences
among adult consumers in their concern for privacy in response to targeted advertising that, in
turn, influence the effectiveness of the targeted advertising.
From a theoretical standpoint, this research fills a gap in extant literature on individual
differences in reactance (Tucker, 2014) to targeted advertising. While several factors external to
the consumer have been studied in the context of targeted advertising (Boerman,
Kruikemeier, and Borgesius, 2017 ), the current research follows an inside out approach,
investigating differences among individual consumers. From a managerial perspective, the
learning from this research can be valuable – while consumers’ sensitivity to privacy violations
due to targeted advertising is potentially a significant hindrance to the effectiveness of targeted
advertising (Boerman, Kruikemeier, and Borgesius 2017), there are individual differences in
such sensitivity; by identifying consumers low in SOPV, marketers can aim the TA at such
consumers to maximize its effectiveness.

Studies 1 and 2: Scale Development
To guide the item-generation stage, we conducted exploratory qualitative research with two
focus groups (n = 10) and 10 in-depth interviews with undergraduate students from a large
northeastern U.S. university. On the basis of this research and our conceptualization of the
construct, we generated a set of 21 scale items, which we administered to an independent sample
of 100 undergraduate students. In a second round of data collection, we tested the scale on an
independent sample of 100 respondents using MTurk.
Study 1. We conducted an exploratory factor analysis (EFA; principle component
with Proxmax rotation) on the data obtained from the 100 students in round 1. It initially
yielded two factors with eigenvalues greater than 1 that explained 14% of the
variance. 11 items—1 (“I prefer generic, non-targeted ads over ads that are specifically targeted
at me”), 2 (“I am fine with ads that are very relevant and targeted towards me, it makes my life
easier”), 5 (“In general, targeted ads are annoying “), 6 (“I am comfortable with targeting
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technology because it helps marketers understand me better ”),11 (“I am used to targeted ads”),
13(“Targeted ads don't bother me as long as they are not in the center of the page”), 14(“The
larger the size of the targeted ad, the more it bothers me”), 15 (“I like ads that target me and my
friends as a group rather than me specifically”), 16(“The longer the time gap between my online
activity and the ad based on it, the more it bothers me”), 18 (“Targeted ads turn me off the brand
being advertised”), and 21(“I don't trust the website/online platform that displays the targeted
ad”)—cross-loaded on the two factors. This lack of internal consistency among these crossloading items suggests that they poorly reflect the constructs intended to measure, so we dropped
them from further analysis. The EFA of the remaining items yielded a two-factor structure with
an eigenvalue greater than 1 that explained 59% of the variance. The corrected item-to-total
correlations of the remaining items were all satisfactory (>.50), as were the average inter-item
correlations.
To confirm these results, we performed a confirmatory factor analysis (CFA) on the retained
items, specifying a one-factor structure. The model fit was satisfactory ([Symbol]2(45) = 879.361,
root mean square error of approximation [RMSEA] = 0.134, confirmatory fit index [CFI]
=0.926). The completely standardized solution showed satisfactory loadings for all items (> .55)
except for item 4 (“In general, targeted ads are creepy”, which achieved a loading of .35.
Item 4 also was similar in content to items 7 (“Targeted ads make me uncomfortable about the
amount of information companies have or could have about me”), and 8 (“Targeted ads make me
uncomfortable about the level of detailed information companies have or could have about me”),
so we deleted it and performed another CFA on the remaining items. The model
fit improved further ([Symbol]2 (36) = 754.947, RMSEA =. 097, CFI = .97), though with a loss of 9
degrees of freedom. The completely standardized solution showed satisfactory loadings for all
the items (> .55), and the composite reliability and Cronbach’s alpha for the retained items were
both .90. We finally retained a 9-item scale of SOPV with 2 factors. Factor 1 (6 items) is
sensitivity to privacy violations and factor 2 (3 items) measures the consequence of the
sensitivity on attitude towards brand and attitude towards the website.
Study 2. We administered our 9-item SOPV scale to an independent sample of 100 respondents
using MTurk. The EFA (principle component with PROMAX rotation) on
the SOPV yielded two factors with an eigenvalue greater than 1 that explained 56 % of the
variance. The corrected item-to-total correlations of the items were all satisfactory (> .50), as
were the average inter-item correlations. As confirmation, a CFA on the retained items,
specifying a two-factor structure, also yielded a satisfactory model fit ([Symbol]2(36) = 849.09,
RMSEA = .11, CFI = .97). The completely standardized solution showed satisfactory loadings
for all items (>.55), and the Cronbach’s alpha for the items was .89, with a composite scale
reliability of .90.
Convergent validity. As an indication of convergent validity, the item loadings all
revealed highly significant t-values (>7.00) (Mathwick and Rigdon 2004). Finally, the average
variance extracted (AVE) value of .55 satisfied Fornell and Larcker’s (1981) criterion (>.5) for
convergent validity.
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Portrayals of Hispanic Americans in
Magazine Advertising: A 15-Year Analysis
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Abstract
Consumer diversity in the United States has created a substantial challenge for
advertisers. Diverse consumer markets in the United States indicate there are managerial and
social implications advertisers need to examine when pursuing their advertising strategies
(Peterson, 2007). This examination is important as each consumer market segment differs in
culture, language usage, values, ideologies, preferences, customs, historical perspectives, and
consumption behavior. According to Tharp (2001) it is vital to consider the differences in the
diverse consumer markets that compose the United States. Although the managerial and social
implications of advertising has been researched in the past, it is most important now as the US
consumer population is more diverse than ever before (Mittal, 1994).
The Hispanic market is the most predominant within the minority segments, according to the US
Census Bureau American Community Survey. In 2004 the US Hispanic market population was
estimated to be 44.4 million ("Minority Population Tops 100 million," 2007). Besides being the
largest minority segment, Hispanics also are the fastest growing and are expected to reach 60.4
million by the year 2020 representing almost a 50% increase (Pew Hispanic Center,
2005). Hispanics represent a substantial population of the consumers in the US as well as large
purchasing power potential. The Hispanic annual purchasing power exceeds $750 billion and is
the fastest growing demographic in the United States (Camelo, 2007). Their purchasing power is
expected to increase close to $1 trillion by the year 2010 (AmCham, 2007). Hispanics are
characterized as one of the most brand loyal segments of the US general population which makes
it a valuable market for advertisers. These Hispanic attributes are vital for economic growth and
business success indicating that advertisers have viewed the Hispanic segment as an attractive
and high potential segment to target.
The purpose of this article is to analyze how marketers have altered their advertising campaigns
by using culturally relevant content in magazine advertising to specifically target the US
Hispanic population. Stereotypes have been an important aspect of the advertisers' efforts to
target the Hispanic population. Therefore, it is important to also investigate how Hispanic
stereotypes and the portrayal of Hispanics have evolved in the past 15 years. As the Hispanic
population expands so does their economic impact. Moreover, an effort will be made to
investigate whether marketers regard Hispanic culture as a profitable segment that is worthwhile
to be targeted. This relationship will be determined by examining the trend of the number of
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advertisements directed toward Hispanics. If the number of advertisements directed toward
Hispanics over the past 15 years has increased then we can infer that marketers view the
Hispanic market as profitable.
Examining whether marketers are modifying their advertising campaigns to reflect Hispanic
heritage as an effort to relate and influence them with greater effectiveness is also important for
this study. Stevenson and Swayne (1999) indicate that the use of a member of a minority group
in an ad increases the effectiveness of ads. Efforts by marketers to relate to Hispanics are
demonstrated by the increased use of Hispanic cues such as Spanish language in the form of
code-switching in the ad copy or the increased use of Spanish-only ads and the use of Hispanic
models. These efforts will be analyzed in this content analysis. The 15 year evolution of several
aspects of the portrayal of Hispanics will also be analyzed. The aspects include the frequency
and prominence of Hispanic portrayals, the different representations of Hispanics in different
magazines and the types of settings and relationships in which Hispanics are portrayed. Overall,
this investigation will focus on the modifications that marketers have made throughout the
past15 years in Hispanic oriented magazines and how that relates to the increased predominance
of Hispanic consumers and culture in the United States.
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ABSTRACT
We explore the concept of a personal internet shopping agent (PISA) that can be automated to
perform shopping tasks online. PISAs, which can operate in either manual or fully automated
mode, are inevitable due to increasingly sophisticated artificial intelligence applications in
retailing and ongoing consumer acceptance of advanced technologies. After proposing a generic
PISA model comprised of four sub-systems, we close with a brief discussion about concerns and
implications arising from PISA usage.

Introduction
Non-human shopping assistance is already a fact of consumer life. In brick-and-mortar stores,
consumers are increasingly comfortable shopping with robot companions (Bertacchini, Bilotta,
& Pantano, 2017). Online, many consumers rely on recommendation engines and shopping
agents to speed shopping tasks and minimize cognitive overload (Aljukhadar, Senecal, &
Daoust, 2010). These examples illustrate consumers’ relentless efforts to simplify their lives by
semi-automating repetitive and tiresome shopping tasks (Dawar, 2016).
Would consumers miss shopping as it has existed for more than a century? Would they willingly
cede their purchase-related activities a personalized shopping agent built around a sophisticated
artificial intelligence (AI) system? What would that system entail and what are its implications
for consumer marketing? We now explore answers to these questions.

Shopping: Desirable or Undesirable?
For every text that extols the love of shopping—for recreation, self-expression, or youthful selfdefinition (Pooler, 2003; Yarrow & O’Donnell, 2009)—there is another text about apathetic
shoppers (predominantly male and price insensitive (Reid & Brown, 1996)) or irrational
purchase decisions (Graves, 2010). As a contrasting model of shopping vividly illustrates,
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shopping can both liberate and constrain ‘the self’ (Compeau, Monroe, Grewal, & Reynolds,
2016).
For consumers, shopping has provided utilitarian, social/psychological, and
hedonic/recreational/leisure benefits. Utilitarian benefits included bargain hunting (e.g., save
money, find best deal in minimal time), acquiring valued items, and reconnaissance (i.e., learn
for future purchases). Social/psychological benefits included communicating wealth and power
(e.g., conspicuous consumption), discovering new things, expressing/defining oneself (especially
among adolescents and young adults), avoiding regret over opportunity costs associated with a
bypassed purchase (e.g., failure to maintain a fashionable wardrobe), emulating members of an
aspirational group (e.g., wearing designer brands worn by idolized celebrities), showing group
affiliation (e.g., adapting an in-group’s fashion sense), and celebrating special occasions through
ritualized consumption (Hine, 2002; Pooler, 2003). Hedonic/recreational/leisure reasons for
shopping related to adventure (for sensory and intellectual stimulation), socializing with friends
and family, interacting with others, creating a sense of community, self-gratification (e.g.,
'treating' oneself), information gathering (about trends, fashions, and products), finding ‘perfect’
gifts, self-definition (through trial-and-error, especially among Millennials), psychological gains
from finding bargains (e.g., confirming intelligence and deal-finding ability), stress reduction,
entertainment, prestige/conspicuous consumption, fantasy, and escapism (Arnold & Reynolds,
2003; Babin, Darden, & Griffin, 1994; Bäckström, 2011; Hirschman, 1983; H.-S. Kim, 2006; D.
Lee & Hyman, 2008; Mano & Oliver, 1993; Scarpi, Pizza, & Visentin, 2014; Sherry, 1990).
Of course, with benefits came costs. Shopping, especially processes associated with product
search and evoked set creation, is time intensive, mentally exhausting, and repetitive (Karimi,
Papamichail, & Holland, 2015; Punj, 2012). On average, shoppers reported spending 1.63 hours
each weekday and 1.87 hours daily on weekends and holiday to purchase goods and services
(U.S. Bureau of Labor Statistics, 2017). Online shopping takes the average adult consumer five
hours weekly, with Millennials and Gen Xers taking six hours, Baby Boomers taking four hours,
and seniors taking 2.5 hours (V12 Data, 2017). In addition, shopping encourages materialism and
other attitudes/behaviors contrary to human flourishing (i.e., true happiness) (Seligman, 2002).
Consumers pursuing materialistic goals often focus excessively on acquiring goods and shopping
is the venue for achieving such goals (Goldsmith, Flynn, & Clark, 2011).
Given increasingly hectic lifestyles, evermore pervasive preferences for vacating the hedonic
treadmill, the relative attractiveness of many non-shopping-related activities, and rapid
enhancements in AI-related technology, is the ‘next big thing’ a personal internet shopping agent
(PISA) capable of supplanting most human shopping activity? How would such a PISA appear?
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Personal Internet Shopping Agent (PISA) Framework
A ‘bot’ is a software application that runs automated tasks over the internet; in a retail context, it
is called a ‘shopping bot’ (or [intelligent] shopping agent or [intelligent] recommendation agent).
Initially, shopping bots were designed to help consumers make better choices and decisions
when shopping online. At their heart, shopping bots would perform simple and repetitive tasks or
relieve consumers from information overload (Aljukhadar, Senecal, & Daoust, 2012-13).
Predictions about future retailing include substantial changes in consumption behavior (Pantano
& Timmermans, 2014) and increasingly prominent query-based AI systems (Grewal,
Roggeveen, & Nordfält, 2017). In assisting consumers by facilitating product searches and
purchase decisions, these systems approximate human intelligence. Initially, internet shopping
bots/agents relied on crude information gathering, processing, and presentation. Currently,
shopping engines rely on AI-powered subsystems that improve performance functionality and
adaptivity to user needs and preferences.
The PISA framework presented here assumes a two-decade evolution from predominantly
human-centric shopping augmented by internet-facilitated information search to predominantly
autonomous, AI-powered personal shopping agents. That is, PISAs are ‘next generation digital
assistants’ capable of replacing consumers’ efforts to perform automatable rudimentary and
repetitive shopping activities. Preliminary efforts by retailers such as Amazon (e.g., recurring
orders, dash-buttons, and embedded recommendation engines) and Google (e.g., digital
concierge) suggest increasingly automated purchasing processes meant to overhaul and simplify
consumers’ lives (Farah & Ramadan, 2017; Google, 2018).
Research on intelligent shopping agents has emerged from several disciplines:
marketing/retailing, economics, business information systems, and computer science. Because
researchers frequently adopt a silo approach, their efforts to understand intelligent agent
functionality have focused on domain-specific rather than integrative inquiries. Marketing and
retailing scholars have considered shopping agents from the consumer’s/user’s perspective; for
example, they have studied agent interface design, users’ satisfaction, users’ cognitive effort, and
gender differences (Doong & Wang, 2011; Verruck & Nique, 2017; Xu, Benbasat, & Cenfetelli,
2014). Their research suggests ‘smart’ recommendation agents (which focus on effort reduction)
outperform ‘knowledgeable’ recommendation agents (which focus on seeking better product fit)
for easing consumers’ decision-making burden (Punj & Moore, 2007). In contrast, computer and
decision scientists have considered shopping agents from a systems perspective: for example,
they have studied objective performance (number of vendors, price dispersion, low/high price)
and recommendation bias (Ma, Liao, & Lee, 2010; Xiao & Benbasat, 2018).
The Figure depicts a generic blueprint for PISAs. An independent PISA is comprised of four
subsystems. To initiate PISA activity, a user requests a specific product offering through a GUIbased shopping agent console. Based on the request, a pre-processing filter—Subsystem #1—
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fulfills the following functions: determine spidering pattern; fetch data; parse and identify useful
data/information; and file information from online sources.
----- Figure goes about here ----Information passed to Subsystem #1 originates mainly in big data repositories and/or the internet.
Some information, such as past shopping behavior or family buying history, may be stored in
proprietary user-only accessible personal data sources (e.g., emails or invoices). Depending on
the task, Subsystem #1 will seek information from sources that best match the consumer’s
goal(s) and the buying situation. For example, requests to repurchase OTC medicines will be
treated differently than requests to repurchase light bulbs.
Subsystem #2 or the ‘PISA engine’ is the decision-making model manager that creates buying
solutions with information passed from the pre-processing filter (i.e., Subsystem #1). This
subsystem specifies and optimizes the decision-making model (H.-J. Kim, Kim, & Lee, 2009).
First, it identifies decision goals (e.g., least expensive or highest quality) and factors in shopperspecified constraints (e.g., deliver in under two days). At this stage, consumers can provide
qualitative information (e.g. preference for ‘esthetic look’) about the purchasing decision. The
model can be optimized and solved for various endogenous and exogenous constraints, such as
product availability, inventory levels, discount rates, consumers’ ability to receive orders, and
consumption conditions. Systems combining qualitative and quantitative inputs produce
shopping solutions consumers favor (K. C. Lee & Kwon, 2008).
The engine is programmed to create a marketing offering matrix for comparison shopping. More
sophisticated than bots, PISAs would incorporate sufficient AI to refine a consumer’s initial
decision parameters, conduct thorough product searches, and either suggest or order products
matching that consumer’s preferences. Most shopping bots already include algorithms that learn
from consumers’ previous queries. With further IT advances, shopping bots will evolve into
PISAs, which will operate under a reinforcement learning principle: the engine is given a task to
achieve and it learns by trial-and-error interactions with its environment (Yuan & Liu, 2000).
Subsystem #3 or the ‘post-processing filter’ is designed to limit full engine output to consumerrelevant information about available products. The PISA engine may generate buying solutions
comprised of hundreds or even thousands of products when consumers seek multi-product
solutions. For consumers, usefulness and the need for Subsystem #3 is only relevant if they
choose to be involved (manual PISA mode) and the large volume of PISA-aggregated data
compels engine-based organizing prior to human processing. In such cases, only a subset of
solutions will be fed in Subsystem #4. In a fully automated and AI-controlled operation mode,
the post-processing filter may not require activation.
Subsystem #4 is the visualization matrix/action module. Output from the post-processing filter is
presented to consumers in the most accessible format for making purchase decisions.
(Fortunately, information presentation format does affect how consumers make decisions when
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using recommendation engines (K.C. Lee & Kwon, 2008).) Alternatively, if consumers permit,
then the PISA can act autonomously (i.e., complete purchases without consulting the consumer).
Regardless, recommendation agents should align with consumer decision processes, which
requires embedding AI as a tool for algorithm learning (Xiao & Benbasat, 2007).
The Table highlights possible levels of PISA control. At one extreme, users could fully control
their PISA, thus limiting it to performing requested and monitored shopping tasks. At the other
extreme, users could relegate inputs to an AI-enabled shopping console, thus allowing their PISA
to make automated purchases. The latter extreme comes with many legal issues relating to
contractual validity (i.e., capacity, consent, and liability for mistakes) (Bain, 2003). For example,
who should bear the cost for an ‘incorrect purchase’ executed by a PISA? Hence, a suitable legal
framework must precede full PISA implementation.
----- Table goes about here -----

Implications for Consumer Marketing
As envisioned, PISAs will be strictly software-based virtual entities developed by either an
independent party, such as a programming group, or by a single- or multi-corporate-sponsor,
such as Amazon (e.g., Alexa). Independent PISAs would be available for rent or purchase,
whereas corporate-sponsored PISAs would be free because they would selectively present
product offerings (e.g., a Wal-Mart PISA would focus predominantly on products sold by WalMart). Consumers are likely to adopt recommendation agents they believe to be useful and
controllable (Zhu, Chang, Luo, & Li, 2014).
Currently, there are three basic concerns for AI agents: incompleteness of information,
oversimplification, and inability to mimic human behavior (Redmond, 2002). “In the age of Big
Data, how do consumers view and assess the promise of personalization systems that may
threaten to control or limit the information that they can access or share?” (Labrecque, Esche,
Mathwick, Novak, & Hofacker, 2013, p. 266). This presents a moral issue rather than a ‘limited
information availability’ issue. For example, should PISAs be permitted to scour the ‘dark web’
and purchase items that are, at best, semi-legal (Weisskopf, 2015)?
PISAs designed and trained to approximate a single consumer’s behavior may be unable to
account for new and untested products, gift-giving behavior, and/or impulse buying, among the
many non-routine purchasing situations. In such cases, consumers may prefer to mitigate the AI
engine’s influence and instruct their PISA to perform a task for which it may not be fully trained.
Obviously, avoiding oversimplification by inserting human agency into an otherwise automated
purchase aid largely defeats the time- and effort-saving purpose of using PISAs.
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From the consumer’s psychological perspective, price is a unique and critical attribute that is not
straightforward to model. For example, consumers are more price sensitive when focusing only
on price, yet they exhibit less price sensitivity when focusing on quality-related attributes (Lynch
& Ariely, 2000). If PISAs are programmed to avoid consumer biases, then they are not
mimicking fault-prone human decision makers, which seems preferable but contrary to one of
the aforementioned AI concerns.

Conclusions
If exponential IT advances lead to a forecasted IT singularity within next 30-40 years (Kurzweil,
2005; Rifkin, 2014), then it is reasonable to estimate PISAs will be available in 10-15 years. As
PISAs are inevitable, a debate about their eventual emergence is moot. Hence, marketing and
retailing scholars should focus on how consumers and marketing practitioners will respond postarrival to increasingly sophisticated PISAs. If nothing else, these scholars must safeguard
consumers, as there is no guarantee competition, even among independently developed PISAs,
will avoid many associated technical and societal problems.

Table 1. Levels of PISA Control (selected AI questions)
Level 1 – User controlled

Level 1 – AI controlled

What sources to search?

Decisions relegated to AI

What attributes to include?
What is the search timeline?
How much of past behavior to include?
Level 2 – User controlled

Level 2 – AI controlled

What are important attributes?
How many recommendations to generate?

Decisions relegated to AI

What information should be included/excluded in the process?
Level 3 – User controlled

Level 3 – AI controlled

How many recommendations to present?
What is the level of detail about each recommendation?

Decisions relegated to AI

Familiar or novel recommendations to display?
Level 4 – User controlled

Level 4 – AI controlled
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What should be the navigation and layout of the report?
Should the agent take action or ask for action approval?
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Decisions relegated to AI

Post-processing filter

Pre-processing filter

BIG DATA

PISA Engine
(Decision Making
Model Manager)

VISUALIZATION
MATRIX OR
ACTION

Shopping agent console – AI-enabled

PERSONAL
DATA

LEVEL 2

LEVEL 1

LEVEL 3
LEVEL 4
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Abstract
In 2019, the Millennial generation – which includes consumers born between 1982 and 2002
(Pendergast, 2010; Schiffman and Kanuk, 2009; Kruger and Saayman, 2015) – is predicted to
overtake Baby Boomers as the United State’s largest living generation as immigrants expand the
size of the Millennial generation and death diminishes the size of the Baby Boomer
generation (Fry, 2018). With members between the ages of 16 and 36, the Millennial generation
gains spending power each year as the consumers move further into their careers. Millennials are
the future benefactors, patrons, performers, and supporters of live music events (Curbello,
2015) and, as such, marketers charged with “selling” the classical concert experience must fully
understand how to create value for Millennial consumers and, accordingly, update their
marketing mix, including product design. The purpose of this research is to provide classical
concert planners with an understanding of Millennial consumer behavior and preferences and,
via case study, an exploration of ways various classical music organizations have modified their
product to attract these consumers.

The Millennial Audience
Across the literature, the birth years associated with the Millennial generation vary. For the
purposes of this project, Millennials includes consumers born between 1982 and 2002
(Pendergast, 2010; Schiffman and Kanuk, 2009; Kruger and Saayman, 2015). A number of
events and characteristics define Millennials, including globalization, increasing diversity of
demographics, and rapid advances in technology (Ng, Schweitzer, & Lyons, 2010). These
consumers are team oriented, generally preferring groups and interaction with others as opposed
to being alone, and consider themselves unique and confident in their choices (Martin &
Monaco, 2007). To these consumers, computers are an “assumed part of life” (Oblinger, 2003,
p. 40) and delays, such as waiting in line or suffering through unproductive processes, are
unbearable (Sweeney, 2006).
While Millennials are interested in almost every genre of music, their interest in classical music
noticeably falls on the lower end of the interest spectrum (Kruger & Saayman, 2015). According
to Earl (2001), benefits of live music performance attendance include satisfying
curiosity, experiencing joy and entertainment, engaging in social interaction, and an opportunity
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to be in close proximity to celebrated artists. Through survey research, Kruger and Saayman
(2015) found Millennial concertgoers consider entertainment and socialization the most
important benefits of concert attendance. This need for socialization aligns with assertions
Millennials are team oriented and desire groups and interaction more than time alone
(Monaco & Martin, 2007).
Millennials’ need for socialization – including both face-to-face socialization within the venue
and digital socialization via smart technology – is unmet during traditional classical
concerts. Inside the concert venue, musicians are typically disconnected from the
audience, communicating with attendees only when taking a bow once the piece concludes (Sun,
2017, p. 21). The typical classical concert venue and norms of concert attendance exacerbate the
problem, as the often plainly-decorated concert hall is designed to discourage socialization and
direct concertgoers’ complete attention to the performance (Kolb, 1998), with participants sitting
“in darkened silence watching mostly anonymous performers while keeping their attention
focused solely on music” (Kolb, 2000). Younger consumers wish to use their free time for
activities incorporating a stronger social element than typically found in a classical concert (Pitts,
2005), attending primarily to relax and fulfill basic social needs (Baker, 2000).
Research from Eventbrite (2017) states more than 80% of Millennials participate in music
festivals so they can connect and interact with community members who have similar
mindsets. During a standard classical concert, concertgoers are expected to not make any
unnecessary noise, including tapping their feet to the music, engaging in conversation, or looking
through a purse for an item, and to clap only at the conclusion of a piece or performance
(Christiansen, 1984). Even mistimed clapping during a classical music performance results in
“disapproving frowns and eyes like daggers to seek out the offenders. If looks could kill,
there’d [be] a line of body bags carried out the concert hall doors” (Inaba, 2014). While Inaba
provides an amusing description of the situation, it is important to note this harsh reaction to
behavior that does not align with classical concert norms further deteriorates the Millennial
consumers’ ability to enjoy the classical concert environment, as audience members are expected
to not only listen, but listen with the purpose of understanding, deconstructing, and analyzing the
music (Curbello, 2015). Millennials worry about being considered stupid if they make a wrong
assumption about the quality of a piece (Kolb, 2000). They enjoy the freedom to “participate and
socialize in a concert performance” (Sun, 2017, p. 23), but classical concerts confine these
consumers to recognize the divide between audience and performer, sit in absolute silence
(Botstein, 1999), and feel the pressure to intently and knowledgably observe a performance
relatively devoid of visual stimulation and wholly devoid of socialization, and avoid
“inappropriate” concert hall behaviors.
Perhaps one of the most taboo concert hall behaviors is the use of smartphones during the
performance. This is particularly problematic for Millennial consumers who rely heavily on text
and instant messages to engage in digital socialization. More than 90% of Millennials own a
smartphone, and about 85% use social media (Jiang, 2018). Technology such as
smartphones enables Millennials to stay connected with others (Sun, 2017). In English-speaking
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countries, approximately 70% of Millennials and younger members of Gen Z prefer digital
communication (particularly via text message) to face-to-face communication and keep their
phone within reach when sleeping, with about half report they check their phones for
notifications when they wake in the night (Hyken, 2017). Millennials use their phones from the
moment they wake until they go to bed, engaging in pleasurable habitual behavior as they
automatically respond to notifications regardless of time or place (Experian, 2015). This usage is
driven in part by perceived loneliness and a desire to experience feelings of belonging, with
Millennials using their electronic devices primarily for entertainment, social interaction,
companionship, and to pass the time (Pearson, Carmon, Tobola, & Fowler, 2009). Millennials
and young members of Gen Z would rather leave their wallet at home than their smartphone
(Hyken, 2017) so it stands to reason Millennials would avoid classical concerts due to complete
and severe restrictions on use of the smartphones on which they are so dependent.
Classical Concert Modifications for Millennials
Classical concert audience development requires concert planners to view the world from the
perspective of those the consumers they wish to engage (Baker, 2000). With concert attendance
decreasing substantially in recent years (Graham, 2015), classical music organizations seeking to
attract Millennial concertgoers must examine ways to provide entertaining, engaging live music
experiences that allow for socialization and take into account Millennial preferences. Millennials
“expect other people and institutions to give them more flexibility” and “to have as much
customization and personalization of features as possible to meet their changing interests, needs,
and tastes” (Sweeney, 2006). For classical concert marketers charged with maintaining and
growing ticket sales and charitable contributions, it is important to consider classical concert
modifications that take into account Millennials’ dependence on smartphones (Hyken, 2017),
preference for groups and interaction as opposed to being alone (Monaco & Martin, 2007), and
desire to engage in concerts that provide entertainment and socialization (Kruger & Saayman,
2015). A number of classical music organizations have modified their concert experience
through changes to the concert venue, use of alternative venues, abandonment of traditional
classical concert norms, and other changes. This project, when complete, will use a qualitative
case study approach to examine modifications to the classical concert experience that align with
Millennial needs for socialization.
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ABSTRACT
The discussion around the violence exhibited in video games has been ongoing for quite
some time, however very little has been focused on the attitudes and understandings of violence
as exhibited by video game players. This study examined the interrelation between self concept,
presence and player views of violence. Initial results indicate that experiencing presence via
interaction and emotional connection has an impact on the participants views of violence,
whereas experiencing presence vial spatial understanding and orientation did not.

Introduction
The discussion around the violence exhibited in video games has been ongoing for quite
some time. It is, perhaps more salient now after the recent political movement that has grown
after the shooting at Marjory Stoneman Douglas High School. However the discussion of video
game violence has focused almost solely on the social effects of game violence. Very little has
been focused on the nature and interrelations of the violence portrayed in videogames and the
players views of violence. Additionally very little work has been done on player characteristics’
impact on this equation. In this study we examine the interrelation between self concept,
presence and player views of violence. Since presence has been conceptualized as a conduit into
a computer mediated environment we explored the connection between presence and avatar self
concept as moderated by views of violence. Our results indicate that the pattern of moderation is
driven more by the nature of presence experienced than the type of self concept exhibited by the
player or their specific views of violence. Further research is necessary on determining the
direction and degree of moderation experienced.

Literature review
Self-Concept
Self concept has been explored (as it relates to the self/avatar relationship) from several
different perspectives including the concept of extended self concept (where we put ourselves
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into the objects we own) (Belk, 1988), the distributed self (Turkle, 1995), in that one's
understanding is not unitary but fragmented into several different selves as represented by virtual
identities in virtual environments. Bessiere, Seay and Kiesler (2007) state that one's avatar
represents one's aspirational identity, whereas Schultze et al (2009) report on the notion that the
greater the perceived presence (as exhibited by the integration of social and tele presence) the
closer the relationship between self and avatar. What is consistent between these approaches is
that one's self concept is not unified but has more than one dimension.

Presence

The general consensus of presence is that it is a sensation of “being” in an environment.
(Heeter, 1992; 2003; Lombard & Ditton, 1997; Schloerb, 1995). Much of the early work on
presence focused on this understanding. Lombard and Ditton (1997) discuss presence as the
perception of non-mediation. They argue that the degree to which a medium can produce an
environment that is accurate in its representations leads to an experience that seems real.
Alternatively, Heeter (1992; 2003) defines presence as the process of discerning and validating
the existence of oneself as part of, but separate from, the environment. The environment,
therefore, must react to the participant’s actions. However, Haans and Ijsselsteijn (2012) argue
that there must be a separation between environment and the perception of oneself in order for
presence to be experienced. It is this separation that allows us to place ourselves into a
surrounding.

The Effects of Video Game Violence
The effects of violence in video games has been investigated since the first games came
onto the market. Early studies in this area examine the nature of video game addiction (Klein
1984) and the impact on aggression (Buchman and Funk, 1996; Dominick, 1984). These early
works focused more on understanding the impact than assessing the nature of it. However as
research in the field started to mature scholars focused more on the effects of the game play on
aggressive behavior outside of the game. Smith et al (2002) investigated the moderating effects
of media on aggressive behavior whereas Haninger and Thompson (2004) linked the nature of
game play to the use of controlled substances. As research in this field progressed scholars
started to look at other possible factors in the nature of video game violence including the degree
of presence experienced (Tamborini et al, 2004), and the impact on personality traits (Anderson
and Bushman, 2002).
The overwhelming conclusion to be drawn from this body of work is that violence in
video games has a mostly negative impact on social interaction. However, with the exception of
very few studies the focus has been on the external effects of violence and not on internal game
play or understandings. As the realism of games becomes greater the degree of connection to
characters within the games becomes of greater interest. Eastin (2006) explores the impact of
gender on aggression within a video game and Lachlan and Maloney (2008) investigate the
impact of violence and presence on different personality traits.
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Methodology
The basic premise of this paper was tested by running a moderated regression where the
degree of experienced presence was regressed onto avatar self concept which, in turn, was
moderated by the player’s general views of violence. In this respect we could determine first if
experiencing presence actually affected one’s avatar self concept and then to see if their views of
violence impacted this relationship. To perform these tests the PROCESS plugin (Hayes, 2017)
was used to determine if the original relationship was valid and if the moderator affected the
original relationship.
The scenario for testing these relationship was the video game Skyrim. Skyrim is an adventure
role playing game that takes place in an archaic environment. The game is an open format game
which means that players are free to do whatever they want and quests are action based as
opposed to trying to finish a level of play. Skyrim was chosen for this study due to its advanced
character development and the high degree of player character interaction. This level of
interaction should allow for advanced and complex connections.

Results
The test sample for this study consisted of 172 students at Lynchburg College with an average
age of 20.5 with a gender split of 57.6% male and 42.4% female. Students were recruited mainly
from business and psychology classes. Upon entering the study students would arrive at the
testing lab and fill out a pre survey. Once this was completed they would then play the game for
two hours, fill out a post survey and then were free to leave. However to complete the study
students had to play for two more sessions for a total of six hours of gameplay. At the end of
each session students would fill out a post survey.
To test these relationships The Malhotra (1981) scale of self concept, The Nicovich (2017) scale
of presence and the Citak (2009) scale of violence was used. The self concept measured the
participant’s character self concept. This is a semantic differential scale that rated the degree of
alignment between two opposite poles. This scale factored into three distinct elements of how
they viewed their character. The first factor consisted of the indicators of uncomfortable,
unpleasant, emotional, liberal and simple (ACSR1). The second factor consisted of the indicators
of thrifty, contemporary, organized and formal (ACSR2). The third factor had the indicators of
rugged and dominant (ACSR3). The factor structure converged in 6 iterations and scale
reliabilities ranged from .79 to .90.
The Presence scale was developed to investigate presence as a reflection of one’s understanding
of their surroundings (Nicovich, 2017). This scale factored out into the elements of Spatial
presence, Participation, Physical orientation, Unity and Emotional affiliation. These scales had
reliabilities that ranged from .75 to .96. And finally Violence also factored into three factors
consisting of negative views of violence, positive views of violence and entertaining views of
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violence. These scales had reliabilities that ranged from .77 to .83. All scales exhibited factor
loadings above .5.
The results of the series of moderated regressions can be seen in table 1. Each cell reports the
significance of the original regression relationship of each factor of presence regressed on to the
various aspects of avatar self concept in the first column and the level of significance of the
violence moderating variable. For this study we were most interested in the pattern of significant
moderating relationships. Bolded numbers relate relationships that are significant to at least the
.1 level. This is a very liberal significance cut off but we deemed appropriate for an exploration
study at this stage. A note on why we regressed presence onto avatar self concept is warranted
here. Avatar self concept can be considered to be a part of the player’s self concept but to expose
it it is necessary to put the player into a situation where the character can be dominant. Presence,
in this sense is the gateway into the situation. It is necessary, therefore, to ascertain if the player
is connecting with the character. That is why presence is the endogenous variable and character
is the exogenous variable. However once that connection is made in what is a fairly violent
situation we can see if views of violence moderate this connection.
ViNeg as the
moderator

Y variable

X variable
space

Part

Orien

Unity

emotaf

acsr1

.00 .16

.00 .087

.00 .48

.00 .49

.00 .06

acsr 2

.01 .12

.00 .02

.00 .18

.00 .00

.00 .02

acsr3

.59 .91

.03 .08

.00 .89

.00 .32

.81 .88

space

Part

Orien

Unity

emotaf

acsr1

.00 .00

.00 .00

.01 .02

.02 .17

.00 .00

acsr 2

.54 .64

.07 .04

.08 .90

.36 .25

.36 .28

acsr3

.00 .38

.00 .07

.01 .14

.00 .85

.01 .66

space

Part

Orien

Unity

emotaf

acsr1

.00 .01

.01 .04

.03 .40

.01 .22

.00 .01

acsr 2

.01 .14

.00 .01

.01 .62

.00 .00

.00 .00

ViPos as the
moderator

ViFun as the
moderator
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acsr3

.65 .66

.15 .69

.00 .91

.00 .59

.81 .53

Table 1

Interpretations
The first thing that stands out is that engaging in presence via participation leaves one
most consistently impacted by violent views. This makes sense in that the player is engaging (via
their created avatar) in violent acts (See table 2). However it must be noted that the level of
depicted violence in Skyrim is much less than that of many other games. Also of consistent
impact was if the player engaged in presence via an emotional affiliation. Violence as an
emotional expression would also seem to have an impact as well though this effect was not as
consistent. If we look horizontally along the rows we see that there is not much consistency with
respect to character type. From this we posit that there is not much difference between character
traits with some being significantly impacted and some not. When viewed from this perspective
there does not seem to be an overall pattern of effect by type of presence. The overall impact of
each type of violence view was different in pattern but not in magnitude as for each moderator 6
of the 15 cells significantly impacted by views of violence.

https://www.nexusmods.com/skyrim/mods/45894/
http://www.gamemodding.net/en/skyrim/skyrim-monsters/44888chicken-death-beta.html

https://www.nexusmods.com/skyrim/mods/9573/?tab=images

http://thereticule.com/have-video-games-become-too-violent/skyrimbeheading-decapitation-violence-in-video-games/
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What is interesting to note is that the pattern of impact is almost identical between negative
views of social violence and views that violence positively affects game play. Positive views of
social violence seemed to be less emotional in nature and with respect to ACSR1 have an impact
if one is engaged in presence via an understanding of the physical world and where they fit into it
geographically.
As a result of this investigation it appears that one’s views of violence, generally whether
positive, negative or entertaining, appear to have the greatest impact on an emotional or
participatory degree of connection into the displayed environment.

Limitations and Future Directions
All studies have limitations and this one is no different. Perhaps the largest limitation to this
study is the lack of direction of the moderating influences. It is important to know if the
moderating influence retards or enhances the nature of the original relationship. This is the next
step for this study as we prepare it for journal publication. Also of interest for future research is
the question of gender differences. Violence has long be viewed to be more of masculine trait
than a feminine trait and it will be interesting to see if this holds true in a game situation. Also,
what impact might these relationships have on social action outside of the game? Does one’s
views of violence within a game really affect one’s actions in real life? The literature seems to
indicate that it does. However, the question that always seems to come up in a study like this is
“are these results repeatable?” As such the next logical step is to investigate these relationship in
a different situation to see if there is indeed a consistency across situations or if the results we
found are context specific. Much would need to be examined and a means of measuring the level
of experienced violence would have to be either developed or extrapolated.

Conclusions
The overall conclusion that can be drawn from this study is that views of video game violence,
can moderate the connection with the character within a game setting, however not all aspects of
engaging in presence are the same. The emotional nature of violence does impact the more
emotional aspects of presence, specifically participation and emotional affiliation. However it
doesn’t seem to matter much as to which aspects of self concept are being experienced.
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Relevance to Marketing Educators, Researchers, and Practitioners:
This study is timely and relevant as it examines one possible factor in the rash of gun violence
that has been happening in this country lately. If marketing professionals better understand the
link between video games and real world violence they can better engage ethical considerations
when developing and marketing these types of games. For researchers a thorough understanding
of the psychological impact of violence as portrayed in a CMC environment is critical, especially
as these environments are becoming more and more immersive and realistic. And finally for
educators, many if not most of our students are game players. Understanding the influences on
our students is the first step in being able to make our discipline relevant to them.
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Beauty as Art: Somaesthetic
Consumption as Alternative to Docility
Talia Welsh, talia-welsh@utc.edu

ABSTRACT
Consumer Culture Theory (CCT) has enabled researchers to consider complex consumer
experiences that are embedded within cultural norms (Arnould & Thompson, 2005, Firat &
Venkatesh, 1995, Thompson & Troester, 2002). Such an approach allows for a poststructuralist
epistemology where one can negotiate how consumer identities are formed in relation to certain
kinds of knowledges (social sciences, biological sciences) and well as certain forms of power
(corporate, government, NGO, charities, and educational institutions). However, often the
concept coming from such research is that one has produced “docile” bodies—that is individuals
who do not perceive themselves to be managed by such institutions and sciences (Foucault,
1995, 1990, Rose, 2009, Lemke, 2011).
For example, one can look at the manner in which women in particular shaped their lives around
creating themselves as beautiful object without being coerced to do so. However, very often
these beauty rituals and consumptive and productive activities further interests that are possibly
opposed to the betterment of women. Feminists have drawn attention to this conundrum (Barkty,
1990, Bordo, 1995, Beauvoir, 1989, Heyes 2007) where women are willingly submitting to ever
more exacting rituals of beauty to the detriment of their senses of self and their possibilities in
political, cultural, and social spaces.
An alternative narrative exists where feminist suggest that such time spent caring for one self in
beauty rituals may indeed be a form of individual play, feminist resistance to directing oneself
outward, or even the kind of “care of the self” that Foucault calls for in his last writings (Scott,
1994, 2000, Groeneveld 2009) In such a manner, the consumption of beauty products and the
participation in beauty rituals and programs is not necessarily detrimental to women.
This paper considers the role of consumption in these beauty rituals and suggests that work in
somaesthetics (Shusterman, 1999, 2008) provides a helpful way to not assume all such rituals are
objectifying and creating submissive bodies, but at the same time to acknowledge their dangers
for a flourishing feminist life. Somaesthetics argues that what one should attend to (perhaps in
addition, perhaps exclusively) is the widening of one’s capabilities for aesthetic pleasure instead
of if one conforms to some other, likely predetermined and exclusive, model of beauty. It is thus
inherently experiential rather than about a model of achievement. Yet, such a practice preserves
the art inherent in beauty creation. Heyes (2007), Shusterman (2003), and Jolles (2012) already
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suggested in feminist philosophical research the potential of somaesthetics to widen individual
experience. In this paper, I wish to look at ways to see consumption of beauty products and
practices in a somaesthetic light to complement existing work in consumer research, rituals, and
feminism (Richins, 1991, Gulas & McKeage, 2000, Bristor & Fisher, 1993, Rook, 1985, Samper,
Yang, & Daniels, 2018).
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Self-Image Congruency for Theatre,
Movie and Home Audiences
Peggy O. Shields, pshields@usi.edu

ABSTRACT
It has been well documented that the performing arts have experienced declining attendance and
financial support. The Millennial consumer has many options for entertainment experiences in a
variety of venues. In order to appreciate the motivations of the emerging audience three studies
were conducted involving college students. The first study revealed a definite lack of
appreciation for the fine arts, specifically ballet, opera, symphony and live theatre. The second
study investigated alternative strategies to improve attendance to these experiences. The final
study started an inquiry into self-image congruency for live theatre goers and alternative venues
for an experience, movie theaters and home viewing.
The performing arts exist in a market full of competition for audiences (McClellan, Rebello-Rao
& Wyszomirski 1999). Performing arts organizations attempt to complete for the consumers’
attention while they battle for public funding and contend with a multitude of other resource
limitations (Scheff & Kotler 1996; Yavas 1996). In order to grow and prosper the performing
arts must attract and maintain new, young patrons while not alienated current patrons. It is clear
that Millenials and GenZs have different motivations for pursuing leisure activities and
experiences than their older counterparts (Schlegelmilch & Ollenburg 2013, Holbrook
2000). Thus a series of three studies all involving college students were conducted.
Study One involved 33 different leisure activities. Respondents indicated that attending the fine
arts (ballet, opera, symphony and live theatre) was at the bottom of their choices of opportunities,
whereas going to a beach or a theme park were at the top.
Given the results of Study One, Study Two focused on likelihood of attending the four fine arts
performances given a variety of scenarios. It was discovered that attendance likelihood could be
improved if the performances involved a performer they enjoyed, music they enjoyed, if their
friend asked them to go with them, if the performance was free and if the performance was at a
convenient location.
Study Three focused on just live theatre performance as it appeared to have the most potential to
reach a larger portion of the Millennial market. Therefore, to partially understand the motivation
of the Millennial and GenZ market for live theatre a study was conducted to explore the impact
of self-image on the likelihood of attending a live theatre production.
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The impact of self-image congruency has been explore recently in multiple contexts in the
consumer behavior literature (e.g. Mittal, 2015; Gil, Kwon, Good and Johnson, 2012; Gration,
Raciti and Arcodia, 2011; Kressmann, Sirgy, Herrmann, Huber, Huber and Lee, 2006). Based
on the groundbreaking work by Grubb and Grathwohl (1967) the role of products to be viewed
as symbols to communicate to others and enhance one self-concept has relevance for marketing
products, brands and services. Sirgy (1982) concluded that the motivation to express a selfimage is often the motivating force behind an individual’s purchase and use of a product or
service. Individuals will attempt to find a congruency with the image they wish to express and
the image of the product, or service, they consume.
In Study Three live theatre versus the alternative venues and formats of viewing including a
movie theater and home were studied. In theory, the viewing diversion could be spent going to a
play, going to a movie theater or staying at home and watching a performance.
Students in consumer behavior classes offered at a mid-sized Midwestern public university
served as respondents. Given the nature of the two-part data collection process a convenience
sample of 65 respondents was collected ( 33 males, 32 females). Respondents we first asked to
respond to a 15 item , seven-point semantic differential self-concept measure. Several weeks
later, to diminish the nature of the study, the same respondents were asked to indicate their
likelihood on a five-point likelihood scale of attending a live theater production (mean = 3.5),
a movie at a theater (mean = 4.6) and view a movie at home ( mean = 4.7).
Several differences were noted between self-image scores and scores for live theatre, theater
movies and home viewing. Most notably, theatre goers were perceived as more delicate, old
fashioned, emotional, formal, liberal, complex and colorful than average self-image
scores. Home viewers were perceived as more submissive, thrifty informal and colorless than all
the other image scores. The results of this study, although just preliminary and exploratory in
nature, will be beneficial for not only additional research but also for theatre management. It
might be advisable to avoid the impression of ‘fine arts’ and delve into more contemporary and
rugged subject matter.
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The Souvenir: What is Purchased and Is
the Purchaser a Collector of Art?
Timothy J. Schibik, tschibik@usi.edu
Aaron J. Schibik, aaronschibik@my.unt.edu

ABSTRACT
This paper discusses the acquisition of goods for the purpose of building
collections. Specifically, when do the purchase of travel rememberances, i.e. souvenirs,
transition from onetime purchases into collections of multiple items of the same type, theme, or
purpose? Undergraduate students at a mid-sized comprehensive university in the Midwest were
surveyed concerning their vacation behavior and travel purchases along with whether or not they
considered themselves collectors.
The literature surrounding the acquisition of goods and when that acquisition behavior
becomes collecting is well documented across a broad spectrum of academic literature (e.g., Belk
(1982), Belk et. al, (1991), Christ (1965), Formanek (1991), Hillier (1981), Long and Schiffman
(1997), Muensterberger (1994), and McIntosh and Schmeichel (2004)). However, very little has
been written about what people choose to collect and whether or not the collectables are
considered art.
Travelers desire a means to both remember and share their experiences with others. Upon their
return, travelers use souvenirs as a way to stop time so as to effectively remember their
experiences, to allow for sharing of those experiences, and to prove the experience
occurred (Gordon, 1986). Souvenirs offer one way to transform
these intangible experiences into a tangible artifact. When individuals desire to identify with a
place, they will keep artifacts from that place.
The truth is that few people will take a trip without acquiring some form of evidence
to tangibilize their experience (Littrell et.al., 1994). These rememberences take on special value
for the purchaser. To the purchaser, the souvenirs are not simply relics, mementos, keepsakes or
curios. The souvenir provides the consumer with “a connection with an actual person, place or
event – in short it is an association object” according to Bird, (2013). Simply put, we all like to
collect stuff -- “the impulse to collect, to accumulate, even to hoard has been with us for a long
time” according to Conn, (2015).
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A survey was administered to a sample of 300 undergraduate students at a Midwestern
comprehensive university to ascertain their travel behaviors and their travel-related
purchases. In addition to information concerning their travel and related purchases, the students
were asked whether or not they were collectors and about the spending patterns related to their
collections. How do undergraduate students view the purchase of souvenirs and do they like to
collect stuff? The results indicate a strong connection between collecting and souvenir
purchases.
Finally, the authors argue whether or not the collection of “tourist art” can truly be considered art
collections? Based on a less commonly used definition that defines a souvenir as “tourist
art” (Lasusa, 2007). The authors suggest that souvenirs from trips are art based on the fact
that these “travel trinkets” adhere to traditional definitions of art. As noted in many places, the
market for visual/fine arts is a multi-billion dollar world-wide market (Velthuis, 2007). If, as
suggested, that souvenirs really part of this market what are some of the parallels that can be
drawn between the motivations to collect art and other collectables?
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The 4 Ps of Music Marking: A Research
Agenda for Examining Music in
Marketing
John Littlefield, jlittlefield@daltonstate.edu

ABSTRACT
While music has been hypothesized as existing prior to Homo Sapiens (Mithin 2005), the use of
music in marketing harkens to the early days of radio broadcasting. The increased retention of
brand-related information by using jingles augmented the popularity of their usage in early
broadcasting, and the integration of advertising and entertainment content characterized this
period. Since those days, the use of music in marketing activities has increased
dramatically. While research on individual aspects of music’s use in marketing has been
conducted by many authors, and an analysis of the arts marketing literature—including music—
has been conducted (O’Reilly 2011) a conceptual model that blends these uses has not been put
forth, that is the intent of this paper.
Conceptually, perhaps the starting point for such an agenda would be to contrast the strategic use
of music in marketing from the aesthetic use. Specifically, when music is used for purposes
related to marketing objectives (positioning, promotion, retail atmospherics), then we might
suggest that this represents a strategic use of music. However when music is produced and
marketed for its own sake, this represents aesthetic use. Interestingly, this contrast harkens from
the world of art as well, that of the artist adopting an explicitly commercial emphasis and
“selling out”—hence there is a long-standing stigma that is associated with art used strategically
(i.e., for commercial purposes). Strategic uses of music for marketing involve past research into
various aspects of the promotion and selling processes. For example music in advertising has
been studied extensively (Grainge & Johnson 2015; Scott 1990), while use in influencing at the
point of purchase has been studied (Bradshaw and Holbrook 2008, Kellaris and Kent 1993; Kotler
1973/1974; Milliman 1986).
Aesthetic uses of music involve aspects of the production and consumption process of music in
various stages using various technologies. Music consumed in its live form (Conway & Leighton
2011; Deighton 1992; Pitts & Burland 2013; Wood & Moss 2015) by attending musical
performances in venues as diverse as acoustic cafes to symphony halls (Kronenburg 2011; Long
2011). Music festivals (Anderton 2011) represent a unique consumption experience where music
and other arts come together. Also emphasized in aesthetic use is the integration of music into
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other art forms such as film (Holbrook 2008, Suisman 2009). Other special events where music
provides support for the main event are wedding receptions, sporting events, and parades. In
each of these situations, music is not the central activity but rather an integral component of the
overall activity. Authors have pointed out the link between the production of music and the
consumption activity of performing (Bradshaw, Sherlock, and McDonagh 2003; Kerrigan,
O’Reilly, and Lehn 2009), particularly for amateur musicians (Stebbins 1979; Thompson
and Tambyah 1999). As such, the distinction between producer and consumer may be
unclear (Drew 1997; Minor et al. 2004), as is the role of brands and branding (Baumgarth &
O’Reilly 2014).
The paper uses the 4 Ps model to explore areas of potential past and future research in music and
marketing. The goal of this research program is to propose a conceptual model of how research
on music in marketing might be understood, categorized, and expanded. Given the ubiquity of
the 4 Ps model in marketing literature and pedagogy, this paper uses that model to propose
research opportunities about music within the marketing literature.
Product. Perhaps the most basic of the 4 Ps is the product, conceptualized generally to include
services, experiences, and other potential provisions to consumers (e.g., Gilmore and Pine 2007).
Further, new research on service-dominant logic (Vargo and Lusch 2006) may be used to
conceptualize the total set of gains provided to consumers by marketers. While a great deal of
research has been conducted which includes the aesthetic use of music as a product, additional
research might detail changes in the music industry related to improved technology in delivery of
music to consumers including free streaming services such as Youtube and Spotify, paid versions
of those services, new delivery technologies to include satellite radio.
Also, the role of technology in adapting the consumer/listener experience warrants additional
research. For instance, the changing nature of the listening experience resulting from the change
in use from vinyl records to compact discs to streaming services. Literature on collections may
have once applied to LP collections, while it may apply differently to digital music collections,
with virtually unlimited storage capacity. Finally, the aesthetic experience of listening to
music may have changed given the move away from the tactile experience of opening an LP,
examining the album artwork during the listening process (Humphries).
A further area in the use of music in the product P involves the change in the nature of
music production itself that has resulted from new` production and promotion technologies. The
concept of prosumption suggests a linkage between producing products and consuming
products. For instance, producing music by live musicians necessitates consumption of music
instrumentation and amplification technologies, and likely services such as instruction,
production, and promotion. Research in these areas represents a potential fruitful area.
Finally, music as a source of community that interplays with other community influences is an
area of substantial research (Bennett 2001; Thornton 1996), particularly as these communities
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represent contesting sociological issues such as social class and race (Averill 1989). Music’s role
in the experience of nostalgia (Batcho 2007; Holbrook 1993), emotion (Hesmondhalgh 2008), and
authenticity (Munoz, Wood, and Solomon 2006) has been researched.
Place. The Place P may be examined locally in the context of retail atmospherics and more
broadly with research in the link between music and place branding. The role of music in retail
atmospherics has received a great deal of attention (Goss, 1993; Kellaris & Kent 1993; Oakes,
Patterson, & Oakes 2013), with variables such as music tempo and loudness being related to
such dependent variables as time in store and purchases. Interesting in this area is the finding that
awareness of the music doesn’t seem to affect its influence on consumers.
The role of music in place branding also represents an under-researched area. Music occupies a
significant role in the perceptions travelers have about various vacation destinations and can be
used to help position both naturally emergent (e.g., Nashville, Tennessee or New Orleans,
Louisiana) or synthetic (e.g., Branson, Missouri or Dollywood) destinations. Many cities are
associated with particular music genres, performances, or artists (e.g., Las Vegas, Hannibal,
Missouri, Miami, Key West, New York). Further, cities have successfully adopted brands
around a particular song, such as New York, New York, Chicago, and others. Music festival
production and management often is associated with the branding of place (Anderton 2011;
Duffett 2012; Homan 2011). Future research in music and place would address two main
issues. First, more specifics are needed in the study of music atmospherics in order to optimize
use of music to achieve retail sales and consumer satisfaction, including optimal use of music to
increase/decrease foot traffic. Second, research on forming and fine-tuning a place brand using
music should be conducted to give tourist destinations a clear sense of the steps required to
position their place brands using music.
Price. Very little research has examined music in marketing with regard to price. While future
studies may examine optimality in music sales, much of this may be in relation to changing
technology that makes the marginal cost of production approach zero. For example, streaming
music results in almost nonexistent cost to the producer to allow for the incremental consumer to
listen to music. Perhaps more interesting in the price area is the role of music as a positional
good (Schibik and Schibik 2016) with its potential to demonstrate to consumers actual and
aspirational social group affiliation or identity. Similarly, the role of music to influence price in
retail products or settings may represent a research opportunity.
Promotion. Much of the research that has examined music in marketing has taken place in the
area of promotion. The use of music in broadcasting (both radio and television, but now also
internet-based) has been extensively researched. However, as promotion technologies have
changed there is an opportunity to revisit this research area. Research questions such as how
new technologies and consumer listening preferences influence how products might be
promoted, specifically with regard to listening technologies (satellite radio, streaming services),
gatekeeping technologies (DVRs), and changing listening preferences.
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This paper has suggested increased research on music in marketing, and has suggested the 4 Ps
model as a potential source of ideas in filling research gaps in the area of music. The goal of this
paper has been to stimulate research on the topic and to attempt to provide an initial framework
that might guide researchers to address this important component of arts marketing. It is hoped
that research in the area of music, arts, and entertainment might benefit from such an attempt.
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ABSTRACT
The objective of this paper is to propose a theoretical paradigm for segmenting the visual fine
arts marketplace. For our purposes here, terms “visual fine arts” and “fine arts” are used to refer
to physical objects such as paintings and sculpture as distinct from the performing arts which
would involve demonstrations of live, physical, human behaviors. Although systematic data is
not available, the global visual fine arts market has been expanding since World War II while
prices of selected works of classical and contemporary art have been selling in auction at ever
increasing, even record setting, prices (Artprice.com and AMMA 2016; Wilson 1970).
Traditionally, market segmentation has been based on characteristics of potential buyers. Such
characteristics have tended to include demographic and ethnic characteristics because these are
visible and can be used to identify marketing communications media to reach the targeted
segments, and psychographic and lifestyle characteristics because these can be used to design
communications to appeal to targeted segments. However, art works have been generally
classified based on the artists’ “school,” historical period, style, genre, or based on physical
characteristics of the work such as media, colors, or size. These are characteristics of the
product, not characteristics of potential buyers. Today, with the rise of social media (Barker et
al. 2017), there is an opportunity to refine fine arts market segmentation to focus more clearly on
the benefits that potential buyers may seek from art purchases or attendance at art exhibits.
This paper first reviews the traditional marketing definition and approaches to market
segmentation (Kotler and Keller 2006, pp. 238-271). Then, drawing on art scholars’ descriptions
of the “functions” of art from the artists’ perspective, an initial segmentation taxonomy approach
is proposed to suggest benefits sought by art buyers. This proposed consumer benefit taxonomy
is intended to stimulate discussion among marketing academics and practitioners, as well as art
market intermediaries and facilitators, artists, art patrons and art buyers that will lead to
qualitative research and benefit both marketing theory and fine arts marketing in practice.

Introduction
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The objective of this paper is to stimulate discussion and further research of fine arts market
benefit segmentation by proposing a theoretical paradigm for segmenting the visual fine arts
marketplace. For our purposes here, the terms “visual fine arts” and “fine arts” are used to refer
to physical objects such as paintings and sculpture distinct from performing arts which would
involve demonstrations of live, physical, human activity. The field of fine arts is an industry area
that generates more than $16,000,000,000 globally in annual auction sales alone (Artprice.com
and AMMA 2016, pp. 3). While one might imagine that extremely high-end masterpieces drive
up the total auction sales revenues figures, over 80% of auction lots in 2015 sold for prices below
$7,000 (Artprice.com and AMMA 2016, pp. 15), suggesting a very large and broad market with
a wide range of price variability. Within the United States alone, retail sales of artworks, art
supplies, and related goods totaled over $6,500,000,000 in 2012 with 5,056 retail stores reporting
(United States Census 2015). These stores also reported 16,962 employees and annual payrolls
of $887,419,000. Clearly, from a global and United States perspective, the fine arts represent a
substantial field of economic activity. However, it should also be noted that, given the low-end
of the range of prices and the left-skewed price curve, the art market is broad economically and
social-culturally inclusive.
Unfortunately, visual fine arts market segmentation has not been addressed in the marketing
literature, and, with few exceptions (Desborde and Marshall 2015, 2016; Desborde 2014, 2013;
Marshall and Forrest 2011) fine arts marketing as an academic field has not been addressed.
This paper addresses this gap in the marketing literature by drawing on art scholars’ perceptions
of functions of art to propose an approach to fine arts market segmentation based on buyer
benefits sought. We first review traditional approaches to market segmentation, and then link art
scholars’ perceptions of the functions of art to potential benefits sought by buyers. Then, a
market segmentation classification scheme is proposed based on benefits sought by art buyers.
This proposed benefit taxonomy is intended to stimulate discussion among marketing academics
and practitioners, as well as art market intermediaries and facilitators, artists, art patrons and
buyers that will lead to qualitative research and enhance both marketing theory and fine arts
marketing in practice.

Traditional Approaches to Market Segmentation
Market segmentation must be based on characteristics of potential buyers (Aaker 2005, Kotler
and Keller 2006). Such characteristics have typically included behavioral, demographic, ethnic,
social-cultural, and psychographic characteristics because these are visible and can be used in
designing products, messages, communications media, and distribution channels to appeal to
targeted segments. However, a segmentation approach must inevitably fall back on benefits
sought by buyers (Kotler and Keller 2006, p. 256). Aaker (2005) has noted that benefits may be
the most useful segmentation variable and that “benefit segmentation” underlies all other
approaches to market segmentation. Demographic, ethnic, family life cycle stage, racial, socialcultural, and psychographic characteristics are, in the end, all used as indicators of potential
benefits the targeted buyer might seek so that products and marketing communications may be
designed to appeal by suggesting the desired benefits. As Bagozzi (1975) noted, marketing is
exchange, and exchange necessarily implies an exchange of benefits.
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Segmentation based on buyers’ characteristics, be these ethnicity, demographic, geographic,
behavioral, or psychographic (VALs – values, attitudes, lifestyles) characteristics, are really
attempts to tie buyer desired benefits, expressed or not, to buyer characteristics by which the
buyer could be reached by a marketing communication and distribution channel. Even
psychographic characteristics in terms of “values, attitudes, and lifestyles,” suggest behaviors
that may correspond to desired benefits whether these be psychological, social, or hedonic and
tie to overt communication and behavior patterns that would allow marketers to reach the defined
segment. Of course, demographic, ethnic, and social-cultural as well as geographic factors must
be considered in designing communication and distribution channels to reach the targeted buyer,
but the product itself and its presentation must offer the sought benefit and the sought benefits, to
be useful to the marketer, must, in turn, correlate with visible buyer characteristics that would
allow the buyer segment to be reached.

Functions and Benefits of Fine Art
The nature of artworks makes definition of consumer benefits elusive. As Hirschman (1984) has
noted, artworks are aesthetic and ideological products characterized by abstraction, subjectivity,
nonutilitarian, uniqueness, and holistic features. By “abstraction.” Hirschman means the
products are used to “invoke something other than themselves.” (p. 50). The artist is attempting
to convey an experience to the observer. By “subjectivity,” Hirschman means that the
experience of viewing a work of art is different for each consumer. “Although the painting
remains constant in an objective sense, its interpretation by every consumer is subject to great
interpersonal variance...” (p. 51). By “nonutilitarian,” Hirschman means “that these products are
valued in and of themselves...”, “...their value to the consumer lies solely in the subjective
response they evoke” (p. 51). By “uniqueness,” Hirschman means that the product is original
and “not be duplicative or derivative of prior efforts.” (p. 52). By “holistic,” Hirschman means
that each art work exists “only as wholes or gestalts, and cannot be analyzed via their attribute
structure.” (p. 52). These characteristics suggest that the benefits, service, or effect of an artwork
is unique to the individual. Still, this does not preclude either the artist’s intention to create an
effect in the viewer or the creation of a “benefit” for the viewer or buyer that is a form, even a
unique form, of a definable class or category of benefits that the viewer or potential buyer might
experience and define as a purchase motivation benefit. Taken together, Hirschman’s
characteristics suggest, in Dewey’s (1934) terms, that art is the experience created in the viewer
or consumer of the art. It is a personal experience of a unique object taken as a whole. The
experience of the art consumer may have been that intended by the artist or it may be unique to
the consumer, but, the position taken here is that the appeal, and therefore the benefit, of the art
work to the consumer is to be found in the experience of the consumer.
This view of benefits of art works is different from how art works and market segments are
typically classified. While market segments must be identified based on characteristics of the
buyers, art works have been classified based on artists’ “schools,” historical periods, or styles or
genres, or based on physical characteristics of the work such as media, colors, or size. These are
product characteristics, not buyer characteristics and are not, in themselves, motivating factors
for the purchase of artworks, although they may be factors that exclude purchase options due to
social, spatial, or stylistic fit concerns given the environment in which they might be displayed.
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Today, with the rise of social media (Barker et al. 2017; Forrest, Piper, and Marshall 2014), there
exists the opportunity to refine fine arts market segmentation to focus more clearly on the
benefits that potential buyers may experience or seek from art purchases or attendance at art
exhibits. However, what benefits might be sought? Potential answers to this question may be
found in the perceptions of art scholars of functions of art in society over the past centuries.
Here, we focus on functions identified by Fincher-Rathus (1998) and Preble and Preble (2002).

Functions of Art
Fincher-Rathus, (1998) proposes a classification of fourteen “purposes” (which are here referred
to as “functions”) of art from an artist’s perspective. These are listed in Table 1. The titles are,
largely, self-explanatory and, one might argue, the categories are not mutually exclusive or onedimensional. In Fincher-Rathus’ explanations of the categories, she sometimes treats a category
as a purpose of the artist and sometimes as a benefit to the consumer. For example, for the
category “To Create Beauty” she writes that at times the artist seeks to imitate nature and at other
times to improve upon it. But, under the heading “To Provide Decoration” she takes the view of
the consumer using the art work for his or her own purpose. For the category “To Reveal Truth,”
the artists’ objective is taken, whereas for the category “To Immortalize” she recognizes Robert
Maplethorpe’s intent to keep “his talents and his tragedy in the public’s consciousness” but also
the intent of Pope Julius II in commissioning Michelangelo to create his tomb. Similarly, the
function of expressing religious values could be an intent of the artist or of the artist’s patrons.
Similar points could be made regarding each of Fincher-Rathus’
categories or purposes of art, but, nonetheless, the listing suggests benefits that consumers of art
might seek. Furthermore, several of the Fincher-Rathus categories might be separated into two
distinct benefits from the consumer or artist perspective. For example, the category “To
Stimulate the Intellect and Fire the Emotions” might be separated into intellectual stimulation,
for which the current writers would give Cubism as an example of a style that might produce this
benefit, whereas the Mona Lisa might provide for many the consumer benefit of “Fire the
Emotions.” In any case, the Fincher-Rathus categories of purposes of art appear to capture
many of the benefits that consumers of art might seek, and this could provide a basis of “benefit
segmentation.”
The second set of scholars to be considered here are Preble and Preble (2002) who, in their
“introduction to the visual arts,” suggest the “Purposes and Functions of Art” (pp.5-14) listed in
Table 2 with some of the examples they use to illustrate the purposes. As with the FincherRathus categories, the categories of purposes and functions of art suggested by Preble and Preble
are also not mutually exclusive nor are they one-dimensional.
The Preble and Preble category titles are, largely, self-explanatory, particularly in conjunction
with their illustrative examples. As explained by Preble and Preble, the categories reflect the
intent of the artist. However, these categories, like those in Table 1, might also be seen as
benefits sought, or found, by the viewer, the consumer of the art. It may also be noted that there
is considerable overlap between the categories suggested by Fincher-Rathus and those suggested
by Preble and Preble. Such overlap suggests that at least art scholars have some agreement on
the social functions of art and possible purposes that artists and art patrons as art consumers
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might share. As such, common recognition of purposes and functions of art in society might
suggest a viable starting point for a taxonomy of art market benefit segmentation.

Proposed Taxonomy of Consumer Benefits from Fine Arts Purchases
The taxonomies of functions of art suggested by Fincher-Rathus and by Preble and Preble are a
starting point from which to consider the development of a taxonomy of sought consumer
benefits from art purchases from which a marketing segmentation system might be developed.
To this end Table 3 presents an effort to combine the Fincher-Rathus and Preble and Preble
taxonomies of functions of art and, simultaneously, restate them as potential consumer benefits
that might be sought by consumers when consumers buy art. It should be noted that the resulting
taxonomy of possible benefits sought by consumers purchasing fine art (visual art) is only
offered as a starting point for discussions among marketing academics, marketing intermediators
and facilitators, art buyers as consumers, and artists. Ideally, further research would make use of
this taxonomy as a starting point for focus group research which might then lead to sufficient
verification and validation as to justify more quantitative approaches.

Conclusions
Regardless of the intent of the artist, the consumer of art may find his or her own benefit in a
work. As Hirschman (1984) noted, the artist may be, and often is, only concerned with his or her
own artistic objective of expression and enters into “self-oriented creativity” and a “self-oriented
transaction.” (p. 49). Recognizing this, Hirschman suggests extending the marketing concept to
include marketing exchanges “initiated within one’s self.” (p. 49). Similarly, Fincher-Rathus
included in her categories of the purposes of art “To Meet the Needs of the Artist” and refers to
Maslow’s conception of “self-actualization needs.” In such a case the artist might be considered
a segment of one. However, for more conventional marketing purposes, and with the goal of
market interest of an artist’s work, it may help artists and their marketing facilitators and
intermediaries to consider potential benefits sought by art consumers. Even when the artist is not
considering appealing to an external market segment, marketing facilitators and intermediaries
will find utility in considering the taxonomies of benefit segmentation implied by the purposes
and functions of art considered here. Regardless of the creative intent of the artist, the art
consumer, through exposure to an art work, develops his or her own experience. Sensitive to the
benefits that may be sought, the marketing facilitator and intermediary might “frame” the
consumer experience to suggest a sought or unsought benefit to the marketing advantage of the
artist’s brand. Hopefully, the “functions” and “purposes’ of art” taxonomies reviewed here, and
their combination and restatement into a taxonomy of potential benefits sought by art fine
consumers, will stimulate discussion among marketers and members of the art community into
why people buy art works and how they experience art. It is to be hoped that such discussion
will stimulate further research, both qualitative and quantitative, that will aid in broadening the
reach of the artist community to further enhance the quality of the human experience.
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To Create Beauty

To Provide Decoration

To Reveal Truth

To Immortalize

To Express Religious Values

To Express Fantasy

To Stimulate the Intellect and Fire the Emotions

To Create Order and Harmony

To Express Chaos

To Record and Commemorate

To Reflect the Social and Cultural Context

Experience

To Elevate the Commonplace

To Protest Injustice and Raise Social

To Meet the Needs of the Artist

Consciousness

Source: Fincher-Rathus, Lois (1998), Understanding Art, 5th Edition, Upper Saddle River, NJ:
Prentice-Hall, pp. 5-23.
Table 2: Fincher-Rathus’ Functions of Ar
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Communicating Information
The Tree of Jesse, Stained Glass, West Facade, Chartres Cathedral
Day to Day Living
Functional art, objects that can be used, well designed objects and spaces
(i.e. china plates and blankets with graphic designs)
Spiritual Sustenance and Religious Expression
Stonehenge
Wheel of Time – Tibetan Sand Mandla
Personal and Cultural Expression of Self
Rembrandt Self-Portrait,
Yong Soon Min Dwelling 1994,
Romare Bearden Rural US South Depictions (Raise Social Awareness)
Social and Political Purposes
Goya, Felix Gonzalez-Torres
Leni Riefenstahl
Visual Delight
Islamic Cultures Art
Miriam Schapiro
Source: Preble, Duane and Sarah Preble (2002), Art Forms: An Introduction to the Visual
Table 3: Preble and Preble Purposes and Functions of Art
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To Experience Beauty

Experience Fantasy

To Capture Truth

Experience order and Harmony

To Express Personal Religious Values

Relive Past Experiences

Personal Intellectual Stimulation

Appreciate Everyday Life

Personal Emotional Stimulation

Identify with the Artist

including the Experience of Chaos
To Express Personal and Cultural Values

Educate Others – Communicate Information
Functional Object in Combination with

To Support Social Protest and Raise
Social Consciousness

Other Benefits
Personal Interior Decoration

Immortalize Personal Connections

Table 4: A Proposed Combined Taxonomy for Consideration as Fine Arts Consumer Benefits
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A Royal Revolution: An analysis of the
influence of Prince on music marketing
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Introduction
“Albums — remember those? Albums still matter. Albums, like books and black lives, still
matter." These are the opening words for the presentation of album of the year at the 57th annual
Grammy Awards for what we now know was one of the last television appearances of Prince
(Gajewski and Lee 2015). Embodied in that one line is the culmination of a careers’-long battle
for acknowledgement, acceptance, and control by an entertainer who refused to play by the rules
of the recording industry. Prince figured out early in his career that the link between a musician
and their audience was marketing. Marketing that typically was developed and controlled by the
record label and not the musician. This study uses the culture production system (CPS) to
explore how the musical artist Prince launched a revolution against the marketing practices of the
music industry while capitalizing on some of those same practices to craft his image and propel
his career. Along the way Prince paved a path for future artists to better maintain control of their
artistic output.
In exchange for fronting all of the production, distribution and marketing expenses of a
musician’s recordings, the record labels also retained ownership of those recordings in
accordance with the “work for hire” provision of the Copyright Act of 1976. This long-standing
industry practice to include ownership of songs as a part of a recording contract has been a point
of contention for several musicians (Sisario 2016). African-American musicians have been
especially vulnerable to these far-reaching agreements that often cut them completely out of the
royalties for their own recordings (Mitchell 2002). Consider the Funk Brothers 1, the backingband for some of Motown’s biggest hits who never received credit on records, let alone any
royalties for their work. It is then, all the more compelling that an African American musician
would not only challenge the music industry practices but would do so at the height of his
musical career. The study uses the culture production process (CP) to illustrate how, at the height
of his career, Prince contested the music industry’s control of his artistic content and, after nearly
thirty years, succeeded in regaining ownership of his master tape recordings, his name and the
way his content was promoted and distributed. While this decades’ long fight for control took a
toll on the Princes’ career, his ultimate success paved the way for other musicians to retain
The Funk Brothers were the studio musicians who served as the house band hand-picked by Berry Gordy in
1959. They recorded and performed on Motown’s recordings from 1959 to 1972 and who are featured in a
2002 documentary film entitled Standing in the Shadows of Motown.
1
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ownership of their content and their ability to freely market and distribute their music (Sisario
2016). In this era of streaming services and downloading of digital content, Princes’ quest for
the right of all artists to control their content is more relevant now than it was in the 1990s.
Artists, researchers, marketers and music industry executives can all learn from this artist who
almost single-handedly changed the game (Bream 2017).

Culture Production System
In its broadest conceptualization, the CPS is a set of individuals and organizations that create and
market a cultural product (Peterson 1976). The structure of these systems determines the types
of products that eventually emerge in the marketplace. Factors such as the number and diversity
of competing systems and the level of innovation versus conformity each encourages, influence
the selection of products we as consumers get to choose from at any point in time.
The CPS has three major subsystems, a creative subsystem, a managerial subsystem and a
communication subsystem. These three subsystems provide input into the funnel shaped system
(see Figure 1) that the cultural gatekeepers act as a filter as they sort through all of the
information in the system ultimately determine what the consumer is exposed to. It is at this
point that consumers decide what they like, what they dislike and what they choose to consumer.
Consumer choice is then driven by all of the players in the funneling process. The feedback loop
in Figure 1 depicts the power that consumers have to innovate or use grass roots movement to
input ideas and concepts into the symbol pool. To be clear, consumer tastes, preferences and
choice are not formed in a vacuum but rather are made based what they have to choose from by
the myriad decisions made by those in positions of authority throughout the process. The power
that the subsystems and the gatekeepers have in determining what consumers are exposed to and
how is real and significant. Music is often included in discussions of the culture production
system (CPS) as it is production and consumption are recognized as an important marker of
societal trends (Dowd 2017). And, while the popularity of one genre of music over another and
one artist over another is dependent on all several players in the system, the CPS and its three
main components are easily understood in the context of music. Consider an upcoming release
by Akon (rapper, the creative subsystem); Umvd Label distributes Akon’s CDs (a managerial
subsystem) and NYLA Entertainment Group, the PR agency promotes the CD (a communication
subsystem) (Solomon 2009). Once Akon’s latest CD moves down the funnel, the cultural
gatekeepers (formal and informal) that further influence whether or not the consumer ever listens
to Akon’s newest releases.
In addition to the musician (the creative subsystem), the music industry has traditionally had
several “cultural specialists” including the songwriters, agents, record label A&R (artist &
repertoire) executives, publicists, image consultants, designers, stylists, recording engineers,
producers, marketing executives, music reviewers, DJ’s and VJ’s (disc jockeys and video
jockeys), radio program directors and record store owners all of whom play a role and have input
into which musician and which songs a consumer is exposed to. Watkins (2001) considers the
popularity of the Hip-Hop culture in the context of the cultural production of black nationalism,
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while Bjorn (2001) explores innovations in jazz based on theories of cultural production. For
many, music, like food and language, serves as an important cultural marker.

The CPS is an appropriate method to understand the success of an artist’s music in part because
so many other people have a hand in determining what music moves through the funnel and to
the consumer. Over the course of his career Prince released 39 albums and 104 singles (Telling
2016). The period from 1978, through the 1990’s, generally considered the height of his career,
is the period of exploration for this study.

Music Marketing
The primary vehicle for music promotion, distribution and marketing has traditionally been a
contract between a Record Label (the label) and an artist. The contract allows the label to record
a master tape of all the songs for an album (refers to CDs, tapes, etc.), and to produce and market
the album. This can be a costly process that can include cover art design, distribution efforts and
a host of promotional activities from appearances on radio and television, to photographs, press
releases and anything else the label deems appropriate. Prince signed his first contract with the
Warner Brothers record label (WB) in 1978 when he was 19 years old. He is credited with all
vocals, songwriting (one song was co-written), and every instrument played on the first album,
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as well as all of the arrangements and production (Trust 2009). While the credit for music is
clearly given to Prince, the question of ownership of the music is not that clear.
From the very beginnings of the marketing of music, there has always been question and
curiosity around ownership of the creative output (Ogden and Ogden 2011). Who owns the
creative content? The creator (the musician who is the creative subsystem) or, the organization
that brings the creation to the marketplace (the managerial subsystem)? The label contends that
ownership of a mastering recording belongs to them because it is a work product produced under
a contract containing a work-for-hire provision. Most artists strongly disagree with the label’s
interpretation of a work product (Mitchell 2002). Consider the Funk BrothersA , the backingband for some of Motown’s biggest hits who never received credit on any of the records they
played on, and received no royalties for their work.
The work–for-hire provision is one of nine exceptions of the Copyright Act of 1976 (The Act).
Historically, the label records the music, creates a master tape, produces the recordings and sells
the records through retail stores.3 In exchange for paying the upfront costs, the record label
keeps the majority of the profit from each album and pays the artist a royalty for each unit sold.
While a record contract is quite possibly the best way for a new artist to get exposure and to get
paid for their music, the royalties and the work-for-hire exception of the Act are the two areas
most contested by artists (Brain 2003). The percentage of artist royalties typically ranges
between 10-20% of each album sold. When an album is a hit and the royalty deal is simple (10%
royalty on a $15 CD = $1.50 per unit), all parties involved get paid. When the royalty is
complicated (based in part on some portion of retail, wholesale or some other sales formula) and,
album sales are low, the artist loses out (Brain 2003).
The 1976 Copyright Act (The Act), which actually took effect in 1978, allows an artist to reclaim
master tapes created in 1978 and onward once the initial 35-year term on those copyrights expire
(Mitchell 2002). Recording artists can file a termination notice as early as 10 years before and
no later than two years after a copyright expires. During that period, the record label with the
copyright has an exclusive right to license or buy that work. Master recordings created under
record contracts that included a work-for-hire provision may be bound by one of nine exceptions
to The Act. While the law is unclear about master recordings being a work for hire product, a
definitive case has yet to move forward in court (Mitchell 2002). Unlike most artists, Princes’
decades-long legal battle with his record label for his master recordings lasted until the filing
period of termination.

Introducing Prince
In 1977 Prince signed a three-album, $1 million contract with Warner Brothers (WB). Under
this contract Prince released For You in 1978, Prince in 1979 and Dirty Mind in 1980. WB gave
Prince $180,000 to produce and record all three albums (Schneider 2016). This level of
unprecedented autonomy included recording, producing and designing the album cover (Johnson
2016). As a newcomer to the music business, Prince defied the cultural production process by
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controlling those aspects of the system typically controlled by the managerial and
communications subsystems.
Princes’ studio bills for the first album alone totaled $170,000 (Schneider 2016). Two singles
were produced from that album; Soft & Wet and Just As Long As We’re Together. In a 1979
interview in Traxx magazine, Prince’s then manager Owen Husney reported that the debut album
sold an estimated 150,000-200,000 copies (Mitchell 2002). The number of units sold is
estimated because the actual numbers were never certified or audited. The Record Industry
Association of America (RIAA certifies) only certifies record sales at the request of the label.
Table 1 details units sold by year for each of Prince’s albums from 1978-1999. Certification is an
auditing process that considers net shipments moved through retail outlets and ancillary markets
(that now includes online sales), less returns. For You reached #163 on the Billboard’s Top 200
LP’s chart and stayed there for five weeks (Partridge 2015).
In the late 70s radio airplay was the most effective way to market a new song and generate sales.
As a powerful gatekeeper for the music industry, radio stations received sample recordings from
the label and included them in their rotation. The more airplay a record got, the more people
heard it. If it was well received by listeners they in turn requested the record and it got even more
airplay. The DJ’s along with the producers at the radio station wielded significant power in the
CPS as they determined which artists did and did not get airplay. The level and type of
promotion from the label often dictated how much airplay a record would get. This is a variant
of the ‘charismatic ideology’ of the producer over the creator articulated by Bourdieu (1993) in
his conceptualization of cultural production (Hesmondhalgh 2006). Even though Bourdieu
considered only literature and art as the site of his analysis of culture, music operates in the same
cosmology as art and literature.
Year of Album Release (year of certification) # of units:
1978
1989
For You (Not Certified) 150,000
Batman (1989) 2,000,000
1979
1990
Prince (1980) 1,000,000
Graffiti Bridge (1990) 500,000
1980
1991
Dirty Mind (1984) 500,000
Diamonds & Pearls (1992) 2,000,000
1981
1992
Controversy (1985) 1,000,000
Symbol (1992) 1,000,000
1982
1999 (1999) 4,000,000

1993
The Hits 1*
The Hits 2*
The Hits/The B-Sides (3 CDs)*
1994
Come (1994) 500,000
The Beautiful Experience*
The Black Album*

1984
Purple Rain (1996) 13,000,000
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1985
Around the World in a Day (1985) 2,000,000

1995
The Gold Experience (1995) 500,000

1986
Parade (1986) 1,000,000

1996
Emancipation (1995) 667,000
Chaos & Disorder*
1998
New Power Soul*
Crystal Ball (4 CDs)*
1999
Rave Un2 The Joy Fantastic (1999)
The Vault*

1987
Sign Of The Times (1987) 1,000,000
1988
Lovesexy (1988) 500,000
Albums and compilations released but not included*

Table 5

While For You, the first album of the three album contract had less than stellar sales, the second
and third albums, Prince and Dirty Mind more than made up for the tepid debut. Prince, released
in 1979 was certified platinum (Trust 2009) by RIAA with 1,000,000 units sold (see Table 1).
Five singles were distributed from this album and it was backed by Prince’s first US tour the
same year it was released. The second album reached number 22 on the US Billboard Top LP's
& Tapes chart, and number 3 on the Billboard Soul LPs chart (Trust 2009). Dirty Mind, the last
album of the first WB contract, was certified gold (500,000 units sold) four years after it was
released (Trust 2009). That album reached number 45 on the US Billboard Top LP's & Tapes
chart, and number 7 on the Billboard Soul LPs chart.
The second and third albums were promoted with concert tours, successfully increasing sales and
visibility (Schneider 2016). This was however a double-edged sword. Dirty Mind was the first
of several albums that ushered in a risqué period for Prince. The racy album featured tales of oral
sex, incest, an orgies and long nights of lovemaking on the Tracks “Head”, “Sister”, and “Do It
All Night Long” (Matthews 2016). Music writer Ronin Ro notes that WB included a sticker on
copies of the albums sent to DJ’s warning them to “audition prior to airing”; “they ended up not
being able to play some lyrics,” Ro writes (Matthews 2016). The album cover, depicting Prince
in black bikini underwear, a trench coat and high-heels, was too risqué for some record-store
owners to display (Toure’ 2016, pg. 93). The album cover warnings could have had the opposite
effect--alienating DJ’s, who did not want to risk playing the album at all. And, while Prince’s
existing fan base was by now getting accustomed to his outrageous antics, the possibility of
alienating potential fans and getting filtered out of the system by radio stations and DJs was real.

The Decade of Prince
Prince signed a second contract with WB and produced eight albums during the 1980s
(see Table 1), including the chart toppers Controversy (81), 1999(82) and Purple Rain (84). As
an established artist the expectations are often higher than those of a novice. The players in the
production process now have heightened expectations of success. The label is expected to
continue to support the work of the artist with increased spending on advertising and promotions
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geared towards existing and potential fans. The musician is expected to continue to with concert
tours that generate additional album sales. For Prince it translated into blockbuster hits. Every
one of his albums from the 1980s was certified platinum (Table 1) with the exception of
Lovesexy. It was during this period that the band the Revolution was formed. The 1999 album,
released in 1982 introduced Prince to a global audience (Johnson 2016). With hits like “Little
Red Corvette”, “Delirious” and “1999”, Prince’s music became a staple on radio and the newly
created MTV (Schneider 2016). The album 1999 sold more than 4 million copies and the video
for the song “1999” became one of the first by a black artist to air on MTV.
Music Television Channel (MTV) was launched on August 1, 1981 on cable and satellite stations
in the US. The record industry immediately recognized MTV as a strong promotional tool and
quickly started investing money into the production of cutting-edge creative videos. As an
innovation in the music industry, MTV was also a new distribution tool as it immediately
expanded the reach of an artist. MTV is considered instrumental in promoting the careers of
performers whose videos played in heavy rotation such as Madonna, Michael Jackson, Prince
and Duran Duran (Anson 2000). That same year Prince made his first appearance on Saturday
Night Live. In 1982 Rolling Stone magazine named Prince “Artist of the Year” (Schneider
2016). Prince rarely made television appearances or gave interviews, two of the promotional
activities considered effective for musicians. MTV was the perfect solution; Prince could be seen
and heard without having to do interviews of make television appearances.
While 1999 may have made Prince a star, it was Prince’s 1984 album Purple Rain that
catapulted him into super-stardom; it eventually sold over 14 million copies in the U.S. and spent
24 weeks at number one on the US Billboard chart (Matthews 2016). The album featured four hit
singles including the title Track “Purple Rain”. It also served as the soundTrack to Prince’s 1984
semi-autobiographical film of the same name, which was shot in his home town, Minneapolis,
MN. The soundTrack won an Oscar for Best Original Song for the rock/pop anthem “Purple
Rain” (Johnson 2016).
It is impossible to separate album sales from the movie soundTrack vs. regular album sales but, it
is fair to say that Purple Rain was a game-changer. Now, the film industry gatekeepers get to
make decisions about Prince in the context of his movie. Successful passage through more
cultural filters gave Prince international exposure and leverage to renegotiate the terms of his
contract. Prince wanted complete control of his content, the ability to produce as many albums
as he liked, and a contract comparable to that of his peers -- label mate Madonna and Epic’s
Michael Jackson (Newman 2016). What he got with his 1992 contract was a six-album deal,
allowing him to release up to one new album a year, a $10 million advance per album, and a
25% royalty rate (Mitchell 2002). He also convinced WB to help him launch the Paisley Park
studio complex in 1987. His label debuted in 1985 with the release of Prince’s seventh album,
Around the World in a Day (certified twice platinum). Under this label, Prince not only issued
eight of his own albums (three more in the 1980’s) but, he also began to release music by other
artists including Sheila E., Tevin Campbell, Mavis Staples and George Clinton (Hogan 2016).
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Despite what looked like a sweetheart deal, Prince wanted to release music the way he wanted to
and not according to the one album a year standard that the industry and WB adhered to. On
more than one occasion Prince pleaded with Marylou Badeaux, Warner Bros. VP of special
projects for black music to convince her bosses to let him release everything he brought to them,
even if the record company was currently marketing an album. The label thought it was
counterproductive as they contended that listeners could only absorb so much music from an
artist at one time. His response was, “What am I supposed to do? The music just flows through
me (Mitchell 2002).”

Moving On
Prince released fifteen albums during the 1990s but only five of the fifteen were with WB.
Prince was growing increasingly dismayed by WB’s control over how and when he released his
music. When WB informed Prince that he could not release music using his name (since his
name was trademarked and tied to his contract), he decided to change his name to a glyph known
as “The Love Symbol (Hogan 2016).” He legally changed his name on his birthday, June 7, in
1993. In a press release he stated “…Prince is the name that my mother gave me at birth.
Warner Brothers took the name, trademarked it, and used it as the main marketing tool to
promote all of the music that I wrote (Hogan 2016).” Since the symbol was unpronounceable,
the press resorted to calling him “The Artist Formerly Known as Prince” and then, “The Artist”
(Hogan 2016). Prince believed that with a new name/symbol as the representation of his musical
identity, the label could no longer control him. He relinquished his name – one of the most
immediate and indelible markers of identity (Guion Peoples 2017) to maintain control of his
music. That a record label could legally “own” a musician’s name, is a manifestation of the use
of power as an instrument of coercion that (Bourdieu 1993) articulates as an accepted form of
knowledge in his analysis of the pervasive nature of power.
The potentially devastating consequence of changing a name, no less a name that has garnered
such tremendous success and international recognition is a marketer’s nightmare. And, while no
example buttresses the point perfectly, consider this disastrous branding analogy: In April 1985
the Coca-Cola Company announced its first product reformulation in 99 years of its flagship
Coke brand. Fueled in part by some compelling consumer taste-test research, the company
changed the contents of the iconic brand. Bombarded with calls on its 1-800-GetCoke line, the
company soon realized that what the taste test didn’t reveal was just as important as what it did –
the bond that consumers felt with their Coca-Cola brand was not something to be reformulated or
messed with any way. 79 days later, the reformulated product was named New Coke and the
original formula returned to shelves as Coke Classic (Coca-Cola 2012). Thankfully, Princes’
relinquishing his name faired far better than did Coca-Cola’s reformulation.
In 1994, the same year that WB ended its distribution deal with Paisley Park Records, Prince
launched NPG Records and released “The Most Beautiful Girl in the World”, distributed by
Bellmark Records. To fulfill a part of his contractual obligation with WB, Prince agreed to
officially release The Black Album, (slated for original release in 1987), in November 1994
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(Micheli 2016). Around that time Prince could be seen in public with the word “slave” written
on his cheek. When asked about this during a 1996 interview with Ebony magazine, he offered
this poignant response. “If you don’t own your master tapes, your master owns you… It’s all
about ownership (Norment 2016).” Changing his name, scrawling “slave” on his face, and
releasing music through different distribution channels were all moves geared toward contesting
the industry’s practice of controlling the music catalog and ownership of the master tapes of their
artists. Prince was an early and consistent champion of the rights of all musical artists (Davis
2016). “…he echoed a dilemma confronted by entertainers dating back to Black blues musicians
such as Lead Belly, whose music was transcribed by enterprising Whites for their own profit,
and early soul artists including Sam Cooke, Ray Charles and others, who fought for ownership of
their music publishing rights” (Neal 2016). The public battle with WB, name change, change in
record label and in distributor confused many and caused Princes’ image to suffer and his sales
to drop (Micheli 2016).
In the buildup to the release of the Gold Experience (1995), Prince and WB were at loggerheads
over money and music (Shoup 2016). Conventional thinking in the music industry was that only
one album per year would be supported with marketing dollars and that was all listeners could
consume from one artist. This practice in- part, fueled the end Prince and WB, as he was
mutually released from his contract in 1996 (Sisario 2016) and marked the beginning of an 18year legal battle for control of his master recordings.
In the aftermath of the separation with WB, Prince formed NPG (New Power Generation) to
replace the defunct Paisley Park and signed deals with some of WB’s major rivals to get his
music to the public including: Emancipation with EMI in 1996, Rave Un2 the Joy Fantastic with
Arista in 1996 and the Rainbow Children with Redline Entertainment owned by Best Buy in
1999 as well as four other labels including WB in the 2000s (Forde 2015).
Since Prince had ownership of the masters for his new recordings, he could now control how
they were marketed and distributed. Prince was the first artist to sell albums directly to fans on
the Internet. In 1997 he approached then manager Jacqui Thompson with the idea of offering his
Crystal Ball album box set with phone and Internet preorders, a move that was labeled a
precursor to crowd funding (Newman 2016). He went on to sell 250,000 copies through
traditional and nontraditional retail outlets (Bream 2017).
On Dec. 31, 1999, after the expiration of his WB contract, he returned to using his birth name,
Prince (Micheli 2016). His stance against WB and the music industry in general, was a stance
about identity and ownership and control of one’s image and work. In limiting or controlling
how many albums Prince could release each year, WB was not only in control of the public’s
access to Prince’s, but also in control over the frequency with which Prince was able to
communicate with his fans (Guion Peoples 2017). Ultimately Prince would rebound from this
turbulent period, recording, releasing and performing on his own terms.
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Good Night Sweet Prince
For Prince the 21st century marked a rebound from the turmoil of the 1990s. In 2001, he opened
NPG Music Club, a monthly online subscription service that offered exclusive content. This
direct-to-fan effort presages what acts like Radiohead would go on to undertake as well as the
exclusive albums made available now on paid subscription services like Apple Music and Tidal
(Bream 2017). Taking advantage of new technology allowed Prince to add musical content to
the CPS in an innovative way and masterful way.
In 2004, Prince hired Ronnie Lippin, a veteran music publicist to help him stage a comeback.
Their efforts included an impromptu guitar rendition of “Kiss” at a January 2004 Golden Globes
after- party at the Beverly Hills Hilton, television appearances on PBS’ Tavis Smiley Show and
The Tonight Show, and an opening performance at the Grammy’s with Beyoncé. All of these
actives led up to what was marketed as his “last tour” performing all of the old favorites (Smith
2004). That same year he was inducted into the Rock and Roll Hall of Fame (the first year of his
eligibility) with what nominating-committee member Bob Merlis called “as close to as slamdunk as there is (Smith 2004).”
In a savvy and innovative move, Prince distributed copies of his new album Musicology with
tickets for his 2004 tour (Smith 2004). This move helped the album become Prince’s biggest
seller since Diamonds & Pearls (1991), reaching number three on the Billboard 200 (Newman
2016). This move also challenged both the managerial and communication subsystems thinking
about the nature and meaning of record sales and billboard charts. In 2007, Prince played an
unforgettable Super bowl halftime show performing “Purple Rain” in the rain (Jurgensen and
Karp 2016).
In 2014 Prince shocked the music industry re-signing with his first record label WB Records
(Christman 2014). Prince’s ability to do so was due in part to a key section of the 1976
Copyright Act. Section 203 of the Act provides for the termination of copyright transfers during
a five-year period, beginning 35 years after the execution of the initial grant of the copyright
transfer (Mitchell 2002). At the end of 2014, Section 203’s 35-year window was set to
expire. Deadlines typically spur action, and this was no exception. In early 2014, Prince and
Warner Brothers reached a landmark agreement that gave Prince control of his back catalog
(Shoup 2016).

Conclusion
While the culture production system is an effective way to understand what consumers
ultimately get exposed to it and how they in turn influence cultural production, it can hardly
capture the scope and impact of a musician such as Prince. In a fickle business with so many
cultural specialists a lengthy career in the music industry is a rarity regardless of the genre. What
the CPS does helps us understand is how music marketing, like all forms of marketing, is
dependent on all the players in the system, especially the talent in the creative subsystem. This
study shows us that disruptions and innovations to the system can come not only from consumers
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but from any member of the system. From desegregating MTV (Bream 2017) and forging new
media to increase an artists’ reach, to pioneering music distribution on the internet, to gaming
that charting system by giving away free CD’s with concert ticket purchases, Prince mastered the
business of music.
Prince’s hard stance against his record label paved the way for artists who now produce and own
their copyrighted works today. Regardless of whether Section 203 is amended in this digital era,
there is little doubt that Prince’s legal battles have at least paved the way for artists to be more
educated about their rights and will have a long-lasting impact on the music industry. Before
Taylor Swift penned an open letter to Apple, before Jay Z launched Tidal flanked on stage by
Beyoncé, Rihanna and Kanye, there was Prince (Jurgensen and Karp 2016). In his 39-year
recording career, Prince had an impact on the world of music and popular culture that Metallica
drummer Lars Ulrich called “immeasurable” (Bream 2017).
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Case Studies of Green Supply Chains and
Enabling RFID Technology
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ABSTRACT
There is considerable evidence the next frontier for achieving a competitive advantage in market
place is taking up the idea of a green supply chain (GSC) by introducing corporate
responsibility (CSR) and sustainability into your day to day operations. This chapter of
applications of supply chain management (SCM) emphases the role of radio frequency
identification (RFID) technology. Since the beginning of RFID since the early 1980s, the
technology has blossomed into many sectors and different purposes but there is no consensus on
the actual popularity, familiarity, and overall likeability of RFID in any of this. Some of these
business sectors include retail, finance, information technology (IT), healthcare, and
aerospace industry. This chapter is proposing an empirical study to examine RFID sectors or
businesses personal use of such technologies, especially with green of eco-friendly
applications. For example, the Green Clean Institute (2016) defines this strategy as “an approach
that results in the manufacturing of green products and services and using green business
practices that causes no immediate, residual, or long-term harm to the biosphere.” However, due
to increased competitiveness and shorter product life cycles more and more attention is being
paid to a reduction of resource usage and environmental protection. RFID-embedded has been a
major technological advance that appears to be on the verge of universal acceptance as an
industrial standard that will enable companies with improved data gathering, therefore helping
managers make more informed decisions, saving capital while improving their environmental
friendliness. This chapter is meant to discuss the current and future practices of GSC
management and how RFID can be incorporated into the business as a green,
environmentally conscious enabler.

Introduction
As consumers continue to educate themselves and become more environmentally conscious, they
will begin looking at a company’s green profile or their energy efficiency profile and begin
making their purchasing decisions with that in mind. The speed at which
companies peruse these indicatives will be directly related to the dollars spent on product
by customers demanding green indicatives. Many firms are requiring their suppliers to
be cognizant of these ideas and these customer demands, which will in turn drastically
affect B2B commerce between the firm and its suppliers. With the wave
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of environmental friendliness emerging, these supply chains still have to deal with the challenges
of keeping their strategy cost-conscious and effective; this is where RFID comes into play.
In a world that is bent on eliminating waste from its operations, i.e. eliminating redundancies,
streamlining manual data collections, etc., there is another form of west that occurs,
physical waste. In other words, the waste that is created by transportation, outside warehousing,
damaged inventory, wasted effort in managing these larger fleets, etc. RFID can increase the
visibility for manufacturers, distributors, suppliers and retailers, and with real time information,
firms can access much more accurate information regarding inventory movement and usage.
This will not only reduce wasted costs but can have a large impact on the company’s overall
environmental standing by reducing the operational west in the supply chain.

Purpose
The purpose of this research study is to find out, using a wide birth questionnaire to real world,
multi-sector participants, how people feel about the use of radio frequency identification (RFID)
technology. RFID technology, which is not only a multi-billion-dollar industry but the
grandchild of Radar technology, has only been recently becoming more popular across many
business sectors, far more than run of the mill retail security tags. This diversification comes at
the forefront of oftentimes, the problems of RFID still persisting or even getting worse across a
supply chain.
The expressed purpose of the propositions is to find the answer to the usage of RFID technology
in the real world and see if the results corroborate with that much of the current literature says
about the popularity of the technology. Across the scholarly articles have different and often
contrasting opinions on how well RFID works in the real world. As well, because the technology
has changed so much, many of the articles about RFID scholarly articles and research models are
simply obsolete. This study stands to make a more modern look at whom is using RFID
technology, based on sector, business, size, longevity, and most of all, the feelings of the
business/respondent on the matter.

DISCUSSION
Current Trends
According to Goldenhersh (2009), RFID technology assists firms with the three “R’s” of
sustainability.
1. Reducing the number of logistics assets needed to operate the supply chain
2. Reusing those assets as frequently as possible
3. Recycling whenever possible
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RFID plays a key role as it can vastly improve the management and use and visibility of their
inventory. A company can Track everything from returnable inventory to raw
materials, therefore increasing their asset utilization and reducing the strain that maintaining
and storing these additional asset has on the environment.
For example, an empirical study case study was performed on a number of industries, including
food and dairy industries, to assess the effectiveness of RFID technology has had on
the sustainability goals of each industry Violino (2004). It was found that RFID had
many practical uses in the food industry and has a major impact on reducing food wastage and
perishability. In one company alone, a producer of about 60% of U.S. pistachio crop and
exports, uses RFID primarily to rationalize the processing of deliveries from its suppliers, which
is a critical part of the firm’s supply chain. Because Paramount’s inventory, Pistachios, has a
relatively short time horizon in which they can be harvested and processed, time spent picking,
shipping and packaging are of great concern as perishability issues can arise. Paramount went on
to say that their keeping of accurate Tracking of inventory delivered was key in maintaining a
good working relationship with its suppliers.
RFID has enabled this relationship because Paramount can now weigh its trailers with the nuts to
determine the exact amount of inventory that each truck contains. That truck is then RFID tagged
as it enters the processing plant to help the manages at Paramount understand exactly how
much inventory they have on hand and how much they still need to cover current demand
forecast for its product. However, there are some issues Paramount has had with this new
technology. First, the surface in which the tags are placed, the metal hulls of the trailers, poses a
problem because the metal reflects back the signal, therefore causing some interference. To get
around this they now place a “spacer” between the RFID tag and the truck, reducing the
interference they were getting when applying it directly to the truck hull. Another issue they
were having was the climate in which they were exposing the tags too. By exposing the trailers
to extreme temperature swings, Paramount had to use extra durable tags to withstand to change
in temperature they would be going through.
Even with this extra costs coming about by the challenges, Paramount reported a staggering
success stemming from the utilization of RFID tagging. First, the relationship between them and
their suppliers grew and improved considerably by eliminating bad information and
disagreements over payment amount and delivery times. Second, the throughput of trucks
significantly increased therefore saving the company from having to build a second scale house
to handle the increased volume through the facility. Third, there have been better informed
management decisions being made by the plant because delivery information is highly accurate,
timely, and accessible. Fourth, the company has saved money and gained efficiencies in being
able to Track expensive assets, like trailers, whose usage was reported to be increasing by 30%
since the RFID tagging began.
Another study that was done in the food industry was
in Greengard (2007), where the author explored how RFID helps ensure the freshness of
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processed foods that went through multiple factory operations like the dairy industry. He studied
how Wells Dairy uses RFID in its production operations and examines how why tag each case
and pallet while running through the production line. Once tagged they are sent to the freezer
where Wells ran into problems with the extreme temperature changes the tags were experiencing.
Because of this, Wells had to install a verification station in order to ensure that no damage was
done to either the cases or tags prior to the pallets leaving the warehouse. However, even with
these increased costs, Wells reported great success with the project in that management has a
better grasp on their inventory and has been able to make better informed decisions and that
because of RFID tagging during the manufacturing stage, they have seen great efficiencies by
being able to Track inventory at any stage in the supply chain and understand what percentage is
delivered to the final customer vs. being returned or destroyed for any reason.
With this long list of advantages that RFID brings with it, there must be just as long a list of
disadvantages, right? Not exactly. While it is true that every system you use, there
will inherently always be downsides to that system. It is not so simple with RFID tags. RFID is
simply a tool, so explaining the disadvantages becomes more difficult. Like a hammer can be
used to build a house, so can RFID by used to identify and Track objects in real time and
improve upon ones supply chain. In other words, RFID is efficient in what it is designed to do, it
will not guarantee increased sales or even fix a defunct supply chain, but it will however help in
identifying what and where certain objects are and help you move towards a more efficient
supply chain by having goods on the shelf when customers want them.

What is Radio Frequency Identification (RFID) Technology?
Supply chain management (SCM) has been one of the most difficult and absolutely necessary
parts of a modern and functional economy. The global market demands that isolationism cannot
exist and most all businesses and companies, large and small, foreign and domestic, new and old,
have to have a functional and comprehensive supply chain. The advent of new technologies like
seafaring freighters, ground transportation, third party suppliers, and outsourcing labor has really
changed the face of the profession. Of the many new technologies and adverts, one of the most
relevant changes to not only the SCM industry but to a dozen broad sectors is the RFID
technology. RFID technology promises revolutions in areas such as supply chain management
(Lee & Park, 2008). It is essentially a miniaturized electromagnetic radar that allows some real
time Tracking of goods, services, persons, or really anything that can be given a transponder and
is connected to a receiver.

How is RFID used?
RFID technology can come in many forms and the style, usage, and overall functionality has
changed very drastically since the creation around 1980s and further development through 1990s
and 2000s. In its modern incarnation, the RFID is a small node with a self-contained power
source and transponder, similar to that of an aircraft, which is encoded specifically for the
particular receiver. The information that is received at the supply chain manager’s computer can
Track where a tagged good or product is, as a location confirmation or in an assembly line, or in
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a specific location within a smaller local. According to EEEI “A recent Aberdeen Group survey
of 200 companies found that more than half of the companies with RFID systems were using the
technology in asset Tracking” (Michael and Caine, 2005) shows that many of the companies use
RFID for asset Tracking in real time. This is the most well-known usage but as this research
study will show, the usage of RFID has expanded vastly. This chapter will be covering
information about the RFID, including what it is, the history of the RFID, and some pros and
cons currently of the technology. The chapter will include a discussion of some of the business
sectors that are most familiar with RFID technology in one form or another, as well as what they
use, how they use that technology, and how it may be changing the field. The chapter will end
with the summary and conclusions including a recap, the results, and the researcher’s
conclusions, followed by the references and a sample of the questionnaire.

RFID Technology
How does RFID work?

Radio Frequency Identification (RFID) technology, as it is generally known, as evolved vastly
since the creation in the early 1980s. The technology is based strongly on the Radar technology
developed during World War II. However, around 1970, a man named Mario Cardullo, thought
of and developed the idea for the original RFID, which was a simple versatile tag that consisted
of a transponder and receiver system. Though the original was a simple 16-bit interfacing tag, the
1990s saw the technology really pick up. As it is now, the RFID is far more than a simple
transponder that can broadcast and receive a signal. Much of the early RFID technology was
limited by barcodes in order to confirm an assets location while in transportation, but today, a tag
is much cheaper and far more versatile, not even needing an active scan or anything. A modern
tag can be registered through a “gate” or a receiver even if the tag is embedded within a box, in
metal, or not at all visible The gate, be it an actual tunnel or a within house monitoring system,
then sends the information in real time to the supply chain manager. This kind of real time
Tracking is a massive benefit for any supply chain manager and today, at some large companies,
it is simply mandatory as no amount of humans could watch thousands of products move every
second.

Historical Aspects of RFID
As briefly mentioned above, the RFID was the grandchild of radar technology developed during
World War II. The radar originally used electromagnetic waves and time to measure an objects
distance from the apex of the radar. The development of RFID was done concurrently between
private technology firms and the US government. The original RFID had a very low frequency
signal, around 125 khz, and was increased over time up to 13.56 Mhz and UHF level tags which
had far more range and usability than the original which only worked within a small space. The
true game changer, however, was the integration of the RFID tag from a private network system
to the internet connectivity. This, combined with the rise of the WiFi networks and satellite GPS
technology, toke the RFID global, allowing a supply chain manager to monitor any given good
from step one, where the tag is attached, to the final destination with corroborated checkpoints
for each partner who has a hand in the process.
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Pros of RFID
The obvious benefit and primary usage of the RFID is the real time location Tracking of assets.
This can come in the form of many, many different industries Tracking their products at different
sizes and speeds in order to get an actual monitor of a supply. This could mean, for instance, a
shop could watch how much of a certain product is in the store or warehouse, or an agency could
watch the “hits” of a certain product, like a passport for instance, where people are showing up
and write that information into a database to follow people.
As well, in the instance of a massive assembly line, the captain or manager could see where the
product being built is in the “assembly line” and if the KPI are being hit or not. This kind of asset
Tracking during construction means that companies which survive on massive contracts can
know for a fact whether they are on schedule or not to meet their goals and deadlines. Finally,
RFID can be connected in most everywhere today, allowing for a very widespread real
time Tracking, much like an aircraft’s transponder allows for an air traffic controller to see where
they are in the sky from takeoff to landing, an individual could watch where the good or service
was, being Tracked in real time, across the global. Obviously, this technology is becoming
integral to supply chain managers for their work, even in small and large chains across many
partners due to fact that the RFID has not only gotten more advanced but they are much cheaper,
less than a dime per tag.

Cons of RFID
RFID can be a very handy tool to use but it is not without a few hang ups. As it stands now,
depending on the size of the supply chain that the manager is trying to get tagged up, several
things are needed. One is a complete and total commitment from all of the supply chains
partners, meaning that everyone has to invest in one tag, one software, and one overall system
completely. While the tags themselves are not particularly expensive, the setup of the system can
be very expensive to get up and running. As one research study states: “By adopting RFID
technology, companies will be confronted with a huge amount of data generated by RFID tags”
(Lee & Park, 2008). RFID system requires that, as mentioned before, every supply partner and
involved distributor, retailer, and raw material constructor, need to be in on the “plan.” This
means that, for example, if one step in the supply chain chooses not to get involved or rejects the
idea of an RFID system, the entire system is effectively moot. This can hurt relationships
between supplier and distributor or retailer, and could even demand that a supply chain manager
must find new partners to work with which could really hurt or even stop production.

BUSINESS SECTORS
Who uses RFID?
In this chapter, we want to see how people in the real world choose to utilize and how much they
like or dislike the actual technology. Though a known limitation of this project is that it is
impossible for me to know literally every single use of RFID technology, in and out of supply
chain management, so for the sake of having cohesive research project, we will focus not on
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every use of RFID but of the more popular uses in sectors and determine at what size of a
company, perhaps, uses an RFID technology in some form, and try to determine if they are really
worth it or not. The above discussed several instances of the but this section of the chapter will
be discussing some of the known uses. The order listed is in no particular order but will be the
business sectors that this research study will be “shooting for” with regards to subject
participation.

Retail
One of the most well-known sectors to adopt RFID technology across the board. Most people
know the common use of tags, for instance, on clothing as security tags, to deter people from
shop lifting the tagged clothing that will set off a gate if the tag goes through it. While most
people thing that this is the most popular use of RFID, another less well known usage is actual
pallet Tracking (Thrasher, 2013). When a big box supplier needs to flow what is coming any
given week, how much or little of X product is on the way, a company can see that, using gate
Tracking, assets are on the way and when they will be arriving, how far across the supply chain
they actually are. According to one study “...through its capabilities to uniquely identify, Track
and trace consumer products along the entire supply chain requiring neither direct human contact
nor line of sight” (Bardaki, Pramatari, Doukidis, 2007) This kind of automation is a major
strength to retails from small to large since not only does this save work hours but it helps
remove some of the human element with regards to making a mistake.

Financial
Much the same way that other industries use RFID for asset Tracking, this fact is especially
important in financial sectors. The way this is most often used is with banks, who use tags on
large sums of money in order to manage asset Tracking. As well, despite how important it is for
a bank to keep Track of their money, this saves dozens of man hours’ worth of having to have a
teller or accountant count the money between locations, as well as financial firms like large
banks being able to Track their IT assets.

Information Technology (IT)
Speaking of IT asset Tracking, this has become one of the more behind the scenes and prevalent
uses of RFID technology. Like in the instance of datacenters and server farms, RFID have
changed how high tech firms manage their equipment. According to one expert on RFID, “A full
inventory often took days to complete. With RFID, some financial institutions are accomplishing
the task in hours.” (Pleshek, 2011) Firms who live and die by their technology and database
functionality are able to have much shorter maintenance times and more active time so long as a
supply chain manager is able to watch their expensive IT parts in a collaborated database.
Information technology uses RFID in other instances as well, for example with GPS connects
and US passport tagging to Track where people have checked into when traveling. Finally, one
of the more cutting edge technologies that are being implemented is real time dynamic
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advertising, where objects like phones will receive an Ad or message based on a real time
location with information received from a nearby store or kiosk.

Healthcare
One of the larger trends we have seen growing according to several studies is the use of RFID in
the healthcare system. What we mean by the healthcare system are the involved hospitals, who
are the consumers in this supply chain, and the associated retailers, distributors, and such, that
have been benefitting from asset Tracking of such important, expensive and specific tools.
According to one research article: “Potential benefits that are associated with intelligent
healthcare information systems include improved patient safety through reduced medication
errors and adverse events, improved medication/test ordering, improved quality of care, and
improved efficiency in healthcare delivery”(Tua, Zhoub, & Piramuthub, 2009). Hospitals can
keep an active Tracking of their limited and specific supplies in real time in the instance that a
situation arises that requires some equipment within seconds. As well, hospitals are gaining the
ability to Track their ambulances with RFID and GPS to read traffic and location and help
expedite getting a critical patient to the hospital as soon as possible.

Aerospace
While most everyone assumes that RFID in aerospace is mostly used in baggage handling, the
technology is evolving very quickly and finding it’s footing in a new functionality. The normal
baggage tag, used at the usual large, commercial airports, allows airliners to Track the flow on
and off of baggage in an aircraft along with information related to that baggage such as size and
weight in order to create the most balanced baggage situation on a flight. As well, one of the new
techniques being used is from big time manufacturer’s like Boeing or Airbus, can Track the
construction of a new aircraft in real time. (Pleshek, 2011) A commercial aircraft is made of so
many parts that all have to come together in a timely fashion and the construction of an aircraft is
so complex that applying RFID tags to different parts can let a manager monitor the situation.

RFID Implementation Strategy for a Green Supply Chain
The following is a set of guidelines managers can use as they seek to implement RFID into their
sustainable supply chain.
1. Top management needs to be involved with the pursuit of sustainability
According to Case, in his chapter “Socially Responsible Purchasing “executives of the company
and supply chain managers need to cooperate in establishing rules of engagement for interaction
with suppliers, roll out a sustainability statement to suppliers, making the decision if
green criteria should be included in the certification of the supplier, and deciding the rollout of a
“supplier code of conduct” for supporting sustainability practices.
2. Having a strong business case for going green
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in Case’s chapter, he points out that top management must provide a strong business case for
implementing a sustainability strategy. Typically, green supply chains are implemented and
justified by way of cost savings and gains in efficiency. When you pair that up with the reduction
in waste and enabling just in time manufacturing.
3. Outline a plan for pursuing a sustainable supply chain.
In Hershauer’s chapter, Process Guide for Supply Management Environmental Sustainability, the
author states that there needs to be a top tier executive or cross functional team that oversees
the iniatives will ensure continuity in pursuing these iniatives. There are several
supply chain management tools available in assisting with this iniatives and will help the team in
developing a supplier code of conduct, supplier scorecards, etc.
4. Outline Opportunities using RFID in the business processes
Hershauer point out that the focus of the implementation will be promoting the green supply
chain, while cutting costs and increasing performance of production. Managers need to identify
all business process problems that would benefit with RFID deployment.
5. Identify RFID issues in the IT department.
Case points out that a companywide roll out of RFID iniatives will undoubtedly involve
the setup of new enterprise systems to handle the increased data flow. The IT department
needs to ensure that users of the data can access it reliably and effortlessly. One such way
of achieving this, would be to offer web services in the delivery of this information. Web
services give suppliers access to the information without giving them access to
the company’s internal data base.

Rallying Suppliers to Support the Green Initiatives
Hershauer pointed out that there needs to be incentives and penalties tied to
the suppliers’ participation of this green initiatives. By utilizing the scorecard created in
an earlier step, there needs to be continuity across the board and suppliers need to feel that they
are treated fairly when rolling out this initiative.
Proposition 1: RFID technology may not be universally applied with the same benefits. While
the subject matter that we are testing is inherently quantitative, the questionnaire gives the
research study data a degree qualitative merit to see. We believe that in some sectors, the use of
RFID technology may be done across the board, hands down but may not be as universally loved
due to technical limitations with third party supply partners.
Proposition 2: This proposition suggest that only very large companies have access to the
realist, broad margin use of RFID technology in whatever sector they are involved with. For
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instance, in retail, only the kind of “mega stores” like Walmart, Kroger, Costco, etc. Using
correlations between dollar values of the responding subject’s business/company and their
familiarity with RFID will provide insight into the limit of RFID, whether or not anyone smaller
than a massive retail chain or heavy manufacturer like Boeing bother with RFID. The concept
behind this proposition is that though much of the RFID system is and has become more
affordable, the ceiling placed on supply chain managers and their partners stops most attempts.
Null Hypothesis
The null hypothesis is that RFID technology is, in fact, as popular and widely acknowledged as
many research articles and studies indicate. This would be a reversal of the prior two
hypothesize that did not completely acknowledge the value of RFID technology. The null
hypothesis assumes that all sectors and all sizes have generally positive feelings regarding RFID
technology and use them in some aspect.

GENERAL CONCLUSIONS AND IMPLICATIONS
Summary
This chapter deals with the usages and popularity of RFID-embedded technology. This study
aims to discover what the situation is in the modern supply chain in a wide array of sectors.
Using previous RFID articles which have referenced the use of radio frequency technology in
other sectors, this research study seeks to, colloquially, find the “temperature” of how people are
feeling and more importantly, using RFID in their business. While some RFID usages are
obvious, this research study can find if there are new, more cutting edge uses of RFID that not
even any of the previous literature has touched on. This chapter is reminiscent of a professional
survey, seeks to add to the conversation about what is possibly working, what is not working,
and what people are really thinking ideally.

Conclusions
Though the chapter has not yet been conducted, the conclusions that are expected to be
reached will be reviewed by all associated peers in the immediate vicinity and academy structure
to double check all of the data and reading. If the majority of the reviewers positively review
both the study methodology and the study itself, the study will be distributed to other university
professionals in the area in order to continue to receive reviewing. Testing these propositions
should place a spotlight on the usefulness of RFID-embedded technologies with the
SCM industry and help make the situation clearer to other supply chain professionals.

Directions for Future Research
Forward-looking companies and supply chains need to take a closer look at RFID tagging and
the current/future sustainability initiatives that they enable. RFID tagging can help these firms
improve their impact on the environment by utilizing the information flow RFID enables,
improving logistic assets, and reducing reliance on disposable packaging. Couple
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these initiatives with the impact that RFID tagging can have in improving business processes and
production methods, and your company can cement a solid plan as to why RFID tagging may be
instrumental in the implementation of your sustainable supply chain.
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RFID by Sectors and Real World Usage Questionnaires
Radio Frequency Identification (RFID) technology has been one of the most talked about and
least understood pieces of supply chain management since the rise of the internet age. Every
individual business and supply chain uses RFID differently for mostly Tracking and observing
small transponders in real time. Please spend a few moments to answer the following questions
regarding your RFID technology usage.
PLEASE CHECK THE SINGLE BEST ANSWER.
Business Experience and RFID Familiarity
For the following questions, please check the appropriate response concerning your
business/companies experience with RFID. Please note that the questions should be answered on
a 1-4 scale.
Strongly

Disagree Agree Strongly Disagree

My business/company uses RFID
technology [Symbol]
[Symbol]

Agree

[Symbol]

My business/company is very familiar with
RFID [Symbol]
[Symbol]
[Symbol]

[Symbol]
[Symbol]

My business/company has only recently
(<5 years) started using RFID
technology
[Symbol]

[Symbol]

My business/company has
experience
[Symbol]

[Symbol]

[Symbol]

[Symbol]

[Symbol]

[Symbol]

(>5 years) using RFID technology
My business/company is in the (Retail/IT/
Healthcare/Aerospace/Manufacturing)
industry
[Symbol]
[Symbol]

[Symbol]

[Symbol]

RFID technology has proven to be effective at
my work place

[Symbol]

[Symbol]

[Symbol]

RFID technology has had no problems with
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[Symbol]

implementation/maintenance

[Symbol]

[Symbol]

[Symbol]

[Symbol]

Current and/or Past RFID Usage / Primary Uses of RFID Technology
For the following questions, please check the appropriate response concerning the
previous/current usage of RFID technology. Please note that the questions should be answered
on a 1-4 scale.
Strongly

Disagree Agree Strongly Disagree

Agree

My business/company has previously/currently
implemented RFID
technology
[Symbol]

[Symbol]

[Symbol]

[Symbol]

My business/company has plans to implement/
expand RFID technology in some
form
[Symbol]
[Symbol]

[Symbol]

[Symbol]

My business/company is, in my opinion, overall
happy with RFID technology

[Symbol]

[Symbol]

[Symbol]

My business/company uses RFID primarily for
Tracking purposes

[Symbol]

[Symbol]

[Symbol]

[Symbol]

My business/company uses RFID primarily for
security purposes

[Symbol]

[Symbol]

[Symbol]

[Symbol]

My business/company uses RFID for logistics
purposes

[Symbol]

[Symbol]

[Symbol]
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[Symbol]

[Symbol]

My business/company uses RFID for Supply
Chain Management (SCM)
purposes
[Symbol]

[Symbol]

[Symbol]

[Symbol]

My business/company has partner(s) that use
RFID technology

[Symbol]

[Symbol]

[Symbol]

[Symbol]

Ease of Use of RFID Technology
For the following questions, please check the appropriate response concerning the ease of use of
RFID technology. Please note that the questions should be answered on a 1-4 scale.
Strongly

Disagree Agree Strongly Disagree

Agree

RFID technology was easy to
purchase/implement

[Symbol]

[Symbol]

[Symbol]

[Symbol]

2.RFID technology has, generally,
worked without error

[Symbol]

[Symbol]

[Symbol]

[Symbol]

My business/company has continued to
commit to RFID usage

[Symbol]

[Symbol]

[Symbol]

[Symbol]

In general, RFID works as intended for your
business’s specific need

[Symbol]

[Symbol]
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[Symbol]

[Symbol]

RFID technology is easy to update and
expand
[Symbol]
[Symbol]

[Symbol]

[Symbol]

RFID technology is, generally, well received
among all involved supply
partners
[Symbol]

[Symbol]

[Symbol]

[Symbol]

My business/company hired/contracted a third
party for RFID
implementation

[Symbol]

[Symbol]

[Symbol]

[Symbol]

My business/company hired/contracted a third party
for RFID technology
maintenance/troubleshooting [Symbol] [Symbol]

[Symbol]

[Symbol]

Future Development/Implementation of RFID
For the following questions, please check the appropriate response concerning the future of
RFID technology at your business/company. Please note that the questions should be answered
on a 1-4 scale.
Strongly

Disagree Agree Strongly isagree

Agree

My business/company has plans to expand
their RFID technology

[Symbol]

[Symbol]

[Symbol]

[Symbol]

My business/company has plans to implement
new RFID technologies

[Symbol]

[Symbol]

My business/company has expressed interest in
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[Symbol]

[Symbol]

keeping their current RFID
technology
[Symbol]

[Symbol]

[Symbol]

[Symbol]

My business/company has expressed interest in
stopping/removing any existing RFID
technology [Symbol]
[Symbol]

[Symbol]

[Symbol]

My business/company’s supply partners have
expressed interest in RFID
technology
[Symbol]

[Symbol]

[Symbol]

[Symbol]

[Symbol]

[Symbol]

My business/company’s supply partners have
expressed disdain with RFID
technology
[Symbol]

[Symbol]

Final Questions*
For the following questions, please check the appropriate response concerning your personal
opinions on RFID technology. Please note that the questions should be answered on a 1-4 scale.
*These answers represent only the individual filling out the survey and do not reflect the feelings
of any other entities.
Strongly

Disagree Agree Strongly Disagree

Agree

I like Radio Frequency Identification
Technology (RFID)

[Symbol]

[Symbol]

RFID has made supply chain management
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[Symbol]

[Symbol]

easier overall

[Symbol]

[Symbol]

[Symbol]

[Symbol]

RFID technology was implemented properly
and works well

[Symbol]

[Symbol]

[Symbol]

Demographic Information
For the following questions, please check the appropriate response:

Please state your gender:
[Symbol] Male [Symbol] Female

Please state your age group:
[Symbol] 18-24
[Symbol] 25-34
[Symbol] 35-44
[Symbol] 45+

Please state your level of education:
[Symbol] No education
[Symbol] High School or equivalent
[Symbol] Associate Degree or some college
[Symbol] Bachelors’ Degree
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[Symbol]

[Symbol] Masters’ Degree
[Symbol] Doctorate Degree

Please state your professional industry:
[Symbol] Retail Services
[Symbol] Financial Services
[Symbol] Healthcare Services
[Symbol] Manufacturing/Production
[Symbol] Aerospace
[Symbol] Computer Information Systems (IT)
[Symbol] Other: ____________________

Please state your years of professional experience in your sector:
[Symbol] 0-3 years
[Symbol] 4-6 years
[Symbol] 7-10 years
[Symbol] 10-15 years
[Symbol] 15-25 years
[Symbol] 25+ years
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Lean Principles and Optimizing Flow: Case
Studies
Alan D. Smith, smitha@rmu.edu

ABSTRACT
This chapter aims to provide a background on lean methodologies from its beginnings at Toyota
through current applications of lean processes at local companies. Advantages of lean systems
will be discussed along with the future of lean practices. Notable improvements to the lean
philosophy, such as six sigma, is addressed through case studies of successful best business
practices. Therefore, we need a cluster of metrics, certainly more than just cost. If we cannot
adequately measure customer satisfaction and utility, we need to have more subjective ways to
measure it in order to understand its complexities. Unfortunately, it is unlikely that there is a
one-size-fits-all solution, I believe managers are more prone to try something that’s worked
elsewhere in times of crisis.

INTRODUCTION
Lean Methodologies
In theory, the ultimate goal of lean is perfection. Eliminating waste, creating value through
efficiency, constructive and collective organization are themes central to lean methodology. The
delicate balancing between employee satisfaction, process improvements that create value for a
company, and the external needs of customers is typically the give and take struggle that lean
thinking companies face. Lean manufacturing, for example, relies heavily on the use of Kanban
tools for effective management of the warehousing function of supply chain management (SCM)
systems. Kanban is one of the lean tools designed to reduce the idle time in a production
process. In essence, lean methodologies use cards as a signaling system that triggers an action to
supply the process with its needs either from an external supplier or from a warehouse (Sabry,
2010). As Kanban was originally invented as a part of the famous Toyota Production System
(TPS), it is associated with the design of pull systems and the concept of delivering JIT (just-intime) goods and services. A demand-based pull system designs processes based on customer
demand. It is expected that each process produces each component based on the exact
expectation of delivery from the customer. By following lean practices, it is the end goal that
businesses produce only what is deliverable and processes become leaner due to reduction in
excessive stock levels of raw, partly-finished, or finished materials. Hence, a demand-pull
system allows management to produce only what is required at the right quantity at the right
time. Ultimately, inventory levels of raw materials, components, work-in-progress and finished
goods must be kept to a minimum. Management is then forced into a system that only through
careful planned scheduling and flow of resources that JIT targets can be meet. Much of this
109

sophisticated production scheduling software to timely plan production is done through
information sharing that is exchanged with suppliers and customers through a fully implemented
electronic data interchange (EDI) systems.
Toyota Motor Company is often credited as the first example of a company implementing lean
methodology and thinking. Toyota’s penchant for lean processes can be traced back as far as
1890, before the current iteration of Toyota as we know today (Emilani, 2006). Sakichi Toyoda,
an inventor, patented loom technology that greatly improved both production times and product
quality. His son, Kiichiro, went on to further those advances, creating a loom that would
automatically stop when a thread broke.
In 1926, Sakichi Toyoda founded the company, Toyota Loom Works (Emilani, 2006). Kiichiro
worked closely with his father, and it was ultimately Kiichiro’s decision to expand Toyota Loom
Works to include an automobile manufacturing division. Toyota Motor Corporation was founded
in 1937, backed by the forward thinking ideologies of both Kiichiro and Sakichi (Emilani, 2006).
The first formalized lean methodology was the Toyota Production System (TPS). The Toyota’s
forward thinking approach was helped create an environment that promoted continuous
innovation and internal assessment. The two employees who are credited with creating the
system were Taiichi Ohno and Shigeo Shingo (Emilani, 2006). They often attributed some of the
ideas with TPS to Henry Ford and other American industrial practices. One of the most
influential systems they cited was the United States’s plan during World War II to increase
production for the war effort, the “Training Within Industry Service” program (TWI) (Emilani,
2006).
Their influences are not meant to discredit their original ideas, as the influence from western
culture was somewhat limited. They openly rejected many popular notions held by American
management theorists. Toyota’s employees, especially the highly influential officers, lacked
formal management training (Emilani, 2006). They focused on practicality and the true nature of
problems that arose in the production cycle.
The TPS system was largely developed between 1948 and 1975 (Emilani, 2006). The main
objectives of the system were to eliminate waste, eliminate inconsistency and improve overall
efficiency. There are two major cornerstones of TPS. First, is the actual implementation of JIT
production system. This was the original concept developed by Toyota that served as the
original basis of TPS and involved ordering the minimum needed quantities to reduce waste.
Second is systemic processes guided by human oversight with an emphasis on keeping human
involvement minimal and yet ever-present. The Toyota Way serves as the guiding principles
behind the TPS system. The Toyota Way is the strong corporate culture at Toyota that focuses on
continuous improvement and having sound operational processes.
The TPS system and the Toyota Way were the precursors to many different types of lean
methodology. The forward thinking culture of the Toyota Way served as the template for the
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characteristics a corporate culture needed to display in order to undertake a successful lean
implementation. Several key concepts in lean thinking came from Toyota during this time
period, such as Kaizen (continuous improvement), identifying KPIs (Key Performance
Indicators), and the previously mentioned JIT inventory system (Emilani, 2006).
Offshoots of the TPS system include several newer lean methodologies. A3 serves as a form of
systemic problem solving, where each outcome is planned for in advance and relies on accurate
information reporting. VMS (Value Stream Mapping) uses the current business state to predict
possible future business states by taking information from each step of a value chain. The Six
sigma system pioneered by Motorola often cites the TPS system as its major influence. Now
each company and industry has its own set of specific lean practices, but most can be traced back
to the TPS system’s roots.

Advantages of Lean
From its core, lean is designed to create value in each area it is applied to. This value is directly
tied to the company that implements it and applied to the consumers involved as well. Value is
created through the evaluation of processes that generate waste. From there companies can look
ahead and plan their operations around where they want to be in the future. There are a number
of typical types of waste found in the manufacturing enviornment. These wastes can be seen in
overproduction, transportation, waiting, inventory, over-processing, defects, motion, and
creativity (Idris, et al., 2013; Ketikidis, Hayes, Lazuras, Gunasekaran, & Koh, 2013; Mateen, &
More, 2013). Waste can be considered anything other than the minimum amount of equipment,
materials, parts, and working time which is absolutely essential to add value to the product or
service.
Practicing lean can help improve quality performance by reducing the amount of defects that are
created and the rework that is needed both in the warehouse and out in the field. Implementation
of lean also reduces the stress placed on machines and creates fewer problems in production and
in other processes. When utilized correctly, companies can see a reduction in inventory levels
due to conscious efforts in operations management. From there, stock levels can begin to turn
much faster because only higher moving parts are being held on the shelves. This then has
benefits as well. Less inventory means the less space that is needed to store goods. Companies
will be able to reduce their holding costs when less square footage is needed in their shops.
If operations are built around lean, production will flow more smoothly. There will be less waste
found in assembly lines and there will be higher efficiencies. The warehouse will have more
output per man hour. When workers are completing jobs at a faster rate, the customer is going to
benefit from improved lead times. The great part about lean is that value transcends over to the
customer and not just the business. This is the main reason why companies are moving towards
these techniques.
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When processes are fine-tuned and employees are spending less time fixing problems, there is a
higher sense of morale to be found within a company. Perhaps, even in applying lean
technologies, “The most valuable resource to any company are the people who work for it.
Without these people the business does not succeed” (“Key lean manufacturing principles,”
2018, p. 1). Lean principles are designed to benefit the end user but also to increase the profits
for a business and assist its employees. Processes improvements can reduce costs in ways that
were not seen as achievable.

Proposition
Proposition: Lean will increase the productivity and maximize the financial profits in the
manufacturing of a product.
In general, a number of researchers (Bhamu, Khandelwal, & Sangwan, 2013; Chiarini, Vagnoni,
& Chiarini, 2018; Dharamdass & Fernando, 2018; Franceschini & Mastrogiacomo, 2018) have
found significant benefits when monitoring their best business practices when their products
which are being introduced to lean practices. The project was completed to find out whether or
not lean could be a viable option for companies to mitigate costs and improve their products. The
process started off with the adoption of lean production and changing the layout of the
equipment to solve the production line imbalance. Production had many faults and the process
was hindering overall flow.
Management typically have a need to evaluate and deduce the most optimal projects to enhance
production efficiency. When coordination is set up properly, companies can develop good
practices for going through production. Ultimately, tackling this approach ahead of time will
prepare businesses to increase the flow of goods and be able to handle a large range of orders. In
this particular situation, the company mentioned used correlation analysis methods to increase
the economic benefit of enterprises.
The paths taken here were done so to create more flexibility within the company. Outside forces
and unpredicted scenarios can test a company’s capabilities. When a company cannot adapt to
change, it will have trouble surviving in the long run. In order to gain insight on the health of
their company, the article explained the need to understand the core values in the business and be
aware of what wastes are the most detrimental factors. After doing so, processes can be altered to
reduce waste and essentially work on a continuously flowing basis of improvement.
What the company was able to discover was that through the adoption of lean principles they
were able to meet customer expectation and occasionally exceed it as well. This result would not
have been achievable if the company did not take the time to understand the issues at hand.
There were certain bottlenecks that hindered the flow of goods in production. Through altering
of processes and analyzation of multiple routes, the business was able to find a fitting approach
for their type of business.
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There are distinct differences between value added and non-value added activities that can assist
or restrict a company from achieving growth and improvement. There has been considerable
focus on benefits of a pull-style system. Although they are said to be difficult to implement, a
pull system can be an integral part of production through replenishment pull, sequential pull, and
mixed-pull systems. With the same concepts in mind to achieve a similar goal, each system is
alike but with slightly varying approaches. There are multiple pieces in each system that make it
distinct. It was shown to be a helpful tool when working in production.
In essence, there are extremely positive results for businesses that practice lean principles. Lean
principles can provide structure and support for a large array of companies in an abundant
amount of industries. Knowing that there is a difference between every company tells you that
each implementation process is going to be unique. With careful evaluations and a suitable
understanding of what needs improvement, lean can be a trustful approach.
Kumar, Choe, and Venkataramani (2013), documented a flailing telecommunications products
company that was struggling to provide customers with accurate or acceptable lead times. The
authors utilized a DMAIC approach (e.g., Define the problem, Measure, Analyze, Improve, and
Control). As one might expect, the first step was to define the problem which was simply that
lead times were inaccurate and often unacceptable to end customers. More frustratingly
internally was that the salespeople whose sole focus is to sell goods and please customers could
not get accurate lead time information from the operations groups. Lead times and other KPIs
(key performance indicators) were measured so as to set a benchmark for any future
improvements. The entire ordering process was then analyzed from top to bottom and critical
issues were identified. One of the main issues was that certain inventories were being ordered
based upon inaccurate forecasting - leading to unsuitable order sizes that became a bottleneck
within the logistics system. The authors’ solution was to implement a lean-pull replenishment
system to cut out the noise from the logistics system and to improve overall product flow.
Lastly, lead times and other KPIs were re-measured under the new system and steps were put in
place to solidify the positive outcomes.
The results of the revamp of the telecommunications products company’s ordering processes are
impressive. Inventory turns improved as well as cost performance. Lead times were reduced to
help better meet customer demand while at the same time the company’s overall inventory
volume was reduced thus reducing holding costs. The authors argue that utilizing a push
mentality wherein production is geared towards some forecast can lead to slower lead times and
destructive bullwhip effects. A lean system built around a pull model is much more beneficial
and allows for less waste because items do not enter the queue until there is an actual order from
a customer. The pull model more closely aligns itself to reality as opposed to a push model
which is aligned with some hypothetical forecasted demand figures. Hence, the first proposition
is the lean is becoming the standard by which companies need to operate under. Interestingly,
Keyes (2013) found that 40% of manufacturing companies defined lean thinking as their primary
business strategy, with 60% of those companies were currently using some form of lean
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implementation involving continuous flow production, where machines and operators handling a
continuous flow of material have a set rate of production defined by management goals.
Not only is the demand present in the workforce, driven by market demand and necessity, but
also in universities as well. It is becoming expected that students have some exposure to lean
prior to starting their careers. In a survey conducted by University of Wisconsin business
students, 48% cited that their first employers actively used lean methodology, and 81%
recognized cost savings through some form of prior or present lean implementation (Keyes,
2013).
As a result of increased emphasis on lean production methods, the National Institute of Standards
and Technology (NIST) founded the Manufacturing Extension Partnership (MEP). MEP is a
program that provides small and medium-sized companies with access to information and
technology designed to help them in lean implementation. Some of the aspects of lean provided
by MEP include RFID technology, strategic management assistance, growth planning, and
nanotechnology (Keyes, 2013). Hence, many cited research efforts (Hossain & Hossain, 2018;
Jain & D'lima, 2018; Oey & Nofrimurti, 2018), the typical trend that lean methodology is
becoming the current standard for how a business must operate in the global operating
environment.

CASE STUDIES
Industry Examples of Lean Principles
The application of lean principles into business workflow and development can be seen across
many major corporations including Amazon, Wal-Mart, and Toyota. Giant corporations are not
the only market participants who can benefit from the application of lean principles. Indeed,
many small businesses and mid-level companies can incorporate lean principles to their current
business processes to reduce waste and add value for their end customers.
A division of the MID-SHIP Group located in Western Pennsylvania, has applied lean
methodologies to eliminate redundancies and reduce work hours necessary to complete tasks.
MID-SHIP is a third-party logistics provider and the office in Pittsburgh acts primarily as a truck
broker - matching customers with suppliers and charging a small fee for their services. As a
simple example, MID-SHIP had previously run its day-to-day operations by utilizing a stale
Excel spreadsheet. The spreadsheet Tracked all past, current, and future orders. Since it was
simply an Excel spreadsheet, only one operations member could make any changes to the master
document. This spreadsheet was emailed amongst the operations staff multiple times daily so
that it could be reviewed. There was inherently wasted effort in this process. Only one person
could make changes to the document, and to view a current version of the document someone
with the most current version would have to take the time to email a copy to the requestor. Once
the burden of this process became too much to handle - and by recognizing the potential benefits
of change - MID-SHIP’s management along with its technology department crafted a system that
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essentially recreated the spreadsheet within MID-SHIP’s own Enterprise Resource Planning
(ERP) tool.
Though there were some initial headaches with regards to using this new operations tool, the
benefits far outweigh the negatives. Any member of the operations team could edit any of the
information in real-time. Similarly, any member of the operations team could re-run the report at
any time and immediately be presented with the most up-to-date information available. By
eliminating unnecessary steps, time was saved and operations visibility was significantly
improved. This provided more value to MID-SHIP’s customers as status updates could be
provided to any inquiring customer by any operations team member at a moment’s notice.
In a similar vein, MID-SHIP’s accounting group - again, working closely with the information
technology personnel - developed a new billing system that sped up the billing process and
effectively reduced printed paperwork by 80%. In the year 2017, MID-SHIP moved
approximately 20,000 truckloads of material. Nearly every one of those truckloads would be
accompanied by a vendor invoice, a bill of lading, a truck release, and a rate agreement. By
strictly using PDF documents, and harnessing the capabilities of MID-SHIP’s ERP Dynamics
AX, along with the creation of intelligent SQL Server Reporting Services (SSRS), MID-SHIP’s
accounting team reduced printed paperwork by about 60,000 sheets of chapter in 2017 while the
working-hours saved in the billing department were quite significant as well. These are just
some small examples of how lean principles can be applied to almost any process and yield
beneficial results. By reviewing processes, identifying wastes, and developing plans to eliminate
that waste without eliminating value, firms can always find ways to become leaner which is
becoming more and more important in the competitive marketplace.
Another Western Pennsylvanian business finding benefits through the use of lean principles is an
exterior lighting company by the name of WE-EF Lighting USA, LLC. The relatively new
company in the United States is realizing the importance of eliminating waste in order to find
success. From shadow-taping tools to designing modular tables used in the assembly process,
WE-EF Lighting is doing everything it can to stick to a lean methodology approach.
The recently hired CEO of WE-EF Lighting has laid out a carefully designed plan to change the
way the company looks at current and new approaches. This plan involves maintaining a close
eye on the future and making sure processes are lining up with lean practices.
As mentioned before, production is currently receiving the bulk of the attention at the moment.
Tables were designed where employees are only making left turns while building products to
reduce waste in assembly. Inventory levels were dropped significantly in order to free up cash
flows for the company. Because of this, only stock items are being held in the warehouse at the
moment.
Even places like the office are seeing improvements from lean. The company has engaged in a
chapterless strategy that essentially plagued the employees with wasteful tactics. These wastes
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included having to wait for other employees to pass on the related work. Internal processes were
slowed down from this and the chapterless approach has proven to be a success.
Through the use of lean principles, WE-EF Lighting has truly gained a competitive advantage
over its rivals. Process improvements start by examining the core of a company and
understanding where the waste is derived from. The main focus is to work on improving the
work for employees and eventually offering better products and services for consumers.
Much like WE-EF Lighting, Air Ground Xpress is another Western Pennsylvania company
going through a revamping of its processes. Overall, it is attempting to undergo a youth
movement, bringing in the next wave of future decision makers. The goal is to become leaner in
operational techniques, while maintaining its strong market share in the Pittsburgh freight
forwarding industry.
Air Ground Xpress was one of the first to use Crown Connect software, which enables customers
and suppliers to share uniform information regarding shipment times, accounting details and real
time updates. The most important aspect in the overhaul of processes is the EDI (Electronic Data
Interchange). The technology has been around for a while, but it is an important step to keep up
with competitors and meet supplier and customer needs.
Another process that was recently revamped on the accounting specific side was the
methodology used to process credit card payments. It is an important part of the cash flow cycle,
and plays a role in the operations of the company. For example, shipments from customs must be
paid before they are released so timely payment methods are an important aspect of day to day
operations. The old process involved the handling and archiving of credit card files for each
customer that had to be updated constantly. Recently, this aspect of the accounting cycle was
moved via API (Application Programming Interface) to the company website. Customers can
now pay their cargo releases directly themselves, and credit card information storage and
maintenance are taken out of Air Ground Xpress’s hands. This not only saves time and input for
the accounting department, but also alleviates the unnecessary risk of losing or abusing external
payment information.
Lastly, the most important lean implementation that took place over the last year at Air Ground
Xpress was the switch from chapter to electronic logs. JJ Keller is a company that is utilized to
handle all of the important mileage, fuel and labor hours data Tracking through automatic
processes enabled by transponders placed in all vehicles. Drivers now use tablets instead of
chapter logs, saving both time and resources. Now each employee is not manually logging
monotonous and often redundant data points. It is important to note that the switch to electronic
logging was mandated by federal law as of April 2018 (hard enforcement period begins). The
move was preemptively completed in Q1 2017 to ensure a Satisfactory safety rating was
maintained prior to the enforcement period. This has given Air Ground Xpress a leg up in
experience in terms of the systems usage with several similarly small companies scrambling to
catch up in Q4 of 2017 and Q1 of 2018. Many customers have been assisted by Air Ground
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Xpress in the use and implementation of JJ Keller systems and the previously mentioned Crown
Connect System. Additionally, JJ Keller and Crown Connect have since collaborated to share
information across both systems, furthering the efficiency of both.
Air Ground Xpress has much more work to do in the modernization of the company. However,
they have begun to think forwardly in a market that is slow and resistant to change. Many
important processes have been revamped and the company has gained valuable experience in
successful lean implementation. Hopefully, the trend can continue in the right direction as
technology in the industry advances.

Notable Improvements in the Related Area
One of the most important iterations of the original TPS lean system is the Six sigma system
developed by Motorola. It was developed by Bill Smith in 1986 and trademarked by Motorola in
1993 (Yahia, 2011). The most important improvement in lean methodology is the focus on
empirical data and hypothetical business states. Specifically, Six sigma does an excellent job of
predicting and analyzing the number of defects in a production process. The goal with the
original Six sigma process at Motorola was to ensure that processes have an allowable threshold
of 3.4 defects per million process runs (Yahia, 2011). As of 2005, about 20 years after its
creation, Six sigma was attributed with saving Motorola over $17 billion (Yahia, 2011).
The success brought on by Six sigma led several other major companies to follow suit, such as
General Electric and Honeywell. By 2000, almost 70% of Fortune 500 companies had adopted
six sigma or their own version of it with the intent of reducing costs and waste (Yahia, 2011). It
became so relevant in the business sector that the International Organization for Standardization
(ISO) was created in 2011 with the first standard developed revolved around the proper use and
training of the six-sigma process (Yahia, 2011).
The importance of six-sigma approaches was similar to the importance of TPS in that it was the
first system to pioneer a way of thinking. TPS was the first to step back and analyze processes
for continuous improvement. Six sigma was the first to analyze processes using modern
statistical capabilities. It since opened the door for other empirically focused lean systems, which
brought lean processes as a whole up to speed with technological capabilities today.

Future of Lean Practices
With the history of lean practices covered we now turn our focus to the future. As anyone can
attest, the last 20 years have seen tremendous advancements in the realm of technology.
Technological advancements are sometimes happening so quickly that by the time one item is
finally mastered it has already become obsolete. The technological hardware and software are
relatively expensive, so the initial capital outlays may be quite significant. While many senior
managers understand the importance of technological advancements towards creating smarter,
cleaner, and leaner processes, the simple fact of the matter is that many managers lack the will or
the financial resources necessary to invest in the necessary technologies. Without a clear
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understanding of how an investment in new technologies will result in a satisfactory return on
investment, managers are often risk-averse and fearful that the investment may turn into a wasted
effort.
Another key component of the future of lean processes also revolves around technology - and
that is the sharing of data through EDI or other similar technological processes. Vendor
managed inventory is seen by some firms as a way of reducing the burden of managing inventory
and passing that responsibility along to the vendor. The vendor is pleased because they have
attained a potential long-term customer. The issue here is the necessary levels of trust needed
between varying firms so that information can be shared to the benefit of all involved. While
this sounds excellent in theory, the simple fact remains that firms may not have the monetary
resources necessary to invest in the appropriate information-sharing technologies, or firms are
unwilling to trust other firms with sensitive data that may or may not damage a firm’s
competitive advantage.
In any case, lean processes will continue to dominate the future of production facilities and
general office management overall. With firms looking to cut costs and reduce wastes at every
turn, lean practices will be implemented and continuous improvement initiatives will be
undertaken so that any unnecessary, non-value-adding steps in a process can be eliminated.
Managers who are willing to make the financial investments in the technologies of the future will
see long-term benefits from streamlined processes in the form of reduced costs and better
customer service. Firms who are willing to form long-term, trusting relationships with other
firms so that information can be shared will see net positive benefits overall as the sharing of
information allows for better, faster decision making based upon accurate data for all companies
involved.

GENERAL CONCLUSIONS AND IMPLICATIONS
Conclusion
The introduction of lean processes by Toyota fundamentally changed the way management
thought about its production processes and workflow strategies. From its humble beginnings to
the Toyota Production System (TPS) and beyond, the idea of lean has challenged long-held ideas
regarding forecasting, push versus pull methodologies, waste in a process, and value adding
activities. What began as a model for manufacturing processes has evolved into a model that can
be applied to every facet of modern day business including service industries and general office
administration. As demonstrated in the case studies, lean processes may be applied to any
process where waste can be identified and eliminated. This helps to reduce costs and those
subsequent cost-savings can be passed along to customers in the form of more competitive
pricing.
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Managerial Implications
Lean methodology is increasingly proving that it can benefit both companies and customers.
With focuses on continuous improvement and the desire to eliminate waste, lean is designed to
maximize customer values. Due to the ever-changing market environment, companies are
looking towards lean as a solution to keep up with technological advancements. In an attempt to
combat these changes, lean can help a company stand apart from its competitors by helping them
offer superior customer service and competitive prices. Current conditions are pushing
companies to adopt these processes, however, with the growth of lean, the adoption of such
beneficial practices are actually more feasible than they were before. More and more business
can rely on dynamic and interconnected systems to help improve internal processes and optimize
flow. The future of lean appears to be strong and looks promising for as a key component in
companies’ strategy.
While lean is a founding school of thought, six-sigma methodologies along with other industry
specific lean philosophies have been developed and continue to be developed so that firms can
apply variations of the lean principles into their most applicable functionality. The idea of lean
is not a passing craze, and lean principles will continue to be applied to various industries with
the aim of maintaining flexibility and reducing unnecessary burdens from the firm’s financial
bottom-line while increasing the firm’s customer service capabilities and maintaining employee
satisfaction. Capabilities such as delivery speed, reliability, responsiveness and low cost
distribution are considered critical components for sustained competitive
advantage. But Ponomarov and Holcomb (2009) suggested that logistics capability qualifies to
be a distinct capability, leading to sustainable competitive advantage, by reviewing
characteristics such as added value, rarity and difficulty for imitating. Improving efficiency and
effectiveness within a firm, especially in logistics, leads to long-term profitability and
survival. Future research needs to deal with supply chain resilience that goes beyond JIT and
six-sigma processes into the realm of strategic planning.
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RFID Technologies and Warehouse
Applications: Case Studies
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ABSTRACT
RFID is a technology that continues to evolve, improve, and grow. The number of ways the
technology can be used to help companies stay efficient increases in a highly competitive
environment. For companies that are still looking for ways to improve their supply chain and
their warehouse operations, RFID technology is something worth exploring. It can save
companies time and money and can be an especially great technology to adopt for companies
that are growing at a rapid pace. Case studies comparing large health care systems provider in
Pittsburgh, PA with a large manufacturing company, Boeing, located Everett, WA were cited to
highlight best business practices of RFID applications to the warehousing function.

INTRODUCTION
RFID Technologies
Although Radio Frequency Identification (RFID) technology has been around for some time, the
use of the technology in supply chain management (SCM) and its associated operations is still
being explored and adopted by many companies. Basically, RFID uses electromagnetic fields to
help with identifying and Tracking objects. And the number of ways that the technology can be
used is almost endless as many examples can be found in preventing theft, expediting
inspections, keeping Track of surgical sponges, safeguarding pharmaceuticals, helping farmers
with vital crop and social moisture information, to name a few. RFID technology used in
warehouses for receiving product, picking orders, packaging shipments, and Tracking deliveries
can save a company time and money. For growing companies such as the University of
Pittsburgh Medical Center (UPMC) and Boeing, the introduction can help them remain efficient
during these times of prosperity and growth.

Overview of RFID Technology
RFID is defined any method of identifying unique items using radio waves. This is usually done
when a reader (or an interrogator) communicates with a transponder (Radio Frequency
Identification, n.d.). This transfer of information happens without the devices making any actual
physical contact and is used in items we use every day like car keys, employee identification
cards, medical history, highway toll tags, and security access cards (Radio Frequency
Identification (RFID): What is it?, 2017).
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Radio frequency identification also known as RFID is a modern and impactful technology that is
changing the way a logistics operates. As this research paper has shared in earlier sections, the
technology surrounding RFID technology has existed since the earlier 1900’s and has more
recently been implemented to support the transportation industry due to technology and cost
improvements. Formally, according to the RFID journal is “any method of identifying unique
items using radio waves such as through a reader which communicates with a transponder and
holds digital information in a microchip. There are chipless forms of RFID tags that use material
to reflect back a portion of the radio waves beamed at them (Radio Frequency Identification).”
RFID has been a way of continuing to evolve in many practices specifically as it relates to
supply chain management. Historically, as this course has demonstrated, supply chain
management productivity evolved from the human based way of Tracking and transporting
inventory for companies to more automated systems such as bar codes and RFID technology.
The first venture began with bar code technology as a way of Tracking and transmitting
information. “The optical nature of barcode requires labels to be "seen" by lasers. That line-ofsight between label and reader is often difficult, impractical, or even impossible to achieve in
industrial environments. In order to function properly, a barcode reader must have clean, clear
optics, the label must be clean and free of abrasion, and the reader and label must be properly
oriented with respect to each other” (Advantages of RFID). RFID-enabled technology helps to
solve many of the issues and challenges caused by direct line of sight technology by allowing
information to be transmitted through a receiving device. Improvements in such technology has
allowed tag reading from greater distances and in harsh environments. RFID technology is the
next wave, arguably the current wave, of being able to efficiently Track and transmit information
in order to provide greater efficiency improvements to logistics and supply chain management.
Low-frequency systems were developed first then products moved up the radio spectrum to high
frequency which means there is a greater range and data can be transferred at much higher rates
(Roberti, 2005). High-frequency systems are used to Track cargo containers, payment systems,
and contactless smart cards. In the 1990s, IBM developed ultra-high frequency (UHF) RFID
systems which offered even greater ranges and faster data transfers. They originally worked
with Wal-Mart in their development and then in warehouses and farming. UHF RFID
technology was taken to the next level in 1999 when the Uniform Code Council, EAN
International, Procter & Gamble, and Gillette funded the establishment of the Auto-ID Center at
MIT. They developed a low-cost RFID tag to put onto all products to Track them through the
supply chain and then linked this information to the Internet (Roberti, 2005). This was the first
time that information contained in an RFID tag was available beyond the tag and reader
themselves. The Auto-ID Center received support from over 100 large companies between 1999
and 2003 including the Department of Defense. It then opened up facilities in Australia, the
United Kingdom, Switzerland, Japan, and China. Protocols, a numbering system called
Electronic Product Code (EPC), and a network were developed and in 2003 the technology was
licensed to the Uniform Code Council.
Currently, many companies are trying to develop smaller and smaller tags, some containing just
two components (Landt, 2005). This means that RFID tags can now be found even in paper-like
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labels which can be affixed to almost anything. Advancements in RFID technology continues to
grow at faster rates and the applications for use continue to grow as well.

CASE STUDIES
Overview of UPMC Central Distribution Center
The University of Pittsburgh Medical Center (UPMC) is a $17-billion-dollar healthcare provider
and insurer based in Pittsburgh, PA. UPMC currently operates over 30 hospitals, more than 600
doctors’ offices and outpatient centers, has over 4,000 physicians employed, along with a variety
of rehabilitation centers, retirement communities, and long-term care facilities. To operate and
run all of these locations UPMC needs a lot of supplies and to maintain their operating margins,
they need the supplies in the most efficient means. The goal of UPMC’s supply chain is simple:
establish the most cost effective and efficient means of supporting UPMC facilities and their
patients. Part of this goal includes the utilization of a Centralized Distribution Center. Having a
centralized warehouse allows supply chain to purchase products at lower prices by eliminating
traditional healthcare distributors such as Cardinal Health or Owens & Minor. With one
warehouse supporting all hospital locations, savings are also found in consolidating products
such as all facilities use the same brand of exam glove which again gives supply chain the ability
to leverage contract prices.
The UPMC Central Distribution Center has over 60 employees, is 150,000 square feet and
maintains over 4,000 SKUs. The distribution center operates 24 hours a day five days a week
and picks, packs, and ships over 2.3 million lines per year (T. Nedley, personal communication,
February 23, 2018). It also manages over 250,000 cross-docked non-stock parcels annually (T.
Nedley, personal communication, February 23, 2018). There are 9 delivery vehicles which run
over 490,000 miles per year (T. Nedley, personal communication, February 23, 2018). The
distribution center also utilizes Voice Directed Picking which helped them reduce their picking
errors by 25%, leaves the pickers hands free for picking and labeling, and is environmentally
friendly with the reduction of paper (T. Nedley, personal communication, February 23, 2018).
All of these numbers are for UPMC at its current size but UPMC just bought an additional 18
hospitals from Jamestown, New York to Harrisburg, PA. The addition of these new facilities
will mean an increased need to be even more efficient and effective. Part of this would be to
explore the option of using RFID technology.

Overview of Boeing Factory in Everett, WA
The Boeing Company Factory based in Everett, WA is a highly coordinated logistics and
manufacturing operation that helps produce commercial and military aircraft for the worldwide
aviation market. The Boeing Company is the “world's largest aerospace company and leading
manufacturer of commercial jetliners and defense, space and security systems. A top U.S.
exporter, the company supports airlines and U.S. and allied government customers in 150
countries. Boeing products and tailored services include commercial and military aircraft,
satellites, weapons, electronic and defense systems, launch systems, advanced information and
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communication systems, and performance-based logistics and training. Boeing is noted as having
the largest manufacturing building in the world, producing the 747, 767, 777, and the 787
airplanes. Their manufacturing product facilities employs thousands in aircraft fabrication and
production, product development, aviation safety and security and airplane certifications. This
factory covers nearly 100 acres of land under one roof in order to assemble and coordinate the
various components required to build aircraft with over 30,000 people supporting the daily
construction of this aircraft.
There are numerous logistical and transportation needs to build the aircraft. The 747 and 767,
the older and original aircraft of this factory, follow a traditional assembly process that combines
components such as wings, elevators, rudders, and other parts at one of four stage of assembly.
The parts of this aircraft are assembled in a nearby bay which arrives via rail and truck from
various U.S. suppliers from across the world. However, through this assembly process which
dates back to the mid-1960s, Boeing has been able to innovate their logistics and assembly
practice with modern processes. The 777 and 787 process, mostly in part due to the aircraft
being new and one of the first in the world to be designed completely using a computer rather
than an actual model, implement just-in-time (JIT) practices for the delivery of the various
components and assemble the aircraft on a slow moving assembly line.
This process is successful due to a very close and transparent partnership with suppliers from
across the world which are engaged to ensure the parts - as large as an aircraft fuselage - arrive
exactly when they are required. From this point, each task and step of assembly is precisely
timed out for workers to complete in order to maximize productivity. The parts for the workers
assembling the various aspects of the aircraft are delivered through mobile robotic carts in the
factory which are delivered to the exact location of the workers as the aircraft assembly line ever
so slowly moves. This orchestra of various parts and workers ensure the products are assembled
on time as well as uses barcode and RFID technology to ensure products are able to be Tracked
and easily moved throughout the factory.

Managerial Implications
For companies such as UPMC and Boeing which have been reviewed in this chapter, these two
companies operate in two separate industries though hold various applicability of how RFID
technology can impact managerial decisions. RFID technology, through its evolution since
WWII technology to benefit managers in various types of industries who are looking to quickly,
efficiently, and accurately Track the inventory of their product. In particular, companies with
large amounts of individual components to complete a service or products, such as UPMC and
Boeing respectively, have numerous benefits for managers. First, the reduction of human errors
and implementation of consistency that RFID technology can provide is impactful for managers.
RFID allows the constant and consistent flow of information through an established system of
transmitters and receivers that is not dependent on humans who may collect information
differently. This also ensures that human errors, even by the best of employees, can be reduced
and even eliminated.
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Secondly, RFID technology allows for the delivery of information and components exactly when
it is needed. At the Boeing factory, the right amount and type of components is delivered
precisely when workers require the components which reduces errors and ensures maximum
efficiency. For a company such as UPMC which is growing the number of hospitals in their
network, RFID can provide the company a consistent source of data collection across a wide
range of employees and staff. Overall implications of RFID technology to manager in supply
chain management and to leaders in companies such as UPMC and Boeing is noticeable with the
ability to be quantified in time, costs, and efficiency savings. The efficiency of RFID technology
to collect this information with reduced errors translates into more accurate information for
managers to make decisions at often a much lower potential cost.
Research has been done on the effectiveness and success of introducing RFID technology into
the supply chain. A study Wu and Ku (2013) investigated what happens in upstream and
downstream firms when RFID technology is brought into the supply chain. The authors used the
Adaptive Structuration Theory and Structural Equation Modeling to analyze upstream and
downstream firms who had business in manufacturing, logistics, warehousing, retailing, and
selling. Due to the benefits of RFID technology including reducing costs and reducing data entry
errors, which have their own downstream effect, Wu and Ku wanted to see if there were any
difficulties upstream and downstream that firms encountered when RFID technology is
introduced. They researched 7 different ways RFID could prove difficult for firms including its
effect on operation structure, group cooperation, and influence on issues derived from RFID
technology. Although almost all of their findings confirmed that RFID technology has a positive
influence on supply chains, there were a couple of negative outcomes. These were mostly
around the changes that would take place with the introduction of RFID technology to a firm and
the extent of this change is largely unknown.
RFID technology applicability can be applied to an even greater sense at both companies.
UPMC for example has a large hospital system with multiple staff members covering a wide
variety of shifts at the hospital. This dynamic in the healthcare industry is also more complex
with all the various supplies and tools needed to treat patients in a hospital. While much of the
supplies are Tracked with bar codes today, RFID tags can help to collect data and perform an
inventory in real time. This inventory can be more easily known as needed as well as Tracked
through its usage throughout a time period to better predict when supplies or tools may be
needed for predictable procedures or treatments. UPMC as a result can better predict when a
supply may be needed and can also reduce storage space in a hospital. In turn, Boeing Company
is moving more towards RFID technology from the bar coded technology that was historically
used at the factory. Boeing today uses the RFID chips to Track and guide the movement of
robots with the components for their aircraft. However, for Boeing their use can also be far
greater by being able to integrate RFID technology not only in the logistical process to assemble
the aircraft but also in the actual maintenance of an aircraft. For example, safety checks for
inspections of aircraft can be more efficient and accurate if RFID technology could be
implemented to monitoring the existing systems of their aircraft. Mechanics could then know
precisely where to look onboard an aircraft with this more accurate information to better
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maintain their fleet. While RFID technology at Boeing cannot fully take the place of a human
inspection, it can help to ensure the accuracy and speed at to which inspections could occur. For
companies such as UPMC and Boeing, surveying the work force that interacts with these
components and the management can be an important step to understand the potential impact and
scope of RFID technology at both these companies.

GENERAL CONCLUSIONS AND IMPLICATIONS
RFID technology has demonstrated its ability to evolve into a logistics solution since its
inception in the 1900’s. As technology has improved by becoming less expensive on a per chip
basis and through a much smaller size, RFID technology is a competitive advantage for
managers involved in supply chain management. Various aspects of the supply chain process are
now able to be more accurately and easily Tracked based upon their location and the data
associated with the chip rather than through line of sight technology that exists through bar code
technology. Managers can now be empowered with time and a constant flow of data that allows
them to make fact based decisions and projections which have helped to save time and money
through efficiency for their companies. Companies such as Boeing are demonstrating the
existing potential of RFID technology while companies such as UPMC can take RFID
technology the next level by Tracking thousands of supplies that exist in a hospital.
As with any technology, there is an investment that is required to implement RFID technology.
While this group recognizes the benefit of RFID technology, performing a case study on
individual companies to understand the cost-benefit of this technology is important.
Additionally, completing a detailed survey of UPMC and Boeing is a key aspect of future work
that would allow for a strong understanding of RFID at each of the companies. Overall, the
benefits of RFID technology are likely to improve as the technology for transmitting and
receiving devices continues to be more cost efficient and widely implemented in the supply chain
management system.
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ABSTRACT
As evident in the qualitative case studies of several major companies operating in the Pittsburgh
area with global connections, as well as another international company with ties in the area. All
the showcased companies have established high-levels of quality standards and implemented
policies on order to remain competitive in an increasingly web-connected environment. Social
media and empowered customers have significantly raised customer expectations of quality.
Although there are similarities and differences in the approaches taken by management, they
share the common goal of delivering a high-quality product and satisfying their customers. The
majority of the case study concentrates on how both companies monitor quality, evaluate
performance, train employees, and promote continuous improvement in order to achieve best
business practices. The review of the literature on global IT outsourcing and analysis of the case
studies provide evidence that economic development creates both short-term operation
advantages through increased levels of efficiency as well as long-term social and cultural
changes. Operational and strategic managers can use this information when making decisions on
where to locate various aspects of their business. In some cases, it may make sense to outsource
a particular task, but in other cases an organization may want to offshore particular tasks in order
to keep control of the process. Some organization may not have a concern with keeping control
over a process, but are forced to keep the process internal due to underlying agreements with
their clients.

INTRODUCTION
Global Outsourcing
Since the Industrial Revolution, companies have grappled with how they can exploit their
competitive advantage to increase their markets and profits. The model for most of the last
century was a large integrated company that can own, manage, and directly control its assets. In
the 1950s and 1960s, one of the dominant strategic directions was diversification to broaden
corporate bases and take advantage of economies of scale. Even though expansion required
multiple layers of management, companies believed that by diversifying they could protect their
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profits. In the 1970s and 1980s, companies that were trying to compete in the global
marketplace were handicapped by a lack of agility and bogged down by bloated management
structures. In an effort to increase flexibility and creativity, many of these large businesses
decided to focus on their core strengths and outsource activities they deemed noncritical.
More and more companies are offshoring portions of their operations to various countries in
order to gain a competitive advantage. Offshoring offers companies the opportunity to have
certain tasks completed for less labor costs, while keeping control of the operations. As more
companies join the offshoring initiative, the less beneficial offshoring becomes. Not only does
an increased amount of overall offshoring decrease the competitive advantage, but the labor costs
begin to rise due to lack of supply in workers. A number of authors have examined how the
offshoring of processes and knowledge have been affected by economic development and
changes in cultural norms; specifically, on how economic development and cultural changes
affect the tenor, form, and outcomes of offshoring relationships (Ganesan, Malter, & Rindfleisch,
2005; Gereffi, Humphrey, & Sturgeon, 2005; Grandinetti, Nassimbeni, & Sartor, 2009; Ha, Li, &
Ng, 2002; Hallén, Johanson, & Seyed-Mohamed, 1991; Handfield, 1994).
Outsourcing can be defined as the strategic use of outside resources to perform activities
traditionally handled by internal staff and resources (Ahsan, Haried, Crosse, & Musteen, 2010;
Handfield, 2006). Outsourcing can also be known as facilities management, as it is a strategy by
which an organization contracts out major functions to specialized and efficient service providers
who become valued business partners (Handfield, 2006). Companies have always hired
contractors for particular types of work or to level their workload, and they have formed longterm relationships with firms whose capabilities complement or supplement their own.
However, the difference between simply supplementing resources by subcontracting and actual
outsourcing is that the latter involves substantial restructuring of particular business activities
and can sometimes transfer staff from a host company (Handfield, 2006). Outsourcing was not
formally identified as a business strategy until 1989. However, most organizations were not
totally self-sufficient. Many outsourced those functions for which they had no competency
internally. For example, publishers have often purchased composition, printing, and fulfillment
services.
Outsourcing support services was the next stage. In the 1990’s as organizations began to focus
more on cost-saving measures, they started to outsource those functions necessary to run a
company but not related specifically to the core business (Handfield, 2006). Managers
contracted with emerging service companies to deliver accounting, human resources, data
processing, internal mail distribution, security, plant maintenance and the like as a matter of
good housekeeping. Outsourcing components to affect cost savings in key functions is yet
another stage as managers sought to improve their finances. IT outsourcing was also a growing
area during this time period. Advancing technologies saw the creation of self-service
dashboards, which eliminated the occurrence of errors and discrepancies (Richter, 2011). In the
beginning of the 21st century, there was a boom in technological developments which brought
the history of outsourcing to greater heights. Not enough American students were into the
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technological education scene at the time and the highest jobs in demand were for IT specialists.
There were more students overseas who were pursuing science and technological courses, thus
the infrastructure to outsource IT was in place (Richter, 2011).
Over the past two decades, a significant number of researchers have published on the concepts of
single sourcing, multiple sourcing, network sourcing, concurrent sourcing, strategic sourcing,
and outsourcing. However, in spite of the widespread use of global sourcing and interest in
various sourcing agreements, global sourcing has received minimal scholarly focus. Researchers
have published literature on global outsourcing and formulates several propositions suggesting
how global outsourcing influences an organization’s performance and management decisions.
The advancement of technology and increased business competition has facilitated, and impelled
organizations to spread out their markets globally (Yavas, Leong, Vardiabasis, &
Christodoulidou, 2011). Some of the most thriving companies often manufacture their products
in Europe, U.S., and Asia and sell them globally. As one of this drift, international outsourcing
has quickly taken place as a precondition for organizations contending in the current market.
International outsourcing refers to the combination and harmonization of procurement
prerequisites throughout global business units, seeking same products, methods, technologies,
and providers. This procurement approach has broadened companies supply series to an
international level.
There were several additional features that added to companies outsourcing in the early 2000s.
The year 2003 was declared as the beginnings of the broadband age as sophistication in
telecommunications continued. This allowed the business sector to explore the possibilities for
outsourcing other types of jobs (Richter, 2011). The development of data storage was another
driving force. Data storage not only drove down the costs of paper usage but likewise enhanced
the possibilities of outsourcing more jobs with less of the known risks. In fact, this development
in high tech data storage has driven down the costs of manpower due to outsourcing even further
(Richter, 2011).

Future aspects of Outsourcing
We have seen where outsourcing has come from and what it has turned into. What does the
future hold for outsourcing? To examine the potential scenarios, one must first focus on the
nature of IT industry. IT outsourcing as a business is will continue to grow exponentially. The
overall market potential will continue to grow, even as what gets outsourced keeps changing
(Nagendra, 2012). Large corporations whose business is not in IT do not want to turn into IT
hotbeds, so they will want to continue to focus on their core businesses such as retail, sporting
goods, or apparel and let their IT partners provide the infrastructure and services. However,
outsourcing is not what it was in the early 2000’s. The mega deals have vanished. The average
deal in 2000 was US$360 million, while more recently it is about third of that amount
(Nagendra, 2012).
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There are two reasons for this trend. First, smaller companies are getting a handle on
outsourcing processes and are leveraging the cost benefits. Second, large companies are
breaking down their outsourcing requirements and farming them out to different providers in a
bid to minimize risk and increase savings (Nagendra, 2012). The global recession has increased
the quantum of outsourcing as a response to short-term costs pressure. Providers have also had
to innovate to bring down costs and provide better pricing models (Engardio, 2006). The biggest
gain for outsourcers has been the emergence of an increasing number of standardized solutions
from IT infrastructure, consulting, and service providers so that differentiation is clearly visible
in performance and price (Engardio, 2006). Considering the dramatic changes forced by the
recession, the future of outsourcing looks much more robust than ever before. Deal sizes are a
matter of concern, but the number of businesses that can leverage outsourcing is bound to go
north (Nagendra, 2012).

DISCUSSION
Evolution of Offshoring Operations
Youngsdale and Ramaswamy (2010) conducted research on the evolution of offshore operations
while proposing a model for understanding evolutionary roles of offshore operations. This
model is based on embedded knowledge which is reflected by the process and the extent of
which customer contact is included in the process. The results of this research show that there
are three different levels of knowledge capacity. The lowest level includes back-office
processing centers or contact centers. The second level includes solutions, which includes the
ability to use expertise along with intellectual property. The third level includes global service
centers. These centers include full ranges of services and require highly collaborative work.

BUSINESS CASES
Case 1: U.S. Steel (USS)
The U.S. Steel Corporation (USS) is a company that has its global headquarters in
Pittsburgh, PA and plays a major role in the local economy. The company employs people
around the world and provides services to multiple countries. Global outsourcing has helped
USS create most of this success and a unique competitive advantage. According to the
company’s website, “it is an integrated steel producer with major production operations in the
U.S., Canada and Central Europe and an annual raw steelmaking capability of 27 million net
tons” (Corporate Profile, 2012). USS has production facilities in Canada that is considered near
shore outsourcing as well as facilities in the Slavak Republic that is far shore outsourcing.
Production and finishing of raw materials is usually sent overseas due to the lower labor rates.
Lower labor rates help the company to maintain a competitive advantage over rival firms within
the steel making industry.
For most of its research and development, USS keeps that activity located within the area
of the U.S. The main reason that companies keep research and development within the U.S. is
because it is an activity that requires more education and special procedures. There is also a
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higher rate of patent and intellectual idea theft within other countries, thus creating a higher risk
for the company that would offset the cheaper costs. Some of the benefits from USS outsourcing
its production activities are that it has cut down on direct labor costs, allowing the company to
focus directly on core activities that provide a competitive advantage. Additionally, USS is
almost forced to outsource its labor to maintain a competitive advantage over rival firms within
the steel industry. According to Clott (2004), “the basic business idea of outsourcing is that if a
firm does not specialize in a certain function it will be beneficial to transfer control of the
function to a specialist organization that will be able to offer better cost and quality” (p. 155).
This idea is a general assumption throughout most industries and sectors of the economy.
Some of the disadvantages of using offshoring or outsourcing are a decline in operational
efficiency. Even though labor may be cheaper overseas, the company may have to hire
additional workers due to the fact that lack of technical know-how and education can create
problems in the process. There is also an increased risk of product defects and lower quality
because of the inexperienced workforce. In turn, the company may have to hire on additional
managers and quality control tests that could negate most of the cost savings introduced by
outsourcing the activity. When companies look at outsourcing overseas they should take into
account labor ethics issues and if the outsourced employees are making a fair wage for the
market they are located within. Many companies in the past have had public outcry over the
treatment of their employees in other countries, such as Nike and Apple. Another downside that
could be introduced by outsourcing is the public opinion of the company’s culture. USS is
known for hiring many American employees, and if they shift most of their workforce overseas,
it could create resentment towards the company. The public’s opinion of outsourcing is very
negative in light of the recent market crash and higher unemployment rates, making it almost a
social responsibility issue. The best way for companies to outsource is to do an analysis both
externally and internally, come up with a good strategy, and then execute it.
In all, USS has used outsourcing as a means to lower costs and maintain its competitive
advantage over rival firms within its industry. USS had to outsource certain activity functions
overseas to maintain its competitive advantage. With one of the company’s core values being
“focus on cost,” outsourcing has been a key driver in keeping labor costs down (Corporate
Profile, 2012). With a low cost strategy now in play for USS, it should be able to continue its
success for years to come all thanks to globalization and outsourcing.

Case 2: Alcoa Inc.
Alcoa Inc. pioneered the aluminum business over 125 years ago and maintains its status as a
global leader in lightweight metals technology, engineering, and manufacturing. With 60,000
employees in 30 countries, it is the world’s third largest producer of aluminum. Having moved
its corporate headquarters to New York City, Alcoa maintains its operational headquarters in
Pittsburgh. However, the company does outsource operational tasks to other countries. Alcoa
defines outsourcing as “the redistribution of tasks, whether it is product manufacturing or
providing services” (McNeely, 2005). While outsourcing can simply be viewed as cheap labor,
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Alcoa views it as a significant part of supply chain management. The company finds that its
employees across the globe are committed to high levels of achievement, thus ultimately adding
value to customer relationships. Outsourcing processes are intended to help reduce management
constraints, improve production planning, shorten order cycle times, and decreased finished
inventory levels. The goal the company is trying to achieve is not cost-cutting but rather
improving the value stream.
One specific example of outsourcing success can be found with Alcoa’s renewed contract with
Infosys BPO, a leading player in the outsourcing services sector. Infosys BPO covers services
across Finance and Accounting as well as Knowledge Services processes. “Infosys BPO's
engagement with Alcoa has reached a level of excellence and sustained performance that has
helped enhance the competitive edge for Alcoa GBS; thereby enabling it to provide different
types of services to Alcoa business units in a timely, accurate and cost-effective manner”
(D'silva, 2011). This has translated into profitable business for the company and good
relationships with existing customers. Alcoa does not shy away from the advantages of
outsourcing and understands the benefits it can bring to bottom-line results.
The company has, however, faced issues with outsourcing in the past, interestingly within the
U.S. For example, in 2012 there was a fire at a New York plant, requiring Alcoa to rebuild the
roof of its caste house. Alcoa hired Fluor, a company based out of Irving, Texas to complete the
work, causing concern among local labor unions and tribunal leaders. Local union workers did
not understand why they would not be hired for the job since they possessed the skills to
accomplish the work. As stated by Village Mayor James Hidy, “with 11% unemployment in the
region, in St. Lawrence County particularly, we can’t have people coming from out of state and
taking jobs from people in this region. It’s unacceptable" (Grant, 2012). Clearly this action
caused tensions locally, not to mention creating a public issue.
Another very public issue is that of the US$384 million settlement of criminal and civil bribery
charges against officials and federal agencies in Bahrain. “The Securities and Exchange
Commission said that its probe found that Alcoa made more than US$110 million in illegal
payments to Bahraini officials with influence over contract negotiations between Alcoa and a
major government-operated aluminum plant” (Isidore, 2014). These bribes were done through a
London-based consultant with ties to the royal family, thus violating the U.S. Foreign Corrupt
Practices Act. As stated by Acting Assistant Attorney General Mythili Raman, "the law does not
permit companies to avoid responsibility for foreign corruption by outsourcing bribery to their
agents, and, as today's prosecution demonstrates, neither will the Department of Justice” (Isidore,
2014). This is not to say that instances like this will always happen as a result of outsourcing.
However, companies need to be aware of international laws and regulations as well as the
various parties conducting business.
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Case 3: Mylan Inc.
Mylan Inc. is a global generic and specialty pharmaceuticals company located just outside of
downtown Pittsburgh. With over 20,000 employees and 1,300 different products, Mylan has
become a major force. Not only are that but products sold in 140 countries and territories. It is
evident that Mylan embraces globalization and working in foreign markets, which has been
accompanied by outsourcing certain functions. It was announced in the Spring that Mylan and
Prosonix entered into a global licensing agreement for inhaled respiratory products used to treat
asthma. As stated by Mylan President Rajiv Malik, “we are very excited to enter into this
agreement with Prosonix as it represents another development milestone in our global respiratory
franchise, one of our key strategic growth drivers, and strengthens our portfolio of difficult to
develop and manufacture products. Further, Prosonix's expertise in the development of inhaled
respiratory products perfectly complements the strength of Mylan's respiratory R&D
capabilities” (Masangkay, 2014). Mylan is clearly outsourcing through the use of Prosonix’s
manufacturing and commercialization of the respiratory products, benefiting the companies as
they will both have marketing rights in defined territories. This is the proper way to outsource in
order to create a competitive advantage.
While more of an acquisition than outsourcing, Mylan has been taking the heat over the issue of
inversions. An inversion is effectively a loophole in the tax system that allows for companies to
reincorporate in other countries in order to lower corporate taxes and free up cash. However,
“this maneuver has raised the ire of some legislators, who view it as a tax dodge, costing the
federal government billions in revenue” (Sabatini & Boselovic, 2014). It is argued that
shareholders will have to pay capital gains tax when their shares are exchanged for shares in the
new parent company. Not only that but such business deals could actually hurt the American
economy in terms of decreasing tax dollars being brought in and lack of job creation for
Americans.

Case 4: Microsoft
Since Microsoft was formally launched in 1990, it has been the top leader in the industry for PC
operating system software. In 1999, Microsoft was the most valuable company in the global
marketplace. Them 16 years later, they released Windows 10 and in that year alone they
generated over US$12 billion in profits. However, there is a 40% profit margin between the
classic Office and the new cloud-based office. The cloud-based MS Office is not doing as well
as the original was in terms of both market share and profits. Even though the company has been
extremely successful, the stock prices have been relatively constant and steady for the past 18
years. Competitors like Google, Apple, and Amazon found new ways of computing from scratch
and in return, their stock prices are higher than ever. Unfortunately, Microsoft failed to
commercialize any category- defining products or services. Perhaps, this is because they have a
top- down strategy process. The company They wanted to make it mandatory that any new
product would need to strengthen the existing Windows Office franchise. Because of this,
several things were invented and never launched (Ovide, 2013).
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Since the 1990 launch of Windows 3.0, Microsoft has dominated the market, with a 90% market
share of the PC market. By 1999, Microsoft was the most valuable company on the planet. In
2015, Microsoft generated US$94 billion dollars in revenue, and US$12 billion in profit.
Microsoft is a multinational technology company, headquartered in Redmond, Washington.
Some of the most prevalent Microsoft products include: Xbox, the Microsoft surface touch
computer, and the windows computer software. The company began dominating the computer
operating system market by the mid-1980s. The company has made many large acquisitions,
including the purchase of LinkedIn for US$26.2 billion in 2016, Nokia for US$7.2 billion in
2013, and Skype for US$8.5 billion in 2011. When Satya Nadella took over as CEO in 2014, the
company scaled back its hardware focus, and began to focus more on their cloud computing
system. This has helped the company’s shares reach their highest point since late 1999.
Microsoft used to be dominant in the whole operating system market around the world. In March
2017, Android took the first place. Microsoft current global market share is 36.51%. But
Microsoft is the first place with 37.11% market share in U.S. In the current desktop operating
system market, Microsoft is the top one with 81.91% global market share and 63.16% market
share in the United States. But in mobile market and tablet market, Microsoft does not have more
than 1% market share neither in global nor U.S. markets.
As technology is prevalent in today's society, competing technology companies, like Microsoft,
are working to make their products top of the line. The article discusses how Microsoft’s stock
prices have been depressed in comparison to companies like Google, Apple, and Amazon. One
reason this is occurring is because Google, Apple, and Amazon all have category defining
products (Guth, 2009). For example, Microsoft purchased LinkExchange’s Keywords which is a
search engine like Google. They had the opportunity to launch this, but the management within
Microsoft did not foresee this model to be a successful online search and it was shut down.
Google was then invented which has become the most popular search engine. Had Microsoft
invested in the online search engine in the first place, they may be dominating the market today
like Google. Secondly, after Apple launched their portable music player the iPod, Microsoft
introduced their own digital music player which was called the Zune. This media product is now
discontinued. In addition to the iPod, the CEO of Microsoft, at the time, Steve Ballmer decided
to pull the plug on Microsoft’s tablet computer called the Courier. His reasoning behind this was
that he wanted to redirect the resources available to advance and create a new version of
Windows. Unfortunately, this launch took two years and failed. While this was happening with
Microsoft, Apple had sold more than 250 million of their iPads. Microsoft also did not have
success in creating Office to run on Apple’s mobile devices. Because Ballmer decided to focus
more on Windows 8, they lost the opportunity to partner with the Apple. At this time, Apple was
having great success in their iPhone Sales and owned more than 90% of the profits in the market
and would have had the necessary funds to purchase a licensing fee for the Microsoft Office
Suite on the iPhone.
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Through all of the examples, it is relatively clear that other companies have created defining
products to help them succeed. While Microsoft had the resources at their hands, they did not use
them. Unfortunately, now the company is suffering with all of the successful companies who
make them stand out and face a lot of competition. As stated in the article, Steve Ballmer said
that his biggest mistake was not being more patient, and that factor can be seen in the provided
examples above. It is important to invest the time and money into technology since it will
continue to grow in the society we live in. Microsoft could have big competitive advantages over
Google and Apple had they been more patient.
Since the end of Steve Ballmer’s run as CEO, Satya Nadella since becoming the CEO of
Microsoft has made some big changes in hopes of changing the original. One significant change
he made was pulling the focus away from their Windows operating system and giving it more of
a supporting role. In the past “new products were held back or shorn of certain features if these
were thought to hurt the program” (Redmond, 2017). By putting less of a focus on Windows they
could bring new innovative products to the table. At the end of the case we read, the author
stated, “Under its new CEO, Microsoft is attempting to reinvent itself with a new “mobile first,
cloud first” strategy” (p. 4). Since then Nadella has made good on his promise to reinvent
Microsoft with this new strategy. For most of 2017 Microsoft was the top-rated of all enterprisecloud vendors. Not only were they top-rated but in 2018 they are on Track to reach $20 billion in
annual enterprise-cloud revenue making them possibly the first vendor to do so. Not only did
Nadella improve Microsoft in that way but in the last few days of Steve Ballamer’s time as CEO
the market cap for Microsoft was US$302.2 billion dollars. However, 47 months after Nadella
took over, Microsoft's market cap stood at US$681.6 billion (Evans, 2018).
Microsoft is a company that has been around for many years but in the last couple decades their
innovation has become stagnant. After Steve Ballmer took over as CEO of the company, there
have been many opportunities for this innovation, but many times their top-down management
principles have prevented them from doing so. This essentially means that if the new projects
were deemed not to be something that would strengthen the Windows-Office franchise then they
would be out flanked by another more aggressive company. They have had instances of this for
decades including when they had the first search engine and it was deemed not to be sustainable.
Soon after Google was created (Guth, 2009), these instances have created a lack of innovation
for the company that the new CEO Satya Nadella will look to turn around the innovative and
financial prospects of the company.
The strategic recommendations include is be patient and concentrate on the long term. It has
been shown that Microsoft was on the verge of releasing or completing, but instead shut down
the processes due to various reasons (“Microsoft at middle age …” 2015). Unfortunately for
Microsoft, another company like Google or Apple would come along and release essentially the
same idea and make millions. With the new CEO, this needs to be something kept in mind.
Next, the company should be willing to take risks. Microsoft's significant drop in Market share
and for the most part, level stock price, some have credited it to their lack of innovation.
Microsoft’s lack of ingenuity with new products has dropped them out of the tech-heavy
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NASDAQ-100. Microsoft is in dire need of a new, groundbreaking product/idea to reinvigorate
the Microsoft name.

DISCUSSION
Short-Term Operational and Strategic Advantages of IT Outsourcing
Based on various academic literature reviews on outsourcing, which many were based on
economic development, national cultural predispositions, and offshoring service and knowledge
functions, the short-term operational and strategic advantages are well documented. What are
less certain are the long-term consequences of offshoring/outsourcing activities. The academic
reviews were primarily based on applied research which was completed by the various authors.
This research was mostly positional in that the literature was based on opinions as well as facts
with regards to how offshoring operations have changed over the years. Many companies may
not be adequately sophisticated to acknowledge that administration costs are significant to the
entire sourcing decision. While there are clearly pros and cons for companies to partake in global
outsourcing, it is important to assess business situations on a case-by-case basis. In some
instances, companies will experience significant cost savings, while in other instances
outsourcing could actually be detrimental to profitability. Product quality and skilled labor must
be balanced with training time and costs. Public relations and community welfare are other
issues that must be considered.
In many instances, variables were too complex to find the best possible solution in a reasonable
timeframe. The expert decision systems questioned the capability of the model to attain
reasonable estimates for inventory and administrative operating costs. These estimates were
extremely combined to be adequately obtained as separate expenses by most companies, and thus
any approach to do so was considered as best estimates. Therefore, this is a key component of
the assumptions put forward by researchers in their study. The landed-cost model was not
dynamic which made it incapable of precisely calculating the inventory costs which are
influenced by shipment time and lead time, a deliberation that is outside the purview of most
companies. For the outcomes of the research to be accurate, they have to be discounted since
they are incoherent with the purchase price variance values occasionally presented to the top
executive. These aspects tend to increase the inconsistency and validity of the research findings
unless these issues are included in the assumptions sections of the research (Zeng & Rossetti,
2003).

Long-term Operational and Strategic Advantages of IT Outsourcing
The review of these academic literature and studies also provide evidence that economic
development creates long-term social and cultural changes. Operational and strategic managers
can use this information when making decisions on where to locate various aspects of their
business. In some cases, it may make sense to outsource a particular task, but in other cases an
organization may want to offshore particular tasks in order to keep control of the process. Some
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organization may not have a concern with keeping control over a process, but are forced to keep
the process internal due to underlying agreements with their clients.
As countries, such as China and India, continue to develop economically, it will become a givetake situation. The talent pool of individuals will become stronger as residence stay within the
country rather than going to other countries for opportunities, education will continue to increase
as economic conditions get better, and operation centers will be pre-developed which will make
offshoring costs cheaper. The downside of this situation is the fact that as each country develops
themselves, inflation rates will increase and drive up labor costs. As labor costs increase, the
benefits of offshoring will diminish.

CONCLUSIONS
In dealing with evidence in making the case for global sourcing of IT, it was found that many of
the research were clearly investigating the operations management technique of supply chain
management (SCM). Choosing the proper location for which different aspects of a business will
be completed is very important in any industry. This holds true for both small and large
companies as well as companies that are looking to focus their efforts on where they should
receive their supplies or where they should produce their goods and/or services. Evidently, it is
very important for companies to monitor current economic situations when deciding whether or
not to offshore processes. It is equally important for companies to continue to monitor economic
conditions after making the decision to offshore processes. Just because a company has already
had certain processes offshored for years does not mean that they need to continue to offshore
the process if the costs do not make sense. By completing yearly analysis on what location
makes the most sense for locating processing activities, a company can forecast future business
decisions with regards to location. Performing factor weighting analysis on each location can
help with this type of decision.
With regards to individualism I have found that employees are very loyal. The turnover rate has
been very low. This can be attributed to various factors such as wage rate, schedule, or
management, but I think the loyalty factor plays a major role and cannot be overlooked. When
looking at the quality of work, I can definitely agree. Employees at my offshore location are
very hesitant to submit any work that they are not 100% sure that it’s correct. Although this can
be viewed as a good thing, it can become quite frustrating when processes are held up due to the
uncertainty. Overall, such a review provides good insight on how economic development has
changed the way in which offshoring decisions should be made. There is little doubt that
offshoring practices will be abruptly different in 20 years compared to where they are now. This
assumption is made while focusing on the existing emerging markets.

Future Directions for Research
As can be seen in the USS, Alcoa, Mylan, and Microsoft examples, these companies have
experienced outsourcing success and all have experienced outsourcing failures. There was a
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positive correlation between IS outsourcing and the 3 core focuses (e.g., job performance, work
post, and required knowledge and skills), however the results were marginally significant at best.
The future cannot be predicted, but companies can do their best to analyze both their current
situations and that of the external environment in order to make the best possible decision.
While the industrial perspective of IS outsourcing certainly is an important consideration,
additional conclusive research must be coupled with this study in order to be relevant for reallife, operations management decision-making.
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Abstract
Occasionally, consumers confront complex decisions which require that they use prior
knowledge and/or search for relevant additional information in order to make informed choices
in the marketplace. However, the results from previous research into the nature of the
relationship between prior knowledge and search activity have been inconsistent. The
relationship has been reported as both negative and positive, as well as having an inverted U
shape, indicating a negative relationship with both high and low knowledge. Additionally,
previous research makes it clear that search activity is influenced by individual differences in
motivation. This paper proposes to investigate the relationship between prior product category
level knowledge, one particular type of motivation to search, and search activity.
The proposed project differs from previous research in three important ways. First, it
operationalizes motivation utilizing a well investigated concept from the psychological literature,
the Need for Cognitive Closure, which is defined in terms of desire for an answer on a given
topic, any answer. Secondly, respondents will be a sizeable number of actual shoppers in a retail
store environment. Lastly, we will analyze the resulting data in a manner seldom, if ever, used in
extant search research.
Since search activity has been reported as positive, negative and U shaped, we will use a 2x2x3
ANOVA with Low, Medium and High levels of search activity to understand its relationship to
prior knowledge. This method will plot the resulting curve, of any shape.
Keywords: retailing, search, epistemic, motivation, knowledge
Relevance to Marketing Educators, Researchers, and Practitioners:
This study will provide insight into the relationship between prior knowledge, motivation to
search, and search activity in an actual retail environment. As such, it will offer insight in to
actual customer behavior in the marketplace.
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ABSTRACT
The aim of this paper is to explore the drivers of impulse purchase online in an emerging market
where internet penetration is growing rapidly. We used in-depth interviews to understand
consumers’ impulsive buying behavior online. We also carried out a survey to identify factors
that influence consumers’ impulse buying online. The findings from interviews indicate
consumers who have been using the internet for 3 to 5 years and those who enjoyed shopping in
general are more likely to make impulse purchases online. Products valued at less than 2000
Indian Rupees (INR) and certain trusted websites that offer a large product variety are favored
during impulsive online purchase. Results from a factor analysis and subsequent regression
analysis of survey data indicate that a customer-product factor and a price factor were the two
major drivers of impulse purchasing online. The influence of risk was not as significant as
expected.
Emerging markets are important because they represent huge potential for future growth-for
example, India has a population of over 1.2 billion people and the country’s economy that has
been growing at over 5 percent per annum for almost two decades. A recent report by Morgan
Stanley (qz.com, 2018) predicts that online retail in India will grow from $15 billion in 2016 to
$200 billion in 2026. The rapid growth is expected to happen because of increased internet
penetration, falling data costs, shift to smartphones and proliferation of digital payment systems.
In line with growth of online retail, we can expect also a growth in impulsive purchasing online
in the Indian market.
The rapid growth of online retail all over the world has led to growing academic interest in
online buying behavior and there are many articles on this topic in the information systems,
management and marketing journals. In our literature review for this paper, we focused on
papers that proposed new conceptualizations and papers which reported research carried out in
emerging markets. In one of the early papers on the topic, Madhavram and Laverie (2004) have
conceptualized impulsive buying online in terms of a change in purchaser’s intention regarding
purchase when exposed to hedonically charged stimuli. Chan, Cheung and Lee (2017) carried
out a systematic review of the literature on online impulse buying research and concluded that
the “Stimulus-Organism-Response (SOR)” and the “Technology Acceptance Model (TAM)”
frameworks were the most commonly used theoretical foundations in empirical studies. In their
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analysis Chang, Cheung and Lee (2017) have identified a number of elements in the stimuli and
organism related factors that drive online impulse buying. At a broad level, these elements can
be classified into website stimuli, marketing stimuli and internal consumer stimuli at the stimuli
level and cognitive and affective reactions at the organism level.
Sun and Wu (2011) have found that a consumer trait model can provide an explanation for online
buying impulsiveness. The trait drivers include internet addiction, task orientation, self-efficacy,
emotional instability, conscientiousness, materialism and need for arousal. Lo, Lin and Hsu
(2016) found that Herzberg’s two factor theory could be used as a framework to explore online
impulse buying. They found that motivators such as promotional offers, gifts, discounts; and
hygiene factors such as easy to use websites, security, nice fonts, member centers and product
categorization were important factors in stimulating online purchase. In a study carried out in
India, Badgaiyan and Verma (2014) explored the impact of personality traits on online impulsive
buying behavior. They found that extraversion, collectiveness, shopping enjoyment, materialism
and impulsive buying tendency had a positive influence on online impulsive buying while the
trait of conscientiousness had a negative influence. We did not find any empirical study that has
explored the influence of various types of risks on online impulse buying. In our study we aim to
explore the impact of customer related factors, product related factors, website related factors
and risk related factors on impulse buying online.
We carried out in-depth interviews with 20 consumers who have made at least one online
purchase during the last one year. The interviewees were selected based on convenience
sampling of people who had online shopping experience of more than 1 year. The interviews
were carried out using a structured set of questions. Among the interviewees, 60% were from age
20-25 years, 20% were from 26-30 years, 5% were from 31-35 years and 15% were from age 3640 years. Also, we had 55% females and 45% males as our interviewees. Among the
interviewees, 55% were students, 15% work in IT services, 15% are managers, 10% are teachers
and 5% were freelance performer. Also, we had 75% graduates and 25% postgraduates as our
interviewees. 70% respondents indicated that they carried out online impulsive purchases mainly
in the apparel and electronics categories for products priced at less than INR 2000 (less than US$
30). When the price was more than INR 2000, 75% respondents mentioned that they did not
make an impulsive purchase and preferred to gather more information. 75% of the respondents
identified the reason for Impulse purchase as “sale on products” and “push notifications from
mobile applications”. 90% interviewees indicated that they tend to impulse purchase only from
sites they trust and have used before. In the case of new websites, they reported making impulse
purchases only when the website had a good replacement policy. Preferred websites for online
impulse purchase were those that had had an appealing design, were easy to use and those that
had a large variety of products. 65% of the respondents who were buying on impulse online
reported that they enjoyed shopping in general, and felt a sense of satisfaction after the impulse
purchase. 30% of the respondents also indicated that they felt a sense of guilt after the online
purchase.
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Based on the literature review, we developed a model of drivers of online impulse purchase. We
conceptualized the dependent variable as online impulse buying behavior. The dependent
variable was calculated as the average score for a set of 3 Likert scale items representing online
impulse buying behavior. We conceptualized the key drivers of online impulse purchase as a set
of four independent variables-customer related factors; product related factors; website related
factors; and risk related factors. We developed a set of 15 items to represent the four drivers, the
items were measured using a 5 point Likert scale. An online questionnaire was employed to
obtain responses from a sample of consumers whose profile matched that used in the in-depth
interviews. Out of the participating respondents we selected only 106 surveys which were
completely filled. The gender distribution of the respondents was - 58% Males and 42%
Females. The age-wise distribution of the respondents was - 78% respondents between 21-30
years, 10% between 31-40 years, 9% between 41-50 years, and 3% above 50 years. Of the 106
respondents 18% were graduates, 79% were postgraduates, 3% were doctorates.
We measured the internal consistency of the items that measured the dependent variables (3
items) and independent variables (15 items). The Cronbach alpha was .903 for the dependent
variables and 0.712 for the independent variables which indicates high internal consistency. We
carried out an exploratory factor analysis using varimax rotation for the 15 items representing the
independent variables. The KMO statistic was 0.75, and the Bartlett’s test of sphericity was
significant, indicating that factor analysis was appropriate for the data. Factor analysis resulted in
four factors that cumulatively explain 59.8 percent of variance. We flagged the items that had a
loading of more than 0.5 on the corresponding factor in the rotated factor matrix. The first factor
had high loadings for the items shopping enjoyment, materialism, instant gratification, hedonic
products, sale on products and ready to use products. We have named the first factor as
“Enjoyment.” The second factor had high loadings for the items financial risk, performance risk
and psychological risk. We have named the second factor as “Risk.”. The third factor had high
loadings for the items visual appeal, product availability and website trust, so we have named the
factor as “website characteristics.” The fourth factor had only one item that loaded highly and
that was price, hence we have named the fourth factor as “Price.” During factor analysis, we had
saved the factor scores and we were able to carry out a regression with online impulse purchase
behavior as the dependent variable and the four factors-enjoyment, risk, website characteristics
and price as the independents. The regression model had an adjusted R squared of 0.330 and two
independent variables-enjoyment factor and the price factor were significant at p < .05.

Conclusion
Four factors influencing online impulse purchase were explored and evaluated using qualitative
and quantitative methods. The factors that were significant were-enjoyment related and price
related factors. The website related factors were not as significant as observed in previous
literature. Excellence in design, ease of use and visual appeal have proved to be a big advantage
for e-commerce websites in the past but most established ecommerce websites have reached
basic level of ease of usage and visual appeal. These factors no longer act as stimuli for impulse
148

purchase. E-commerce firms now need to focus on user enjoyment and pricing to stimulate
impulse purchasing. Our research has a few limitations-our respondents were primary young
adults in the age group 25-40 and our sample size was small. Future research must include a
wider sample of respondents across various demographic groups. We used a simple model of
factors that influence online buying. Future research can be based on a model that explicitly
considers mediators and moderators.
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Abstract
Product information-seeking and evaluation of alternatives are two important consumer
processing stages between the initial recognition of product need and final purchase (Engel,
Blackwell, & Miniard, 1993). In both of these stages, consumers may spend significant time on
various media seeking out a wide range of product information to aid in decision-making. When
consumers are at stores, there are many different physical information channels available,
including packaging, in-store signage, and sales representatives, to provide product information
that will aid them in making purchasing decisions. In-store mobile media use adds a rich layer of
product information for consumers by providing access to two kinds of RAs: 1) mobile sites and
apps; and 2) family and friends.
Mobile media allow users to bring their network with them anywhere, fulfilling their everyday
information-seeking and socialization needs (Ling, 2004, 2012). This, of course, includes
shopping experiences. Shoppers now utilize their mobile media to seek information from other
people, from embedded information at the location, from mobile web websites, and from apps
while they are at stores (Spaid & Flint, 2014). Karaatli, Ma, and Suntornpithug (2010) found that
consumers believe mobile media improve their overall shopping experience and, specifically,
their ability to make smart purchase decisions. Kowatsch and Maass (2010) found that positive
perceptions of the usefulness of mobile RAs in in-store shopping predicts stronger intentions to
shop at the stores that permit consumers to use RAs to access product information, and stronger
intention to purchase products. Lee and Benbasat (2010) find mobile RA reduces users’
perception of effort and increases their accuracy of decisions at stores.
While previous research has investigated how consumers access mobile sites and apps to make
in-store shopping decisions, there has been little research on how they access friends and family
while in-store to help them make wise shopping decisions. Thus, this paper investigates two instore recommendation agents: 1) mobile sites and apps; and 2) mobile communication with
family and friends. Following the theory of planned behavior (Fishbein and Azjen, 2010) as a
guide, we conducted a series of in-depth interviews to identify direct measures of attitudes,

150

norms and perceived behavioral control. We then conducted in-depth interviews to identify
relevant survey items, and then conducted a survey with 293 participants.
The results of this exploratory study show how this theory can help us better understand factors
that determine how consumers behave regarding mobile recommendation agents. As predicted
by the theory, intentions to engage in these behaviors was predicted by overall and specific
attitudes towards the behaviors and perceived behavioral control. While shopping in-stores,
participants were likely to use their phones to look at mobile apps and sites to compare prices,
and to text friends and families to get their opinions on purchases and confirm with family and
friends that correct purchases were going to be made. The influence of perceived norms was not
significant. Limitations, implications and areas of future research are discussed.
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Relevance to Marketing, Educators, Researchers and Practitioners:
Our research suggests that families and friends play two important roles in in-store micromoments: providing opinions via texts, and providing confirmation that what is about to be
purchased is correct. Brands need to consider now how new technologies like AR and VR will
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enhance what currently takes place through texting. Brands that master these technologies now
will be able to provide product-centric experiences that accommodate sharing in new ways.
Author Information:
Yi-Fan Chen is an Assistant Professor of Visual Communications at Farmingdale State College,
SUNY.
James R. Coyle is an Associate Professor of Interactive Media Studies and Marketing at Miami
University.
Track: Consumer Behavior/Retailing
ID#: 1286

152

Exploring the Influence of Pre- and PostPurchase Services Mix on Millennial
Shopping Behavior
Matt Elbeck, melbeck@troy.edu
Debbie DeLong, ddelong@chatham.edu
Hannah Wilburn, hhutcheson149981@troy.edu

Abstract
The purpose of this study is to explore the contribution of clothing boutique store service mix
(pre- and post-purchase services) on female millennial shopping behavior. A two-part mixed
methods methodology begins with depth interviews with shoppers and boutique owners to
establish key boutique pre- and post-purchase success factors. The second part of the study is
descriptive in nature and aims to identify the most potent pre- and post- purchase services mix
for increased purchases and store traffic.
The dynamism and online media orientation of millennial shoppers is well known (Gasca, 2015;
Murdough, 2016; Schawbel, 2015), yet how small-town boutique retailers with minimal
resources and tech savviness connect with female millennials motives this study. Specifically,
which pre- and post-purchase services mix would increase female millennial boutique purchases
(i.e., amount spent per boutique item, amount spent per boutique visit) and traffic (i.e., frequency
of boutique visits per month)?
Results align with Ingram’s (2017) observation that boutiques do serve a very precise target
market that is tailored to offer niche clothing products. The findings suggest that while
millennials may not typically remain loyal to brands, they do remain loyal to the vendors
offering loyalty discounts, loyalty programs, text notification services, email notifications,
personalized website, notes from the owner, and an active social media page.
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Relevance to Marketing Educators, Researchers and Practitioners:
The findings offer interesting and actionable guidance for choosing which marketing services
investments might pay off most among boutique shoppers. Specifically, shoppers who spend
more per item are influenced by the pre-purchase service of window displays. Shoppers who
spend more per shopping trip are influenced by pre-purchase services of window displays and
social media, and the post purchase service credit on file. Finally, those who shop more
frequently are influenced by the pre-purchase service of text notifications, and post-purchase
services of personal notes and wrapping.
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Abstract
Formal and informal dress codes are used to regulate dress practices in the workplace and in
other venues. As such, retailers can legally mandate employee appearance standards but must
avoid dress code discrimination. The purpose of this study is to explore dress code disputes in
the courts related to religious discrimination, encourage retail educators to inform students about
dress codes and the law, and suggest ways for retailers to avoid appearance-based discrimination
claims. The information provided can help retailers reduce the potential for costly, timeconsuming litigation.

Introduction
According to a notable study, almost 60% of Americans reported that religion plays a very
important role in their lives (Pew, 2002). Though the majority of Americans (70.6%) identify
with the Christian faith (Pew, 2014), the Hindu and Buddhist religions also have many members
in the United States (Atkinson, 2000). Individuals’ desire to express religious affiliation is
blurring the division between the workplace and personal faith (Borstorff & Arlington, 2011).
Retail occupations are primarily customer-facing jobs; therefore, many employers feel employee
dress affects customer perception of the brand/company (Easterling et al., 1992). Both formal
and informal dress codes are used to regulate employee appearance in the workplace. While
employers are not permitted to limit certain freedoms of employees, they have the authority to
determine essential aspects of business operation (Lennon et al., 1999). It is important to note,
however, that retailers must avoid discrimination. The purpose of this study is to a) explore dress
code disputes in the courts related to religious discrimination; b) encourage retail educators to
inform students about dress codes and the law; and c) suggest ways for retailers to avoid
appearance-based discrimination claims.
Retailers’ rights to control employee dress are being challenged by appearance-based
discrimination claims related to body supplements (i.e., apparel, head wear, jewelry) and body
modifications (i.e., tattoos, piercings). U.S. courts initially dealt with employee dress via the First
Amendment, which ensures the free exercise of religion and freedom of expression. Further,
Title VII of the Civil Rights Act prohibits discrimination on the basis of employee race, color,
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religion, sex, or national origin (Goldner, 2010). Employers must ensure dress code policies are
applied fairly without regard to any protected status (Mitchell et al., 2013). Well-written dress
codes must be based upon defensible business, health or cleanliness rationales (Lennon et al.,
1999).
When an employee requests a religious dress code accommodation, the employer must
investigate the feasibility of a “reasonable” accommodation. When the employer offers a
reasonable accommodation, the employee cannot require a “more reasonable” or a “preferred”
accommodation. Further, employers are not obligated to accommodate an employee’s religious
beliefs when it poses an “undue burden” on the business (Mitchell et al., 2013).

Methodology
The authors reviewed over 100 decisions in the United States Federal Courts where employees
charged their employer with religious discrimination under Title VII of the Civil Rights Act.
Recent cases were selected and reviewed based on relevance. Particular attention was given to
cases involving dress code violations and employee requests for reasonable accommodations.
Court decisions involving specific issues such as what may be required as a “reasonable
accommodation,” and what may constitute an “undue hardship,” were given additional attention.

Results, Implications, and Conclusions
One example of a court decision based on religious discrimination is Cloutier v. Costco (2004)
where Costco was accused of failing to offer a reasonable accommodation after a female
employee alerted management to the conflict between her practice of body piercing as a religious
symbol of the Church of Body Modification and the company’s no facial jewelry policy. The
court found that Costco offered reasonable accommodations for the employee, but the employee
felt that the only reasonable accommodation was to exempt her from the no-facial-jewelry
policy. This preferred or more reasonable accommodation was not honored and the religious
discrimination claim failed in court.
Another example of a court decision is Khan v. Abercrombie (2013) wherein a Muslim employee
accused the retailer, Abercrombie & Fitch, of religious discrimination for not allowing her to
wear a hijab at work. Abercrombie admitted that Khan was terminated for non-compliance with
the company’s “Look Policy.” A federal judge found that Abercrombie was liable for religious
discrimination because it could not establish an undue hardship defense for allowing the
employee to wear a hijab at work.
Retail educators should teach students about legal dress code guidelines, inform students of their
dress code “rights” under the law, and challenge students to request written dress code policies
from their employers. Retailers must be aware of the requirements of all federal, state and local
laws that prohibit discrimination on the basis of religion.
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To avoid discrimination claims related to appearance policies, Mitchell et al., (2013)
recommended these six actions for retail employers: prudently draft a judicious dress code,
communicate the dress code with all employees, train supervisors to enforce the policies, apply
dress code policies uniformly to all employees, consider employee complaints about the
company’s dress code policies, and discuss reasonable religious accommodation requests.
Drafting a reasonable employee dress code can: a) safeguard a retailer’s public image; b) support
a productive work environment; c) comply with employee safety standards; and d) thwart
unlawful harassment claims (Mitchell et al., 2013). Communicating dress codes to retail
employees, training retail supervisors to enforce dress code policies, and uniformly applying
dress code policies to all employees will ensure consistency. Further, considering employee
complaints about company dress code policies and discussing reasonable religious dress code
accommodation requests will demonstrate employer sensitivity to potential discrimination on the
basis of religion.
To ensure compliance with federal case law, retailers should seek the advice of legal counsel
when drafting or updating employee dress code policies. In conclusion, retailers can avoid
potential religious dress code discrimination claims with carefully conscripted and consistently
applied reasonable dress codes.
Relevance to Marketing Educators, Researchers and Practitioners:
This exploratory study discusses retailer employee appearance standards in light of religious
discrimination. It highlights the need for retailers to create carefully conscripted and consistently
applied dress codes to reduce the potential for costly, time-consuming litigation.
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Abstract
This research seeks to explore various issues surrounding the use of and attitudes towards
personal digital assistants in the consumer home (e.g. Alexa, Google Home). An electronic
survey distributed via campus email contained demographic and scaled items to measure
perceived usefulness of a digital assistant, privacy concerns and technology involvement.
Findings indicate that current users of digital assistants have found them to be useful while nonusers are yet to be convinced. Privacy is a concern for all respondents with little difference
found between demographic or user groups.

Introduction
Consumers have witnessed tremendous advances in personal-use digital technology since the
initial promises in the 1950s which reported kitchen appliances and the like could make our lives
easier (Fadell 2015). According to Vernon Turner, Senior Vice President of IDC (2014), there
have been three major growth spurts in modern digital technology: digital camera technology
replaced film, analog telephony went digital, TV went digital, and finally, the “migration of
analog functions minoring and managing the physical world to digital functions involving
communications and software telemetry. Call it the advent of the Internet of Things (IoT).”
It comes as no surprise, the IoT is beginning to make deep inroads in American households.
Personal digital assistants, or smart speakers, such as Alexa and Google Home are now in an
estimated 39 million households, an increase of 128% from January, 2017. These devices are
currently being used to replace radios, phones, TVs etc. In the future these devices will be in our
autos, TVs and even at work. The top tasks they perform include playing music, answering
questions, getting the weather, telling a joke and controlling other home devices (Perez 2018,
NPR 2017).
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The technology and data analytics are not limited to entertainment and daily activities, however.
Applications are, and will continue to be, evident in other areas such as energy and health care.
Chakravorty, Wlodarczyk, and Rong (2013) state, for example, as the number of elderly citizens
in industrialized countries rapidly grows, so too will grow the need for extended traditional
healthcare services to residential homes via sensor networks supported by data analytics; thus,
supporting Aging-In-Place (AIP). There is no question, better and more extensive services will
be provided to consumers, but at what price as nearly immeasurable volumes of personal data are
collected and analyzed?

Privacy Issues and Concerns
Like most disruptive innovations, the IoT comes with challenges such as a lack of standards, the
ability to scale globally, security concerns, and an immature ecosystem (Turner 2014). Specific
to personal digital assistants, privacy/security concerns are most pertinent. These devices
monitor sounds, listening for a specific “wake word” to begin recording and your recorded
utterances are stored on the company’s server. It is this recording and storing that is the cause of
most privacy concerns (Harvard Law Review 2017).

Method
An electronic survey was distributed via campus email to all university email addresses. The
survey was constructed to obtain demographic information along with several 5 point Likert
scales to measure attitudes and behaviors with regard to technology in general and digital
assistants in particular.
Several scale items were adaptations of items from the Technology Readiness scale (Lin and
Hsieh 2006, Lin and Hseih 2007, Walczuch, Lemmink and Streukens 2007).
• I usually use the latest technology available
• It is difficult to learn a new technology
• I am often asked for my advice when it comes to technology
• Technology generally doesn’t interest me
• I would rather talk to a person than to a machine
Other scale items addressed privacy concerns.
• The information collected by digital voice assistants in my home should remain
private
• I am concerned about the amount of personal information collected by
technologies today
• When information collected by digital voice assistants is shared with other
organizations, customers receive better service
• Law enforcement should be able to access data collected by a digital voice
assistant without a warrant
• I am not concerned about my privacy when using a digital voice assistant
• I like the fact the digital voice assistants are able to audio record conversations
in my home
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Additional items were used to measure consumer perceptions of usefulness when using a digital
assistant.
• Using a digital voice assistant in my home would make my life easier
• I would find it very beneficial to use a digital assistant for everyday tasks
around the home like adjusting the lights or thermostat
• A digital voice assistant would help keep me organized
• I like the idea of remotely viewing my home using the camera function of a
digital voice assistant
• The ability to ask the digital voice assistant to perform an Internet search is an
important feature
• I feel the benefits of using a digital voice assistant outweigh any of the costs

Results
•
•
•
•

Sample Characteristics:
N = 389, Users (of digital assistant) 49(12.5%), Non-Users 336(86.5%)
26% Male, 72% Female
40 % Non-student

When analyzing for differences in means for scale items, experience with a digital assistant led
to significantly different means for several items, generally dealing with perceptions of
usefulness. Users are more likely to agree to the usefulness of activities such as
• recording, both audio and video
• performing Internet searches
• making adjustments in lights & climate control
Very few differences existed between the mean levels of agreement of male and female
respondents. Women were less likely to agree to opinion leadership in technology, audio
recording capabilities and shared data leading to better customer service. Men had a higher level
of disagreement with collected data being obtained w/o a warrant. Privacy is an issue for all
respondents. Most respondents agreed with being concerned with the level of personal
information collected and the recording of conversations. Respondents felt that information
collected by the digital assistant should remain private and not available to law enforcement
without a warrant. Some significant differences were found between users and non-users, gender
and age groups in the privacy scale items but all privacy means were grouped towards either
agreement or disagreement, depending on the direction of the scale item.
The questionnaire also included an open-ended questions to obtain a more complete view of the
negative attributes or circumstances thought of when using a digital assistant in the home. Two
hundred and five respondents elected to provide a comment. Several respondents provided
concerns regarding functionality. They noted the assistants might be difficult to implement with
the necessity and cost in upgrades for connectivity in the home. They were concerned that
commands may be misunderstood resulting in the wrong actions and orders being placed
incorrectly. Others noted that the use of an assistant was related to laziness. A few respondents
mentioned potential problems with accents and voice recognition. A much larger portion of the
respondents, over half (111) of the comments, referred to concerns regarding privacy and
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security in the home. Issues noted were the potential for hacking, for conversations being
recorded, family members spying on each other, personal information being compromised, and
government/law enforcement intrusion.
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Relevance to Marketing Educators, Researchers, and Practitioners:
Smart speakers are going to continue to invade our lives. NPR and Edison research findings
indicate one in six Americans have one in their home (NPR 2017).
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This technology has deep implications for individual privacy rights, which current laws do not
adequately address. While they continue to improve the quality of our lives by being intelligent
assistance, they also open us to invasion of personal privacy.
The decision to use depends on whether the advantages outweigh the threats. Our research
indicates many people are concerned and may choose not to purchase this technology. Increasing
adoption of personal digital assistants for the home may require visibility and trial to acclimate
consumers to the benefits and usefulness of the various applications of the product. Consumer
concerns and questions regarding their legal and privacy rights should also be addressed to foster
adoption.
Keywords: digital voice assistants, Alexa, Google Home, privacy
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Abstract
Paying it forward experiences sometimes make the news when an exceptionally long line of
drive through customers decide to utilize upstream reciprocity, aka Pay It Forward (PIF), as in an
example from December of 2012 at the Tim Horton’s in Winnipeg when 226 customers each
individually paid for the order of the customer behind them in line (Tsvetkova and Macy 2014).
But in most cases, the experience involves far fewer customers and is much less newsworthy.
Nevertheless, paying it forward is a phenomenon that warrants investigating to understand the
motivations and attributes that contribute to the activity, possibly to use to engage customers
and/or employees in other aspects of a customer and/or employment experience. To that end, a
survey was used to investigate and gain preliminary knowledge of pay it forward activities. The
instrument included a short scenario with 4 levels of cost/benefit manipulation, a measure of
other possible attributes contributing to the pay it forward decision, a gratitude scale and
demographics. Attributes possibly considered in the PIF forward decision and gratitude scores
did not have the same impact on the PIF decision as did the cost/benefit information given to the
respondents. Those indicating they would likely automatically pay it forward, without cost
information, did not regard the other attributes of the purchase situation as important in the PIF
decision, while those who did not consider or somewhat considered paying it forward were more
likely to consider the other attributes. When given the cost figures of the PIF decision,
respondents were more likely to PIF when the cost of doing so was close to or less then their
own order (and their own PIF recipient benefit). As the PIF decision increased in cost,
respondents were less likely to pay it forward. Gratitude did not have much impact on the PIF
decision.

Introduction
The basic concept behind the “pay it forward” (PIF) consumer model is simple: A person
decides to pay a stranger’s bill because it was simply a nice thing to do. In most cases, this is a
purely altruistic decision -- as the buyer will not know the recipient and has little or no
expectation that the recipient can even offer a thank you – much less a reciprocal payback in the
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future. As such, the only realistic return to the payer is a short-term feeling of doing
SOMETHING NICE for someone else.
If the payer – recipient pair mentioned above are the only customers in a drive-through line, the
circumstances offer the recipient very few responses to the generous act. However, the decisionmaking process becomes much more complicated when the recipient mentioned above is part of
an extended queue. Under those conditions, the first recipient has options ranging from speeding
away from the drive-through window while re-pocketing the money he or she had already
committed to spending to offering to pay the bill for the consumer occupying the vehicle
following them in the queue. If the initial recipient of the altruistic gesture does decide to pay it
forward to the occupant(s) of the next vehicle, the process starts all over again with the new
decision maker. Under the right conditions, this process could continue almost indefinitely. In a
busy drive-through, this decision chain could last for hours and involve hundreds of payers and
benefactors before running out of either participant.
Reciprocity is easily understood by most individuals world-wide as the act of returning a favor or
aiding someone who has provided help to an individual in the past. This type of reciprocity is
known as direct reciprocity. Additional forms of reciprocity are also being studied to determine
the motivations and the duration of a chain of acts of reciprocity. Indirect reciprocity occurs
when person #1 provides help and is then “rewarded” when person #2, noticing the good deed,
helps #1. Upstream indirect reciprocity is the case where person #2 has received help from
person #1 and then “has ‘unreasonable’ urge to help” person #3 (Nowak and Roch, 2007, Rankin
and Taborsky ,2009). Other terms for upstream reciprocity include misguided reciprocity (Pena,
Pestelacci, Berchtold and Tomassini 2011) and the popular term – pay- it-forward (Horita Y., M.
Takezawa, T. Kinjo, Y. Nakawake and N. Masuda 2016).
A search of the existing PIF literature yields little work done within a business environment.
Given the inherent connection between buyers and providers, understanding what drives these
types of decisions would be valuable information to both for-profit and not for profit
organizations. Leaders of several major retailers and service providers, in fact, have already
incorporated a PIT component into their corporate strategies and marketing and promotional
plans (e.g., Toms Shoes). Perhaps it really is possible “to do well by doing good.”
Many studies examining reciprocity and its various forms originate from evolutionary biology,
social psychology, cultural anthropology and similar fields. Researchers are interested in the
evolution of human cooperative behavior, what enhances cooperation and the characteristics of
the situation in which cooperative behavior exists (Anonymous, 2011). There, reciprocity is
studied as interactions between individuals who are not in the same kinship groups. In animal
models, eusocial or cooperative behaviors occur within the family group or close genetic
relatives. Humans, however, engage in cooperative and pro social behavior with non-family
individuals in large numbers over extended time periods (Boyd and Richardson, 1989).
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Most studies involve some type of online activity. In one case, respondents were given the
opportunity to provide service to others. The others were characterized as either good or poor
providers of service in their profile which was visible to the PIF decision makers. It was found
that more reciprocity occurred when the proposed recipient had a history of service. Upstream
reciprocity or PIF was not supported (vanApeldoorm and Schram, 2016).
In one field experiment using a dining hall line, researchers were able to manipulate the
situational characteristics to increase PIF activities. At one level, the manipulation included a
sign describing a PIF opportunity visible to customers in line. They were able to increase PIF
actions by using a confederate to “mention” and engage in a PIF decisions to others in the line
(Anonymous, 2011).
Researchers have also studied gratitude as it relates to upstream indirect reciprocity or PIF.
Using a student work group, it was found that gratitude was related to a tendency to assist others
as reported in the Journal of Happiness Studies (Chang, Lin and Chen 2012). Yost-Dubrow and
Dunham (2018) have found a relationship between gratitude and prosocial behavior.
The current study seeks to explore and add some understanding to the decision process involved
when a customer chooses to engage in upstream reciprocity, as well as the propensity of
customers to engage in upstream reciprocity considering demographic and other differences
using a scenario describing a common location of upstream generosity – the drive-through. The
purpose of this research is twofold. First, it is important to understand what determinants drive
PIF decisions within a business environment. Second, we would also like to see if those
findings can be translated into actionable strategies and practices that could promote a win-win
outcome that ultimately benefits both individuals and organizations.

Method
A questionnaire was written allowing for the measure of intentions to pay it forward based on a
cost/benefit factor, other factors in the decision, gratitude and demographics. Respondents were
given a short scenario describing a situation in which the customer ahead in the drive through
line had paid for their (respondent’s) $3.99 order. They were then asked which of the three
following actions they would likely take: 1) take order and drive on, 2) ask the amount of the
order behind them, or 3) automatically pay for the order behind. Respondents that chose to ask
or automatically pay were then given more information regarding the situation. Specifically,
they were placed in 1 of 4 conditions in which the amount due from the driver behind them in
line was varied from $2.99, 3.99, 6.99 or 12.99 or slightly less then what the respondent owed,
the same, or approximately 2 times or 4 times as much. Respondents were then asked if they
would pay for the customer following them in line, indicating a willingness to engage in
upstream generosity.
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Respondents were then asked how other factors may play a role in the decision to pay for the
customer following them. These factors included gender of driver behind, perceived value of the
vehicle behind, number of passengers in the vehicle behind and whether the driver behind was a
friend or public servant. A complete list of factors can be found in Table 1.
The Gratitude Questionnaire (GQ6) was employed to measure respondents’ general disposition
to be grateful (McCullough, Emmons, Tsang 2002). The scale demonstrated good internal
consistency reliability of .87. The scale also was tested for correlations with a variety of
constructs such as prosocial behavior and religiosity as expected. In the current study the scale’s
alpha is .83.
The survey was made available in electronic format and delivered via campus email to all email
accounts, with the exception of students. Resulting data was analyzed with the SPSS application.

Results
From the email survey, a sample of 313 responses was obtained. The sample contained 186
(59%) female, 87 (28%) male and 40 (13%) refusals. Ages of the respondents ranged from 19
years to 78 years with approximately half the sample being below the age of 45 years with an
average age of 47 years. Most of the respondents (96%) were employed either full or part-time.
All education levels from high school completion to graduate level were represented with almost
half of the respondents report having a graduate degree. All survey income categories were
represented, from $24,000 to more than $100,000 with a slight majority (28%) reporting in the
$35,001 to 60,000 category.
Of all respondents, 101 (32%) have been the beneficiary of upstream generosity, 161 (51%) have
not and 14 (5%) report not remembering. One hundred and twenty-two (39%) have engaged in
upstream generosity by paying it forward, 142 (45%) have not paid it forward and 12 (4%) report
not remembering.
The first item on the survey asked respondents which of three actions they would take after
learning that someone had paid for their order while in the drive-through. Seventy-five, or 24%
of the respondents answered that after learning someone had paid for their order, they would
receive the order and drive away. The remaining respondents, 131 and 103, indicate they would
ask the cashier the amount owed by the driver behind them or automatically pay for the driver
behind them, respectively. Depending on the answer respondents were funneled to one of two
sections in the survey; respondents who did not consider engaging in PIF were asked about other
attributes they may consider in the PIF decision. Respondents who indicated they would, or at
least consider engaging in a PIF action were given cost/benefit information to further consider in
the PIF decision.
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All respondents were asked to consider additional factors, including attributes of the vehicle or
customer behind them in the decision to pay it forward. Those factors and attributes, along with
means and significance levels by consumer action in PIF initial decision are shown in Table 1. In
almost every case, the respondents who indicate they would automatically pay for the driver
behind are unlikely to use the factors and attributes in making the decision, as compared to those
who ask the cashier first or who do not consider PIF and would drive away.
Table 1: What is the likelihood that you would consider other factors in making the decision to pay for the
order of the driver behind you?
Attribute
Receive order and Ask cashier
Automatically pay Significance
drive away
for driver behind
amount owed
from driver
behind
Precv’d value of
vehicle behind
you

3.09

3.21

3.77

.001

Percv’d gender of
driver behind

3.88

4.08

4.32

.018

Percv’d age of
driver behind

3.58

3.81

4.09

.020

Number of
passengers in
vehicle behind

2.72

3.04

3.46

.003

Pressured for
time

2.28

2.72

3.43

.000

Amount of cash
on hand

2.02

1.83

2.56

.000

Driver behind is a
friend

2.55

2.36

2.63

.408

Driver behind is a
public servant

2.91

2.27

2.46

.012

1 = Very Likely and 5 = Very Unlikely
The respondents, indicating they would ask the cashier the amount owed or automatically pay
the amount owed by the driver behind, were then placed randomly in one of four conditions
giving them the dollar amount of the order of the customer behind them in line. In the four
conditions, the driver behind either owed $1 less than the respondent, the same amount as the
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respondent, approximately 2 times and approximately 4 times what the respondents’ order
amount of $3.99. With this information, respondents were again asked the likelihood of paying
for the customer’s order behind them in line. When performing an analysis of means,
significance, p = .00, occurs between all condition means except the less owed and same owed
conditions. See Table 2 for results. When the cost/benefit ratio is close to 1, respondents were
more likely to pay it forward than when the ratio was increasing, and the amount required to pay
it forward was greater than the amount they had received by the PIF actions of the previous
driver.
Table 2: Likelihood of Paying It Forward by Cost/Benefit
Condition
Very Likely
Likely
Neither

Unlikely

Very
Unlikely

Mean

Less ($2.99)

40

5

2

0

0

1.28

Same
($3.99)

52

5

0

0

0

1.09

2X ($6.99)

39

26

7

2

0

1.62

4X ($12.99)

10

15

7

19

2

2.77

In addition to examining the decision to pay it forward with cost/benefit information available,
respondents also completed a 6 item, 7-point gratitude scale to measure their general disposition
to be grateful. The overall mean for gratitude was 5.62 with a higher mean indicating a more
grateful disposition. Females are significantly more grateful (p=.00) than males with means of
5.79 and 5.28, respectively. While gratitude does not seem to be impacted by education level,
age or marital status, there are significant differences with gratitude and income levels. The
gratitude mean increases along with income, except for the middle range of $60,001 – 75,000
where gratitude is slightly less.
A grateful disposition may also explain some aspect of an individual’s decision to pay it forward.
An analysis of means was used to determine if any significant differences in gratitude were
found in respondents making different PIF decisions. In the first PIF decision presented to
respondents (without cost/benefit information), respondents gratitude measures were
significantly different (p=.000) between all groups – those who would drive away, those asking
the amount of the order behind and those automatically paying. See Table 3.
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Table 3: Gratitude Measures
PIF Decision

Gratitude Mean*

Receive order and drive away

5.35

Ask the cashier the amount owed from the driver behind
you in line

5.58

Automatically pay for the driver behind you

5.85

*Higher means indicate a more grateful disposition
Gratitude was also examined at the second PIF decision in which respondents had received the
amount of the order and were able to use the cost/benefit information in their decision to PIF.
Two groups were compared by recoding the scale resulting in those likely or very likely to pay
for the order of the driver behind and, the second group, those who responded neutral or unlikely
and very unlikely to pay for the order behind. Analysis was performed for each condition (driver
behind owed less, the same, 2X more and 4X more). In each condition, there were no significant
differences in the mean gratitude measure for respondents either indicating they would be likely
or unlikely to PIF.

Conclusion
Based on the results, characteristics of the recipients (gender, public servant, etc.) of a PIF
decision did not seem to carry much weight in the decision to pay it forward. Possessing a
grateful disposition did have some impact. Those who were more grateful were more likely to
PIF. The cost/benefit ration for each of the PIF situations seemed to override other
characteristics of the decision including recipient characteristics and disposition. Additional
studies should include, if possible, different drive through market, comparing, for instance, PIF
actions at a McDonald’s versus a Starbucks or looking at a change in volume of PIT actions
based on the season (e.g. Christmas) or in the case of an external event making the population
salient to the feelings resulting from helping another.
The study is limited in that results are from a paper test only. Actual drive through behaviors
would likely change, at least slightly, the results. The sample may not be representative of the
drive through population with a higher level of education and income than may be found in the
drive through.
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publicized long chain of PIF customers. There may be some applications in the services industry
where customers are partial service employees and PIF could have an impact on customer
experience. Employee engagement in PIF activities among themselves cold have an impact on
productivity and job satisfaction.
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ABSTRACT
Algorithms are described as mirrors that reflect the unconscious biases that inform our research
questions and our data [1]. Consequently, human biases can become embedded unwittingly into
artificial intelligence (AI) tools in both feature selection and training data. For example, biased
algorithms have been reported in convictions for crimes and parole decisions [2], hiring
decisions [3], and financial lending [4]. As opaque mathematical models and algorithms are
applied increasingly to important aspects of our lives, there is a fear of these tools reinforcing
discrimination and widening inequality [1]. But what happens when the design intention is to
create algorithms that detect and mitigate unconscious bias?
Our nascent research project seeks to explore this guiding research question by categorizing
machine learning applications that support diversity and inclusion in the hiring practices of firms
in the information technology (IT) industry. Many IT businesses have pledged to initiate
incentives and targeted internal recruiting strategies designed to bring in female, black and
Latinx software engineers, but progress has been limited. For example, at Facebook, the number
of women in IT roles grew from 16 percent to 17 percent, and its proportion of black and Latinx
workers stayed flat at 1 and 3 percent, respectively [5]. At Apple, 54 percent of tech employees
are white, 21percent are Asian, 9 percent are black, and 13 percent are Latinx. Women only
make up 23% of workers in tech roles at Apple [6].
Implicit bias training is typically used as a means of diversifying the pool of job applicants,
identifying candidates for interviews, and fostering an inclusive workplace culture. However,
Mundy [7] and Rayome [8] report several studies that found that implicit bias training may not
increase workplace diversity. To the contrary, diversity advocates contend that implicit bias
training is being misused to create a “weaponized human resources” environment. An example
of this struggle occurred with the release of the “Google Memo” authored by Google engineer
James Damore. In an internal memo distributed in July 2017, Damore contends that Google’s
implicit bias training “shamed” conservative white males and cultivates an "ideological echo
chamber". The underrepresentation of women in IT, he argued, can be explained by biological
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differences, and these disparities could be addressed without resorting to “reverse
discrimination” [9]. Damore was subsequently fired for breaching the company’s code of
conduct. In retaliation, Damore filed a lawsuit in January 2018 that alleges that Google
discriminates against conservative white male viewpoints. Tiku reports that, by goading the
company to make statements that support diversity, a chilling polarization has emerged in the
internal culture of Google [9]. Employees who advocate for diversity report being targeted by
harassers from the alt-right and coworkers in a wave of online hate speech that seeks to silence
discussions about race, gender identity, and sexual orientation [9]. Targeted employees now
check these websites for troublesome statements and physical threats, and report their complaints
to Google security. At the same time, Google faces a Department of Labor investigation and
lawsuits from former employees claiming that the company discriminates against women in pay
and promotion [6].
To avoid the unintended polarization that can occur with implicit bias training, a growing
number of Human Resources (HR) vendors are offering AI solutions to help HR professionals
identify diverse talent and make unbiased recommendations for hiring. These AI solutions help
recruiters in a variety of HR tasks such as “sorting through resumes, making predictive matches
between job seekers and positions using data, correcting biases in the language used in job
descriptions, and using bots to schedule candidate interviews” [5]. These tools also aid in the
retention of IT employees by using predictive analytics that measure sentiment and engagement
to determine which employees are most likely to leave the company or perform poorly [6].
Armed with this information, companies can intervene to address the workplace policies and
practices that may impede performance, stall career advancement, and inhibit job satisfaction of
underrepresented IT workers.
The purpose of this paper is to categorize and discuss the emerging class of AI solutions that
seek to reduce bias in the hiring process. We present the results of our preliminary research by
providing a summary of the features and functionality of the software offered by HR vendors as
well as predictive analytics used to evaluate diversity and inclusion performance of leading
technology companies. We conclude with a discussion of these results and avenues for future
research.
References:
[1] O’Neil, C. 2016. Weapons of Math Destruction: How Big Data Increases Inequality
and Threatens Democracy, Crown Publishing Group, New York.
[2] Angwin, J., Larson, J., Mattu, S. and Kirchner, L. 2017. Machine Bias, ProPublica.
Retrieved December 3, 2017 from https://www.propublica.org/article/machine-bias-riskassessments-in-criminal-sentencing.

174

[3] Danieli, O., Hillis, A. and Lucas, M. 2016. How to Hire with Algorithms, Harvard
Business Review, October 17, 2016. Retrieved December 3, 2017 from
https://hbr.org/2016/10/how-to-hire-with-algorithms.
[4] Lohr, S. 2015. Banking Start-Ups Adopt New Tool for Lending. The New York Times,
January 18, 2015. Retrieved December 3, 2017 from
https://www.nytimes.com/2015/01/19/technology/banking-start-ups-adopt-new-tools-forlending.html.
[5] Huet, E. 2017. Facebook’s Hiring Process Hinders Its Effort to Create A Diverse
Workforce, Bloomberg Technology, January 9, 2017. Retrieved January 25, 2018 from
https://www.bloomberg.com/news/articles/2017-01-09/facebook-s-hiring-process-hinders-itseffort-to-create-a-diverse-workforce.
[6] Rayome, A. 2018. Why AI could be the Tool your HR Team Needs to Hire and Retain
the Best Talent, TechRepublic, January 2, 2018. Retrieved January 27, 2017 from
https://www.techrepublic.com/article/why-ai-could-be-the-tool-your-hr-team-needs-to-hire-andretain-the-best-talent.
[7] Mundy, L. 2017. Why is Silicon Valley so awful to women? The Atlantic, April 2017
Issue. Retrieved January 14, 2018 from
https://www.theatlantic.com/magazine/archive/2017/04/why-is-silicon-valley-so-awful-towomen/517788.
[8] Rayome, A. 2016. Can these Tech Tools Fight Gender Bias and Increase Workplace
Diversity? TechRepublic, August 8, 2016. Retrieved December 3, 2017 from
https://www.techrepublic.com/article/can-these-tech-tools-fight-gender-bias-and-increaseworkplace-diversity.
[9] Tiku, N. 2018. The Dirty War Over Diversity Inside Google, Wired Magazine,
January 26, 2018. Retrieved January 27, 2018 from https://www.wired.com/story/the-dirty-warover-diversity-inside-google.

Track: Culture, Identity, and Ethnicity
ID#: 1316

175

Cultural competence: The missing piece
of relationship marketing
Mario V. Norman, Ph.D., Clayton State University
Alphonso Ogbuehi, Ph.D., Clayton State University

Abstract
Many markets are becoming increasingly culturally diverse. In these markets, businesses are
challenged to understand the culture of diverse populations. There have been several recent
incidents where businesses simply missed the mark in attempting to market to these diverse
markets. Although well-intentioned, the usual colorblind, or “I don’t see color” approach fails to
recognize the continuing significance of biases in society. Cultural competence may serve as a
solution to combat these biases. It is widely regarded that cultural competence is a fundamental
requirement for working effectively with culturally diverse people. Cultural competence has
received much attention in several disciplines such as nursing, education, and psychology;
however, cultural competence has received limited attention in the field of business. This paper
discusses the benefits of cultural competence in relationship marketing.

Introduction
Many markets are becoming increasingly culturally diverse as a result of migration and
globalization. In these markets, businesses are challenged to understand and address the needs of
diverse populations. This diversity requires businesses to be aware of their customers’ cultural
desires and to be able to provide them with culturally congruent products and services.
Over 120 million in the U.S., multicultural Americans are a large, young and growing segment.
In fact, multicultural consumers are the fastest growing segment of the U.S. population and were
responsible for 92% of population growth between 2000 and 2014, according to the U.S. Census
Bureau. With this rise in population, African-American, Asian-American and Hispanic
consumers collectively are influencing a variety of product categories and industries (Nielsen,
2017).
Businesses are motivated by profit opportunities. In the U.S., the combined spending power of
Hispanics, Blacks, Asian Americans, and multiracial American communities is larger than the
gross domestic product of many global markets, such as Brazil, India, Spain, Russia, Australia
and Argentina (Bowman, 2015). In order for businesses to capture this market, business need to
close the gap between the considerable spending power of people of color and the lack of
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understanding of these groups. To increase the knowledge of trends, behaviors, values and
attitudes of people of color, brands need not to rely on databases that reflects only the majority
(White) population. Punchline
Advertising with people of color has made significant strides over the past decades. Native
Americans were depicted as caricatures or used in punchlines in advertisement for decades.
These practices continue to persist in mascots and logos to this day. Currently, famous people of
every race are used to promote many products of every consumer lifestyle. Black figures are no
longer subjected only to the background. For example, the revitalization of the Old Spice brand.
Old Spice created an ad campaign around Isaiah Mustafa, a Black male with an aspirational
image of the male ideal. As unforgettable as the ads are, they are not free of the legacy of bias –
the Black man as the sexy, shirtless epitome of virility (Bowman, 2015). However, the wellknown movie Mandingo, released in 1975, was advertised similarly. The movie poster for
Mandingo was presented as an example of Black male virility and threat.
This demonstrates that strides have been made, but there is much more to learn. For example,
Nivea's "White Is Purity" tagline in 2017. What does this say to other consumers who are not
White? Moreover, the Heineken commercial, released in 2018, where a fair-skinned bartender
slides the beer past a dark-skinned Black man at the bar, under a dark-skinned Black man
playing a guitar and past a dark-skinned Black model before reaching the racially ambiguous,
light-skinned woman in the distance and the words “sometimes lighter is better” pops up on the
screen. In addition, the H&M online advertisement, also released in 2018, featuring a darkskinned Black child modeling a sweatshirt reading “Coolest Monkey in the Jungle.” The point
of depicting Black people as monkeys has an undeniable history that relies on the idea of Black
people being inherently inferior to White people.
Even brands with the best intentions sometimes make errors with cultural insensitivity. For
example, Dove, the skin care line, which promotes an inclusive notion of beauty released an
advertisement in 2017 where a Black woman removing a brown shirt and appeared to transform
into a White woman removing a similar shirt. This ad was interpreted as the product removing
dirt and cleansing, with the Black woman being the “before” and the White woman being the
“after.”

Objective
The purpose of this paper is to connect the ideologies of cultural competence to possibly provide
solutions to an ever-changing marketing industry targeting diverse markets. The second purpose
of this paper is to contribute to the body of knowledge regarding the critical need of cultural
competence in all aspects of business. Lastly, this paper aims to stimulate further investigation
and discussion of critical factors that contribute to the cultural competence in all aspects of the
business industry.
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Colorblindness
In comparison to the discipline of business, issues of diversity are discussed more robustly in
other fields, such as education, healthcare, and psychology. Perhaps the broad discipline of
business uses the colorblindness approach with less focus diversity issues. In this approach,
conceivably biases could be reduced if people were asked not to consider one’s race or other
demographics, such as gender or age when considering a person. If this is the case, the idea is
that people should be assessed according to their abilities, talents and contributions, and their
group membership should not factor into one’s thoughts about others. This is the rationale
behind the colorblind approach. It suggests that people don’t see color or other groupmembership demographics. The colorblind approach suggests that people would only be
assessed on their qualifications and merits. In this way, biases should decline because it no
longer would be considered by institutions and individuals in their evaluations of members from
marginalized groups.
Although well-intentioned, the colorblind approach fails to recognize the continuing significance
of biases in society. Moreover, by saying that one’s race, gender, etc. doesn’t matter, when in
fact it does, relegates the marginalized individual to a permanent position of diminished status.
Colorblindness, proposes that differences between groups of people should not matter, and that
we all should be equal in regard to treatment, opportunity, and outcomes (Rosenthal & Levy,
2010). Colorblind ideology can make individuals who are not in the majority feel unaccepted
when their distinguishing aspects are valued by them but not valued by others (Aragón, Dovidio,
& Graham, 2017).
Colorblindness might arise from intentions to be sensitive to everyone’s needs, but for women
and people of color who are questioning their sense of belonging, language and cues of
colorblindness raise concerns. When a leader emphasizes to his or her employees that race does
not matter, the assertion stands in stark contrast to reality. All employees need do is look around
to see that they really are present in low numbers in most of these environments.

Cultural Competence
There are a number of conceptual models that have been developed to describe cultural
competence elements. Generally, cultural competence is the ability to work and communicate
effectively and appropriately with people from culturally different backgrounds. Cultural
competence is an ongoing process, not an endpoint event, meaning that competency capability
can be continuously enhanced over time. A few of the models are discussed below.
Arasaratnam and Doerfel (2005) offers a model that identified empathy, experience, motivation,
active listening, and positive attitude toward other cultures as contributors to intercultural
communication competence (ICC). Empathy was defined as the ability to participate in
cognitive and emotional role-taking behavior (Arasaratnam, 2006; Spitzberg & Cupach, 1984).
Experience was defined in terms of a number of dimensions, such as experience living abroad,
traveling abroad, specific training in intercultural communication, and close personal
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relationships with people from other cultures. Listening was defined as interaction involvement
(Arasaratnam, 2006; Cegala, 1981), cognitive and behavioral engagement in a conversation.
Attitude toward other cultures was defined as a positive, non-ethnocentric disposition toward
people from other cultures (Arasaratnam, 2006). Finally, motivation was defined as the desire to
engage in intercultural interactions for the purpose of understanding and learning about other
cultures (Arasaratnam, 2006). It has further been established that ethnocentrism, the belief of
superiority is one's personal ethnic group, plays a strongly negative role in ICC (Arasaratnam &
Banerjee, 2011).
Sue (2001) provides a definition for multicultural competence for practicing counselors and
psychologists that is useful in thinking about competencies needed for leadership in a diverse and
global market. Hence, Sue (2001) proposed a multidimensional model of cultural competencies
comprising of knowledge, awareness, and skills. Multicultural knowledge is described as a
counselor’s understanding of his or her own worldview, as well as the worldview of the client.
In contrast, multicultural awareness is defined as a counselor’s ability to recognize his or her
cultural conditioning such as biases, stereotypes, and values. Finally, multicultural skills include
a counselor’s ability and willingness to acquire and utilize appropriate intervention strategies that
are effective with clients from diverse backgrounds. If this definition is applied to leaders or
those aspiring to positions of leadership of organizations with diverse employees, these leaders
must have an understanding of human behavior in order to build an engaged, motivated and
productive workforce. In addition, rather than focusing on clinical skills, leaders must have
interpersonal skills to work effectively with diverse groups both within and outside of the
organization.
Deardorff’s (2006) research discovered that among a list of proposed definitions, the top ranked
one defines intercultural competence as "the ability to communicate effectively and appropriately
in intercultural situations based on one's intercultural knowledge, skills, and attitudes" (p. 247).
Deardorff (2008) stated that attitudes are initial points for developing intercultural competence.
These attitudes will lead to development of a set of knowledge and skills, which falls into the
second category in the model. Specific elements included in the second category are: cultural
self-awareness/understanding; understanding others' worldviews; culture-specific knowledge;
sociolinguistic awareness; skills to listen, observe and interpret; and, skills to analyze, evaluate,
and relate. Next, the skills and knowledge in the second category, as well as the prerequisite
attitudes, will lead to several internal outcomes, which are adaptability, flexibility, and empathy.
Consequently, all the components from the three categories will demonstrate themselves in
observable, external outcomes of effective and appropriate communication and behavior in an
intercultural circumstance (Deardorff, 2008). Deardorff s (2006, 2008) model also stresses the
continuing dynamic process of intercultural competence development.
Continuous learning is encouraged so that leaders of multicultural organizations do not become
complacent in their organization’s diversity related practices nor their own level of
understanding and behavior regarding diversity. Just as workers must engage in continuous
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learning and improvement in order to be effective at their jobs, all workers, especially leaders,
must continuously engage in developing multicultural competence in order to be continuously
effective in their increasingly diverse work relationships (Chrobot-Mason, 2012).

Relationship Marketing
Understanding and managing customer relationships is fundamental to marketing. Accordingly,
firms spend billions annually on customer relationship management, in efforts to understand how
to target and sell to customers. Although marketing often focuses on single transactions for
products, services, or ideas, marketers also take a longer-term approach. Relationship marketing
is a type of marketing that emphasizes building lasting relationships with customers and
suppliers. It is widely known that stronger relationships, including stronger economic ties, can
result in greater long-term satisfaction, customer loyalty, and customer retentions.
Customer relationship management (CRM) has become the most dynamic technology topic of
the millennium (Debnath, Datta & Mukhopadhyay, 2016). The basis of CRM is relationship
marketing, which has the objective of improving the long-term relationship while increasing
profitability opportunities of customers by moving away from product-centric marketing. The
American Marketing Association’s (AMA) definition of marketing (2013) is: “Marketing is the
activity, set of institutions, and processes for creating, communicating, delivering and
exchanging offerings that have value for customers, clients, partners and society at large.” It
stresses that maintaining relationships with customers is a function of the marketing manager in
order to enhance the competitive advantage of the company (Chakravorti, 2009).
Parvatiyar and Sheth (2001) defined CRM as “a comprehensive strategy and process of
acquiring, retaining, and partnering with selective customers to create superior value for the
company and the customer. It involves the integration of marketing, sales, customer service, and
the supply-chain functions of the organization to achieve greater efficiencies and effectiveness in
delivering customer value.” According to Nitzan and Libai (2011), over the past two decades,
practitioners and scholars have paid considerable attention to customer retention and its
antecedents and consequences, primarily because of the impact of retention on customer lifetime
value and consequently on the firm’s bottom line. Furthermore, Nitzan and Libai stated that
organizations should be interested in CRM because of its possible implications for better
understanding and prediction of customer retention.
Mohammadhossein and Zakaria (2012) identified seven core benefits of CRM: enhanced ability
to target profitable customers; integrated assistance across channels; enhanced sales force
efficiency and effectiveness; improved pricing; customized products and services; improved
customer service efficiency and effectiveness; and individualized marketing message.
According to the commitment trust theory (Morgan & Hunt, 1994), the core objective of firms is
to establish positive relationships with customers through developing commitment and trust with
the customers. The objective of relationship marketing is to establish long-term relationships
180

with consumers. These long-term relationships should promote efficiency, productivity, and
effectiveness (Morgan & Hunt, 1994) and also be cooperative (Pansari & Kumar, 2017).
Nowadays, relational value is the most prominent aspect and is treated as an important
determinant of long-term collaboration and cooperation in business transactions (Chien, Chen, &
Hsu, 2012). It is basically reflected through collaborative activities as well as on the basis of
frequency of past interactions between customer and supplier (Bonner & Walker, 2005). Also,
Dayasindhu (2002) defined it in terms of relational embeddedness based on strong social ties that
lead to the creation of successful social mechanisms to preserve social relationship. Very often,
parties connected with strong ties are more likely to share tacit information, develop mutual
understanding, and long-term partnerships (Bonner, Kim, & Cavusgil, 2005). A great deal of
information regarding business is generated on the basis of these social relationships, which
reduce transactional uncertainty and increase customer satisfaction. In addition, Hassan, Nawaz,
Lashari, and Zafar (2015) reported that customer relationship management has significant effect
on the customer satisfaction. The increase in the satisfaction levels will allow the customer to
visit the store again so as to use the company’s products, which will increase the sales of the
company, ultimately causing an increase in organizational profit.

Implications
Marketing is not like other disciplines in business that are easily measured or quantified. In
marketing, steps are taken to evaluate strategies and messages, but it is challenging to anticipate
human behaviors and desires. Some businesses take the path of least resistance or the easiest
route to getting the work done. For example, some marketers use the status quo approach to
conducting business because it is safe. Instead of marketing to segments with a greater growth
potential. Understandably, it is hard to communicate effectively when the receivers of the
communication are not understood. The best marketing messages tap into the beliefs, values,
hopes, and fears of the target audience.

Cultural competence thru diversity training
Chrobot-Mason (2012) found that diversity training was linked with being able to deal more
effectively with diversity issues and interracial conflict in the workplace. The quality of
responses to six workplace scenarios were found to be higher than the control group, indicating
that training group members’ responses reflected an attempt to: (a) understand racial issues and
take an active role in supporting employees who face cultural/racial challenges, (b) openly deal
with diversity issues, (c) take steps to increase minority representation and retention, and (d)
make decisions that are fair and unbiased. Chrobot-Mason (2012) study provided additional
evidence for diversity training effectiveness using a theoretically and methodologically sound
approach.
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Narrowcasting
Most businesses want to expand to new consumers. Effective targeted marketing is the essence
of efficient spending for a business. It is these efforts that place a brand in front of the target
audience and the right time through the right channels that increases the likelihood of expanding
to new consumers. The narrowcasting approach, learning as much as possible about the target
audience, and communicating with them frequently and relevantly. Narrowcasting and
marketing to people’s values can be the approach to create a competitive advantage.

Functional adaptation
There are many choices for consumers in most markets. Many choices mean that consumers can
select the competition, therefore it is important to make doing business equally rewarding. If
businesses are attempting to attract diverse consumers, these businesses should be prepared to
adapt to the marketplace. For instance, it may mean having someone on staff who understands
the values and needs of the potential consumer or adding signage in a different language.
Review the product offerings through the lens of the target group and request consumer feedback
to identify any adjustments that could be made that could make conducting business easier and
more rewarding for the consumer.

Conclusion
Cultural competent leaders may be a solution to some of the diversity challenges currently
presented. Cultural competent leaders are those who are actively aware of their assumptions
about human behavior, values, biases, preconceived notions, etc. Secondly, cultural competent
people actively attempt to understand the human behavior, values, etc. of people who are
different from them. Culturally competence is an active and ongoing process. Globalization and
growing cultural diversity in the marketplace, necessitate that to interact effectively with
culturally diverse markets and to achieve better outcomes, leaders must become culturally
competent.
It is mystifying that some businesses continue to market to diverse segments with seemingly
little knowledge of the target’s culture. Organizations that want to remain competitive in today’s
environment must be knowledgeable about the diversity that is present in the marketplace if they
hope to gain a competitive advantage. Many businesses are facing new challenges and
opportunities that the growing national diversity presents. These new challenges include
attempting to understand the differences between how marketing use to be done and how
marketing will likely change in an increasing diverse environment. Along with this challenge,
there are many opportunities, such as providing product, services, and information to new
segments of the population. Understanding the target market would allow for a more tailored
message for that specific segment.
Although the three general areas of cultural competence from Sue’s (2001) framework are: (1)
awareness of own cultural values and biases, (2) and understanding of diverse worldviews, and
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(3) development of culturally appropriate strategies and techniques were developed for
professional counselors and therapists, these competencies can be applied to marketing
strategies. Organizations can use these guidelines, along with continuous diversity training, to
improve relationships with diverse consumers.
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Introduction
The importance of social media for marketing professionals has grown immensely as consumers
turn to it to connect with products, brands, and brand communities. Despite the importance of
engaging students in education via social media, limited research investigates the uses of social
media to teach core marketing concepts. The purpose of this article is to present information
regarding the use of social media in the classroom. This article focuses on the author’s
continuing efforts using social media to enhance undergraduate marketing students learning
experiences. Pre- and post-semester survey data provide insights into the effectiveness of social
media as a tool for teaching core course concepts.

Social Media, Engagement, and Learning
Social media is defined as “a variety of new sources of online information that are created,
circulated, and used by consumers intent on educating each other about products, brands,
services, personalities, and issues” (Mangold & Faulds, 2009, p. 357). Prior research has
suggested that there have been contradictory and inconclusive findings among those researches
that aimed to investigate the impact of students’ engagement and/or learning in education on
student-related outcomes such as perceived value and satisfaction. Some research even indicated
that there was a negative impact of using social media in college education. The author has been
incorporating social media in his courses, specifically trying to engage and better communicate
with his students by creating a Facebook group page for every class he has taught, for four years.
He is interested to know whether his teaching practices have been effective and helped him and
students reach their goals. Therefore, to address this issue, this research intends to answer the
following two questions:
•

Does using Facebook groups to communicate with students make them more engaged?

•

Is posting course-related articles or news on the Facebook group page effective in
stimulating more class discussions, motivating students to learn and, in turn, improving
their learning?

187

Results and Discussions
The results have shown that incorporating social media (Facebook in this case) significantly
improves students’ following areas: perceived importance of social media, engagement with the
class via social media, perceived emotional value of social media for learning, perceived social
value of social media for learning, motivation to learn the subjects via social media, and overall
satisfaction with the class, college and university. The results have also shown that students’
previous experience with this Facebook strategy, ages, gender, perceived social value, abilities of
using social media, and class standings significantly influences their overall satisfaction.
However, the results have not shown any significant differences between male and female
students. Based on what the author has found, this study provides evidence that using social
media does improve student engagement, learning, and satisfaction.
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undergraduate marketing students learning experiences. Pre- and post-semester survey data
provide insights into the effectiveness of social media as a tool for teaching core course concepts.
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Teaching Marketing to Adult Learners
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Abstract
According to the literature, adult learners are fundamentally different than traditional students,
and are a rapidly growing population on American college and university campuses. Adult
learners, that is those over the age of 25, are expected to grow faster than what is commonly
described as traditional students. And, due to increased competition for students many
institutions of higher learning are encouraging their faculty to understand the motivations, needs,
and expectations of adult learners. This shift in focus from traditional students is especially
apparent for those who teach fundamental courses that attract adult learners due to the
practicality of such disciplines, such as marketing. The author explores teaching marketing
principles to adult learners and offers certain heuristics that support engagement and
achievement of learning objectives.

Keywords: Adult learner, nontraditional student, teaching, and marketing.
Relevance to Marketing Educators, Researchers, and Practitioners:
According to current research the adult learner population is growing at a pace faster than what is
viewed as traditional students. Added to this, colleges and universities are encouraging their
faculty to understand the needs and expectations of adult learners. This is especially true for
courses that instruct on the fundamentals of courses such as marketing, which provide a
foundation for those seeking a career in a business-related profession.
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Abstract
This case study highlights an innovative nonprofit organization (Veterinarians to Veterans
United, Inc.) whose mission is to provide service, therapeutic, and emotional support animals,
and discounted veterinary care to US veterans suffering from post-traumatic stress and related
conditions. Through the work of the organization a reduction in the number of animals
euthanized at animal shelters is also expected to occur. Veterinarians to Veterans United, Inc.
faces marketing challenges. US veterans are the primary focus of the organization; a population
whose needs at times are overlooked and one that is often viewed as a homogeneous group. The
case requires students to reflect on the unique needs of the US veteran population and highlights
the diverse segments that exist among the veteran population. Additionally, the challenges and
complexities organizations face when in order to be successful, multiple target audiences must be
considered are illuminated. In this case study, the target audiences include veterinarians,
veterans, and related organizations that serve veterans. Lastly and importantly, this case study
allows students the opportunity to expand their view of marketing and its application.

Introduction
The challenges associated with post-traumatic stress syndrome (PTSD), a mental condition that
many US veterans have faced following their tours of duty, have been found to adversely impact
a veteran’s daily life. Veterinarians to Veterans United, Inc. (Vets to Vets), an organization
tasked with training and pairing service dogs with veterans that suffer from PTSD, was founded
in 2012 by Dr. Terry Morris. The organization is based in North Carolina. Through the work of
the organization, she has raised the level of awareness of veterans living with PTSD and
positively impacted the lives of both veterans and dogs. The participating dogs were acquired
from the local animal shelter and otherwise may have risked the possibility of being euthanized.
Dr. Morris wondered whether or not Vets to Vets, which was established as a non-profit
organization, could benefit from a marketing campaign. Could marketing help her increase her
fundraising and allow her to expand and sustain this critical program?
Dr. Morris has decided that her organization should consider developing a marketing plan that
clearly defines the marketing and fundraising objectives and the resources required to achieve
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those objectives. During a conversation with a marketing faculty member at one of the local
universities, she became aware of the role marketing can play in helping her organization.
Specifically, the conversation confirmed for her that marketing was an important opportunity for
a nonprofit organization, just as it was for any other organization.
The marketing concept is as important for nonprofit organizations as it is for
business firms. In fact, marketing applies to all sorts of public and private
nonprofit organizations ranging from government agencies, health care
organizations, educational institutions, and religious groups to charities,
political parties and fine arts organizations (Perreault. Cannon and McCarthy,
2013, p. 22).
Additionally, she learned that social marketing represented an area of marketing that was
relevant for her organization.
Social marketing principles and techniques are most often used to improve
public health, prevent injuries, project the environment, increase involvement in
the community, and enhance financial well-being, Those engaged in social
marketing activities include professionals in public sector agencies, nonprofit
organizations, corporate marketing departments and advertising public
relations, and market research firms (Lee and Kotler, 2016, p.33).
Dr. Morris wondered if Vets to Vets would benefit from a marketing plan that clearly
communicated its value proposition and that identified sustainable funding sources. She
wondered if marketing could help her expand the number of service teams participating in the
Vets to Vets program (and the number of service teams graduating from the program), thereby
expanding the community impact of Vets to Vets and “improving lives, saving lives, one veteran
and one dog at a time”.
The following sections will provide pertinent information regarding the US veteran population,
PTSD, Dr. Morris and the Vets to Vets organization.

US Veteran Population
According to a US News article, the total population of veterans is expected to decrease from
approximately 20.4 million in 2016 to approximately 12 million in 2045, as veterans of previous
wars (such as Vietnam) pass away. Over time, the veteran population was expected to become
more diverse as women and minorities comprise a greater percentage of this population (Hanson,
2017). Exhibit 1 summarized the expected shift in the number and percentage of US veterans by
gender.
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Exhibit 1: Projected Number of Veterans (Men and Women) (000s)

Total

Men

Women

2016

20,400

18,500

1,900

2045

12,000

10,000

2,200

Adapted from: “Veteran population to shift in next 30 years” by C. Hanson, US News and World
Report, November 14, 2017. Retrieved on December 18, 2017 from
https://www.usnews.com/news/national-news/articles/2017-11-14/demographics-of-veteranpopulation-to-shift-in-next-30-years.
That same news source reported that the racial and ethnic demographics of the veteran
population was expected to shift and reflect the increased diversity occurring in the overall US
population. Specifically, the proportion of Hispanic veterans was forecasted to nearly double in
the next three decades, and the percentage of black or African-American veterans was expected
to increase about 4 percent. Additionally, a Pew Research Center publication, noted that African
Americans were disproportionately represented in the US military. In 2015, African Americans
comprised 17% of the active-duty military and comprised 13% of the US population (ages 18 –
44) (Parker, Cilluffo, and Stepler, 2017). Exhibit 2 provided information regarding the number
of living veterans by race for both the US, as well as the state of North Carolina (the state in
which Vets to Vets was established).
Exhibit 2: 2016 Living Veteran Population: US and the state of North Carolina

Total US

North Carolina

All Veterans

20,392,92

731,378

White, alone

16,712,215

542,737

Black or African American, alone

2,477,690

159,781

American Indian and Alaska Native, alone

145,764

6,549

Asian, alone

320,985

4,410

Native Hawaiian and Other Pacific Islander, alone

39,709

532
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Some other race, alone

285,395

6,677

Two or more races

410,434

10,691

Note: Hispanic or Latino population (of any race) was reported to be 1,474,558 for the US and
26,598 for the state of North Carolina.
Adapted from US Department of Veterans Affairs, National Center for Veterans Analysis and
Statistics. Retrieved on December 18, 2017 from
https://www.va.gov/vetdata/veteran_population.asp.

Post-traumatic Stress Disorder (PTSD)
According to the National Institute of Mental Health, “PTSD is a disorder that develops in some
people who have experienced a shocking, scary, or dangerous event.” While an array of
reactions may have been experienced by an individual following a trauma, most people recover
naturally from initial symptoms. “Those who continue to experience problems may be
diagnosed with PTSD. People who have PTSD may feel stressed or frightened even when they
are not in danger.” (https://www.nimh.nih.gov/health/topics/post-traumatic-stress-disorderptsd/index.shtml).
For the overall US population, the US Department of Veteran Affairs (2017) estimated that 7 –
8% of the population would experience PTSD during their lifetime. The incidence was reported
to be higher for women (approximately 10%) compared to approximately 4% for men. Statistics
gathered regarding the incidence of PTSD among US veterans of particular service eras was
summarized in Exhibit 3 (https://www.ptsd.va.gov/public/ptsd-overview/basics/how-common-isptsd.asp).
Exhibit 3: Percent of Veterans Suffering from PTSD (per year)

Service Era

Operations Iraqi Freedom
and Enduring Freedom

Gulf War (Desert Storm)

Vietnam War

Percent

11 – 20%

12%

15%*

*Note: Research also revealed that overall estimates for Vietnam veterans was that 30% of them
had experienced PTSD at some time in their life. Adapted from US Department of Veterans
Affairs, PTSD: National Center for PTSD, How common is PTSD? Retrieved on December 18,
2017 from https://www.ptsd.va.gov/public/ptsd-overview/basics/how-common-is-ptsd.asp.
Numerous combat related factors were found to contribute to PTSD. According to the Veterans
Administration, PTSD: National Center for PTSD, “these factors include what you do in the war,
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the politics around the war, where the war is fought, and the type of enemy you face”.
(https://www.ptsd.va.gov/public/ptsd-overview/basics/how-common-is-ptsd.asp.) Although the
cause was unclear, the National Institute of Health reported that African American veterans have
experienced higher prevalence rates of PTSD than whites. According to the Veterans’
Administration in a study conducted in 1990, the rate of PTSD among Vietnam era veterans was
higher in both African Americans and Hispanic males than among white males. The reported
rates were 28%, 21% and 14% respectively (Loo, 2017).
PTSD has been noted as a serious condition that can impact an individual’s daily life. The risk
of suicide was higher among veterans suffering from PTSD. The US Department of Veteran
Affairs estimated that each day 20 veterans committed suicide
https://www.mentalhealth.va.gov/docs/2016suicidedatareport.pdf. Treatment for PTSD has
included multiple drugs to address the multiple symptoms associated with the condition. The
drugs have been known to produce side effects that can adversely impact the veteran’s quality of
life (Morris, 2016).

Dr. Terry Morris – The Executive Director
Dr. Terry Morris, an African American woman with a passion for helping animals and assisting
veterans, is the founder of Vets to Vets. Through the establishment of Vets to Vets, Dr. Morris
successfully married her two passions. In addition to being a doctor of veterinary medicine, Dr.
Morris earned a Master of Science degree in biology and a Ph.D. in molecular microbiology and
immunology. Prior to starting Vets to Vets, she was employed as a research associate in
molecular biology at one of the local universities. Dr. Morris has dedicated Vets to Vets to her
father and her sister. Dr. Morris’ father was a Tuskegee Airman who lost his life during his tour
of duty as a Captain in the US Air Force. Her sister, who also served as a Captain in the Air
Force, was the first female to graduate from the Air Force’s ROTC pilot training program at
Tuskegee University. Dr. Morris has tremendous respect and admiration for veterans and is
sensitive to the challenges they face upon their return from service.
When veterans return from war, many of them face emotional and physical health challenges
while transitioning back into civilian life. Stress, anger, aggression, depression, physiological
limitations, and disabilities can lead to serious disruptions in quality of life for them, their family
members and the community as a whole. Many veterans discover that the support of a service
dog can positively transform their lives by allowing them to live independently. In many cases,
service dogs can be lifesaving. (Morris 2016, p. 64)
Since starting Vets to Vets, Dr. Morris has had the opportunity to present her organization to
various audiences. In each presentation she has communicated that PTSD is a psychiatric
condition that can manifest after experiencing or witnessing any number of a life-threatening
events (such as military combat, natural disasters, terrorist incidents, serious accidents, or
physical or sexual assault). She has further emphasized that for an individual suffering from
PTSD, stress reactions to such events do not go away on their own. She outlined cases in which
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the stress reactions worsened as time passes with individuals living their trauma through
nightmares and flashbacks.

Vets to Vets – The Organization
The following information regarding purpose and mission appeared on the Vets to Vets website
(www.vetstovetsunited.org).
Vets To Vets United, Inc., a 501(c)(3) nonprofit organization, consists of local veterinarians and
volunteers working together to provide service, therapeutic, and emotional support animals, and
discounted veterinary care to our U.S. Military Veterans suffering from loneliness, depression,
post-traumatic stress, traumatic brain injury, and physical disabilities. This service will also
significantly reduce the number of animals euthanized at the local animal shelters.
The Vets To Vets United, Inc. mission is to:
•

Provide as many veterans as possible in need of companionship, service and love with
service, therapeutic or companion animals.

•

Reduce the high numbers of animals unnecessarily euthanized in the local shelters,
which are also in desperate need of love and companionship.

•

Provide services and training at no cost to the veteran.

•

Motivate our veterans by providing fun/educational activities and community service.

Thirteen service teams (comprised of a veteran and their dog) have completed their training with
Vets to Vets. On average, the training program for the service teams took about two years. “The
bond is developed and strengthened during those two years,” according to Dr. Morris. Any
veteran that has experienced depression, PTSD, traumatic brain injury or has a physical disability
is eligible for participation in the Vets to Vets program. Some of the benefits associated with a
veteran’s use of a service dog included:
•

Decreased emotional numbness

•

Enhanced communication ability (due to teaching dog commands)

•

Decreased hypervigilance

•

Decreased paranoia

•

Improved sleep (Morris, 2016).
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Vets to Vets has conducted its own research with its service teams that has also shown positive
outcomes for veterans that have participated in its program. Additionally, Dr. Morris states
“there are no side effects from having a service dog to help ease symptoms of PTSD, unlike
many medications, and the loving bond created between a veteran and a dog will last forever.“
(Morris, 2016, p.65).
All veterans that have enrolled in the Vets to Vets program have completed a screening
questionnaire to determine their needs and selected their dog from the local animal shelter. The
selection of a dog from the animal shelter was critical, as it supported an important philosophical
view embraced by the Vets to Vets organization - “Improving lives, saving lives, one veteran and
one dog at a time.”
According the to the American Society for the Prevention of Cruelty to Animals, 3.7 million
animals were euthanized in shelters across the country in 2008
(https://www.americanhumane.org/fact-sheet/animal-shelter-euthanasia-2/). Dr. Morris’
research showed that North Carolina was the number one euthanasia state in the US for dogs.
Additionally, based on 2016 data from the North Carolina Department of Agriculture and
Consumer Service, it was calculated that a total of 108,185 dogs were taken into animal shelters
and approximately 24% or 26,096 of them were euthanized
(http://ncagr.gov/vet/aws/Fix/documents/2016AnimalShelterReportPDF3-9-17.pdf).
Vets to Vets offered participating veterans the opportunity to receive a well-trained service dog
at no cost to the veteran. Dogs in training with Vets to Vets were also used to visit schools,
nursing homes and VA hospitals monthly. Local veterinarians provided free or discounted care
for Vets to Vets dogs. Training was provided at no charge. Dr. Morris estimated that on average
the costs incurred by Vets to Vets for a trained service dog was $12,000. Additionally, she
estimated that similar programs incurred costs of approximately $40,000 for a trained service
dog, and that veterans incurred fees.
Fundraising has consistently challenged Vets to Vets since its inception. Consequently, the
organization has relied heavily on volunteers to execute its promotional activities (which have
been focused on community events ranging from music festivals to health fairs for veterans to
events with local pet stores). These events have primarily focused on building awareness of Vets
to Vets and obtaining individual donations. Some of the other fundraising efforts have included a
Go Fund Me campaign and several small grants. The organization has also benefited from inkind donations and local sponsorships from companies.

The Future
Dr. Morris’ research revealed 75,000 veterans in her immediate service area, many of whom
could benefit from a service dog. Since its inception, Vets to Vets has established 28 service
teams. Unfortunately, one of the participating veterans committed suicide due to PTSD after
several months in the program. On the positive side, as of December 2017, thirteen service
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teams have graduated from the program. The remaining service teams have continued their
training and progressed toward program completion.
For additional information regarding the implementation of this case in a marketing course,
please contact the authors: Dr. Yvette Lynne Bonaparte (Bonapartephd@gmail.com) or Dr.
Sharon D. White (Sharon.white@nccu.edu).
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Relevance to Marketing Educators, Researchers, and Practitioners
This case study can be used to facilitate a provocative discussion among marketing educators,
researchers and practitioners, regarding an important segment of society, US veterans. The
Veterinarians to Veterans, United, Inc. case study highlights an innovative nonprofit organization
that faces marketing challenges. The organization focuses on veterans, a population whose needs
at times are overlooked and a population that is often viewed as a homogeneous group. In fact,
the US veteran population is very diverse, and its diversity is forecasted to continue.
Track: Education/Experiential Learning
ID#: 1270
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Abstract
An extensive literature review of research studies in business disciplines highlighted a variety of
pedagogical approaches used in delivering various courses in business programs (e.g., Hofsted,
et al., 2010; Stone and Petrick, 2013; Vos (2014, 2015). Specifically, the review indicated that
the incorporation of experiential learning as a pedagogical approach has become a widely
accepted practice by several business schools, particularly in their executive MBA programs,
Stated differently, the traditional, passive methods of course deliveries have been replaced by
hands-on, application-oriented pedagogical approaches. Two of the popular experiential learning
approaches are the use of global educational tours and business simulations. Importantly, these
two pedagogical methods validate the two mandates articulated by Association to Advance
Collegiate Schools of Business (AACSB, 2013 Report; 2016 Update): (1) Global Readiness, and
(2) Assurance of Learning.
The purpose of the proposed presentation is to highlight the challenges and benefits of global
education tours and business simulations, two of the most widely used experiential learning
approaches in executive MBA programs. The main points of the presentation will focus the
results from three global education tours conducted for the EMBA cohorts at a state university in
West Virginia the benefits and from the use of a sophisticated marketing simulation game,
Marketplace, in one of the EMBA required courses for the same EMBA cohorts. It should be
noted that for one of the EMBA cohorts, the students filled out a survey questionnaire. The
purpose of the survey was to gain insight into the opinion, perceptions, and feedback of the
EMBA students with regard to their learning experience based on their participation in the global
educational tours and business simulations used during the EMBA programs. The summary
results from the survey will be highlighted during the proposed presentation.
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Keywords: Experiential learning, Emba, Global educational tours, and business simulations
Relevance to Marketing Educators, Researchers, and Practitioners:
The proposed presentation will highlight the benefits and caveats of global educational tours and
the use business simulations as part of EMBA curriculum at a state university in West Virginia.
We believe the presentation will bring out productive discussions.
Author Information:
Submitted at: Atlantic Marketing Association Conference, New Orleans, Louisiana, September
26-29, 2018
Contact Person: Uday Tate, Division of Marketing-MIS, Lewis College of Business, One John
Marshall Drive, Marshall University, Huntington, WV 25755, Phone; 304-696-2672, Email:
tateu@marshall.edu
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Abstract
Textbooks have long been a primary resource for instructional materials in the classroom.
Instructors rely on student’s use of textbooks to introduce new content, provide detailed
explanations of material, and serve as a study guide for examinations. As a result, textbook
selection can be a major decision affecting both faculty and students for a class. In the past,
students often were not taken into consideration when making book decisions even though
professors frequently complained that students do not buy or use required textbooks (Kingkade,
2014; Robinson, 2011). However, with textbook prices skyrocketing, students often argue that
they cannot afford to buy the books required for class. According to the Bureau of Labor
Statistics (2017), college textbook prices have risen 87.5% over the last ten years. With the
textbook industry facing challenges as publishing increasingly moves from physical texts to
digitized content and students’ frustration at the continued increase in text book costs, colleges
and universities are recognizing that student’s attitudes and preferences deserve consideration in
the selection process.
As the publishing industry changes, so too does the way students use textbooks. Technology has
enabled students to have access to information at all times through the use of smartphones, Ereaders, and tablets. Although E-books have become more commonly required for college
classes, the move from traditional textbooks to E-books has had mixed results (Brown, 2013;
Barber, 2011). The survey was originally completed in 2014 to provide insight into the attitudes
that current students have towards different textbook options so that the textbook adoption
committee could make a more informed decision (Edmondson and Ward, 2017). An updated
survey was completed in 2018 in order to re-examine students’ attitudes towards different
textbook options since a majority of publishers have modified their textbook offerings to
incorporate more e-learning/online materials. In this survey, students were asked about their
current textbook purchase and rental behavior, preferences to four different textbook options
(hardback, paperback, E-book, and loose leaf), attitudes towards E-books, attitudes towards
publisher online resources, attitude towards the new subscription model, and an open-ended
opinion question about the respondent’s perceptions towards different textbook options.
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Results
One hundred eighty-three students currently taking Principles of Marketing from a large public
university in the southeastern United States completed the survey. Unlike the 2014 study, where
students overwhelming preferred paperback textbooks, even when this textbook is at a higher
price than other alternatives, the 2018 study found that the textbook choice depended on if an
access code to publisher’s online course materials was required. When price was not an issue,
students preferred the Hardback Textbook. However, when price was considered and an access
code was required for the class, students preferred either the paperback textbook or the E-book
options. If an access code was not required, students overwhelmingly preferred the rental option.
When students were asked their opinions on the various textbook options, it was clear that price
and ease of use were the primary deciding factors as to why they liked and/or disliked the
various textbook options. Even though students have more experience with E-books than in
2014, overall student attitudes towards E-books were still neutral, at best. However, when
examining the number of negative student comments, students had significantly fewer negative
E-book comments than in the 2014 study. This implies that students may be more receptive to Ebooks due to increased exposure to this type of textbook format. By contrast, the majority of
comments regarding physical textbooks are overwhelmingly positive, implying that this textbook
style is still desirable to students. Similar to 2014, students still remarked how price was a major
deciding factor when purchasing textbooks. Students believe that textbooks are priced too high
which may be why students now lean towards the rental option. The new trend towards rental
options may also be a contributing factor as to why students found the idea of a subscription
model for textbooks to be somewhat appealing.
When examining student attitudes towards online publisher materials, students have used all
three of the major publisher’s online platforms (McGraw Hill’s Connect, Pearson’s MyLab, and
Cengage’s MindTap). Students have also completed a variety of activities on the publisher’s
online platform, with quizzes, tests, or study modules being the most commonly used. Almost
half of students were at least satisfied with the resources provided in the publisher’s online
platform.
It is important to note that textbook adoption decisions by faculty may become more limited in
the future due to changes in the product offerings in the textbook publishing industry. For
example, when examining textbook offerings for Principles of Marketing for the Fall 2018
semester, only one of the publishers offered a paperback version of their text for consideration.
The other two publishers had eliminated hardback and paperback versions and instead only
offered E-book or E-book with loose leaf options. If this trend continues, faculty may find they
are forced to adopt E-books with or without a loose leaf version solely because no other option
will remain.
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Relevance to Marketing Educators, Researchers and Practitioners:
This study re-examines students’ attitudes towards four different textbook options. Results show
that the textbook option preferred depends on whether an online access code is required. It is
important for marketing educators to consider student attitudes when making textbook decisions
as this will impact whether students actually purchase and use the required textbook.
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ABSTRACT
It is important to understand and appreciate the mindset of financial investors when they assess
all the different aspects of risk relative to investing in an entrepreneurial venture. This case takes
one through that process as a group of senior management consultants review and discuss a
business plan submitted by a group of undergraduate business students and the merits of this case
to determine if they should invest.

LEARNING OUTCOMES
•

Students will learn and understand how investors assess different elements of risk

•

Students will appreciate what determines a well written business plan

•

Students will develop analytical skills in assessing business opportunities

•

Students will learn how to prepare effective written and oral presentations to investors

Keywords: Entrepreneurship case studies, case analysis
Relevance to Marketing Educators, Researchers, and Practitioners:
Helps to demonstrate to students the issues and challenges involved in starting a company.
Track: Entrepreneurship/Small Business Marketing
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Abstract
The importance of career education for women’s entrepreneurial success cannot be
overemphasized. According to Bureau of Labor Statistics (2015) women all over the world make
relevant contributions to the economic growth of their nations. In Nigeria, the female labor force
participation in 2015 was 48.4 percent (Bureau of Labor Statistics 2015; The global
Economy.com 2017). Forty percent of Nigerian women in the labor force are entrepreneurs,
which is higher than anywhere in the world (BBC News Report 2017). Unfortunately, when we
examined the participation of women in specific career endeavors such as entrepreneurship,
women do not compare well with men. Men tend to have high inclination for entrepreneurship
while women resort to careers that yield low income. The disparity has its roots in factors such as
poor educational background, lack of opportunities, and resources to expand their business.
Providing relevant onset and continuing entrepreneurial education for women can foster
entrepreneurial success, thereby reducing disparity in economic participation. Women
entrepreneurs are encouraged to engage in lifelong learning if they want to succeed and improve
their performance as entrepreneurs. While there is an ongoing effort by various sectors of the
nation to elevate the activities of women in entrepreneurship, the availability of corresponding
skills needed to excel is still lagging. It is therefore imperative to identify programs and
strategies developed to increase the participation of Nigerian women in high capacity
entrepreneurship ventures which is the focus of this research.

Introduction
The extant literature documented the important roles women play in the economic well-being of
their nations. The female labor force participation around the world averaged 52.6 percent in
2016, Rwanda ranked highest with 86.3 percent; the lowest value was in Syria: 12.28 percent; in
United States, women labor force participation was 56.7 percent in 2015 and in Nigeria, women
labor force participation was 50.36 percent in 2015 (Bureau of Labor Statistics 2015; The global
Economy.com). According to the Global Entrepreneurship Monitor 2016 report, there were at
least 163 million women involved in entrepreneurship ventures in the 74 economies selected
around the world. Unfortunately, women still lack opportunities and resources to venture into
large scale production like their male counterparts. A study of Ojo, Anitsal, and Anitsal (2015)
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shows that Nigerian women entrepreneurs have challenges that need to be addressed before the
women can compete comparably with their male counterparts. Further attempts have been made
to enumerate and quantify the challenges into manageable components.
Many factors that are responsible for the disparity of entrepreneurship performance among
Nigerian women have their roots in historical underpinning, the influence of colonialism (Falola,
2018) and certain religious beliefs and practices that relegate the roles of women to that of
motherhood, wifehood and perpetuators of traditional customs and mores (Olateru-Olagbegi
2012). While many of these roles are essential if handled with justice and fairness, their current
crippling effects on the women’s career pursuit and economic fulfillment outweighed their
benefits. Since women entrepreneurs are saddled with multiple roles that are often not recorded
as economic contributions, data about their participation in their nation’s economy are limited.
Tersoo (2013) suggested the need for studies that encourage capacity-building programs on
entrepreneurship education and the promotion of policies and environment that is gender neutral.
Identifying career education created to meet entrepreneurial concerns of women will shed light
on further studies that will enhance business success in Nigeria.
Education is generally construed as a tool for freedom (Mandela, 2018; Annan, 2018; Schiller,
2018). “Only the educated are free” (Epictetus, 2018). It is also referred to as the lubricant for
business success (Cheraghi and Schott, 2015). Unfortunately, women entrepreneurs fall short of
the valuable tools necessary for the pursuit of their economic and political prowess. They have
low educational background and therefore, are ignorant of available resources or are unaware of
how to take what belongs to them in the political and economic arena. They become trophies for
social entertainment of their societies while their men counterparts squander the economic
resources on their frivolous lifestyles, leaving the country in abject poverty. Women
entrepreneurs deserve the right to know and to utilize the resources available in their
communities. The knowledge that comes through education will provide avenue for economic
empowerment.
Learning is also a continuous process that opens doors for better opportunities and improvement
of what is known. It can also promote motivation for further aspirations. Career education for
women is believed to be an integral part of entrepreneurial success (Cheraghi and Schott, 2015).
Hence, this study attempts to document the career activities of women entrepreneurs as reported
in literature reviews and from the personal experience and observations of the researchers. A
brief explanation of the relationship between education and learning is relevant in understanding
why the progress of women’s success in entrepreneurship has taken a snail pace until recently.
Edtechreview (2017) defines education as what others do to you while learning is what you do to
yourself. Women have always been engaged in educating their families and the society at large,
by using their intrinsic knowledge. They also approach entrepreneurship from that perspective.
Many women in Nigeria venture into buying and selling of agricultural products, the production
of local goods based on what they saw women in their communities do without necessarily
possessing the skills and characteristics that are essential for expanding their business. Their
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business intention was mainly to meet immediate family needs. This approach has worked for
them overtime because the society was operating under low to moderate capital investment. In
addition, social capital support was in abundance and was within their reach. But as soon as the
dynamism of their society changed due to western capitalist influence, women were ill equipped
to rise to the demands. They lacked the skills and resources to build wealth like their male
counterparts who had the support of their local and foreign capitalist inventors. (Ndube L.N,
2013; Buttner and Moore, 1979). Some form of intentional curriculum for skill enhancement to
build wealth are necessary for women to compete comparably with their male counterparts. Any
form of occupation requires some level of education not only for proficiency building but also
for the enhancement of life-long success. Through leaning and education, women entrepreneurs
are expected to thrive in their career endeavors.
Career education is defined as a “vocational training for a specific job field” that focuses on tools
of an occupation via practical training and not on academic subjects (Learn.org, 2018). The
effort here is for the women to learn new skills or methods that would enable them to maximize
profit, gain new experience or motivate them to stay on task to achieve their business goals.
Starting a business is a huge step but staying and thriving in a business require more than
learning one skill. It involves diverse strategies that are acquired over time (Ginzburg, 2017).
Despite the unimaginable challenges, more women are venturing into entrepreneurship.
The surge in recent women involvement in the business world is alluded to the need for financial
freedom and economic empowerment. Women have always been resourceful in looking for
better ways to improve the life of their family and the society at large. Certain events in our
world have compelled us to rethink the way we assign roles and exercise power. Both men and
women deserve the opportunity to use their talents to the fullest. The condition of Nigerian
women entrepreneurs is the primary focus of this research.
Nigeria has a population of 190 million consisting of 36 states with its capital in Abuja in Niger
State (The Report: Nigeria 2017). The Nigeria economy is “a middle income, mixed economy
and emerging market with financial communications and technology and entertainment sector”
(World Bank, 2016). Nigeria had the largest economy in Africa until 2016 when she lost the
championship to South Africa and became the second largest economy with a GDP of 405
Billion. Although women made up about 50 percent of Nigerian population, they still experience
unfair treatment based on their gender and economic status.
Agriculture as the dominant aspect of Nigerian economy and one its main source of
sustainability, provides employment for about 70 percent of the population, and represents about
40 percent of its gross domestic product. (Oxford Business Group, 2017). Although women as
well as men are in agricultural farming, men still dominate the occupation (Tersoo, 2013).
Women assume the subsidiary role of marketing the products that men produce and manage
(Ojo, Anitsal, and Anitsal, 2014). The purpose of this research is to identify education programs
created to enhance the entrepreneurial success of women in Nigeria.
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Nigerian women entrepreneurs
Extant literatures have indicated that the engagement of women in entrepreneurial activities is
still undergoing a gradual development process in many parts of the world. (GEM, 2017; Yadav
and Unni, 2016; Ojo, Anitsal, and Anitsal, 2015). They enumerated factors responsible for male
control of the entrepreneurial undertaking and, how the traditional roles of males and female
gradually changed to allow upward career mobility for women in America. The recent upsurge
of women involvement in business has been associated with the influence of women liberation
and a higher demand for economic independence coupled with the need for career achievement.
Entrepreneurship has the lead in areas where women have accelerated within a short time.
Entrepreneurship as a career is not a new venture for women in Africa. It is their livelihood and
a sense of pride. In many parts of Africa, entrepreneurship was predominantly a woman domain
while men were known to pursue economic activities that are strenuous, masculine in nature and
capital intensive. Entrepreneurship in Western and Southern Nigeria prior to European
intervention was a women’s domain. Usually, women execute their business activities
simultaneously with their homemaking responsibilities; thus, family members are included in the
business by providing social and capital support when possible. The women, in return of the
services received from family, provide essentials like clothing for the children and household
needs.
The position of women in the entrepreneurial venture gradually shifted from the center to the
margin with the advent of colonialism in Nigeria (Falola, 2018). The colonialists needed cash
crops supplies to feed their machines in Europe, so they motivated Nigerian men to produce
more cash crops. As the production of raw materials and trading European goods became more
profitable than other local occupation, many men abandoned subsistent farming to produce cash
crops. Eventually, the business of growing food crops became the responsibilities of many
women. Due to inadequate financial resources, the women could not engage in large faming and
therefore were unable to grow their business like their male counterparts.
As a tradition, Nigerian parents are expected to invest in their children. The children reciprocate
the favor by caring for the family members that are less fortunate economically. The situation is
different among families who are financially comfortable; any assistance from their children
would be supplemental. However, in a situation where children are the sole provider for their
aged parents, the tradition becomes a great challenge. The current economic bottleneck in
Nigeria almost makes it impossible for wage earners to render adequate financial support to poor
elderly parents. The failure of modern generation to meet these cultural mores can be
excruciating. The condition of women entrepreneurs in Nigeria is the focus of this study. (Ojo,
Anitsal, and Anitsal, 2015).
Entrepreneurship is a familiar phenomenon in Nigeria and it is practiced widely among women
as a means of livelihood to support their family long before the advent of colonialism that altered
the roles and the participation of women in the economic development of their nation. Nigerian
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women have always been involved in some form of trading along with their male counterparts
although the intent, the nature as well as the scope of trading varied. According to Awolugbe
(2017), Nigeria has the lion share of female entrepreneurs in the world. Forty percent of Nigerian
females in the labor force are entrepreneurs, and the number are growing. Traditionally, many
Nigerian female business owners are illiterate homemakers of subsistence farmers and laborers
in rural areas. Often, they engage in small scale trading, having no income and are poor.
Agriculture being the main stay of the local economy, a good number of these women process
and market farm goods, while the rest of them are petty traders marketing manufactured products
like clothing and household supplies. Their entrepreneurial activities usually commence in open
markets in the vicinity where the commodities are produced or transported to nearby villages and
towns. (Ojo, Anitsal and Anitsal, 2015).
Women play vital roles in processing and marketing agricultural products thereby contributing to
their families’ incomes and the nation’s economy at large. Unfortunately, their efforts usually go
unnoticed in the labor force. Failure to report their contribution in the nation’s trade and industry
census put them at a disadvantage when it comes to receiving financial support from the
government to improve their occupation that is labor intensive and low profit (Watt, 1984).
Career education can provide women entrepreneurs the information about diversification to more
profitable and less labor-intensive business.
According to Cable Development report, Nigeria has the highest female entrepreneurs in the
world.

Career Challenges of Women in Entrepreneurship
Challenges are inevitable components of human experiences, and women in Entrepreneurship
have their full share of those experiences and even worse than their male counterparts.
Entrepreneurship engagement poses specific challenges that other professions do not share.
Some of the career challenges of women entrepreneurs identified in several extant literatures.
These challenges include but not limited to the following: absence of laudable assets, sexual
prejudice and gender discrimination, low educational background, inability to own vast land,
inability to manage large business enterprises, lack of courage to venture into large scale
businesses in fear of being of misjudged or misrepresented by their society as unfit mothers for
investing much time to grow their business. (Ogunjemilua and Familugba, 2015; Ojo, Anitsal
and Anitsal, 2014). The need to address these challenges have been exhausted in several
literature reviews persuading every segment of the society to be part of the solution. Of interest
to this study is the role played by the political, economic and social groups in the nation to either
compound the difficulties or harness the means toward solving the problems.
Nigerian women entrepreneurs have other numerous personal and environmental problems
affecting their business progress besides not having the privilege in the production and
distribution of cash crops. They are also unable to secure government loans because their
businesses are too small scale to qualify for financial assistance from either financial institutions
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or the government. (Adepelumi,2011). Sometimes, many of the women are unaware of the
availability of such resources. Consequently, they depend on individual/family savings to
sponsor their businesses (Abeh et al 2015). The women stayed in business despite their
challenges because they have very limited career alternative to fall back on. One of the few
options available was to move to big cities to look for employment, which is almost impossible
for women with less exposure to western education. Unfortunately, these women remain in their
struggle with meager assistance from the governmental assistance. The individuals saddled with
the responsibilities of poor females in the rural areas are family members who are wage earners
in urban cities. Several approaches have been undertaken to resolve the challenges of female
entrepreneurs in Nigeria.
According to the study of Ojo, Anitsal and Anitsal (2015), one of the approaches the Nigerian
government has adopted in handling issues of relevance to women is the establishment of the
Ministry of Women Affairs and Social Development in several states in the nation. While this
initiative is relevant and admirable, more effort is the needed to increase the number of women
assuming reputable positions in Kogi State. The Ministry of Women Affairs and Social
Development hope to expand their activities to cover areas of greater service to women. A more
progressive approach that incorporates entrepreneurial training and skill development that would
further enhance women empowerment is recommended. Despite the relevant contributions of
women to the nation’s economic growth, women are yet to receive substantial support to reduce
some of their business challenges.
As a young state with great potential for growth, Kogi State stands a chance to benefit
immensely from the emerging inquiries and creative opportunities to enhance the development of
human capital and natural resources. The information available about the occupational outlook of
women entrepreneurs and their challenges in this part of the country can use some improvement.
(https://www.afdb.org/fileadmin/uploads/afdb/Documents/Project-and-Operations/Nigeria 2013-2017- Country Strategy).
As it is the experience of women in many parts of the world, Kogi women entrepreneurs are still
waiting for their fair share of the country’s political benefits. This is not to underplay the effort
of the Ministry of Women Affairs and Social Development in conjunction with other groups that
are exploring better outlets to address issues of concern to women. Diverse national and
international organization for Africa are encouraging Africa to look within for “workable
solution to resolve her problem of governance” thereby unlocking potentials for economic
prosperity (AFDB 2017). In the same manner, the Nigerian government is urged by the academic
sector to put in more funding into the education system in the country (Banjo, 2017) thereby
improving the social, economic and political conscious awareness for individual growth, wealth
creation and participation comparatively in the global economy.
Recent report from African Development Bank Group (2013) indicates that Nigeria is
undergoing a serious economic recession since 2016 due to dire economic shocks that include
fall in oil prices, foreign exchange scarcity, and interruption of oil production, sporadic power
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supplies, and political instability in certain part of the country, as well as low capital budget, and
inconsistent economic policies. According to the report, the government has begun a gradual
process to remedy the situation via private investment that would encourage distributions of
economic opportunities and resources among diverse groups through entrepreneurship and
industrialization in the lead sector of agribusiness, manufacturing and mining.
It is under this economic downturn that the Nigerian women entrepreneurs must struggle to
thrive. For this postulation of the federal government to be successful, the approaches for
economic recovery must be gender inclusive. Nigerian women have demonstrated their
capabilities in each of the sectors identified as panaceas for economic rejuvenation and therefore
should be included in every step towards the nation’s economic recovery and political stability.
Since the participation of women in the recovery process and success of Nigeria economy is
crucial, it is imperative to address the conditions that have eclipsed women’s participation in the
economic reports. Having examined the situation of Nigerian women entrepreneurs in the
economy, we are postulating a review of incentives in form of resources and program available
to women leading them to explore their career choices and perform comparably with their male
counterparts. Kogi women entrepreneurs deserve a fair share of the country’s economic and
political benefits.

Entrepreneurial Success for Women
Entrepreneurial success is a general business term that is difficult to define. Just as beauty is in
the eye of the beholder, so also in most cases, the individuals involved in the situation determine
success. The concept of success can be heavily emotional laden that one might find it difficult to
arrive at the objective judgement of determining the business success of an individual. Previous
research showed that both objective and subjective approaches have been used in studying
entrepreneurial success. Some of the common criticism of the early research include basing
research findings on some limited factors, which made prediction of success of low validity. In
addition, many of the studies used subjective approaches.
The objective approach to entrepreneurial success emphasizes, “the traditional, financial and
operative goals of the business that are precise, clear and can easily be translated into concrete
actions.” (Lekovic and Maric, 2015, Padmore and Frecknail-Hughes, 2007). Subjective approach
on the other hand, relies heavily on the personal perception and behavior of the business owner
in measuring entrepreneurial success (Brush and Vanderwerf, 1992). In the study of Kirkwood,
et al (2016), women and men perception of entrepreneurial success were categorized into four
main factors namely, personal satisfaction, financial success, work life/work family balance, and
satisfied stakeholders. Applegate, Krause and Butler (2016), suggested an expanded approach
that combines both skills and behavior as a more comprehensive way of determining
entrepreneurial success. Nonetheless, the popular cry is for a more objective approach as
opposed to the subjective indicator of the business that relies heavily on the personal perception
and behavior of the business owner.
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The preference for objective approach is based on the assumptions that “there would be great
value in a system of selection that is objective and structured, thereby enabling nonpsychologists to be able to administer the test without difficulties. In addition, other factors
besides need for achievement could be measured. This approach will enable the researchers’
prediction of success to have a higher validity (Hornaday and Aboud, 1971). Based on the extant
literature, entrepreneurial success can therefore, be construed as a measure of both psychological
and objective measurement of performance and traits of entrepreneurs in their “pursuit of
opportunity beyond resources controlled” according to Howard Stevenson as mentioned by
Eisenman (2013, p.1). The difficulty in arriving at a simple definition of entrepreneurial success
also extend to the issue of identifying variables for success.
Women entrepreneurial success has been the focal attention of several research undertakings.
The variables for studying women entrepreneurial success identified in several literatures
consulted are as diverse and complex as the concept of entrepreneurial success itself. We have
selected the recurring factors used to study entrepreneurial success for discussion. Prominent
among the factors studied are the personal characteristics of the entrepreneurs and the strategies
associated with growth (Hornaday and Aboud 1996; Rao, Venkatachalm and Joshi 2013; Storey,
1994 Joshi 2013; Robinchaud, et al, 2016; Adom, 2015).
Puente, et al, 2017; Dankwa, 2018, on the other hand, focused on the financial resources, social
capital, wealth creation, growth performance of the business as well as job creation, and the
growth of employees, as important elements in determining entrepreneurial success.
Entrepreneurs traits, intentions and motivation and characteristics were some of the variables
against which many entrepreneurs across the world were examined by Bianchi, et al, 2016, to
determine their entrepreneurial success. The size of business, business output, number of
employees, business growth and capital investment were also considered important to understand
entrepreneurial success for women (Dankwa, 2018). Factors conducive to success for starting a
business, the meaning of entrepreneurial success and or failure, examples of thriving businesses
and programs to foster business success are other variables for entrepreneurial success
(Applegate, Kraus and Butler, (2016). The models for teaching and the learning processes of
entrepreneurship education, and keys to success also emerged in the studies as variables for
women entrepreneurial success (Ginzburg 2017; Zerbe, et al, 2017; Abeh, et al 2015; Rao, et al
2013; Faydle and Gailly, 2008).
While the growing research efforts in the study of entrepreneurial success for women is
commendable, more work is still needed in creating education programs and services for the
development of skills essential to enhance both the objective and subjective aspects of women
entrepreneurial success. The purpose of this research is to draw attention on the indispensable
role of education and other factors that enhance business success of Nigerian Entrepreneurs.
Both formal and informal learning opportunities available in the country will be discussed.
Nigerian women in rural areas need infrastructure to increase production of their farm goods that
would enable them to make much profit from their business. The average per capital income for
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Nigeria in 2016 was 1648.26 USD from 1960 until 2016. The small profit from their businesses
are usually expended on family needs rather than investments (Orvis, 1986; Francis, 2007).
Considering the disparities that exist among entrepreneurial intentions and performances, how do
we determine success for women entrepreneurs without education about factors that would assist
them to invest in their business without sacrificing their family needs?
Entrepreneurship in Nigeria, like the rest of the world, is relevant for economic building and
more importantly for job creation and poverty reduction among women (Rao, Venkatachalm and
Joshi 2013). Women engage in entrepreneurship for various reasons including personal, family
and in some cases, by the influence of their immediate environment. Economic factors have been
the driven force behind their participation in any kind of business. The women needed to
generate income to meet their family daily sustenance especially where the women are the sole
providers for the family. As indicated in extant literature, Nigerian entrepreneurship
development has impacted the economic empowerment of women in form of wealth creation and
good standard of living (Zwingina, 2017). The entrepreneurial success of women entrepreneurs
has also been linked to participation in education program activities needed for skill building,
fostering relationships with big markets and exposure to better financial resources. The intention
for business venture have been found to correlate with perseverance and the desire to succeed
under very extraneous circumstances. The desire to become entrepreneurs and the factors used
for success were related (Buttner, and Moore 1997).
The impact of entrepreneurial success in both developing and developed nations notwithstanding
the proportion of the business, has been demonstrated to enhance women empowerment, wealth
creation, economic growth and poverty reduction. According to the global Entrepreneurship
Monitor 2016-2017, at least 163 million women from 74 countries studied were involved in
business or at the point of beginning one while 111 million women were already established in
their business. The report corroborates the influence of women entrepreneurs world -wide and
showcases women’s roles to the growth and wellbeing of their communities. They provided
income for their families, employment for their communities, product, and services that bring
new values to the world around them. In India for instance, women entrepreneurs in fashion
business attributed their business growth to both human and social factors.
Among the variables examined is the impact of education on entrepreneurship success of the
women. While entrepreneurship was the main alternative for women with less formal education,
the findings show that highly educated women were driven by opportunity motives as oppose to
those with less education who were driven by necessity motives. What is the implication of this
for women entrepreneurs in rural areas with little to nothing education? Education certainly does
provide increase in desire to pursue access for better opportunities.
Another success story of how women are making their stride in entrepreneurial success is that
of Megbope, “the CEO of No Left Overs Nigeria Limited, a full-scale catering outfit which
started with a take-off of 1, 000 Naira (2.77 dollars) but currently has annual turn-over that runs
into millions of naira” (EntrepreNews, 2016). Megbope’s personal characteristics enabled her to
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seek better opportunities to improve her business and became one of the first women all over the
world to take advantage of the 10,000 women initiatives created to “empower 10,000
underserviced women world-wide with formal business skills and education” (EntrepreNews
2016). As her business grew, so was the number of her employees. Her success story has become
an inspiration for many who aspire to start or grow their business.
Women entrepreneurial success is not only evident in business growth and capacity of the
business, but also in enhancing poverty reduction of women in rural areas. Amichi (2017) report
in BCC World Service, brought readers into the unimaginable business success of two women
from different countries changing the lives of the poor one person at a time by transforming
waste into treasures. The two female entrepreneurs, one living in Nigeria and the other in the US
discovered lucrative utilization of stuff that even recycling business would have nothing to do
with. Achenye Idachaba the business woman from Nigeria transformed water weeds into
handicrafts while Pashon-Murray, an entrepreneur from U.S innovatively created rich compost
by mixing food waste collected around Detroit with animal dung from the zoo. While these
women were fulfilling their personal goals of promoting environmental safety, they were also
creating jobs and teaching the communities how to benefit from their environment.
The World Bank (2017) with the cooperation of diverse inside administrative group developed a
multiregional women’s entrepreneurship program launched in Nigeria and Pakistan in 2004 to
offer many services to women entrepreneurs. Through such programs and services, participants
received instruction ranging from business skills such as accounting, marketing, operations to
human management. They were also taught the fundamentals of legal affair in conjunction with
opportunity for networking among peers, wider business population, soft skills training such as
communication and negotiation skills. Although the program contents were similar in both
countries, the materials were customized to participants localization. The success of the program
was credited to the availability of networking among peer groups. The participants were 500 in
Nigeria and, 400 in Pakistan.
In ThisDay’s report on education, the Minister of Education has launched 2017/2018 Global
Education Monitoring Report (that promotes good platform for self-evaluation of countries and
an opportunity for probable adjustments) to highlight certain achievements that resonate with the
intent of the research. According to the report, “222 females scholars were awarded special
scholarships, 330 laptop computers were distributed to female students in Federal Unity School
as well as training the principals and teachers in classroom management using ICT.” (Kuni,
2018). The efforts can be interpreted as a demonstration of ways to reduce existing gender gap in
Nigerian education system. Also, it indicates a step forward to preparing students, administrators
and teachers to compete comparably in the global economy via provision of adequate resources
and training.
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Future Research Avenues and Conclusion
The involvement of women in entrepreneurship have increased over time but the report of their
contributions to the economy is still scanty due to intrinsic factors such low self- efficacy and
low motivation to compete; and environmental factors like gender inequity, low incentive and
resources for high capacity building. The women lack the resources and insight to pursue
business at accelerated speed unlike their male counterparts because of absence of role model
and low capital incentive. Education has been identified as one of the means to bridge gender
gap, improve economic, political, social conditions and the overall well-being of a nation
(Zwingina, 2017). The more informed the women are about the paths to success, the more
excited they will be about taking the bull of success by the horns. Increasing number of women
are thriving and making their strides known in entrepreneurship (GEM 2017).
Extant research show that Nigeria economy has the potential to thrive and compete comparably
with the rest of the world despite her countless challenges and weaknesses. Her resources as well
as her position as the giant of Africa and the speculated third largest country in the world by the
year 2050, make it impossible for her to be invisible in the world arena. According to Forbes
(2018), the “richest African, for the seven years in a row is a Nigerian cement and commodities
tycoon with a net worth of 12.2 billion, up 100 million from a year ago” (Forbes 2018). There
were also three other Nigerians on the African billionaires list; one of them is a female
entrepreneur. Her “estimated 1.6 billion fortune lies in oil exploration from Famfa Oil which
partnered with Chevron and Petrobras on a lucrative offshore oil field.” (Forbs 2018). It is noted
that only three out of the 23 African billionaires who made the list are women. More works are
still needed to extend existing entrepreneurship education to women in the rural area of Nigeria.
Moreover, accelerated educational programs that are gender inclusive, in a conducive
environment geared towards enhancing women access to entrepreneurial training and skills
development, and financial resources for start-up and capacity building, are absolutely
recommended.
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Abstract
Music has often been used in marketing to evoke emotions and enhance the consumer
experience. Especially for service-based businesses, where customer evaluations of the service
encounter can be key in establishing and maintaining competitive advantage (Hartline et al.
2000), music can positively influence the customers’ experience in various ways (e.g., decrease
perceived waiting time, influence dining speed, increase purchase intentions). This research
examines the impact of background music in service settings, specifically regarding its influence
on consumers’ perception of service quality, consumption behavior, and attitude toward the
service provider.
Prior research shows that music helps people regulate arousal and mood (Schafer 2013), and
even the simple act of listening to music can evoke positive emotions and influence well-being
(Krumhansl 2002). As a result, music is often used for emotional regulation purposes (Thayer et
al. 1994), and it has been shown that individuals can actively alter their experience of happiness
by listening to music (Lyubomirsky et al. 2005).
The effects of music can have special implications for the service environment. According to
mood congruency theory, emotions at encoding are congruent with the nature of the emotion in
which memory is recalled. Distinctively, when individuals are in a good mood, they may see the
world in a more favorable light, and consequently exhibit more positive judgement (Bower
1981). Thus, if positive emotions can be induced through music, customers’ perceptions of the
service environment may be positively influenced.
In this research, we aim to demonstrate the influence of background music in the service
environment through a field experiment that involves a mood regulation technique. Individuals
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will then be exposed to a service experience where music is being performed (vs. not
performed). Differences in consumers’ evaluations of service quality and attitude toward the
service provider will be assessed, and implications for business owners will be discussed.
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Abstract
State-by-state, the legalization of medical marijuana is progressing. Yet, dispensaries and
cannabis products, along with many other vice brands, must overcome hurdles to advertising.
Specifically, The Controlled Substances Act (CSA) deems it a felony to “place in any
newspaper, magazine, handbill, or other publications, any written advertisement knowing that it
has the purpose of seeking or offering illegally to receive, buy, or distribute a Schedule I
controlled substance.” The CSA also deems it a felony to “use any communication facility in
committing or in causing or facilitating” a drug offense. Essentially, marijuana advertisements
cannot be broadcast on television or on the radio nor can they be mailed. Moreover, major online
platforms such as Facebook and Google have created policies restricting drug or drug-related
promotions on their websites. Because of these strict regulations, marijuana dispensaries and
cannabis brands have turned to geofencing advertising. This allows companies to send
advertisements to consumers on their mobile devices, based on geographical boundaries or
“fencing” around a central focal point. This research seeks to analyze the current restrictions on
marijuana advertising, the competitive advantage created through the use of under-regulated
geofencing marketing, and the ethical considerations of whether dispensaries and cannabis
brands should advertise.
Keywords: marijuana, cannabis, Controlled Substances Act, geofencing, First Amendment,
dispensary
Track: Ethical Business and Marketing Considerations
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Enhancing Global Brand Equity through
Strategic CSR and Cross-Sector Alliances:
A Stakeholder Perspective
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ABSTRACT
In today’s age of societal and environmental consciousness, global brands have to continuously
find ways of enhancing value for multiple stakeholders. This paper makes a case for global
brands to incorporate “strategic CSR” as well as cross-sector alliances as part of their branding
strategy and offer solutions that cater not only to the end-user but to a multiplicity of stakeholders including community members. CSR activities can be strategic in nature where a
company can address specific social or environmental issues in ways that fit strategically with its
long-term vision, core competencies, intellectual property and other resources (Porter and
Kramer, 2006).
Global brands that align their business strategy with the interests of stakeholders - customers,
partners, employees, investors, and communities or society at large, can reap higher sales and
revenues, attract/retain both employees and consumers, and earn support from the entire
ecosystem e.g., communities, government, regulators and society. The concept of ‘doing good’ is
not new to many companies but the idea that such practices are an investment, rather than a cost,
suggests that companies can ‘do well by doing good’ (Sisodia, Wolfe, & Sheth, 2007). By
adopting this philosophy and by communicating with stakeholders and learning from them,
global brands can influence as well as be influenced by stakeholders. By achieving a
multidimensional set of objectives such as being a great place to work, being innovative,
engaging in fair trade practices, or reducing its carbon footprint, rather than just concerning itself
with market share or share price, companies can also create great brand value (Chakravorti,
2010).
The author further proposes that global brands can create value by forming cross-sector alliances
(CSAs) especially with non-profit organizations (NPOs). Companies may be adept at building
relationships with customers, investors, and supply chain members, but when they need to
expand their sphere of influence to communities or even the environment, their skill sets may fall
short and partnering with experts such as non-profit organizations may become necessary. Such
partnerships are called cross-sector alliances (CSA) and are defined as collaborations between
for-profit businesses and non-profit organizations (NPOs). Resource dependency theory suggests
that collaborations can occur when organizations seek to obtain externally what they do not
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possess (Pfeffer & Salancik, 1978). In a complex and rapidly evolving socio-economic
environment, global brands can develop partnerships with stakeholders in non-profit
organizations. These partnerships themselves can help global brands develop
sustainable competitive advantage as the resources, skills and capabilities generated through
collaboration would not have been possible for the firm to have developed on its own (Zaheer &
Bell, 2005).
CSAs can cooperatively attempt to effectively address social problems of mutual
concern (Sakarya, Bodur, & Öktem , 2012). Such collaborations at the level of individuals or at
the corporate level can often result in social innovations (Austin & Reavis, 2002). Such
partnerships have the potential to create transformational collaboration and social
change (Stafford & Hartman, 2001). CSAs can also enable and encourage global brands and
multinationals to adopt and practice codes of conduct benefitting local communities and society
at large, which helps the firm succeed as it learns to create and maintain relationships with
multiple stakeholders and create value through CSAs. Successful CSAs would be able to
leverage the core competencies of each partner. For example, businesses share their technology,
marketing or finance related expertise with NPOs that could in turn provide access to local
communities and projects.
According to Austin & Seitanidi (2012) CSAs can lead to the following types of value creation:
(i) associational value, (ii) transferred resource value, (iii) interaction value and (iv) synergistic
value. Associational value is derived purely based on a partnership between two entities. Global
business corporations, operating in diverse countries can derive social and political benefits
through their association with local NPOs. Through transferred resource value one partner may
receive an asset from another. This can include cash or transfer of company specific skills.
Interaction value is a benefit that accrues as a consequence of two partners working together and
can include intangible assets such as reputation, trust and transparency. Synergistic value is
created when collaborating entities jointly achieve more than they could have done individually.
Thus, global brands that partner with NPOs can generate synergistic value in the social and
environmental domains.
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This research adopts a new approach to studying global branding by incorporating strategic CSR
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Abstract
Campus sustainability programs typically confront a familiar if not recurring problem: while
students and faculty are generally supportive of sustainability initiatives there are considerable
differences among students as to what ‘sustainability’ means and how it might relate to local
issues on campus (Walshe 2008). This incongruity of prior student knowledge is unfortunate for
two reasons: (1) action on a specific issue is often delayed by the need to launch an antecedent
awareness campaign; and (2) framing differences that exist among students can lead to confusion
about the purpose/goal of a proposed initiative (Berkowitz 2004). Marketers aiming to promote
programs of sustainability on campus can, therefore, benefit by understanding how the notion or
concept of sustainability is represented within and among their target audience.
The current study analyzes 460 open-ended responses from US students who were asked to
define ‘sustainability’ at the outset of a survey on attitudes and behaviors related to local campus
issues and activities during the Fall of 2015. Student responses are content analyzed for parts of
speech and frequency of term expression (Feldman and Sanger
2007; Neuendorf 2002). Following Roberts, Stewart, and Tingley (2018), a structural topic
model approach is used to establish categories from the variables of gender, academic year,
major of study, and campus involvement. Results are presented and implications for marketing
strategy are discussed.
The managerial implications for sustainability programs on college and university campuses are
also explored and discussed. Following Berkowitz (2004) the social norms theory approach is
framed in the context of social marketing strategies (Wymer 2011). Particular emphasis and
attention are placed on leveraging some of the traditional tactics that beset promotional
marketing and advertising. Not only do these methods and techniques prove effective over time
but they are arguably closely aligned with the sustainability goals of many universities and
colleges.
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Track: Green Marketing/Sustainability
ID#: 1325

236

Healthcare Marketing
Track Chair

Dr. Harish Sujan
Tulane University

237

Comparing Baby Boomers and
Generation X Preventive Health Care
Information Tendencies & Propensities: A
Social Media Emphasis
Joe Cangelosi, University of Central Arkansas, joec@uca.edu (contact)
David Kim, University of Central Arkansas, davidk@uca.edu
Ken Griffin, University of Central Arkansas, keng@uca.edu
Ed Ranelli, University of West Florida, eranelli@uwf.edu

Abstract
For the US healthcare system to work more efficiently, there must be an increasing shift from
symptomatic to preventive health care (PHC). Prevention must be the cornerstone of the
healthcare system rather than the traditional reactive or symptomatic approach that currently
prevails (BCC Research, 2009; Gagnon & Sabus, 2015). Preventive Health Care is care
resulting from the awareness and efforts a person undertakes to enhance and preserve physical,
mental, and emotional health for today and the future (Cangelosi & Markham, 1994). The
transition to a PHC system means PHC information (PHCI) must be readily available.
Prevention requires a fundamental change in the way individuals perceive and access the
healthcare system, and the way healthcare is delivered. This study will address two of the broad
aspects of cultural background (operationally defined in terms of cohort groups: Baby Boomers,
Generation X, etc.) and ways PHCI is accessible and delivered (the emphasis in this study is on
social media).
For the past five to ten years, the internet has been and continues to be rated as the single most
important means of accessing PHCI (Cangelosi, Ranelli, & Kim, 2012). Although most healthrelated information acquired from the Web addresses symptomatic issues, the quest for PHCI is
becoming increasingly more prevalent (Freudenheim, 2011). When one considers that almost
88% of the U.S. population is online, the power for delivering PHCI electronically cannot be
underestimated (Internet World Stats, 2017). Traditional internet search and browsing have
been greatly facilitated and expanded by social media. Social media (SM) is a vehicle for people
to share ideas, content, thoughts, and relationships online. It differs from traditional print, audio
and video media in that anyone can create, comment on, and add to SM content (Scott, 2013).
Although early efforts to document the impact of SM have not been encouraging, the potential
for SM to deliver PHCI cannot be overlooked (Cangelosi, Ranelli, & Kim, 2013).
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Past studies have examined (1) the tendencies of health consumers to access and apply PHCI in
their lives (Cangelosi,
Ranelli, & Markham 2009), (2) the various delivery systems for symptomatic issues (Cangelosi,
Ranelli, & Kim, 2013), (3) attitudes toward PHCI delivered via SM (Cangelosi, Kim and Ranelli,
2015), and (4) social media and networking (SM&N) channels preferred by health consumers
(Cangelosi, Ranelli, & Kim, 2018). Because individuals respond differently to health
information, producers and distributors of PHCI must have a better understanding of what health
consumers seek in using SM. This study will examine and compare how SM is being used to
access PHCI by two US cohort groups, Baby Boomers and Generation X, that comprise over
47% of the US population, and represent two population segments with the greatest need for
PHCI (Bureau of the Census, 2017).
The spread of SM use can widely be understood as a bottom up, consumer-driven process that is
changing the demand for access to health information, including PHCI. Web 2.0 or the readwrite web gave the ability to accommodate internet users desiring to use, create, share, edit, and
interact with online content. This aspect of Web 2.0 made possible the development of SM sites
(Kaplan & Haenlein, 2010). It is a departure from the traditional Web 1.0, which was read-only
(one-way) content (Gagnon & Sabus, 2015). The use of SM in healthcare is widespread. At the
end of 2012, 67% of American adults with Internet access had used some form of SM, and 59%
had used the Internet to look for health-related information (Brenner, 2013; Fox & Duggan,
2013). In addition to the traditional SM platforms such as Facebook and Twitter, Americans use
a number of SM platforms to connect and collaborate with others who have the same health
issues or may want to participate in a research study (Ramo & Prochaska, 2012).
Health care expenses increase with age. HC spending more than doubles from the 44-65 to 65+
age categories, growing from $8,370 per capita annually for the 44-64 group to $18,424 for the
65+ group.
The 19-44 age group spends only half of what the 44-64 group spends. Coupled with the
importance of SM for obtaining PHCI, the amount of money that preventive medicine can save,
and given that health care spending increases with age, more than justifies the need to study
Baby Boomer and Generation X tendencies and propensities toward PHCI. The Baby Boomer
and Generation X consumers can be described as cohorts, or a group of people grouped together
in history by a set of events. These events can be anything from technological changes, wars,
political changes, etc., and many of the attitudes that persons in a cohort have in common are
resistant to change over time, including health care attitudes. Hence, as cohort groups, Baby
Boomers and Generation Xer’s can be considered as groups for analysis (Berkowitz, 2017).
The goal of this study is to assess the importance of various SM platforms and sources as
delivery systems to access PHCI by two cohort segments in the US, Baby Boomers and
Generation X. The various SM sources are analyzed through different demographic groups that
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have been researched earlier (Cangelosi, Ranelli, & Kim, 2015). The SM platform research
questions that are addressed are as follows:
In the aggregate, how important are the various SM platforms as delivery systems of PHCI for
Baby Boomers and Generation X?
Which of the various SM alternatives or combinations of alternatives are considered most
important by Baby Boomers and Generation X?
Comparing Baby Boomers and Generation X concerning their SM propensities and tendencies
toward acquiring and using PHCI.
Selected References from the W.I.P. manuscript (due to space limitations)
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Keywords: preventive health care information, social media, social networks, Baby Boomers,
Generation X
Relevance to Marketing Educators, Researchers and Practitioners:
The marketing and distribution of PHCI is the key to helping the health consumer, especially
Baby Boomers and Generation Xer’s, to be aware of and gain access to health information. This
information will save them money, prolong their lives and increase the quality of their lives.
This research is but one step in developing marketing efficiencies in reaching the US cohort
groups that it will impact the most in the upcoming years.

240

Author Information:
Joe Cangelosi, Textbook Brokers Professor of Marketing at the University of Central Arkansas
David Kim, Associate Professor of Marketing at the University of Central Arkansas
Ken Griffin, Associate Dean and Professor of MIS at the University of Central Arkansas
Ed Ranelli, Dean Emeritus and Professor of Economics at the University of West Florida
Track: Health Care Marketing
ID#: 1308

241

Organizational Wellness Programs as
Internal Social Marketing: A Literature
Review of Feasible Approaches
Faith Bontrager, faith.bontrager@cigna.com
Kimball P. Marshall, kimball.p.marshall@netzero.net

Abstract
Social marketing refers to marketing programs designed to encourage people to change their
behavior in ways that enhance the social good. Such programs may also seek to enhance
personal good. Wellness programs are efforts designed to encourage people to change behaviors
so as to improve personal health with the result of reducing health care costs for the society as a
whole and for the communities in which they are involved. As such, wellness programs are
social marketing programs designed to improve individual and public health and may be offered
or administered by for-profit companies, not-for-profit organizations, or government agencies.
Internal marketing programs are efforts by organizations to encourage employees to “buy into”
and perform in accordance with the firm’s strategic policies and programs. One recent focus of
internal marketing is employee participation in wellness programs. Wellness programs are
increasing in popularity due to recognition of reductions in health expenses and productivity
costs. Such programs link social marketing and internal marketing, and so represent
opportunities to expand marketing activities to enhance the social good and firm performance.
This paper provides a literature review of findings regarding internally focused corporate
wellness programs and develops recommendations to enhance employee participation.

Introduction
The objectives of this paper are to provide a literature review of recent wellness programs
offered to employees by for-profit businesses and to develop from this review recommendations
for effective internal marketing approaches to enhance employee participation in wellness
programs. The theoretical position taken here is that wellness programs are a form of social
marketing and that company sponsored wellness programs require internal marketing programs
for effective employee participation. As used here, social marketing (Andreasen 2006) refers to
marketing programs designed to encourage people to change their behavior in ways that enhance
the social good. Such programs may also seek to enhance personal good. Wellness programs
are systematic efforts designed to encourage people to change behaviors so as to improve
personal health with the result of reducing health care costs for the society as a whole and for
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their communities. As such, wellness programs are social marketing programs designed to
improve individual and public health. Such programs may be offered or administered by public
for-profit companies, not-for-profit organizations, or government agencies. Internal marketing
(Kotler and Keller 2006) programs are efforts by organizations to encourage employees to “buy
into” and perform in accordance with company policies and programs in support of the firm’s
strategic goals. One application of internal marketing is to enhance employee participation in
wellness programs with the strategic intention of reducing health/illness related costs.
Wellness programs are increasing in popularity among for-profit organizations due to
recognition of potential reductions in employee illness costs and cost savings from employee
health. Such costs might include healthcare costs and reduced operating efficiencies due to
tardiness, absenteeism, presenteeism, and lower work productivity (Loeppke et al. 2009, Goetzel
et al. 2004, Riedel et al. 2001). Such programs link social marketing and internal marketing, and
so represent opportunities to expand marketing activities to enhance the social good, personal
well-being, and firm performance. Health care costs also affect individual employees. DiJulio
(2017) indicates that 27 % of Americans polled have put off needed health care due to cost
concerns, 23% have skipped a recommended test or treatment, and 21% declined filling a
prescription due to cost. However, due to the structure of health care delivery and the traditional
roles of health practitioners and patients (Marshall et al. 2009), employees may be slower than
corporations to realize that health behaviors impact their pocketbook. Therefore, company
wellness programs might precede the employee’s readiness to change. Thus, there is a need for
careful program design and strategic use of internal marketing.

Background of Wellness Programs
Today major organizations as Accenture, Asana, Draper, Google, Intuit, Microsoft, and SAS
(Martis 2018), among many others, have incorporated wellness programs directed to their
employees. These programs initiate internal marketing programs to encourage employee
participation. Motivations for such programs include rising health care costs and recognition of
increasing morbidity in the United States workforce. Between 1968 and 2011 workforce obesity
prevalence doubled from fifteen to thirty percent (Arnett, 2016), while treating people with
noncommunicable diseases such as obesity, diabetes, and hypertension consumed 84% of United
States’ health care expenditures and 17.9 percent of GDP. Based on Kaiser Family Foundation
Studies (2013, 2017), during the period 1999 to 2013, while inflation totaled forty percent and
workers’ earnings rose fifty percent, health insurance premiums rose 182 percent and workers’
contributions rose 196% (Arnett 2016). In addition, Musich (Musich et al 2004) noted as early
as 2004 that workers with 5 or more health risk factors generated $12,000 in claims annually
versus just $2,167 for workers with no risk factors. Clearly both organizations and workers can
benefit from effective wellness programs (Bolnick et al. 2013; Naydeck et al. 2008).
Wellness programs in the worksite are not a new idea. The British Navy provided limes to
sailors to reduce the incidence of what we now know as scurvy on long voyages, earning British
sailors the name “Limeys.” Sadly, while other fruits such as lemons and oranges were found to
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be successful, the use of limes was not because limes provided substantially lower vitamin C
than lemons and some other fruits. Still, the name stuck. Despite that wellintentioned early (but
questionable) start, bringing wellness programs to the worksite in a systematic way only began in
the mid-1970s. As Reardon has observed:
“The impact of worksite wellness programs, in existence since the mid-1970s, is justified in
theory and supported by research. The existence of these programs reflects a gradual shift in
responsibility for health care from government to employer and from the health care industry to
its consumers over the last 25 years.” (1998)
Today, according to Lang (2017), “approximately seventy percent of employers offer some type
of wellness programming to employees” but the percentage of firms offering comprehensive
programs is substantially lower. Similarly, using 2012 Rand Employer Survey data, Mattke
(Mattke et al. 2015) noted that only about one-third of small employers (50 -100 employees) had
wellness programs while four-fifths of the larger employers (1,000+ employees) had wellness
programs. Wellness programs vary in terms of range of services and professional support.
Programs may be as simple as a health risk assessment or may be much more comprehensive.
Clinical or “biometric” screenings may be offered – checking physical factors that indicate
health risks such as weight and BMI, BP, cholesterol, or blood sugar levels. Some programs
offer coaching or follow up for higher risk numbers. A program may encourage prevention such
as annual physicals, flu shots, or other immunizations. Some programs offer incentives or
coaching to help employees eat better, exercise, manage stress, stop smoking or work on other
health behaviors. A program may help an employee to manage chronic conditions such as
diabetes. Some programs include clinics at or near the worksite and, as Mattke states, “benefits
can be offered by employers directly, through a vendor, group health plans, or a combination of
both.” (Mattke et al. 2013)
Regarding the range of services offered, Mattke (Mattke et al. 2015) reported that among
employers who offered wellness programs, thirty-four percent offered only limited programs,
and thirteen percent comprehensive programs. Mattke observed that twenty percent offered
screening-based programs, twenty-one percent offered intervention-based programs, and twelve
percent offered prevention-based programs. Overall, seventy percent of smaller employers
offered only limited programs. Program expense may be a factor. Halpern (2016) reported that
employers with comprehensive programs spend, on average, about $700 per employee per year.
The range of health behavior issues addressed can be substantial or minimal. The Kaiser Family
Foundation reported in 2017 (drawing from their nineteenth annual survey of private and
nonfederal employers) that 38% of small firms and 62% of large firms offered health risk
assessments, and 21% of small firms and 52% of large firms offered biometric screenings. In
addition, 58% of small firms and 85% of large firms offered programs in one or more of
following areas: tobacco cessation; weight management; diet; exercise; stress management;
management of chronic conditions; and overall behavioral or lifestyle coaching. Wellness
programs may include efforts to reduce risks of transmittable illness by promoting flu shots and
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good handwashing. Reflecting the use of technology, eight percent of small firms and 14% of
large firms reported collecting health information using wearable devices such as a Fitbit or
Apple watch. Such technologies and health screening results may be used to award financial
incentives. Among large firms that offered financial incentives, 25% had incentives of $150 or
less, 33% had incentives between $151 and $500, 23% had incentives between $501 and $1000,
13% had incentives between $1001 and $2000; and 6% had incentives over $2000 (Kaiser 2017).
One of the major risk factors that wellness programs frequently focus upon is obesity. It may be
that this health risk factor can often, but not always, be reduced primarily through diet and
exercise, among other techniques. But obesity has also been shown to have substantial effects on
direct and indirect health care costs. Goetzel (Goetzel et al. 2013) noted in 2013 that increasing
obesity rates contributed significantly to health care spending and the worsening Workforce
Wellness Index (WWI). Hammond and Levine (2010) reported findings from the Health
Professionals Follow-up Study of 29,000 men followed for a three-year period that the risk of
chronic heart disease (CHD) was fifty percent higher for with BMIs (kilograms per meter
squared) of 25 to 28.9, twice as high for workers with BMIs of 29 to 32.9, and three times higher
for workers with BMIs greater than 33, compared to workers with BMIs below 22.5 or below. In
addition, Hammond and Levine (2010) also noted similar findings from the from the Thompson
model (Thompson et al. 1999) using data from the NHANES and the Framingham studies,
among others, regarding the effects of obesity on men and women age 35 to 64 as indicated by
BMI in regard to life expectancy, hypertension, hypercholesterolemia, type 2 diabetes mellitus,
CHD, and stroke. These researchers then linked these obesity findings to increased health care
costs including prescription drug costs and primary care costs. Similarly, Pronk (Pronk et al.
1999) noted from a managed health care organization study in Minnesota that a 1-point increase
in BMI was associated with a 1.9 percent increase in median medical spending over an 18-month
period. In addition to direct health care costs, Hammond and Levine (2010) also document
indirect costs associations with obesity including absenteeism, lower productivity when present
(presenteeism), and disability costs. Gates (2008, p 43) noted that a ten percent loss in weight
can yield substantial health and economic benefits. As Gifford has observed:
“The importance of health status – rather than body mass itself- is reinforced by the findings
from the first-difference analysis. Improved health, stress, and psychological distress were
significantly associated with reduced illness absence and presenteeism among employees
initially in the overweight and obese BMI categories. At the same time, employees initially in
the obese category who moved into a lower BMI category experience better job performance on
average than employees who remained obese (Gifford, 2015) p 280-281.

Financial Costs, Benefits, and ROI of Wellness Programs
The return on investment (ROI) on wellness programs has sometimes been difficult to ascertain.
This may be due in part to the variety of wellness offerings, the variety of healthcare benefits,
and the variety of metrics used to measure health improvements and costs, and the need to
consider both direct and indirect financial costs and benefits (Kowlessar et al. 2011). Much of
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the literature cites positive ROIs for wellness programs. Berry (Berry, Mirabito and Baun 2010)
indicates ROI can be as high as 6 to 1 on health care costs. Goetzel and Ozminkowski (2008)
report a ROI range of $1.40 to 3.14 (median of $3.00) per dollar invested, and Baicker (Baicker,
Cutler and Song 2010) cites a ROI on medical costs of $3.27 per dollar invested.
Growing research indicates that indirect cost savings due to worker productivity may be higher
than medical savings. Baicker (Baicker, Cutler and Song 2010) shows a return of $2.73 in
decreased absenteeism costs. Berry (2010, p2) also noted the indirect cost benefits of wellness
programs and observed that “Healthy employees cost you less.” In support, Berry cited a study
of the MD Anderson Cancer Center that reported that wellness programs resulted in a decrease
of 80% in lost work days and a Towers Watson study that found that wellness programs resulted
in “significantly” lower voluntary attrition. The potential organizational and personal benefits of
employee health improvements through effective wellness programs is clear. The challenge is
effective internal marketing; how to motivate effective participation. To begin to answer this
question, it is useful to consider recognized successful programs.

Notable Successful Wellness Programs
Goetzel (Goetzel et al 2001) documented potential benefits of wellness programs through the
Health and Productivity Management (HPM) benchmarking initiative carried out with
participation by seventeen Fortune 500 companies in the HPM Consortium Benchmarking Study
begun in 1997. The study gathered data from 43 companies representing approximately
1,000,000 workers. Following benchmarking and program evaluation, the researchers found that
among companies achieving HPM “best practices” designation, operationally defined as the 25th
percentile in program utilization and cost measures, median HPM costs per employee (group
health, turnover, unscheduled absence, non-occupational disability, workers’ compensation) at
benchmarking were estimated at median cost of $9,992 per employee per year. These costs were
estimated to be reduced among “best practices” companies by $2,562 per employee per year.
Even higher cost savings were achieved at higher percentile best practices achievements.
The Goetzel (Goetzel et al. 2001) report is particularly pertinent in that the study included
findings from site-visits with companies achieving best-practices ratings. Ten “themes” were
found to be common among most of the companies visited. These themes included:
1. Alignment between HPM and overall business strategy;
2. Interdisciplinary team focus;
3. A program champion or a team of champions;
4. Senior management and business operations as part of the team;
5. Prevention, health promotion, and wellness staff were heavily engaged;
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6. Emphasis on quality of life improvement;
7. Data, measurement, reporting, and ROI studies became increasingly important;
Communication was constant and directed throughout the organization.

8.

8. There was a constant need to improve by learning from others outside the organization;
9. The team was having fun.

Wellness Best Practices
There can be a tendency among wellness programs to simply offer information “If you offer it
they will come, and they will change their behavior.” However, research and experience do not
support this approach. Worksite wellness programs should be informed by internal marketing,
social marketing, and behavioral economics. Successful wellness programs are not simply a few
lunch & learns or a yearly screening but a carefully crafted change in the culture. Such a change
will be challenging but these types of change have produced significant rewards.
Common themes among successful wellness program included:
•

Integrating health and wellness in a larger corporate culture of health;

•

Careful use of messaging and framing;

•

Appropriate incentives;

•

Designing programs with clear objectives, metrics, and evaluation.

Each of these are reviewed below.

A Culture of Health
Dee Edington, of the Health Management Resource Center, stated:
“Our goal is to convince organizations to make health an integral part of the corporate culture....”
(2009, p 75) “...We know that if individuals are to make a sustainable behavior change, they
must be in an environment that supports that change. If someone changes a behavior and then
returns to the same unhealthy environment that caused or aggravated the behavior, the chances
are pretty good that they will return to their original behavior. Despite all the psychological
evidence that this is true, many behavior change professionals persist in focusing only on the
person and the problem, and overlook the place where the problem is happening.” (p 78-79)
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Workers spend much of their day at work and cues from the work environment trigger many
health behaviors. If a wellness program teaches and incentivizes healthy behaviors, while the
corporate culture, from the cafeteria to stressful work demands, reinforces unhealthy behaviors,
behavioral changes will be limited and temporary. A wholistic, cultural approach is needed.
Goetzel (2001) found that corporations with high health and productivity outcomes align health
and productivity management with their overall business strategy. In these companies, wellness
planning and the involvement of senior management go beyond simply decreasing healthcare
costs to focus on employees’ overall quality of life (p. 14). This becomes a corporate culture
issue and wellness becomes a benefit not only because of the outcome but because of the
process. Summarizing site visits to companies with top performing wellness programs he notes,
“The team was having fun.” (Goetzel, 2001, p. 15). Kaspin (2013) further reinforces this view
of wellness programs as not just concern with ROI, but as an investment in improving
employees’ lives. Related to this view, Hollands (Hollands et al. 2016) suggested targeting
nonconscious behaviors and noted that unhealthy behaviors are not predominantly driven by
conscious decisions but are responses to environmental cues without full consideration of
consequences. This recognition can lead to more effective programs that present positive cues
such as attractively painted stairwells to encourage stairs instead of elevators or positioning
healthier foods such as vegetables as default items in employee cafeterias even if employees can
substitute fries.

Peer Support
Peer support is related to the concept of a culture of health because peers reinforce cultural
values and norms. People are strongly influenced by peers and social pressure. Courtney (2014)
has suggested that behavior change is often more consistent when people make their goals public
or sign a pledge to change their behavior. Simply, Kamencia (2012) suggests that asking a
person if they will perform a socially desirable action makes her or him more likely subsequently
perform the action. Kamencia (2012). Therefore, programs should encourage public peer buy-in
and involvement.

Clear Messages - Context and Framing
Assuming top management support, and a corporate culture that embraces wellness and healthy
behaviors reinforced by peer support and publicly accepted norms, effective communication is
critical. Noar (2007) found that the most effective communications involved personally tailored
messages that promoted self-efficacy, acknowledged differences in individuals’ stages of
readiness for change, and allowed room for the process of change. Administrator credibility is
important. Decisions are strongly influenced by who presents the message. Courtney (2014)
notes that communication that is consistent throughout the organization will be more effective.
Goetzel (Goetzel et al. 2001) notes that employees should perceive that the information is
relevant to them.
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The framing of messages is important to prevent decision fatigue. Communications should
consider Rice’s (2010) observation that people use “rules of thumb” in order to make
complicated decisions and avoid “decision fatigue.” Therefore, communications should build,
were possible, on prior beliefs and provide clear, realistic, uncomplicated options. Consistent
with Rice, Courtney (2014) adds that people are most likely to choose a default option, often the
first option in a list, especially if it appears that it is the recommended option. Rice (2013) and
Kamencia (2012) note that providing too many options can contribute to decision fatigue and to
inconsistent health decisions. The more options to be considered and the more decisions a
person must make, the more likely he or she is to choose the default option. Administrators
should consider this at in annual enrollment periods for cafeteria style wellness programs and
health insurance. Employees who have many choices or feel that they do not have the
knowledge to make choices, may exhibit decision fatigue. Decision fatigue then may lead to
employees choosing options that are not in their best interest, not remembering the options
chosen or the reasons, and, thus, not using the health benefits for which they paid or perform the
behaviors to which they committed.

Priming
The concept of “priming” (subtle influences within the environment that encourage a particular
choice) can be an effective part of wellness message framing. Papies (Papies et al. 2014) found
that overweight or obese shoppers who were “primed” in a grocery store by being given a recipe
flyer with a health-related diet prime bought 75% fewer snacks than those who were not primed.
Hollands (Hollands and Marteau 2016) found that pairing unhealthy foods with images of
negative health outcomes lead to healthier food choices. However, priming can be complicated.
Pairing healthy foods with positive outcomes did not change consumer choices, but simply
stimulating memories of eating vegetables increased the likelihood that a person would eat more
vegetables in the future (Robinson et al 2011). Rice (2010) illustrated priming by relating a
study in New Mexico in which tape was put on grocery carts to designate a produce section of
the cart. Produce sales doubled. Still, Walsh (2014) found that health priming was not likely to
work in a population “depleted” by decision fatigue. Continuing research in the area of health
priming should inform wellness programs and those working towards a culture of health.

Behavioral Economics and Appropriate Incentives
Courtney (Courtney et al. 2014) summarized behavioral economic research regarding health
writing that “people are not always rational and do not always act in their own best interest.”
They noted that health decisions are often intuitive, more receptive to anecdotes than to statistics.
Rice (2013) agreed stating, “People often make decisions in health care that are not in their best
interest, ranging from failing to enroll in health insurance to which they are entitled, to engaging
in extremely harmful behaviors.” As Rice (2013) has observed, people prefer the status quo.
When this includes unhealthy eating, a sedentary lifestyle, smoking, or other unhealthy habits,
this bias is a health disincentive. People are more concerned about losing something they
already possess than gaining something that they do not yet have and are more likely to focus on
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the present than the future (Rice 2013; Courtney et al. 2014). Health messaging that addresses
the present or nearterm is more likely to be effective than messages that focus on the distant
future. For example, promoting healthy eating as a way to increase energy is likely to be more
effective than promoting healthy eating to reduce the risk of disease in retirement years.
Will eating a healthy meal, taking an exercise class, or staying away from smoking for a day
influence long term behavior? Perhaps. Rice (2013) notes that if a person chooses an option
from one set of alternatives, they are more likely to choose the same alternative later even if the
choice is from another set of alternatives (Rice, 2013). People are often willing to repeat
previous actions without evaluation. However, when suggestions are offered, they influence
decisions unless the person has a reason to make a different decision (Kamencia 2012). Once a
decision is made, encouraging a person to make specific plans for completing an action can
increase the likelihood of him or her following through with the chosen action (Kamencia 2012

Incentives
Given the seemingly non-rational behavioral economic tendencies of many people, the
development of appropriate incentives becomes important for internal marketing programs to
enhance participation and follow-through in wellness programs. Mattke (Mattke et al. 2015)
report that sixty percent of the smallest employers (50–100 employees) studied and ninety
percent of other employers used incentives, mostly monetary, to promote program participation.
Reporting on Rand Corporation data, Mattke (Mattke et al. 2013) report that 69% of employers
with fifty or more employees offered financial incentives to encourage wellness program
participation including health assessments and health improvement results such as reduction in
risk behaviors such as smoking and increased performance of healthy behaviors such as exercise
and diet, and improvements in health assessment indices such as weight loss, blood pressure, and
body mass index (BMI) readings. In addition to financial incentives, other incentives included
novelty items such as t-shirts, event tickets, and gym memberships.
Incentives, financial or otherwise, although widely offered and logically expected to increase
effective participation, can be problematic. Apart from legal and government regulatory
constraints reviewed in the Rand Corporation 2012 study (Mattke et al. 2013), from a behavioral
economics perspective, incentives can enhance engagement and reinforce healthy behaviors or
undermine the program and be counterproductive depending on how they are offered. Incentives
increase participation. Mattke (Mattke et al. 2015), reporting on the Rand 2012 Employer
Survey, noted that when no incentives were offered, the median employee participation rate was
only 20 percent among employers studied. When incentives were offered, the median
participation rate doubled to 40 percent. In terms of behavioral economics, it matters if
incentives are framed as “rewards” or “penalties.” In the 2012 Rand study, the median employee
participation rate was 40 percent when rewards only were offered and 73 percent when there
were penalties for non-participation. These survey findings are consistent with behavioral
economics research. For example, both Courtney (2014) and Rice (2010) found that people are
“present biased” and “loss averse.” People tend to be more concerned about losing something
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they now have than gaining something in the future. Smaller incentives that are immediately
available are valued more than larger incentives in the more distant future.
Furthermore, incentives do not always work. Incentives should not be given for something that
employees are likely to find inherently interesting, as this may decrease the desired behavior
(Kamencia 2012). Unusually high value incentives may also reduce desired behaviors by
involving undue pressure or stress (Courtney 2014). Highly visible incentives are also more
likely to work, whereas incentives are less likely to be effective when bundled into a larger
package. (Volpp et al. 2011, 2009)
An additional issue is whether incentives are ethical? Ethical justifications for financial
incentives include: “externalities,” the concept that poor health behaviors by a few employees
affect carry consequences for all employees by raising premiums and “internalities,” the concept
that participants may truly wish to lose weight or stop smoking but have difficulty accomplishing
this goal on their own (Halpern, 2016). Volpp (Volpp et al. 2011) noted that many poor heath
behaviors tend to have immediate gratification with long-term costs. Supersizing a fast food
order may provide immediate gratification but may contribute to obesity and hypertension.
Many positive health behaviors may have an immediate cost (buying a diabetes medication) and
long-term gratification such as avoiding diabetes complications in the future. Incentives can help
to balance the scale. However, care must be taken with incentives to make certain that
inadvertent worker discrimination does not occur in the guise of wellness programming.
Employees wishing to participate or actively participating with weak results should not be
excluded from rewards or penalized due to genetic or social conditions.

Program Design, Objectives, Metrics, and Evaluation
Wellness programs should be guided by clinical research but also by marketing and business
principles and behavioral economic research. Many programs reported in the literature had not
been designed with clear objectives or with pre-defined metrics, including benchmarks to
evaluate results. Programs need to be designed with clear objectives, a plan for evaluation, and
clear metrics. ROI expectations should be considered before program design and both direct and
indirect costs should be included in goal setting. Where will you expect ROI? Health care costs,
productivity, employee recruitment/retention? How will you measure ROI? Senior leadership
must evaluate desired goals and design programs with clear metrics. Is the goal simply to reduce
direct healthcare costs or to improve employee productivity as well? How will these be
evaluated?

Conclusions and Recommendations for Successful Wellness Programs
The literature reviewed in this paper suggests several major areas for consideration in the design
of internally focused, organizational wellness programs for employees. These include: creating a
culture of health; visibly involving top management; designing benefits with messages and
incentives that motivate rather than demotivate effective employee participation; communicating
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with clear, consistent, individually tailored messages; and planning for program evaluation based
on clear objectives and appropriate metrics.
Perhaps the most important recommendation to be derived from a synthesis of the literature is
the need to create a culture of health throughout the organization. Wellness programs must be
part of a larger culture of health (Kent et al. 2016). Such a culture reinforces healthy choices
instead of undermining them. It incorporates positive peer support. Appropriate internal social
marketing reinforcing the culture of health increases the likelihood of successful, lasting
behavior change. Evidence of such a culture may extend from easy access to healthy food
choices in the employee cafeteria and encouragement of physical activity to default choices in
the health benefit plan, and in all areas will be reinforced by visible top and middle management
participation in wellness program activities beyond verbal endorsements.
Related to a wholistic culture of health is the need to better equip employees with skills for
effective utilization of health and wellness programs. While increasing health risks have
increased costs, health insurance prices have also gone up significantly (Emmanuel et al. 2016,
2017). Some corporations have addressed these costs by the use of consumer driven healthcare
plans to encourage cost awareness and service shopping. Employees who have not developed
these skills may decrease use of primary care which may raise costs due to untreated chronic
illnesses. Many employees might not have the skills to use these types of plans effectively
(Marshall et al. 2009). Employers using these types of plans should assess employees
understanding of how to use their benefits and plan for education and support where necessary.
The Kaiser Family Foundation (2017) indicates that twenty-eight percent of workers are enrolled
in high deductible plans, and many employees might not have the skills to effectively shop for
healthcare services (Marshall et al. 2009) or use health savings accounts and flexible spending
accounts effectively. The lack of actionable knowledge extends to a lack of personally felt
awareness of behavior impacts on health from tobacco and alcohol usage, to sedentary lifestyles
and diet, although such modifiable risk factors have been found to be associated with increased
employee health care spending (Goetzel et al. 2013). Cultural cues throughout the organization
can reinforce health beliefs and awareness and good decision making.
The importance of the role of top management in program design and support cannot be
overemphasized. In addition to visible program championship, senior management must be
involved in setting program objectives regarding expected participation and effects including
direct and indirect costs reductions, while assuring the personnel, budget, physical and time
resources required for effective program implementation and employee participation. Senior
management must be involved in the design of program objectives and the metrics that will be
built into the program to allow for program evaluation. In addition to reducing health related
costs, metrics may also include productivity increases, employee job satisfaction, and
employees’ sense of personal well-being, in addition to changes in absenteeism and tardiness.
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With regard to incentives used to encourage wellness program participation, the literature
reviewed here leads to recommendation that incentives should be highly visible, paid quickly,
and not bundled with other inducements. In addition, the literature reviewed here suggest that
incentives may work best when perceived as penalties rather than reward since behavior
economic research indicates that people are more concerned with losing something that they
have than gaining something that they do not yet feel that they have.
Also, in regard to incentives, not enough has been written about the use of social incentives in
health behavior change. While most of the research on incentives has focused on financial
incentives (Fronstin and Roebuck 2015), social incentives, such as based on altruism, intrinsic
work conditions, and peer recognition of mastery of health goals, have been found to be more
effective than financial incentives for motivating change and desired work related habits. Daniel
Pink (2011), in his book Drive, found that after achieving a salary range that was perceived to be
within market ranges, employees were much more likely to be motivated by intrinsic work
factors than extrinsic. They worked much harder and achieved more success when rewarded by
receiving more autonomy, developing mastery, and achieving a social purpose larger than
themselves than when rewarded by financial incentives. More research is needed into such
social incentives as motivators within the workplace.
Finally, effective, internally focused, wellness programs require messages that are clear,
consistent, and individually tailored. In particular, programs and related messages should not
overwhelm potential participants with so many options that they impede easy understanding of
what is expect and result in decision fatigue. Desiring to offer choices, many employersponsored
health plans may have unnecessarily contributed to decision fatigue. In benefit design, care
should be taken to balance options and choices with the need to avoid decision fatigue. Each
employee may need personal decision support to choose appropriate options and help in
developing skills to use their health options effectively. Program designers can help by bundling
like choices together or developing simplified decision trees to assist employees in selecting the
wellness program activities best suited to their individual needs. It is important to decrease
message complexity and make it easier to make choices. Decision support and stress reduction
techniques may help employees to make wise choices.
Clearly, a well-designed wellness program can benefit the organization and its employees. A
substantial body of literature (Goetzel 2016) is now available to guide wellness program
developers and administrators. The ideas developed here are, hopefully, helpful in this regard,
and, hopefully will motivate program proponents to further study of effective, health promoting
programs and activities that will be enthusiastically embraced by employees.
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Do Values Explain Visit Intention of
Cultural Property Sites? An Application of
Value Theories in Cultural Property and
Consumption
Wooyang Kim, wooyang.kim@mnstate.edu
Kelly La Venture, Kelly.laventure@bemidjistate.edu
Kwangsoo Park, kwangsoo.park@ndsu.edu
Acknowledged in tourism literature, cultural properties play an important role in influencing
tourists’ visit intention (Calver & Page, 2013) and reflect indigenous attributes of local provinces
as historical culture resources (Kemperman, Borgers, & Timmermans, 2009). To investigate
factors that attract tourists, we applied value theories in cultural property and consumption to
explain tourists’ visit intention of cultural properties. This study used six constructs to test our
theoretical model, including three value dimensions of cultural properties (aestheticism,
education and history: Calver & Page, 2013; de la Torre, 2013; MacKay & Fesenmaier, 2000),
two value dimensions of consumption (utilitarianism and hedonism: Babin, Darden, & Griffin,
1994; Wertenbroch & Dhar, 2000), and tourists’ visit intention (Park & Yoon, 2009).

Design/methodology/approach
Based on theoretical relationships in the literature, this study postulated four causal relationships
between cultural property values, consumption values, and visit intention. Participants were
Korean domestic travelers who visited Korean cultural property sites in two years. In all, fourhundred sixty-three completed questionnaires were used for testing value theories to explain
tourists’ visit intention of cultural property sites. Measured items in the constructs (21 items)
used five-point Likert-type scales (1: strongly disagree – 5: strongly agree). To ensure construct
reliability and validity, we assessed Cronbach’s alpha, composite construct reliability (CCR),
averaged variance extracted (AVE), and confirmatory factor analysis (CFA). Correlation
analyses were applied to investigate the overall relationship among constructs, and then,
hypotheses were tested using structural equation modeling (SEM). This allowed for an
examination of all paths of latent variables in the theoretical model. The examined hypothetical
relationships include:
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H1: Aesthetic value is positively related to hedonic values (a), utilitarian value (b), and visit
intention (c), but the relationship with hedonic value is larger than utilitarian value (d).
H2: Educative value is positively related to hedonic values (a), utilitarian value (b), and visit
intention (c), but the relationship with utilitarian value is larger than hedonic value (d).
H3: Historic value is positively related to hedonic values (a), utilitarian value (b), and visit
intention (c), but the relationship with utilitarian value is larger than hedonic value (d).
H4: Both dimensions of consumption values – hedonic values (a) and utilitarian value (b) – are
positively related to visit intention, but the hedonic value has a stronger relationship with visit
intention than utilitarian value has (c).

Findings
Results indicated that all measured variables were satisfactory with the criterion and thus, the
measured items achieved construct reliability and validity (CCR and AVE). Cronbach’s Alpha
exceeded .8 for all items. The factor loadings (λ) of the observed variables ranged between .586
and .833. The CFA result indicated a sound model fit with the high parsimony of model index
and all coefficients are significant at p<.01: Normed Chi-Square=2.066, χ2(df=174)=359.443
(p<.01); TLI=.939; CFI=.95; PCFI=.787; and RMSEA=.048 (ranged .041 – .055). As a result,
constructs had a satisfactory level of criteria to measure the hypotheses. The procedure of SEM,
was conducted in a manner consistent with the computed CFA. The result depicted the model fit
satisfied all criteria along with a high parsimony of the model (Normed Chi-Square=2.515,
χ2(df=175)=440.095 [p<.01]; TLI=.914; CFI=.928; PCFI=.773; and RMSEA=.057 [ranged
between .051 and .064]). Overall, the results of the theoretical model suggested that the model
supported 10 out of fifteen hypotheses and was generally consistent with expectations, while the
hypotheses of H1c, H2c, H3a, b and d were not supported. The main reasons for failing support
of these hypotheses are insignificant paths between constructs (H1c, H2c, and H3b), an
unexpected relationship between constructs (H3a), and opposite direction of relational strength
between constructs (H3d). The results revealed that eight paths out of eleven paths were
significant at p<.05 while three paths were not significant. The insignificant paths were aesthetic
value to visit intention, educative value to visit intention, and historic value to utilitarian value.
The overall result showed that the three values of the cultural property are antecedents to
determine the two consumption values and visit intention and that those values in cultural
property had significant correlations. Among cultural property values, the historic value only had
a significant direct effect on tourist visit intention while having a negative relationship. Other
two values in cultural property positively affected hedonic value in the consumption value while
there was no significant direct effects on tourist visit intention. Both dimensions of consumption
value significantly affected tourist visit intention; nonetheless, the hedonic value was a more
critical consumption value than the utilitarian value to increase tourist visit intention.
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Relevance to Marketing Educators, Researchers and/or Practitioners:
For tourism marketing researchers, this study showed that value theories anticipate the tourists’
visit intention of cultural properties. Overall, the results suggest that the cultural property values
are important antecedents to determine tourists’ consumption values and visit intention. Also, the
two dimensions of consumption values directly determined tourists’ visit intention. These results
suggest cultural property managers provide visitor-oriented cultural education and aesthetic
experience linked to the original historic value of the cultural site. The cultural properties had a
stronger relationship with hedonic consumption value than utilitarian value, which is consistent
with previous literature (Calver & Page, 2013). This result indicates that cultural property
marketers may increase tourist revisits to the same site by offering fun and enjoyable linked
experiences. The combined results suggest that by developing linked experiences through
entertainment and/or events it may further satisfy tourist’s emotions with on-site programs (e.g.,
folk plays and educative programs) and deepen their overall emotional connection to the cultural
property site, resulting in increasing tourist revisit intention. Interestingly, the historic value had
an inverse relationship with hedonic consumption value yet a positive relationship with visit
intention. It implies an increase of awareness regarding the excellence of historic value by
advertising emotionally attached local history associated with the other two dimensions of
cultural properties (aesthetic and educative values) as an essential consideration to offer fun and
contributive experiences in the tourists' visit. In other words, cultural property managers need to
develop differentiable promotion programs by implementing the locally domain-specific
experiential programs to provide joyfulness and novelty to tourists (e.g., field-based experiential
activities), which easily equates to visitors’ temporal and monetary values (i.e., expected values)
that are capable of estimating tourist desires to visit.

262

Originality/Value:
To examine the motivational factors of tourists’ visit intention, we applied an interdisciplinary
approach by interweaving two value theories in archeology and tourism (cultural property value),
and marketing (consumption value). The result of the empirical test suggests this theoretical
integration meshes well with tourists’ visit intention of cultural properties.
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The highly competitive and growing tourism industry necessitates both effective destination
management and marketing approaches (Ozdemir & Faruk Simsek, 2014) to reach consumers
and draw visitors. This is a competitive and complex issue (Wang, 2011) and often requires a
collective effort by interdependent agencies in rural communities, which, can be challenging for
a myriad of reasons. In this study, the management and marketing approaches of interdependent
agencies entering a formal marketing alliance (Wang & Ziang, 2007) and subsequent use of
intentional and collective destination branding (Qu, Kim, & Im, 2011) are analyzed while
considering tourists’ consumption values (e.g., utilitarianism and hedonism [Babin, Darden, &
Griffin, 1994]) and their travel and visit intentions (Park & Yoon, 2009) as approaches to
effective destination marketing of a rural community.

Design/methodology/approach
The researchers conducted a qualitative study through a semi-structured interview of eight
questions. Those eight questions were first examined for relevance by asking the experts of the
local economy in small towns (e.g., economics and tourism faculty) and included economic
development, investment in destination promotion, small-town images, visitor economy,
stakeholder’s responsibility in economic development, and so forth. To recruit participants,
researchers first emailed selected rural community boards to ask their agreement for
participation. Then, researchers identified thirty-seven key stakeholders of local communities
and small towns located in in the Midwest US. Interviews lasted between one and three hours.
Stakeholder groups included government personnel, elected officials, business owners,
employees and representatives from relevant rural community boards. To capture the primary
themes in the interviews, researchers used a grounded theory approach (Glaser & Strauss, 1967).
Intercoder reliability checks were conducted in line with Tinsley & Weiss (1975).

Findings
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The results of the study highlighted some conflict between the interdependent agencies in rural
communities that stems from their different conceptions of destination branding (e.g., weight on
localized or globalized concept-based branding), the consumption value of visitors (e.g., value
related to business facilities, entertainment, or other) marketing approaches (e.g., promoting
leisure travel, business travel, as a sports destination, or other), and destination management (e.g.
investing in entertainment facilities, sports facilities, expanding convention centers, or other).
However, results also indicated that key stakeholders recognize the increasing value of the visitor
economy (e.g. an increase in visitor’s means an increase in real traveler spending in the local
community), acknowledge it warrants investment in the collective promotion of the destination
(e.g. developing a brand strategy at the community level), and would be more effective through
the consistent use of a singular brand identity (e.g. developing and consistently using a
community brand in promotional materials, on websites, etc.). Thus, ultimately attracting more
visitors and fueling development (e.g. new restaurants and retail stores, and new or improved
local facilities and amenities) across the entire economic spectrum of the rural community. To
potentially move past the conflicts between the interdependent agencies operating independently
and toward a new approach, the researchers propose a formalized alliance. This new approach
may include a new legal structure with a governing board comprised of two members from each
interdependent agency, formalized sharing of staff (e.g. human resources, accountancy,
marketing, etc.), and cost sharing (e.g. personnel, advertising and promotion, etc.), collective
tiered membership (e.g. as a source of revenue), among others. The proposed approach may
serve as a framework to help communities manage costs, maximize resources, and attract more
visitors through unified marketing approaches and destination management. Creating a
marketing alliance to collectivize the different interests may also help sharpen focus on how to
balance the value between the utilitarian and hedonic motivations driving consumer behavior
toward and within the rural community. While generally associated with consumer buying
behavior, hedonic and utilitarian motivations can be linked to travel experience and visit
intention (e.g. pressure-oriented travel as a form of local-specific events vs. cost-effective travel).
As this should be at the forefront of decision-making when managing and marketing the
destination, a formalized structure may help foster needed critical thinking and conversations
around the topic, and strategic use of funds.
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Relevance to Marketing Educators, Researchers and/or Practitioners:
Previously, the literature did not shed light on linkages between interdependent agencies entering
a formal marketing alliance (Wang & Ziang, 2007) and connections to effective destination
branding (Qu, et al, 2011) while also considering the consumption value of tourists (e.g.,
utilitarianism and hedonism [Babin, et al, 1994]) and their travel experience and visit intention
(Park & Yoon, 2009). The researcher’s findings may therefore garner the attention of tourism
marketing researchers and educators. For tourism marketing researchers, this study showed that
the management and marketing practices in rural communities may have significant implications
for destination promotion and establish a framework for further study. While practitioners may
find relevance of the proposed approach as a marketing alliance in rural communities that was
presented as a way to effectively manage and market a destination.
Originality/Value:
When considering travel and visit intention, consumers balance utilitarian factors with the desire
to satisfy hedonic needs, such as affect, entertainment and/or social interaction (Arnold &
Reynolds, 2003). The perception of how a consumer views a destination in terms of hedonic
need satisfaction may influence how they view the destination as a brand, where a consumer
travels, how they travel, and what experiences they book or plan. How consumers view a
destination and the brand associations of a destination influence their evaluations toward the
brand, brand choice (e.g. intentions to travel, visit, book or purchase), and conjure attitudes and
assimilations of benefits and attributes of the brand (Keller, 1993). Together, an image of place is
formed, which is an important asset, starting point of tourist expectations, and eventual
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determinant of tourist behaviors (Ryan & Gu, 2008; Qu, et. al, 2011). Ultimately, how the
consumer views the destination is influenced by the marketing and management approaches of
the interdependent agencies and how collectively effective they are at addressing the
consumption values of tourists and promoting the destination accordingly.
Track: Hospitality and Tourism
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Abstract
This paper examines the variables that contribute to the tourism potential of a location or
destination. The authors review literature addressing destination tourism, and
tourism/destination branding. Additional literature review on bricolage is presented as a
supporting discussion for the methodology used regarding data collection. A pilot study was
conducted to investigate the characteristics and resources related to tourism for a small sample of
counties in eastern Kentucky. The results of data collected are presented as a Tourism Potential
Index, along with a Tourism Potential Index Model. Future research and analysis is
recommended to measure effectiveness of the proposed model, and further refine and identify the
factors influencing the tourism potential of a county. This research supports a regional economic
development initiative in Kentucky, one pillar or goal of which is based on tourism.

Introduction
Tourism is one of the largest economic sectors in the world economy. Beyond creating jobs for
travel and tourism workers, it contributes to the overall world economy by contributing to gross
domestic product (GDP) growth. The economic impact of travel and tourism in 2016 generated
$7.6 trillion US, accounting for 10.2% of the global GDP (Turner & Freirmuth, 2017).
Furthermore, growth in travel and tourism was greater than the overall economy for the past six
straight years. Additionally, it becomes more important, as travel and trade barriers become part
of the overall international landscape, for countries and regions to look inward to tourism as an
economic driving force. The World Travel and Tourism Council (WTTC) March 2017 (Turner,
2017) report shows the contribution of tourism to gross domestic product, employment, visitor
exports, and investments. Obvious contributions include accommodations, transportation,
entertainment, attractions, food and lodging, cultural and historic visits, etc.
The positive economic impacts of tourism include direct employment in the tourism industry, as
well as indirect employment in retail and transportation (Simm). In addition, tourism creates
opportunities for small businesses, particularly in rural areas, as well as generating tax dollars for
things such as airports and hotels. There are also social impacts from tourism, related to
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preservation of traditional arts and crafts, customs and festivals. Finally tourism, especially ecotourism, encourages conservation of wildlife and natural resources, and may generate funds to
support these resources. An add-on in this area is the source of employment for guides and
service support personnel. Thus, tourism most definitely offers the opportunity for economic
development, both globally, and locally.

Purpose
This research is grounded in the statewide economic development initiative in Kentucky, known
as SOAR (Shaping Our Appalachian Region). The purpose is to investigate and collect
information about the resources available in the region that support tourism and economic
development. The researchers plan to develop a preliminary model or index that can be used to
measure the current status of a sample of select counties for potential tourism-related resources.
The discussion will provide a background of the Kentucky initiative, review of literature related
to specific objectives of the initiative, methodology of data collection and review, discuss the
findings, and present a proposed tourism potential index and model for local tourism
opportunities.

Background
National Level
President Obama, in the 2015 budget, appropriated $1 billion to the coal stricken counties of
Eastern Kentucky. The objective of this proposal was to revitalize the community at large
through land reclamation and small business development (“SOAR history,” n.d.). Recognizing
the importance of assistance to this area has been the mission historically of The Appalachian
Regional Commission (Carroll, 2015). The Appalachian Regional Commission (ARC)
represents a partnership between the federal, state, and local government and serves as a regional
economic development agency (“About ARC,” n.d.). This program serves all of West Virginia
and parts of twelve other states: Pennsylvania, Ohio, Kentucky, Alabama, Georgia, Maryland,
Mississippi, New York, North Carolina, South Carolina, Tennessee, and Virginia (“ARC fact
sheets and infographics,” n.d.). In summary, this program helps 420 counties and more than 25
million people (“ARC fact sheet 2-18,” 2018). Each year ARC provides funding for several
hundred projects in the Appalachian Region in a wide range of program areas.
Specifically, in the state of Kentucky in 2016, ARC funded more than $9 million in projects and
grants ranging from community infrastructure, to education and healthcare. In other states, in
addition to those mentioned, ARC also included projects and grants in such areas as: asset-based
development, entrepreneurship and business development, health, leadership development and
capacity building, telecommunications, tourism development, among other areas in
transportation, highways, and energy. Last year alone, there were 37 grants and projects
approved for Kentucky (Carroll, 2015).
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State Level
Appropriations given by President Obama in 2015 and 2016 further supported Kentucky
initiatives begun in the fall of 2013. At that time, then Kentucky Governor Steve Beshear and
Kentucky 5th District Congressman Hal Rogers began to realize the severity of the continuing
difficulties faced by the region, specifically those hardships resulting from a declining coal
industry. They essentially believed the region was at a ‘tipping point’ and that people were
ready, willing, and able to begin an honest dialogue regarding the future they face, and what
would be necessary to not simply accept the one to come, but to envision and work together to
create a more hopeful alternative (“SOAR history,” n.d. para 2).
Other state and community leaders used terms like: “unchartered waters,” “daunting economic
uncertainty,” “outside the box thinking,” “re-energizing the economy,” “resiliency, face new
challenges,” “will overcome,” (“SOAR history,” n.d. para 3, 4, 5) as the SOAR discussions
progressed. What began as a desire to bring people together to solve a problem, extended well
beyond anyone’s dreams and the 250 estimated attendees grew to over 1,500. “As word of the
Summit spread, initial resistance and cynicism in the region turned into fascination, and then
engagement,” (“SOAR history,” n.d. para 7). The excitement generated during six weeks of
planning, resulted in a regional forum on December 9, 2013, and is still a strategic initiative
continued today.
Focus group sessions and intense discussions on the various topics of interest ensued. From these
discussions, entrepreneurs and small business owners alike shared their views on South East
Kentucky and challenges to be faced in the new economy moving forward. For years, the
opportunities for people within this area of Appalachia were severely limited due to lack of roads
and infrastructure to entice big business. Therefore, the life blood of such a community was its
people and the fact that individuals who made this their home were proud and wanted to stay. So,
many have turned to small entrepreneurial ventures to open doors. This economic endeavor has
sustained many for years and will continue to do so into the future; however, the future holds a
caution determined from a review of the SOAR initiative and attendance at meetings held at the
initial meeting and various meetings thereafter throughout the Eastern Kentucky region.
Discussion at these meetings found a strong desire for participation in the initiative, but it
became clear many understand the product and “offering” the communities and region possess,
but fail to comprehend how to translate this “product” into a “value/benefit” others could
appreciate. Thus, it becomes apparent there is a significant need to assess the “market” of the
region from a perspective of a marketer. There is truly a need to understand the market
environment, target market (consumers) and marketing strategies that need to be implemented
for regional development, and specifically, tourism development.
This serves as the foundation of this research project. It is the researchers’ goal to conduct a pilot
study to assess the current resources relative to tourism, develop an index of tourism potential
and model for individual counties. The foundation of this project is based on one of the SOAR
initiative goals, specifically, the seventh goal in SOAR that is to establish Kentucky’s
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Appalachian region as a tourism destination (“Regional tourism development,” n.d.).
this goal, there are six objectives, three of which will be the focus of our efforts:

Within

7.1 Support tourism projects that leverage existing assets to create attraction/destination based
economic activity through private businesses such as theme parks, resorts, ATV trails, etc.
7.2 Improve regional branding and marketing efforts to increase awareness and demand for
recreational activities.
7.5 Build upon regional assets that create unique identities for communities.

Review of Literature
Attractions and Destination Tourism
The following discussion will review literature related to the first SOAR objective on
attraction/destination tourism. Location or place discussed from tourism development and
research is often referred to as a destination, and referenced as destination tourism. Methods to
develop and promote tourism often address the development of a place image or brand identity.
The image of a tourism destination can be a factor that pulls visitors to a location.
A study by Omerzel (2011) examining tourism in Slovenia noted the characteristics of Slovenia
as a tourism destination: safety and accessibility, hospitality, ecological integrity, dynamism, and
a rich natural and cultural heritage. While a tourism destination is a reason for travelling,
attractions of the destination generate tourism demand. A tourist perceives the destination as a
set of natural, cultural, artistic or environmental resources, but it is also seen as a product
available in the area. Overall, the tourism destination is a mixture of the attractions, service
activities, and the transportation system. If any one of these is missing, development of the
tourism industry cannot develop the destination. The authors cite Smith’s 1994 definition of
tourist destination as a “complex entity based on a variety of different products, services and
experiences; managed by different stakeholders with a variety of ownership forms,” (p. 4). The
authors conclude there are six main groups of variables that include demand for Slovenia as a
tourist destination: inherited resources, created resources, supporting factors, situational
conditions, management, and demand.
Research by Aksoz and Arikan (2008) discussed tourism destination development by identifying
five components of tourism that have a significant impact on any destination. These components
are attractions, accessibility, accommodations, activities and amenities. It would seem obvious
that tourists need to identify something that draws them to a location/destination, i.e. attractions.
This could include the natural environment and resources, such as waterfalls, lakes and mountain
or valley views. Attractions could be historic attractions, such as a cathedral or monument, or a
man-made attraction such as a Walt Disney attraction. Accessibility is essential, as tourists and
visitors require the infrastructure of roads and highways that are passable and mass transit
availability such as airports, railway stations, or water access to a harbor. In addition to specific
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attractions, activities enhance the visit to a destination. Many activities include nature and
environmental experiences, such as hiking, boating, skiing, or leisure/relaxation at the local
beach. These activities can also serve as the attraction for tourists to visit the destination. Unless
the tourists live in the destination location, they will require accommodations, both at or near the
location, as well as on their way to and from the location. Beyond the accommodations
available, additional amenities including shops/shopping, restaurants at a minimum, while public
transportation and tourist information also provide tourist-friendly amenities. A more recent
study by Fundeanu (2015) supports the role of tourism in economic development. This research
identified four factors that determine competiveness of a destination: 1) location, safety and
costs; 2) administration, marketing and information services; 3) basic resources including the
physical geography, culture, history, activities and special events; 4) infrastructure, accessibility,
and support services.
Camprubi, Guia, and Comas (2008) stress the importance of connecting various tourism agents
location to develop a tourism destination. This research developed a model that demonstrates the
relationship network needed to develop a tourism image, as the competitiveness of a tourism
destination influences the tourism image. This is supported in additional research (de San
Eugenio Vela, Nogué, & Govers, 2017) which found the lack of institutional coordination and
organization is an obstacle to place branding and planning. Additional research by Kesic and
Pavlic (2011) investigated what elements influence destination image. The researchers state that
there are three aspects of tourism demand: transportation, supply and marketing. They state that
the tourism destination image should be grounded in a true destination identity. The
development of image and identity relate to marketing efforts and strategies. Konecnik (2004)
notes it is important to include attention to product development, appropriate pricing, and
effective distribution channels for destination marketing efforts to be successful. The research
continues by emphasizing that the seven P’s of services marketing, product, price, placement,
promotion, people, processes, and physical evidence should include two additional P’s, politics
and paucity, since destination tourism requires a unique combination of marketing strategies to
be effective.

Branding
The previous discussion provides the linkage to branding, and more specifically the second
SOAR objective related to branding. Methods to develop and promote tourism often address the
development of a place image or brand identity. The image of a tourism destination can be a
factor that pulls visitors to a location. Acharya & Rahman (2016) examined the place image and
branding as components of tourism and determined the image of a location can significantly
impact tourists’ intentions to visit a place. Additional research by Konecnik and Go (2008)
introduced a framework to analyze tourism destination identity, specifically for Slovenia,
positing that the destination should define its brand and content, not the consumer. The research
determined it is imperative the destination identify its true position in the market via a critical
self-analysis. Both the public sector and the private sector serve as sources for developing the
destination brand.
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Hankinson (2010) identified the convergence between urban policy, tourism and mainstream
branding into an emergent domain of place branding. Urban policy emphasizes economic
development of towns and cities, based in many factors including tourism, retailing, financial
and cultural services. Place branding can be applied to any one or all types of location and
activities from a marketing perspective. Confusion in terminology and domain variables
continues to exist. This is further discussed by Hanna and Rowley (2008) who found the term
destination denotes the tourism dimension of a place, and that the focus of discussion for place
branding has shifted from tourism to business and marketing. Vuorinen and Vos (2013) report
place branding is seen as a participative process that brings stakeholders together when making
efforts to strengthen place identity. In particular, place branding in rural regions needs the
combined efforts of various stakeholders, noting that the efforts of private operators are essential
in the success of place branding efforts.
Another research study (Lin, Pearson, & Cai, 2011) examined the role food identity can
contribute to the competitiveness of a destination, and food is in fact, a main reason why
individuals visit Taiwan. This would “make sense” as gastronomic tourism supports the notion
of food and culinary experiences’ impact on tourism choices. Food is also part of the cultural
and social fabric of many destinations worldwide. When developing a destination brand identity,
specific food and culinary items and experiences might be selected to develop that identity.
Gartner (2014) addressed the difference of destination brands and product brands. While brand
stability and brand equity are imperative to the continued success of a product brand,
destinations are places of life and change. Destinations and places are not inert objects like
products. Rather destinations consist of dynamic living entities, environmental settings and the
local residents. This instability is counter to the concept of brand development and equity.
There is an inherent danger or risk with destination brands—as the destination itself will evolve
and change, and is subject to the possible change impacted by nature and the environment.
Review of destination branding through the years found focus and discussion on logos and
slogans or tag lines. Examples that we might recognize: “What happens in Vegas, stays in
Vegas,” “Wild and Wonderful West Virginia,” “Virginia is for Lovers,” “Unbridled Spirit”
(KY). Other research addressing promotional campaigns (Kemp, Childers, & Williams, 2012)
of cities found the use of clever messages can be used to create distinctive brand images of
geographic locations. Examples provided included Arlington, Texas the “Bowling Capital of the
World” and Hershey, PA, “Sweetest Place on Earth.”
More recently, Dioko (2016) cited a trend away from general tourism promotion and marketing,
in favor of destination branding of places. The author notes that destination marketing is not
new, and interest began almost four decades ago. Around 2005 it seemed to have waned when
reviewing literature on the subject. However, the marketing and promotion of cities, and places
remained stronger. Dioko concludes these efforts have evolved into destination branding.
Another study (Foroudi, Gupta, Kitchen, Foroudi, & Nguyen, 2016) attempted to link the
concepts of place branding, place image, and place reputation. The results of this study found
two key variables contributing to identification of a place brand are national culture—including
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the country’s name, attributes, people, culture, geography, etc. and second, the infrastructure
including economy, technology, tourism development goals and promotional strategy. Foroudi
et. al continue by noting that place branding usually focuses on attractions and location image,
primarily placing emphasis (focus) on cities. Destination branding, a spin-off of place branding,
is primarily oriented to tourism. The findings in their study identified twelve key place branding
elements, in two main categories: culture and infrastructure, both of which align with Dioko’s
research. Foroudi et. al also noted five main moderations of place branding: political perception,
social media and news, place awareness, place association and tourism experiences. The
researchers also posit that place awareness will allow domestic and international tourist
marketplaces to be competitive. This is accomplished by identifying the opportunities a place
has to offer, based in three areas: 1) diverse range of natural and cultural resources, creating a
setting for activities that are relaxing, and safe, 2) differentiation of the attractions and facility
from competing destinations, and 3) a commitment of the government to improving and
expanding tourism. Another study which parallels these concepts, by Hamilton, Tee and
Prideaux (2015), discussed in-bound tourists who partake of events such as food and wine
tasting/activities, arts, culture and music, nature and wildlife activities, festivals, athletic-based
activities, as well as business-based events such as trade meetings, conventions, fairs and
markets, along with educational and scientific conferences and seminars. These researchers also
identified six event tourist categories: adventurers who are thrill seekers; socializers looking for
a good time with family and friends; actors who love role playing; valuers who critically assess
events and the destination; gratifiers who hold personal beliefs about the event to relieve stress or
other personal objectives; and inquirers who want to satisfy their inquisitive nature.
This discussion brings us back, almost full circle to the initial discussion of attraction and
destination tourism, and more specifically the “five A’s of tourism” identified by Aksoz and
Arikan (2008): attractions, accessibility, accommodations, activities and amenities. These
components of tourism will be used as the foundational categories/variables to be investigated in
this study.

Regional Assets and Economic Development
The final literature discussion relates to the fifth tourism objective of regional assets and the
overall SOAR initiative goal of economic development. Research conducted by Assaker,
Vincenzo, Esposito and O’Connor (2011) examined the importance of tourism in a country’s
development, and the stimulus tourism can play in economic growth. Specifically, tourism in
less developed countries plays an important role in economic development. This study
investigated the role of the economy, society and environment, termed the tourism paradigm, and
used structural equation modeling (SEM) to find the causal relationships between the three
constructs. One significant economic variable the authors identified was price, since this impacts
demand. Environmental components included both the natural environment, and infrastructure,
as well as the role of environmental management and sustainability of the country. Another
factor considered in the environment included population density. Variables contributing to the
infrastructure included: road index, sanitation access, electricity, vehicles, internet access,
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telephone mainlines, and mobile phone access/availability. The research identified six variables
used to measure society: education, life expectancy, income, television index, PC index and
newspaper index. Results indicate the economy has an indirect positive impact on tourism via
the infrastructure and environment. Infrastructure also impacts the society variables, in
particular the technological development, as well as access to transportation and sanitation.
Finally, the researchers found the more deprived the members of society felt, the more willing
they were to accept some inconvenience. Overall, the relationship between the economy and
tourism was not significant, but that the infrastructure and supporting environment were
significant to the tourists’ experience.
Goffi (2013) investigated issues concerning tourism competiveness. Research results found
thirteen components to competitiveness factors. These include (in decreasing order of
influence): 1) sustainable tourism policy and destination management; 2) general infrastructures;
3) events and activities; 4) responsible tourist behavior; 5) managerial competencies of local
tourism firms; 6) destination marketing; 7) quality of natural resources; 8) gastronomy (food
services quality); 9) historical and artistic features; 10) price competitiveness; 11) visitor
satisfaction management; 12) tourist accommodations; and 13) emphasis on maximizing local
economic development. More recent research by Mikulic, MiliAevic and Kresic (2016) brings
together the economic importance of tourism, along with the need to develop a strong branding
concept with the process. The authors cite the importance of tourism to bring economic benefits
and the role it can play in achieving economic, social and environmental stability. The results of
this study found brand strength is positively and significantly correlated to tourism intensity
(relative importance of tourism for a region), and specifically to the number of overnight stays by
tourists. The authors conclude that stronger brands parallel better tourism performance for a
specific destination.

Asset Assessment and Analysis Using Bricolage
The following brief discussion of the concept of bricolage is presented as a “groundwork”
perspective from which a local/regional tourism analysis can be conducted to identify potential
resources that might go unnoticed if attention would be too narrowly focused. The researchers
believe that addressing the availability of resources from a bricolage mindset provides a positive,
rather than restrictive or limiting outlook. Bricolage could be one approach to regional and local
development of tourism for locations in the SOAR region. One of the most-often referenced
definition of bricolage is that of Claude Levi-Strauss (1966) as he described the actions of a
bricoleur: has no precise equivalent in English. He is a man who undertakes odd jobs and is a
Jack of all trades or a kind of professional do-it-yourself man…adept at performing a large
number of diverse tasks…. His universe of instruments is closed and the rules of his game are
always to make do with ‘whatever is at hand’ (p. 17).
This explanation of how individuals (often entrepreneurs) use what is at hand to create
something from nothing (Baker & Nelson, 2005) and how entrepreneurs develop something in a
resource-constrained environment could be applied to local tourism destination and brand
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development. Baker and Nelson developed what they termed an integrative definition of
bricolage based upon the concept of solving new problems and recognizing opportunities by
combining resources at hand. They identified three elements of importance 1) making do, 2)
resource combination for new purposes, and 3) resources at hand in the development of their
bricolage process model. The researchers concluded that bricolage provided organizations with
the capacity and behaviors to be creative and improvise. Desa (2012) explained bricolage as
making do with pre-existing resources and creating new products from what is at hand.
Bricolage demonstrates resourcefulness and adaptiveness, to repurpose resources. The results
found bricolage was more likely to occur in areas with low technological development and when
the cost of doing business through formal channels is high, i.e. there is a low ease of doing
business index. Other authors (Di Domenico, Haugh, & Tracey, 2010) identified three key
constructs of bricolage: making do, refusal to be constrained by limitations, and improvisation,
and noted that bricoleurs remain creative even under pressure. Duxbury (2014) continued the
line of thought on improvisation, comparing entrepreneurs to jazz musicians, whose
improvisations are spontaneous, unplanned and unexpected. Johannisson, (2011) also
referenced improvisation as applicable to creative endeavor to move an organization forward.
Bricolage was also referenced by Korsgaard, Anderson and Gaddefors (2016) when discussing
re-sourcing, sourcing resources from new places and use of resources to create multiple forms of
value. Attention to resources and opportunities, provides the ability to identify novel ways for
resources to be used, even when considered to be of little or no value from a traditional
perspective. These authors posit re-sourcing as a strategy that places a greater emphasis on a
more holistic view of resources.
Lennerfors and Rehn (2014) examined bricolage from the perspective of the role the state could
take in promoting new resource combinations in declining industries. These authors cited many
authors addressing the three components of bricolage: making do, combining resources for new
purposes and resource at hand. Their findings determined bricolage could be viewed as the
combination or aggregation of resources. The researchers noted bricolage should not assume
attention be focused on the individual bricoleur. Another related study by Linna (2013)
investigated how to design solutions for the Base of the Pyramid (BOP), those in resourcescarce, low-income, economically stressed environments. This study adapted the concept of
bricolage to how individuals in resource-trapped areas could creatively utilize scarce resources
that are easily found. Specifically, social capital can serve as a collective resource. Furthermore,
even in a resource poor environment, there are existing resources that could be perceived as
hidden assets. Thus, the social capital, via community members may provide insights from a
different perspective, and provide the new view of these resources. Results found
innovators/entrepreneurs performed as creative bricoleurs who were not constrained by
limitations, but were able to create something from very limited resources or “nothing.”
Additionally the research determined that innovators in the study found solutions without
external assistance, as well as finding methods to overcome technical challenges. The solutions
were practical and affordable for the local economically limited conditions.
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The previous discussion of tourism, directed toward destination tourism and branding, and the
review of bricolage provides the foundation for data collection and model development discussed
next.

Methodology
The five components of tourism (Aksoz & Arikan, 2008) as mentioned in the previous literature
review include attractions, accessibility, accommodations, activities and amenities.
Positioning this as a foundational framework, and then applying the concept of bricolage,
identifying resources at hand, researchers collected data in Appalachian counties, related to
Aksoz & Arikan’s tourism components (henceforth referenced as 5As). The sample included the
twenty-two county service region of a southeastern Kentucky regional comprehensive university.
The twenty-two county service region of this regional comprehensive university is also part of
fifty-four counties identified in the SOAR initiative. Working from a bricolage perspective the
researchers identified items and activities that would be included in the data collection process.
Basic resources that were identified included: festivals and special events, food, lodging, outdoor
recreational activities, culture and art, specialized sport activities, college and university entities,
roads and access; population characteristics, size, density, land, and water area. Referring to
Aksoz and Arikan, 2008, the data categories were aligned to “5 As”, attractions were considered
any special event, historical site, or major draw to the community such as a festival or yearly
parade, carnival or musical performance that would welcome visitors to the local community that
would otherwise not be attended by outsiders. Accessibility was highways or interstates that
would provide access to the specific communities in review. Accommodations focused on hotels,
bed and breakfasts, Airbnb, or other arrangements that provide overnight or weekly stays.
Activities focused on regular types of events that were available within a community to enjoy on
a regular basis. Amenities included the hospitality support providers, such as restaurants that
assist in providing the basics to those visiting a specific area.

Data Collection
Twenty-one of the twenty-two counties in the university service region are part of the fifty-four
county SOAR initiative, and were identified for potential data collection. The researchers
collaboratively brainstormed using a bricolage perspective, to identify resources at-hand in the
“home county” of the university. Familiarity with the resources and community provided the
opportunity for the researcher to identify resources with an “anything is possible” attitude. This
then provided the foundation to develop a scorecard or model for data collection.
Data collection occurred in the spring of 2018, using the twenty-two county service region of the
university. The researchers used websites and online resources from chambers of commerce,
Kentucky State Tourism, and county governments. In addition, information was collected using
Wikipedia for U.S. Census data on population, land and water area, historic sites, and other
relevant items, such as the availability of alcohol. During this data collection process the
researchers became aware of the broad variation in the quality and quantity of information
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contained in these online resources. The researchers determined these online resources could
serve as a promotional and information platform for individual communities and counties.
Therefore, a qualitative component was added to the data review, assessing the attractiveness and
interactivity of individual websites, along with the quantity of information presented regarding
support for tourism. The researchers have termed this component Awareness, thus adding a sixth
A to the components of tourism.
The five original tourism components were measured by a simple quantitative sum of the
individual items for each variable. Historical attractions were identified separately when
identified by either specific websites or Wikipedia. Awareness variables (the 6th A) included: 1)
a link from the state tourism website to a local city/county tourism website; 2) qualitative
measure of the website, using ranked rating scores 3-1, three being very high quality and
engaging, two better than average, and a one ranking as an average website; 3) number of
information/resource categories identified on the website; and 4) presence of a unique slogan or
tag line. These four items were summed for an Awareness score.

Results
As presented in Table 1, the Tourism Component Scores (5As) for the counties are quite varied,
ranging from a low of 5 to a high score of 106. Given this range of scores, 53 would be a median
score. Clearly a majority of the counties (18 of the 22) fall below this median point.
Approximately half of these fall in what we would consider a “mid-range” score. There are three
counties that have relatively high scores, 77-106. These results address the 5As, tourism
components of Aksoz and Arikan (2008).
Table 1
5A Tourism Component Scores
County

Attractio
ns

Historical
Attractions

Activities

Amenities

Elliott

0

0

0

Lewis

0

6

Morgan

3

Wolfe

5A Score

Accommod
ations

Accessibilit
y

3

1

1

5

4

6

0

4

20

2

1

9

1

5

21

4

0

6

2

9

2

23

Knott

3

0

16

6

1

0

26

Martin

7

0

5

13

2

1

28

Letcher

7

0

5

11

5

1

29

Mason

0

6

6

7

8

3

30

Lawrence

4

0

5

18

7

1

35
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Johnson

2

2

6

20

3

2

35

Breathitt

9

3

6

16

2

1

37

Magoffin

4

3

14

12

1

4

38

Menifee

2

0

25

8

9

2

46

Bath

11

4

18

8

2

4

47

Fleming

15

10

9

10

0

4

48

Carter

10

3

11

17

4

4

49

Montgomery

4

15

14

10

6

3

52

Floyd

3

12

10

19

5

3

52

Greenup

1

15

22

11

1

4

54

Pike

12

16

17

18

7

7

77

Rowan

20

2

12

43

7

5

89

Boyd

7

25

15

43

12

4

106

Table 1, 5A Component Scores
The Awareness components (online resources and materials) show more disparity in the data
presented in Table 2. Six of the twenty-two counties examined have no online presence or
resources available. Another five have low awareness scores as well. This indicates half of the
counties examined are not using the potential of online materials and resources to reach tourists.
Comparison between Table 1 and 2 show four counties (approximately 20%) are low on both
scores. Four additional counties have mid-range tourism component scores, but fail to promote
the region online, or have minimal online presence. Counties that scored high or relatively high
on both scales remain fairly constant.

County

Tourism
Website

Website
Quality

Slogan

Number
Categories

Awareness
Score

Elliott

0

0

0

0

0

Lewis

0

0

0

0

0

Knott

0

0

0

0

0

Martin

0

0

0

0

0

Breathitt

0

0

0

0

0

Magoffin

0

0

0

0

0
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Carter

1

0

0

0

1

Fleming

1

1

0

0

2

Morgan

1

1

3

0

5

Wolfe

1

1.5

3

0

5.5

Menifee

1

2

2

1

6

Mason

1

2

5

0

8

Greenup

1

2

4

1

8

Montgomery

1

2.5

4

1

8.5

Lawrence

1

2.5

6

0

9.5

Letcher

1

3

5

1

10

Pike

1

3

5

1

10

Rowan

1

3

5

1

10

Boyd

1

3

6

0

10

Bath

1

2.5

6

1

10.5

Johnson

1

2.5

7

1

11.5

Floyd

1

3

7

1

12

Table 2 Tourism Awareness Results
Data related to other factors collected are presented in Table 3 Geo-demographics, including
alcohol sales (1=wet, .5=moist, 0=dry), population density, as well as land and water mass that
would all seem to contribute to tourism potential in some way. (Note: a county is classified as
moist if alcohol sales are allowed in one or more cities, but not throughout the county.) At this
point a score or “measure” of these independent factors is not evident, so Table 3 is not
“ordered” by any “score” but rather presented in the same order as Table 1, Tourism
Components. Casual review of the two tables would indicate very similar placement on the
various factors reviewed. It could be surmised that more land and water mass would provide
greater opportunity for tourist activities, while population density would indicate human
resource/labor support for amenities and activities. The availability of alcohol is usually
considered to be an asset when attracting visitors, but may or may not be directly related.
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County

Dry/Wet

Pop. Density

Land Area

per sq mile

Sq/mi

Water Area sq/mi

Elliott

0

34

235

1

Lewis

1

29

483

13

0.5

37

381

2.7

Knott

1

47

352

1.3

Martin

0

56

231

1

Wolfe

1

33

222

0.6

Breathitt

1

28

492

2.9

Magoffin

0.5

43

308

0.71

Mason

1

73

240

6.3

Letcher

0.5

73

338

1.1

Lawrence

1

38

416

4.5

Johnson

0.5

89

262

2.2

Fleming

0

42

351

2.8

Carter

1

68

412

2.6

Menifee

0

31

204

2.3

Bath

1

44

279

1.8

Montgomery

0

114

197

1.5

Greenup

1

107

344

10

Floyd

1

100

393

2.4

Pike

0.5

83

787

1.8

Rowan

0.5

83

286

6.5

1

310

160

2.2

Morgan

Boyd

Table 3 Geo-demographics
At this point the researchers have developed a preliminary model of the components, but further
analysis must consider how to actually measure tourism potential. Some considerations might
include the weighting of such things as a national park or wildlife area, direct access via
interstate highway, or a nationally recognized activity The next step in this research is to test this
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model, using data on tourist dollars and revenues. At this point, tourism revenues are only
reported (as found available) on a state level. Expenditures are reported by county along with
employment numbers resulting from either direct or indirect expenditure, but the data does not
include actual employment dollar revenues. Thus the researchers need to determine a source of
data reporting dollar/economic revenues resulting from tourism activities and relevant
employment for each county, to be able to test the proposed Tourism Potential Index Model.
Furthermore, how the geo-demographic items fit into the model is uncertain at this time. The
researchers recognize it should impact the tourism potential of a county or community, but
cannot determine just how that occurs, nor how to measure the various component factors.

Tourism
Components
Attractions
Historic Attractions
Activities
Accommodations
Amenities
Accessibility

Tourism Potential Index
Awareness Items
Website
Site Quality
Site Content
Slogan/Tagline

GeoDemographics
Population/Density
Land Mass
Water Mass
Alcohol Availability

Figure 1: Tourism Potential Index Model

Summary
This study has presented a discussion of literature related to tourism on a local or destination
level, and data that was collected from a test sample of twenty-two counties in eastern Kentucky.
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Based upon the literature, factors impacting tourism and the attractiveness of a location have
been identified, and categorized relative to the tourism components identified by Aksoz and
Ariken (2008). Through the process of collecting data, the researchers realized the quantity and
quality of online information and promotional materials for individual locations may hold a key
to the visibility, informative quality and image attractiveness of a location. This component was
termed “awareness” and additional variables were identified and evaluated.
Other items to consider regarding the model development and testing could include the
weighting of such things as a national park or wildlife area, direct access via interstate highway,
or a nationally recognized activity, such as the Kentucky Derby. A model for a Tourism
Potential Index has been presented, but still needs to be tested.

Weaknesses
It is possible the researchers have overlooked or failed to identify specific factors and
opportunities in local areas or communities simply as a result of the data collection methodology.
Does this impact the accuracy or relevance of the model presented, or should the awareness
component be a significant factor in attracting tourists to a location? At this point, these
questions cannot be answered, because the model has not yet been tested. Also, the method used
to collect data may or may not be a significant factor in the preliminary results presented here.
This study employed a simple “inventory” or collection of applicable factors identified by the
researchers as a result of the literature review, and used common online resources such as local
chamber websites, maps and Wikipedia to collect the data. However, the data collected via
Wikipedia comes from US Census data, as noted on Wikipedia. All of these can be considered
weaknesses at this point.

Future Research
A next step is to analyze actual tourism numbers (dollars spent, jobs provided, and revenues
collected) by county to test the proposed model. It is anticipated that higher scores on the
Tourism Potential Index, will be correlated with higher tourism revenues. Testing could also
determine the need to weight certain factors in the model and provide insights into the impact the
geo-demographic variables have in the model. Additional research would include collecting data
for the remaining twenty three SOAR initiative counties and again testing the proposed model.
Further insights might be gained by comparing the SOAR initiative counties with other
destination tourism locations in the state, such as Lexington, Louisville and Northern Kentucky,
often referred to as the golden triangle.

Conclusion
The state of Kentucky is touting the success of tourism as well as reporting larger revenue
numbers contributing to the economy (Centric Inc., 2017; Green, 2018) contributing $14.5
billion in 2016. This was the strongest overall growth since 2005, and all nine of the designated
tourism regions experienced growth in 2010 (“Kentucky tourism generated,” 2017; Roenker,
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2016). Both the Kentucky Tourism, Arts and Heritage Cabinet, and the Department of Tourism
publicize the state’s natural beauty which supports adventure tourism activities. The success and
impact of the bourbon industry as a centerpiece in the tourism story is often reported. Vineyard
and distillery tours, along with the equine industry are often in the headlines regarding Kentucky
tourism. Along with the dollar revenues reported, employment numbers are often highlighted,
but in reality are only about four percent of the state’s population. While some individuals
proclaim the revenues generated by tourism are a significant contributor to the state’s economy,
others believe Kentucky is failing to live up to its potential (Phillips, 2016). State finances
always impact the dollars available for marketing and promotion. Additionally areas that are
economically distressed may find a continued lack of support, both financially and
psychologically to further develop economic projects. This leads the discussion back full-circle
to the SOAR initiative. As mentioned in the background section of this paper, the Tourism
Potential Index Model presented supports goal 7.1 which addresses leveraging current assets to
support tourism and economic activity, and goal 7.2 that strives to improve efforts that increase
awareness and demand of tourism activities. While the model does not specifically address goal
7.5 creating unique identifies for communities, the Awareness score/component of the model did
identify those counties/communities that have developed a tagline, logo, or other distinguishing
item, that could be considered a form of branding. As discussed in the data collection method,
the researchers feel consumers often use the web and other online sources to research
destinations, including activities, amenities and other important information. Searching via
electronic resources is an integral part of millennials’ daily life, and thus it is important that all
individual locations attempting to build tourism use online and digital promotional messages.
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Relevance to Marketing Educators, Researchers and Practitioners:
This study examines tourism potential, destination tourism and destination branding. The
research applies the components of the “five A’s of tourism” identified by Aksoz and Arikan
(2008): attractions, accessibility, accommodations, activities and amenities. The researchers
have developed an “awareness” factor comprised of the quantity and quality of online
information resources for individual locations. The research provides the opportunity for
marketing educators to apply the concepts of marketing and branding to tourism, relevant to a
location or destination. Additionally, the study presents a proposed model to measure a
destination’s tourism potential that may be applied and used by both researchers and
practitioners alike. The relevance to tourism researchers and practitioners is the variables
identified in the components of the model, and ability to use this information to analyze the
potential for tourism development.
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Abstract
In the digital era, there are several consumer touchpoints and some of them, such as word of
mouth (WOM), occur even if they are not intended by the firms. Conversation among customers
has become one of the most influential sources of information on purchase decisions. Favorable
discussions amplify the brand’s equity, but negative discussions can damage the brand. Although
customers’ conversations are uncontrollable, firms may be able to influence the direction of the
conversation by providing good product performance and/or post-purchase experiences. In other
words, by providing good brand experiences, firms may co-create valuable brands with
customers. In this research, through questionnaires, we explore how companies can create
effective and sustainable customer touchpoints. This study examines the following two key
research questions: Which touchpoints increase brand experience? Does brand experience have a
positive impact on customers’ contributions? Results from this research have far reaching
implications for marketing educators, researchers, and practitioners.
Track: Marketing Research
ID#: 1343
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Abstract
CRM and Executive Decision-Making
In today’s economy, companies rise and fall at an amazing pace. An error in judgement can be
the kiss of death for organizations, both large and small. Coupled with immediate information
dissemination brought on by various forms of social media, poor decision-making is all too
common. Further, these poor decisions often cannot be hidden or ignored as was possible in the
past, prior to the proliferation of social media. Consequently, companies that are able to
minimize or quickly respond to judgement errors will have a strategic advantage over its
competitors.
Executive decision-making is only as good as the information that is available to make these
decisions. Companies that address challenges and opportunities using inaccurate, untimely,
irrelevant or distorted information provide the foundation for making poor decision choices. In
addition, an over-abundance of information can be just as destructive to executive decisionmaking. Important information may be held in various data repositories throughout the
organization; unless critical information can be “weeded out” in a timely manner, companies that
are saddled with an over-abundance of information can also suffer from poor decision-making.
In this paper, Customer Relationship Management (CRM) is proposed as a potential solution to
improve executive decision-making. The CRM concept was initially defined as a customer
information management tool, used for collecting, cleansing, disseminating and analyzing
customer data. CRM has evolved into a system that not only manages customer data, but is also
used for company collaboration and customer engagement. Though collaboration implies
coordination of efforts among organizational entities, this does not necessarily indicate that
collaboration will lead to active decision-making. “Analysis Paralysis” is a frequent outcome of
collaboration. However, when CRM is positioned as a system that focuses on decision-making,
not just collaboration, then this could produce a mind-set that CRM data should be an integral
part of the decision-making process.
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information overload
Relevance to Marketing Educators, Researchers, and Practitioners:
A conceptual approach to investigate how CRM can enhance company strategy by improving
executive decision-making.
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Abstract
When performing survey research it is normal to collect descriptive information such as income,
gender, highest education attainment, and others. This information is used to categorize the
collected research responses into groups. This nominal or ordinal data may also be used to find
patterns in the collected data and suggest relationships. As an exploratory research method, it
can suggest future research possibilities to confirm these relationships. This paper introduces the
use of Correspondence Analysis (CA) as a research technique to suggest possible relationships
using nominal or ordinal data, using collected research from a survey performed to measure
tourist preferences in the Blue Ridge National Heritage Area of North Carolina. CA reveals
possible associations between trip planning time, time spent, and other collected nominal data.
We discuss the strengths and weaknesses of this research technique and possible future uses for
the marketing researcher.

Introduction
Survey research often includes nominal and ordinal measures as certain questions naturally lend
themselves to these measurement levels. A common example includes respondent education
attainment level. Other questions that could be measured using a ratio scale, such as respondent
income, are also measured using an ordinal scale to increase response rates. Irrespective of the
reason(s) why nominal or ordinal measures are used, nonparametric statistical techniques
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employing the chi-square statistic are used to examine whether a relationship exists between two
categorical variables.
Correspondence Analysis. Among the set of techniques available to process categorical data is
correspondence analysis (CA). CA is a nonparametric statistical technique that can be used to
analyze categorical data. CA is an exploratory technique that looks for patterns in categorical
data using two-way or multi-way tables with each row and column becoming a point on a
multidimensional graphical map or bi-plot (Greenacre, 1993; Doey and Kurta, 2011). The goal
of the technique is to explain the most variance in the data (called inertia) using the smallest
number of dimensions. In this sense then, CA is similar to principal component factor analysis,
except for categorical data. Hoffman and Franke (1986) identified several features of CA that
contribute to its usefulness to marketing researchers. First, the technique allows for the
simultaneous analysis of multiple categorical variables. Second, CA can reveal relationships that
would not be detected in a series of pairwise comparisons of variables. Third, CA not only
shows that variables are related but also how those variables are related. Finally, CA has very
liberal data requirements, necessitating only a rectangular data matrix containing non-negative
values.
Effect Sizes. One point that has to be kept in mind when using correspondence analysis to search
for relationships between variables is the chi-square statistic’s sensitivity to sample size. With a
large enough sample size trivial relationships can become statistically significant. As a result,
statistically significant relationships do not necessarily mean meaningful relationships.
The concept of effect size was defined by Cohen (1988) as “the degree to which the phenomenon
is present in the population” or “the degree to which the null hypothesis is false” where the null
hypothesis means that the effect size is zero (p. 9 – 10). Therefore, when the null hypothesis is
rejected it is rejected to some specific degree, the effect size in the population.
The phi coefficient is a special case of the product-moment correlation and is used when two
variables are dichotomous (i.e., a 2 x 2 contingency table) (Fern and Monroe, 1996). Cramér’s V
sometimes called Cramér’s phi (φc) is a measure of the strength of association between two
categorical variables used when one of those variables has more than two categories (i.e., 2 x 3
contingency tables and greater)(Cramér 1946, p. 282, Field 2016). Cramér’s V is calculated by
taking the square root of the chi-square statistic (χ2) divided by the sample size (n) multiplied by
the minimum dimension of the r by c matrix minus one.
𝑉𝑉 = �

𝜒𝜒 2
𝑛𝑛 ∗ min(𝑟𝑟 − 1 𝑜𝑜𝑜𝑜 𝑐𝑐 − 1)

Cramér’s V is a number between 0 and 1 that indicates how strongly two categorical variables
are associated. The rule of thumb regarding relationship strength using Cramér’s V is as follows
(Cohen, 1988 p. 79).
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Cramér’s V

Strength

Below .10

Weak Relationship

.10 - .30

Moderate Relationship

Above .30

Strong Relationship

The purpose of this exploratory paper is to demonstrate the use of correspondence
analysis for categorical data, hypothesis testing using the chi-square statistic and the Cramér’s V
effect size within the context of a large sample size to demonstrate that traditional hypothesis
testing may lead to erroneous conclusions when compared to the effect size estimator.

Method
A survey was developed to measure tourist preferences in the Blue Ridge National Heritage Area
of North Carolina. The data were collected from tourists to a variety of venues within the Blue
Ridge National Heritage area in North Carolina (see Figure 1). The data were collected from
seven tourism venues within the Blue Ridge National Heritage Area. In all, 896 responses were
collected.
Measures. The categorical measures used in the survey included how far in advance plans were
made to visit the area, the number of nights stayed, the type of lodging used, the types of leisure
activities engaged in, as well as the demographic variables of gender, education, and income.
Figure 1.
The Blue Ridge National Heritage Area
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Advanced planning was an ordinal measure (less than one week, 1 – 2 weeks, 3 – 5 weeks, 6 –
11 weeks, and 12+ weeks). Number of nights stayed was also an ordinal measure (day tripper, 1
– 3 nights, 4 – 7 nights, 8 – 14 nights, 15 – 30 nights, 30+ nights). Lodging establishments were
nominal measures (bed & breakfasts, campground or RV, friends/family, hotel/motel chain,
independent hotel/motel, rental condo, cabin or house, resort hotel). Local activities were also
nominal measures (check all that apply), (art museums & galleries, Blue Ridge Parkway,
caverns, festivals & special events, fishing, golfing, Grandfather Mountain, hiking & biking,
historic sites, music & theater, orchards, farms or wineries, rafting or canoeing, shopping,
Tweetsie Rail Road). Gender was a nominal measure and education and income were ordinal
(high school, some college, Bachelor’s degree, graduate degree), ($0 – 24,999, $25 – 49,999, $50
– 74,999, $75 – 99,999, $100,000+) respectively.

Results
Relationship #1.

Trip Planning Time and Number of Trip Nights

The first exploratory relationship examined the association between trip planning time and length
of the trip. Table 1a presents the frequencies (counts) of the number of respondents indicating
how long in advance they planned for their trip and their trip length. Table 1b shows the
summary from the correspondence analysis. As Table 1b shows, the null hypothesis of no
association (independence) between trip planning time and length of the trip was rejected (χ2 =
332.813, df = 20, p = .000). The strength of the association between trip planning time and
length of the trip was strong (Cramér’s V = .307). Figure 1 shows the biplot of the association.
The greater the length of the trip the more time was spent in trip planning.
Table 1a
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Table 1b:

Figure 2

Relationship #2.

Trip Planning Time and Lodging Choice

A second correspondence analysis was conducted to see whether there was an association
between trip planning time and the type of accommodations the respondents used. Table 2a
shows the frequencies and Table 2b shows the results from the correspondence analysis. As
Table 2b shows, the null hypothesis of no association between trip planning time and type of
accommodation used was rejected (χ2 = 123.451, df = 24, p = .000). The biplot (Figure 3) shows
that tourists that planned for the trip for less than 1 week preferred independent hotels, tourists
that planned 1 – 2 weeks preferred camping/RV parks or bed and breakfasts, those that planned 3
– 5 weeks tended to stay with friends/family or chain hotels/motels, tourists that planned 6 – 11
weeks in advance preferred resort hotels, and those than planned 12 weeks or more preferred
rental condo or cabins. The relationship between trip planning time and lodging type was
moderately strong (Cramér’s V = .245).
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Table 2a

Table 2b

Figure 3

Relationship #3.

Trip Planning Time and Types of Leisure Activities
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A third correspondence analysis was conducted to see whether there was an association
between trip planning time and the types of leisure activities tourists preferred. The type of
leisure activities question was “check all that apply. As a result, the SAS PROC CORRESP
procedure was used and the output is slightly different. Table 3a presents the frequencies and
Table 3b shows the output from the correspondence analysis. Ass Table 3b shows, the null
hypothesis of no association between trip planning time and type of leisure activities preferred
was rejected (χ2 = 105.198, df = 52, p < .001). Visitors that planned their trip less than one week
in advance preferred touring caverns, 1 – 2 weeks Tweetsie Rail Road, 3 – 5 weeks Grandfather
Mountain and the Blue Ridge Parkway, 6 – 11 weeks hiking & biking, 12 weeks or more were
interested in festivals, fishing, rafting, golfing museums, music/theater, rafting and visiting
historic sites (Figure 4). The strength of association between trip preplanning time and type of
activities tourists were interested in was moderate (Cramér’s V = .187).

Table 3a

Table 3b
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Figure 4

Relationship #4.

Trip Planning Time and Gender

A fourth correspondence analysis was conducted to see whether there was an association
between pre-trip planning time and respondent gender. Table 4a presents the frequencies and
Table 4b the correspondence analysis results. As Table 4b shows, the null hypothesis of no
relationship between pre-trip planning time and gender was rejected (χ2 = 10.752, df = 4, p =
.029). No biplot was generated since gender had only two categories. Examination of the
frequency chart (Figure 5) shows that males tended to plan trips further in advance than females.
The strength of the association between gender and trip planning time was moderate (Cramér’s V
= .112).
Table 4a
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Table 4b

Figure 5

Trip Planning Time by Gender
0.3
0.2
0.1
0

Less 1 to 2+ 3-5+
than 1 weeks weeks
week
Female

Relationship #5.

6-11+ More
weeks than 12
weeks
Male

Trip Planning Time and Educational Attainment

A fifth correspondence analysis explored whether there was a relationship between pretrip planning time and tourists’ educational attainment level. Table 5a presents the frequencies
and Table 5b the correspondence analysis results. As Table 5b shows, the null hypothesis of no
relationship between pre-trip planning time and educational attainment was not rejected (χ2 =
13.429, df = 12, p = .339). The strength of the association between pre-trip planning time and
educational attainment level was also weak (Cramér’s V = .064).
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Table 5a

Table 5b

Relationship #6.

Trip Planning Time and Income

A final correspondence analysis sought to determine whether an association existed
between pre-trip planning time and tourist income level. Table 6a presents the frequencies and
table 6b the correspondence analysis results. As the correspondence analysis results show, the
null hypothesis of no association between trip pre-planning time and tourist income was rejected
(χ2 = 30.452, df = 16, p = .016). Generally speaking, those tourists with a higher income plans
for the trip further in advance. However, the strength of this association was only moderate to
weak (Cramér’s V = .101). The biplot shows the mixed results (Figure 7).
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Table 6a

Table 6b

Figure 7
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Summary
The results provide an interesting illumination to tourists that visit the west North Carolina area
around the Blue Ridge Parkway. There is a strong association between planning the trip to the
Blue Ridge and the length of stay. The greater the length of the trip the more time was spent in
trip planning. Trip planning time also saw a moderately strong association when it came to
lodging; the greater amount of time planning, the more relatively upscale accommodations.
Greater time planning is associated with interactive activities including hiking, biking, canoeing
or kayaking, and golfing. There is a moderate association between earlier trip planning and
gender; planning earlier is more likely in males. There is a weak association between pre-trip
planning time and education level. Finally, there is a moderate association between income and
pre-trip planning.
Considering this research, tourism bureaus in the Blue Ridge area might wish to provide a free
online trip planning application, or an Android or IOS app, which provide the consumers with a
directory of the activities and resources available. Predictive analytics could monitor both their
planning window and their time online planning, and “push” possible options based upon these
two parameters. Options for the applications could including automatic reservations, a planner
for their week of travel, and suggested other festivals or activities for the tourists to visit.

Conclusion
The above results provide an excellent example of the strengths associated with correspondence
analysis and the broad range of information that is attainable from nominal and ordinal data.
Much of the time we use such categorical information in general descriptive terms; in this
example, we are given predictive correlations with are both interesting and worthy of further
research. Correspondence analysis is a desirable tool for exploratory study, providing quantitate
output for future study using more robust experimental techniques. Like most exploratory
techniques, it provides what, but not why. Like good exploratory techniques, it provides
sufficient and significant data to properly focus future exploration.
As mentioned, with a large enough sample size trivial relationships can become statistically
significant. Stated again, statistically significant relationships do not necessarily mean
meaningful relationships. Conversely, this is a good technique to consider when dealing with
limited sample sizes; if an association exists between two nominal or ordinal categories with
smaller data collections, it supports associations that deserve further study.
Standard marketing tools for the researcher include t-tests, ANOVAs, structural equation
modeling, partial least squares, MANOVAs, and others. Researchers sometimes limit
themselves to research techniques that they show competence in, or invest in research procedures
that are currently topical. Proficient marketing researchers should invest themselves in a wide
array of techniques, adapting to the output given to them by the data. Correspondence analysis
can be considered a valuable tool when probing to find associations and to greater focus work for
future research.
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Introduction
Organizational learning is one of the key components to success for corporations. It is often
defined as “…the process of gaining knowledge or insights that can potentially influence the
behavior of an organization…” (Hunt and Lambe 2000, p. 26). Understanding new industry
developments, product innovations, changes in customer needs and competitive threats represent
some of the issues that should rank high among organizational learning requirements. Even in
situations with minimal competition, continuous learning is necessary for an organization to
thrive and survive.
We propose that one of the factors in successful organization learning is emotional intelligence
(EI). Emotional intelligence was initially proposed as a way to link the concepts of human
emotions and cognitive ability (Mestre, et al., 2016). At its core, the concept is a reflection of
how individuals process emotions and the corresponding emotional information (Mestre, et al.,
2016; Mayer et al., 2008). Although, there have been numerous definitions proposed (Barling,
Slater and Kelloway, 2000; Goleman, 2001; Scott-Ladd and Chan, 2004), we use the definition
proposed by Mayer, et. al (2000) “the ability to perceive and express emotion, assimilate
emotion in thought, understand and reason with emotion, and regulate emotion in the self and
others” (Mayer, et al., 2000, p. 396).
Emotional Intelligence supports organizational learning by facilitating the relationships which
make organizational learning possible. The new information that is acquired and shared in the
organizational learning process is reliant upon healthy network relationships both within and
external to the organization. Healthy network relationships are established with the ability to
recognize, regulate and express appropriate emotional response.
Although there is a recognized relationship between EI and organizational learning in the extant
literature, there is a need for better understanding of the relationship. Scott-Ladd and Chan
(2004) suggest that employees with high EI are more efficient at contributing to organizational
learning. While Anderson and Kumar (2006) suggest that emotions play a critical role in
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initiating, developing and maintaining long term relationships. These long-term relationships are
a key underlying factor in organizational learning. Considering that both organizational learning
and emotional intelligence deal with modification of behavior due to external stimuli, this is a
relationship worthy of study.
Consequently, the following research questions are addressed: (1) What determines the strength
of the influence of emotional intelligence on organizational learning and (2) What components of
organizational learning are more influenced by emotional intelligence?

Model
This paper explores the relationship between emotional intelligence and organizational learning.
For this paper, our definition of emotional intelligence is defined as “the ability to perceive and
express emotion, assimilate emotion in thought, understand and reason with emotion, and
regulate emotion in the self and others” (Mayer, et al., 2000, p. 396). We use the Sinkula (1994)
definition of organizational learning, “as the process of information acquisition, dissemination,
and development of a shared interpretation, which eventually becomes embedded into
organizational memory.”

Figure 2: Emotional Intelligence and Organizational Learning Model
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Abstract
In this literature review, we explore traditional college student’s perception and the proper usage
of LinkedIn to market themselves for professional growth which can lead to their desired
employment. College students are equally divided with their knowledge and usage of the tool.
Less than 50 percent of traditional college students are aware of LinkedIn as a professional
business-oriented social media tool. Furthermore, many students fail to realize the difference and
vast professional usefulness of the social platform in almost all disciplines of business globally.
For college students and their potential professional contacts, LinkedIn has mass appeal with
over 21 million U.S. visitors and over 47 million global users accessing the tool monthly. Proper
LinkedIn’s utilization results in a waterfall effect positively affecting both academic and
professional networking growth with little, but consistent effort. We discuss the prevalence of
and motivation for proper LinkedIn use. Additionally, we review how LinkedIn affects
traditional college students as they strive to create a professional image and ultimately make
networking efforts to gain professional employment. Moreover, we include in our discussion the
impact of classroom instruction use on student-teacher LinkedIn assignments. Potential solutions
to guide students and faculty toward more and early appropriate use of LinkedIn in the classroom
and development of a more professionally prepared and marketed student. Supplementary
suggestions as well as the development of research findings for future research in this field are
included in our literature review.
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Abstract
Based on data for all 50 U.S. states, this paper investigates if location strategy of company
headquarters should consider economic freedom, income redistribution, and economic growth.
As far as we know, economic freedom, income redistribution, and growth for U.S. states has not
been presented as considerations for company headquarters location strategy in this manner
before. If state and local governments encourage an environment consistent with economic
freedom, they may be able to attract more businesses, which creates opportunity for citizens
rather than more income redistribution programs. Claims about the redistribution of income are
frequently presented as justification for tax incentives, regulatory policies, and other government
programs which may ultimately damage economic freedom within states and potentially state
economic growth.

Introduction
Selecting a location for a company headquarters is not a perfect science. Organizations must
complete an external environmental scan and an internal scan to determine the location needs the
organization must have. Decisions on headquarters location must not be made lightly, as these
decisions will have a direct impact on the organization’s ability to meet shareholder’s needs.
Organizations that strategically choose a location set themselves up for success, thus maximizing
shareholder value (Manning, Rodriguez, & Ghosh, 1999). Organizations that seek relocation of
the company headquarters for the sole purpose of lowering taxes or lease terms, are being nearsighted. Organizations must consider other factors, such as access to personnel, wage rate,
unionization, taxes, business regulations, location of stakeholders, land prices, transportation,
utilities (Bartik, 1985),(Newman, 1983) (Wasylenko & MCGuire, ____),(Ho, Lee, Ho, 2008).
Income redistribution programs are increasingly becoming recognized as a key factor which
contributes to less economic growth. As argued by Pasour (1994), “The effectiveness of
poverty relief is eroded over time because the programs create perverse incentives that affect
both the poor and the non-poor. First, any program that transfers income to the poor decreases
the incentives of the poor to provide for themselves. Consequently, donors face what has been
termed a “Samaritan’s dilemma.” A dilemma arises because the assistance rendered will lead to
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a decrease in self-reliance and, consequently, an increase in the amount of need.” Many would
be surprised at the vast amount of wasted resources and the diminishing amount of incentives
which is helping to build a pervasive culture of dependency.
What causes economic growth is one of the most enduring questions in economics. Adam Smith
in The Wealth of Nations, argued that free markets, the protection of private property rights, and
a minimal government presence in the economy leads to prosperity and growth. In other words,
economic freedom leads to economic growth. Perhaps one of the greatest economic freedoms is
the freedom to earn an income and then spend according to individual choices.
As a state pursues policies that ensure growth in economic freedom comes the issue of more
income inequality. At some point, governments may and will try to step in to try and correct the
bad side of a perhaps “unfair” economic growth by transferring income and resources to lowincome groups of the population that are not enjoying the benefits from this growth. This
income redistribution can raise the unemployment rate and make access to workers harder for
businesses.

Empirical Model
To enhance the existing evidence and to examine the combined effects of economic freedom,
and income redistribution on U.S. state economic growth, data for all fifty U.S. states is
analyzed. Data is gathered for each U.S. state on economic growth, the degree of economic
freedom in the state, income redistribution, other state control variables, and location strategy
variables. The measure of economic growth used for each state is GSP where growth is then
measured from one period to the next. This data will be taken from the most current report from
the Bureau of Economic Analysis, published by the U.S. Department of Commerce. Economic
freedom is an essential determinant of the state’s ability to grow. For the purpose of this study,
we have chosen to use the widely cited Fraser Institutes’ index Economic Freedom of North
America Index (Stansel, Torra, and McMahon, 2017). for each U.S. state as a general measure
of the freedom of citizens to pursue economic activities.
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Abstract
Powell (2017) introduced diligence-based strategic management (DBS) as an approach to
strategic management that addresses managerial bias in the planning process. Behavioral
approaches to strategic management have recognized unintended managerial biases in the
planning process. While Powell presents DBS as a planning paradigm, it may offer value for
other theoretical approaches to marketing strategy. This paper will demonstrate the value of DBS
for marketing strategy development within the context of strategic management ambidexterity
(SMA) and the resource-based view (RBV). The decision process within DBS to evaluate
relative capability with respect to relative priority is a bias-reducing framework for strategic
planners. Marketing strategy development, specifically, may benefit from deploying this DBS
mechanism within SMA and RBV approaches. This paper will review DBS, SMA, and RBV to
provide context. The formulaic approach of DBS is highlighted with respect to its approach to
comparing a firm’s relative capabilities against management-determined priorities. This formula
is discussed within the SMA framework as a method for guiding strategic marketing
management with respect to the exploration/exploitation orientation. The formula is discussed
relative to the RBV with respect to assisting marketing management with valuing capabilities
and resources.

Introduction
Powell (2017) introduced diligence-based strategic management (DBS) as an approach to
strategic management that addresses managerial bias in the planning process. The concept
descends from the behavior school. Behavioral approaches to strategic management have
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recognized unintended managerial biases in the planning process (Fay & Montague, 2015;
Hoskisson et al., 2018; Mangaliso & Ndanga, 2017). While Powell presents DBS as a planning
paradigm, it may offer value for other theoretical approaches to marketing strategy. This paper
will demonstrate the value of DBS for marketing strategy development within the context of
strategic management ambidexterity (SMA) and the resource-based view (RBV). The decision
process within DBS to evaluate relative capability with respect to relative priority is a biasreducing framework for strategic planners. Marketing strategy development, specifically, may
benefit from deploying this DBS mechanism within SMA and RBV approaches. This paper will
review DBS, SMA, and RBV to provide context. The formulaic approach of DBS is highlighted
with respect to its approach to comparing a firm’s relative capabilities against managementdetermined priorities. This formula is discussed within the SMA framework as a method for
guiding strategic marketing management with respect to the exploration/exploitation orientation.
The formula is discussed relative to the RBV with respect to assisting marketing management
with valuing capabilities and resources.

Theoretical Frameworks
Diligence Based Strategy
Research suggests that managers are subject to biases that may be systematic (Changwei et al.,
2017). Addressing marketing managers’ cognitive processes that contribute to these biases
should reduce bias within the strategic management process for marketing (Gavetti, 2012).
Formal structures to concentrate management perspectives on marketing activities, their relative
capabilities, and relative priorities is one approach to addressing the biases found in strategic
management research. DBS offers one approach to addressing these biases.
DBS focuses on the important activities of a firm: These activities are analyzed with respect to
the firm’s capability to execute that activity and the relative priority the firm places on that
activity (Powell, 2017). The activities are then analyzed as to whether the relationship between
them is additive or multiplicative. Activities that are additive in nature are not the focus of DBS
because investing in any activity raises the overall productivity of the firm equally as any other
object of investment. For example, assume there are three activities with capabilities evaluated to
be 7, 4, and 8. 7 + 4 + 8 generates a total strategic capability of 19. Increasing the capability in
any activity by one unit will give the firm a total capability level of 20: Thus, the decision
makers would be indifferent (ceteris paribus) to where the investment is made from the
perspective of increasing overall strategic capability. For activities that are multiplicative in their
relationships, the decision makers can effect substantially higher improvement in capability by
investing in areas of weaker capability. For the same evaluated capabilities discussed above, a
multiplicative relationship would equate to the following: 7 X 4 X 8 = 224. Investing to improve
the capability evaluated as a 7 or 8 by one unit, the overall output increases to either 256 or 252
respectively. Moving the 4 to a 5 however, will increase the total capability of the firm to a level
of 280. Much of the objects of marketing strategy are arguably multiplicative and not additive.
For example, creative design and copywriting are inherently interrelated. Increasing capabilities
in one or the other will have a multiplicative result.
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Powell (2017) then argues that strategists should compare the relative capability of each activity
to the relative priority for that activity. Figure 1 displays the decision logic for this comparison.
Assume that the marketing function for a firm has identified three critical activities: creative
design, copywriting, and social media deployment. Management assesses marketing’s capability
to be six out of ten for graphic design, seven out of ten for copywriting, and five out of ten for
social media.
Capability

Relative Capability

Relative Priority

Graphic Design

6

6/18 = 0.33

0.40

Copywriting

7

7/18 = 0.39

0.30

Social Media

5

5/18 = 0.28

0.30

Total Capability

18

Total Priority

1.00

Figure 3: Example of assessing activity capability relative to priority

Management also assesses that the priority for marketing to achieve the firm’s strategy is
priorities of 40%, 30% and 30%. DBS suggests that investment priority should be allocated to
those capabilities that have relative capabilities less than the (relative) priority for a particular
activity or object. The rationale for this process is that it would mitigate management bias
because management tends to over invest in activities perceived to have higher capabilities. For
activities where the relative capability is less than the relative priority, DBS suggests that this
activity should receive more investment and attention than other capabilities. The value in
utilizing this approach is that it signals where possible biases lie for decision makers. Typically
decision makers will over invest in areas where they have higher capabilities (Powell, 2017).
This paper contends that such a framework is helpful for decision makers in determining the
SMA posture of a firm and in valuing capabilities under the RBV.

Strategic Marketing Ambidexterity
Strategic management ambidexterity (SMA) relates to the tension between the need for firms to
expand through exploration into new markets and the need for firms to harvest more return from
existing markets and products (Birkinshaw & Gupta, 2013). A firm’s ability to navigate between
the tensions in terms of strategic priority has an influence on overall firm performance (D'souza,
Sigdyal, & Struckell, 2017). Within the marketing context, SMA materializes as the tension
between consistency and relevance: Brands must maintain consistency with respect to brand
image while expanding the brand to maintain relevance with a marketplace that is dynamic
(Beverland, Wilner, & Micheli, 2015).
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Research suggests that the two primary drivers of how a firm dedicates resources between
exploration and exploitation are the firm’s position in its lifecycle and financial slack (Josephson,
Johnson, & Mariadoss, 2016). Newer firms tend to focus on exploitative initiatives after their
initial launch into their marketplace. Longer-tenured firms, that have achieved a level of market
penetration within existing markets, tend to behave in a more exploratory fashion to enter into
new markets or release new products. Financial slack is a mediator of the
exploration/exploitation decision because the resources required to enter new markets generally
require higher levels of financial slack (Kortmann, 2015). When firms have less financial slack
they generally focus on exploiting existing markets with existing product lines rather than
expending the resources and risk with venturing out into markets with higher levels of
uncertainty (Jin, Zhou, & Wang, 2016).
Part of the bias within a firm’s decision to engage in either more exploratory initiatives or
exploitative ones arises from management’s risk tolerance: Incentive programs and financial
targets may encourage the selection of one orientation over another in addition to the drivers of
financial slack and firm life cycle (Swift, 2016). A firm’s resources and capabilities relative to
exploration may be a driver as well. Risk management and tolerance will be affected by the
resources and capabilities a firm has to manage the risk involved with exploitation and the
efficiency-oriented approach needed to maximize current market exploitation. Thus, another
theoretical paradigm that would be related to the SMA decision is the resource-based view of the
firm.

Resource Based View
The RBV of a firm suggests that a firm’s competitive advantage descends from its use of
resources and capabilities (Kellerman et al., 2016). For resources to drive competitive advantage
they must be of value to the firm, rare in the marketplace, difficult to imitate, and leveraged by
the organization (Priem & Butler, 2001; Wiengarten et al., 2013). A RBV approach to marketing
strategy would focus on how the marketing function within an organization utilizes its resources
to promote the firm’s competitive advantage, gaining rents from the marketplace (Kaufman,
2015)
Kellermanns et al. (2016) has raised criticism of the RBV because of the vagaries involved in
valuing resources and capabilities. Not only can the identification of resources and capabilities
be subjective, but their valuation will be judged differently by different managers and
researchers. The objective determination and their measurement are in question.

Exploitation/Exploration Decision
As a firm moves between the exploitative activities and exploratory activities of SMA, it will
begin to identify areas of weakness for the firm relative to its strategic priorities. Although
research suggests that resource and investment allocation are the drivers of whether the firm is in
an exploitative or exploratory paradigm (Jin, Zhou, & Wang, 2016), the behavior-school
paradigm suggests that biases arise in strategy formulation and will affect the strategic decisions
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regarding strategic management ambidexterity. The diligence-based approach to strategy would
offer an elegant mechanism for guiding firms as they navigate ambidexterity. When managers
decide on their priorities and relative capabilities for critical activities over their strategic time
windows, they have a sense of where their capabilities lie with respect to their identified
priorities. By using the DBS method of comparing relative capabilities to relative priorities,
firms would be able to identify investment foci based on where the relative capabilities are lower
than their priorities. The outcome of those assessments will guide management toward whether
the firm should be oriented towards an exploitative or an exploratory posture over the strategy
time window.
Taking Figure 1 as an example, assume marketing management has completed a strategic
assessment of the firm and conditions are favorable for an exploratory positioning: financial
slack is high with a firm that is well within its life cycle. If the graphic design capability is not
aligned with an exploratory footing, but the firm is new to social media, then then marketing
management might consider lowering the priority for graphic design and raising the priority for
social media. The capabilities will be unchanged; however, when a firm is well positioned for
exploratory efforts it should intentionally review whether the present fiscal cycle is the time to
embark on exploration. Cognitive theory would suggest that management makes priority
decisions frequently out of habit or biases toward strong capabilities. The DBS approach can
raise questions for strategic marketing management that may go unconsidered under different
SMA paradigms.

Valuing Capabilities
Often the measurement of firm capabilities are qualitative and subjective (Reddy & Rao, 2014).
The level of spend may indicate higher levels of capabilities for some managers. This challenges
the DBS approach where areas of lower capability (relative to priority) would receive higher
levels of investment than areas where the capability is equal to or greater than the priority placed
by management on that capability. The resource-based view places priority on acquiring and
leveraging resources that are valuable, rare, inimitable, and organizational (VRIO). While
rareness and inimitability are generally objective in nature, how the firm assesses value and the
role the resources will play for the organization are subject to managerial discretion. The DBS
approach can offer guidance for both of these elements of the VRIO paradigm. Regardless of the
value a resource has been historically, the value a resource will have in future strategy is heavily
reliant on the role the resource will play in the forward-looking strategy of the firm. A review of
capabilities, or activities, of a firm relative to its strategic priorities will provide guidance on both
the value and the role of a resource in fulfilling the firm’s strategy.
For example, if a firm chooses to prioritize social media in its future strategy, it must review
current capabilities, or activities that apply. If the firm assesses social media as a priority with
low relative capability; using the DBS approach, the firm would invest in the capability. To
further evaluate the social media capability, the firm should apply the RBV to determine the
capability’s value and rarity. This process assists in creating a future valuation of capabilities.
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Implications for Theory
The SMA decisions of exploitation and exploration may be better formalized through the use of
DBS. Investigations should be undertaken which test whether context-specific strategies are
achieved when firms deploy DBS and the concomitant emphases for investment. DBS challenges
one of the theoretical underpinnings of the RBV in that firms can identify and value capabilities
by the financial resources allocated for those capabilities. DBS suggests that firms may over
invest in areas where capabilities are strongest and underinvest in resources and capabilities
which are weaker but have higher priority with respect to the relative capability of that resource.
This suggests that valuing capabilities based on a firm’s investment may include biases which
over/under value a given resource. The RBV of the firm should be tested by investigating
whether a DBS orientation would alter that foundation.

Implications for Practice
Using the DBS framework may enhance a firm’s decision-making process and limit the degree to
which bias affects decision making. The DBS approach may inform the firm’s strategic balance
between exploitation and exploration within a given market. The available financial slack may be
used to over invest in areas where the firm is strong with respect to the relative priorities placed
on strategic activities. A review of the firm’s capabilities relative to priorities could generate
intentional efforts to become exploratory or exploitative when controlling for financial slack and
firm life cycle.
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ABSTRACT
The Association to Advance Collegiate Schools of Business (AACSB) is clear about the
worsening shortage of doctoral qualified faculty. It is the proposition of this paper that business
schools should consider evaluating and perhaps reinvigorating recruitment strategies in both the
short- and intermediate-term, as well as developing marketing management strategies that will
help alleviate business faculty shortages in the long-term. Strategic marketing guidance is set
forth in this paper with a focus on the development and institutionalization of managerial
linkages between recruitment-retention connections. Our major premise is that leadership
robustness is needed relative to the construction and implementation of strategic linkages of the
recruitment-retention process. This conjoined effort should aid in effectively managing business
faculty talent. Both internal marketing issues along with external marketing forces should be
analyzed to clearly answer the directional questions that will
be the foundation for decision making. Adherence to the processes of well-crafted plans is
needed.

INTRODUCTION
Although small to mid-sized business schools may face particularly grueling times and are
increasingly susceptible to the shortage of terminally-qualified business faculty, current
predictions of worsening shortages are ominous for larger schools as well, with qualification
(Buchholz, Kass, and Gutic 2013; Farmer & Abdelsamad 2014; Miles, Hazeldine, and Munilla
2010; Miles, McClure, Heriot, Hadley, and Hazeldine 2014; Schneider & Sheikh 2012).
Specifically, large research universities may initially be relatively immune to the vagaries of the
market due to their greater budgets and more generous endowments (Basil and Basil 2005).
These size factors typically are evidenced in such attributes as better compensation packages
(including higher initial offers), better research support, reduced teaching loads, and
compensated moving expenses. But this clear advantage is not the only differentiating factor; in
conjunction with their scholarly reputations, many large, flagship schools have the thrust of
momentum at their backs. Thus, the small to mid-sized business schools that have had serious
research agendas are advised to address this substantial external threat of faculty shortages with
increased internal leadership zeal.
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The crux of this matter for all university business schools is that the recruitment and retention of
intellectual capital is core to university success. It is proposed that approaches be developed that
link recruitment strategies to retention strategies. In doing so, academic leadership should
consider developing a holistic programmatic academic method relative to faculty recruitmentretention needs. According to Tracy (2004), it should be noted that 100% retention rate of faculty
is not necessarily healthy; there will be a natural attrition rate in any organization. However,
continuous data should be gathered that addresses both the reasons for and quantity of attrition to
shed light on faculty stability for managerial purposes.

BUSINESS FACULTY SHORTAGE
Buday (2011) stated, “Roughly 10,000 Baby Boomers will turn 65 today, and about 10,000 more
will cross that threshold every day for the next 19 years.” The aging of this huge cohort of
Americans (26% of the population) will change the composition of the labor force across
economic sectors, including universities. It is clear from numerous academic and popular press
articles that predicted mass retirements of Baby Boomers combined with the shortage of new
Ph.D. graduates presents a difficult, but not necessarily an insurmountable challenge to business
schools (Watkins and Bazerman 2003).
The discipline of accounting has been evaluating this issue for quite some time (Bishop, Boyle,
Clune, and Hermanson 2011; Boyle, Hermanson, and Mensah 2011; Schneider and Sheikh
2012). One of the many challenges being faced by all disciplines is the ability to hire desirable
candidates for open positions (Hunt, Jones, and Alabama 2014), though professors disagree
about the impact of the shortage (Public Accounting Report 2017).
Another challenge for some business schools is exacerbated when they are experiencing
enrollment increases (Sarkar and Sharma 2015). There are some very far-forward thinking
leaders of business schools that are making major changes to the curricula and educational
delivery of education, such as specialized master’s degrees and online degrees. Although
traditional MBA enrollment has been declining, specialized and online degree programs are
offsetting the decline in loss of traditional MBA enrollment; in fact, these new master’s degrees
are booming among both domestic and international students. According to Negrea (2016), “The
growing portfolio of degrees, along with ever-enhanced business school facilities, attracts
students who can’t take a two-year hiatus from a career to attend full-time.”
Across the business school spectrum of small, mid-sized and large schools alike, proactive and
focused recruitment efforts can be developed and implemented to help mitigate the associated
risks that faculty shortages can have (Clinebell and Clinebell 2008; Lorange 2005). If these risks
go unabated, they will weaken the integrity of academic programs and chip away at long-term
reputational equity at both the institutional level at large and the business school in particular
(Greenbaum 2005). With the proper blend of recruitment strategy, corresponding tactics, and
hiring savvy, this threat could perhaps be converted to a competitive advantage. Those schools
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with the tenacity to embrace the strategic challenge of the recruitment-retention connection will
reap long-term benefits from necessary actions now.
This weighty issue should help center why a proactive requisite of business schools is to
reinvigorate and reinforce the leadership fervor needed to effectively tackle the faculty shortage
problem. The strategic acknowledgment of identified challenges can help formalize and
prioritize focused recruitment-retention strategies and aid in the mobilization of resources needed
in the quest to build and maintain successful academic programs. If both offensive and defensive
actions are taken, then the propensity to succumb to the language of victimization in the context
of uncontrollable external variables will not frame the conversations of recruitment activity. If
proactive measures are not taken, however, then schools may well view themselves as just
subjects to these external market forces. Such shortage pressures, consequently, would
necessarily take a negative toll -- and any meaningful internal efforts to abate the forces will be
left unaddressed.
There may be a tendency to have an egotistical attitude toward hiring, evidenced by such
statements as this: if a new hire does not work out, our business school will just go back to the
market next year. (Hunt, Jones and Alabama 2014). Treating faculty as if they are expendable is
very short-sighted--- and such attitudes may lead to high turnover rates that are expensive and
just as importantly cause instability and personnel problems. Although every hire is important
under all conditions, this maxim takes on heightened meaning during times of shortages.
Because impending dysfunctions are foreseeable, hiring decisions should take on an intensified
mindfulness.
AACSB established a task force that identified the most pressing issue facing management
education which was determined to be the emerging global terminal faculty shortage in business
(AACSB 2006a; AACSB 2006b; AACSB 2006c; Miles, Hazeldine, and Munilla 2010). In
response to this finding, the AACSB International Board of Directors created the Doctoral
Faculty Commission (DFC) to investigate the issue further and offer solutions. In a 2010 report
of the DFC findings, it was stated that there was a nineteen percent decline in the numbers of
new U. S. doctorates in business studies between 1995 and 2001. The number of doctorates
produced by accredited schools was reported at its lowest level since 1987 (Miles, Hazeldine,
and Munilla 2010).
According to Schneider and Sheikh (2012), there has been a growing concern that the business
professorate is dwindling. Although most disciplines are concerned about shortages, these
shortages are not evenly dispersed. One discipline where concerns are at a critical level is the
area of accountancy; many in the academic community, the private sector, and the profession
itself have taken serious notice. One response to this problem was the Accounting Doctoral
Scholarship (ADS), which committed $17 million scholarship dollars to 120 new Ph.D. students
from 2009-2016 (Ruff, Thibodeau and Bedard 2009).
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The DFC further reported that the demand for doctoral faculty would continue to increase due to
a number of factors including the following: increasing numbers of MBA providers, increasing
undergraduate enrollments, retiring faculty, and the seeking of professionals to meet global
standards for quality. However, the DFC concluded that the lack of funding and incentive issues
will hinder increased production of doctoral programs. Public business schools, the largest
doctoral producers, are experiencing budget constraints and are highly focused on published
rankings, which are usually based on full-time MBA programs. Another trend discovered by the
DFC is that more than half of enrolled doctoral students are on temporary visas and are not
immediately eligible after graduation for employment in the United States (AACSB 2006a).
The problem is predicted to get worse over the next decade. The DFC forthrightly concluded
that “. . . doctorally-trained individuals are the most essential element in assuring the continued
rigor of business education and research conducted in academic, business, and public policy
institutions” (AACSB 2006a).
It is, therefore, a recommendation of the authors that business schools must collectively become
stewards of business education by addressing and responding to the macro, longer-term issues of
faculty shortages; yet, in the short and intermediate term each business school must strive to
minimize the negative impact of faculty shortages at the micro-level on its own academic
programs. These efforts must be coordinated within and across institutions.

ADDRESSING PREDICTABLE SURPRISES
In reviewing the literature, much strategic direction is given by the crisis management and precrisis recognition literature. Augustine (1995) wrote, “Almost every crisis contains within itself
the seeds of success as well as the roots of failure.” If business schools do not quickly prepare to
deal with these issues based on market realities and worsening faculty predications, business
schools will face continued “crisis creep” in the academic area. As Augustine stated (1995),
“When preparing for crises, it is instructive to recall that Noah started building the ark before it
began to rain.”
Watkins and Bazermore (2003) discussed the phenomenon of predictable surprises in business
settings. Despite many thoughtful managers’ best efforts and robust planning processes, the
above authors found that even the best run companies are frequently caught unaware by
disastrous events---events that should have been anticipated and for which preparations should
have been made. They stated that predictable surprises take many forms, from financial scandals
to disruptions in operations, from organizational upheavals to product failures. Some of these
predictable surprises result in short-term losses and other exasperating distractions. Some
unpredicted surprises, however, can cause major damage that can take years to repair -- if the
damage can be repaired at all. Major damage is precisely what many business schools can
expect to face if they do not set out in a strategically-focused effort to mitigate the long-term
negative effects of current faculty shortages – a now well-known “predictable surprise.”
Reactive responses could severely hurt the academic integrity of programs and, as a result, such
unprepared responses will have a negative effect on the overall educational quality of business
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schools. All schools should be concerned about the gestalt and the overall perception of
American business education. In particular, it is the small to mid-sized schools that will likely
take the hardest and most immediate blows relative to ongoing faculty shortages.

RECOGNIZING AND DEALING WITH CRISIS CREEP
If the academic leadership is unprepared to deal with shortage issues, then a patchwork faculty
will most likely result. In a preventive effort, programmatic missions and strategies must be
carefully formulated and followed with diligent implementation and adherence. If the crisis of
faculty shortage deepens, less qualified applicants would be considered and the faculty shortage
scenario would be used to justify the lowering of standards. However, such weak rationales
could be symptomatic of ignoring “the predictable surprise” until it is defined as a looming
crisis. One could, therefore, foresee that the lowering of standards could be rationalized as an
uncontrollable strategic course as a means to rationalize post hoc, defensive approaches.
Aggressive acknowledgment should take precedent over defeatist rhetoric. The schools that are
agile and able to mobilize resources in ways which ward off the negative compounding effects of
“less-than optimal” hires will be poised to gain competitive advantage. Given the laws of supply
and demand, those well-regarded academicians will experience even greater teaching and
research opportunities in the academic marketplace with corresponding monetary rewards. Under
a shortage scenario, therefore, there is a more heightened need for each faculty hiring decision to
be guided by a hiring mission defined by programmatic clarity and a recruiting strategy of
robustness. The linkage between recruitment and retention strategies are essential to managing
talent. It is a major proposition that retention of highly-qualified recruits is a natural extension of
the management of intellectual capital.
Networking will become increasingly important in tight labor markets. If a crisis mode is
institutionalized, then last minute efforts will guide hiring. Rhetoric may have it that each person
who is hired has the potential to add value; and many times, a post hoc case can be made for
each individual hired. However, it is not just the individual academician that must be considered
but each academician should be evaluated in terms of a holistic, full-court view of the academic
programs with a keen evaluation of a safety net of a core group of disciplinary and
interdisciplinary doctorates.
It has been suggested that Professional Qualified (PQ) candidates with masters can play a
significant role in the make-up of a business school faculty (Boyle, Carpenter, Hermanson, and
Mensah 2013; Ruff, Thibodeau, and Bedard 2009; Schneider and Sheikh 2012). There are many
admirable examples of practitioners doing an excellent job in the university settings. The
authors, however, submit that a core group of academically-qualified professionals holding infield doctorates cannot be replaced by those holding masters. A well-strategized sense of the
appropriate balance between those who understand the academic rigor of business education with
those that are business practitioners is needed. It is a well-crafted orchestration of group of
professionals that is desired.
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It is important to note that there are a significant number of faculty PhDs that have worked in
industry and/or consulting. It appears that a false dichotomy is often drawn that suggests that all
PhDs have no practical experience. The tension in academic rigor and business experience will
remain. Clinebell and Clinebell (2008) addressed the ongoing tensions and concluded that the
role of executive professors must be clearly defined as it relates to the advancement of business
education. They stated, “A haphazard approach could undo the many years of progress in
business education and lead us back to a vocational, or trade school, model.” Clarity regarding
hiring excellent executive educators is part and parcel of a well-defined recruitment-retention
approach.

RECRUITMENT AND RETENTION: AN INTEGRATED APPROACH
There are different internal approaches used to manage recruitment and retention strategies. For
example, in many mid-sized to large schools, there are separate chairs for each discipline. Often
in smaller schools, there are department chairs that manage several disciplines, such as a
combined finance, economics, and accounting department or a combined management,
marketing, and information systems department. In other schools, the administrative structure
may be made up of several deans, including the dean of the school, dean of internal academic
affairs, and dean of external event management. Regardless of a given structure, it may be
necessary for each faculty member to play a significant role in developing recruitment networks.
Such network development should be encouraged and become part of the expectations of faculty;
the purpose would be to provide a continuous information supply for locating excellent
candidates for employment considerations.
It would seem wise to inculcate network development as a major part of the culture of a school.
Faculty members and school administrators should have a shared responsibility and should
employ both business school expectations plus self-imposed individual duty to help develop
academic networks with other institutions, at academic conferences, with the chairs and
professors of Ph.D. granting institutions, as well as individual gatekeepers that could aid in
supporting the recruitment of highly qualitied educators. Expectations of network development
contributions should be emphasized as part of hiring criteria, formalized in employment
orientations and then reaffirmed during faculty meetings. Managerial reiteration of this
individual and collective duty is needed. Debriefing forums for discussions and updates should
be provided to the faculty throughout the year and records should be kept of contact persons.
Such an institutional focus should become part of the organizational culture. It is through this
culture development that institutions would help mitigate possible crisis creep trends and turn
recruitment into a competitive advantage.

LINKING STRATEGIC RECRUITMENT AND THOUGHT LEADERSHIP
In regard to the fundamental nature of educational endeavors, human capital, knowledge
workers, and knowledge leadership are the essence of the academic side of the house in a tenured
faculty setting. In fact, the AACSB International has set forth the concept of thought leadership,
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a construct that promotes distinctive, progressive business school education. The way in which
thought leadership is operationally defined for each business program will provide academic
guidance within and across disciplines. Buday (2011) defined thought leadership as follows:
“Thought leadership is the prestige that an individual or organization achieves after developing,
delivering and marketing superior expertise that solves a significant problem.” Continuous
curriculum development and review based on thought leadership within the disciplines and
across interdisciplinary realms should be reviewed with regard to academic leadership. This
process would help solidify stewardship relative to the disciplines, interdisciplinary work, and,
therefore, the structural integrity of the various programs. As Isaac Newton said, “If I have seen
further than others, it is by standing upon the shoulders of giants.” There are many sturdy
shoulders to call on; a major part of this strategic journey is to be armed with good questions to
ask of the talent pool before us.
A holistic approach to hiring practices should guide the building of a strategic pipeline so that
good, programmatic fits will more likely be forthcoming. It is through such attentive leadership
that the notion of thought leadership as discussed above will have a higher probability of taking
meaningful form.
If proactive strategies are not developed and implemented, then reactionary recruitment would
result. Such reactive measures in small to mid-sized schools can have intensified long-term,
negative programmatic affects due to the smaller number of tenured-slot positions. Each hire, in
and of itself, may be evaluated in a positive light; however, when hiring is evaluated from a total
program viewpoint, building academic strength takes vigilant focus and each hire should be
evaluated in light of building distinctive academic programs.
This recruitment approach could result in a positive, even seismic change relative to hiring
decisions, given that each tenured and non-tenured position is significant. Again, there is not as
much latitude for deviation from crafted plans in this setting. In particular, it is probably wise in
a small school context to approach each position as providing a maximum safety net for the
programmatic mission. Given such a disciplined recruitment strategy, recruitment can be
formalized as a crucial link to the process of building and maintaining successful programs.
According to Lorange (2002, 2005), strategy means choice within the business school setting.
Given that business schools have had a vast set of possible intellectual capital opportunities on
which to focus, Lorange argues that business schools need to target their programs to specific
groups. In other words, choice means survival, even prosperity. It is Lorange’s (2002, 2005)
position that in the process of making well-crafted strategic faculty choices relative to program
development, business schools would be in a position to play a more effective role in the modern
knowledge society. The “strategy as choice” construct is a central underpinning of this paper.
Potential challenges to building a “choice” scenario are heightened in times of shortages.
Continuity of recruitment practices may be even more perplexing problem when the short tenure
of many business deans and other academic administrators is considered. A formalized
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infrastructure, therefore, should be developed and left in place relative to established academic
networks. Although this will not prevent all continuity dysfunctions, information network
management will help to institutionalize a recruitment program.
It is important to consider further the continuity problems that can result if there is an overreliance on professionally-qualified (PQ) faculty members. The concept of PQ faculty was
introduced in the 1991 standards. As noted above, most PQ faculty do not hold terminal degrees;
however, they hold master’s degrees and typically have business experience in the discipline in
which they are assigned to teach. The AACSB standards (AACSB 2006) are less restrictive
regarding what constitutes qualified faculty for accreditation purposes. There is less emphasis on
a terminal degree and more on faculty members being “fully participating.” White, Miles, and
Levernier (2009) state that the new standard, if not handled with great care, may have such a
detrimental effect on the quality of collegiate business education, that the standing and prestige
of business schools within the university community could be reduced, and the value of AACSB
accreditation could be compromised.
The paper (2006) entitled, “Deploying Professionally Qualified Faculty: An Interpretation of
AACSB Standards,” was developed under the leadership and guidance of AACSB and was
distributed by Jerry E. Trapnell, Executive Vice President and Chief Accreditation Officer, to
AACSB members. It was the stated hope of this work to add a useful foundation to enhance the
dialogue on the importance of deploying PQ faculty in accredited business schools and
accounting programs.
The issue of PQs must be considered carefully relative to strategic recruitment and must also be
evaluated relative to long-term implications for business schools. First, although many PQs may
have strong experiential backgrounds, professionally-qualified candidates that are holders of
master degrees would not necessarily be privileged to the normal academic contacts that are
made by those who have attended Ph.D. programs. They would not typically have had the
opportunity to develop networks at academic conferences, nor would they be in a natural
position to develop the contacts that are formed over time across a university-focused career. By
an over-reliance on professionally-qualified faculty, university academic networks could be
weakened.
Other side effects of substituting professionally-qualified faculty with master degree holders in
place of traditional academically-qualified faculty slots may include the monetary weakening of
positions over time. It is often argued that the reason for substituting PQs for AQs is for basic
bottom-line reasons due to tight budgets. It is plausible or even likely that once the monetary
support for positions is weakened, it may be difficult to reestablish monetary needs to fill those
slots for academically-qualified candidates. Furthermore, this may breed a situation where the
political strength of academically-qualified professors is weakened within business schools
themselves and by extension, throughout universities at large. There are also serious academic
reasons for not becoming over reliant on professionally-qualified faculty. The terminal degree
focuses on the advancement of knowledge through theory-building and testing - the science of it
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all. Business theory is the lens to critical thinking. From a research and teaching standpoint, it is
plausible that there could become an overemphasis on specific applications and anecdotes at the
expense of critical reasoning that is used in understanding foundational theory. Second and third
degree consequences of hiring decisions should be considered.
Certainly, professionally-qualified faculty and out-of-field PhDs should be hired just as carefully
as academically-qualified faculty are hired. It is the position of the authors that PQs with master
degrees should be recruited as complements to the core of academically-qualified faculty, as well
as out-of-field PhDs -- but not as substitutes for a core group of academically-qualified faculty
who hold terminal in-field degrees. Just as AQs are carefully hired, so should PQs be
interviewed and hired using rigorous standards. All hires should be made in light of supporting
and advancing academic directions guided by missions. PQ can certainly make major
contributions in business schools, but recruitment should be approached by strategic reasoning
and not by happenstance.
In support of strategic PQ hires, business practitioners can bring a wealth of knowledge.
Specialties in such areas such a real estate, sales, negotiations, supply chain, tax and auditing
and banking are just a few of the areas that PQs could support the core in providing excellent
educational opportunities for the student population.
Also, the issue of faculty who can be justified as AQ, even though they do not have a doctorate
in a business discipline, should be treated carefully, particularly when the number of
academically-qualified core faculty within a discipline are few in number. The same types of
problems that can be associated with PQs may also be at play with outside-of-discipline, nonbusiness school background PhDs. Many small to mid-sized business schools need faculty who
have studied in depth in a given discipline. Those Ph.D.s teaching out of their primary area of
study may have scant knowledge of the discipline as a whole. Further, these professionals may
be limited in their professional involvement in the in-field academic organizations and
conferences which help bring academic recognition to a school and help build networks with
other scholars in the field. If this scenario is combined with a heavy reliance on PQs and on outof-field Ph.D. hires, one could appreciate that the compounding effect could weaken academic
viability. Certainly, there are times when excellent cases could be made for hiring Ph.Ds. outside
of their primary field of study. For example, perhaps a Ph.D. from communications would be an
excellent addition in teaching in the area of promotions. In any case, well-founded strategic
reasoning should be applied and strong justifications should be made for these hires, just as they
are for all AQ hires.

DEVELOPING STRUCTURAL FORMATION FOR RECRUITMENT ACTIVITIES
Schools of business must establish the “connective tissue” between missions of academic quality
and the tactical decisions of forming search committees. This strategic issue takes us to a basic
structural formation that supports planned hiring. Developing a sturdy recruitment infrastructure
with supporting academic networks has always been a weighty academic leadership issue. These
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shortage problems, no doubt, will be coupled with the typical emergencies that plague business
school administrators relative to normal faculty change, such as internal “faculty-toadministrative” moves, acceptance of other job opportunities, and leaves of absences due to
illness, or family matters. Crafted strategies can address both planned recruitment activities, as
well as other unplanned disruptions in the stream of faculty resources.
Take the specific case of a faculty member accepting a position at another institution. Sometimes
these events can broadside administrators. It becomes important that the business school’s
leadership manage the departure of a faculty member who finds an opportunity at another
institution in the highest professional manner. Such gracious reactions should become a part of
standard operational procedure; doors should be left open for mutual opportunities that may
present themselves in the future. Many departing faculty members have added much value to the
school and discipline. The academic community is small; therefore, inappropriate or harsh
reactions could create avenues for reputational damage for the institution and could create
reputational harm to the administrator who is engaged in harsh interchanges. Response
management should be monitored and controlled in the context of how well it will help or hinder
future recruitment activities. Mismanagement of these delicate issues could have negative
repercussions throughout the organization. Postmortem analysis of why a faculty member has
chosen to leave is an important part of understanding how future recruitment and retention
activities can be improved (Lodhi, Raza, and Dilshad 2013).
To illustrate the points above, consider the following analogy: If we were responsible for
managing a baseball team, the leadership may just get lucky and have good “walk-ons.”
However, we also know good leadership is keenly aware of the types of players that may be
needed in the future. Also, we know good managers are aware that unforeseen misfortunes may
occur and that contingency plans must be developed in light of such circumstances. Therefore,
we acknowledge the importance of scouting; we become familiar with the current and upcoming
talent, and we establish networks. We would gather constant information through environmental
scanning of the talent pool. We also need the proper balance of power pitchers, big hitters, fast
outfielders, etc. It is always important that we understand our bench strengths and bench needs.
Particularly when faced with markets of short supply, we understand that increased emphasis on
focused methods of recruiting well-defined talent is wise. We also understand that, once we
have an established network and have built a positive reputation over time, recruitment takes on
its own momentum. Certainly, for some ball clubs, successful recruitment is a strategic
advantage that sets them apart from other clubs in the league.

INSTITUTIONALIZING ACADEMIC NETWORKS
In an effort to institutionalize an academic network database, faculty/administrator interchange
could play an important role. It is suggested that as part of faculty service requirements, faculty
members should provide potential contacts for networking. For example, some very productive
mid-career faculty could be facing salary compression; this pool of potential hires may consider
positions at the associate level. Certainly, salary compression issues may present opportunities
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for hiring and it is through networking that contacts can be made. Therefore, it might be helpful
to consider recruiting associate professors who are facing salary compression. Such faculty
members would have had time to establish teaching, research, and service records and are
looking for monetary opportunities to overcome depressed salaries relative to new assistants.
Further, retiring full-professors may leave openings which may be of interest to associate
professors.
Universities are facing an aging workforce that could take an enormous toll on institutional
knowledge. Viewing retirement from a different lens -- a lens of opportunity -- may also be
helpful. Therefore, it may be that there are creative ways to hire educators who would prefer
reduced teaching loads. For example, two accounting professors may want to work one semester
each, making half their full-time salary. Such arrangements could be a win/win situation,
particularly if coupled with mentoring programs for younger faculty and gaining needed research
production for AACSB standards. By attracting these professionals who bring balance to
academic positions, including superior teaching talents, productive research histories, and
notable service contributions, it may well be that schools could tap an unprecedented talent pool.
Based on this contention, it would be wise to tap into the opportunity of veteran talent. Many
times, the seeds of recruitment-retention strategies must be planted long before one hires
established professionals in given disciplines. Timing issues have to be considered with
flexibility and agility becoming important.
Also, business schools could think in terms of “growing their own.” In other words, MBA
students who have shown academic promise could be identified and educated about Ph.D.
opportunities that exist in the academic realm. Perhaps there are ways to subsidize outstanding
master’s students with scholarships or some type of stipend. A systematic program could be
developed and the fruits of the rewards of such development could potentially be reaped in five
to six years by hiring back such known academic talent.
Current faculty could work with academic and professional organizations to support doctoral
education. These organizations could develop campaigns to increase the number of doctoral
students in the flagship universities and other doctorate-granting institutions in an effort to build
the quantity and quality of American business educators. Smaller business schools that do not
offer doctoral programs could become feeder schools to Ph.D. granting institutions. If such
excellent, well-prepared students who present with much promise enter these doctoral programs,
it could help raise the academic status of these feeder schools. There are some difficult
constraints that may be present such as limited PhD slots in business schools.

OTHER ISSUES OF RETENTION OPPORTUNITIES
Issues of Dual Income Couples
The ability and willingness to address issues of dual income couples could be developed as a
competitive advantage. Strong professionally-qualified faculty could play a major role in
working along with the school’s board of advisors to help find opportunities for spouses. Given
332

the economic vacillation between shortages of jobs to near levels of full employment, it may be
very beneficial to understand the needs of dual-income couples. Bennett (2002) stated that the
impact of the general academic crunch can be assessed by examining which business schools are
now hurting most. Schools that can effectively address the dual-income employment issues and
put together creative packages to help resolve these concerns may develop a competitive
advantage. In some cases, the concerns of dual income couples may be underdeveloped; it may
be that some schools have not culturally and operationally established basic recruitment
strategies at all. Given these contingencies, consideration of dual income couples could be a step
in the right direction.

Understanding the Needs of Recruits
Does the leadership take the effort to get to know a recruit? This step is critical in advancing the
stability of the recruitment process. In order of preference, what classes does the recruit enjoy
teaching the most? Does the faculty member have any interests in perhaps working with other
faculty in research efforts once they become more established in the organization? Does the
recruit have any interdisciplinary research interests? What expectations does the recruit have of
the organization? What specific characteristics does the recruit bring to the table to advance the
mission of the business schools? Of course, additional questions could be developed to address
the needs of the recruits and the business school. It is necessary to show ongoing interests in
faculty ideas for the further advancement of the educational mission which will help keep faculty
members engaged in sharing soluble concerns and ideas for future success. And it is absolute
necessary to prevent major divisions between the administration, staff and faculty. This
leadership effort to address such internal affairs could have the effect of stabilizing retention
efforts and will create a more open, effective environment.
One area of future study that may have merit for faculty retention is to review the student
retention literature. There may be some approaches that faculty retention could modify that
would provide useful insights to the stabilization of faculty retention.

The Strategic Organizational Focus of Scouting
Get out in front of the curve early. Augustine (1995) quoted Elizabeth Dole, former president of
the American Red Cross as saying, “The midst of a disaster is the poorest possible time to
establish new relationships and to introduce ourselves to new organizations…..when you have
taken the time to build rapport, then you can make a call at 2 a.m. when the river’s rising and
expect to launch a well-planned, smoothly conducted response.” The same logic applies to
recruitment-retention connection. We must know people in and across disciplines to get a
“heads up” on the academic talent that would fit with the mission of the institution.

CONCLUSION
The guidance for hiring practices stems from the mission of each academic program and how the
total business program is integrated as a whole. Each disciplinary or interdisciplinary area
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should be in sync with the school’s overall mission and, by extension, the business school’s
mission should be properly tied to the university’s mission. This type of faculty hiring, which is
grounded in programmatic guidance, is more likely to produce the results of a distinctively
powerful academic professional group. If recruitment strategies are carefully crafted, business
schools will be in a better position to attract and retain the type of defined talent that helps build
and maintain the long-term reputational value of the school.
The recruitment and retention of faculty resources is central to business schools. This article has
focused on recruitment and retention as a conjoined strategy which suggests that schools should
be proactive in protecting themselves against the negative effects of faculty shortages. The
article raises the following questions: Are there creative ways to mitigate the effect of shortages
in the short term? Are there strategic ways of turning hiring into a competitive competence for
small and mid-sized business schools when shortages loom large? What factors could positively
influence faculty retention rates? Should the leadership create a strategic recruitment-retention
connection for the purposes of establishing a stable pool of coordinated faculty talent? What
should the synchronized roles among administrators, staff, and faculty relative recruitmentretention be? These and other questions of strategy and process should be addressed in the quest
to recruit and retain faculty talent.
Recruitment development success will be contingent upon leadership initiatives and an organized
infrastructure which address issues of academic stability. Sustaining a positive work environment
that is receptive to shared leadership, staff and faculty responsibilities -- along with individuallyimposed duties relative to stewardship over academic success -- is the essence of long-term
achievement in the area of faculty stability. In summary, a natural extension of a strong
recruitment strategy would be the development of a coordinated retention strategy.
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Abstract
The role of food banks is changing. For more than 30 years food banks have existed as a
temporary solution to food insecurity and hunger by providing emergency food services. Many
food banks recognize that in addition to serving emergency food needs, they now also contend
with chronic food insecurity (Hess 2016). The 2016 USDA estimates suggest that 41 million
people in the United States are food insecure. This translates into 1 in 8 individuals in
households who are unable to obtain the quality and quantity of food needed for basic health and
well-being. While this number is basically unchanged since 2015, it is higher than rates before
the 2007 recession. Feeding America conducts a study called Map the Meal Gap to better
understand variations in food access and costs at the local level (Gundersen et al 2016). With a
nationwide network of 200 food banks and 60,000 food pantries and meal programs that provide
food and services to people annually, Feeding America attempts to understand the barriers to
access for their clients in the communities they serve. The Mobile Food Pantry (MFP) is one of
the new programs designed to overcome the barrier of location as many clients without
transportation or, who live in rural or remote areas cannot always get to the Foodbank in their
community (Parrott 2017). This goal of this paper is to examine the effectiveness of marketing
MFP’s by select food banks in reaching citizens most in need of this program enhancement.
Possible marketing solutions are provided to enable food banks to better over the barrier of
location in the provision of food services.
Mobile food pantry programs remove location as a barrier to access for food bank clients in hard
to reach, underserved or food barren areas. For Feeding America, the nation’s largest domestic
hunger-relief organization, the MFP program allows for fast, flexible delivery of meat, produce
and baked goods at convenient locations such as churches and community centers. In Santa
Barbara, CA, the program started in 1999 with a small grant from UPS and a donated ‘retired’
beverage truck (Smith-Meyer 2013). The food bank made its first MFP delivery to a small
parking lot offering 800 pounds of food (consisting of a loaf of bread, a bag of bans and a large
chunk of cheese. The Santa Barbara food bank now has 11 monthly MFP distribution sites,
targeting underserved neighborhoods and rural corners of the county. Two or three times a week,
in church parking lots, community centers and convenient neighborhood locations, you can find
their MFP set-up supplying fresh food directly to anyone in need of it. These “pantries on
wheels” play a fundamental role in feeding hungry people (Smith-Meyer 2013). Every month,
individuals and families living in Santa Barbara and surrounding rural communities have access
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to emergency food services which may not be available to them through traditional food
distributions sources. Partnering with local farmer’s markets allowed the Santa Barbara
Foodbank to offer fresh produce to their clients.
The program’s impact is measured by pounds of food distributed each month. This MFP
provides over 31,000 lbs. of fresh produce a month to 8 underserved areas of Santa Barbara
County, directly impacting over 4,500 clients each year (see www.foodbanksbc.org). The Santa
Barbara food bank’s website lists the locations of the MFP. The locations in turn advertise the
MFP in newsletters, bulletins and flyers. With a program that is available to anyone, word-ofmouth undoubtedly plays a role in communicating the time and location of the MFP. While this
program and the marketing thereof appears to be loosely targeted to those most in need, the
underlying assumption is that these mobile sites are accessible to those who cannot get to the
bricks-and-mortar food bank location.
The food bank of Central and Eastern North Carolina provides food for people at risk in 34
counties across the state (Hunger Studies 2017). The Durham branch serves a six- county area
that has approximately 105,000 residents that are food insecure. The food bank does have a MFP
program that delivers about three million pounds of food to rural communities annually. The
website does not list locations for the MFP’s but it does describe them and their impact. Another
initiative geared toward combating chronic food insecurity is to partner with other service
organizations. The Durham County Department of Public Health recently mailed out post cards
to county residents encouraging SNAP participants to visit two area farmer’s markets to get fresh
fruits and vegetables. For every $1 spent using EBT (electronic benefits transfer) SNAP will
give the, $1 up to $10 every time they shop. This is Durham County’s effort to get fresh produce
into the hands of SNAP participants while using the Farmer’s Markets as mobile sites. The
assumption is that some of the post cards will fall into the hands of those residents in need who
can then drive or catch a bus to the Farmer’s Markets that typically close by 12:00 noon. While
the intent is noble it is apparent that “marketing researchers have a great opportunity to help
people who live in food insecure households and the food pantries that serve them (Norbert
2016).”
With the vast network of food banks and food pantries that partner with Feeding America an
opportunity exists to gather and share best practices for MFP programs. Marketers can assist
food banks with, among other things effective segmentation tactics such that the MFP’s are
located in areas of greatest need.
References:
Hess, A.S. (2016). Social Innovation in Food Banks: An Environmental Scan of Social
Innovation in Canadian and US Food Banks.
Hunger Studies. (2017). Accessed on May 22, 2018.
http://www.foodbankcenc.org/site/PageServer?pagename=hunger_studies

340

Gundersen, C.E., Engelhard, and E. Waxman. (2016). Map the Meal. Gap: Exploring
Food Insecurity at the Local level. Accessed on May 21, 2018.
http://www.feedingamerica.org/search/search.html?q=map+the+meal+gap
Norbert, W. (2016). When the Cupboards Are Bare: Nudging Food Pantry Clients to
Healthier Foods. Journal of the Association for Consumer Research, 1(1): 125-133.
Parrott, J. (2017). People around the country are working to bring the nation’s food to
those who need it most. Accessed on May 22, 2018. http://www.uscatholic.org
Smith-Meyer, J. (2013). Mobile Food Pantry Program. Accessed on May 21, 2018.
https://foodbanksbc.org/
Keywords: mobile food pantry, foodbanks, food insecurity, barriers to access
Relevance to Marketing Educators, Researchers and Practitioners:
The Mobile Food Pantry programs are designed to help reach food insecure individuals who
cannot get to stand alone food banks. While location is a well-documented barrier to access,
marketers are well equipped to assist food banks in getting the right locations and
communicating how best to get to them.
Author Information:
Deirdre T. Guion Peoples is Associate Professor of Marketing, School of Business, North
Carolina Central University.
Track: Nonprofit Marketing
ID#: 1336

341

Professional Sales / Sales Management
Track Chair

Dr. Lucy Matthews
Middle Tennessee State University

342

Are Women’s Sales Skills Better Than
Men’s?

OUTSTANDING ABSTRACT – Professional Sales/Sales Management

Scott A. Inks, sinks@kennesaw.edu
Aberdeen Leila Borders, aborder4@kennesaw.edu
Deborah H. Lester, dlester@kennesaw.edu
Terry W. Loe, tloe@kennesaw.edu

Abstract
Over the past 40 years, a significant amount of research has examined whether differnces exist
between men and women salespeople. Researchers have examined a variety of variable
including job satisfaction, role ambiguity, confidence, and self-reported measures of
performance. While the studies did find differences between men and women in some of these
areas, most of the evidence suggest little difference exists between men and women salespeople.
However, none of the studies have examined in-call sales behaviors (e.g., questioning, listening,
handling objections, etc.) to see if women and men perform at the same level. This study
reviews the sales competition scores of men and women competing in the National Collegiate
Sales Competition. The competitors at this event are judged on a set of 25 different critieria.
The results indicate women outperform men in in-call sales behaviors.

Introduction
A half-century ago, b2b sales was generally considered a profession for men. The term
“salesman” was the standard reference for this position and continued to remain so, generally for
the remainder of the 20th century. In the 1970s and 80s, the number of women in b2b sales
positions began to grow, and with that growth came questions regarding how they compared
with men in terms of sales performance and other related dimensions. Early studies seemed to
indicate men could sell better than women, however, the research was not conclusive. As
relationship selling grew in popularity, a few studies found that women outperformed men and
had, in general, an advantage when it came to forming relationships. Now, in the era of more
assertive sales approaches (e.g., the Challenger model) that seemingly rely less on warm
relationships, one wonders if the performance difference between men and women will once
again change. The challenge with evaluating sales performance differences between men and
women is that it is difficult to get detailed data. Results from previous research are based on
self-report, outcome, or buyer-perceptions along a limited set of criteria. For good reasons, no
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one has taken the time to observe men and women salespeople as they interact with their
customers in order to evaluate their relative sales skills. In contrast, collegiate sales competitions
are based on detailed evaluation of sales skills and offer the opportunity to begin assessing
whether women and men differ in their sales skills. The purpose of this study is to examine a
select group of college students already expressing an interest in sales and examine if they differ
in terms of their sales performance as indicated by a 25 item sales call skill rubric.

Literature Review
For most of the 20th century, an overwhelming majority of the b2b and related non-retail sales
positions were held by men. In the latter half of the century, the number of women in those roles
began to increase. “The number of women working in industrial sales has increased significantly
from 6.6% of nonretail sales positions in 1970, to 21% in 1993.” (Siguaw and Honeycutt, Jr.,
1995, p. 45). The number of women in non-retail sales roles continued to increase over the
years. The Bureau of Labor and Statistics established sub-categories of non-retails sales
positions and Tracks the percentage of women in those roles. That data provides some
interesting insight into the growth in the number of women in non-retail sales roles.
According to the Bureau of Labor Statistics’ 2017 Labor Force Statistics from the Current
Population Survey, the number of women in non-retails sales is on par with men in some areas
and still below men in others. Table 01 shows the 2007 and 2017 statistics for non-retail sales
(sub-categories of the “Sales and Office Occupations” category) sorted by 2017 percent of the
total employed in the respective category that are women.
“Models, demonstrators, and product promoters” contained the highest percentage of women in
both 2007 and 2017. It’s difficult to know the extent to which these roles were directly involved
in selling, but it’s clear that women substantially outnumbered men, notwithstanding the
decrease to 78.4% in 2017 from 83.4% in 2007. Women and men are equally represented in
Insurance sales, advertising sales, and the catch-all – “sales and related workers, all others.”
However, 10 years earlier (2007) women outnumbered men in advertising sales and “sales and
related workers, all others” by 7 – 10 percentage points. Of particular note is the relatively low
representation of women in the other remaining categories. In those types of sales, men continue
to outnumber the women.
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Differences Between Women and Men in Sales
Research on differences between men and women in sales began increasing in the 1970s and 80s
as the number of women in non-retail sales also grew. The research has continued, and has
looked for differences in a variety of areas including job satisfaction, role ambiguity, job clarity,
competence, confidence, performance, and so forth. Although not looking at outcome measures
such as ability to hit quotas, analysis of many (if not most) of the variables revealed little
differences between men and women. Nevertheless, some difference have been found.
In the latter half of the 1970s, several article were published discussing potential differences
between women and men in sales. Busch and Bush (1978) conducted a study pharmaceutical
salespeople to assess whether women and men differed with respect to job satisfaction, values,
role clarity, performance, and propensity to leave. Their analysis found women had slightly
lower job clarity than men and had a slightly stronger link between job clarity and propensity to
leave. They also found that men placed a greater value on promotion than men, and that women
placed a greater value on coworkers and customers than did men. The authors’ analysis of the
other variables suggested no differences between women and men exist. The authors also
suggest that the few differences found could be a function of the pharmaceutical industry (at the
time of the study) being male-dominated.
Robertson and Hacket (1977) examined salesmen and saleswomen’s perceptions of salesmen and
saleswomen. They found that while saleswomen perceived few differences between salesmen
and saleswomen, salesmen perceived saleswomen as possessing poorer sales technique, less
career-oriented, less open-minded, more emotional, and less self-confident. However, both
salesmen and saleswomen perceived salesmen and saleswomen as equally competent.
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Swan, Futrell, and Todd (1978) studied pharmaceutical salespeople and found that women had
lower job satisfaction related to their supervisors and co-workers, but not with the job itself
(similar to Busch and Bush, 1978). They also found that women had lower levels of job-related
self-confidence. Like Busch and Bush (1978), the authors attributed their findings to the
industry being male-dominated.
In a survey of Vice Presidents of Sales for industrial companies, Kanuk (1978) found
respondents perceived women and men performed equally well, but that women may be better
able than men to initiate relationships with prospects. Nearly 20 years later, Dion, Easterling,
and Javalgi (1997) found the purchasing agents perceived women and men equally in terms of
overall performance. However, they found that purchasing agents percieved salesmen as more
professional than saleswomen, provided better customer service, and were likely to give
salesmen a greater portion of business.
The presence of women in sales positions is no longer uncommon. As a result, gender
differences research conducted in the 70s and 80s may no longer be relevant (Moncrief et. al,
2000). Research in the 1990s and early 2000s found that women had an edge over men with
respect to relationship building and attending to customers (Lane & Crane, 2002). Siguaw and
Honeycutt, Jr. (1995) found no differences in job satisfaction, organizational commitment, and
performance, but that relative to women men experienced greater role ambiguity and role
conflict. In addition, they found that women had higher levels of customer-orientation. “This
finding supports the conclusions of earlier studies that women place greater emphasis on
customer relationships. In other words, women are more likely to serve as problem-solving
consultants and to assist their customers in achieving their goals rather than just attempting to
make the sale regardless of customer needs” (Siguaw & Honeycutt, Jr. 1995 p.50).
Studies on how men and women differ with respect to sales performance have used self-report or
other forms of performance perceptions rather than objective data. However, recently Orlob
(2018) presented findings from an analysis of available sales activity data showing that women
closed more sales than men, and are perhaps are better communicators. In addition to counting
the number of successful closes, the sales activity data included time-based measures of
salesperson talk time, listening time, and frequency of interrupting the buyer. The data showed
men spent more time listening, less time talking (monologue) and interrupted the buyer less. The
authors suggest that women listen more intently, and are therefore more efficient and effective
listeners. They also suggest that when talking (monologues) women were more persuasive and
focused than men. The combination of better listening and more persuasive talking explains why
women closed more sales than men. The problem (as the authors point out) with the data is that
measuring the time spent on a particular task/ability (e.g., listening) isn’t a measure of
effectiveness. Such measure would come only from direct observation of the interaction
between the seller and buyer. This study is an attempt to address that shortfall by evaluating the
sales communication between sellers and buyers, albeit in role-play setting.
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Method
The National Collegiate Sales Competition (NCSC) is the largest and longest-running and
collegiate sales role-play competition in the world. Each year, up to 144 students representing
72 universities compete in this double-elimination style tournament. The competitors are
typically seniors and juniors who have already been recognized by their respective schools for
possessing superior sales competence relative to other students in those programs.
The host school provides competitors a sales-call scenario (buyer background and selling
situation) in advance of the competition. In addition, a wealth of product training resources,
including webinars, training videos, and sales support material, are available to help competitors
prepare for the competition.
The format of the competition is a 20-minute face-to-face sales call during which the salesperson
must engage a buyer (role played by sales professional) in an attempt to sell the designated
product (good or service). The competitors are evaluated by 5 - 7 industry professionals using a
sales skills rubric. The sales skills rubric contains 25 different items representing seven different
categories, including approach, needs identification, solution presentation, overcoming
objections, closing, communication skills, and an overall assessment. For each item, competitors
were scored on a scale of 0 to 8. After each sales call role-play, checks were made to ensure
judges scored each of the 25 items on each competitor they evaluated.
The score sheets (sales skills rubric) used by the competition evaluators or judges, was
developed in the 1990’s by various scholars and sales experts. Since that time the instrument has
been vetted by hundreds of other scholars and sales experts, as well as thousands of salespeople
and sales leaders from industry and has become the standard for a number of other university
sales competitions across the U.S.
For this study, we used data from the 2017 and 2018 NCSC. Those are the only two years for
which we have reliable data regarding the gender of each of the competitors. During
registration, the competitors were asked to identify their gender. None of the competitors opted
not to designate their gender.
Table 02 shows the breakdown of competitors by year and by gender. While in both years
slightly more competitors were male, the split between males and females is nearly 50-50. Each
of these competitors competed in the first round of the competition under the same basic
conditions and within a 12 hour time frame.
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Each student’s role play was judged live by 6-7 judges resulting in 980 individual score sheets
spread across 140 competitors. For each competitor, the scores on each of the items was
averaged across judges. This reduced the sample size to 140.
Next, the means for women and men on each of the 25 items were compared using independent
sample t-tests. To make it easier to review, the results are presented in seven different tables
(Tables 03a – 03g) below, each containing the items associated with their respective sales rubric
category.
The results of the difference between means analysis show two notable findings. First, for each
item, the women’s mean score was higher than the men’s. Second, each of the differences in
means is statistically significant.
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The items in Tables 03f and 03g are not specific task associated with the sales process, rather
they are global evaluations of skills/characteristics associated with sales call effectiveness.
Whereas the preceding 20 items were associated with the progression of the sales call (approach
– establish need – present solutions – handle resistance – gain commitment), the following five
items are typically scored immediately following the respective competitor’s completion of the
role-play.
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Discussion
The results of this study indicate women outperform men in behaviors associated with effective
sales call performance. In each category, Approach, Establishing Needs, Presenting Solutions,
Handling Resistance, and Gaining Commitment, women outperformed men. The three greatest
differences in means are “Asked for Business or Commitment” (-.964), “Gain Pre-commitment”
(-.857), and “Effective Use of Trial Closes” (-.828). Each of these three items is associated with
the seller asking the buyer to express at least some favorable disposition to the sales process
moving forward. These questions involve a certain amount of risk because they offer the buyer
the opportunity to say “no.”
The data presented in Table 03f indicates women are better communicators than men. The
judges rated women higher than men in all three assessments of communication skills. These
findings provide support for suppositions by Orlob (2018) that women are better listeners and
more persuasive when talking. The judges also perceived women as having more enthusiasm
and projecting greater confidence than the men (Table 03g). These characteristics help
contribute to more effective persuasive communication.

Limitations
While determining sales performance (revenue generated, number of units sold, new accounts
acquired, profitability, etc..) can be straightforward, identifying the variables that affect overall
sales performance is not. In this study, we examine the specific sales skills that are pertinent to
the actual face-to-face interactions between salespeople and buyers. Additionally, the data
examines sales role-play incidences, rather than live sales interactions. Sales role-plays do not
carry the weight of losing the sale. However, while these situations are somewhat “contrived,”
they are, none-the-less, realistic in the sense that there is a reward at stake and the pressure of
performing in a setting where the salesperson is being evaluated on his or her performance.
Note: Women and men did not differ with respect to willingness to compete against self, but men
had a greater preference relative to women for competing against others (Apicella, Demiral, &
Mollerstrom, 2017).
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Buyer-Seller Trust Relationships: What
Makes Them Work?
Stephen Carlson, scarlson@piedmont.edu

Abstract
The focus of this paper is on “trust” in the interpersonal relationship between buyer and seller.
While much of the current literature acknowledges the importance of trust, few go beyond
sometimes confusing definition that intermingles behaviors, traits and perceptions of
trustworthiness. Researchers have long sought the secret to interpersonal trust in personal
selling. This paper uses data from a prior study of buyer-seller communications (Carlson, 2018)
to take a deeper dive into the trust construct by Mayer, Davis and Schoorman (1995). While the
Mayer model is widely cited in management and organizational behavior literature for its
explanatory power, it is rarely cited in personal selling literature receiving only passing mention
in the most recent personal selling and trust meta-analysis (Wood, Boles, Johnston, & Bellenger,
2008). Attention is given to the antecedents of ability, integrity, benevolence and the moderating
effect of a trustor’s propensity to trust. We find benevolence and propensity to trust of interest as
variables contributing to the “secret sauce” in the formation of high quality trust in a buyer-seller
relationship. Are there implications for sales representatives and sales managers in their
approach to key accounts and strategies for maintaining long-term relationships?

Introduction
This paper focuses on the role of “trust” in personal selling. The level of analysis is the dyadic
relationship between a seller and buyer in an organizational setting. Fundamental to the concept
of relationship marketing is the proposition that the relationship evolves over time (Dwyer,
Schurr & Oh, 1987) and that trust is a critical variable in its evolution (Morgan & Hunt, 1994).
Maister, Green, and Galford (2000) posit a sales representative earns the role of “trusted advisor”
through development of a strong interpersonal relationship with a buyer. Jap (2001) incorporates
the element of time spent in the development of a dyadic trust relationship between the sales
representative and buyer in a relationship lifecycle. Attaining the role of “trusted advisor” is the
culmination of a continuum as the relationship matures. While there is a rich and diverse body of
trust literature, there is little empirical research to provide a model to measure progress along this
continuum.
This study differs from previous work by testing a model to measure the extent to which this role
has developed as well as the contribution of its respective antecedents (Carlson, 2015). We
examined this phenomenon through an organizational lens where the seller is a sale
representative assigned to a specific account while the role of buyer may vary within the buying
center to include a champion, a user, or a decision-maker. No matter the role within the buying
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center, the seller has established a reciprocal interpersonal relationship with the buyer’s
representative. Using a selected trust model (Mayer, Davis & Schoorman, 1995), can we
determine which of the antecedents have the greater impact on the formation of high quality trust
relationships? If so, how might these findings differ from prior research? Similarly, do such
findings have implications for recruitment, selection, training and management of sales
personnel for organizations pursuing a relationship marketing approach.
The paper is organized as follows: the next section provides a summary of relevant trust based
literature followed by a description of the author’s recent research using a “trusted advisor”
measurement model. Next is a discussion of the antecedents in the Mayer trust model and its
importance to the buyer-seller relationship follows. Specific attention is given to the antecedents
of benevolence and propensity to trust. The paper concludes with a discussion of results,
implications for marketing and sales management, and future research.

Background
Continued interest in “trust” is illustrated by the patterns of publication in scholarly journals over
the past decade. As this paper focuses on the role of benevolence in trust building behaviors
within the buyer-seller relationship, a generic search for “trust” and “benevolence” was
conducted on ABI / Inform (ProQuest) yielding 4,426 entries from scholarly journals. Each
decade saw increasing interest (1990-1999=304; 2000-2009 = 1,457; 2000-2018 = 2,665) with
the largest number of publications in both 2016 and 2017 (367 each year). This search gathered
articles from psychology, organizational behavior, management, as well as marketing and sales
management. Similarly, the management literature from the humanist movement to the current
period counts “trust” as an essential part of the leader-follower relationship. A meta-analysis of
trust in leadership found over 100 quantitative studies of the phenomena in 2002 (Dirks & Ferrin,
2002) A similar study from the marketing perspective resulting in an item-level meta-analysis of
buyer trust in a sales representative (Wood, Boles, Johnston, & Bellenger, 2008). Both
marketing and management literature differentiate interpersonal trust, organizational trust, and
trust in product or service from the individual level trust between buyer and seller.
The following table illustrates the limited number of studies reported in scholarly journals in the
field of marketing incorporating “trust” and “benevolence”. This table lists the number of studies
reported in their respective journals specifically dealing with the individual buyer-seller
relationship. It excludes articles dealing with supervisor – employee relationships (sales
manager – salesperson) or articles at a different level of analysis (organizational – cultural).
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Journal Source – 1990-2018

Number

Journal of Relationship Marketing

3

Journal of Personal Selling and Sales
Management

4

Journal of Marketing

5

Journal of Marketing Research

2

Journal of the Academy of Marketing Science

3

Table 6: Buyer-Seller Trust Relationship Articles Using "Benevolence"
Trust has often been cited as a critical ingredient to building long-term relationships. Within the
marketing literature, we see the application of this construct to buyer-seller relationships. Dwyer,
Schurr and Oh (1987) lay the foundations for a systematic view of relationship marketing
postulating that exchanges goes beyond a transactional view. The authors apply social exchange
theory in defining the dimensions of such a relationship with both real and perceived costs and
benefits. Morgan and Hunt (1994) propose a commitment-trust theory of relationship marketing
wherein trust functions to enhance the strength of commitment in long-term relationships.
Mayer, Davis and Schoorman (1995) is the model of interest in this study as it provides a focus
on the antecedents of trust between one individual and another that includes ability, integrity, and
benevolence as antecedents. Additionally, the authors provide a succinct definition of trust that is
often referenced in other subsequent studies that incorporate a trust component. Its usefulness is
demonstrated by its applicability to different levels of analysis (individual vs organizational) as
well as application within a single organization (sales person – sales manager) or between
organizations (buyer-seller) (Schoorman, Mayer & Davis, 2007).
While the Mayer model is widely cited in management and organizational behavior literature for
its explanatory power, it is rarely cited in personal selling literature receiving only passing
mention in the most recent personal selling and trust meta-analysis (Wood, Boles, Johnston, &
Bellenger, 2008). In testing an SEM model derived from their item-level analysis, Woods et al.
found that benevolence had little relationship to buyer trustworthiness of the sellers’
representative. While this was not an explicit test of the Mayer model, it appears to undermine
viability of a critical component of the Mayer trust model. Our study provides an explicit test of
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the Mayer trust model in the individual level buyer-seller relationship and links it to the
evolution of the sales representative’s progress to the role of “trusted advisor”.

Figure 4: Mayer, Davis and Schoorman Trust Model
Our measurement model incorporates the Mayer, Davis and Schoorman (1995) integrative model
of organizational trust. The Mayer model (Mayer et al, 1995) provided the basis for measurement
of trust and trust building behaviors. Neu, Gonzalez, and Pass (2011) use the Mayer trust model
as a method for measuring trust in a buyer-seller relationship in their “trusted advisor”. Use of
the Mayer trust model provides a means of measuring the latent construct as well as the
contribution each component; ability, benevolence, integrity and propensity to trust.

Unpacking the Mayer, Davis and Schoorman Trust Model
Mayer et al. define trust “the willingness of a party to be vulnerable to the actions of another
party based on the expectation that the other will perform a particular action important to the
trustor, irrespective of the ability to monitor or control that other party” (p. 712). The key
element of this definition that differentiates trust from cooperation is the element of risk and the
willingness of the parties to accept a level of risk. The authors address this through three
dimensions; abilities, integrity, benevolence. Propensity to risk is used to explain variance. The
authors make the case that propensity of the parties to accept risk is an equally important
component to understanding the variation in trust in the presence of similar abilities, integrity
and benevolence. The following figure illustrates how we have adapted this model to the
research subject.
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Figure 5: Adapted Trust Model

Abilities: Ability is a domain specific set of skills, capabilities, and competencies in the Mayer
trust framework. It may also be expressed as perceived expertise. Ability as competence or
expertise is the most frequently cited antecedent for trust in an organizational setting.
Interestingly, this attribute is also related to expert or referent power in French and Raven’s
model of social power (1959).

Integrity: According to Mayer et al. (1995), integrity is the “perception that the trustee adheres
to a set of principles that the trustor finds acceptable” (p. 719). Much as been written about the
importance of integrity in a long-term business relationship often in the context of truthfulness,
transparency, and commitment to ethical behavior. The authors follow a similar path noting the
difference between personal integrity (commitment to a set of principles) versus the trustor’s
view of acceptability of the trustee’s principles as a moral view of integrity. They note that a
high level of commitment by the trustee to earning profit or recognition no matter the cost to the
relationship may not be viewed as moral high ground by the trustor.

Benevolence: Mayer, et al. (1995) define benevolence as the “perception of a positive personal

orientation of the trustee toward the trustor” (p. 719) noting that perceived intentions and
motives have an influence on the trustor. The authors also suggest a personal attachment between
the trustor and trustee. Wang (2006) proposes a three-component model of benevolence in a
buyer-seller relationship. The model incorporates perceived affective benevolence, normative
benevolence, and calculative benevolence. The study raises the question whether perceptions of
benevolence are influenced by an asymmetrical power relationship between firms. Levine (2016)
notes the importance of benevolence in personal relationships focuses on dealing with concerns
about exploitation. “Individuals who are perceived to have benevolent motives are perceived to
be less likely to exploit a potential trustor, and consequently, are more likely to be trusted”.
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While approach appear in prior work as forbearance against exploitation, Mayer et al. focused on
the positive interpretation that benevolence was a behavior with intent to help others with no
expectation of immediate reciprocal reward.

Integrity vs. Benevolence: In the context of the Mayer model, integrity and benevolence are
treated as two separate constructs. Research results confirm the separation of the Levine (2006)
distinguishes between integrity and benevolence noting that the two terms are often conflated.
The author makes a case that integrity and benevolence are two potential opposing constructs.
Integrity violations occur to benefit the cause of benevolence. Similarly, extreme “honesty”
without empathy for the recipient has a higher negative impact on trust.

Propensity to Trust: Mayer et al introduced the concept of “propensity to trust” to the

interpersonal trust literature as a psychological variable reflecting the trustor’s willingness to
take risks. Attitudes are conditioned by prior experiences as well as the personality trait of
openness. Frazier, Johnson and Fainshmidt (2013) have recently developed a revised scale that
shows promise for its strong psychometric properties for both future academic research as well
as adaptation to recruiting and selection processes for person-organization fit.

Trust Model Test Results
This report uses a dataset collected in 2017 with survey data including items 21 items from the
Mayer trust model (Carlson, 2018). Confirmatory factor analysis produced results reported in
Table 2. Two separate components in the propensity to trust construct were identified where the
first component questioned the respondent about general conditions, events or people using
phrases such as “most people…” while the second component employed a second-person
personal pronoun to gage individual willingness to accept risk in an exchange relationship.

Scale / Subscale

%
Items Variance
Explained

Cronbach's Alpha
Alpha

Standardized

Abilities

5

85.619

0.957

0.958

Benevolence
Integrity

5
5

79.957
72.408

0.937
0.89

0.937
0.897

Propensity (General
Propensity (Specific)

3
2

71.094
77.583

0.796
0.711

0.797
0.711

Table 7: Confirmatory Factor Analysis – Trust
In summary, the CFA results suggest that each of the components of the are reliable measures of
a latent variable with Cronbach’s alpha in the acceptable range of .70 to .95. Notably, the
measurement of benevolence provides explanation of 79.7% of the variance with a Cronbach’s
standardized alpha of .937 indicating a high level of consistency and reliability.
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Variable
Items Mean
Trust 1. Ability
5
4.159
2. Benevolence
5
3.879
3. Integrity
5
3.786
4. Propensity (General) 3
3.103
5. Propensity (Specific) 2
3.543

SD
0.821
0.844
0.880
0.866
0.929

1

2

3

4

1
0.8045
1
0.7766 0.7290
1
0.5527 0.5372 0.7004
1
0.4569 0.4423 0.5913 0.5911

5

1

Table 8: Correlation Matrix - Trust Components
For purposes of building and testing the buyer-seller trusted advisor model (Carlson,2018), the
authors computed three second order scales scores. A mean score was computed for each
response for the four components of each of the three constructs of interest; trust, communication
quality, and role development. Results of the reliability analysis and correlation matrix are
shown below.
Construct
Role
Communication Quality
Trust

Cronbach's Alpha
Alpha
Standardized
0.808
0.808
0.866
0.866
0.877
0.877

Items % Variance
Explained
4
49.24
4
71.502
4
73.293

Table 9: Reliability Analysis - Second Order Scales
Variable
1.     Communication Quality

1

2
.389**

1
**

2.     Trust

.389

3.     Role

0.259

3
0.259
.271*

1
.271*

1

Table 10: Trusted Advisor Correlation Matrix
Therefore, based on both the confirmatory factor analysis (CFA) and correlation matrix, one can
conclude that ability is the single most important contributor to development of trust followed by
benevolence. Benevolence explains 79.957% of the variance with a Cronbach’s alpha of .937
indicating a high level of reliability. In the correlation matrix, benevolence has the second
highest mean and is highly correlated with abilities (.844) suggesting that perception of abilities
and benevolent behaviors go hand-in-hand in a buyer-seller relationship. However, we examined
trust in the context of three independent variables of communication quality, role, and trust.
Trust was highest in percent of variance explained and highest in reliability with a standardized
Cronbach’s alpha of .877. Correlation coefficients among the three constructs are low (less than
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.40) but statistical significant when trust is correlated with either of the other two variables
suggesting little overlap among the three variables.
Finally, the question of whether the Mayer model has any relationship to a measure of outcome,
we incorporated the construct in a regression model to estimate the degree of attainment of a
“trusted advisor” in the buyer-seller relationship journey (Carlson, 2018). The regression model
used scale scores for latent variables of trust, communication quality, and role. Trust and
communications coefficients were high (.594 and .590 respectively) with an adjusted R2 of .962
(F = 477.716, p=.000). The following table summarizes the output of an SPSS multiple
regression analysis.
Model Summary
Model
1

R
.982a

R Square
.964
Sum of
Squares
25.256
.934
26.190

Model
1
Regression
Residual
Total

Adjusted R Square
.962

Std. Error of the Estimate
.13275

ANOVA
df
3
53
56

Mean Square
8.419
.018

F
477.716

Sig.
.000b

a. Dependent Variable: Trusted_Advisor,
b. Predictors: (Constant), Trust_Score, Role_Score, CommQuality_Score

Model Coefficients
Unstandardized Standardized
Collinearity
Coefficients
Coefficients
Statistics
Std.
Model
t
Sig. Tolerance VIF
B
Error
Beta
1 (Constant)
-5.975
.215
-27.741 .000
CommQuality_Score
.590
.031
.541
18.910 .000
.823
1.215
Role_Score
.397
.051
.215
7.845 .000
.899
1.112
Trust_Score
.594
.032
.530
18.481 .000
.818
1.223
Correlation Matrix
CommQuality
CommQuality Pearson Correlation
1
Sig. (2-tailed)
Trust

Pearson Correlation
Sig. (2-tailed)

Role Pearson Correlation
Sig. (2-tailed)

n= 58
**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

Table 11: Trusted Advisor Regression Model
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Trust
.389**
.003

Role
.259
.052

.389**
.003

1

.271*
.042

.259
.052

.271*
.042

1

Conclusions and Implications
From an academic perspective, the Mayer, Davis and Schoorman model presents a viable
approach to operationalizing the trust construct in a buyer-seller relationship. Our findings
provide support for incorporating the Mayer model as the measure of interpersonal trust in a
buyer-seller ‘trusted advisor” relationship. It confirms the applicability of ability, integrity, and
benevolence as components of the trusted advisor model by Neu, Gonzalez, and Pass (2011).
The analysis also supports the importance of role attainment and communication quality in the
development of a high-quality interpersonal relationship between buyer and seller.
Evidence is also presented that counters the position that benevolence has little relationship to
trust or trustworthiness (Woods et al., 2008). These findings suggest that benevolence is an
integral part of trust building behaviors. This is consistent with We also believe it confirms the
assertion that benevolence starts with a psychological trait that couples with propensity to trust
that is consistent with openness and agreeableness that is subsequently an intent based behavior
in the context of interpersonal relationships. Colquitt, Scott, and LePine (2007) describe
benevolence as a separate phenomenon that couples with integrity to form character.
From a practitioner perspective, the Mayer, Davis and Schoorman model presents a viable
approach to operationalizing the trust construct in supporting strong “trusted advisor” focused
buyer-seller relationships as the face of the organization’s relationship marketing. The abilities
and integrity dimensions are behavioral and can be taught. While behavioral in its expression, the
benevolence dimension is indicative of underlying attitudes including a willingness to empathize
with the other party. Propensity to trust is partly influenced by life experiences. However, both
propensity to trust and benevolence are strongly related to the “big five” personality traits of
agreeableness and openness as well as variables associated with emotional intelligence.
Recruiting and growing an effective sales force with a focus on long-term buyer-seller
relationships is a critical issue for business-to-business sales managers. This paper has focused
on trust in the buyer-seller relationship. While education, training and experience can address
two of the dimensions of trust, consideration must be given to screening and testing for
“emotional intelligence” as a proxy for benevolence and propensity to trust. From an academic
standpoint, further research should be conducted using more recent scales for propensity to trust
and their potential application in recruiting and selection.
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Abstract
The purpose of this paper is to investigate how sales organizations can reduce emotional
exhaustion in their sales employees. Specifically, this paper examines how organizational
support, sales creativity, grit and emotional engagement impact emotional exhaustion. Three
hundred sixty-one business-to-business sales employees across a variety of organizations and
industries were sampled. Results found that perceived organizational support and emotional
engagement negatively impacted emotional exhaustion. In addition, although grit and sales
creativity did not directly impact emotional exhaustion, they did positively impact emotional
engagement. These findings have important applications for sales organizations. Employers
need to hire employees that exhibit high levels of grit and sales creativity. Furthermore, sales
organizations need to provide a supportive and creative environment to their sales employees in
order to minimize the impact of emotional exhaustion.

Introduction
Of particular interest in marketing and organizational behavior (Wright & Cropanzano 1998),
understanding emotional exhaustion is important due to the negative implications it causes to
employees and organizations (Cordes & Dougherty 1993). Emotional exhaustion is defined as
“the feeling of being emotionally overextended by ones’ work” (Maslach & Jackson 1981, p.
101), and often occurs when an employee feels physically fatigued and/or psychologically and
emotionally drained (Rutherford, Hamwi, Friend, & Hartmann 2011; Wright & Cropanzano
1998).
Because of the negative ramifications that occur when a sales employee becomes emotionally
exhausted, it is important to investigate how an organization might reduce the level of emotional
exhaustion in their workforce. Due to the nature of the sales role, when key salespeople become
exhausted, they are more likely to leave the organization (Babakus, Cravens, Johnston, &
Moncrief III 1999), and revenue can be impacted (Lewin & Sager 2007). Therefore,
organizations are motivated financially to minimize the impact of emotional exhaustion.
Because of this, the focus of this study is to investigate how organizational support, and
emotional engagement negatively impact emotional exhaustion. In addition, how individual
characteristics such as grit and sales creativity might also reduce levels of emotional exhaustion
in a sales employee.
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Methodology
In order to examine the relationships in the hypothesized model, data was gathered from
business-to-business sales employees from a variety of industries. Because of the difficulty of
obtaining business-to-business sales samples and to ensure generalizability, an online U.S. panel
was utilized to collect the data. A total of 361 respondents completed the survey. All of the
scales proposed in this study were taken from prior literature. All scales were unidimensional.
Each scale was measured on a 7-point scale. Partial least squares structural equations modeling
(PLS-SEM) using SmartPLS 3.2.7 is used to analyze the data (Ringle, Wende, & Becker 2015).

Results and Discussion
The authors evaluated the reflective model to examine its reliability and validity (Henseler,
Ringle, & Sinkovics 2009). All indices met the minimum criteria (Hair et al. 2016; Henseler,
Ringle, & Sarstedt 2015). The structural model was tested using bootstrapping (5000 resamples).
The results supported six of the eight hypotheses.
It was hypothesized that each of these constructs (perceived organizational support, grit, sales
creativity, and emotional engagement) would negatively impact a salesperson’s emotional
exhaustion. In addition, it was hypothesized that perceived organizational support and grit would
positively impact sales creativity and that perceived organizational support, grit, and sales
creativity would positively impact emotional engagement. Although this study did not find that
grit or sales creativity negatively impacted emotional exhaustion, all other hypothesized
relationships were supported.
There are several important implications for organizations as a result of this study. First, when
hiring salespeople, it is important that organizations consider both sales creativity and grit since
these are individual characteristics that can not necessarily be taught by an organization. Second,
and of upmost importance, organizations need to provide a supportive environment to their
salespeople. This is shown both through the direct and positive impact of support on emotional
engagement as well as the direct, negative impact on emotional exhaustion.
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Abstract
Sales Force Automation (SFA) has been in use in the sales world for the past twenty years. SFA
tools are computerized systems that provide sales team members and managers with the
functionality to Track sales leads, manage contacts, control customer relations, monitor sales
processes, schedule meetings, forecast sales, and analyze employee performance. Although the
goal of SFA tools is to increase the efficiency and effectiveness of sales teams, commercially
available tools, such as Salesforce.com, Marketo, and even the Apple Square, often fail to
accommodate the specific needs of a company. Recent interest and developments in business
process management (BPM) software, an emerging technology for modeling and automating
business processes, enable individual firms to custom design their own SFA tools. The
Millennial sales force is often equipped with the knowledge and skills to quickly adapt to SFA,
dashboards, social media and mobile technology to leverage their sales efforts.
This paper discusses the usefulness of SFA tools and software, including identification of a
detailed sales process, analysis of reporting capabilities through traditional and mobile
dashboards, and a potential model for determining outcomes of the sales process, and a decisionanalytic model for optimizing sales force resource allocation. The methodology applied to this
study consists of personal interviews. Qualitative data are gathered and scored appropriately to
determine the usage of SFA among Millennials.
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Introduction
This study defines a framework for understanding the effect of sales force automation (SFA) on
customer relationship management (CRM) processes from the perspective of the Millennial
demographic. The marketing literature defines Millennials as the Gen Y cohort, born between
1981 and 1996. Most Millennials show attitudes and values, including work-related skills, that
are unique from those of their predecessors. The CRM process is defined as “the development
and leveraging of market intelligence for the purpose of building and maintaining a profitmaximizing portfolio of customer relationships.” Today’s technological advances deliver more
context-sensitive business support than has previously been available. Cloud-based platforms
require less upfront investment and simplify system administration and operations (Zablah, A.R.,
Bellenger, D. and Johnston, W.J. 2004). To maximize results, this phenomenological study will
gather and extract data from personal interviews with Millennial salespeople in an attempt to
show that different SFA functionalities generate either intuitive or counterintuitive effects on
sales activities. Implementing SFA and CRM processes among millennial salespeople will have
positive results for major sales forces for both small, medium and large-scale companies. The
study will review all new and unique tools used to conduct business today. This includes many
Apple and Microsoft CRM platforms, social media, dashboards and various other types of'
software.

Literature Review
With the exception of the Schultz and Schwepker (2012), an article titled; Boomers vs.
Millennials: Critical Conflict Regarding Sales Culture, Salesforce Recognition, and Supervisor
Expectations, the current literature does not substantially address the effects of the use of SFA by
Millennials or other demographic cohorts. Speier, C., & Venkatesh, V. (2002) attempted to
examine salesperson perceptions of customer relationship management (CRM) technology. That
longitudinal study surveyed 454 sales employees of a telecommunications and a real estate firm
that had implemented sales force automation tools, but it did not specifically address Millennials
or any other demographic cohort.
Today’s workforce includes the largest ever diversity of generations (Glass, 2007) with over 60
years separating the oldest and youngest workers (Crumpacker and Crumpacker, 2007). This
generational gap has led to several unresolved questions. Are the current sales management
methods desired by Baby Boomers equivalent to those of younger generations currently being
recruited?
Honeycutt (2005) offers a distinct, personnel-based view of the need for, application of, and
advantages of SFA. Technological advances have enabled both practicing managers and
salespeople to perform their jobs more efficiently through the use of sales force automation;
however, the effects of SFA use according to the age of salesforce cohorts have not been
reported. Ingram et al. (2002) note that CRM extends SFA from a focus on the salesperson and
on improving the efficiency of task management to a focus on the customer and improving the
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effectiveness of customer relationship processes. Smayling (2016) notes that due to their
adeptness and familiarity with mobile technology, the millennial generation may increase
organizational efficiency and productivity through the use of mobile CRM. The researchers used
snowballing to identify informants for accrual (Streeton, Cooke, & Campbell, 2004).
Multiple case study was employed to establish patterns in the receptivity and usage of CRM
systems. This study seeks to contribute generalization of theory across industry populations
(Jørgensen & Sjøberg, 2004). One of the key advantages of the qualitative research method is
that it allows the researcher to investigate contextual themes to engage in a phenomenon
(Bazeley & Jackson, 2013; Myers, 2013).
Yin (2014) recommends the use of the case study protocol and the integration of a case study
database to embrace the reliability of the study. To enhance construct validity he recommends
using multiple sources of evidence and recommends incorporating replication logic into multiple
case studies to enhance external validity. The researcher sought a homogenous sample was
sought to understand how millennials salespeople use CRM systems with relationship
management. Van de Ven (2007) notes “(a) homogenous sample….facilitates the development
and investigation of very precise, focused questions or hypothesis (p. 211).
The researchers use an engaged scholarship approach to this study. "Engaged scholarship is
defined as a participative form of research for obtaining the different perspectives of key
stakeholders (researchers, users, clients, sponsors, and practitioners) in studying complex
problems" (Van de Ven, 2007, p. 9). By involving others and leveraging their different kinds of
knowledge, engaged scholarship can produce knowledge that is more penetrating and insightful
than when scholars and practitioners work on the problems alone (Van de Ven, 2007).
Buehrer, R. E., Senecal, S., & Ellen, B. P. (2005) performed a qualitative study to gain insights
about salesperson use of automation technology, including insights into why salespeople either
use or do not use this technology. The initial study surveyed 130 salespeople from various
industries. The current literature affirms that a sales force must believe that the appropriate
resources and support have been put in place before they will rally behind a technological
initiative. This can include informing salespeople about the system's features and benefits prior
to the adoption of the technology and providing help to salespeople in implementing the system
(Jones et al., 2002). Accordingly, a key predictor of use is onboarding and sufficient training. To
support and encourage SFA adoption both sales supervisors and top managers should show
commitment to the technology (Cascio et al. 2010). Research shows that reps are more likely to
use a system when they feel initial training sessions are relevant and meaningful (Jelinek,
Ahearne, Mathieu, & Schillewaert, 2006).
Fisher, C. (2017), in an article entitled New Technologies for Mobile Salesforce Management
and CRM, states that major organizations are choosing to retire their fleet of laptops in favor of
transitioning to the more nimble approach of mobile technology. Fisher (2017) also addresses the
need for organizations to embrace digital technology as the preferred business platform.
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Successful Implementations of SFA
Company success stories will be included in this section.

Hypotheses
This study will advance five hypotheses:
H1: Salesforce automation enhances the sales process among all salespeople age cohorts.
H2: Millennials believe that off-the-shelf CRM and SFA are less effective than customized
mobile technology platforms for sales organizations.
H3: Millennials are quicker to embrace and take ownership of SFA compared to older-generation
salespeople.
H4: Millennials agree that resource allocation for SFA is more popular among medium-sized
sales-centric organizations than larger companies.
H5: Millennials believe that successful deployment of sales force automation and CRM improves
scale efficiencies and help generate more revenue for their organizations.

Methodology
The use of a robust phenomenological case study is an appropriate qualitative approach for this
research. The researchers will use combined methods, including conducting interviews, reading
documents, watching videos, and visiting sales organizations, to understand the meaning and
importance of SFA, CRM, and mobile technology among a cross-section of Millennial
salespeople. Participants’ perspectives will be regarded as a reliable source of insight into their
motivations. To build a sufficient dataset, a review of 4 to 6 interviews will be conducted to
identify emerging themes (Fusch & Ness, 2015). Participants may be interviewed more than
once to confirm the research findings (Griffee, 2005). Interviews were used to develop themes.
To triangulate the results, the researchers will use several means of data collection, such as
structured interviews, company records and CRM enterprise adoption (Patton, 2005).
In fact, Yin (2014) suggests that “data triangulation helps to strengthen the construct validity” (p.
121). This will allow the researchers to achieve data convergence (Robert K. Yin, 2014).
The researchers used a case study database that was separate from the study that will house the
data. This database will extend the narrative and quantitative information to include all materials
and documents that were conducted in the field (Robert K. Yin, 2014). This exploratory case
study will use a grounded theory approach.
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A case study is relevant when the research question is how or why in nature. A case study is also
used when focusing on contemporary events where little is known about the phenomenon.
The researchers used semi-structured interviews which lasted for 45 minutes to 1 hour. Weitz
and Bradford (1999) discussed “the shift from a focus on seller’s short-term profits and sales to
the relationship between the buyer and seller” (p. 244). Miles & Huberman (1984) suggests the
importance of coding in qualitative research.
“Case studies typically combine data collection methods such as archives, interviews,
questionnaires and observations” (Eisenhardt, 1989, p. 534). Case studies can be used to describe
(Noor, 2008).
Case studies can be used to generate theory ((Gersick, 1988; Harris & Sutton, 1986). Eisenhardt
(1989) states that it is not possible to fully achieve a theoretic clean slate.
The researchers' approach to this study was to have no priori. "Theory building research is begun
as close as possible to the idea of no theory under consideration and no hypothesis to test"
(Eisenhardt, 1989, p. 536). Robert K Yin (1994) identified three conditions that make the case
study the ideal method of inquiry for researchers which include: a) how or why research
questions, b) when researchers have little or no control over behavioral events and c) when the
focus is on contemporary events versus historical events. This is a contemporary issue that has
not been fully examined, therefore it is an excellent choice for the case study.
“Enhance the performance of salespeople is perhaps the most important task facing managers in
the current business environment” ((Boles, Brashear, Bellenger, & Barksdale Jr, 2000, p. 141).
“One relatively unexplored type of salesperson behavior involves activities that lead to customer
relationships” (Boles et al., 2000, p. 143). Research suggests that a linkage exists between the
behavior of the salesperson and their sales performance (Brown & Peterson, 1994).

Results: The data are currently being gathered and will be released prior to the final presentation
date.

References:
Buehrer, R. E., Senecal, S., & Ellen, B. P. (2005). Salesforce technology usage - reasons,
barriers, and support: An exploratory investigation. Industrial Marketing Management, 34(4),
389. Retrieved from
http://search.proquest.com.ezproxy.libproxy.db.erau.edu/docview/204479338?accountid=27203
Bazeley, P., & Jackson, K. (Eds.). (2013). Qualitative data analysis with NVivo. Sage
Publications Limited.
Boles, J., Brashear, T., Bellenger, D., & Barksdale Jr, H. (2000). Relationship selling
behaviors: antecedents and relationship with performance. Journal of Business & Industrial
Marketing, 15(2/3), 141-153.
371

Brown, S. P., & Peterson, R. A. (1994). The effect of effort on sales performance and job
satisfaction. The Journal of Marketing, 70-80.
C. Baysan, A. Bertman, R. Maynigo, G. Norville, N. Osborne and T. Taylor, "The design
and development of a sales force automation tool using business process management software,"
2005 IEEE Design Symposium, Systems and Information Engineering, 2005, pp. 318-327.
doi: 10.1109/SIEDS.2005.193274
Cascio, R., B. J. Mariadoss, & N. Mouri (2010). The impact of management commitment
alignment on salespersons' adoption of sales force automation technologies: An empirical
investigation. Industrial Marketing Management doi:10.1016/j.indmarman.2009.12.010.
Eisenhardt, K. M. (1989). Building Theories from Case Study Research. Academy of
Management Review, 14(4), 532-550. doi:10.5465/AMR.1989.4308385
Fusch, P. I., & Ness, L. R. (2015). Are we there yet? Data saturation in qualitative
research. The qualitative report, 20(9), 1408.
Fisher, C. (2017) New Technologies for Mobile Salesforce Management and CRM.
American Journal of Industrial and Business Management, 7, 548-558.
https://doi.org/10.4236/ajibm.2017.74040
Griffee, D. T. (2005). Research tips: Interview data collection. Journal of Developmental
Education, 28(3), 36.
Gersick, C. J. (1988). Time and transition in work teams: Toward a new model of group
development. Academy of Management Journal, 31(1), 9-41.
Harris, S. G., & Sutton, R. I. (1986). Functions of parting ceremonies in dying
organizations. Academy of Management Journal, 29(1), 5-30.
Jørgensen, M., & Sjøberg, D. (2004). Generalization and theory-building in software
engineering research. Empirical Assessment in Software Eng. Proc, 29-36.
Honeycutt, Earl D., Jr. (2005). Technology improves sales performance - doesn't it? an
introduction to the special issue on selling and sales technology. Industrial Marketing
Management, 34(4), 301-304. Retrieved from
http://search.proquest.com.ezproxy.libproxy.db.erau.edu/docview/204587274?accountid=27203
Ingram, T. N., R. W. LaForge, & T. W. Leigh (2002). Selling in the new millennium: A
joint agenda. Industrial Marketing Management 31: 559-567.
Jelinek, R. (2013). All pain, no gain? why adopting sales force automation tools is
insufficient for performance improvement. Business Horizons, 56(5), 635. Retrieved from
http://search.proquest.com.ezproxy.libproxy.db.erau.edu/docview/1427466555?accountid=2720
3
Jones, E., S. Sundaram, & W. Chin (2012). Factors leading to sales force automation
use: a longitudinal analysis. Journal of Personal Selling & Sales Management 22(3): 145-156.
Miles, M. B., & Huberman, A. M. (1984). Qualitative data analysis: a sourcebook of new
methods: Beverly Hills: Sage Publications, ©1984.
372

Myers, M. D. (2013). Qualitative research in business and management. Sage.
Noor, K. B. M. (2008). Case study: A strategic research methodology. American journal
of applied sciences, 5(11), 1602-1604.
Patton, M. Q. (2005). Qualitative research: Wiley Online Library.
Streeton, R., Cooke, M., & Campbell, J. (2004). Researching the researchers: Using a
snowballing technique. Nurse Researcher (through 2013), 12(1), 35.
Speier, C., & Venkatesh, V. (2002). The hidden minefields in the adoption of sales force
automation technologies. Journal of Marketing, 66(3), 98-111.
doi:http://dx.doi.org.ezproxy.libproxy.db.erau.edu/10.1509/jmkg.66.3.98.18510
Schultz, R. Schewpeker, C. (2012). Boomers vs. Millennials: Critical conflict regarding
sales culture, salesforce recognition, and supervisor expectations. International Journal of
Business, Humanities, and Technology Vol. 2 No. 1.
Smayling, N. (2016). Can Millennials Lead the Way in Sales Productivity? Jan. 7, 2016.
https://blogs.oracle.com/cx/millennials-and-sales-productivity-v2. Accessed May 24, 2018.
Zablah, A.R., Bellenger, D. and Johnston, W.J. (2004) An Evaluation of Divergent
Perspectives on Customer Relationship Management: Towards a Common Understanding of an
Emerging Phenomenon. Industrial Marketing Management, 33, 475- 489.
https://doi.org/10.1016/j.indmarman.2004.01.006
Van de Ven, A. H. (2007). Engaged Scholarship A Guide for Organizational and Social
Research. Oxford, United Kingdom: Oxford University Press.
Weitz, B. A., & Bradford, K. D. (1999). Personal selling and sales management: A
relationship marketing perspective. Journal of the Academy of Marketing Science, 27(2), 241254.
Yin, R. K. (1994). Discovering the future of the case study. A method in evaluation
research. Evaluation Practice, 15(3), 283-290.
Yin, R. K. (2014). Case Study Research Design and Methods (5th ed.). Thousand Oaks,
CA: Sage. 282 pages.
Keywords: SFA, Millennials, Digital Natives, Marketo, Cloud Computing, CRM, Mobile
technology, Social media, Apple Square.
Track: Professional Sales and Sales Management
ID#: 1320

373

Services Marketing
Track Chair

Dr. Brian Kinard
University of North Carolina
Wilmington

374

SERVQUAL Measurement in a Healthcare
Setting: Before and After Corrective
Strategy Implementation
Jerome Christia, christia@coastal.edu
Aaron Ard, University of South Carolina- Salkehatchie

Abstract
In the United States, the most dominant industry is services, yielding the highest volume of total
employment and gross domestic product. Due to this significance, academics, as well as,
business professionals continue to research and apply strategies for which organizations can
achieve distinctive competitive advantages. The steady growth and increasing signiﬁcance of the
service sector in the US and other developed markets has resulted in a sizeable body of related
research addressing a variety of issues such as service quality and its characteristics. Healthcare
is an impactful service industry that has received a considerable amount of attention. In the
healthcare field, studies have shown that a variety of variables impact the perception of service
quality. In a highly competitive environment, it is in an organization’s best interest to provide
customers the best service possible. This paper asserts that service quality is more accurately
measured using a before and after strategy implementation study. This paper applies the
SERVQUAL evaluation tool to assess service quality expectations and perceptions in a
healthcare setting. Particularly, this study proposes that service quality improves following a
correction of service related issues and can help provide some insight into the types of customers
or patients that patronize healthcare facilities.

Introduction
The services industry represents a major portion of total employment and gross domestic product
in the United States. Services are often characterized by intangibility, inseparability,
heterogeneity and perishability (Lovelock, 1996; Hoffman & Bateson, 2006). The characteristics
vary by time, organization, and situation. Therefore, it is very useful to understand and consider
these unique characteristics before defining service quality (Lovelock, 1996; Hoffman &
Bateson, 2006). These characteristics make it difficult for customers to evaluate services at
preconsumption, consumption, and postconsumption stages of customer decision-making,
compared to products (Hoffman & Bateson, 2006). They also make it difficult for an
organization to understand how its customers perceive the quality of its services (Zeithaml,
1985). As a result, quality of services deserves closer examination (Kassim and Zain, 2010).
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Acquiring a competitive edge in the services sector is a key driver for an organization’s potential
success and profitability. This principle is prevalent in all industries, including various types of
nonprofits and profit seeking organizations. Providing superior quality in service experiences is
an effective approach to acquire a desired advantage. The growth and increasing signiﬁcance of
the service sector in developed markets like the US has spawned a sizeable body of related
research addressing a variety of issues such as service quality and its dimensions. To address
these important gaps, this research explores the distribution pattern of service failures/delights
and their impact on service quality perceptions. The interaction between service provider and
customer is the primary core of the service businesses of different natures (Ching-Sheng, SuYueh, and Yi-Ting, 2013). Service quality measurement has been implemented in a variety of
fields. Particularly, service quality has been used successfully in several areas of healthcare. In
healthcare, the service experience usually involves a series of events or phases of interaction
between a medical office and patient. Within the phases, performance can meet, exceed, or not
meet the patient’s expectations. This article contributes to the literature by examining how the
measurement of service quality provides insight into the outcome of healthcare service
performance after strategy improvement.
This research makes several contributions to the literature. First, using the SERVQUAL
instrument (Parasuraman, Zeithaml, and Berry, 1988) to measure service quality, we propose a
conceptual framework to effectively examine the temporal pattern of service delivery affecting
service quality perceptions. Since many factors can affect service quality perceptions, it is very
useful to measure service quality more than once to examine the effect of time on service quality.
Second, this research views service delivery as a continuous process and evaluates the dynamics
involved in double measurements of service quality. Third, we compare SERVQUAL
measurement across two occasions to capture the complicated nature of multiple possibilities of
service failures/delights (Sivakumar, Li, and Dong 2014), more precisely. Duplicating service
quality measurement should provide a more realistic picture of the complex situations in service
encounters.

Literature Review

Service Quality
As competition intensifies, customer expectations increase, organizations are not only interested
in maintaining existing customers, but growing clientele. Since the vast majority of companies
depend on repeat business, a heavy emphasis on the influences on service quality has evolved.
Service quality remains one of the most significant areas in marketing. Attempts to define,
describe, and identify service quality and its predictors abounds the marketing literature. Service
quality is especially significant to marketers for two reasons. First, this concept determines the
success or failure of service providers. Secondly, the implementation of service quality
influences the rate of acceptance of the service. Thus, research on service quality has
implications for the adoption and diffusion of services across industries. This study will examine
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some of the existing issues on consumer service quality, then suggest practical and theoretical
relevance.
Importantly, researchers and practitioners must recognize relevant variables involved in service
quality. When examining service quality, it is necessary to incorporate an approach that
considers the concept that service delivery fluctuates. Most studies that have reviewed service
quality at one point in time, focused only on one measurement. This paper argues that a more
accurate measure of service quality stems from multiple measures. Researchers have long touted
the significance of longitudinal measurement in service and other practices. Applying this
approach remains important to marketers because it helps with segmentation, targeting,
positioning, and strategy decisions. This paper will describe service quality and its outcomes by
applying and analyzing two distinct measures over time.
A careful and extensive review of extant literature on service quality reveals that several
variables affiliated with service quality have been proposed over the past two decades. Most
practitioners would argue that there is no single predictor of service quality. Given the failure to
find empirical support for a concept of service quality that is generalizable over a wide range of
services, it is not surprising that differing profiles of consumers would be found for different
types of services. Several researchers have tabulated the complex and contradictory nature of the
empirical studies relating service quality to personality, attitudinal, social and demographic
factors. For such factors, there are numerous studies suggesting both positive and negative
relationships with service quality and many indicating no relationship whatsoever. To adequately
study this phenomenon, several criteria must be taken into consideration. This paper contends
that service quality measurement influences actual improvements in service. This study will
evaluate this assertion.
In the context of service experiences, complex situational and environmental effects intervene
between the service and the perception of service quality. Studies have shown that quality is a
key determinant of market share and return on investment as well as cost reduction
(Parasuraman, Zeithaml, and Berry 1985). In addition, service quality is a vital antecedent of
customer satisfaction. In turn, customer satisfaction leads to developing and maintaining loyal
customers who may become advocates for a firm and promote the organization further by
making positive referrals through credible word-of-mouth communication (Guiry & Vequist,
2011).

Service Quality in Healthcare
In developed and developing markets, services marketing is growing in size and becoming
increasingly signiﬁcant in manufacturing industries. Additionally, enhancing patients’
experiences has become a challenge for healthcare management as they tend to see patient as
ordinary consumers rather than healthcare services consumers (Al-Neyadi, Abdallah, and Malik,
2018).
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This increasing emphasis on services marketing has created an extensive breadth of related
research addressing a large variety of issues in measuring the concept of service quality and its
dimensions. Service quality has been described as a global judgment, or attitude, related but not
equivalent to satisfaction, which results from the comparison of expectations with perceptions of
service performance (Bolton & Drew, 1991). The scale items that define service quality in one
industry may be different in another (Cronin and Taylor, 1992). In a heathcare context, patients’
expectations are formed as a result of previous experiences with the provider, word-of-mouth
communication, social media, marketing communications, and personal needs (Parasuraman,
Zeithaml, & Berry, 1985). Patients’ perception on the quality of services is an essential indicator
utilized to measure the performance of a healthcare facility (Al-Neyadi, Abdallah, and Malik,
2018).
Since the seminal piece by Parasuraman, Zeithaml, and Berry (1988), the SERVQUAL
measurement tool has been applied in fields that span the service industry spectrum. One very
interesting application is in the areas of marketing and managing healthcare. There have been
several service quality studies in the healthcare. SERVQUAL is used to measure the gap
between patient expectation and perception of actual service. Generally, Parasuraman, Zeithaml,
and Berry (1988) have defined the service quality concept in terms of five major dimensions:
•

Tangibles: Appearance of physical facilities, equipment, personnel, and communication
materials

•

Reliability: Ability to perform the promised service dependably and accurately

•

Responsiveness: Willingness to help customers and to provide prompt service

•

Assurance: Knowledge and courtesy of employees and their ability to convey trust and
confidence

•

Empathy: Providing caring, individualized attention to customers

According to Lal, Vij, and Jain (2014), the increased emphasis on quality in medical services is
attributable to benefits which both patients and medical service facilities may acquire from
providing quality medical service. Some of the benefits received by medical patients include a
more effective and efficient service (Nelson, 1990). The benefits enjoyed by medical services
primarily evolve from having more satisfied patients. This is important as satisfied patients may
develop more positive perceptions of health care delivery and these perceptions should act to
provide health care organizations with: more loyal customers, more compliant customers,
enhanced image, less staff turnover and increased efficiency (Lal, Vij, and Jain, 2014).
Considering that there are numerous factors that influence service quality perceptions, his study
is designed to determine if there is difference between patients’ perceptions of service quality
and their demographic characteristics. This evaluation leads us to hypotheses that evaluate each
of the service quality dimensions. This paper uses SERVQUAL as a diagnostic and analytic tool.
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Service Quality and Longitudinal Measurement
Management needs to recognize that service quality is not a fad but an ongoing commitment
(Watson, Pitt, and Kavan, 1998). This study is very unique, since it provides more than one
measure of service quality for the same facility. There are minimal studies on evaluating service
quality more than once for an organization. Service quality was measured twice for this medical
office. The prime purpose of this paper is to determine whether there was an increase in service
quality between the first and second measurements. This study uses a variation of longitudinal
measurement by comparing/contrasting SERVQUAL outcomes across two groups a year apart,
for the same medial office. Previous longitudinal research on service quality has suggested that
delivering service quality requires action at three levels - strategic, tactical, and operational
(Watson, Pitt, and Kavan, 1998).

Hypotheses
Five hypotheses regarding strategic changes in customer service practices and any effect on
service perception were developed H1-H5:
•

H1: Service quality perceptions of the office tangibles will improve under the new
customer service strategic changes.

•

H2: Service quality perceptions of staff reliability will improve under the new customer
service strategic changes.

•

H3: Service quality perceptions of staff responsiveness will improve under the new
customer service strategic changes.

•

H4: Service quality perceptions of staff assurance will improve under the new customer
service strategic changes.

•

H5: Service quality perceptions of staff empathy will improve under the new customer
service strategic changes.

Method
The authors utilized two sample independent t-testing to detect any statistically significant
differences in the importance of patient perceptions regarding factors that affect service quality
in a large obstetrician and gynecological medical practice ((Moore, McCabe, Alwan, & Craig,
2016). A nationally normed (for validity and reliability) survey of quality of service named
SERVQUAL was administered to two groups of patients over two distinct study periods. The
survey instrument utilizes a 7 point Likert scale (anchored from strongly disagree to strongly
agree) to measure patient satisfaction with the medical services provided.
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Sample 1 (survey of patient ratings with the practice’s previous customer service strategies) size
was n = 363 and sample 2 (survey of patient ratings with the practice’s new customer service
strategies) size was n=369. These two samples sizes give adequate statistical power to infer any
difference in ratings of perceptions of service quality are not the result of chance.
The surveys data record patients’ ratings of perceptions of service quality on five dimensions:
Tangibles, Reliability, Responsiveness, Assurance, and Empathy. The medical practice adjusted
customer service strategies based on the result of responses from patients in sample 1. This study
analyzes any increases/decreases in service ratings after the adjusted customer service strategies
were implemented.
Data of patient ratings of perceptions of service quality on the five dimensions were analyzed
using the two-sample independent t-testing function in the statistical software package SPSS.
Sample 1 survey ratings were collect under previous customer service strategies of the medical
practice whereas sample 2 survey ratings were collect under new customer service strategies
implemented by the medical practice.

Results
Table 1 below shows the mean response rating of perceptions of service quality on each of the
five dimensions. Table 1 lists the statistically significant rating changes on each service
dimension. The results of the t-test of each hypothesis are presented.
SERVQUAL Service Quality Dimensions

Previous Ratings

Current Ratings

Question 1: Modern looking equipment?

6.21

6.13

Question 2: Offices are visually appealing?

6.33

6.26

Question 3: Staff have neat appearances?

6.39

6.41

Question 4: Info-materials are visually appealing?

6.20

6.16

5.72

6.06**

Tangibles

Reliability
Question 5: Staff is timely?
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Question 6: Staff solves problems?

6.22

6.30

Question 7: Performs service right the first time?

6.30

6.44*

Question 8: Staff keeps promises?

5.92

6.22**

Question 9: Keep accurate records?

6.23

6.52*

Question 10: Staff promptly inform patients?

6.31

6.41

Question 11: Staff provide prompt service?

5.91

6.20**

Question 12: Staff are always willing to help?

6.39

6.43

Question 13: Staff never too busy to respond to
patients?

6.01

6.12

Question14: Staff behaves confidently?

6.36

6.39

Question15: Patients feel safe in all transactions?

6.48

6.55

Question16: Staff are courteous?

6.43

6.49

Question17: Staff have the knowledge to answer
patients’ questions?

6.55

6.60

Question18: Staff give individual attention?

6.55

6.60

6.29

6.32

Responsiveness

Assurance

Empathy
Question 19: Convenient operating hours?
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Question 20: Staff give personal service?

6.41

6.44

Question 21: Staff has patient's best interest at
heart?

6.51

6.50

Question 22: Staff is understanding of patients’
needs?

6.48

6.51

Significance * p < 0.10, ** p < 0.05
Table 12 Two-sample Independent T-Test Results

Tests of Hypotheses
H1: Service quality perceptions of the office tangibles will improve under the new customer
service strategic changes.
H1 is not supported. The two-sample t-test indicates no statistically significant change in rating
means on tangibles.
H2: Service quality perceptions of staff reliability will improve under the new customer service
strategic changes.
H2 is supported. The two-sample t-test indicates an increase on all item ratings means for
reliability. Four of the five mean rating increases were statistically significant.
H3: Service quality perceptions of staff responsiveness will improve under the new customer
service strategic changes.
H3 is partially supported. The two-sample t-test indicates an increase on all item ratings means
for responsiveness. However only one of the five mean rating increases were statistically
significant.
H4: Service quality perceptions of staff assurance will improve under the new customer service
strategic changes.
H4 is not supported. The two-sample t-test indicates no statistically significant change in rating
means on assurance.
H5: Service quality perceptions of staff empathy will improve under the new customer service
strategic changes.
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H5 is not supported. The two-sample t-test indicates no statistically significant change in rating
means on empathy.
In order to get a clearer picture of the perceptions of the respondents, it was important to
examine the determinants of service quality based on the five different dimensions. Comparing
the means of each dimension, SRVQUAL revealed improvements in reliability and
responsiveness, with minor increases in assurance and empathy. Statistically, the notable
dimensions of improvement are reliability and responsiveness. Particularly, we can apply Cohen,
Cohen, West, & Aiken’s (2003) recommendations, absolute values of less than 0.10 indicate a
‘‘small’’ effect; values of around 0.30 a ‘‘medium’’ effect; and ‘‘large’’ effects may be
suggested by absolute value of 0.50 or more. Within the reliability dimension, three items
showed a medium effect increase, and one item had a small effect increase. For the
responsiveness element, one of the four items improved with a medium effect, while two of the
items increased with a small effect. The only area that did not show evidence of improvement
was the Tangibles dimension.

Managerial Implications
From a managerial perspective, it is very important that the medical office measure service
quality continuously. In fact, service quality and patient satisfaction are important factors in
retention. Patient retention has received increased attention nowadays because of the recent
proposed healthcare reforms, which has created angst amongst many patients. The improvement
areas in this research represent a strength for the medical practice and serve as building blocks
for competitive advantage.
Specifically, waiting time plays an important role in the satisfaction level among clientele. The
length of time by which patients that are to be attended gives them the impression of being cared
for or neglected, thus directly affecting patient satisfaction. Length of waiting time is determined
by several factors, including current load which result in slower phase of service (Al-Neyadi,
Abdallah, and Malik, 2018). Perhaps consumers do not necessarily buy the fastest or highest
quality service; convenience, price, or availability may enhance satisfaction while not actually
affecting consumers' perceptions of service quality (Cronin and Taylor 1992).
The “health care service quality evaluation must find a way, which encompasses expectations
and needs of every party involved” (Piligrimiene and Buoninoine, 2008). To narrow patient and
provider gaps, Chowdhury (2008) suggests conducting continuous market research to find out
customers’ requirements and maintain relationship marketing to build up customer loyalty. This
research subscribes to that philosophy of multiple measures.
Moreover, overall satisfaction with a service is a result of a complex process involving the
interrelationships between many dimensions. Thus, an understanding of the potential effects of
individual dimensions helps managers to design or operate their service processes by industry.
Perhaps high involvement services such as healthcare or financial services have different service
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quality definitions than low involvement services such as fast food or dry cleaning (Cronin and
Taylor 1992). Hence, accurately defining service quality is just as meaningful as reliably
measuring it.

Study Limitations, Future Research, Conclusions
Generally, service quality is an antecedent of consumer satisfaction and that consumer
satisfaction exerts a stronger influence on purchase intentions (or repeat visits) than does service
quality. One limitation for this study is that it measured service quality, only, and not patient
satisfaction. Thus, managers may need to emphasize total customer satisfaction programs over
strategies centering solely on service quality. Another limitation is that the same group was not
measured over time for a true longitudinal design. We made the assumption that the improved
SERVQUAL results are a product of true service advancements and not specific to the group
used in the second sample. Therefore, a future study should consider measuring the same group
more than once. In conclusion, to compete more efficiently and effectively in the marketplace,
healthcare facilities must be sensitive in meeting patient’ expectations for tangibles, reliability,
responsiveness, empathy, and assurance.
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Abstract
Social network ad spending in the US is projected to reach 19.8 billion in 2018, almost double
the level only three years prior (Ignite Social Media, 2016). Although Facebook is the leader by
far, advertisers have also been attracted to Twitter, which is projected to generate 1.47 billion in
US advertising in 2018 (eMarketer, 2016). All of the advertising on Twitter and the vast majority
on Facebook takes the form of sponsored messages in users’ news feeds. Paid messages in a
user’s news feed fall into the category of “native advertising,” because they resemble the unpaid
content, e.g., posts from friends or unpaid posts from liked or followed brands, that surrounds
them. Native advertising has drawn concern because of the potential deception inherent in the
format: consumers sometimes do not recognize it as advertising (Boerman, Willemsen, & Van
Der Aa, 2016; Howe & Teufel, 2014; Tutaj & Reijmersdal, 2012). Content analyses of social
media as a promotion tool have focused on brands’ posts on their own pages, rather than
consumer news feeds. Therefore, this study aims to augment and expand existing research by 1)
examining the prevalence and nature of paid messages as they occur in user news feeds, and 2)
comparing paid messaging on two sites that offer a similar format for native advertising, but
have different uses and functions.

Literature Review
Native advertising can be defined as “textual, pictorial, and/or audiovisual material that supports
the aims of an advertiser (and is paid for by the advertiser) while it mimics the format and
editorial style of the publisher that carries it” (Couldry & Turow 2014, p. 1716). Based on this
definition, native advertising could include older forms of ad-editorial blends, like advertorials
and infomercials, but the term usually refers to digital forms of ad-editorial blends (Bakshi,
2015). Even within the digital category, there are many different types of native advertising. The
Interactive Advertising Board (IAB) identifies six different types of native advertising: in-feed
units, paid search units, recommendation widgets, promoted listings, in-ad with native element
units, and a catch-all category for other, platform-specific, units, “custom/can’t be contained”
(IAB Native Advertising Playbook, 2013). Using the IAB framework, both Facebook and
Twitter sponsored messages within the news feed fall into the third type of in-feed unit, defined
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as “an in-feed ad that is in a publisher’s normal content well; is in story form to match the
surrounding stories and allows for an individual to play, read, view, or watch without leaving to
a separate page” (IAB, p. 9).
Researchers have long been interested in ad-editorial blends and have found evidence of both
their effectiveness (Hanson, 2016; Hausknecht, Wilkinson, & Prough, 1991; Kim, Pasadeos &
Barban, 2001; Robinson, Ozanne, & Cohen, 2002; Van Reijmersdal, Neijens, & Smit, 2005), and
deceptiveness (Hoofnagle & Meleshinsky, 2015; Howe & Teufel, 2014; Kim, Pasadeos &
Barban, 2001; Tutaj & van Reijmersdal, 2012). Studies examining native advertising in the form
of sponsored content on websites have provided evidence that it can garner more positive
attitudes than traditional banner advertising (Becker-Olsen, 2003; Tutaj & van Reijmersdal,
2012), but have also provided evidence that consumers do not always recognize native
advertising as advertising (Howe & Teufel, 2014; Tutaj & Reijmersdal, 2012). Fewer studies
have been done on in-feed native advertising, but there is emerging evidence to suggest that
earlier findings with respect to effectiveness and deceptiveness apply to in-feed native. Lee, Kim,
and Ham (2016) found that the “nonintrusiveness” of in-feed native advertising was positively
related to attitudes towards it, which suggests the potential for greater effectiveness through more
positive ad attitudes, while Boerman et al. (2016) found that subjects had difficulty recognizing
sponsored celebrity posts as native advertising and frequently did not remember seeing
disclosures that identify the messages as advertising.
Content analysis has often been used in academic research to identify the prevalence and nature
of different types of marketing communications, including ad-editorial blends (Hanson, 2014;
Ju-Pak, Kim, & Cameron, 1995; Stout, Wilcox, & Greer, 1989). A recent content analysis by
Smith, Fischer and Yongjian (2012) is of particular relevance to the present study because,
although it examines user-generated content and not native advertising, it presents a direct
comparison of Facebook and Twitter that suggests differences that have implications for
advertisers. Specifically, Twitter, with its focus on sharing news and information, was found to
feature more brand-oriented user-generated content than Facebook, but also contained less
positive and more neutral and negative content, while user-generated content on Facebook, with
its focus on “personal information, interests, photos,…and keeping up with other people’s lives,”
(p. 103) contained more self-promotion.

Research Questions
Given the scarcity of research on native advertising as it occurs in the news feeds of Facebook
and Twitter users, and the potential issues that native advertising entails, the following research
questions were formulated:
R1: What is the prevalence of native advertising in Facebook and Twitter feeds, and does it
differ by platform or gender?
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R2: What is the profile of native advertisers on Twitter and Facebook in terms of product
category and does it differ by platform or gender?
R3: What is the profile of native advertisers on Twitter and Facebook in terms of brand age and
advertising prominence, and does it differ by platform or gender?

Methodology
Sixty-three undergraduate student subjects from three upper-level business courses participated
in the study. Google Chrome Full Page Screen Capture was used to capture images of the
participants’ desktop Facebook and Twitter feeds. In total, 44 subjects (23 male, 21 female)
provided a useable screenshot from at least one of the two platforms—21 provided both, 18
provided Facebook only, and five provided Twitter only-- resulting in 65 screenshots and 180
sponsored messages for analysis.

Results
In the Facebook sample, 11.44% of total messages in the news feed were sponsored messages,
while in the Twitter sample, 8.57% of total tweets were promoted tweets (χ2 = 4.02, p = .045).
There were no significant differences in the prevalence of paid messages relative to total
messages in the male and female samples for either platform.
The largest categories of paid messages in the Facebook sample were apparel/accessories
(36.99%) and leisure (24.66%); both of these categories were significantly larger in the
Facebook sample than the Twitter sample (36.99% vs. 13.08%, χ2 = 14.10, p = .00 and 24.66%
vs. 11.21%, χ2 = 4.72, p = .03). The largest categories in the Twitter sample were financial
(24.30%), technology (17.76%), and health and beauty (14.95%) products; the financial and
health and beauty categories were significantly larger in the Twitter sample than the Facebook
sample (24.30% vs. 5.48%, χ2 = 11.07, p = .00 and 14.95% vs. 1.37%, χ2 = 9.36, p = .00).
Health and beauty messages represented a significantly higher percentage of the messages for
females than males (13.98% vs. 4.60%, χ2 = 4.63, p = .03), while the male sample had a
significantly higher percentage of messages in the leisure-entertainment category (22.99% vs.
10.75%, χ2 = 4.85, p = .03). There were no significant gender differences in the percentage of
paid messages for food, auto, technology, or financial products.
There were a total of 123 different advertisers across the 180 sponsored posts, for an average of
1.46 posts per sponsor. Fifty-eight percent of the advertisers were founded in 2000 or later, and
7% were in the top 100 of US advertisers, as measured by Adbrands (Adbrands.net, 2015). Only
three advertisers, all established brands and leading US ad spenders, appeared in both samples:
Amazon, Microsoft, and Toyota.
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Conclusions and Future Research
Facebook and Twitter have both been circumspect with respect to information on their
advertisers (Doland, 2018; Edwards, 2014), and, unlike traditional print and broadcast
advertising, the advertisers and advertising messages on social media are highly individualized
and not publicly visible. Expert “best guesses” suggest that the leading advertisers overall are
large companies, such as Samsung, P&G, Microsoft, AT&T, and Amazon (Edwards, 2014).
While three of these advertisers did appear in the study, over 80% of the advertisements were
from newer, smaller companies that are not leading US advertisers. The study also suggests that
advertisers are responding to the differing purposes and uses of the two social media platforms:
Facebook, which is a more personal platform, had more ads for apparel and entertainment, while
Twitter, which is more news-oriented, had more ads for financial products and services.
The current study provides a snapshot of the prevalence and nature of advertising on Facebook
and Twitter for a narrow demographic sample, undergraduate college students. Replication of the
study with different demographic samples is needed to better understand the advertising
dynamics on Facebook and Twitter, while replication over time is needed to monitor growth in
social media advertising and Track changes in advertiser profile as they evolve as advertising
media.
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Abstract
Facebook continues to dominate the social media landscape with 68% of American adults using
the social networking site and – among those users – 74% accessing the site daily (Pew Research
Center, 2018). Like consumers, businesses have adopted Facebook in droves. According to
Facebook, Inc. (2017), more than 70 million businesses around the world use Facebook business
pages each month. Given the overwhelming, generation-spanning adoption and impressive usage
statistics of the social networking site, there is little question as to whether a brand should have a
presence on Facebook, but many questions remain concerning how brands should manage their
Facebook brand page presence for maximum return on investment.
Social network theory helps explain the power of Facebook, describing each entity (person or
organization) within a network as a node connected to many other nodes by virtue of various
relationships that allow information to spread (Marin & Wellman, 2010). Information shared via
word of mouth (WOM) is generally considered to significantly impact consumer purchasing
decisions (Richins, 1983) and positive or negative statements issued by a consumer to multiple
nodes on the internet are considered electronic world of mouth (eWOM) (Hennig-Thurau,
Gwinner, Walsh, & Gremler, 2004). On Facebook, relationships allow information to spread
from node to node via electronic word of mouth (eWOM). Unlike advertising, a highcontrol/low-credibility promotional tool, eWOM is a low-control/high-credibility tool (Solomon,
2014). While marketers have little control over what is said about their brand, consumers are
more receptive to the information shared via eWOM as consumers trust credible peers more than
paid sponsors.
For social media marketers, it is important to understand what types of brand page content spark
eWOM in the form of sharing, which is among a set of higher-involvement, visible consumer
online brand related activities (COBRAs) (Muntinga, Moorman, and Smit, 2011). These
COBRAs enable a brand to leverage the consumer’s relationships/credibility with other
consumers as information is transmitted from node to node. This may be especially useful to
marketers of innovative brands working to reduce perceived risk associated with purchase and
increase rate of adoption, as WOM has a greater effect on purchasing decisions when consumers
perceive higher levels of risk associated with the purchase (Still, Barnes, & Kooyman, 1984).
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Looking through the lens of Rogers’ (1983) diffusion of innovations research, one recognizes
Facebook offers significant opportunities for innovative brands seeking to communicate product
information to the many consumers who fall into the early majority and late majority categories
and are, therefore, more averse to risk than innovators and early adopters. Using Facebook, an
innovative brand can help consumers in the innovator and early adopter categories –who are
more willing to accept the risk that comes with quickly adopting a new product – share highly
credible, personal product experiences and perceptions with risk-averse peers. Further, marketers
of innovative products such as meal kit subscriptions can draw upon Rogers’ (1983) diffusion of
innovations research to understand and promote the perceived attributes of innovations that
impact rate of adoption: relative advantage, complexity, compatibility, trialability, and
observability.
Marketers must also consider the impact of appeal type on consumer response to brand page
posts. At the most basic level, message appeals are broken into two categories:
informational/rational and transformational/emotional (Pluto & Wells, 1984; Pinto & Yagnik,
2016). Appeals are designed to influence and motivate consumers. Informational/rational appeals
share factual information while transformational/emotional appeals attempt to awaken positive or
negative feelings (Pluto & Wells, 1984; Leonidou & Leonidou, 2009; Ashley & Tuten, 2015;
Belch & Belch, 2018). The categories are not mutually exclusive, but are exhaustive (Pluto &
Wells, 1984).
The purpose of this quantitative content analysis is to explore how meal kit subscription (MKS)
brands use the world’s most popular social networking site to diffuse information about – and
promote consumer adoption of – their services. Specifically, the research seeks to examine brand
use of and consumer response to Facebook brand page posts promoting product attributes that
impact rate of adoption and utilizing certain types of message appeals. Through content analysis
of brand page posts issued by the top three American MKS companies (Blue Apron, Plated, and
Hello Fresh) and subsequent statistical analysis, the study will attempt to answer the following
research questions:
RQ1: Which product attributes do MKS companies demonstrate through Facebook brand page
posts?
RQ2: What types of message appeals do MKS companies use in Facebook brand page posts?
RQ3: Which brand-generated Facebook posts elicit the greatest levels of contribution (reactions,
likes, shares)?

395

References:
Ashley, C. and Tuten, T. (2015). Creative strategies in social media marketing: An
exploratory study of branded social content and consumer engagement. Psychology and
Marketing, 32(1), 15–27.
Belch, G.E. and Belch, M.A. (2018). Advertising and promotion: An integrated marketing
communications perspective (11th ed.). New York, NY: McGraw-Hill Education.
Facebook, Inc. (2017, May 3). First Quarter Results Conference Call for 2017. Retrieved
from https://s21.q4cdn.com/399680738/files/doc_financials/2017/Q1-'17-Earnings-transcript.pdf
Hennig-Thurau, T., Gwinner, K.P., Walsh, G. and Gremler, D.D. (2004). Electronic
word-of-mouth via consumer-opinion platform: What motivates consumers to articulate
themselves on the internet? Journal of Interactive Marketing, 18, 38-52.
Leonidou, L.C. and Leonidou, C.N. (2009). Rational versus emotional appeals in
newspaper advertising: Copy, art, and layout differences. Journal of Promotion Management,
15(4), 522-546.
Marin, A. & Wellman, B. (2010). Social network analysis: An introduction. In J.
Scott & P.J. Carrington (Eds.), The SAGE handbook of social analysis (pp. 11-25).
London: SAGE.
Muntinga, D.G., Moorman, M., and Smith, E.G. (2011). Introducing COBRAs:
Exploring motivations for brand-related social media use. International Journal of
Advertising, 30(1), 13-46.
Pew Research Center. (2018, February 5). Social media fact sheet. Retrieved from
http://www.pewinternet.org/fact-sheet/social-media/#
Pinto, M.B. and Yagnik, A. (2016). Fit for life: A content analysis of fitness Tracker
brands use of Facebook in social media marketing. Journal of Brand Management, 24(1), 49-67.
Pluto, C.P. and Wells, W.D. (1984). Informational and transformational advertising: The
differential effects of time. Advances in Consumer Research, 11, 638-643.
Rogers, E.M. (1983). Diffusion of Innovations (3rd ed.). New York, NY: The Free Press.
Solomon, M. (2015). Consumer behavior: Buying, having, and being (11th ed.). Upper
Saddle River, NJ: Pearson Education, Inc.
Still, R.R., Barnes, J.H., and Kooyman, M.E. (1984). Word-of-mouth communicationin
low-risk product decisions. International Journal of Advertising, 3(4), 335-45.

Keywords: social media marketing, product adoption, message appeals, COBRAs, consumer
behavior, promotions, meal kit subscription services, eWOM, innovation
396

Relevance to Marketing Educators, Researchers and Practitioners:
This study will provide an initial exploration of the way marketers for meal kit subscription
brands use Facebook business pages to promote product adoption and examines the relationship
between appeal type, product attribute promoted, and consumer online brand-related activities
(COBRAs).
Author Information:
Dr. Terry Damron is an Instructor of Marketing at Austin Peay State University. Her research
interests include social media marketing, consumer behavior, supply chain management, and
crowdfunding. Her work can be found in publications such as Benchmarking: An International
Journal, The International Journal of Procurement Management, and The International Journal of
Process Management and Benchmarking.
Bailey Carruth is a graduate of the Austin Peay State University College of Business where she
earned a B.B.A. in Marketing. She is pursuing a Master of Arts in Communication Arts at Austin
Peay State University.
Ashleigh Knoll is a graduate of the Austin Peay State University College of Business where she
earned a B.B.A. in Marketing.
Track: Social Media Marketing
ID#: 1310

397

Promoting Innovative Product Adoption
via Facebook
Terry Damron, damront@apsu.edu
Ashleigh Knoll, aknoll@my.apsu.edu
Bailey Carruth, bcarruth@my.apsu.edu

Abstract
Facebook continues to dominate the social media landscape with 68% of American adults using
the social networking site and – among those users – 74% accessing the site daily (Pew Research
Center, 2018). Like consumers, businesses have adopted Facebook in droves. According to
Facebook, Inc. (2017), more than 70 million businesses around the world use Facebook business
pages each month. Given the overwhelming, generation-spanning adoption and impressive usage
statistics of the social networking site, there is little question as to whether a brand should have a
presence on Facebook, but many questions remain concerning how brands should manage their
Facebook brand page presence for maximum return on investment.
Social network theory helps explain the power of Facebook, describing each entity (person or
organization) within a network as a node connected to many other nodes by virtue of various
relationships that allow information to spread (Marin & Wellman, 2010). Information shared via
word of mouth (WOM) is generally considered to significantly impact consumer purchasing
decisions (Richins, 1983) and positive or negative statements issued by a consumer to multiple
nodes on the internet are considered electronic world of mouth (eWOM) (Hennig-Thurau,
Gwinner, Walsh, & Gremler, 2004). On Facebook, relationships allow information to spread
from node to node via electronic word of mouth (eWOM). Unlike advertising, a highcontrol/low-credibility promotional tool, eWOM is a low-control/high-credibility tool (Solomon,
2014). While marketers have little control over what is said about their brand, consumers are
more receptive to the information shared via eWOM as consumers trust credible peers more than
paid sponsors.
For social media marketers, it is important to understand what types of brand page content spark
eWOM in the form of sharing, which is among a set of higher-involvement, visible consumer
online brand related activities (COBRAs) (Muntinga, Moorman, and Smit, 2011). These
COBRAs enable a brand to leverage the consumer’s relationships/credibility with other
consumers as information is transmitted from node to node. This may be especially useful to
marketers of innovative brands working to reduce perceived risk associated with purchase and
increase rate of adoption, as WOM has a greater effect on purchasing decisions when consumers
perceive higher levels of risk associated with the purchase (Still, Barnes, & Kooyman, 1984).
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Looking through the lens of Rogers’ (1983) diffusion of innovations research, one recognizes
Facebook offers significant opportunities for innovative brands seeking to communicate product
information to the many consumers who fall into the early majority and late majority categories
and are, therefore, more averse to risk than innovators and early adopters. Using Facebook, an
innovative brand can help consumers in the innovator and early adopter categories –who are
more willing to accept the risk that comes with quickly adopting a new product – share highly
credible, personal product experiences and perceptions with risk-averse peers. Further, marketers
of innovative products such as meal kit subscriptions can draw upon Rogers’ (1983) diffusion of
innovations research to understand and promote the perceived attributes of innovations that
impact rate of adoption: relative advantage, complexity, compatibility, trialability, and
observability.
Marketers must also consider the impact of appeal type on consumer response to brand page
posts. At the most basic level, message appeals are broken into two categories:
informational/rational and transformational/emotional (Pluto & Wells, 1984; Pinto & Yagnik,
2016). Appeals are designed to influence and motivate consumers. Informational/rational appeals
share factual information while transformational/emotional appeals attempt to awaken positive or
negative feelings (Pluto & Wells, 1984; Leonidou & Leonidou, 2009; Ashley & Tuten, 2015;
Belch & Belch, 2018). The categories are not mutually exclusive, but are exhaustive (Pluto &
Wells, 1984).
The purpose of this quantitative content analysis is to explore how meal kit subscription (MKS)
brands use the world’s most popular social networking site to diffuse information about – and
promote consumer adoption of – their services. Specifically, the research seeks to examine brand
use of and consumer response to Facebook brand page posts promoting product attributes that
impact rate of adoption and utilizing certain types of message appeals. Through content analysis
of brand page posts issued by the top three American MKS companies (Blue Apron, Plated, and
Hello Fresh) and subsequent statistical analysis, the study will attempt to answer the following
research questions:
RQ1: Which product attributes do MKS companies demonstrate through Facebook brand page
posts?
RQ2: What types of message appeals do MKS companies use in Facebook brand page posts?
RQ3: Which brand-generated Facebook posts elicit the greatest levels of contribution (reactions,
likes, shares)?
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Abstract
The growth in social media marketing has been explosive. Spending on social media marketing
in 2017 was projected to be $13.5 billion (Statista 2018). Also, demand for employees with
digital marketing experience had the highest growth rate in 2017 and these employees were
considered to be important across all marketing functions (McKinley Marketing Partners, 2017).
Given the growing importance of social and digital media marketing, developing the ideal course
design to better prepare students for careers in social media marketing is essential. This paper
proposes a research design to further tap into the expertise of practitioners in social media
marketing to help in developing a course design which would work well in the dynamic world of
social media marketing.
Studies on social media marketing curriculum have consisted of conducting content analysis on
syllabi from various universities (Brocato et al, 2015), studying both academics and practitioners
in social media marketing (Faulds & Mangold, 2014), and examining specific social media tools
such as how using LinkedIn in the classroom would bridge the gap between academics and
practitioners (McCorkle & McCorkle, 2012). Munoz & Wood surveyed marketing instructors
teaching social media (2015). Although these studies have attempted to bridge the gap between
academia and practice using various methods, because of the dynamic nature of social media
marketing, more research is needed into the best way to provide classroom instruction which
effectively prepares students for jobs in this field.
The proposed research design consists of conducting focus groups with social media marketing
professionals. The goal is to build on the existing research. Composition of the focus groups will
be modeled on the variety of industries and job titles such as what Honea et al (2017) did in their
research on micro and macro competencies desired by practitioners. Focus groups will be used to
draw out the respondents and to provide comparisons and discussions across different areas. The
interactive discussions are expected to stimulate creative thinking and lay the foundation for
consensus building for course design.
Focus group research would consist of exploring the following topic areas:
• What skill set social media marketers are looking for when hiring new graduates.
o How rapidly that skill set is changing
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•
•

•
•

o Whether or not a base set of skills exist which can be incorporated into course
design
What skills student currently lack which would be essential in social media marketing
jobs
Best approaches to preparing students
o Nature of involvement with practitioners
o Best course activities for preparing students for social media marketing.
o Attractiveness of certifications to marketing professionals (following up on the
Goldring, 2017 study)
o Which certifications are recommended
How to provide evidence of student skills to enhance employment opportunities
o This will be based on the Honea et al. study of what practitioners consider to be
evidence of student skills (2017)
What areas/approaches are being missed by academics

These focus group discussions can then be used to inform course design changes and updates to
improve social media marketing courses.
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Relevance to Marketing Educators, Researchers and Practitioners:
Designing social media marketing courses is extremely challenging given how rapidly this area
is growing and changing. Professors are taxed with how to balance educational principles,
practical experience, and course revisions. Although research has been done into what is
currently being offered, not enough is known about how to match course content and activities to
the situations faced by social media marketing hires in the business world. This research seeks to
address this gap by exploring expectations and recommendations of social media marketing
professionals.
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Abstract
Social media is widely used to build social network to promote product and service brands. It is
very important to examine how people’s online community engagement, customer experience,
and online community motivation influence their online brand advocacy. In this study, we build
a framework on how music consumers’ consumption experience, consumer online engagement,
and consumer online motivation influence their advocacy behavior. With two nation-wide
surveys (about 1000 respondents each), we have validated our measures, tested our model, and
confirmed our hypotheses. Furthermore, we have discussed the theoretical and managerial
implications. Finally, the limitations of the research and future research are indicated.

Keywords: Consumer online engagement, online motivation, experience, advocacy
Relevance to Marketing Educators, Researchers, and Practitioners:
Social media is widely used to build social network to promote product and service brands. It is
very important to examine how people’s online community engagement, customer experience,
and online community motivation influence their online brand advocacy. In this study, we build
a framework on how music consumers’ consumption experience, consumer online engagement,
and consumer online motivation influence their advocacy behavior. With two nation-wide
surveys (about 1000 respondents each), we have validated our measures, tested our model, and
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confirmed our hypotheses. Furthermore, we have discussed the theoretical and managerial
implications. Finally, the limitations of the research and future research are indicated.
Track: Social Media Marketing
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Abstract
Content Marketing has become the industry standard. It has been found to be more effective
than Traditional marketing. Content Marketing shifts Marketing away from persuasive
advertising and selling approaches and instead provides information which creates value for the
consumer. This information may be interesting, helpful, informative, problem solving or just
entertaining, but the consumer must derive some benefit from it (Chordras 2018, Metrick 2018.)
Market segmentation is extremely important to Content Marketing as each piece of content must
be tailored to the particular target market the business is trying to reach (Chordras 2018.)
Successful Content Marketers create benefits for themselves as well in the form of increased
sales, reduced costs, and more loyal consumers (Content Marketing Institute 2017, Metrick
2018.) As traditional marketing decreases in effectiveness Content Marketing effectiveness is
increasing (Content Marketing Institute 2016, Patel 2016.) It has progressed from being a
practice used to get a competitive edge on the competition to a must use. Companies who do not
use Content Marketing get left behind in the industry.
This paper is designed to provide a broad overview of Content Marketing to the marketing
educator. Existing textbooks have not had time to include substantial information on this fastgrowing area, and most educators do not have time to fully research each new area of Marketing
as it appears.. A full understanding of Content Marketing can be very helpful in making sure our
students graduate with knowledge of all current marketing practices.

Introduction
Content Marketing has become the hottest buzzword in Marketing and in the past decade has
become a extensively established practice (Cespedes & Heddleston 2018.) Although not a new
concept, it has been around as long as marketing itself, it was not at first recognized as a separate
concept but incorporated with advertising in general. The term “Content Marketing” was coined
in the late 1990’s but only came into its own in 2008-2009 (i-Scoop 2018.) It is still evolving
(Cespedes & Heddleston 2018.)
Certainly, the advent of Social Media was the driving force in its increasing popularity, although
digital marketing is not its only use (i-Scoop 2018.) Consumers were also a major factor.
Consumers have become tired of intrusive “selling” efforts and especially did not want it on their
Social Media (Dembosky & Bradshaw 2011) which opened the door for the use of Content
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Marketing with its useful and interesting information to replace traditional advertising. And more
and more consumers begin using Social Media every day (Leslie 2018.)

What is Content Marketing
As it is a new term, there is as yet no consensus on a single definition of Content Marketing and
numerous versions abound (i-SCOOP 2018.) Yet the difference is in the wording and they are in
general agreement about the meaning of the concept. Content Marketing is, in short, providing
consumers with information that is interesting, useful, problem-solving, entertaining or in some
way beneficial to the consumer rather than an attempt to sell a product (Content Marketing
Institute 2017, i-SCOOP 2018, Ruffolo 2017.) It is most often used to connect with current
target markets via content but can also be useful to inbound marketing in connecting with
prospects (LeadG2 2018.)
Content marketing is about creating customer value (i-SCOOP 2018, Ruffolo 2017) and
sharing information (Ruffolo 2017.) Useful content should be at the core of your marketing
strategy (Content Marketing Institute 2017.) Using Content Marketing means to provide
relevant information to the target market. This requires understanding your target marketing and
their interests. It is a key element in Content Marketing that target markets are clearly identified
and thoroughly understood. Then material about a specific interest or which solves a particular
problem, etc. can be developed and posted, either on the company’s Social Media, blog or
website, or on groups which already exist on Social Media or other digital venues. It is
important when joining an existing Social Media group to become a participant, not a company
trying to make themselves important (Metrick 2018.) It is vital to develop credibility and a trust
relationship with the target market, which occurs when consumers feel the marketer’s
contributions are real and trustworthy (i-Scoop 2018, Ruffolo 2017.)
Relevance to the consumer is key in using Content Marketing to provide customer value.
Customer value can be created by sharing information, information which may sometimes, but is
not usually, about the company or its products. Although Content should be generally related to
your product, business or industry (Chordas 2018,) information about the company or its
products should be used only when of relevance to the consumer should they be used. Consumer
engagement is the goal and selling efforts do not engage.. Companies use many techniques to
provide relevant and engaging content to consumers including offering information of interest,
advice, humor, problem solutions, videos and storytelling (Content Marketing Institute 2018,
Forrest & Piper 2018, Liu et al. 2018, Ruffolo 2017,)

Why Content Marketing is Rising in Popularity
With the emergence of Social Media and other technology, traditional marketing has
become less and less effective. The major reason business is turning to Content Marketing is that
it nets them increased sales, reduced costs, and more loyal consumers (Content Marketing
Institute 2017, Metrick 2018.) The ROI in using Content Marketing is phenomenal (Ruffolo
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2017.) Content Marketing, with its added consumer value concept, is proving more effective
than traditional marketing (Content Marketing Institute 2016, Patel 2016.) There are no
marketing goals which cannot be achieved using Content Marketing (i-SCOOP 2018.)
While Content Marketing is all about providing benefits to consumers, there are tangible
and intangible benefits to a company which uses Content Marketing. Intangible benefits include
increased brand awareness, increased respect and esteem in the industry, gaining new customers
because they like your Content and decide to try your brand, and more team coordination
(Pulizzi 2016.) Among the tangible benefits are increased site traffic, improved Search Engine
Optimization (SEO) and direct customer conversion (MOZ 2018.)
SEO, or Search Engine Optimization, is strongly impacted by Content Marketing
(Content Marketing Institute 2017.) Content Marketing provides the content that SEO demands
(Patel 2015.) Content marketing tells Google that you are important and authoritative in your
industry (MOZ 2018) and moves you higher in the search result standing. Google actively seeks
high quality content with the most relevant information for the search enquiries of their users
(Ruffolo 2017.) All major search engines such as Google, Bing and Yahoo want their primary
search results to show all results ranked based on what the search engine considers most relevant
to consumers (Search Engine Land 2018.) In general search engines reward those who publish
high quality, consistent content (Content Marketing Institute 2017.)
Effective SEO consists of high quality, relevant content which uses the keywords you are
targeting (Patel 2015.) Search Engine Optimization include consistent use of keywords (Content
Marketing Institute 2017) and the strategic employment of key words (Patel 2015.) However,
poor quality content infused with keywords will not work (Patel 2015.) In 2010 Google noticed
the quality of their search result were falling, and that a number of companies were basically
“content farms.” Google developed Google Panda, an algorithm which weeds out poor quality,
thin content and rewards the use of unique, compelling content (Dholakiya 2017.) Quality
defeats quantity and its content that helps people find a business (MOZ 2018.)
Modern, forward-thinking marketers believe that Content Marketing is a better way to
market (Content Marketing Institute 2017.) Social Media websites are considered one of the
most beneficial resources a business can have. Content marketing has gone from a technique
which would get a business ahead to one that merely keeps it equal. A business who does not
use Content Marketing gets left behind. Content Marketing is now the industry standard
(Ruffolo 2017.)

Successful Content Marketing
Not all Content Marketing is successful. To get outstanding results requires exceptional
skill and expertise (Ruffolo 2017.) The objective is to attract and retain target markets (Content
Marketing Institute 2017, Ruffolo 2017.) This is done by providing truly relevant and useful
content (information) to prospects and customers to help them solve their problems, etc. (Content
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Marketing Institute 2017) while showing what your company does better than the competition
(Chordas 2018.) Content marketing is all about information. It is the marketing of a business or
brand through the sharing of educational, entertaining, or insightful information that will help
consumers enrich their lives. This may be in the form of a personal change or, hopefully, be in
the form of a purchase decision. It is not about forcing a sales pitch on consumers but about
helping them move towards the best option for themselves (which may or may not be buying the
marketers brand) (Ruffolo 2017.)
There are many ways customer value can be created. Companies use a wide variety of
methods to share content. Sometimes it is a contribution to a subject in which the target market
is interested (Ruffolo 2017.) It could be a question and answer session. Humor that is
appropriate and relevant to your target marketing can be extremely effective (Ruffolo 2017.)
Storytelling is considered one of the most powerful ways to get information across. Telling a
story that exemplifies personal challenges creates an experience which resonates with consumers
(i-SCOOP 2016.) Presenting solutions to consumer problems is always a welcome type of
content for consumers (i-SCOOP 2018, Ruffolo 2017.)
For example, Ties.com developed a comprehensive guide for tying ties. It was a high
quality publication which contained step-by-step instructions for tying every kind of tie from
classical necktie knots to the flamboyant and adventurous. The production quality of the guide
was also quite high, and they provided YouTube videos as well. The result was that if you
Google “how to tie a tie,” Ties.com will always be the first result on the list (Feldman 2018.)
Building trust is an important part of Content Marketing (Pavlika 2018.) When a
marketer freely shares content in and open and honest way it builds trust (Ruffolo 2017.) A goal
of Content Marketing is to engage customers in a trustworthy and valuable way (Patel 2016.)
Customers should trust the company brand as an authority (Chordras 2018, Ruffolo 2017.)
Trust, more than ever, is significantly related to sales, profits, turnover and a source of
competitive advantage (Ebersole 2018.) Customers know when businesses are honest and direct
with them (Gensler 2015.)
Firms can post Content Marketing on their own websites, blogs or Social Media, or join
existing sites. The same message can be sent to different target markets, just in a different
manner and venue (i-SCOOP 2018.) Timely and popular topics already exist in active
conversations. Sharing content around these topics keeps brands relevant and helps them
establish a reputation as the go to source for information (Ruffolo 2017.)
One of the key elements in a successfully using Content Marketing is to have a Content
Marketing Strategy. Knowing what goals the company wants to accomplish is essential to
making a Content Marketing strategy work (Content Marketing Institute 2017, Linn 2015.) The
strategy also makes possible another of the other crucial elements of successful Content
Marketing – measurement. All Content Marketing needs to be subjected to measurement to see if
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it met its stated objectives (i-SCOOP 2018.) Top performers in Content Marketing focus on
measurement (Pulizzi 2016.)
Another item successful marketers include in their Content marketing is Evergreen
content. Evergreen content provides value today and into the far future. It is any content that
provides a basic overview of a topic or provides information which will still be true in a decade
(Ruffolo 2017.) Evergreen content takes less time and entails less maintenance and may
function as a great industry reference (MOZ 2018.) An excellent example of this is Ties.com
(Feldman 2018) as described on page 8.
Above all, Content Marketing requires commitment. 91% of top performers report they
are extremely or very committed. You cannot “kind of” do Content Marketing and be successful
(Pulizzi 2016.) It takes a lot of time and effort to get started in Content Marketing, and it takes
time to see real results. Also, it is common to see some success, then enter a slump. Many
companies quit when they hit the slump which is a mistake. This is a common pattern and
committed companies who stick with it see strong, long term success (MOZ 2018.)

Unsuccessful Content Marketing
Many companies try, but do not succeed, in using Content Marketing. The reasons are
numerous and varied. They range from poor content to poor grammar and are usually a result of
a lack of expertise, skill, and commitment to Content Marketing by the marketer (Ruffolo 2017.)
One of the worst and most obvious mistakes is not knowing the target market which is
essential in all types of marketing. Knowing and understanding the target market is vital to
producing quality Content (Ruffolo 2017.) A company needs to know on which venues the
target market spend their time, and what conversations they participate in and consider relevant
(Ruffolo 2017.) Content needs to be optimized for each of targets’ social channels. This
comprises tailoring your Content to the needs and preferences of the target for each channel and
including the relevant keywords (i-SCOOP 2018, Patel 2016.) Quality content tailored to the
target market, presented on the right venue, and containing the appropriate and relevant
keywords (without overusing them) is necessary for successful Content Marketing (Chordras
2018, Patel 2016.) Failure to do this leads to failure of the Content Marketing.
Many businesses make the mistake of thinking grammar and spelling are unimportant.
Grammar is such a simple thing, but poor grammar detracts from the credibility of the business
and distract the reader from the Content (Ruffolo 2017.) Readers are more likely to focus on the
grammatical errors instead of the message and are unlikely to subscribe to your services or buy
your products (Patel 2016.)
Not having a strategy leads to failure in any type of marketing, but businesses often do
not realize they should have a strategy specifically for Content Marketing (Content Marketing
Institute 2017, Linn 2015.) Without knowing what the company was trying to achieve it is
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impossible to measure whether it succeeded or failed (Patel 2016, Pulizzi 2016, Ruffolo 2017.)
As the old saying goes, if you do not know where you are going you are likely to end up
someplace else.
Failing to provide quality Content is another major reason Content Marketing can fail
(MOZ 2018, Ruffolo 2017.) Poor quality content is recognized and rejected by search engines
(Content Marketing Institute 2017.) Along with quality content the relevant keywords must be
used (MOZ 2018, Patel 2016, Patel 2017) in appropriate ways. Non-relevant keywords do not
optimize for search engines (Patel 2018) and gratuitous use can be identified and rejected by
programs such as Google Panda (Dholakiya 2017, Patel 2018.) A lack of facts backing up
Content contributes to poor quality (Ruffolo 2017.) A lack of commitment by the company can
lead to low quality and Content Marketing failure (Pulizzi 2016.)
One of the worst mistakes a company can make is a failure to be useful. The whole idea
of Content Marketing is to provide Content which is useful to the consumer in some way (Patel
2016.) Content must be relevant and provide value to consumers (i-SCOOP 2018, Search
Engine Land 2018.) The Content can provide value to the target market in many ways such as
being interesting to read, teaching or providing knowledge, presenting solutions to problems, or
just being humorous or entertaining. Just any old copy will not work.

Conclusion
In the last few years Content Marketing has moved from the category of giving a
company an edge over the competition to the category of being left behind if you do not use it.
This follows the trend of more Marketing dollars moved from traditional marketing to Social
Media or other digital mediums as more and more consumers join Social Media every day.
Content Marketing is becoming a dominant force in marketing.
Content Marketing is getting away from the “selling” aspect of marketing and intrusive
advertising to a more customer-centric environment. In general Content Marketing makes
available information to the target market or the public which is interesting, informative,
problem-solving or entertaining. It can bring new customers and increased profitability to those
who have the ability to use it correctly. Content Marketing has now become an industry
standard.
As educator’s, a thorough understanding of Content Marketing is required so it may be
addressed properly in marketing classrooms. Marketing practices, such as Content Marketing,
evolve too quickly to be adequately addressed in text books. It is up to the educator to fill in the
gaps.
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ABSTRACT
As retail consumers are using mobile devices to access the Internet for information and actual
purchases, retails are trying to create promotional campaigns that take advantage of this trend by
offering digital coupons? However, there are a number of consumer preferences than marketers
need to understand when creating marketing strategies. A survey addressed 5 factors that could
affect a customer’s likelihood of utilizing e-coupons. It was hypothesized that customers will
consider themselves loyal customers, but will change their purchase habits for retail (e.g.,
clothing and accessory purchases) and electronic goods due to an e-coupon offer. Customers
disliked e-coupons with threshold values regardless of their annual income. Customers will
consider coupon misredemption fraud as an issue for businesses in a negative light, but will
admit to searching for coupon codes online. Most of the hypotheses were found to be
statistically significant, suggesting management may need to re-evaluate its strategy the B2C
retail industry and change how retailers implement e-coupon campaigns as a vehicle to drive
CRM initiatives.

1.1 INTRODUCTION
1.1 Examining the Role of Coupons in Marketing
The use of coupons is not a new trend in the business-to-consumer (B2C) marketplace. In fact,
the first coupons date back over 120 years (Belch & Belch, 2015). However, couponing is
becoming more widely used and businesses are leveraging new technologies to improve the
customer buying experience. For example, businesses are embracing the Internet, email, social
media and mobile technology as a means to easily distribute and measure the effectiveness of ecoupons. For the sake of this analysis, the focus will be on retailer e-coupons. Manufacturer
coupons are outside of the scope of this analysis, however, the B2C marketplace, specifically
grocery stores, are flooded with manufacturer coupons. The manufacturer for their particular
products issues manufacturer coupons.
The use of e-coupons is directly related to customer relationship management (CRM) and
businesses are utilizing e-coupons as a means to connect with a broader audience and gain more
exposure. However, e-coupons present advantages and disadvantages for both the customer and
retailer. Likewise, numerous factors affect how successful e-coupons are for retailers. These
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factors include, online versus in store shopping preferences, customer loyalty, price sensitivity,
coupon misredemption and coupon clutter. Due to recent difficult economic climate and changes
in customer needs, retailers need to be cognizant of how to successfully implement an e-coupon
campaign as a way to better manage customer relationships. Demonstrating the major forces
discussed and empirically measured in the present study can be found in Figure 1.

Online versus
In-Store

Coupon Clutter

The Impact of
e-Coupons on B2C
Retail Markets

Coupon
Misredemption

Customer
Loyalty

Price Sensitivity

Figure 6 Basic conceptual model of gauging the impact of e-coupons on consumers.

1.2 Examining the Role of CRM in Marketing
Customer Relationship Management (CRM) refers to the technology systems that help a
company serve, satisfy and retain customers (Rayport & Jaworski, 2004). CRM systems require
significant investment in time and money. However, if implemented properly, they can enable
companies to gather and store dynamic information about their customers. Such information
could include demographic information, geographic locations and the past purchase history with
a company. This information is invaluable and allows a company to enhance the communication
process with their customer base in a timely manner (Alderete & Gutiérrez, 2014). Some
researchers argue that companies are actually able to react instantaneously to changes in
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customer demands. All of these enhanced sources of communication is of considerable
importance to a company, since CRM-embedded systems allow management to efficiently
customize and personalize the communication with customers (Chand, Raj, & Shankar, 2015;
Han, et al., 2015; Soon, et al., 2015). The hope is that this personalization will result in a more
satisfied, loyal customer through enhanced technological and communication systems integration
(Marthandan & Tang, 2010; Shukai, Chaudhari, & Dash, 2010; Sundarambal, Dhivya, &
Anbalagan, 2010; Elysee, 2015; Latha & Suganthi, 2015). Strategic CRM systems are touted to
bolster revenues and retention while significantly reducing marketing costs (Rigby &
Legingham, 2004). The opportunities are endless with the proper use and implementation of a
CRM system, however there are difficulties that companies encounter when implementing such a
system.
CRM systems typically are not set up within one specific department within an organization.
Rather, they are integrated throughout the company and touch multiple departments such as
sales, marketing, supply chain and human resources (Daim, Basoglu, & Tanoglu, 2010; Dominic,
et al., (2010; Kapur, et al., 2010; Keramati & Behmanesh, (2010). A CRM system be applied
only to a process that is vital to a company’s competitiveness (Rigby & Legingham, 2004). A
common issue when implementing a CRM system is choosing a system before a strategy be
formulated. This is a fundamental business mistake because a company’s CRM strategy should
determine the type of CRM system purchased and ultimately how it is implemented within a
company. The strategy should be well defined and narrow in scope. Some companies use CRM
to transform their entire business and this is will prove to be an unsuccessful CRM
implementation. Likewise, companies should leverage their strategy and purchase a CRM
system that fits their business needs. All too often, management may purchase a CRM system
because of their capabilities but fail to realize that the system may not match up to their specific
customer strategy. This means that from the beginning there may be a cognizant disconnect
between the CRM systems capabilities and the needs of the company.
CRM systems are employed to effectively deploy a targeted e-coupon campaign to customers.
Companies {for the sake of this analysis we will focus on retailers specifically} can utilize CRM
systems to target customers based on demographic, geographic and past purchase history.
Retailers are then able to deploy personalized e-coupons to customers based on this invaluable
personal information. This will benefit consumers because they will be more likely to redeem an
e-coupon that is relevant to their specific needs. Likewise, a targeted e-coupon campaign will
benefit retailers because it will decrease their marketing costs, increase sales volume and profits
for the company. The next section will discuss the history of e-coupons as well as the
advantages and disadvantages of e-coupons from both the customer and retailer perspective.

1.3 Purpose
Retailers are increasing their use of coupons within the B2C marketplace because of economic
pressures and more cost conscious customers. Moreover, retailers are leveraging online only
coupons to increase online sales. The main purpose of the present study is to shed some insight
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of the relative impact of B2C e-coupons on customer loyalty, price sensitivity, misredemption,
and coupon clutter.
To accomplish this goal, we attempt to examine the impact of e-coupons on business-toconsumer (B2C) retail e-commerce sites from a customer relationship management (CRM). The
impetus for this research is two-fold. First, the recent challenging economic climate has made it
imperative for customers to be concerned with saving money on retail purchases. Secondly,
customer’s needs are ever changing and retailers are always looking for novel ways to increase
their CRM efforts in order to cultivate new relationships and gain access to a newer, broader
customer base. This analysis provides an overview of CRM, the history of coupons as well as
advantages and disadvantages of e-coupons from both the customer and retailer perspective.
For the sake of this analysis, misredemption occurs when a consumer presents a coupon, which
is actually invalid and/or not meant for that particular end user, but the retailer accepts it.
Likewise, this analysis only researches the impact of retailer coupons, manufacturer coupons are
strictly outside of the scope of this research effort.

2.0 BACKGROUND
2.1 Historical Perspectives of E-coupons
The history of coupons extends approximately 120 years and still remain an essential part of the
American lifestyle (“Despite redemption fraud …,” 1981; Eid, 2011; Smith, 2008, 2010).
Coupons have drastically evolved from their inception but the impetus is the same: they are a
mechanism for saving customers money. The first e-coupon was thought to have been launched
in 1990. B2C retailers utilized e-coupons as a way to advertise their products/services. ECoupons quickly gained popularity among customers because they have the potential to be
printed at unlimited quantities. There have been many revisions to e-coupons since 1990
including, but not limited to, restricting the number of redemptions and adding a barcode to
mitigate the chance of accepting counterfeit coupons. However, the refinements have not
stunted their growth. In fact, there has been an increase of 263% in the usage of online coupons
from 2008 to 2009 (Hameed, 2011). With the advent of mobile technology, coupons are
continuing to transform B2C marketplaces. E-coupons have now made their mark on smart
phones via the iPhone, Android and others. There are a variety of mobile applications that are
available for download that gather e-coupons based on your geographic location. An example of
this type of technology is Groupon or LivingSocial. This enables all discount offers to be at the
customer’s fingertips. According to eMarketer, by the end of 2012 there will be 92.5 million
online coupon users in the U.S., thanks to driving factors such as tech proficiency, an increase in
price-consciousness, and overall growth in customer savvy (“Research: Digital coupons,” 2012).
This recent advancement in e-coupons illustrates that this marketplace is ever changing and how
customers use and redeem e-coupons is likely to change again in the near future due to
enhancements in technology and changing customer demands.
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On the surface, some might ask why do retailers use e-coupons as part of their integrated
marketing communications strategy? Perhaps, the answer to this question may lie in branding
and personalization goals associated in CRM initiatives. For example, many retailers have
chosen to utilize e-coupons as part of their marketing strategy because it helps to build brand
awareness and brand equity. Even if redemption rates are lower than expected, the retailers
brand advertised to its potential customers. By simply embracing modern technology,
companies are able to increase their reach with customers via e-coupons. Secondly, e-coupons
allow retailers to personalize and individualize offers to their customer base. Such
personalization can include specific e-coupons based on geographic location, demographic
information or past purchase history. Companies are leveraging their customer data to provide
more targeted promotions in the hopes that the redemption rates increase. Lastly, e-coupons
allow retailers to reduce their marketing costs. By utilizing e-coupons, companies are decreasing
their print and distribution costs. E-coupons allow for more efficient Tracking purposed via
online dashboards. This enables a process improvement on the back end for companies (Kelly,
2011; Smith, 2008).

2.2 Balancing Managerial Aspects of E-coupons
There are a variety of strategic advantages and disadvantages that are associated with B2C ecoupons both from a customer and retailer perspective. It is important to take advantage the
perspective of the customer in any discussion of managing a strategy that includes e-coupons.
For customers, the main advantage of e-coupons is the monetary savings. While an e-coupon
offer may vary by retailer, the main objective is the same. A soft benefit of e-coupons is the ease
of use for the customer. These offers are either emailed or pushed directly to customers’ mobile
devices. E-coupons ultimately are tied to customer loyalty cards by loading the e-coupon to the
card online. This allows for easy redemption for the end user. Based on a November 2011
survey administered by eMarketer, it was found that 27% of respondents preferred receiving
digital coupons and deals as opposed to getting them offline, compared with 33% who still
preferred print versions (“Digital coupons rival …,” 2012).
There are a few potential disadvantages that e-coupons present for the customer. First, coupons,
not specifically e-coupons, may encourage customers to spend more. According to Cotter
Cunningham, CEO of RetailMeNot™, retailers are using coupons to increase the average order
volume (Mies, 2010). Coupons that require a threshold amount are actually causing customers to
spend more just to redeem the coupon. This is a serious consideration, since typically customers
who are using coupons are cost conscious and this strategy forces them to spend more money.
Undoubtedly, e-coupons may pose a perceived threat to the privacy of customers. When a
customer redeems an e-coupon, the practice allows the company to Track his/her purchases and
spending habits. For example, suppose a user logs into Ebates.com via Facebook Connect and
obtain a coupon for Ruby Tuesday. When the coupon is scanned, the user enjoys the discounted
dinner. However, once the restaurant scans the coupon’s barcode, they can Track it back not
only to the search terms used in Ebates.com to find that coupon, but to the Facebook ID,
including name, location, gender and your interests (Mies, 2010). While most of the data
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captured from redeeming a coupon is harmless, customers need to be aware that this is a
potential disadvantage and they should protect their sensitive information on social networking
sites so they are not vulnerable to privacy hacks.
From a retailer’s perspective, e-coupons increase the brand awareness and brand equity of an
organization. Data from a survey administered by Coupons, Inc reported that coupons increase a
brand’s equity and perceived value for an organization. In fact, 58% of those surveyed say they
believe a brand providing coupons online is more likely to provide new products that they will
enjoy. Likewise, 57% say those companies care about keeping them as a customer (“Online
‘coupon clickers’ number …,” 2008). Another benefit for retailers is that e-coupons hope to
increase sales volume, thus increasing profits. This is a rather obvious advantage from a retailer
perspective. Industry metrics illustrate that active coupon users spend more online. Moreover,
future coupon users are expected to spend more. Forrester data show that consumers who are
likely to use more online coupons in the next 12 months will spend nearly three times as much
online as those who are not likely to use more online coupons in the next 12 months, US$1,635
compared to US$613 (“Online coupon use rises,” 2011). In theory, e-coupons have the potential
to increase customer satisfaction, which could lead to customers’ willingness to pay more for the
products/services and positive word-of-mouth for the retailer. According to Gonynor (2015),
approximately 96% of all mobile users are expected to search for digital coupons in 2015
(significant jump from 2014, when it was about 70%. It is further estimated that 44.5% of
marketers will use digital coupons as an important part of their strategy in 2016. Lastly, ecoupons can have a role in determining customer lifetime value (CLV) and may ease retention
costs.
There are a few potential disadvantages associated with e-coupons from the retailer’s
perspective. First, and most significantly, misredemption has serious business implications for
companies. According to a 1994 article published by Inc.com, it is estimated that 7% of coupons
are "bad" in a US$6B industry. That's over US$400,000,000 worth of coupons that can be
misredeemed. These are very high numbers and can seriously impact the bottom-line for a
company. A second disadvantage of e-coupons is ‘coupon clutter.’ Due to the increase adoption
of technology, retailers are sending more and more coupons via email and mobile devices. The
result is a coupon cluttered marketplace. This is a disadvantage for companies because they need
to work to differentiate their e-coupons and make them stand out against the clutter of coupons in
the marketplace. Lastly, e-coupons initiate a customer trend commonly referred to as
‘expectation mode.’ This is when customers come to expect retailers to launch new e-coupons
and they wait for the best possible deal before redeeming. This is a disadvantage for the retailer
because it costs the company money to develop and promote an e-coupon offering and it may not
be redeemed because the consumers may not feel that it’s a rich offer.
This discussion hopes to illustrate the potential advantages and disadvantages of e-coupons from
both a customer and retailer perspective. However, these are not the only factors affecting the
impact and success of e-coupons in the marketplace. In the subsequent sections, we introduce
five factors and discuss how they influence the effectiveness of e-coupons in the B2C
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marketplace. As stated previously, the scope of this analysis is focused solely on retailer ecoupons in the B2C marketplace; manufacturer coupons are outside of the scope and are not
analyzed as part of this research paper.

2.3 Online versus In-store Purchases
One of the major factors influencing the effectiveness of e-coupons is a customer’s preference to
purchase online versus in a brick and mortar store. Ultimately, this decision will vary by
customer but B2C companies need to be aware of the managerial implications of both
preferences. Likewise, there are advantages and disadvantages associated with either approach
(“Despite redemption fraud …,” 1981; Mies, 2010; Nack, 2003; Needleman, 2011). However,
companies need to understand the preferences of their target audience in order to satisfy their
needs. If customers are not willing to shop online, then companies should rethink their
marketing strategy if it includes the use of e-coupons. Customers who do not wish to shop
online may not be enticed by e-coupons; there may be a better way to advertise to them.
According to a Nielsen Company survey, 81% of consumers choose to shop online because they
can shop at any time of the day, 77% said they like to save time, 61% said they like to
comparison shop, and 56% said they like it because they can find things easily. Interestingly,
just 46% listed low prices as a reason to shop online, and 24% cited low shipping costs (Rox,
2007). Likewise, a similar study conducted by BizRate Research, a Shopzilla company, for
Shop.org, found that convenience is the largest factor in influencing consumer’s behavior to
purchase online. Nearly 58% of those surveyed identified convenience as the number one factor.
And, trying to lure in the bargain hunters, theShop.org survey found that nearly two-thirds of
retailers will offer online-only sales this year, up from 59% a few years’ prior (Rox, 2007). This
data speaks for itself and should illustrate that customers are looking for convenience and cost
savings; e-coupons satisfy both of those customer needs. The next important task for retailers is
build customer loyalty through the strategic leveraging of e-coupons.

2.4 Customer Loyalty Aspects
Customer loyalty can be defined as a key objective of customer relationship management (CRM)
strategic initiatives by promoting loyalty as a type of trust that is established among customer
and companies, persons, products or brands (Smith & Potter, 2010). This topic is of interest to
companies as the cost of acquiring a new customer is generally greater than the cost of
maintaining an existing customer. Research shows that it is 5 times more expensive to gain a
new customer than it is to keep an existing one (Smith, 2010; Smith & Potter, 2010; Smith &
Racic, 2009). That said, customer loyalty should be a goal for every organization because it
lowers the cost of doing business. Research shows that loyal customers spend more money with
a company (Smith, 2008, 2010), which supports that old adage: “80% of your business comes
from 20% of your customers” (“How & why to keep …,” 2009). Lastly, loyal customers tend to
be satisfied customers and satisfied customers are likely to tell others about their positive
experience with your company. A benefit of customer loyalty is free word of mouth advertising.
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Loyal customers will be much more likely to tell their families, friends and acquaintances about
your business. Not only does a loyal customer spend more, they generally bring new customers.
Eid (2011), for example, explored the factors that determine the B2C e-commerce customer
satisfaction, trust and loyalty in Saudi Arabia. Saudi’s unique culture poses a precedent and
provides a significant model in the developing Arab world of at least 20 Middle East nations who
share consumer personality toward online merchandise. Previous studies provided an overview
regarding factors influencing satisfaction, trust, and loyalty characteristics of Saudi Arabians as
well as demographic difference in B2C e-commerce adoption.
Hence, there are a number of theoretical research models developed based on hypotheses that the
relationships between the e-customer satisfaction and trust identified key factors such as the user
interface quality, service information quality, security risk perception, and privacy perception
(Adams, et al., 1992; Ajzen & Fishbein, 1975; Bruner & Kumar, 2005; Burton-Jones & Hubona,
2005). Data analyses were performed based on consumers’ response on a set of survey
questionnaires. The testing confirmed that user interface quality (UIQ) and information quality
(IQ) of e-commerce are key factors in customer satisfaction and loyalty among online retailers
with UIQ having a positive direct relationship with service trust, which interestingly is not found
on IQ. This study identified that while perceived security risk and perceived privacy do not make
significant influences on service satisfaction, they found a strong positive relationship with
service trust.
Moreover, the study revealed that customer satisfaction and loyalty are two important attributes
in B2C online business. E-commerce service trust appeared to have weak influence in consumer
loyalty. The study further proved a non-causality relationship between user interface quality and
e-commerce website-service information quality to arrive at a strong and high quality
recommendation for each development. As it is almost a universal perspective, the e-commerce
consumers’ perceptions on the level of security risk and privacy are major concerns that should
be incorporated in system development.
E-coupons provide an avenue for companies to increase customer loyalty. According to data
released in August 2011 by RetailMeNot.com and Harris Interactive, 82% of online shoppers say
they are more loyal to businesses that offer regular discounts than to businesses that offer
occasional discounts (Marketing Charts, 2011). As mentioned previously, customers enjoy the
convenience that shopping online offers and they are looking for ways to achieve cost savings.
Alternatively, companies are looking to build loyalty among their customer base; e-coupons
satisfy the needs of both the customer and retailer. Once customer loyalty has been designated
as a key objective for retailers, the next factor impacting the use and implementation of ecoupons is price sensitivity. Retailers need to understand the amount of discretional income their
target audience has available to spend. Moreover, companies need to determine the price
elasticity of their goods/services in the eyes of a customer.

423

2.5 Price Sensitivity
The main objective of a coupon is to decrease the cost for a customer to acquire a good/service.
Due to the recent recession and economic slowdown, customers are more cost conscious than
ever before. According to data from the Bureau of Labor and Statistics, between 2007 and 2010,
average annual consumer spending per unit—defined as a family/shared household or
single/financially independent person—fell by 3.1% to US$48,109. Average prices over this
period have risen by 5.2%, so real consumer spending has fallen by almost 8% (“US consumer
spending …,” 2011). Additional research illustrates that overall self-reported daily consumer
spending in U.S. stores, restaurants, gas stations, and online averaged US$69 per day during May
-- up from US$65 in April, but not as good as the US$72 average of May 2010 (Jacobe, 2011).
With the memory of the recent global recession, consumers are still looking for easy ways to
save money. Data illustrate that more than US$1.2 billion in digital coupons savings were issued
from Coupons.com last year, representing a 41% growth over 2009 (“Research study shows …,”
2017). Likewise, 88% of visitors to coupon websites, versus 78% of all respondents, agreed with
the statement that coupons “close the deal” for them when they are undecided on a purchase
(“Online coupon use rises,” 2011). The data provided illustrate a serious consumer need for cost
savings opportunities. Companies need to understand the needs of their target audience and
tailor their e-coupon offers accordingly. There are financial implications for company, since a
decreasing trend in consumer spending and the accompanying reliance on increased need for
coupons may result in highly probabilities of reduced profits or breaking even on promotional
offers (Fisher, 2001; Flavia´n & Guinalý´u, 2006).

2.6 Coupon Misredemption Concerns
Coupon misredemption occurs when a customer presents a coupon that is invalid but the retailer
accepts it. For the sake of this analysis, we will expand the definition to include coupons
redeemed by an individual who did not originally receive the promotional offer. This trend has
serious business implications for companies across the globe and concerned with minimizing the
damage caused by such fraud. For example, the Coupon Information Corporation’s (CIC) main
objective is to fight coupon misredemption and fraud. This not-for-profit organization was
formed in 1986 and works with Federal, State and Local Law Enforcement to fight coupon fraud.
Previous research on coupon misredemption provides varying statistics, but on average, it is
estimated that coupon misredemption costs companies hundreds of millions of dollars annually
(“Online ‘coupon clickers …,’ 2008; “Research study shows …,” 2017). From a retailer
perspective, this is a serious financial issue. Coupon misredemption is a financial risk and is a
fraudulent activity. From a customer’s perspective, coupon misredemption is fraud and legal
action will result against consumers who are caught participating in this type of illegal activity.
For example, according to a recent article (“The current state of coupon …,” 2016), the illegality
is probably the major deterrent against coupon fraud. The latest punishments at the date of the
citation are as follows: Longest prison sentence is 17 years, the highest financial penalty is US$5
million, but US$200,000 are more common, and prison sentences of 3 to 5 years are common.
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Ultimately, consumer loyalty can be enhanced through more secure measures to protect against
fraud of all types.
Some industry experts are attributing the Internet to the widespread increase in coupon
misredemption (Flavia´n & Guinalý´u, 2006; Kim & Tadisina, 2010). The Internet is enabling
coupon counterfeiting to be easier than ever, as suggested by Miller, president of the marketerfunded, non-profit Coupon Information Corp. (Nack, 2003). At least one consumer Web site
compiles a database to help users decode barcodes, Mr. Miller said, which could be used to help
create counterfeit coupons. Some hackers have discovered ways to capture images of online
coupons and make limitless copies, he said, while others are using software that is harvested
from the Internet to capture and manipulate barcodes that can be used to make more typicallooking coupons (Nack, 2003). Coupon fraud has been an issue for quite some time, but with the
advent of new technologies, it is extremely sophisticated and difficult to halt.

2.7 Coupon Clutter Issues
One of the most important, yet challenging, tasks for B2C companies is coupon differentiation.
It should be no surprise that the B2C marketplace is flooded with coupons and promotional
offers (e.g., this phenomenon is commonly referred to as coupon clutter). Too many coupons are
clutter. They take the form of newspaper clippings, spam e-mails and miscellaneous membership
benefits. Some consumers fail to take advantage of these offers. But are they really utilized
when they are issued so prolifically (Kelly, 2011)? This is a concern for both retailers and
customers. From a retailer perspective, coupons are a significant promotion to invigorate sales
and increase short-term profits. However, coupon clutter is a threat for companies because they
need to differentiate their promotional offers in order to gain mind-share from consumers.
From a customer perspective, coupon clutter is confusing and overwhelming to them. Every
customer can relate to receiving a plethora of e-coupons via email, direct mail and promotional
offers via TV and radio advertisements. Consumers are inundated with coupons and promotional
offers and this trend may cause consumers to de-value coupon offers because of the amount of
offers flooding the market. Potentially, coupon clutter has severe business implications for a
company. If customers do not value the offer, they are not likely to redeem the offer. Thus,
retailers are not increasing their sales volume or profits as expected.

3.0 METHODOLOGY
3.1 Sample Selection
A survey was created and electronically distributed over 300 potential responders, with a
successfully returned sample size of 113 individuals (47 males and 66 females; refer to Table 2).
The survey focused on the following sections: Internet usage, preference to shop online versus in
a brick and mortar store, customer loyalty, price sensitivity, coupon misredemption and coupon
clutter.
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Demographic information was gathered and analyzed on all respondents. Professional business
members of the authors’ Facebook and LinkedIn contacts comprised the principal population
sample. Each received an electronic questionnaire and were encouraged to share it with coworkers. The rationale for the selection of participants included working management
professionals with college and/or professional training, as well as those with managerial
responsibility at their firms for managing marketing communications and promotions. There is a
mix of individuals from a number of age groups as well as both males and females. Not only did
this sample enable the researchers to have a relatively large portion of individuals participate in
the research, but it may help to clarify whether there are certain trends within the age groups or
whether males and females are affected by marketing promotions, especially e-coupons and their
effectiveness. Most of the questions were in a multiple-choice format and a majority utilized the
Likert scale. The Likert scale has been the preferred format with public surveys that typically
deals with the measurement of opinions or attitudes (Sakkthivel, 2009; Shukai, Chaudhari, &
Dash, 2010).

3.2 Specific Research Hypotheses
As previously stated, the thesis of this research paper argues that retailers are increasing their use
of coupons within the B2C marketplace in part due to economic pressures and more costconscious customers within the e-commerce marketplace. Moreover, retailers are leveraging
online only coupons to increase online sales. This study attempts to determine the impact of
B2C and its e-promotions on customer loyalty, price sensitivity, misredemption and coupon
clutter. For the sake of this analysis, misredemption is when a consumer presents a coupon,
which is actually invalid or not meant for that particular end user, but the retailer accepts it.
Three specific research hypotheses are identified in Figure 2.
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H1
H2
H3

• Customers consider themselves loyal customers but will change their purchase
habits for retail and electronic goods due to an e-coupon offer. The purchase of
luxury goods will remain unaffected by e-coupon offers.

• Customers dislike e-coupons with threshold values regardless of their annual
income.

• Customers consider coupon misredemption fraud and feel that it is an issue for
businesses but consumers will continue to search for coupon codes online.

Figure 7 Summary of specific research hypotheses.

4.0 RESULTS
4.1 Descriptive Statistics
Tables 1 and 2 illustrate descriptive statistics of scaled variables and frequencies of non-scaled
variable, respectively. As evident from the descriptive statistics, the sample was composed of
relatively sophisticated web users, but they still perceived some skepticism about moving online
for the majority of their purchases [e.g., how often do you shop online (2.89), prefer to shop
online versus in store for retail (2.50), prefer to shop online versus in store for electronics (2.85),
and prefer to shop online versus in store for luxury (2.20)]. The variables, use of credit or debt
was extremely high (4.04), E-promo would encourage a purchase online versus in store (3.84),
Value if dollar-off coupon (4.27), Value if percent off coupon (4.31), Value if coupon that
provides free shipping (4.39), and More likely to use a coupon when it is a rich offer (4.20) all
indicate that the respondents were respective to the inherent value of e-coupons to encourage
additional spending.
Variable

N

Minimum

Internet for personal use (1=never,113 1
5=daily)
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Maximum

Mean

Std. Deviation

5

4.73

.720

Internet for work use (days per
week) (1=0-1, 4=6-7)

113 1

5

4.58

.943

Mobile for personal use (hours per113 1
week) (1=1-5, 4=16+)

4

3.26

1.163

Mobile for work use (1=strongly 113 1
disagree, 5=strongly agree)

4

1.87

1.236

How often do you shop online
(1=never, 5=daily)

113 1

5

2.89

.920

How often use credit or debit
online (1=never, 5=daily)

113 1

5

4.06

1.020

Prefer to shop online versus in
store for retail (1=strongly
disagree, 5=strongly agree)

113 1

5

2.50

1.166

Prefer to shop online versus in
store for electronics

113 1

5

2.85

1.297

Prefer to shop online versus in
store for luxury

113 1

5

2.20

1.045

Customer service when shopping 113 1
online as I do in a brick and
mortar store

5

2.26

.989

Greater flexibility to shop online 113 1
versus in a brick and mortar store

5

3.72

1.145

E-promo would encourage a
purchase online versus in store

113 1

5

3.84

1.065

I understand what the term
customer loyalty means

113 4

5

4.30

.461
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Loyal to certain retail brands

113 1

5

3.95

.953

Coupons do not sway my retail
purchases

113 1

5

2.81

1.308

Price increase for retail brands

113 1

5

3.17

1.164

Loyal to certain electronic brands 113 1

5

3.39

1.137

Coupons do not sway electronic
purchases

113 1

5

2.64

1.134

Price increase for electronic
purchases

113 1

5

2.70

1.117

Loyal to certain luxury brands

113 1

5

3.35

1.273

Coupons do not sway luxury
brands

113 1

5

2.98

1.246

Price increase for luxury

113 1

5

2.69

1.188

Value if dollar-off coupon

113 2

5

4.27

.522

Value if percent off coupon

113 2

5

4.31

.536

Value if coupon that provides free 113 2
shipping

5

4.39

.589

More likely to use a coupon when 113 2
it is a rich offer

5

4.20

.629

Do not like coupons with a
threshold value attached

113 1

5

3.81

1.106

Familiar with concept of
misredemption

113 1

5

3.20

1.181
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Misredemption is fraud

113 2

5

3.55

.813

I search coupon codes online

113 1

5

3.81

1.187

Misredeemed knowingly online

113 1

5

2.15

.947

Misredeemed knowingly in store 113 1

4

1.89

.712

It is easier to abuse coupons
online versus in stores

113 1

5

3.40

1.082

Internet makes it easy to
misredeem coupons online

113 1

5

3.36

1.102

Coupon misredeem is a serious
problem

113 1

5

3.65

.874

Receive too many coupons

113 1

5

3.78

.989

Do not make retail purchase w/o 113 1
coupons

5

3.51

1.070

Do not make electronic purchase 113 1
without coupons

5

3.32

1.080

Do not make luxury purchase
without coupons

113 1

5

3.06

1.152

Do not value all coupons equally 113 1
because of coupon clutter

5

3.32

1.088

Valid N

113

Table 13 Table 1. Listing the basic descriptive statistics of scaled research variables.
A. Gender.
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Gender

Frequency

Percent

Valid Percent

Cumulative Percent

male

47

41.6

41.6

41.6

female

66

58.4

58.4

100.0

Total

113

100.0

100.0

B. Highest education level.
Level

Frequency Percent

Valid Percent Cumulative Percent

high school

5

4.4

4.4

4.4

associates

7

6.2

6.2

10.6

bachelors

65

57.5

57.5

68.1

masters

28

24.8

24.8

92.9

masters+

8

7.1

7.1

100.0

Total

113

100.0

100.0
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C. Age range (yrs).
Range

Frequency

Percent

Valid Percent

Cumulative Percent

18 to 25

19

16.8

16.8

16.8

26 to 30

31

27.4

27.4

44.2

31 to 35

21

18.6

18.6

62.8

36 to 40

8

7.1

7.1

69.9

41 to 45

6

5.3

5.3

75.2

46 to 50

13

11.5

11.5

86.7

50+

15

13.3

13.3

100.0

Total

113

100.0

100.0

D. Annual income (US$)
Level

Frequency Percent

Valid Percent Cumulative Percent

below 20K

1

.9

.9

.9

20,001 to 30,000

4

3.5

3.5

4.4

30,001 to 40,000

27

23.9

23.9

28.3

40,001 to 50,000

37

32.7

32.7

61.1

50,001 to 60,000

13

11.5

11.5

72.6

60,001 to 75,000

16

14.2

14.2

86.7
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75,000+

15

13.3

13.3

Total

113

100.0

100.0

100.0

Table 14 Frequencies of non-scaled or nominal variables.

4.2 Specific Research Hypothesis-testing Results

4.2.1 Specific research hypothesis 1 (H1)
H1: Customers consider themselves loyal customers but will change their purchase habits for
retail and electronic goods due to an e-coupon offer. The purchase of luxury goods will remain
unaffected by e-coupon offers.
The first hypothesis suggests that customers will consider themselves loyal to certain retail (e.g.,
clothing and accessory purchases) and electronic brands, but may change their purchase habits
due to an e-coupon offer, regardless of gender (Figure 3). As a corollary, it is hypothesized that
the purchase of luxury goods will remain relatively unaffected by e-coupon offers. As
demonstrated in Figure 3, there was strong support for loyalty among customers for retail and
electronic brands, but a lesser extent for luxury purchases, as expected, with the promotes of ecoupons. It was found that 92 respondents said they agreed or strongly agreed that they were
loyal to certain retail brands. However, 48 out of the 92, or 52.2% of the respondents, said that
coupons would sway their purchase decisions.
A. Loyalty to retail brands.
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B. Loyalty to electronic brands.

C. Loyalty to luxury brands.
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Figure 8 Relationships among the impacts of e-coupons with loyalty among customers as a
function of gender.
An inspection of Figure 2 reveals that the respondent’s loyalty is to primarily electronic brands,
as 72 respondents agreed or strongly agreed that they were loyal to certain electronic brand.
However, 58.34% stated that e-coupons would sway their purchase decisions. Again, these
findings support H1. Interestingly, 69 respondents agreed or strongly agreed that they were loyal
to certain luxury brands, but 72.47%, or 50 out of the 69 respondents, said that e-coupons would
not sway their purchase decisions for luxury brands. This result also supports H1.
As demonstrated in Table 3, a highly significant relationship existed among loyal to certain retail
brands and a selected set of e-coupon promotional independent variables (F = 8.371, p <.001)
and suggest a positive relation with price increase for retail brands (t = 3.008, p = .003). The
same basic analysis was performed for loyal to certain electronic brands in Table 4 (F = 9.627, p
<.001) and suggest a positive relation with price increase for electronic purchases (t = 6.700, p =
<.001) and coupons do not sway luxury brands (t = 3.920, p = <.001), with negative relationship
with price increase for luxury (t = -4.630, p = <.001). Table 5 presents the same analysis with
loyal to certain luxury brands as the dependent variable (F = 13.114, p = <.001), coupons do not
sway luxury brands (t = 3.672, p = <.001) and price increase for luxury (t = -3.412, p = <.001).
With the multiple linear regression, analysis yielded relatively high-explained variances found in
Tables 3 through 5, model summary statistics. Hence, H1, suggesting that customers will
consider themselves loyal to certain retail and electronic brands, but may change their purchase
habits due to an e-coupon offer, regardless of gender, was supported.
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A. Model summary.
R

R Square

Adjusted R Square

Std. Error of the Estimate

.650

.422

.372

.755

B. ANOVA results.
Source of Variation

Sum of Squares df

Mean Square F-ratio

Sig.

Regression

42.955

9

4.773

<.001 (HS)

Residual

58.726

103

.570

Total

101.681

112

8.371

Dependent Variable: Loyal to certain retail brands.
Predictors: (Constant), Value if coupon that provides free shipping; Coupons do not sway
electronic purchases; Price increase for luxury; Value if percent off coupon; Price increase for
retail brands; Coupons do not sway luxury brands; Coupons do not sway my retail purchases;
Price increase for electronic purchases; Value if dollar-off coupon. HS denotes highly significant
at the .01 level for a two-tailed test.
C. Hypothesis-testing of coefficients.
Unstandardized
Coefficients

Standardized
Coefficients

Independent Variables

B

Std. Error

Beta

(Constant)

2.382

.710

Coupons do not sway my retail .163
purchases

.087

436

.224

t-test

Sig.

3.355

<.001

1.873

.064 (NS)

Price increase for retail brands .277

.092

.338

3.008

.003 (HS)

Coupons do not sway electronic -.030
purchases

.103

-.036

-.291

.771 (NS)

Price increase for electronic
purchases

.009

.103

.011

.089

.929 (NS)

Coupons do not sway luxury
brands

.230

.086

.301

2.673

.009 (HS)

Price increase for luxury

-.177

.095

-.220

-1.855

.067 (NS)

Value if dollar-off coupon

-.527

.335

-.288

-1.571

.119 (NS)

Value if percent off coupon

.413

.321

.232

1.287

.201 (NS)

Value if coupon that provides
free shipping

.124

.151

.077

.823

.413 (NS)

Dependent Variable: Loyal to certain retail brands. NS denotes not statistically significant at the
.05 level for a two-tailed test; S denotes significant at the .01 level for a two-tailed test; HS
denotes highly significant at the .01 level for a two-tailed test.
Table 15 Relevant Statistics Associated with Specific Hypothesis-Testing Results (H1). Part A
displays the model summary, Part B inspects specific contributions of each component in the
hypothesis (Dependent variable: Loyal to certain retail brands).
A. Model summary.
R

R Square

Adjusted R Square

Std. Error of the Estimate

.676a

.457

.409

.874

B. ANOVA results.
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Source of Variation

Sum of Squares

df

Mean Square

F

Sig.

Regression

66.186

9

7.354

9.627

<.001 (HS)

Residual

78.681

103

.764

Total

144.867

112

Dependent Variable: Loyal to certain electronic brands.
Predictors: Value if coupon that provides free shipping; Coupons do not sway electronic purchases;
Price increase for luxury; Value if percent off coupon; Price increase for retail brands; Coupons do
not sway luxury brands; Coupons do not sway my retail purchases; Price increase for electronic
purchases; Value if dollar-off coupon. HS denotes highly significant at the .01 level for a two-tailed
test.
C. Hypothesis-testing of Coefficients.
Unstandardized
Coefficients

Standardized
Coefficients

Independent Variable

B

Std. Error

Beta

(Constant)

1.852

.822

t-test

Sig.

2.254

.026

Coupons do not sway my retail
.100
purchases

.101

.115

.992

.324 (NS)

Price increase for retail brands

-.016

.106

-.016

-.149

.882 (NS)

Coupons do not sway electronic
-.169
purchases

.119

-.169

-1.418

.159 (NS)

Price increase for electronic
purchases

.120

.787

6.700

<.001 (HS)

.801
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Coupons do not sway luxury
brands

.391

.100

.428

3.920

<.001 (HS)

Price increase for luxury

-.510

.110

-.533

-4.630

<.001 (HS)

Value if dollar-off coupon

-.273

.388

-.125

-.704

.483 (NS)

Value if percent off coupon

.211

.372

.100

.569

.571 (NS)

Value if coupon that provides
free shipping

.012

.175

.006

.072

.943 (NS)

Dependent Variable: Loyal to certain electronic brands. NS denotes not statistically significant at
the .05 level for a two-tailed test; HS denotes highly significant at the .01 level for a two-tailed test.
Table 16 Relevant Statistics Associated with Specific Hypothesis-Testing Results (H1). Part A
displays the model summary, Part B inspects specific contributions of each component in the
hypothesis (Dependent variable: Loyal to certain electronic brands).
A. Model summary.
R

R Square

Adjusted R Square

Std. Error of the Estimate

.731

.534

.493

.906

B. ANOVA results.
Source of Variation

Sum of Squares df

Mean Square

F

Sig.

Regression

96.940

9

10.771

13.114

<.001 (HS)

Residual

84.600

103

.821

Total

181.540

112

Dependent Variable: Loyal to certain luxury brands.
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Predictors: (Constant), Value if coupon that provides free shipping; Coupons do not sway
electronic purchases; Price increase for luxury; Value if percent off coupon; Price increase for
retail brands; Coupons do not sway luxury brands; Coupons do not sway my retail purchases;
Price increase for electronic purchases; Value if dollar-off coupon. HS denotes highly
significant at the .01 level for a two-tailed test.
C. Hypothesis-testing of Coefficients.
Unstandardized
Coefficients

Standardized
Coefficients

Independent Variables

B

Std. Error

Beta

(Constant)

1.984

.852

t-test

Sig.

2.328

.022

Coupons do not sway my retail
.169
purchases

.104

.174

1.618

.109 (NS)

Price increase for retail brands

-.017

.110

-.015

-.151

.880 (NS)

Coupons do not sway electronic
-.085
purchases

.124

-.076

-.689

.492 (NS)

Price increase for electronic
purchases

-.243

.124

-.213

-1.962 .052 (S)

Coupons do not sway luxury
brands

.380

.103

.372

3.672

<.001 (HS)

Price increase for luxury

.390

.114

.364

3.412

<.001 (HS)

Value if dollar-off coupon

-.702

.402

-.288

-1.745 .084 (NS)

Value if percent off coupon

.159

.386

.067

.412
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.681 (NS)

Value if coupon that provides
free shipping

.446

.181

.206

2.463

.015 (NS)

Dependent Variable: Loyal to certain luxury brands. NS denotes not statistically significant at the
.05 level for a two-tailed test; S denotes significant at the .01 level for a two-tailed test; HS denotes
highly significant at the .01 level for a two-tailed test.
Table 17 Relevant Statistics Associated with Specific Hypothesis-Testing Results (H1). Part A
displays the model summary, Part B inspects specific contributions of each component in the
hypothesis (Dependent variable: Loyal to certain luxury brands).

4.2.2 Specific research hypothesis 2 (H2)
H2: Customers dislike e-coupons with threshold values regardless of their annual income.
The second hypothesis, H2, states that customers generally dislike e-coupons with threshold
values attached to them, regardless of the respondent’s annual income for both genders. There
are no expected differences among males and females concerning their distrust or dislike of
threshold e-coupons. Figure 4 and Table 6 below illustrate the findings of this hypothesis. The
cross-tabulation statistics associated with annual income, e-coupons with threshold values and
gender illustrates that 77% of those surveyed, or 87 out of 113 respondents, agree or strongly
agree that they do not like e-coupons with threshold values (male Chi-square = 20.459, p = .200;
female Chi-square = 21.1149, p = .632). Moreover, this finding was independent of annual
income level. Therefore, H2 was accepted in the null form, as expected. The negative reaction
to e-coupons that require a threshold amount may be to the perception that customers are
required to spend more to redeem the coupon. This is a serious aspect to marketers, as by
definition, customers who are using coupons are generally cost-conscious and typically resent
strategies designed to cause them to spend more money.
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Figure 9 E-coupons with threshold values as a function of gender and annual income (US$).
A. Actual count.
Do not like coupons with a threshold value attached
strongly
disagree

disagree

Annual income 30,001 to
level
40,000

0

40,001 to
50,000

0

Gender
male
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neutral agree

strongly
agree

Total

2

0

7

2

11

2

0

4

8

14

50,001 to
60,000

0

2

0

2

1

5

60,001 to
75,000

2

1

1

5

1

10

75,000+

0

2

0

3

2

7

2

9

1

21

14

47

female Annual income below 20K 0
level

0

0

1

0

1

Total

20,001 to
30,000

0

1

0

1

2

4

30,001 to
40,000

1

5

0

6

4

16

40,001 to
50,000

0

4

0

12

7

23

50,001 to
60,000

0

0

0

6

2

8

60,001 to
75,000

0

1

1

3

1

6

75,000+

0

0

1

6

1

8

1

11

2

35

17

66

0

0

1

0

1

1

0

1

2

4

Total
Total

Annual income below 20K 0
level
20,001 to
30,000

0
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30,001 to
40,000

1

7

0

13

6

27

40,001 to
50,000

0

6

0

16

15

37

50,001 to
60,000

0

2

0

8

3

13

60,001 to
75,000

2

2

2

8

2

16

75,000+

0

2

1

9

3

15

3

20

3

56

31

113

Total
B. Chi-square tests results.

Value

df

Asymptotic
Significance (2sided)

Pearson Chi-Square

20.459b

16

.200 (NS)

Likelihood Ratio

18.262

16

.309 (NS)

Linear-by-Linear Association

1.634

1

.201 (NS)

N of Valid Cases

47

Pearson Chi-Square

21.114c

24

.632 (NS)

Likelihood Ratio

22.011

24

.579 (NS)

Linear-by-Linear Association

.601

1

.438 (NS)

Gender
male

female
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Total

N of Valid Cases

66

Pearson Chi-Square

25.870a

24

.360 (NS)

Likelihood Ratio

24.286

24

.445 (NS)

Linear-by-Linear Association

.137

1

.712 (NS)

N of Valid Cases

113

Note: a. 27 cells (77.1%) have expected count less than 5. The minimum expected count is .03; b.
24 cells (96.0%) have expected count less than 5. The minimum expected count is .11; c. 32 cells
(91.4%) have expected count less than 5. The minimum expected count is .02. NS denotes not
statistically significant at the .05 level for a two-tailed test.
Table 18 Cross-tabulation statistics associated with annual income, e-coupons with threshold
values and gender.

4.2.3 Specific research hypothesis 3 (H3)
H3: Customers consider coupon misredemption fraud and feel that it is an issue for businesses
but consumers will continue to search for coupon codes online.
The final hypothesis, H3, addresses coupon misredemption. The intent of this hypothesis is to
test whether or not customers consider it fraud, but continue to search for e-coupon codes online.
As illustrated in Figures 5 and 6, 73 out of 113 respondents, or 64.61%, agree or strongly agree
collectively that coupon misredemption is legally considered fraud. Likewise, 79 out of 113
respondents, or 69.92%, collectively agree or strongly agree that coupon misredemption is a
serious issue for businesses to solve. Fraud control plays a substantial role making a company
prosperous through customer loyalty (Smith, 2008, 2010). It enables customers the confidence
to return form their product or service and creates the possibility for new potential customers.
Increased confidence should allow for higher pricing for their products, service because they
trust the firm’s name, and give them the higher levels of satisfaction when interaction occurs.
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Figure 10 Misredemption is fraud as a function of gender.

Figure 11 Misredemption is a serious issue for businesses as a function of gender.
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Table 7 below shows the output from a multiple linear regression analysis. The results of the
hypothesis testing, with “misredemption is fraud” as the dependent variable and 11 independent
variables related to fraud, and the use of e-coupons, show that there is a significant predictive
relationship. The adjusted explained variance is 30.9% and found to be highly significant (F =
5.557, p <.001). Specifically, the following variables were found to positively related to the
dependent variable: Misredeem knowingly online (t = 2.687, p = .008), coupon misredemption is
a serious problem (t = 3.160, p = .002), and do not make retail purchase without coupons (t =
3.733, p <.001). The following variables were found to be dependent related to the dependent
variable: It is easier to abuse coupons online versus in stores (t = -3.016, p = .003) and receive
too many coupons (t = -2.178, = .032). It is obvious that many of the respondents consider
misredemption as fraud and a serious problem. They seem not to agree on the following: it is
easier to abuse coupons online versus in stores; they receive too many coupons. Although other
factors were found to be statistically significant, it appears that whether or not customers
consider coupon misredemption fraud or consider it a serious business issue has no relationship
on searching for coupon codes online. Therefore, as hypothesized, H3 was formally accepted in
the null form, as expected.
A. Model summary.
R

R Square

Adjusted R Square

Std. Error of the Estimate

614

.377

.309

.676

B. ANOVA results.
Source of Variation

Sum of Squares df

Mean Square

F

Sig.

Regression

27.893

11

2.536

5.557

<.001 (HS)

Residual

46.089

101

.456

Total

73.982

112

Dependent Variable: Misredemption is fraud.
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Predictors: Do not value all coupons equally because of coupon clutter; It is easier to abuse
coupons online versus in stores; Do not make luxury purchase w/o coupons; Misredeemed
knowingly in store; I search coupon codes online; Coupon misredeem is a serious problem;
Receive too many coupons; Do not make retail purchase without coupons; Misredeemed
knowingly online; Do not make electronic purchase without coupons; Internet makes it easy
to misredeem coupons online. HS denotes highly significant at the .01 level for a two-tailed
test.
C. Hypothesis-testing of coefficients.
Unstandardized
Coefficients

Standardized
Coefficients

Independent Variables

B

Std. Error

Beta

(Constant)

2.308

.505

I search coupon codes online

.040

.060

Misredeemed knowingly online .296

t-test

Sig.

4.573

<.001

.059

.674

.502 (NS)

.110

.345

2.687

.008 (HS)

Misredeemed knowingly in store -.086

.113

-.075

-.762

.448 (NS)

It is easier to abuse coupons
online versus in stores

-.359

.119

-.478

-3.016 .003 (HS)

Internet makes it easy to
misredeem coupons online

.204

.129

.277

1.579

.117 (NS)

Coupon misredeem is a serious
.272
problem

.086

.292

3.160

.002 (HS)

Receive too many coupons

.081

-.216

-2.178 .032 (S)

.076

.376

3.733

-.177

Do not make retail purchase w/o
.285
coupons
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<.001 (HS)

Do not make electronic purchase
-.037
without coupons

.111

-.049

-.336

.737 (NS)

Do not make luxury purchase
without coupons

.091

.034

.261

.795 (NS)

.068

-.052

-.565

.573 (NS)

.024

Do not value all coupons equally
-.038
because of coupon clutter

Dependent Variable: Misredemption is fraud. NS denotes not statistically significant at the .05
level for a two-tailed test; S denotes significant at the .01 level for a two-tailed test; HS denotes
highly significant at the .01 level for a two-tailed test.
Table 19 Relevant Statistics Associated with Specific Hypothesis-Testing Results (H3). Part A
displays the model summary, Part B inspects specific contributions of each component in the
hypothesis (Dependent variable: Misredemption is fraud).

5.0 DISCUSSION
5.1 Managerial Implications
There as several strategic insights that may be inferred, based on the statistical analysis
completed for this research study. It is necessary to provide an interpretation of these findings to
senior management so they can work to refine their e-coupon strategy as part of the company’s
overall marketing strategy. First, and foremost, customer loyalty is integral for all B2C retailers.
The first hypothesis tested the loyalty of retail, electronic and luxury brand purchasers. Retailers
specifically in the retail and electronic sectors need to work to create and nurture a loyal
customer base. If not, this could result in the loss of customers, loss of sales and profits for the
retailer. This is a serious business implication because the cost of acquiring a new customer is
five times more expensive than retaining an existing customer.
Secondly, retailers implementing e-coupons as part of their overall marketing strategy should try
to limit the use of threshold values on the coupons. The second hypothesis showed that
customers, independent of their annual income, dislike e-coupons with threshold values. Thus,
the expected outcome is the loss of redemption. If customers do not like the coupon, they are not
likely to redeem. Ultimately, the retailer is losing money because it costs money to implement
the e-coupon campaign and there is a loss of potential sales and revenue from redeeming the
coupon.
Managers should be very concerned with coupon misredemption. Based on the analysis
provided by testing the third hypothesis, 64.61% of respondents consider misredemption fraud.
However, further analysis shows that customers continue to search for coupon codes online.
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Retailers should become aware of the Coupon Information Corporation (CIC) and understand
how this not-for-profit organization can help them fight coupon misredemption. This
phenomenon has serious implications for retailers as well. It is estimated that retailers lose
hundreds of millions of dollars annually to coupon misredemption. Actions need to be taken to
mitigate this risk for retailers.

5.2 Future Research Directions
The finding of user interface quality perception that directly impacts customer satisfaction and
trust is interesting. It is consistent with what we have learned about e-commerce principles. The
design elements of the customer interface including context, commerce, and connection, as well
as content, communication and customization could potentially improve customers’ perceptions
about the site. For example, there several apparent reasons that may drive potential customers to
frequently use merchandisers to promote online shopping. First, many customers may be
satisfied with the website if they have options that allow users to personalize both buyer and
seller accounts. It enables users to look confidently at their shopping cart, view, modify and
Track or cancel orders, but allows service and product providers to attract, tailor and customize
products that their customers have demonstrated an interest in viewing and/or purchasing.
Retailers may gain users’ trust by offering several security levels for account management,
especially ensuring a secure the checkout procedures. Based on the features that promote user
friendly and security options that retailers may offer online, initially attracted by e-coupons,
positive consumer experiences should be significantly strengthened.
It is important that the design of websites that reflect culture values has a strong impact on
customer trust, satisfaction and loyalty. Some of the respondents commented in open-ended
questions that may be useful in future studies on e-coupons and their effectiveness. For
example, one respondent commented on receiving an e-coupon form a company’s product
unknown to the individual:
While I visit any e-commerce site that I never have been, the first thing that I want to read is the
“About” section. It allows me to know what the business stands for. My personal preference and
culture values instinct lead me to determine whether I could trust the site. The “contact me”
section provides the discernment to assess whether I will be satisfied by its services as I
communicate with the other person online. Additionally, I may elect to re-visit the site if the
prices of goods or services may meet my values.
Essentially, future studies may find it useful to include more insights on the sampled consumers
as demographic differences could result in different perceptions toward customer satisfaction,
trust, and loyalty.
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6.0 Conclusion
6.1 Summary
The present research effort has provided at least some insight to the reasons to why marketers
prefer e-coupons as a strategy of first choice in promoting brand awareness and ultimately
attracting/retaining customers. A number of basic marketing concepts and/or issues were
discussed to document the growth and acceptance of e-coupons, including tenants of CRM,
historical evaluation of e-coupons, branding forces that drive management to utilize e-coupons in
the B2C marketplace, as well as some important factors that affect both customers and retailers
when implementing e-coupons. The rationale for this analysis may be due to that, retailers are
increasing their use of e-coupons within the B2C marketplace because of economic pressures
and more cost conscious customers (“Online ‘coupon clickers’ …,” 2008). Moreover, some
retailers may be leveraging online only coupons to increase online sales.

6.2 General Conclusions
This study attempts to determine the impact of B2C e-coupons on customer loyalty, price
sensitivity, misredemption and coupon clutter. Based on the analysis, all three hypotheses were
able to be accepted. A variety of recommendations were provided to enable managers to better
plan and implement an effective e-coupon campaign as part of a retailers marketing strategy.
New technologies, specifically mobile technology, will force retailers to be nimble and adapt
their e-coupon strategies to accommodate a more mobile, tech savvy customer base.
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EDITORIAL on Student Honesty
Mike Serkedakis, mserkeda@students.kennesaw.edu

Students
I have just completed grading the ADP test and I must share with you my thoughts on student
honesty.
13 students (of 35) used as their basis for their test response, a copy of the tests used in the face
to face classes. I know that over time tests appear on various websites designed to help students
shortcut their learning and beat those darn deadlines. If you have read the Student Conduct and
Integrity Code and sections in my syllabus, you have technically cheated and are subject to
discipline through that process. Turnitin is deployed and directs me to various websites as
sources for your answers. Interestingly, the value of question on OUR online tests are different,
but MOST failed even to delete the points associated with those answers. In the online class,
questions are worth 25 points each. In the face to face class, the value varies (and some tests
have 5 questions, really challenging your editing skills).
I should report those 13 students to SCAI and fail them for the course. I failed two dishonest
students last semester. Then the next violation would be expulsion from the university. I
certainly have the list and will refer to it as final grades are calculated and recorded. Those
guilty are on notice.
You know who you are and the reason for this editorial is to let you know that the value in your
education is the work you do to learn the subjects at hand. Taking shortcuts limits that education
and creates a moral mind field. For those of you who worked and dug the answer out, you
learned something and I appreciate it. For those of you who took the unethical shortcut, I am
disappointed. For those of us in education and the sales profession it is a deep concern. Sales is
an honorable and important and rewarding profession.
While online classes are a convenient and important avenue for some students, online classes are
not watered down, easy go, who cares educational opportunities. At least not mine. Another
time and another professor might produce a different answer to this type of event.
Track: Special Sessions / Creativity & Innovation Case Studies / Methodology
ID#: 1288
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Ah-Ha Moments in Teaching, Service, and
Scholarship Panel
Aberdeen Leila Borders, aborder4@kennesaw.edu

Abstract
The “Ah-Ha” Moments in Teaching, Service, and Scholarship Panel is composed of 8 professors
and moderated by Dr. Deborah Lester, for a lively interaction with students and other faculty on
the ups and downs of student learning from both the professors’ and the students perspectives.
The panel will delve into innovative teaching methods, technology, exams, projects, student
performance issues, online courses, internships/co-ops, social media’s learning effect, student
research, and student opportunities of service engaging activities. This panel is designed to
encourage audience participation and provide openings for creative discourse.

Keywords: Learning, Teaching, Research, Scholarship, Service, Students
Moderator
Dr. Deborah Lester, Professor of Marketing and Professional Sales, Coles College of Business,
Kennesaw State University, dlester@kennesaw.edu.
Author information and Panelists
Dr. Aberdeen Leila Borders, Kennesaw State University, aborder4@kennesaw.edu
Dr. Jennifer Hutchins, Kennesaw State University, jhutch35@kennesaw.edu
Ms. Laura Robinson, Kennesaw State University, lrobin39@kennesaw.edu
Dr. Lenita Davis, University of Arkansas Little Rock, lmdavis@ualr.edu
Dr. Marshal Chaifetz, Kennesaw State University, mchaifet@kennesaw.edu
Dr. Mona Sinha, Kennesaw State University, msinha1@kennesaw.edu
Ms. NeCall Wilson, Kennesaw State University, nwilso46@kennesaw.edu
Dr. R. Keith Tudor, Kennesaw State University, ktudor@kennesaw.edu
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Relevance to Marketing Educators, Researchers, and Practitioners:
This session is designed to share from three dimensions: student learning, faculty effectiveness,
and practitioner focus. The panel and session attendees are encouraged to participate and share
best practices, classroom experiences, curriculum issues, university service opportunities,
academic advising, career coaching, mentorships, internships, and education abroad activities.
The objective of this session is for all to come away with new ideas and concepts to use in
academic, pedagogical, and career pursuits, as applicable.
Track: Case studies/Special Sessions
ID#: 1277
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What’s Brand Love Got to Do with It?
Everything!
Brad Taylor, btay1132@kennesaw.edu

ABSTRACT
In the world of business, nothing is more important than brands. After all, brands are what helps
companies differentiate their product or service offerings vs. their competitors, establish a higher
perceived value with consumers, and can positively impact a company’s market value and
bottom line. For consumers, brands make the decision-making process more efficient and build
trust and loyalty. Furthermore, brands enable critical emotional connections between a business
and its consumers, which contributes to relationships, which leads to sustained success. As David
Fowler, executive creative director at Ogilvy, says “brands are the markers we use to make sense
of life” 2. Can you imagine a world without brands?
If brands are critically important to business, it stands to reason that getting consumers to “love”
brands is a good thing, right? In fact, the Coca-Cola Company has documented that consumers
who love their brands purchase and consume their brands more frequently, which leaves less
opportunity for those same consumers to purchase competitive brands. 3 People who “love”
Coca-Cola simply do not consider buying Pepsi. Given this, Coca-Cola has defined brand love as
“loyalty beyond reason”. In other words, consumers are loyal to a brand beyond what is
considered standard for the category, and no ties or substitutions are considered.
So how does a company go about achieving brand love? The keys to achieving brand love for a
company’s brand are the same as they are for achieving love between humans. As we all know,
building and nurturing relationships with the people we can relate to, be ourselves with, trust,
and get emotional value in return is what enables human love, and loyalty. It is no different for a
company. Companies can achieve brand love by investing to build relationships with the
consumers who matter most to their brand, by understanding what is most important and
motivating to those consumers, by making and consistently delivering the right promise, and by
regularly communicating with those consumers.
While all “loved” brands achieve “love” status by building and nurturing relationships, different
brands focus on different qualities, traits, or equities. Apple achieves brand love by consistently
enabling creative self-expression. Coca-Cola achieves brand love by great storytelling. Starbucks

2
3

Fowler, D. (2018)
Coca-Cola annual report
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achieves brand love with empathy. Southwest Airlines achieves brand love with genuine
personality. And, Zappos achieves brand love with unmatched customer service. 4
In conclusion, brands add significant value to our society and to a company’s bottom line. The
most successful brands have invested to build and nurture relationships with their most important
consumers in an attempt to achieve “love” status. Consumers who love brands are generally
loyal to those brands beyond what would be considered reasonable for the category. This level of
loyalty leads to more purchase and consumption which, in turn, has significant positive impact to
a company’s bottom line and market value.
References:
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Marketing Competitions: Triumphs and
Trepidations
Tyra Burton, tburto13@kennesaw.edu

Marketing Competitions can expand your students’ applied learning opportunities and reward
excellent work. They also offer AACSB rewarding engagement opportunities by involving the
community as clients and judges. Learn about one university’s experience from conception to the
aftermath of organizing and implementing a Digital Media Competition.
Track: Special Sessions / Creativity & Innovation Case Studies / Methodology
ID#: 1318
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Escape for Boone & Crocket
William K. Foxx, wfoxx1@troy.edu
Joseph W. Giese, joegiese327@gmail.com
David W. Van Buskirk, dvanbuskirk@troy.edu

Abstract
Eber Crocket is the owner of Boone & Crocket Trapper Supply (B&C). To him, the
environmental forces of online retailing and social attitudes toward fur that are impacting his
business feel like a trap that is slowing closing on him. He is considering ideas to improve his
store’s profitability.
Demand for furs as fashion goods is a multimillion dollar industry. Twenty percent of this
demand is met by wild fur which is harvested by trappers. Trapping suppliers serve as the
middle man between small individual trappers and auction houses. These auction houses collect
the raw fur pelts from trappers and trapping stores and hold them until one of their auctions.
Members of the international fashion community are the principle buyers of wild fur. These
firms are involved in the tanning, finishing and design work needed to turn a fur pelt into a
finished garment. The fur industry is impacted by many environmental forces. Among them,
sociocultural, regulatory and economic forces are key.
Boone & Crocket Trapping Supply is small family-owned business located in central Minnesota
It offers a wide selection of trapping-related goods and services. The majority of B&Cs profits
($75,000) come from the sale of traps, baits and other goods. The remaining profit comes from
fur handing and auction fur sales.
Your friend Eber wants your perspective on some of the new product and service ideas he is
considering to make B&C more profitable with an estimated $20-30,000 in new channel funding.
His ideas are to produce his own line of trapping baits, expand the condition of furs B&C buys,
differentiate the store’s product line, enter the nuisance animal control business, or become
involved in trapper’s education.
Track: Special Sessions / Creativity & Innovation Case Studies / Methodology
ID#: 1330
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“Nobody Comes to Our Events....Anybody
Want to Take This Pizza Home:” The
Student Engagement Dilemma at The
Eastern State University College of
Business
George Stone, gwstone@ncat.edu
Teri Root, teri.root@selu.edu
Heather Budden, heather.budden@selu.edu
Michael Jones, Michael.jones@selu.edu
Eastern State University (ESU), a public university with 15,000 students, is located in a small
“college” town of 25,000 permanent residents in a Southeastern US State. Over two- thirds of
the student body at ESU commute, as the campus is located between two metropolitan areas:
fifty miles to the south lies a metro area of 1 million, and, 40 miles to the west is another metro
area of 500,000 residents. There is interstate highway access both cities from ESU. The
AACSB Accredited College of Business (COB) at ESU has 1,400 students, with majors in
accounting, marketing, management, supply chain management, general business and an MBA
Program. All classes at ESU are either MW or TTh, which makes it common for student to
take a “full-load” by coming to campus only two days/week. Students are busy all day in
classes, and seem to head to their cars to head home as soon as their last class ends.
A challenge for ESU College of Business is student engagement in college and departmental
activities. Research has long demonstrated a high -level of student engagement is favorable for
both the student, and the University. Students gain professional development, leadership skills,
and build their resume through involvement. The institution benefits in areas such as retention
of students, alumni support, corporate support, internships, scholarships, and the hiring of future
graduates. The ESU COB has 6 collegiate professional association chapters such as the
Institute of Supply Management and the Financial Management Association, along with 2
honorary business societies, an MBA Society and a new Toastmasters Chapter. These
organization’s usually have monthly meetings with a speaker. The COB as a whole sponsors a
number of events for all COB students, staff and faculty such a fall football tailgate party, a
spring bowling social, a spring barbeque, a food drive, among other activities.
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A challenge the ESU COB faces is low attendance and participation at events and activities. Dr.
Eric Schexneider, the Associate Dean of the ESU COB, was helping with clean-up after the
recent COB Spring Bar-Be-Que when he made this comment: “I see the same 20-30 students at
all of our functions. If it were not for the Ambassadors….nobody would come.” Dr.
Schexneider is the only employee of the COB with assigned to work on student activities, but
this is only one of his duties….he still teaches economics classes too and works on fundraising
too. The college did start an Ambassadors Program two years ago, which involved naming 20
student leaders to assist and support school events. As an typical example of participation
levels, the ESU COB has 300 marketing majors. Only 35 of those are members of the student
marketing association, and it is difficult to get more than 20 at a meeting, according to the
organization’s faculty advisor.
Dr. Schexneider has been puzzled about how to get more student engagement as he anticipated
the annual planning workshop of the ESU COB’s leadership team (Dean and Dept. Heads). But
he had more questions than answers: How aware of ESU COB students of students
organizations and their value? If business majors are aware of opportunities presented to them,
why do they not participate? What are student attitudes about the value of student activities and
events sponsored by the COB? Do students know that holding offices in student organizations
helps their resume in a job search? Do we need a marketing plan to increase engagement, and
if so, what strategies would the plan include? Dr. Schexneider knew that the COB’s
management team would look to him for a plan of action at next week’s meeting.
Keywords: student engagement, student participation, student activities, student organizations,
recruiting strategy, market segmentation among business majors.
Relevance to Marketing Educators, Researchers and Practitioners:
Often face a challenge on the issues of engagement of marketing majors in Department activities.
Because student engagement has favorable outcomes for both students and institutions,
Marketing faculty and administrators might consider research to learn more about those who
participate and those who do not. This Case allows students to apply a market segmentation
approach in developing recruiting strategies. Students should be able to relate directly to issues
presented in the case.
Author Information:
George Stone, North Carolina A&T
Teri Root, Southeastern Louisiana State University
Heather Budden, Southeastern Louisiana State University
Michael Jones, Southeastern Louisiana State University
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Moving Toward Marketing Oriented
Soccer Referee Association Management:
Factors Influencing USSF Referees’
Intentions to Maintain or Abandon
Certification.
Charles Roome, chuck.roome@indwes.edu

Abstract
As soccer player participation grows in the U.S., the number of certified soccer referees is in
decline. Marketing efforts to recruit new referees have not increased overall totals, as more
referees abandon certification each year than recruitment efforts produce. The United States
Soccer Federation (USSF) is one of several soccer referee certifying organizations working to
recruit, develop, and retain referees. Research promotes a marketing oriented approach to
managing associations, clubs, and professional societies to effectively recruit and retain
membership. Relationship marketing offers a suitable framework to facilitate such an approach
as it directs activities toward establishing and maintaining successful relational exchanges with
customers. In moving toward a marketing oriented approach, managers must understand their
“customers” to effectively plan and implement meaningful activities. This study lays a
foundation for relationship marketing activities among soccer referee certifying organizations by
identifying the factors influencing USSF referees’ intentions to maintain or abandon
certification. Participant interviews among twelve (12) current and former USSF referees
exposed six factors influencing intentions to maintain or abandon certification. Factors
influencing intentions to maintain certification included achievement, camaraderie, and
affirmation. Participants identified abuse from players, coaches and spectators, lack of
organizational support and perceived failure as factors influencing intentions to abandon
certification.
Keywords: Marketing Orientation, Relationship Marketing, Soccer Referees, Association
Management

465

Relevance to Marketing Educators, Researchers, and Practitioners:
This study is important to intra- and extra-organizational stakeholders related and unrelated to
the sport of soccer, including association leaders, human resource professionals and marketing
directors.
Track: Sports Marketing
ID#: 1297
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Intercollegiate Athletics’ Marketing
Techniques to Attract Football & Men’s
Basketball Fans
Chris Croft, chris.croft@usm.edu

Abstract
NCAA Division I intercollegiate athletics are a major business in today’s world. With the
elevated popularity of intercollegiate athletics though television platforms and social media
technology, it is imperative that intercollegiate athletics’ programs explore increased options in
attracting fans to the two most revenue producing sports: football and men’s basketball. This is
an absolute must by both Power 5 and Group of 5 institutions. The Power 5 conferences include
the Atlantic Coast Conference (ACC), Big Ten Conference (B1G), Big 12 Conference, PAC-12
Conference, and Southeastern Conference (SEC). The Group of 5 (sometimes called the G5 or
Go5) include the American Conference (AAC), Conference USA (C-USA), the Mid-American
Conference (MAC), the Mountain West Conference (MW), and the Sun Belt Conference.
Intercollegiate athletic institutions’ seek a consistent flow of sports’ fans at their home venue
events. These sought-after fans are desired to fill stadiums and arenas to capacity on game days.
These packed crowds continuously reinforce the university’s brand and promote the “front porch
of the university.” Additionally, these environments offer an increased home advantage for their
football and men’s basketball programs. However, most importantly, these fans bring in essential
game revenue from man-dated donations or priority-giving finances in addition to added revenue
from game tickets. College athletic programs make tremendous financial gains off donor-giving
to enable the opportunity to purchase season tickets. For example, with the University of
Alabama football program’s South End Zone expansion in 2010, the Tide Pride football ticket
priority program now raises approximately $25 million annually, (“University of Alabama,”
2018). Other state laws sometimes dictate the need for increased fan revenues. Since athletics’
programs in Florida may receive no monies from the State of Florida or from the University,
operations must be funded with revenues earned or contributed, (“Seminole Boosters,” 2018).
Florida State University Athletics has incorporated a Football Priority Policy. This policy
requires a per-seat contribution requirement for each section in the stadium in order to purchase
Seminoles’ season football tickets. Seats on preferred sides of the stadium and closest to the 50yard line demand a higher per-seat requirement.
Chen, Henderson, Worrell, and Salazar (2012) stated PSLs entitle season-ticket holders to
purchase the right to their own specifically designated seats in an arena or stadium for any public
event. Individuals, who choose to attend the event, pay for season tickets with an additional
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charge to own their seats (Barker, 2009). According to Chen, Henderson, Worrell, and Salazar
(2012), additionally some athletic departments have tweaked the concept of PSLs to create an
endowment seating program (ESP) in which donors who give a substantial amount to the school
secure season ticket privileges. The “donors” of the ESP can pay for the seat up front for up to 30
years and receive a huge tax write-off for their “charitable contribution,” (Barlow, 2009). “It is
noted that, since 2004, more Top-25 college football programs have started to introduce this type
of two-part pricing practice,” (Fort, 2005).
Much of the success of college athletics is based upon tradition (Wells, Southall, & Peng, 2000).
While some institutions are fortunate to possess this characteristic, they still must strive to
maintain this support. With expanded capacity now reaching 85,000, Nebraska football has
continued its’ NCAA-record streak of consecutive sellouts that dates back to 1962 and is at 361
games entering the 2018 season, (“Memorial Stadium,” 2018). Other institutions lacking
tradition are constantly seeking ways to attract masses of fans consistently to reap financial
windfalls. Having high team performance, is generally expressed as home team winning
percentage, is considered a positive forecaster of fan attendance. Wong (2017) notes
Northwestern Basketball recently appeared in its’ first-ever NCAA Division I Men’s Basketball
Tournament (a.k.a. March Madness) snapping a 78 year drought.
All intercollegiate athletics programs are searching for new fans to add to its core base. This
involves placing sports fans on the marketing escalator and ascension to medium users first and
then to hopefully eventually heavy users. There are several possible avenues to attain this.
Highly successful seasons and winning greatly assists fan attraction. UCF football’s recent surge
provides quick reference. According to Ramasami (2017), “UCF attendance progressed from
averaging approximately 26,000 fans during winless 2015 season to 32,000 fans during Head
Coach Scott Frost’s debut 6-7 season to culminating with over 40,000 during 2017 undefeated
season.”
Martinson, Schneider, and McCullough (2015) stated one method that does seem to be a way to
renew interest in an unsuccessful program is to bring in a new coaching staff. With the presence
of a new coach and team culture, there is a renewed sense of instant hope with increased winning
on the horizon. “While this buzz does not last forever, an optimistic, enthusiastic new coach can
breathe life into a stale program and re-energize the fan base,” (Martinson, Schneider, &
McCullough, 2015).
Adding marquee game opponents is an engaging tactic for sports’ fans. Fans desire to see their
team compete against high caliber competition. There has been a recent push for this among
NCAA Division I Men’s Basketball programs due to the importance of RPI (Ratings Percentage
Index) ratings for both making the annual March Madness tournament and also due to
importance of seeding. Wilco (2018) noted the average Top 15 RPI team would get 2.1 wins in
the NCAA tournament, meaning they will at least make the Sweet 16.
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Having premier players for sports’ teams also provides an opportunity to increase fan attendance.
This star power will increase fans consistent flock to the venue while also render financial
dividends. “Research conducted by Joyce Julius & Associates on Texas A&M football’s historic
2012 season finish and quarterback Johnny Manziel winning the Heisman Trophy showed that
the redshirt freshman winning the prestigious trophy produced more than 1.8 million media
impressions, which translates into $37 million in media exposure for the university,” (Texas
A&M Today, 2013). Recent Oklahoma basketball star Trae Young has attracted fans to the
Lloyd Noble Center on campus. “For a recent clash versus Big Ten member Northwestern in the
fall of 2017, 9,692 fans attended the Sooners’ contest which was the largest non-conference
crowd on hand at the arena since 2008,” (Straka, 2017).
Professional sport teams from the NFL, NBA, MLB, and NHL also provide intense opposition
for fan attendance. Having one or more professional sports teams in the area is also a negative
predictor for attendance (Shackelford & Greenwell, 2005). The presence of professional teams
and the intense marketing can reduce intercollegiate athletic programs attracting fans.
Professional teams will also slash the media coverage of local university teams on television and
radio outlets. This loss of media space for football and men’s basketball programs will force
those programs to look at alternative or unorthodox methods to reach potential fans. Shackelford
& Greenwell (2005) emphasized that despite the fact there are a number of differences between
professional sports and intercollegiate sports, they do compete for consumers' limited
entertainment dollars and time. For example, the Statistics Portal (2018) outlines the presence of
the NBA’s Oklahoma City Thunder since 2006 and their current average of 18,000 plus fans per
game has plucked fans from area colleges at the University of Oklahoma, Oklahoma State, and
University of Tulsa sporting events.
According to Shackelford & Greenwell (2005), when examining intercollegiate sports, it is also
important to note that intercollegiate sports teams draw spectators from the student community in
addition to the local community. Students are a valuable aspect of home-court advantages for
both football and men’s basketball venues. Packed and loud student sections can highly motivate
the home team’s performance and energize the general season ticket holders’ base. These young
fans are more connected to the student-athletes’ on the playing field due to current class
interaction and other club associations.
It is vital for intercollegiate athletic departments’ to gain consistent student fan attendance. “Prior
to the start of the 2009-2010 men's basketball season, K-State's athletic department was
approached by members of the student government association with an idea to help address
issues surrounding the pre-game line-up procedures, especially for marquee games, such as the
in-state rivalry game, known as the "Sunflower Showdown," against the University of Kansas
(KU),” (Peetz, 2011). The result was the implementation of a group points system where
students obtained points for attending all home games and this points total dictated a priority
system for game-day lineup procedures for the rivalry showdown versus the Jayhawks.
Additionally, this is a vital time for the intercollegiate athletics’ program to connect to their
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future fan base. After the student’s graduation, past sports connections will prove invaluable in
attracting the students on the marketing escalator and moving them up the desired levels.
With today’s current trends in technology, it is crucial for intercollegiate athletics’ departments
to send constant and consistent messages through various social media platforms to connect to
fans. The most popular platforms include Facebook, Twitter, and Instagram. Martinson,
Schneider, and McCullough (2015) stated that Facebook and Twitter are the most well-known
social media networks and thus the best ways to connect with fans. Other emerging platforms
that can be very beneficial are Pinterest, YouTube channel, and Periscope. Significant reasons to
use these social media outlets are that they are today’s millennials preferred way of
communication, and in addition these resources are free of charge.
Increased athletic departments are incorporating alcohol sales to its’ fan base. This is a concept
that has encountered huge success in the professional ranks and is now transitioning to the
college environments. Constant excuse for fans not attending intercollegiate athletic events has
been the inability to enjoy alcoholic beverages at the venue. Isaballa (2018) noted the initial push
of the newest Big 12 member West Virginia to being the guinea pig in alcohol sales at athletic
events. According to Isabella (2018), in the five years since, six of the 10 schools, either have
full-fledged beer programs to the public or are currently amidst an experimental pilot program
stage. The sale of alcohol has provided an in-game amenity for the fans while also providing a
financial windfall. “Texas generated more than $3 million in revenue from alcohol sales at
football games in 2017,” (Isabella, 2018).
Another constant complaint from fans that aids in an excuse to stay home and away from
intercollegiate events is venue’s Wi-Fi reception. With the current addiction to technology, it is
vital for athletic venues to allow fans “to connect” to their family and friends through text
messaging, Facebook, Twitter, and Instagram. University of Kentucky recently became fully
connected in their historic Rupp Arena including a new scoreboard and sound system. According
to Tynan (2017), reliable internet access was essential to keep the 41-year-old venue relevant,
which hosts Wildcats basketball in addition to 100 shows a year ranging from Disney on Ice to
U2 concerts. The three-year planning process cultivated with a $1.5 million price tag but will
provide additional entertainment for Wildcat fans between the basketball action.
It is extremely important for intercollegiate athletic departments to utilize both the manpower
and money needed to attract fans for football and men’s basketball games. These two revenue
sports can bring enormous recognition to the front porch of the university: the intercollegiate
athletics program. Additionally, these fans have the ability to bring enormous financial windfalls
to their respective athletics’ department. It is vital for intercollegiate athletic departments to
ascend fans up the marketing escalator. Sports’ marketers seek to move fans to at least medium
users’ level and then propel to heavy users’ level while also continuing to explore additional
opportunities to bring both new and younger fans on board.
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Abstract
Getting the sales conversation started can be a challenge for any sales representative. It can be
even more difficult obstacle when selling over the phone. Most sports ticket sales start with a
phone call. What type of icebreaker is most effective? The goal of the initial sales call is to
pique the interest of the buyer to get to the next stage of the sales process. This paper takes a
look at the different strategies a salesperson can use to open the sales conversation.
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International Olympic Committee Rule
#40: Who does it Protect versus Who
Should it Protect?
Jeri L. Jones, jjones206@uco.edu

Abstract
This paper explores the history, legality and ethical perspectives of the International Olympic
Committee Rule #40 that was put into effect starting with the 2016 Olympic Games. Rule 40
was established to protect official Olympic sponsors from marketing campaign dilution and
ambush marketing attempts from non-official brand sponsors. It was designed to prevent overcommercialization of the Olympic brand and to protect official Olympic sponsors’ substantial
investment for exclusive marketing rights during the Games. It also however effectively
prevents athletes from recognizing their own individual company sponsors and goes so far as to
limit an athlete’s apparel during the Games, their freedom of speech, and freedom of expression
on social media. While the rule places a ban on the use of any reference to the Olympic Games
and a series of words and logos associated both before, during and after the games on all media,
it may place an unfair restriction on the athletes themselves.

Introduction
“I want to tell you about the Big Event in the Southern Hemisphere. It’s in a city that rhymes
with Neo Bee Sin Arrow and involves a series of contests in the season after spring. Winners
receive awards made of a metal Californians sought in the late 1840s, while second and thirdplace finishers get prizes carved from less precious substances. Oh, and it’s all happening in
August of MMXVI” boasts Sally Bergesen, proprietor of Oiselle, a Seattle based women’s
athletic apparel retailer and a sponsor to several athletes who ultimately made it to the USA
Olympic team, making a point (albeit sarcastic) about Rule 40 of the International Charter
developed by the International Olympic Committee (IOC) (Calkins, 2016). She is prevented
from using the protected words: Olympics, Games, Rio de Janiero, Metals, Gold, Silver, Bronze,
and 2016 according to the IOC Rule 40.
The 1978 Ted Stevens Amateur Sports Act gives copyright permission to the United States
Olympic Committee (USOC) to use the word "Olympics" and its intellectual property
exclusively. The revenue from the sale of these copyrights is said to raise funding for the USOC.
Official Olympic sponsor mega conglomerates like Coca-Cola and McDonald's have paid
upwards of $100 million each for exclusive athlete advertising rights during the Games. The
problem is that often Olympic sponsors only feature a small percentage of the athletes who
compete leaving the rest with virtually no opportunity individually or through their own preOlympic and non-official sponsors to capitalize on their good fortune. Some of the athletes and
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smaller sponsors view this rule as exploitative as they are essentially being shut out while at the
same time the USOC is not compensating the athletes. The Olympic Charter further designates in
Rule number 40 the parameters of the agreement an athlete enters into with the IOC and
establishes a “blackout” period of a specified number of days preceding and following the
Olympic Games and the Paralympic Games whereby an athlete’s name or image cannot be used
by any non-official Olympic sponsor of the Games. Heavy penalties can be levied against the
athlete found in violation of Rule 40 to include barred participation or even stripping of any
metals and records won. As a result, athletes are powerless to take advantage of their
marketability during what is most likely the most high-profile time in their sport and their
careers.
The Olympic Games are the biggest, world-wide, and most recognized event of all sporting
events with a hefty sponsorship price tag that is simply not affordable to most companies. Few
opportunities exist for this kind of exposure for brands in both the domestic and international
arena. While Rule 40 was meant to be a protective measure for the corporate sponsors, many
athletes and companies feel the IOC has gone too far with Rule 40 and may be in fact harmful to
the athlete (Loney, 2016; Herbert, 2014). This paper explores Rule 40 from a historical,
branding, legal (intellectual property versus freedom of speech), and ethical perspective and
serves to give insight into this multifaceted, complex and controversial rule.

From Bankruptcy to Olympic Gold
The gold medals given at the Olympics today are not the only thing golden. In fact, running the
Olympic Games was anything far from earning your weight in gold for many years. Baron Pierre
de Coubertin is thought to be the founder of what is considered today as the modern Olympic
Games with the establishment of the IOC in 1892. He not only focused on reviving the spirit of
the Olympic Games by promoting moral qualities in athletes, building international goodwill and
promoting education through sport but he was also the first to develop the framework to run the
Games. From the concept of the IOC stemmed the National Olympic Committees (NOCs)
which were responsible for administering the Games and Olympic matters in the host nation.
Prior to the 1970s, the Olympics were considered a successful and competitively robust yet
peaceful athletic competition however the reputation quickly changed following in the 1972
Munich Olympics when eleven Israeli athletes were killed by Palestinian terrorists. By 1980, the
IOC was near bankruptcy with boycotts from the Montreal Olympics followed by the Moscow
Olympic boycotts. Governments began to withdraw their support to help fund athletes getting to
the Games leaving many NOCs with no other source of funding. Hosting the 1976 Montreal
Olympic Games was originally estimated to cost $310 million but was later thought to have left
the city with more than $1 billion of debt. By 1984, the Olympics was slated to be hosted by the
city of Los Angeles even though 83% of the city residents had voted against financially
supporting the Games. For the first time, a private commercial group rather than a civic
government would stage the Games. The anticipated differentiated success factor was based on
the promise of income from television advertising. Historically, commercial sponsorships
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accounted for as little as 2% of the total receipts of some games and the IOC found itself faced
with lawsuits from companies who felt cheated. Clearly a new model for funding was a daunting
but an absolute necessity if the games were to survive (Payne, 2008).
For twenty years beginning in 1980, the new IOC president focused on developing a new plan to
secure the future of the Olympic Games. This three part plan called for solid financial reform
enabling the host cities to be able to afford the Games, a minimization of political risk by
opening dialogs with world leaders in an effort to anticipate and avoid political events
jeopardizing the Olympic Games, and building a sense of unity and teamwork as an Olympic
Movement bigger than any individual nation or government. The Olympic brand was slated to
become the brand denominator that exemplified everyone’s aspirations. This Olympic
Movement took shape with the 84 day relay-rally carrying the Olympic flame from Olympia to
the host nation, repositioning the Games themselves as a major international tourism event, the
recognition of the five rings as the official brand logo of the Olympic Games, and the
renegotiation of television rights.
Prior to the mid-1980s the Olympic Rings were probably the most unexploited and undervalued
internationally recognized trademark in existence and it was time to leverage this brand like it
had never been done before. Initially the IOC could grant marketing rights to organizations but
these rights could not extend beyond the host country without the approval of all the other NOCs
which controlled the rights for their particular territories. This forced each corporate sponsor
wishing to roll out a global campaign to form agreements with each of the other separate NOCs
for the countries in which its product would be sold. What should have been a simplified process
for gaining corporate sponsorships became long and complicated. Prior to the 1988 Seoul
Games, a bold effort was made to get the NOCs to agree on a centrally coordinated marketing
program with a globalized structure known as “TOP”. Despite its slow adoption, with TOP
(which actually stands for nothing) the IOC was finally able to offer its corporate sponsors a
powerful, unified global platform with which they could exclusively communicate with their
customers. By 2008, broadcast revenues saw increases 30 times over to the tune of more than $3
billion dollars. Olympic Game coverage saw a dramatic increase becoming the single largest
broadcast event the world had ever seen (Payne, 2008). These significant revenue increases
allowed the IOC to dramatically increase their financial support for NOCs and other international
sports programs across the globe. To further support and protect these revenues, Rule 40 came
into existence. The IOC claims to reinvest up to 94% of its revenue back into sports and is
simply trying to protect the revenue stream with Rule 40, however athletes may see it as an
unfair restriction (Reynolds, 2012).

Ambush Marketing
Rule 40 was designed by the IOC to protect official Olympic sponsors from “ambush marketing”
efforts of non-sponsoring companies trying to imply an association with the Games when they
did not pay for the rights of such affiliations. Sandler and Shani (1989) define ambush
marketing as “a planned effort by an organization to associate themselves indirectly with an
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event in order to gain at least some of the recognition and benefits that are associated with being
an official sponsor”. When brands use certain images, symbols, or phrases in their advertising
that could lead a viewer to believe there is some sort of association with the Olympic Games
when in fact there is not; it is thought to dilute the effect of sponsorship from companies that did
pay for that right. This practice of “ambush marketing” can be considered a type of trademark
infringement whereby companies attempt to have their names affiliated with the prestige of the
Olympic Games through suggestion rather than official affiliation (Simmons, 2016).
The problem with Rule 40 is that it really extends beyond the intended target, i.e., other nonofficial sponsor companies purposefully attempting to affiliate themselves with the games. It
also captures and restricts the athlete who is trying to benefit from their own personal athletic
success via publicity or thanking their own pre-Olympic sponsors. Ambush marketing is also
known as vigilante marketing, guerrilla marketing and parasite marketing (Harland and
Williams-Burnett, 2012) suggesting the sneaky and purposeful attempt at capitalizing from this
unauthorized association. For example, in the 1996 Atlanta games, Nike (a non-official sponsor)
displayed a massive swoosh logo on a building opposite the Olympic stadium not on the
Olympic premises. In the 2000 Sydney games, Adidas bodysuits were worn by the Australian
swim team prominently showing the Adidas logos in every shot of the athletes. Due to the
publicity surrounding the team, Adidas was ranked seventh as the most recognized games
sponsor yet they were not an actual Olympic sponsor of the games.
Numerous legal battles have emerged over the years and a plethora of different national laws and
acts have been enacted, all designed in an attempt to restrict or recover from such ambush
activities by other non-official organizations (Hartland and Williams-Burnett, 2012). What is
generally not seen however, is the athletes themselves purposefully trying to present their own
brand image or the companies that have been sponsoring them over the years (pre-Olympic) as
an Olympic sponsor. What we generally see is athletes thanking their sponsors who were gained
before the Olympic trials for their continued support. Some of these companies have been
supporting these low profile athletes for more than a decade prior to the Olympics.

What is the Scope of Rule 40?
Essentially Rule 40 limits the use of the Olympic intellectual property by non-official Olympic
sponsors by establishing a blackout period days both before and after the event during which
non-sponsor companies are not allowed to use athletes participating in the Olympic games, or
even mentioning their names, in any type of advertisement or marketing activities also including
any and all social media. This rule also applies to the athlete as well barring them from
endorsing (officially or unofficially), or even mentioning the name or displaying logos on their
apparel, of any non-sponsoring brand or company.
Companies that had been sponsoring specific athletes well before the Olympic trials are also
barred from even tweeting out messages of encouragement or congratulations to their athletes
with messages like “Good luck in Pyeong Chang 2018”. The restrictiveness of Rule 40 really
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came to public light when dark horse, Kate Grace, won the Olympic trial 800 meter race wearing
an Oiselle race jersey in the 2016 summer Olympics. Oiselle, a women’s athletic apparel
company, had invested more than $300,000 in her training and support as her sponsor in return
for her product endorsement. Following the unanticipated win, Oiselle posted a picture of Kate
in her jersey with a caption “She’s going to Rio”. Other pictures on Instagram were posted with
Kate displaying an American Flag with a caption that read “@fastkate, now an Olympian with
all the heart in the world right now.” Shortly after the posting, Oiselle was contacted by the
USOC informing her that she was in trademark violation of the USOC and that all pictures of
Kate and references to the Olympics or Olympic trials were to be removed immediately (Calkins,
2016). While this may not have been formally thought of as advertising, it was in violation of
Rule 40 due to the timing of the posting and terminology associating Kate, thus Oiselle, with the
Olympic Games without paying for official sponsorship.
While the intent of Rule 40 may be understood from a trademark infringement perspective trying
to protect the brands of the licensed sponsors, it may well put the athletes themselves in an
awkward and precarious position. Many athletes have potential not realized by huge billion
dollar sponsoring companies like Nike or Visa and these athletes are lucky to find smaller,
perhaps local, companies willing to invest in their training, development, and general support for
marginal publicity. Some athletes have already proven themselves but in sporting events that are
not as marketable to the masses. These companies are taking a risk investing in the athletes of
unproven or little known talent and hope to reap the rewards with product endorsement on
winning game days. If these businesses that invested in these athletes years prior to the Olympic
Games are then prevented from capitalizing on their success when it actually happens, what
would be the incentive for these non-USOC sponsors to continue to fund athletes? Due to the
limited time frame of the Olympics, only two weeks every four years, as compared to other
sports such as soccer or gymnastics which continue over long seasons each year, it may
minimize the value of the Olympic athlete in terms of product endorsement.
Rule 40 first came into the spotlight and hence under fire during and after the Games in London
in 2012 where athletes were memorializing their accomplishments and experiences at the Games
through social media. Facebook, Instagram and Twitter seemed the perfect public forum for
athletes to acknowledge and thank their personal corporate sponsors who were largely nonofficial Olympic sponsors. While admirable on behalf of the athlete, this was a clear
unintentional violation of Rule 40 leaving the athletes perplexed in this catch 22. How could
they acknowledge the companies that had been investing in them for years making it possible to
compete in the Olympic Games if they could not publicly affiliate themselves with their own
corporate sponsors? For many of these athletes, the opportunity to capitalize on their success is
fleeting. They need to strike when the iron is hot, after all, who wants to listen to the summer
silver medalist tell their product story in January?
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Protecting the Olympic Brand
Exclusivity rights for official corporate sponsors is a slippery slope; they are worthless without a
broad scope, difficult to explain and even more challenging to protect. Rules for the 2012
Olympics have been thought to be some of the most rigid dealing with intellectual property
protection in sporting history. Yet even with such protection mechanisms in place, ambush
marketing campaigns were still escaping sanctions, official sponsors were still displeased, and
athletes were privately and publicly disgruntled. Rule 40 was relaxed somewhat for the 2016
Rio Games allowing brands to apply for a rule waiver whereby the athletes could continue to
endorse the company products and be brand ambassadors provided the ad campaign did not
associate the brand with the Olympics in any way. This relaxation of rule 40 was an IOC
compromise to allow non-sponsored brands the right to maintain a legitimate presence with their
brands and brand ambassadors during the Games but not affiliate themselves with the Games
(Simmons, 2016). One problem with the amended rule is that it requires the waiver application to
designate the nature, content and strategy of the ad to be submitted long before athletes are
named to Team USA. Further the ad campaign must run continuously for almost six months
before the Games begin which is cost probative for many smaller companies.
While some applaud the IOC for responding to the plight of the athlete, some still say it does not
go far enough to alleviate the burden and disadvantage placed upon the athletes themselves. One
problem largely ignored by the IOC is that the interpretation and enforcement of Rule 40 defers
to each NOC which can choose to enforce or not enforce the rule and to what extent. Several
athletes have publicly argued that profits gained from the Games fail to trickle down to the
athletes whose costs for training are considerable. The rules restrict their ability or opportunity
to cultivate private sponsors who know they will not be allowed to capitalize on the success of
the athlete once they make the Olympic team. The IOC is said to raise more than 40% of their
budget from official sponsorships but that will decline if they are not allowed to provide their
sponsors with exclusivity (Pilon, 2012) albeit at the athletes’ expense.

Freedom of Speech
In the United States, Rule 40 has come under fire claiming it violates every American’s 1st
Amendment right—the freedom of speech. Athletes sponsored by non-official Olympic sponsors
are prohibited from expressing their gratitude to their corporate sponsors in any kind of a public
manner. Even a ‘thank you’ message on social media is prohibited with severe sanctions
including disqualification imposed on the athlete for violations. The rule further prevents
athletes from using their own names or likeness for any type of advertising during the blackout
period. Athletes are prohibited from mentioning their sponsors and vice-a-versa during this
blackout. In other words, the athletes and non-official sponsors can conduct business as usual
except during the month of the Olympic Games during which time they should act as if they
don’t know each other. Athletes are beginning to challenge Rule 40, both individually and as
groups in an effort to protect their freedom of speech. An athlete’s inability to express gratitude
to their own personal company sponsors’ rewarding them for investing in their potential
infringes on their right to freedom of speech. However the IOC argues that it is the investment
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from official sponsors that should be rewarded and protected and that those are the only brands
that should be associated with the Olympics (Androich, 2012).

Right of Publicity
Rights of publicity issues (Loney, 2016) have been appearing more often in court cases as
everyone and everything seems to have an image of financial potential and worthy of protecting.
In several countries, the right to publicity and freedom of speech are protected by law and
governed by some sort of regulation but there are not necessarily laws specifically pertaining to
the protection of both in such instances. Jurisdictions often reflect regional differences in their
approach to protection of these rights. In the United States, courts have traditionally ruled in
favor of the protection of freedom of speech and artistic expression. The right to publicity is
generally in favor of protecting a person’s identity from another’s commercial use or at least
trying to balance which party is profiting from the situation. Generally we have seen the right of
publicity being used to protect celebrities and sports and entertainment figures whose identities
and fame is the source of their livelihood. Denying the right to publicity at the time of the
Olympic Games may also be denying the athlete the ability to capitalize on their fame at the time
of its greatest value since athletes generally have such a short career.

Trademarks
A trademark is any word, symbol, or phrase, or combinations that are used to identify a
particular manufacturer or entity’s products or services that distinctly distinguish them from
others. In essence, your brand is a source identifier and says this offering is from your company
and not any other company. Trademarks make it easy for customers to identify the source or
affiliation of a product with a given source.
Trademark infringement means that the likelihood of confusion standard has been challenged
such that a party may be likely to believe there is an affiliation between an offering and company
when in fact there is not (Feldman, 2003). The problem with trademark infringement in the
context of Rule 40 is that there actually is an affiliation between the athlete and the Olympic
Games. The IOC is trying to artificially restrict an association between the athlete and the nonpaying sponsors while trying to build an association between the athlete and the paying official
sponsor when actually this would only be an indirect association at best. In a media content
analysis study conducted by Hartland and Williams-Burnett (2012), more than 2 million matches
of protected words from the London Olympic and Paralympic Games Act 2006 were found one
year before the 2012 games and was expected to rise as the games got closer. They further found
the majority of the infringing enterprises were small and medium companies and/or non-profit
organizations; not the large multi-national organizations one might expect. Tripodi and Hirons
(2009) examined recognition of sports apparel sponsorships for the Sydney 2000 games looking
at Nike (an official sponsor), Adidas and Reebok (non-Olympic sponsors). They found Nike
maintained the highest recognition of sponsorship over the others both before, during and after
the Olympics however both before and after the games, the non-sponsors had improved and
somewhat similar perceived Olympic sponsorship recognition at the expense of Nike.
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Interestingly, a case could be made by the athlete to bring a suit against the IOC for reverse
trademark infringement. Reverse confusion says a junior user (meaning a secondary and
generally larger company) uses a mark that is already being used by a senior user (the first user
and generally smaller company). The junior user being large often dwarfs the senior’s use or
promotion of the brand usually in terms of advertising expenses thus creating a strong
association between the brand and the senior user that is not likely or easily broken. This in
effect prevents the original junior user the right or ability to promote their own brand in an
independent way separate from the senior user (Feldman, 2003). In this context, a lesser known
athlete before qualifying for the Olympics may have been working to establish his or her own
brand name and image working with or without a non-official sponsor. After qualifying for the
Olympics, due to Rule 40, that athlete is essentially denied the opportunity to control, capitalize,
or even continue to build his or her own brand image, and/or continue to endorse other
previously associated brand sponsors and is essentially required to allow only the senior infringer
(the Olympics) the right to publicly affiliate the athletes image with its own brand (the Olympic
Games).
Perhaps the difference lies in the associations themselves. Companies that have supported the
aspiring athletes are aligning themselves with a specific athlete, that athlete is then associated
with the Olympics thereby creating an indirect association between the original athlete nonofficial sponsoring company and the Olympic Games. This is different from the direct
association created between the official Olympic brand sponsorship companies and the Olympic
Games which are not necessarily tied to a specific athlete.

Generic Words
It also looks as though the IOC is taking liberties by attempting to restrict the use of otherwise
generic terms in both advertising and on social media (Sier, 2016). A word is considered
“generic” if the word denotes a broad type of product or offering and does not suggest a
particular company or source, for example “milk”. Generic words are not subject to trademark
protection however some previously generic words are also incorporated into the ban. Rule 40
goes on to designate a series of words, names and images and hashtags that are forbidden to be
used in any advertisement or social media. For example, for the 2016 Olympic Games in Rio de
Janeiro, only official sponsors secured the rights to use seemingly generic words like “Rio”,
“games” “2016”, “gold” , “victory” or even “summer” in any advertisement or in conjunction
with any Olympic athlete (Schultz, 2016). Effectively, the city and national tourism department
for Rio de Janeiro would not be allowed to promote the city by name during this black out
period.

Fair Use
So what defenses are there for the athletes? One avenue that may be available for the athletes
might be to turn to “fair use” laws whereby a descriptive mark (the unofficial athlete sponsor) is
used in good faith by the athlete for its primary meaning of rewarding the sponsor of that athlete.
Another similar defense maybe for athletes to refer to their sponsors in a normative use.
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Normative use happens when an athlete is attempting to identify another producer by name and
there is no other way to refer to that producer other than to use their name. The premise is that
the use of that trademark may be necessary to talk about another party’s products or services (the
unofficial sponsor). The athlete should not be expected to pretend their non-official Olympic
sponsors suddenly cease to exist simply because they made the Olympic team.
Perhaps parodies of trademarks should be allowed if they are not directly tied to commercial use
and also protecting freedom of speech. The question of whether athletes should be allowed to
accept, deny, or continue to publicize any sponsorship or paid endorsement will likely be given
further consideration as the next Olympic Games approaches. Because they are not being paid
by a league such as with the case of professional athletes, this situation begs the question if the
IOC does or should have the legal or moral authority to restrict the athletes’ financial gain in
favor of their own?

Conclusion
It is not the goal of this paper to suggest that attempts from the IOC to protect their trademark
should be abandoned however efforts to protect the athletes’ freedom of speech and freedom to
acknowledge previous sponsorships may need to be reexamined. Perhaps the measures in place
are still too restrictive on the athlete and thus suggests separate rules for companies attempting to
promote their brands from athletes attempting to acknowledge personal and pre-Olympic
sponsors. Rules differentiating between athlete sponsors prior to the Olympic trials and sponsors
picked up after the trials may need to be examined. Message content could also be examined
differentiating between the athletes endorsing a non-official sponsor brand versus thanking the
company for their prior support. Brand placement may also be considered, for example is the
non-sponsoring brand the focus of the message or is it simply in the picture with the athlete as
with product placement. Finally, issues of freedom of speech, fair use and right of publicity will
likely need to be addressed within the context of Rule 40 before class action law suits become
the norm.
Future research Tracking law suits and other legal actions, content analysis of promotional
materials using potential Olympic terms and symbols, and surveys of public opinion regarding
actual confusion may be warranted. It is also suggested that given that the media environment is
generally saturated with Olympic focused advertisements just prior and during the games,
official sponsors might attempt to preempt the effects of ambush marketers by employing a full
array of different communications using a variety of media platforms in an attempt to lesson any
diluting effects while simultaneously increasing their own reach and frequency.
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Relevance to Marketing Educators, Researchers, and Practitioners:
This non-empirical paper contributes to the field by synthesizing the history of the International
Olympic Committee and the need for Rule 40 as a means to protect the revenue generated from
Official Olympic sponsors. The paper summarizes the history of Rule 40 and discusses the
benefit to the National Olympic Committees and their official sponsors as well as the scope of
the rule. The present work extends this knowledge by exploring other unanticipated negative
effects of Rule 40 on the athletes themselves who are being denied the right to freedom of
speech, rights to their own publicity and fair use of their own pre-Olympic brand sponsors
names. It also examines the negative and perhaps unfair effect it has on the companies that
sponsored these athletes for decades before they qualified for the Olympic team and their denied
ability to capitalize on their own brand spokesperson before, during, and after the Games. The
problem is that often Olympic sponsors only feature a small percentage of the athletes who
compete leaving the rest with virtually no opportunity individually or through their own preOlympic and non-official sponsors to capitalize on their good fortune. Some of the athletes and
smaller sponsors view this rule as exploitative as they are essentially being shut out while at the
same time the United States Olympic Committee is not compensating the athletes. Law suits and
social media movements such as rule40.com are gaining ground publicizing the infringement of
the rights of the athletes and their individual sponsors. Questions about the scope of Rule 40
from a legal and ethical perspective are also addressed in this paper.
Track: Sports Marketing
ID#: 1268
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ABSTRACT
The purpose of this paper is to explore and test certain assumptions concerning the fantasy sports
industry as an enabler for quick, accurate, and descriptive information to its fan from a gender
perspective. However, there are distinct disadvantages that seriously active user may have on
sports fantasy gambling addiction and excessive wagering may have on society in general and
this study should help provide a base line for future studies. Therefore, to explore the differences,
the authors sought to provide statistical evidence that collaborate differences among gender
based on technology acceptance models. The sample consisted of relatively well-paid
professionals who many routinely engage in fantasy sports via a personal interview procedure
was implemented and highly representative of the service industry located in the metropolitan
section of Pittsburgh, PA. Multivariate statistical analyses were used to test the hypotheses in
determine significant gender differences. It was found that those male professionals who were
intensely engaged fantasy sports respondents and who spent considerable amount of money on
fantasy leagues, found fantasy guides, expert opinions, and related information helpful in
changing rosters, and were intensive users of mobile technology for personal use were significant
and negatively related to the dependent variables, with significant gender differences. Such
respondents did not perceive there was a global concern for fantasy gambling activities, although
a considerable portion of the sample felt otherwise.

1.0 INTRODUCTION
Undoubtedly, the success of the sports industry can be measured by its extremely loyal and
growing fan base. Gambling activities associated with fantasy sports-related activities require
the industry to better ensure that customer safety and security features are added and kept current
in the face of identity theft and gender representation. The following sections introduce the
reader to these needs and the major goals of the present fantasy sports study. Basically, the aim
of the present study is to deal with the balance of expectations associated with fantasy sports, its
potential for abuse via workplace gambling, addiction, with the potential benefits for employee
morale, collegiality, and enhanced fan engagement.
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1.1 Fantasy sports as marketplaces
Collegiate and professional sports, such as the National Basketball Association (NBA) and the
National Football League (NFL), have provided entertainment to its customers for over 90 years.
While the marketing plan employed by professional sports has been relatively successful and
there are several definitive factors that attract fans to fill stadiums and purchase leaguedsponsored merchandise, they have received competition in recent years through the development
and promotion of fantasy sports, especially fantasy football. Nesbit and King (2010) cited that
the fantasy sports industry, driven mainly by the love for fantasy football, has grown to over 18
million players, resulting in over US$2 billion dollars. Nesbit and King, via survey methods,
tested whether actual engagement in fantasy football, both passively and actively, participation
significantly increased NFL game attendance. They found that fantasy fans are likely to attend at
least one game per year and that they attend between 0.22 and 0.57 more games per season. Th3
growth of fantasy sports has paralleled in many ways the various social media and electronic
platforms of crowdfunding (Cockrell, Meyer, & Smith, 2016).
Basically, participation in fantasy sports allows fans the virtual ability to trade, cut, and sign
players at will and simulate the outcomes of such decisions in real time. Hence, participants, by
behaving similar to a real sports owner, can build a team that competes against other fantasy
owners. The simulations as based on the individual performance statistics of real individual
players involved in professional sports. Complexities can even generate statistics and game
points based on third-party sources and actual inputs from face-to-face collegiate and
professional sports competition. Interestingly, Shandler (2009) noted that the U.S. Congress is
on consumer protection legislation, with the passage of the Unlawful Internet Gambling
Enforcement Act of 2006, establishes a legal definition for fantasy sports and states that fantasy
sports in general cannot be considered gambling based on that definition.
The many of the basic intrinsic motivations, such as escapism, entertainment, and social
interactions, for attracting a loyal professional sport fan are similar to the many reasons
participants are attracted by fantasy sports (Brock, 2006; Davis & Duncan, 2006; Moorman,
2008). It is estimated in 2014 that 19.4 million people age 12 and above in the U.S. and Canada
will play fantasy sports and 34.5 million people have ever played fantasy sports (Moorman,
2008). In a comprehensive study (Allen, Kustov, & Recck, 2007) it was found that 22% of U.S.
adult males with Internet access, aged 18 to 49 years old, played fantasy sports. In general, the
fantasy sports-related activities are estimated to have at least a US$3 to 4 billion annual
economic impact across the sports industry (Grady, 2007). This apparent appeal in fantasy
sports may lead to increased office pooling that has the potentially to become a global workplace
disruption as reported in studies that focused on similar office betting on major sporting events,
such as the annual NCAA sponsored March Madness basketball tournaments (Smith, Smith, and
Offodile, 2011).
Fantasy sports are extremely popular throughout the world with leagues for soccer cricket and
other non-domestic based sports. Fantasy sports are games where fantasy owners build teams
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that compete against other fantasy owners based on the statistics generated by individual players
or teams of a professional sport. Probably the most common variant converts statistical
performance into points that are compiled and totaled according to a roster selected by a manager
that makes up a fantasy team. These point systems are typically simple enough to be manually
calculated by a league commissioner. More complex variants use computer modeling of actual
games based on statistical input generated by professional sports. Erlbaum (2006) noted that in
fantasy sports there is the ability to trade, cut, and sign players, like a real sports owner.
Although there are several different types of fantasy sports, fantasy football is by far the popular
(Nesbit and King, 2010). If fact, Davis (2012) estimated that 32 million people presently engage
in fantasy football and it is especially popular with college students. Davis suggested that
empirical evidences points to active engagement in fantasy football is a classic vehicle that
enhances knowledge of basic sport marketing concepts to undergraduate students.

1.2 Historical perspectives
In 1999, the NFL implemented an e-mail marketing campaign designed to better reach more
technologically enabled consumers – specifically fans that had access and use computers on a
regular basis (Perez, 2001). Management found that such a campaign was challenging to
connect with customers due to the need to identify who their customers were, how to attract
them, and how to retain and nurture them. The NFL management discovered it required a
marketing plan with several functions to attract both the casual fans that surf the Internet for
scores, but also hardcore fans who take advantage of chat rooms discussions (Perez, 2001).
Management wanted to draw fans to its website, but wanted to develop more personalized
relationships. Their approach was to provide two-way communication with its millions of
monthly visitors by promoting much needed dialogue with its fan base/consumers.
The NFL management pursued an e-mail campaign that targeted each individual fan’s interests
via e-Dialog, a company that had a strong Track record for satisfying major clients, such as
Staples and Ticketmaster. A three-year plan with e-Dialog was drawn up to use link-filled,
weekly e-mail newsletters to foster relationships between the league and its fans. The two sides
decided that email newsletters would be divided into three sections. The first section would
contain three-to-five links to the latest news of each fans’ favorite team. Subscribers would
receive updated information on anything from draft picks and training camp updates to post
season wrap-ups. The second section would showcase the league’s merchandise and the last
section would contain general information about the league. In many aspects, the campaign was
a major success. The first newsletter went out in 1999 to about 300,000 fans, and that number
had jumped to 1.5 million in just two years. Currently, the newsletter has grown exponentially
and has been an accepted part of the NFL’s e-mail campaign. Now, more technologically
advanced methods of communication in the forms of blogs, text messaging, and voice mail alerts
are used.
Such activity responses generated carryover to many organizers of fantasy football leagues. The
campaign produced monetary results from the very start of the program; since the first newsletter
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went out, the league’s online sales jumped 300% from 1999 to 2001, with the league earning
US$35 to 40 million in sales from the direct marketing campaign. The e-mail marketing jumped
more than 270% from 1999 to 2000 and initially emerged as the premiere online method for
reaching customers and maintaining two-way relationships (Perez, 2001). Management has
since developed many online public relations campaigns, taking advantage of the extreme
popular of fantasy sports to rebuild a strong and personalized relationship with its fan base, as
evident by the extreme popularity of the fantasy sports among active ticket holders to NFL
games (Nesbit and King, 2010). In general, fantasy sports and its many gaming activities has
caught the attention of a significant following of professional team sports fans because of its
ease-of use, accessibility, and entertainment qualities. The popularity of the four major message
boards of fantasy sports websites, namely ESPN.com Fantasy Games, Yahoo! Fantasy Sports,
FOX Fantasy Sports, and NFL Events: Fantasy Sports, are testimony to the successful
interrelationship between fantasy and professional sports.

1.3 Theoretical gender difference based on technology sophistication and fantasy sport
participation
A number of researchers have suggested that significant gender differences exist in the
acceptance of technology in personal use (Dautzenberg, 2012; Ong & Lai, 2006; Vasumathi,
2018; Venkatesh & Morris, 2000; Yeh, Hsiao, & Yang, 2012). The results may have significant
bearing on the acceptance of fantasy sport applications and its overall acceptance among males
and females. In all the studies, there are specific ease-of-use inhibitors, especially for women.
Unfortunately, there is a significant void in the literature concerning gender difference via these
technology-based factors in the fantasy sports area from an academic perspective. There is some
empirically-based research that suggests the traditional motivational factors of technology
sophistication and convenience are primary enhancers of fantasy sports-gaming participation.
Suh (2012) explored in a recent dissertation dealing with the psychological factors associated
with fantasy sports participation, found that certain motivation factors had a statistically positive
affect on attitude, but certain constraints had a statistically negative affect on attitude. Using a
service-quality model, Suh found that there were statistically significant positive relationships
among perceived service quality and satisfaction, attitude, and between attitude and actual
amount of time and usage. This approach has been used by others in service quality applications
(Rajeev, Rajagopal, & Mercado, 2013).
Specifically, in terms of overall technology sophistication, Ong and Lai (2006) found that men’s
rating of technology-rated variables of computer self-efficacy, perceived usefulness, perceived
ease-of-use, and behavioral intention to use e-learning and computer software applications were
higher than women’s rating. Interestingly, Ong and Lai found that women were strongly
influenced by perceptions of computer self-efficacy and ease of use, and that men’s usage
decisions were significantly influenced by their perception of usefulness of e-learning. The
authors suggested that to increase effectiveness of e-learning, men must generally perceive that
the system is useful to enhance their job productivity thereby attracting them to more useful
content.
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The perceived usefulness had the most significant effect on behavioral intention to use for men
only, suggesting that females perceived usefulness is important, but more so for males. In
fantasy sports, active participation generally requires a working knowledge of the technology
and player centric strategies in order to become successful in fantasy player trades and other
tactics. Perhaps this emphasis details and technological sophistication may explain the apparent
dominance of males in fantasy sports engagement. It was found that perceived ease-of-use has
even stronger effects than perceived usefulness both for women and men. Since it is assumed
that the technological sophistication is important to increasing active participation in fantasy
sports, especially football, women may but significantly hampered by perceived ease-of-use
inhibitors.
Lin and Chang (2011), in similar research efforts, found that that technology readiness
influenced the same set of technological variables of perceived usefulness, perceived ease-ofuse, attitudes, and behavioral intentions in self-service applications. They suggested that in order
to achieve better self-service technologies effective outcomes for both genders, management
should pay increased attention to customers’ readiness to accept such technologies. Management
may positively influence the use of technology-related services by promoting opportunities that
enhances optimistic and innovative outcomes for technological services. It is also important to
reduce technological readiness inhibitors, especially discomfort, insecurity, and identity threat
factors in order to simultaneously reduce ‘reluctance to use’ service technology. These concepts
were at least partially validated by Deng, Liu, and Qi, (2011), who examined research based on
the Unified Theory of Acceptance and use of technology models. The authors found that ease of
use factors are extremely important and by reducing technology readiness inhibitors can
significantly increase acceptance of new technologies.
Maldonado, Khan, Moon, and Rho (2011) validated a modified unified theory of acceptance and
use of technology model by adding an e-learning motivation construct in order to specify the role
of e-learning motivation in the use and adoption of related technology systems. The authors
found that the constructs of e-learning motivation and social influence had a positive influence
on behavioral acceptance and intention for both males and females.
Lee, Kwak, Lim, Pedersen, and Miloch (2011), found that the that the perceived roles of gender,
sensation seeking, locus of control, and need for cognition in predicting attitudes and intentions
relative to participating in fantasy football league had similar results in most technology or
knowledge-based research. Specifically, they used technological knowledge of the fantasy sport
[domain-specific construct (i.e. fantasy football knowledge)] to serve as a moderator to control
the potential attenuating effects of personality and other related behavior effects. The authors
found that males exhibited significant sensation seeking, locus of control, and domain-specific
behaviors that were related to both attitudes and intentions toward participating. For males,
knowledge of the game acted as a moderator between locus of control and intentions.
Interestingly, none of the personality traits were associated with attitudes or intentions for
females. It was hypothesized that males should exhibit statistically significant traits in their
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attitudes and behaviors towards fantasy sport applications as compared with their working
professional female counterparts.

1.4 Tenants of Customer Relationship Management
Many companies in the late 1990s and early 2000s invested quite heavily in developing systems,
especially information technology (IT)-intensive approaches that Tracked customer purchases,
preferences, and used them to predict buyer behavioral patterns. These systems and approaches
were generically referred to as customer relationship management systems (CRM) with the
hopes that they would have high payoffs in strengthening customer relationships. To their
dismay however, not many benefits were reaped, thereby causing sales of CRM systems to
plummet. Many believed it was just another over-hyped IT investment. Instead of dying off
something unexpected happened. A number of senior executives became enthusiastic about
CRM causing them to look into employing CRM systems (Rigby and Ledingham, 2004; Wang
and Feng, 2012). Many companies are now taking a more disciplined approach to launching
CRM. Rather than transforming the entire company at once they are launching highly focused
projects with narrow scopes and modest goal that reap more benefits from the approach. They
are now directing investments to solving clearly defined problems with customer relationships.
In order to reap the most benefits and gain the most revenue companies need to decide what part
of the organization best fits with CRM by asking themselves, according to Rigby and Ledingham
(2004), four questions: Is it strategic? Where does it hurt? Do we need perfect data? Where do
we go from here? The following is a discussion of the rationale of these questions. It should be
remembered that the sports industry, as true for most for-profit businesses, are constantly seeking
ways to discover customer or fan base attitudes and behavioral motivations that promote their
use of the sports industry’s use of its products and services. Understanding these business
concerns may shed light on the data and technology intimacy between industry and customers in
developing strong relationships for its goods and services.
The first question to ask is if implementing CRM is strategic to the business. There is little
denying that CRM requires signification investments in both time and money (Liew, 2008;
Hoots, 2005; Wang & Feng, 2012). It is imperative that management implement these systems
in those process that are vital the company’s competitiveness and target these for improvement
through CRM and not use it to buffer performance at the edges. In-other-words, CRM should be
used where it strategically fits into the organizations goals. It should not be used for the sake of
being used.
The second question that Rigby and Ledingham (2004) asked is where does it hurt? Although it
is possible for CRM systems to manage an entire customer relationship cycle it is usually a poor
choice to transform the entire business all at once. This can lead to creating unused technology
capacity, unnecessary business disruptions, and failure of the payback test (Wang & Feng, 2012).
Carefully examining the customer relationship cycle can unearth pernicious problems that are
undermining performance. These are the hurts that should be focused on first through the CRM
plan.
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The third question that Rigby and Ledingham (2004) asked is do we need perfect data? A major
benefit of CRM is the ability to provide real-time information on what is happening in the market
at a particular time. This kind of real-time information generally comes at great costs and
complex systems (Liew, 2008; Hoots, 2005). Companies need to determine whether or not
perfect information is truly required throughout their customer relationship cycle or if “good
enough” information will suffice. Perfect data refer to the erroneous concept that the data
collected by companies contain all the relevant information to proper profile and predict
consumer behavior patterns. Good enough data basically accept the proposition that perfect data
do not exists and/or too expensive to collect, but does satisfy management’s desire to be
successful in its attempts at consumer profiling. The fact is that few companies actually do need
perfect information throughout the entire cycle. There is no need to pay for this expensive
information if it is not valued.
The final question that Rigby and Ledingham (2004) asked is where do businesses go from their
initial investments in CRM? Companies should not rest on their CRM laurels. Rigorous
analysis of data that their systems produce helps to identify new and well-defined opportunities
to extend the CRM’s power for firms to be profitable and its customers, or fans, to be success
(Yeh, et al., 2012). Many times, these opportunities are adjacent to the customer relationship
cycle.
In general, CRM can be applied with great precision to target critical gaps in the customer
relationship cycle to increase performance, which are relatively common approaches used in
manufacturing and operations research (Chaturvedi & Chakrabarti, 2018; Gothwal & Raj, 2018;
Hossain & Hossain, 2018; Kailash, Saha, & Goyal, 2018; Oey & Nofrimurti, 2018), both from
fans and employees. The sports industry traditionally has seen the involvement in fantasy sports
as a competitor to attending professional sporting events and purchasing merchandise. Recent
research previously cited has suggested that both forms of sport activity actually move in
positive and commentary position. When companies put their strategic goals ahead of
technological capabilities when implementing a CRM system, it should have greater impacts
with lower investment costs, less risk, and greater operational effectiveness (Sharma & Sharma,
2018; Verma, Sharma, & Kumar, 2018; Xu, Tiwari, Chen, & Turner; Yazdi & Esfeden, 2018).
The fantasy sport industry can be viewed as mostly for-profit business and understanding the
consumer base is essential for deriving successful business practices. It is important that
management take a more pragmatic, disciplined approach to CRM. All too often, companies
look at what the software can do and fail to concentrate on what it should do and how it can
improve their customer relationship cycle. Unfortunately, there is too much “technology for
technology’s sake” (Bensaou & Earl, 1998, p. 119). Companies tend to invest substantial
amounts of money and time in implementing systems just to have the latest and greatest and be
the world leader. All IT systems should be based on strategic instinct and fall in line with the
organization’s overall strategy. After implement CRM systems to solve specific problems in
their customer relationship cycles, companies should not stop there. Management needs to
continually analyze data in order to determine if there are other improvement opportunities.
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They should keep an open mind that the opportunistic activities may lay outside of the customer
relationship cycle. Continual monitoring can extend the CRM’s power making the investment
all that more worth it with greater payoffs. Hopefully, as will be demonstrated in the present
efforts, CRM-based initiatives become more successful when management understands the
attitudes and behavioral patterns of its market segment, namely fantasy sport fans.

1.5 Purpose of the present study
The ultimate goal of the present study is to measure the seriousness of fantasy sports engagement
with controversial and sustaining issues of online gambling and its global affects among working
professionals from a gender perspective. This, hopefully, will be accomplished through a
detailed descriptive analysis and the formal testing of three specific research hypotheses. As
demonstrated in the previous sections, there is some evidence that a gender bias does exist, at
least in technologically sophistication that could carry over to online gambling and social
concerns. Please note that the emphasis of the present research effort is not from a theoretical
viewpoint, but rather of gender differences in terms of an aspect of CRM, namely protecting
customer privacy and security while providing service. It was assumed that the more technology
savvy the person is, the more likely they are to access online information concerning expert
opinions and advice from other fantasy-based websites, as well as wager considerably larger
amounts of financial resources. These assumptions are relatively well established in section 1.3,
and that a gender bias is expected. Another important assumption, and the underlying theoretical
basis for the empirical section of the present study, is that the fantasy sports industry relies
highly on efficient CRM (Anton & Petouhoff, 2002; Pries &and Stone, 2004; Smith, Smith,
&and Offodile, 2011) for much of its continued success. These research assumptions
engendered the specific hypotheses illustrated in the conceptual model in Figure 1. The negative
and positive engagement factors that are typically present in the decision of both fans and
managers of the workplace environment, outlined in the model, include the ability to adequately
balance the advantages and disadvantages associated with such fantasy sports engagement and,
ultimately, creating a compromise strategy that works for everyone.
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Figure 12 Figure 1. Basic conceptual model illustrating the advantages and disadvantages of
active fantasy sports participation.
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Several hypotheses were selected based on the thesis of the present study and their implications
from a gender perspective in terms of active and passive engagement in fantasy sports’ activities
and possible links to office gambling activities. Such activities may prove to distract or inhibit
for the development of employee morale, productivity, and cohesiveness (Smith, 2017; Smith &
Clinton, 2016; Smith & Offodile, 2016). The three hypotheses chosen for the analysis include
the following:
H1: More web-engaged males, regardless of their frequency of use of sports fantasy activities,
are less concerned than their female counterparts that such office gambling endeavors lead to
work-related concerns of addiction and other related problems within the office environment.
H2: Working female professionals, regardless of frequency of use of sports fantasy activities, are
more concerned than their male counterpart that gambling endeavors than their female
counterparts within the office environment, especially if not properly regulated may reinforce
work-related concerns of addiction and other related problems within the office environment.
H3: Working business professionals, regardless of gender, that are generally older, more
educated, and have access to more disposable income are more concerned that highly active
engagement in fantasy sports will lead to work-related concerns of loss of office productivity and
other related problems within the office environment.
As previously stated, the ultimate goal is to measure the seriousness of fantasy sports
engagement with controversial concerns online gambling and its global affects among working
professionals from a gender perspective. This, will be accomplished through a detailed
descriptive analysis and the formal testing of the research hypotheses. Despite the advantages
participation in fantasy sports can provide, the industry can be abused resulting in negative
consequences, as illustrated from an examination of the theoretical model (Figure 1). That is, the
gambling aspects can influence business concerns for loss of employee productivity, which may
be a global issue of loss of competitive advantages among firms (Smith, Smith, & Offodile,
2011). Considerable research in international journals has been devoted to this topic of the
global reach of Internet gambling addiction, including office betting on sporting events,
especially in terms of office productivity factors (Johnson & Rawlins, 2008; Messarra,
Karkoulian, & McCarthy, 2011; Rothstein, Liva, and Stinson, 2007). Fantasy gaming, as may be
true with other legal forms of the gaming industry, is addictive to some and can become harmful
to the user in a variety of ways (Shandler, 2009). Over-zealous fantasy sports fans may suffer
from addictive behaviors that disrupt social ties, interfere with personal and/or work-related
relationships that result in workplace issues that must be addresses by management (Young &
Pedersen, 2010).

2.0 METHODOLOGY
This section deals with the specific descriptive and inferential statistics that were collected and
analyze in an attempt to test the three specific research hypotheses. A discussion of the sampling
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techniques, appropriate statistical techniques, and a detailed critique of the results of the
statistical analysis of the three specific research hypotheses were included.

2.1 Sample characteristics
In order to test the research assumptions that fantasy sports has rivaled professional sports in fan
loyalty and commitment as an entertaining and profitable hobby, an empirically based approach
was selected by taking established practices by previous studies, such as works cited by The
survey instrument was modeled after previously cited work by Lee, et al. (2011) and Young and
Pedersen (2010). This appeal in fantasy sports and related office pooling has potentially become
a global workplace disruption if left unsupervised by management. To test this and other
assumptions, a basic survey instrument was developed for exploratory purposes. The fantasy
sports industry relies heavily on efficient CRM-based practices, especially in terms of customer
privacy and security safeguards, for its success. As with any business enterprise, providers of
fantasy sports must have the ability to generate quick, accurate, and descriptive information to its
consumers, which in turn, should generate enhanced customer loyalty and retention. The basic
thesis of the present research is that such business-like practices designed for efficiency in terms
of easy-for-use and technological sophistication may have negative consequences, such online
gambling within the office environment that may result in distractive behavior (i.e. loss of
employee productivity and cohesiveness). Inherent in any study that deals with technological
and degree of fan knowledge of playing strategies are potential gender biases, as previously
discussed in the review of the literature. Ultimately, this gender bias may be reflected on the
potentially damaging societal effects of fantasy sports’ involvement in online betting within the
workplace environment. It is assumed that fan loyalty is directly related to increased degree
fantasy sport participation, and higher levels of participation are related to higher levels of sportrelated office pooling.
With this in mind, the survey instrument consisted of 25 questions that were developed from the
review of business literature to try to understand how relatively well-educated working
professionals felt about fan loyalty and retention efforts and behaviors associated with fantasy
sports. Sample section was based on the perceived importance of Pittsburgh, PA as having a
major sports fan base, especially in terms of fantasy football. A personal interview procedure
using a standardized instrument was employed. The survey instrument was modeled after
previously cited work by Lee, et al. (2011). The instrument was previously pilot tested for
minimum execution time and confusion, and was implemented via a focused sample of
employed professionals, representative of the service industry located in the metropolitan section
of Pittsburgh, PA. The initial results provided the authors the opportunity to streamline the time
to execute the questionnaire and to minimize respondents’ potential comprehensive problems.
The reliability coefficients illustrate relatively stable measures of basic concepts outlined by the
previous study using much of the questionnaire by Lee, et al. (2011).
Over a 3-month period, 500 professional personnel from several large-area firms were solicited
to complete the study, which resulted in 200 useable questionnaires (response rate of 40%). The
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respondents were primarily in service-related positions, representing marketing and financial
services (98%). The professional workforce was generally well-educated. It was found that the
56% of the respondents held a bachelors’ degree, 22% had a masters’ degree or beyond. In
terms of gender, as expected there were more males (N = 147, 73.5%) than females (N = 53,
26.5%) involved in fantasy football. However, a simple discriminative analysis illustrated that
there were no statistically relevant differences in the basic demographic variables of age and
disposable income.

2.2 Statistical techniques
Mostly scale and/or interval measurements (which are traditionally classified for data analysis as
quantitative variables), except for gender, were used to develop graphs and perform the relevant
statistical analyses. By definition, these types of interval-coded responses are considered
quantitative variables, suitable for principal-component and regression analyses via the various
commercially well-established SPSS software packages. Questions concerning degree of
sophistication of Internet and mobile-technology usage, ease-of-use considerations (Davis, 1989)
and if fans would value efforts to enhance the fantasy experience were used (Young and
Pedersen, 2010). The dominant statistical techniques used in the present study were crosstabulated graphs, regression and correlation analyses, and Waller-Duncan multiple comparisons
statistics.

3.0 RESULTS AND DISCUSSION
This section describes and tests the specific assumptions and hypotheses previous stated. There
are distinct advantages participation in fantasy sports for engaged fans, but there significant
negative consequences that must be equally considered in such participation. From a workplace
perspective, the gambling aspects frequently associated with fantasy sport participation can
impact management’s concerns and, hence, control of such activities, due to loss of employee
productivity. We have hypothesized that these may be not just be a localized set of issues, but
rather a potentially global issue of loss of competitive advantages among firms, especially from a
gender perspective.

3.1 Descriptive Comparisons
Table 1 displays selected frequencies of the professionals’ responses to the survey instrument.
As evident from an inspection of the tables, the majority of respondents were web-enabled. It
was found that the respondents, in aggregate, have personal Internet usage of 75% daily, workrelated Internet usage of 72.5% weekly or daily, online shopping at least monthly of 68.5% and
used on a daily basis credit and/or debit card to make purchases of 60%. They were somewhat
divided on the issue that global gambling in fantasy sports problematic for society (41% thought
that it was rarely or never an issue, while 17.5% felt it was an issue often, and 39% felt it was a
moderately important issue). There were relatively high levels of support (mean of 2.9 or greater
out of 5) for the following variables: Watch games strictly to see fantasy players perform (2.96),
fantasy guides, expert opinions, and information helpful changing rosters (2.93), player notes,
497

information, and recommendations helpful (3.18), satisfied with the information fantasy server
provides (3.11), navigate from fantasy sites for better information (2.92), and fantasy sites, if
free, would positively affect participation (3.03).
Evidently, sports fantasy fans and their application providers have demonstrated a technology
prowess and a sustainable customer relationship within the highly competitive nature of the
industry. In general, the professional sample, as well as the population of working employees
that it was derived, was biased towards web-enabled and technologically sophistication
applications. These apparently strong relationships are also graphically illustrated in Figure 2,
which presents selected cross-tabulations of perceptions that global gambling in fantasy sports is
socially problematic with technology sophistication characteristics. From an inspection of the
various graphs, the degree of concern for the negative consequences associated in fantasy sports
engagement was quite dispersed, and probably not based on simply on the intensity of
technology usage. Figure 3 illustrates that there is considerable concern that global gambling in
fantasy sports may be socially problematic.
Independent Variables

N

Mean

Std. Deviation

Degree personal
Internet usage (1 =
never, 5 = always)

200

4.72

0.530

Degree work-related
Internet usage (1 =
never, 5 = always)

200

3.91

1.172

Days per week spend
personal mobile
technology (1 = 0 to 1,
4 = 6 to 7)

200

3.90

0.338

Hours per week spend
work mobile
technology (1 = 0 to 5,
4 = 15+)

200

2.14

1.094

Degree of shopping
online (1 = never, 5 =
always)

200

3.15

1.115
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Credit or debit card to
make purchases

200

4.37

0.948

Cheer for teams that
normally would not in
fantasy play

200

2.51

1.125

Cheer against
hometown team or
players in fantasy play

200

1.88

1.144

Watch games strictly to
see fantasy players
perform

200

2.96

1.155

Fantasy guides, expert
opinions, and
information helpful
changing rosters

200

2.93

1.282

Player notes,
information, and
recommendations
helpful

200

3.18

1.377

Satisfied with the
information fantasy
server provides

200

3.11

1.221

Navigate from fantasy
sites for better
information

200

2.92

1.270

Change fantasy roster
in a normal week

200

2.62

1.123

200

2.21

1.041

Problems with properly
working fantasy
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providers
Follow-up by the
website after a problem
occurs

200

2.61

1.164

More needs done to
prevent glitches

200

2.94

1.323

Spend considerable
amount of money on
fantasy leagues

200

2.89

1.417

Fantasy sites, if free,
would positively affect
participation

200

3.03

1.268

Global gambling in
fantasy sports
200
problematic for society
(1 = never, 5 = always)

2.64

1.048

Education level (1 =
High School, 5 =
beyond masters)

200

2.66

0.865

Age level (years) (1 =
18 to 25, 7 = 50+)

200

2.30

1.459

Disposable income
level (US$)

200

3.09

1.584

Valid N

200

Table 20 Descriptive statistics of selected variables dealing with aspects of the sports fantasy
industry as well as selected demographic information.
A. Degree of personal Internet usage.

500

B. Degree of work-related Internet usage.

C. Days per week spend on personal mobile technology.

501

D. Hours per week spend on work-related mobile technology.

502

Figure 13 Cross-tabulation of perceptions of degree that global gambling in fantasy sports is
socially problematic with technology sophistication characteristics.

Figure 14 Degree that global gambling in fantasy sports socially problematic.

3.2 Hypothesis-testing results
The three specific research hypotheses, restated for simplicity, statistical techniques, listing of
dependent and independent variables, and basic analysis are found in this section. Reference to
the validity and accuracy of the results are cited. It can be safety assumed from the reader’s
standpoint that any essential assumption of the particular statistical technique used as satisfied
and verified.
3.2.1 Specific-research hypothesis (H1) results

For the analysis, linear regression was performed using the scale-based variable global gambling
in fantasy sports problematic for society, selecting only cases for males as the dependent variable
with independent variables which associated with engagement into fantasy sports, technology
sophistication, and selected scale demographic characteristics of working professionals. In
general, the t-test associated with the regression results is an extra hypothesis-testing step, which
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requires steps outside the normal procedures of the initial regression analysis results, the research
must then place the constructs and regress it against another factor-based composite or other
dependent variable. When the test is complete, as evident from the tables, the beta (rather the
standardized beta coefficients) is tested against the null hypothesis of zero. So, the t-test is a test
of the important statistical contribution of the regression coefficients and part of the standardized
output of the SPSS software.
The basic statistical test for significance in hypothesis testing using multiple linear regression
analysis is typically performed via the analysis of variance. The test is used to check if a linear
statistical relationship exists between the response variable and one or more of the predictor
variables. The statements for the hypotheses are in the general form of the following:

The test for the null hypothesis (H˳) is completed the using the F-statistic:

,
Where
is designed as the regression mean square and
is the error mean square. This
procedure is reflected in Table 2, part B for the testing of the first hypothesis.
In terms of texting the contributions of the individual independent variables to the regression
equation in terms of variance explained, the addition of a significant variable to a regression
model makes the model more effective, while adding other variables may not improve its
performance in predicting the dependent variable. The hypothesis statements to test the
significance of a particular regression coefficient,

, are as follows:

The test statistic for this test is based on the t-test distribution:
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Where the term,
, is the standard error associated with the regression coefficients
associated with each independent variable in the regression equation. In general, one would fail
to reject the null hypothesis if the t-test statistic lies in the acceptance region:

Overall, the t-test statistic aids in the measurement of the contribution of a variable while the
remaining variables are included in the model. For example, if the multiple linear regression
model,

, was tested, and the first term was selected, i.e.

the test will check the significance of including the variable

, then

in the model that contains

and

(i.e. the model
). This test is standard procedure in most statistical
packages and is reflected in the Table 2, part c as part of the regression analysis for the first
hypothesis.
As shown in Table 2, total variance explained was 37.7% (26.7% adjusted) and the overall
relationship was found to be highly significant (F = 3.412, p < .001). However, of the 22
independent variables as previously described in Table 1, a closer inspection found that only the
variables in Part C of Table 2, found that seven independent variables were found to be
associated with global gambling in fantasy sports problematic for society.
As theoretically expected, those intensely engaged fantasy sports respondents who spent
considerable amount of money on fantasy leagues (t = -2.330, p = .021), found fantasy guides,
expert opinions, and related information helpful in changing rosters (t = -2.808, p = .006), and
were intensive users of mobile technology for personal use (t = -3.062, p = .003) were found to
be significant and negatively related to the dependent variable. Such respondents did not
perceive there was a global concern for fantasy gambling activities. Those professionals who
thought that if sports fantasy sites would be free, would positively affect participation, and would
result in an increase concern for global gambling problems for society (t = 3.867, p < .001).
Interestingly, there was an inverse relationship between education level of the respondent and
concern for the global implications of gambling on sports fantasy activities (t = -2.302, p = .023).
That particular relationship will be inspected in more detail in the testing of H3. Therefore, the
first hypothesis, H1, was formally accepted, suggesting that more engaged male users of sports
fantasy activities are less concerned that such gambling would lead to global problems of
addiction and related problems for society.
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Table 21 Relevant statistics associated with testing H1. Part A displays the model summary, Part
B the overall results, and Part C inspects specific contributions of each component in the
hypothesis (Dependent variable: Global gambling in fantasy sports problem
3.2.2 Specific-research hypothesis (H2) results

Once again, we analyzed the dataset using multiple linear regression techniques with the
dependent variable, Global gambling in fantasy sports problematic for society, selecting only
cases for males. This dependent variable was statistically regressed against the various fantasy
sports engagement, and demographic independent variables that were previously defined in the
formal testing of the first hypothesis, H1. As shown in Table 3, total variance explained in the
dependent variable was determined to be 57.2% (25.8% adjusted) and the overall relationship
was not found to be statistically significant (F = 1.824, p = .063). However, from closer
inspection of the 22 independent variables in Part C of Table 3, only the variables, problems with
properly working fantasy providers (t = 2.379, p = .024), which was found to be positively
related to global gambling concerns, and more needs done to prevent glitches (t = -2.119, p =
.042), which was found to be negatively related to the dependent variable, presented several
interesting results.
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Table 22 Relevant statistics associated with testing H2. Part A displays the model summary, Part
B the overall results, and Part C inspects specific contributions of each component in the
hypothesis (Dependent variable: Global gambling in fantasy sports problem
Perhaps females, as a whole, do not find sports fantasy activities are potentially problematic to
society as their male counterparts, which may be function of the smaller portion of females
directly involved in such activities. In order to verify this phenomenon, a Chi-square test was
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performed on as a function of gender. As suspected, there was an overwhelming male influence
in becoming actively involved in fantasy sports gambling activities as measured by the amount
of capital tied to such activities (Chi-square = 25.933, p < .001). Although there were a number
of females that stated that they placed considerable amount of money on sports fantasy games
often (n = 13), no females were very involved, as evident that no females were always placing
large amounts of money as compared to their male counterparts (n = 24). Hence, the second
hypothesis, H2, was formally rejected and expected.

Table 23 Cross-tabulation statistics of degree spent considerable amount of money on fantasy
leagues as a function of gender status
In essence, the users of fantasy sports, as well as the technologically savvy, tended to navigate
away from their provider page and sought out the best information they can find to use in their
gambling decisions, regardless of gender. The more intensive users of fantasy sporting
materials, as in many video-game users, acknowledge that gambling on outcomes adds to the
stakes and, thus, the customer value of experience aspects of the game. These intensive players
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rarely acknowledge that such activities are harmful to society and typically deny that they are
habit forming, yet are quick to point that compulsive gambling has serious negative
consequences to society.
3.2.3 Specific-research hypothesis (H3) results

The formulation of H3 suggested that working professionals, regardless of gender, that are
characterized as older, more educated, and have access to more disposable income would be
more concerned that highly active engagement in fantasy sports may lead to global concerns of
addiction and related problems for society. This hypothesis test was approached differently from
the previous tested by using the t and r-tests. The objective as to find the mean response with the
same dependent variable used in the previous two hypotheses, global gambling in fantasy sports
problematic for society, with the demographic variables of age, education, and disposable
income. For this particular analysis, the means for the dependent variable was compared for
each demographic characteristic via Waller-Duncan multiple comparisons statistics. The first
table in the Waller-Duncan multiple comparisons’ analysis performs an F-statistic to determine if
statistically relevant groups or pairings exists in overall explained variance (part A of Table 7).
The second step in the process is to actually look at these significant pairs to determine what the
pairs are in terms of the dependent variable (part B of Table 7).
As illustrated in Table 5, paired-samples statistics and correlations (Table 6) are displayed and as
anticipated, there were significant relationships among the demographic variables and concern
for global gambling in fantasy sports as problematic for society; namely by education level (r = 0.188, p = .008) and disposable income level (t = -3.370, p = .001). Based on the ANOVArelated hypothesis-testing results found in Part B of Table 7, the same relationship with
disposable income was found to be statistically significant (with results of F = 3.032, p = .019).
Table 7 displays the relevant Waller-Duncan multiple comparisons statistics and associated
groups as a function of the means of the dependent variable, global gambling in fantasy sports
problematic for society, with disposable income. Traditionally, an ANOVA table is part of the
standard output statistics associated with the Waller-Duncan multiple comparisons. It should be
obvious that if there were not significant explained variance group the treatments, there would be
no statistical groups. So, only the variables that had significant amounts of explained variance,
as demonstrated by the ANOVA test results, had relevant groups in the multiple comparisons.
As noted, for the variables with no statistically explained variances, there were no multiple
comparisons grouping. The results demonstrated that higher levels of concern were associated
with less education about the professional respondents (always a concern for global gambling in
fantasy sports had a mean of 1.80 for education, while never a concern had the highest mean of
2.92). Disposable income had, as expected, highly significant positive correlations with
education (r = 0.321, p < .001) and age (r = 0.716, p < .001). Evidently, the older, wealthier, and
better educated felt that fantasy sports-related gambling was less of a concern to their younger,
less wealthy, and less educated working professional counterparts. Therefore, the third
hypothesis, H3, was formally accepted.
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NS denotes no significance at the 0.05 level for a two-tailed test; HS denotes highly significant at
the .01 level for a two-tailed test.
Table 24 Relevant statistics associated with testing H3. Part A displays the paired-samples
statistics, Part B the paired-samples correlations, and Part C inspects paired-samples test results
in the hypothesis (discriminating among important demographic differe

Table 25 Pearson correlations among global gambling in fantasy sports problematic for society
and selected quantitative demographic variables.
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Table 26 Relevant Waller-Duncan multiple comparisons statistics associated with testing specific
research hypothesis H3 results as a function global gambling in fantasy sports problematic for
society via demographic characteristics.

4.0 GENERAL CONCLUSIONS AND IMPLICATIONS
This section deals with the basic summary of the statistical analysis, followed by an empirical
and social discussion and implications of the results. In general, the implications of the
hypothesis-testing results suggest that social consciousness and the spread of fantasy sportsrelated gambling into more serious global concerns for society (e.g., reframed in terms of
addiction and economic ruin are minimal, especially for certain segments of women, older, better
educated, and wealthier professionals). Apparently, global controversies associated with fantasy
sports engagement may be seen as more of a social problem by younger, less educated, and less
wealthy working professionals.
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4.1 Empirical implications
At the time of the present study, approximately 30 million fans are actively engaged in fantasy
sports and related gaming activities in the U.S. alone, while such gaming activities are growing
globally at an accelerated rate. In general, relatively little is known about the personality,
attitudes, and intentions of fantasy sports game participants. There are few scholarly research
efforts on this growing trend, with even less research on gender differences. The implications of
the hypothesis-testing results may be many, but the major considerations are that social
consciousness and the spread of fantasy sports-related gambling into more serious global
concerns for society in terms of addiction and economic ruin are minimal, especially for women
in particular, and older, better educated, and wealthier professionals, in general. In the present
study, it was found that of the working professionals, 25% moderately, 30% often, and 18%
always thought that the player notes, information, and recommendations were helpful in fantasy
sports, indicating that at least in the Pittsburgh, PA region, fantasy sports has a much larger
following than what was reported for the general population in 2006 as reported by Allen, et al.
(2007).
The attitude towards the growth of the fantasy sports industry has been greatly influenced by
word-of-mouth testimonials and successful growth rates of existing websites and their associated
customers’ usage. Although some may argue that the Pittsburgh, PA metropolitan area has a
very strong professional as well as fantasy sports fan base, it is believed that fantasy sports and
related gambling are global issues that warrant further discussion and research. Unfortunately,
there few empirically-based studies to date that have investigated the effects of fantasy sports
gambling as a social phenomenon. Evidently, service providers of fantasy sports must be
marketing their services to the right target segments, as its participation is growing and more
females are being attracted to a traditionally male-dominated sporting activity. Following
fantasy sports, making idealized trades and developing player strategies requires a detailed
understanding of the sport and its player-centric dynamic characteristics.

4.2 Social implications
Fantasy sports providers have positioned its offers very well over the years by targeting
technologically savvy customers and maintaining links to the professional sports programs that
are both creditable and interesting. Although many researchers in CRM-based studies generally
agree that customers are not the most reliable source when a company is trying to predict the
future, their ability to use and find value in fantasy sport applications play a more vital role in
this process in today’s society. With emerging technology, customers not only have more of a
voice, but they also develop many of the new and innovative products we use today. For
instance, smartphone applications (apps) have had a dramatic impact on our technology
consumption. Not only do companies develop new apps on a daily basis, but customers do so as
well. It is becoming more common for one person to develop a highly successful app with
limited funds. Basically, customers are able to see and predict the future by using today’s
technology. Several decades ago, this idea may have sounded unlikely. In today’s world,
customers have the ability to create new and innovative products other companies have not
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thought of with powerful, yet easy-to-use, technology. Understanding gender differences in
marketing fantasy spots is certainly a right step in these directions. The working professionals
selected in the present study were relatively split among those who do consider it a potentially
significant social problem with those who do (e.g., 56.5% felt it was an issue).
Perhaps there is a carryover effect from young adults who were well versed in video-gaming
activities that were able to complete their technological savvy with their love of sports; hence,
perceiving little danger for society, regardless of their avid use and amount of financial resources
wagered. Interestingly, there are some that argue that the digital divide also impacts fantasy
sports as technology may widen the gap among fans that are drawn to actual performance and
those who prefer to compete in the cyber-based environment. Additional research on a broader
audience needs to be completed in order to compare working professionals in other geographical
areas, as well, as other segment of the general population in order to get a better picture of the
trends in the fantasy sports industry. The present study should provide a baseline for
understanding some of the factors that define the impact of fantasy sport in modern society
among employed professionals.
Professionals historically tend to create intellectual webs and connectivity within the
organization, networking and culture, and routinely receive incentives for sharing information in
order to be successful in their respective these organizations. These attributes also manifest
themselves in the in their participation in fantasy sports, fueled by the recent success of
Pittsburgh successes in the professional sports of ice hockey and football as associated fantasy
sports spinoffs. Understanding how participating fans interact and communicate within fantasy
sports and their associated gender differences, should provide useful information is establishing
base lines for further investigations. Hence, understanding the sharing of competitive sportsrelated information and the development of a collaborative environment are interesting topics for
future research from an academic perspective.

4.3 Future Research Directions
Every academic discipline struggles with evolutionary changes in society attributes and how
contemporary events may be framed in such a way that fits a predictive theory. The present
study is certainly no different as it deals with popular issues of employee productivity, sportrelated office gambling and pooling with an ethical framework. Essentially, everyone in the
office has an opinion on these issues. As research agendas are more accurately formulated in
sport-related research, what are the theoretical underpinnings or paradigms that support and give
credibility to such research? Researchers Morgan (1983), Frisby (2005), and Pedersen (2013)
have written essays to critically analyze the historical evolution of theoretical frameworks that
support sport-related research. Researchers apparently either take a microcosm or macro look at
the various dimensions of sport management, through the lens of multiple paradigms. We
believe that the present study warrants further refinement, especially with the social platforms,
like Facebook and Twitter, under increased pessimistic observation of its overall social value.
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Abstract
Sports and social issues often intersect. While a relatively recent phenomena, there is perhaps no
better recent example of the intersection between the world of professional athletics and the
milieu of society from which the majority of professional athletes come, than the 2017 NFL
Anthem Protest movement. Indeed, the 2017 season will likely be remembered more for athletes
kneeling during the playing of the national anthem than it will be over which team won the Super
Bowl. While the protest began relatively early in the preseason (i.e., August 14, 2017), the issue
quickly garnered the support of other, mostly black athletes, eventually becoming a full-fledged
movement by the start of the regular season. Because the anthem protest movement is a
relatively recent phenomenon, little academic analysis has been conducted on the impact this
activity has had (or will have) on fan attendance and/or viewership. While there is evidence to
indicate that NFL viewership was already on the decline prior to NFL players kneeling during
the anthem, the current exploratory research investigates the impact of these protests using two
studies conducted both during the season when the protests occurred, and immediately after the
season ended. The first study examines African American college attitudes on the topic, while
the second study compares those attitudes by including a more generalized sample of students.
Findings and conclusions are provided. The research appears to confirm the initial work of
Piquero regarding viewership vis-à-vis this controversial issue. Our findings suggest, if anything,
that most African American students were in solidarity with the players’ actions and that the
protest had little if any negative effect on viewership. When a more representative sample of
college students is included, the results appear similar.

Introduction
The 2017 NFL players’ Anthem Protest movement metastasized from a relatively obscure
incident involving a single individual kneeling during the first game of the preseason in August
2017, to becoming a major societal, perhaps even race related topic by the end of the 2017
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season. While the issue remained unresolved during the 2017 season, the ensuing controversy
surrounding players kneeling during the playing of the national anthem ultimately caused a great
deal of embarrassment to NFL management. Indeed, the lingering effects of the 2017 protest cast
such a pall over the upcoming season that the topic was the primary business item discussed
during the owners’ meeting held recently in Atlanta (Stites 2018). According to reports, players
may no longer kneel during the playing of the national anthem if they are on the field while the
anthem is being played. Players may, however, opt out of the requirement by remaining inside
the locker room when the anthem is being played. Failure to comply with the new rule will
result in penalties being assessed to offending player’s teams as well as potential fines to
individual players who refuse to abide by the new rule (Bell 2018). Although the new guidelines
have not yet taken effect, the NFL players association has already voiced its objection. There is
no way of determining what effect this decision will have on quelling the controversy, and yet,
owners are obviously hopeful they’ve crafted a compromise that will satisfy the disconnect
between those who support the players’ right to protest, and much of the fan base who feel the
anthem protest is disrespectful. Regardless of which side of the argument one falls, it seems
clear that the gatekeepers of the NFL franchise (i.e., Goodell and NFL owners) were unprepared
for the public relations backlash that ensued from the players’ protest. The NFL at this point
must now assess the level of damage that has been done to the image of one of America’s
favorite brands. In short, management needs to determine whether the league’s reputation among
its current fan base is temporarily or permanently soiled.

The Fact of Declining NFL Popularity
NFL football has been America’s favorite sport to watch since 1972. Although the NFL can still
claim dominance among sports watchers (37% rank NFL football as their favorite sport),
watching NFL football games is less popular now than it was during the NFL’s peak season for
viewership in 2006-2007 when 43% of those polled ranked the NFL as their favorite sport to
watch (Norman 2018). Although NFL viewership numbers still dwarf those of NBA basketball
(at 11%) and MLB baseball (at 9%), the decline in viewership is worrisome. Since 2014, for
example, NFL viewership has declined by roughly 9%. If the relatively swift and precipitous
decline in viewership was not disconcerting enough, the more worrisome aspect should be where
it is occurring---among those who say they follow the sport closely (i.e., males between the age
of 18 and 31). In this demographic alone, viewership has dropped from 75% to 51% (Baker
2018)!
A recent Wall Street Journal-NBC poll indicates that the decline in NFL viewership can partly be
explained by three major factors: 1) Domestic assaults and police altercations by NFL players; 2)
Studies documenting the physical and mental toll the sport of football exerts on players--particularly the growing body of evidence linking sports related concussions to dementia; and 3)
Protests by NFL players during the pregame playing of the U.S. national anthem. As noted, there
is no way of determining whether the relatively recent decline in the popularity of the NFL is
temporary or a developing trend. Regardless, we believe that the NFL has justifiable reason for
alarm and that an investigation of this phenomenon is warranted from a marketing perspective.
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Further we believe that while the decline can be attributable to many factors, the three noted by
the WSJ-NBC poll serve as legitimate place to begin an investigation. The primary focus of this
paper, however, will be to study the impact the Anthem Protest has had on NFL viewership at
the college student level. Although we will not go into an empirical investigation of the first two
factors, we include a brief discussion of the two below:

Player Behavior & Perceived Violence of the Sport
Wan-Li and Tang (2010) indicate that fan affinity for any sport is highly dependent on two
factors: 1) The popularity of the sport within the greater culture, and 2) Fan identity with the
athletes who play the sport. The two appear to be directly linked since the popularity of a sport
within a given culture impacts the attractiveness of the sport for the culture’s best young athletes.
Similarly, young athletes not only attempt to emulate the behavior of each sport’s top
professional athletes, but over time become the base of fans for that sport in the future. Any
decline in the popularity of either the sport or that of its top athletes will thus negatively impact
participation at the grade school level---which in turn, impacts the future viability of the sport at
the professional level.
This dynamic can best be exemplified by baseball, the most popular America sport among all
races until the early sixties. Today the sport is now the favorite only among those 55 or older.
Although the sport itself has remained relatively consistent in terms of the rules and format of the
game, the culture has changed dramatically since baseball’s heyday (Putnam 1995). Rather than
the low-scoring, slower and more contemplative sport of baseball, fans in today’s culture prefer
faster paced, higher scoring sports such as football and basketball. For adults younger than 55,
even soccer (the world’s most popular sport) now garners more interest among American sports
fans than does baseball. Among African Americans in the prime male sports demographic,
baseball barely registers when compared to either basketball or football (Armour and Levitt
2017; Butts, Hatfield and Hatfield 2008). The relative paucity of African American players
currently on major league rosters (e.g. 7.7%) may thus account for at least some of the reason
enthusiasm for the sport among young black athletes has dampened while enthusiasm for both
football and basketball where blacks now dominate appears steady (e.g., African Americans
account for 75% of the players in the NBA and 64% in football). In 1981, for example, 22% of
those playing in the major league all-star game were African American while that number
declined to 4.6 % in 2017 (Canton 2017), further illustrating the influence professional athletes
have on young grade school athletes.
Many academic articles over the years have attempted to identify and then cluster sport fans
based on specific behaviors, emotional attributes, motivations and/or fan involvement levels (Da
Silva and Las Casas 2017; Sutton, McDonald, Milne, and Cimperman 1997). Other streams have
attempted to link fan involvement with various sport teams to their identification with the players
on each team (Wilson and Sparks, 1996; Watson and Collins 1982). Although fans are drawn to
teams for any number of social reasons, another component of support is thought to be linked to
fan identification with athletes of the same race and ethnicity (Fisher and Wakefield, 1998).
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Other studies mention aspects of the athlete’s character, likability and similarity of social
background as promoting fan identification with players.
While race is likely a factor in a fan’s ability to identify with the players---the importance of race
may be overstated---particularly since basketball and football are both dominated by African
American players while those who watch the sport are predominately white (i.e., roughly 65% of
the players in the NFL are black, and yet, NFL viewership is roughly 77% white:
http://spokesman-recorder.com/2014/03/06/nielsen-report-reveals-racial-divide-in-sports-mediaviewership/). Further, if similarity of race or ethnicity as the fan base is a factor in popularity,
then Tiger Woods would not have enjoyed the level of popularity he has during his career.
Interestingly, whatever is causing the downward spiral in viewership of televised NFL games
appears to be spreading to the College game. Unlike the NFL, however, the problem afflicting
college football is stadium attendance, which has declined for four consecutive years (Khan
2018). Ironically, the decline in home game attendance seems to be occurring at the same time as
many college stadiums have gotten larger. The drop in home game attendance at college games
doesn’t appear to have anything to do with the race or behavior of the players given that the
demographics of college football players appear to mirror those of the NFL. Hence, while
attendance at games appears to be declining, television viewing of college football games has
never been higher.
Additionally, if the race of the players was truly a component explaining declining NFL
viewership, then the decline ought to have occurred during the latter part of the previous
millennium when movies (e.g., such as 1999’s Any Given Sunday) tended to glamorize the
stereotypical, gangster like off-the-field excesses that supposedly “accurately” depicted the
lifestyles of NFL football stars. And yet, the popularity of the NFL (as measured by viewership)
rose during this period. Although many NFL athletes have run afoul of the law, the reality is that
most NFL players are no likely to commit violent crimes than the average fan who watches the
sport. To its credit, the NFL appears to have recognized that widespread violation of societal
mores adversely affects the image of the sport, and management has responded in kind. In recent
years, for example, the NFL has leveled huge penalties and shamed even the most prominent
athletes for domestic abuse violations. Just recently, Jamies Winston of the NFL’s Tampa Bay
Buccaneers has received a four game suspension due to a sexual abuse case he was involved in
with an Uber driver (http://www.espn.com/nfl/story/_/id/24175395/no-mural-jameis-winstontampa-bay-buccaneers-stadium).
Nonetheless, while those in the public eye (i.e., professional athletes) often face harsher scrutiny
than the anonymous abuser, the fact remains that the NFL’s strong response to this issue has
served to drastically reform the off-the field culture that often stimulated this type behavior.
From the authors’ perspective then, any decline in viewership due to the racial disparity existing
between players and fans is probably overblown. Since the previous culture of off-the-field
player violence appears to have been successfully addressed, the authors believe that a decline in
viewership based on the racial identity and player behavior is unsubstantiated.
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Physical Issues Associated with the Sport
One reason for believing that the popularity of the NFL may be trending downward permanently
has to do with the issue of brain injury. Unfortunately, while the NFL has taken this issue
seriously by implementing new safety guidelines (i.e., such as those against targeting to the head
of opposing players), the nature of the game itself is one of violence. Players themselves are not
only bigger and stronger, but they are faster and more athletic than at any time in the sport’s
history. Hence, even though the new safety rules do appear to be helping players avoid
concussions, there is little the NFL can do in the short run to convince interested outsiders that
the game is safe to play over the long haul. If not a brain injury, then surely some other life
altering injury. The risk of permanent neck, back, shoulder, and/or leg injury, at the NFL level, is
almost 100% (Boden, Tacchetti, and Cantu 2007).
Although the debilitating physical effects associated with long term player participation in
football have long been known and widely accepted, the neuroscience community can now
conclusively document the negative impact football has on the human brain. Relatively recent
findings from the field of neuroscience (i.e., studies that link the sport of football with dementia
and other emotional trauma in the case of many long-term participants) have not gone unnoticed
by a key but often overlooked influence---mothers of school age children. So called “soccer
moms” have been steering their children away from football and into sport alternatives perceived
to be less violent for the better part of two decades. This trend is especially pronounced among
young middle class white athletes, the majority of whom abandon football for other sports such
as baseball and soccer by the end of middle school (Kass, 2017). Given that the total number of
eligible young athletes participating in football, particularly at the high school level, has been
declining precipitously for at least a decade (Keilman 2017; Abreu, Edwards and Spradley
2016), one must conclude that the trend appears to be gaining momentum among all racial
categories.
As with violent off-the-field NFL player behavior, football’s association with brain injury does
appear to explain at least some of the recent decline in viewer interest at the professional level--although not as directly or as immediately as one might imagine. Indeed, some fans even decry
the new safety rules, indicating such absurdities as “the game is going soft,” with some actually
watching the sport because of its inherent violence. The true relationship between the potential
for brain injury and declining viewership therefore most likely lies with the Wan-li and Tang
(2010) premise linking declining participation with the sport itself, particularly among younger
middle class athletes. As the number of young athletes who leave the game (or never participate)
due to the threat of injury increases, fewer sports fans will have had the playing exposure that
often makes them lifelong fans of the sport. Hence, the current decline may simply be a function
of the number of millennials who abandoned the sport as children.

Purpose
As noted previously, the initial purpose of the current research was to investigate the effect of the
2017 NFL Player Anthem Protest on viewership of NFL games by (primarily) African American
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college students. The research began as a semester long group Marketing Research assignment.
The professor gave each group a choice of project topics, each of which was topical at the
beginning of the semester. The assignment included development of research questions, the
development of a survey instrument, sample selection and data collection, data analysis, and
finally, development and presentation of a research report that listed each group’s findings.
Because the findings from the first semester were reasonably interesting and tended to conform
to expectations, the professor gave the same topic to a second group the following semester.
The goal was to compare the results from the first semester project (Study 1) to the findings from
the second study. Study 2 included a sample of HBCU students as well as a sample from a
majority white college population. The second study began toward the end of the 2017 season
(during the playoffs) and so the effects of the Anthem Protest were still fresh in the minds of
students. The results of our findings are presented in the following sections.

Methodology
The methodology used to conduct this research involved collection of data using a paper survey
developed specifically for this project (see appendix). The project involved a convenience
sample collected from fellow college students at a well-known HBCU located along the Atlantic
Coast. Group members collected half the data from students who lived on campus (in
dormitories) as well as surveys administered to two Marketing Concepts classes (whose students
represent most of the school majors on campus). The first study includes a predominately
African American sample drawn from students enrolled at the HBCU while the second study
included a split sample of students from the same HBCU. It should be noted that the HBCU in
question is located in a state with an NFL franchise (i.e., Charlotte Panthers). Roughly 86% of
the students attending the HBCU reside in North Carolina. The majority white college sample
was drawn from a school located not far from New Orleans where the NFL Saints are located.
The demographics of the two studies will be presented in order.

First Study
Demographics:

•

Gender: Male = 37 (52.9%); Female = 33 (47.1%)

•

Race: The race of the sample was predominately black/African American. Of the 70
respondents, 65 (97.1%) classified themselves as black.

•

Age: The median age of the sample was 21 and the mean age was 22.4.

Although not completely representative of the general HBCU campus population, the first
study’s sample does appear to be to be representative of the population of African-American
college students who would be inclined to watch NFL games and/or would consider themselves
NFL sport fans. The topic generated a great deal of interest as most of the surveys were properly
completed. The survey included a comments section which added incite to the study. Although
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the sample slightly over represents males and the racial component of the school (actual black
representation is closer to 86% than 97%), the sample does appear representative of the typical
black college student who also happens to watch NFL games.

Results
Favorite Sport

The first set of survey items asked the respondent to rank his/her favorite sport. The results
indicate that the sample’s favorite sport is Basketball with 37 (52.9%) indicating the sport to be
their favorite sport and 35 (35.7%) indicating it as their second favorite sport. Football came in
second with 30 (42.9%) indicating football as their favorite sport and 39 (55.7%) indicating
football as their second favorite sport. Baseball came in a distant third with only 3 respondents
indicating baseball as their favorite sport and 6 indicating baseball as their second favorite sport.
Hence, the order of sports preference for the sample was Basketball, Football, and Baseball.
Football

Frequency Percent

Valid Percent Cumulative Percent

Valid 1.00

30

42.9

42.9

42.9

2.00

39

55.7

55.7

98.6

3.00

1

1.4

1.4

100.0

100.0

100.0

Total 70

Basketball

Frequency Percent

Valid Percent Cumulative Percent

Valid 1.00

37

52.9

52.9

52.9

2.00

25

35.7

35.7

88.6

3.00

8

11.4

11.4

100.0

100.0

100.0

Total 70
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Baseball

Frequency Percent

Valid Percent Cumulative Percent

Valid 1.00

3

4.3

4.3

4.3

2.00

6

8.6

8.6

12.9

3.00

61

87.1

87.1

100.0

100.0

100.0

Total 70
Exhibit 4: Favorite Sport
Favorite Athlete

The first study’s sample of favorite athletes, ranked from 1-5 were as follows:
1. LeBron James (Basketball) with 22 1st place votes
2. Steph Curry (Basketball) with 19 1st place votes
3. Kevin Durant (Basketball) with 8 1st place votes
4. Collin Kaepernick (Football) with 7 1st place votes
5. Russell Westbrook (Basketball) with 4 1st place votes
Not surprisingly, the top three favorite athletes from the sample were basketball players.
Basketball players held 4 of the top 5 favorite athlete positions. Interestingly, the favorite
football player/athlete was Collin Kaepernick. By comparison, the second favorite football
player mentioned was Tom Brady with four 1st place votes. Cam Newton of the Charlotte
Panthers (the school is in the state where the team is located) was ranked 13th behind Odell
Beckham Jr. at #9.

Factor Analysis
Factor Analysis was conducted on the sections of the survey that included Likert type scale
items. Each of the items was coded from 1=strongly disagree to 5=strongly disagree. Individuals
who circled lower numbers therefore disagreed with the statements as written (unless reverse
coded such as item 10 below). Factor analysis revealed six factors with eigenvalues greater than
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1. The six factors accounted for 69.23% of the explained variance but only the first factor had at
least 2 items loading on a single factor. The first factor explained 36.7% of the variance. The
item statements loading on the first factor are as follows:
•

Item 2. Athletes who sit during the playing of the national anthem are ruining the game
for me.

•

Item 3. I have less interest in watching games now that the players are protesting.

•

Item 7. By kneeling during the playing of the national anthem, professional athletes are
disrespecting anyone who is serving or has served in the military.

•

Item 8. I will no longer watch any games in which professional athletes protest during the
national anthem.

•

Item 9. I will no longer support any of the teams that protest during the national anthem.

•

Item 10. Those professional athletes who protest during the playing of the national
anthem have every right to use professional games as a platform to air their complaints.

•

Item 12. If this form of protest spreads to all sports, I will quit watching all their games.

•

Item 13. I would not support any protest during the playing of the national anthem even it
happens during the regular season of my favorite sport.

•

Item 15. If this trend spreads to other sports, I will be done with all of them.

•

Item 16. If my favorite athlete protested during the playing of the national anthem, I
would still like that athlete.

•

Item 17. If my favorite athlete protested during the playing of the national anthem, I
would be less likely to purchase any brand he endorses.

•

Item 18. I would lose all respect for my favorite athletes if s/he protested during the
playing of the national anthem.

Total Variance Explained

Initial Eigenvalues
Component Total

Extraction Sums of Squared Loadings

% of Variance Cumulative % Total
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% of Variance Cumulative %

1

7.726

36.793

36.793

7.726

36.793

36.793

2

1.812

8.628

45.421

1.812

8.628

45.421

3

1.624

7.733

53.154

1.624

7.733

53.154

4

1.252

5.963

59.117

1.252

5.963

59.117

5

1.109

5.280

64.397

1.109

5.280

64.397

6

1.014

4.830

69.228

1.014

4.830

69.228

7

.960

4.570

73.797

8

.846

4.030

77.827

9

.833

3.969

81.796

10

.699

3.326

85.122

11

.537

2.558

87.680

12

.488

2.325

90.005

13

.474

2.258

92.263

14

.428

2.039

94.303

15

.319

1.518

95.820

16

.261

1.245

97.065

17

.190

.903

97.968
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18

.178

.849

98.817

19

.138

.655

99.472

20

.076

.361

99.833

21

.035

.167

100.000

Extraction Method: Principal Component Analysis.
Rotated Component Matrixa
Component
1

2

3

4

5

Sport1

.664

Sport2

.915

Sport3

.719

Sport4

.672

Sport5

.658

Sport6

.513

Sport7

.718

Sport8

.757

Sport9

.773
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6

Sport10

.610

Sport11

.577

Sport12

.811

Sport13

.798

Sport14
Sport15

.745
.799

Protest16 .614
Protest17 .706
Protest18 .813
Protest19

.796

Protest20

.662

Protest21

.798

Extraction Method: Principal Component Analysis.
Rotation Method: Quartimax with Kaiser Normalization.
a. Rotation converged in 11 iterations.
Exhibit 5a and 2b: Factor Analysis
The reliability of the scale items for the above factor was (Cronbach’s Alpha) .918. Since the
reliability of the above factor is very high, no items were deleted. The items in the scale were
subsequently recoded into a single factor labeled: PROTEST
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Reliability Statistics
Cronbach's
Alpha

N of Items

.918

11

Exhibit 6

Study I Testable Hypotheses
Using the factor PROTEST, the authors tested whether one’s attitude toward the protest would
differ based on one’s stated sport preference.
H1: The first hypothesis is the null (indicating in advance that we didn’t believe that attitude
toward the protest would vary based on one’s favorite sport). In other words, the expectation
was that there would be no difference in the attitude toward the Anthem Protest between those
who preferred basketball and those who preferred football. This belief was based on Fisher and
Wakefield’s (1998) indication that race plays a role in fan identification with players. Because
the race of the students in the sample tends to mirror that of the majority of the players in both
the NBA and NFL, there is no reason to believe that the sport itself will have any effect on one’s
opinion of the protest. Hence:
H1: There will be no difference between basketball fans and football fans regarding their attitude
on the NFL Protest.
Group Statistics
Favorite

N

Mean

Std. Deviation Std. Error Mean

Protest Football

30

1.5879

.78593

.14349

Basketball 37

1.3784

.60739

.09985
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Exhibit 7a T-Test and 4b
Based on the low relative means above, it is clear that the sample tended to disagree with the
Protest statements in general (i.e., indicating that that most respondents were not influenced by
the anthem protests in terms of their attitude toward watching the respective sport as well as
toward the athletes who participated in the protests). Interestingly, fans of basketball, whose
athletes did not participate in the protests to the same extent as their NFL counterparts, tended to
disagree more with the statements comprising the Protest factor (mean=1.37) than did Football
fans (mean=1.587). Nonetheless, both sets of fans tended to disagree with these statements,
indicating that the player protests had no impact on their viewership.
H1 Finding
There was no significant difference between basketball and football fans in regards to the protest.
The 2 –tailed sig. between the two groups was .223 (>.05). Hence, we accept the hypothesis that
there is no difference between basketball and football fans on the protest variable.
H2: Our second hypothesis relates to whether individuals would be less likely to support an
athlete based on his decision to support the protests. Because Colin Kaepernick was selected as
the favorite football player among a list of famous football players, there is no reason to believe
that the football fans drawn from this particular sample would be less favorably disposed toward
this athlete than the other athletes listed (i.e., Kaepernick was the fourth most popular athlete
listed). Hence, our second hypothesis is as follows and was tested using ANOVA:
H2: There will be no significant difference between favorability of athletes based on whether the
athlete was involved in the protest.
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Exhibit 8
H2 Finding
We ran ANOVA to determine whether one’s opinion of the athlete related to an item on the
survey that measured one’s attitude toward the protests. Our findings indicate that there was no
significant difference between respondents’ favorability of LBJ, Curry, and Kaepernick based on
one’s attitude toward the protest. Our findings indicate that the protest factor did not appear to
impact the sample’s attitude toward individual athletes, including Colin Kaepernick, the
instigator of the protests. Hence, our second hypothesis is accepted.
H3a and H3b: Our final two hypotheses are based on the two survey items listed below:
Final 1 = On a scale of 1-5 with 1 = I am never going to watch again to 5 = I will definitely
continue to keep watching; please circle the response that best indicates your intentions to watch
future games if these protests continue.
1

2

3

4

5

Final 2 = On a scale of 1-5 with 1 = I am never going to support this athlete again if s/he protests,
to 5 = I will definitely continue liking this athlete even if s/he protests, please circle the response
that best indicates your intentions to like and support your favorite athletes if these protests
continue.
1

2

3

4

5

Hypothesis 3A and 3B are as follows:
H3A: There will be no difference between Basketball and Football fans in terms of how they
address the issue of watching future games against the backdrop of the protests.
H3B: There will be no significant difference between Basketball and Football fans in terms of
their support for their favorite athletes against the backdrop of the protests.
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Exhibit 9a and 6b
H3a and H3b Finding
The means of both basketball and football fans were relatively high. However, basketball fans
tended to indicate higher means for both variables (Final 1= anticipated future games watched
and Final 2=support for athletes). Hypothesis 3A is supported. The significance level was .152,
indicating there is no significant difference in the number of games football and basketball fans
intended to watch when considering the effect of the protest.
Hypothesis 3B is rejected. While almost a moot point since the protest movement was largely
confined to the NFL, basketball fans appeared more supportive of their athletes than football
fans, particularly in terms of supporting players who engaged in the protest. While the level of
support among both groups of fans is high based on the group means, there is a significant
difference between basketball and football fans at the .035 level (<.05), suggesting that the
sample of basketball fans is both highly supportive of NBA players, and they care less about the
impact of the protests than football fans.

Regression
Our final test involved regression analysis. We ran a regression to determine which factors might
be significant in predicting how a respondent answered the following dependent variable:
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Final 1 = On a scale of 1-5 with 1 = I am never going to watch again to 5 = I will definitely
continue to keep watching; please circle the response that best indicates your intentions to watch
future games if these protests continue.
1

2

3

4

5

Our independent variables are as follows:
Gender; Age; Favorite (Sport); Favorite (Athlete); and, attitude toward the Protest.
Results of regression findings are shown in the tables below as below:
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Exhibit 10a, 7b, and 7c

Finding from Regression
The only significant variable that would predict how a person would answer the question related
to intentions to watch future games is the independent variable: Protest. The findings suggest
that one’s attitude toward the protest would be indicative of one’s intentions to watch future
games. If one agrees with the protest (as this sample obviously did), then one is likely to indicate
that they will continue watching games. If one disagrees with the protests, then one is less likely
to watch games in the future.

Second Study
Demographics (Combined Sample):

The second study included 73 respondents from the HBCU sample and 70 respondents from the
generic regional college sample (HBCU=73 or 50.7%; Gen=70 or 48.6%). When combining the
two school samples, the overall gender breakdown was 71 males (49.3%) and 73 females
(50.7%). The race component of the combined sample was as follows:
•

White: 43.1% (n= 62)

•

Black: 53.5% (n=77)

•

Hispanic and Asian (combined): 3.5% (n=5)

Demographics by Separate School Sample:

School 1(HBCU)
•

Sex: Male = 38 (52.1%); Female= 35 (47.9%)

•

Race: White = 5 (6.8%); Black = 65 (89%); Other = 3 (4.2%)

School 2 (GEN)
•

Sex: Male = 33 (46.5%); Female = 38 (53.5%)

•

Race: White = 57 (80.3%); Black = 12 (16.9%) Hispanic = 2 (2.8%)

Broken down by school, the second study HBCU sample is predominately black (89%) while the
Generic college sample is predominately white (80.3%). The HBCU sample slightly over
represents males (52.1% versus 47.5% for the campus) while the Generic college sample appears
to be more reflective of the actual gender breakdown of the school (i.e., females (53.2%).
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Favorite Sport (Combined Sample with n=144):

•

#1=Football @ n=66 (or roughly 46%)

•

#2=Basketball @ n=38 (or roughly 27%)

•

#3=Other Sport @ n=28 (or roughly 20%)

•

#4= Baseball @ n= 8 (or roughly 6%).

Favorite Sport by School:

School 1 (HBCU n=73): 1st = Football (n=30 @41.1%); 2nd= Basketball (n=29 @ 39.7%);
3rd=Other (n=13 @ 17.8%) and 4th = Baseball (n=1 @ 1.4%)
School 2 (GEN n=70): 1st = Football (n=36 @ 50.7%); 2nd = Basketball (n=9 @12.7%); 3rd
=Other (n=15 @ 21.1%); 4th = Baseball (n=7 @ 9.9%)
Both the overall combined sample for Study 2 as well as segregated by individual schools ranked
football as the favorite sport and basketball as the second most favorite. Baseball appears to rank
significantly higher among individuals in the Generic College but still ranks quite low in relation
to the favorability of the other two sports.
Other Facts

•

The average number of NFL games watched each week, by the respondents in the
combined sample was 2.7

•

The average number of NFL games watched each season, by the respondents in the
combined sample was 13.1

•

The average number of NFL games watched each week, by the respondents from the
HBCU sample was 2.7

•

The average number of NFL games watched each week, by the respondents from the
Generic sample was 2.2

•

The average number of NFL games watched each season, by the respondents from the
HBCU sample was 14.3

•

The average number of NFL games watched each season, by the respondents from the
Generic sample was 11.4
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Factor Analysis
As with Study 1, factor analysis was conducted on the sections of the survey that included Likert
type scale items. We selected items specifically related to the Protest movement (items 1, 2, 10,
11, 12, and 13) to determine if a true factor would emerge. Each of the items were coded from
1=strongly disagree to 5=strongly disagree (items 10-13 were recoded). Factor analysis (using
Varimax Rotation) revealed 2 factors accounting for 62.4% of the explained variance. Only one
of the protest factors had more than 2 items loading on a single factor and we therefore include
only that factor (explaining 41.7% of the variance). The second set of item statements related to
safety and/or violence issues.
Factor 1: Protest
The items loading on factor 1 are as follows:
•

I don’t watch the NFL as much as I used to due to the anthem protest.

•

The anthem protest in the NFL is the reason I don’t watch the NFL as much as I used to.

•

10. The NFL player protests have made it too uncomfortable for me to watch.

The first factor relates to some of the protest oriented reasons for not watching. The CA for the
three item scale was .769 (eliminated item 13). The items were recoded into a single factor
labeled: Protest
Factor 2: Safety/Violence Associated with the game
The items loading on factor 2 are as follows:
•

3. The NFL has become too violent for me to enjoy watching.

•

4. I have difficulty watching the NFL because of all the violent plays.

•

There should be more rules regarding safety in the NFL.

The second three factor items appear to refer to safety issues related to the sport itself. The CA
for the three item scale was .695. The 3 items were recoded into a single factor labeled: Safety.
Since no subsequent factors emerged from further effort, the next section involves hypothesis
testing.
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Exhibit 11a (Factor 1=Protest) and 8b (Factor=2 Safety)
Study 2 Testable Hypotheses
Using the factors PROTEST and SAFETY, the authors tested whether one’s attitude toward the
protest and issues of safety would differ based on what school one attends.
H4: The first hypothesis of the second study is H4, which write in the null sense because we
don’t believe that attitude toward the protest or issues of safety would vary based on the
respondent’s school. Hence,
H4: There will be no difference between the HBCU sample and the Generic College sample on
whether the Anthem Protest impacts NFL viewership.
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Exhibit 12a T-Test and 9b
H4 Finding
Both set of respondents tended to disagree with the Protest statements in general (i.e., indicating
that that most respondents were not influenced by the anthem protests in terms of their attitude
toward watching the NFL games). The mean for the Protest factor among HBCU students is 2.12
and 2.29 for the Generic School. Further, there was no significant difference between the
schools in regards to the protest variable with the 2 –tailed sig. between the two groups being
.343 (>.05). Hence, we accept the hypothesis that there is no difference between school samples
based on the protest variable.
H5: Our second hypothesis from the second study relates to safety issues. Rather than test by
school, we now test based on SEX. The combined sample was used to determine whether an
individual’s gender will impact viewership based on safety issues and the violence associated
with the game. In general, we believe that safety/violence issues should make a difference in
viewership, with females being less likely to watch games due to the violence than their male
counterparts.
H5: Females will be more influenced by safety issues than males when it comes to NFL
viewership issues.
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Exhibit 13a and 10b
H5 Finding
Based on differences in the means of the two genders, males disagreed with the statements
related to Safety to a greater extent than females. The mean for males on this factor = 1.66 and
the mean for females = 2.1. The issue of the safety of the sport does differ by gender @ .000.
Hence, the second hypothesis (H5) is supported.

Regression
Our final test involved regression analysis. We ran a regression to determine which. If any,
factors might be significant in predicting how a respondent answered the following dependent
variable:
On a scale of 1-5 with 1 = no impact at all in terms of my decision to watch NFL games, to 5 =
very great impact on whether I watch NFL games, I would say that the NFL Players’ anthem
protests last season had:
1

2

3

4

5

Our independent variables include Sex, School, Safety, Protest, and Race.
Our findings are as below:

544

Exhibit 14a, 11b, and 11c
Finding from Regression
The overall model is significant in terms of predicting how one would answer the variable
question Impact (which has to do with watching future games). As with study 1, the only
significant variable predicting how a person might answer the question related to intentions to
watch future games is the independent variable: Protest. The findings suggest that one’s attitude
toward the protest would be indicative of one’s intentions to watch future games. If one agrees
with the protest (as this sample obviously did), then one is likely to indicate that they will
continue watching games. If one disagrees with the protests, then one is less likely to watch
games in the future. Hence, the second study findings closely align with the findings from the
first study, even when including a sample involving a majority of white students.

Conclusion and Recommendation
The findings from the first study tend to support our original theory that support for the protest
among our sample would be relatively high, that the protests would not impact viewership (i.e.,
the number of games watched by our sample would not decrease as a result of participating in
the Anthem protest), and that the protest, if anything would increase the social status of the
athletes involved. This seems to be what the research from the first study indicates. The second
study appears to suggest that the protests have had little impact on student viewership behaviors.
While there may be a slight difference in the attitude of the race of students toward the protest
movement, the race itself does not appear to be a factor in terms of whether a person will watch
future games based on the protest. In fact, the number of games watched during the 2017 season,
by either whites or blacks does not appear to have been affected by the protest.
The primary weakness in the study is its lack of generalizability. The vast majority of the
respondents were college students and obviously younger than to the average NFL fan.
Nonetheless, the findings appear to be supported from other initial studies on the same topic
conducted in the follow-up semester. While the questions addressed below were not addressed in
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the two studies we conducted, it does appear (if one observes some of the responses that are not
reflected in the analysis but which appear on the survey) our findings do appear to provide at
least a modicum of support for the Piquero and Piquero (2017) study (whose findings are noted
below):
•

Is kneeling during the national anthem appropriate? 90 percent of black respondents
agree/strongly agree, 38 percent of non-black respondents agree/strongly agree.

•

Is raising a fist in the air appropriate? 88 percent of black respondents agree/strongly
agree, 32 percent of non-black respondents agree/strongly agree.

•

Is sitting during the national anthem appropriate? 73 percent of black respondents
agree/strongly agree, 22 percent of non-black respondents agree/strongly agree.

•

Should the NFL punish players who protest? 100 percent of black respondents
disagree/strongly disagree, 25 percent of non-black respondents disagree/strongly
disagree.

•

Should NFL owners punish players who protest? 100 percent of black respondents
disagree/strongly disagree, 29 percent of non-black respondents disagree/strongly
disagree.

The study does provide at least some consolation to the NFL regarding the impact of the NFL
Player Anthem Protest on viewership. The results seem to indicate that viewership patterns
among most college students were not impacted by the protest of 2017. Further, if anything, last
season’s protest by the players appears to have garnered a wide degree of support among the
African American college students we surveyed. These findings appear congruent with the
findings of the Wang-Lin and Tang (2010) study indicating that sports fan viewership to be
partially promoted by fan identity with the athletes involved in the sport. Our study seems to
support that finding. It does not, however, answer the most important question now facing NFL
management, which is: Is the decline in viewership permanent? Future efforts involving a more
generalizable sample would obviously aid in addressing this rather perplexing issue.
References:
Abreu, M, Edwards, W. and Spradley, B.D. (2016): “The War against Concussions,” The
Sports Journal. 19, February 12.
Armour, M. and Levitt, D.R. (2017): “Baseball Demographics 1947-2016,” Society for
American Baseball Researchhttps://sabr.org/bioproj/topic/baseball-demographics-1947-2012

546

Baker, J. (Feb 2, 2018): Daily News http://www.nydailynews.com/sports/football/nflcore-fans-rapidly-losing-interest-league-poll-article-1.3794871 NFL’s core fans rapidly losing
interest in league: poll.
Bell, G. (May 23, 2018): The News Tribune
http://www.thenewstribune.com/sports/article211743739.html NFL Approves Bew Anthem
Policy----and It’s Already Creating More Anger.
Boden, B. Tacchetti, R., and Cantu (2007): “Catastrophic head Injuries in High School
and College Football Players,” The American journal of Sports Medicine, 35 (7), 1076-1081.
Butts, F., Hatfield, L. and Hatfield, L. (2008): “African-Americans in College Baseball,”
The Sport Journal, 19 (March 14),
Canton, D. (2017) U.S. News https://www.usnews.com/opinion/op-ed/articles/2017-0710/3-reasons-for-the-declining-percentage-of-black-baseball-players-in-the-mlb, Where Are All
the Black Players? July 10.
Da Silva, E. C. and Las Casas, A. L. (2017): “Sport Fans as Consumers: An Approach to
Sport Marketing,” British Journal of Marketing Studies, 5, 4, pp.36-48, April, 36-48.
ESPN (July 24, 2018) http://www.espn.com/nfl/story/_/id/24175395/no-mural-jameiswinston-tampa-bay-buccaneers-stadium. Report: Bucs won’t have Mural of Jameis Winston at
Stadium.
Fisher, R. and Wakefield, K. (1998): “Factors Leading to Group Identification: A Field
Study of Winners and Losers,” Psychology and Marketing, 15(1), 23-40.
Kahn, S. (Feb 13, 2018): ESPN http://www.espn.com/collegefootball/story/_/id/22422239/college-football-attendance-declines-2017, College Football
Attendance Dropped for the Fourth Consecutive Season
Kass, J. (September 9, 2017): Chicago Tribune
http://www.chicagotribune.com/news/columnists/kass/ct-football-concussions-youth-kass-met0906-20170905-column.html, Death of NFL Inevitable as Middle Class Abandons the Game
Keilman, J. (Sept 5, 2017): The Chicago Tribune
http://www.chicagotribune.com/news/local/breaking/ct-football-youth-decline-met-20170904story.html Youth Football Participation Declines as Worries Mount About Concussions, CTE.
MSR Online (March 6, 2014): http://spokesman-recorder.com/2014/03/06/nielsen-reportreveals-racial-divide-in-sports-media-viewership/ Nielsen Report Reveals Racial Divide in
Sports Media Viewership.
Norman, J. (January 4, 2018): Gallop http://news.gallup.com/poll/224864/footballamericans-favorite-sport-watch.aspx Football Still Americans' Favorite Sport to Watch.
Pena, V. (2017): “Taking a Stand by Kneeling: An Analysis of National Anthem Protest
Coverage.” DigitalCommons@University of Nebraska – Lincoln.
Piquero, A., Intravia, J., and Piquero, N. (2017): “The Racial Divide Surrounding United
States of America National Anthem Protests in the National Football League.” Journal of
Deviant Behavior (online Nov. 14).
547

Putnam, R.D., (1995): “Bowling Alone: America’s Declining Social Capital,” Journal of
Democracy, 6 (1), 65-71.
Stites, A, (May 24m 2018): SBNation https://www.sbnation.com/2018/5/21/17366738/nflmeeting-league-2018-recap-may-vote-rule-proposals Here’s Everything You Need to Know
About What Happened at the NFL’s 2018 Spring League Meeting.
Sutton, W. A., McDonald, M., Milne, G. and Cimperman, J. (1997): “Creating and
Fostering Fan Identification in Professional Sports,” Sport Marketing Quarterly, VI (1), 15-22.
Walsh, C. (2017) “Harvard Scholars Deconstruct the Questions at the Heart of the
Recent NFL Protests,” https://news.harvard.edu/gazette/story/2017/10/harvard-scholarsdeconstruct-the-questions-at-the-heart-of-protests-involving-national-anthem/
Wan-Ling, A. and Tang, L. R. (2010): “Factors Motivating Sports Broadcast Viewership
with Fan Identification as a Mediator,” Social Behavior and Personality 38(5), 681-690.
Watson, G. and Collis, R. (1982): “Adolescent Values in Sport: A Case of Conflicting
Interests,” International Review of Sport Sociology 17 (1982): pp. 73-90.
Wilson, B. and Sparks, R. (1996): “It’s Gotta be the Shoes: Youth, Race, and Sneaker
Commercials,” Sociology of Sport Journal, 13(4), 398-427.

Keywords: NFL Anthem Protest; Colin Kaepernick; NFL Football; Injuries associated with
football
Relevance to Marketing Educators, Researchers, and Practitioners:
The NFL iis one of America;s most popular and recognizable brands. While thie NFL has
traditionally been popular among sports fans in the prime sports consumer demographic,
viewership has been declining in recent years among this very valuable group (males between
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Appendices
Study 1 Survey
NFL Anthem Controversy

This survey is part of a class project for students enrolled in the Marketing Research class
(MKTG 444) at the _________ College of Business. Students are required to develop their own
survey and then collect and analyze data. The purpose of the survey is to measure the attitude
and perceptions of ___________ students regarding NFL players kneeling during the playing of
the national anthem. In other words, the survey will help us determine what individuals think
about the protest, the purpose of the protest, and how important sports may be to individuals
enrolled on this campus.
You should understand that the identity of all respondents (i.e., anyone who takes the survey)
will be held strictly confidential. We are not interested in the identity of those who complete the
survey, but rather, in the collective responses of everyone who completes the survey. Hence, do
not put your name on the survey, but please insure that you circle all the items in each section.
We appreciate your cooperation!
Section 1
Please rank the following professional sports in order of preference with 1= top choice, 2= 2
choice, 3= 3 choice.

nd

rd

______Football ______Basketball ______Baseball
Section 2
Please rank your top five current Male athletes (of those listed) in order of preference (with 1=
most favorite, 2=2 ; 3=3 choice, etc.):
nd

rd

________LeBron James
________Stephen Curry
________Rob Gronkowski
________Kevin Durant
________Russell Westbrook

549

________Tom Brady
________Deshaun Watson
________JJ Watt
________Odell Beckham Jr.

.

________Cam Newton
________Aaron Judge
________Jose’ Atuve
________Mike Trout
________Bryce Harper
________Colin Kaepernick
Please list your 3 favorite professional teams in order of preference
Team ______________ sport _____________
Team ______________ sport _____________
Team ______________ sport _____________
Section 3
1. On a scale of 1 to 5 with 1= not important at all to me/don’t participate in sports; to 5 = very
important to me/actively engage in sport activities, how would you rate your emotions/attitude
toward your own participation in sport activities (i.e., do you actively engage in some sort of
sport activity)?
1

2

3

4

5

2. On a scale of 1 to 5 with 1= not important at all to me; to 5 = very important to me, how
would you rate your emotions/attitude toward watching sports in general?
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1

2

3

4

5

3. On a scale of 1 to 5 with 1= not important at all to me; 5 = very important to me, how would
you rate your emotions/attitude toward watching your favorite sport?
1

2

3

4

5

4. On a scale of 1 to 5 with 1= not important at all to 5 = very important, how would you rate
your emotions/attitude toward watching your favorite sports stars?
1

2

3

4

5

Section 4
Given that some athletes (particularly in the NFL) have chosen to sit as a form of protest during
the playing of the national anthem, we are interested in your opinion of whether this type protest
has affected your feelings toward the sport.
Please use the following scale: 1 = I strongly disagree with the statement, to 5= I strongly agree
with the statement, when circling a response.
1. I don’t think professional games are an appropriate venue for protesting
1

2

3

4

5

2. Athletes who sit during the playing of the national anthem are ruining the game for me.
1

2

3

4

5

3. I have less interest in watching games now that the players are protesting.
1

2

3

4

5
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4. The sport protests have not affected my enjoyment of watching the games.
1

2

3

4

5

5. I am in full agreement with the protest of the anthem during games.
1

2

3

4

5

6. I am more likely to watch games now because of these protests.
1

2

3

4

5

7. By kneeling during the playing of the national anthem, professional athletes are disrespecting
anyone who is serving or has served in the military.
1

2

3

4

5

8. I will no longer watch any games in which professional athletes protest during the national
anthem.
1

2

3

4

5

9. I will no longer support any of the teams that protest during the national anthem.
1

2

3

4

5

10. Those professional athletes who protest during the playing of the national anthem have every
right to use professional games as a platform to air their complaints.
1

2

3

4

5
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11. While I think athletes have every right to protest the anthem, I do not intend to watch them
do it.
1

2

3

4

5

12. If this form of protest spreads to all sports, I will quit watching all their games.
1

2

3

4

5

13. I would not support any protest during the playing of the national anthem even it happens
during the regular season of my favorite sport.
1

2

3

4

5

14. This issue does not affect my decision to watch a sporting event one way or another.
1

2

3

4

5

15. If this trend spreads to other sports, I will be done with all of them.
1

2

3

4

5

Section 5
The following section lists a series of statements that address your attraction for your favorite
sports athletes, given that some athletes (particularly in the NFL) have chosen to sit as a form of
protest during the playing of the national anthem.
We are interested in your opinion as to whether this form of protest has affected your attitude
toward your favorite athletes.
Please use the following scale: 1 = I strongly disagree with the statement, to 5= I strongly agree
with the statement, when circling a response.
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16. If my favorite athlete protested during the playing of the national anthem, I would still like
that athlete.
1

2

3

4

5

17. If my favorite athlete protested during the playing of the national anthem, I would be less
likely to purchase any brand he endorses.
1

2

3

4

5

18. I would lose all respect for my favorite athletes if s/he protested during the playing of the
national anthem.
1

2

3

4

5

19. I like athletes based on what they do while playing---and so whatever they do while not
actually playing does not impact my opinion of them.
1

2

3

4

5

20. I don’t associate what a team does with what my favorite player does.
1

2

3

4

5

21. I pull for teams based on whether I like the players.
1

2

3

4

5

Demographics
Sex: _________Male __________Female
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Race:
White_____
African American_____
Hispanic/Latino_____
Asian/Pacific Islander_____
Native American _____
Other_____
Age: _____

Please use the following scale to answer the final questions:
On a scale of 1-5 with 1 = I am never going to watch again to 5 = I will definitely continue to
keep watching; please circle the response that best indicates your intentions to watch future
games if these protests continue.
1

2

3

4

5

On a scale of 1-5 with 1 = I am never going to support this athlete again if s/he protests, to 5 = I
will definitely continue liking this athlete even if s/he protests, please circle the response that
best indicates your intentions to like and support your favorite athletes if these protests continue.
1

2

3

4

5

Any Comments? Otherwise, Thanks for your participation!
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Study 2 Survey
Sports Marketing Survey
The following survey has been developed as a learning tool for students enrolled in the
Marketing Research class at NCAT. The purpose of this project is to determine the impact that
the athlete anthem protest has had on attendance and/or interest in the sport of football.
The identity of each respondent (i.e., anyone who takes the survey) will be held strictly
confidential. Hence, do not put your name on the survey, but please, insure that you circle a
response on all the items in each section.
We appreciate your cooperation!

Section 1
The purpose of this section is to understand how long you’ve been a fan of a given sport and
your level of involvement with the sport.
Please check how long you have been watching professional sports in general.
____ 1 year ____2 years _____3 years ____4 years ____5 or more years ____I don’t watch
professional sports.
On a scale of 1 = not important at all, to 5 =very important, please rate how important watching
professional sports in general is to you.
1

2

3

4

5

Please check how long you have been watching your favorite professional sport.
____ 1 year ____2 years _____3 years ____4 years ____5 or more years ____I don’t watch
professional sports
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On a scale of 1 = not important at all, to 5 =very important, please rate how important watching
your favorite professional sport is to you.
1

2

3

4

5

Section 2
What is your favorite professional sport to watch/follow? _______________
Who is your favorite athlete? _________________
What is your favorite professional sports team? __________________
Section 3
Please circle the response that best matches the extent to which you agree or disagree with each
of the following statements, with 1 = Strongly Disagree, 2= Disagree, 3= Neutral, 4= Agree, 5=
Strongly Agree with the statement.
1. I don’t watch the NFL as much as I used to due to the anthem protest.
1

2

3

4

5

2. The anthem protest in the NFL is the reason I don’t watch the NFL as much as I used to.
1

2

3

4

5

3. The NFL has become too violent for me to enjoy watching.
1

2

3

4

5

4. I have difficulty watching the NFL because of all the violent plays.
1

2

3

4

5

5. There should be more rules regarding safety in the NFL.
1

2

3

4

5

6. I think the new player safety rules make the sport more interesting to watch.
1

2

3

4

5

7. The new player safety rules have made the NFL soft and less interesting to watch.
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1

2

3

4

5

9. I have stopped watching the NFL because of all the politics involved.
1

2

3

4

5

10. I don’t think sports should involve politics.
1

2

3

4

5

11. The NFL player protests have made it too uncomfortable for me to watch.
1

2

3

4

5

12. The NFL protests have made me want to support the players and tune in even more.
1

2

3

4

5

13. I stopped watching the NFL more for other reasons than just the anthem protests.
1

2

3

4

5

14. The anthem protests have had no impact at all on whether I watch or don’t watch NFL
games.
1

2

3

4

5

15. I basically watched as many games last season as I did during any other season.
1

2

3

4

5

Demographics
Gender: _________Male __________Female
Race ______White _____Black _____Hispanic _____Asian _____Other
Please use the following scale to answer the final questions:
On a scale of 1-5 with 1 = no impact at all in terms of my decision to watch NFL games, to
5 = very great impact on whether I watch NFL games, I would say that the NFL Players’ anthem
protests last season had:
1
2
3
4
5
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Approximately how many NFL games do you watch each week during the season?
________________
Approximately how many NFL games did you watch (totally) last season?
___________________?
Did you play a sport in high school ____Yes ____No
Are you still actively involved in that same sport(s) either at the college level or in some other
capacity (recreational league, etc.) ____Yes ____No
Please add any comments you wish to make in the space below. We appreciate your input!

Thanks for your participation
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Appendices (Cont.)

Study 1 Figures/Tables

Exhibit 1: Favorite Sport
Football
Frequency Percent

Valid Percent Cumulative Percent

Valid 1.00

30

42.9

42.9

42.9

2.00

39

55.7

55.7

98.6

3.00

1

1.4

1.4

100.0

100.0

100.0

Total 70

Basketball
Frequency Percent

Valid Percent Cumulative Percent

Valid 1.00

37

52.9

52.9

52.9

2.00

25

35.7

35.7

88.6

3.00

8

11.4

11.4

100.0

100.0

100.0

Total 70

560

Baseball
Frequency Percent

Valid Percent Cumulative Percent

Valid 1.00

3

4.3

4.3

4.3

2.00

6

8.6

8.6

12.9

3.00

61

87.1

87.1

100.0

100.0

100.0

Total 70

Study 1
Exhibit 2a: Factor Analysis
Total Variance Explained
Initial Eigenvalues

Extraction Sums of Squared Loadings

Component Total

% of Variance Cumulative % Total

% of Variance Cumulative %

1

7.726

36.793

36.793

7.726

36.793

36.793

2

1.812

8.628

45.421

1.812

8.628

45.421

3

1.624

7.733

53.154

1.624

7.733

53.154

4

1.252

5.963

59.117

1.252

5.963

59.117

5

1.109

5.280

64.397

1.109

5.280

64.397
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6

1.014

4.830

69.228

1.014

7

.960

4.570

73.797

8

.846

4.030

77.827

9

.833

3.969

81.796

10

.699

3.326

85.122

11

.537

2.558

87.680

12

.488

2.325

90.005

13

.474

2.258

92.263

14

.428

2.039

94.303

15

.319

1.518

95.820

16

.261

1.245

97.065

17

.190

.903

97.968

18

.178

.849

98.817

19

.138

.655

99.472

20

.076

.361

99.833

21

.035

.167

100.000

Extraction Method: Principal Component Analysis.
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4.830

69.228

Study 1
Exhibit 2b: Factor Analysis
Rotated Component Matrixa
Component
1

2

3

4

5

Sport1

.664

Sport2

.915

Sport3

.719

Sport4

.672

Sport5

.658

Sport6

.513

Sport7

.718

Sport8

.757

Sport9

.773

Sport10

.610

Sport11

.577

Sport12

.811

Sport13

.798
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6

Sport14
Sport15

.745
.799

Protest16 .614
Protest17 .706
Protest18 .813
Protest19

.796

Protest20

.662

Protest21

.798

Extraction Method: Principal Component Analysis.
Rotation Method: Quartimax with Kaiser Normalization.
a. Rotation converged in 11 iterations.

Study 1
Exhibit 3
Reliability Statistics
Cronbach's
Alpha

N of Items

.918

11

564

Study 1
Exhibit 4a
T-Test

Group Statistics

Favorite

N

Mean

Std. Error
Std. Deviation Mean

Protest Football

30

1.5879

.78593

.14349

Basketball 37

1.3784

.60739

.09985

Study 1
Exhibit 4b

565

Study 1
Exhibit 5

Study 1
Figure 6a

Study 1
Figure 6b
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Study 1
Regression Exhibit 7a

Study 1
Regression Exhibit 7b
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Study 1
Regression 7c

568

Study 2 Tables/Figures

Study 2
Exhibit 8a (Factor 1=Protest)

Study 2
Exhibit 8b, Factor 2 (Safety)
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Study 2
Exhibit 9a

T-Test

Study 2
Exhibit 9b
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Study 2
Exhibit 10a

Study 2
Exhibit 10b

Study 2
Exhibit 11a
571

Study 2
Exhibit 11b

Study 2
Exhibit 11c

572
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Student Submissions
Track Chairs

Dr. Jennifer Hutchins
Kennesaw State University
Dr. Mona Sinha
Kennesaw State University
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Mindfulness Tactics for Entrepreneurial
Marketing Managers and the Role of
Entrepreneurial Marketing in Firm
Innovative Success
OUTSTANDING GRADUATE PAPER

Karen L. Dragish, Cleveland State University
Mary W. Hrivnak, Cleveland State University
Ashutosh Dixit, Cleveland State University

Introduction
Modern entrepreneurial marketing firms are dynamically evolving to meet ever-changing
consumer needs, and strategic decision-making often unfolds in an organic, rapid-fire pace. The
capability of firms to remain competitive in complex, dynamic markets is increasing difficult for
managers of innovative marketing firms, who are typically risk-seeking, and possess strong
entrepreneurial mindsets. Entrepreneurial managers often use tactical approaches to increase
marketing clock-speed by being ‘first to market,’ with new product and service innovations.
Contemporary managers are continually multi-tasking, and thus, need to be mindfully ‘on task’
while working with multidisciplinary internal departments and other relevant stakeholders.
Consequently, their capability for strategic focused attention to disparate, and often conflicting
needs can facilitate discovering and exploiting unmet market demands, create new product lines
or extensions, identify new market segments, and support multinational marketing firms in
global expansion through increased geographic reach and scope.
Workplace disruptions, interruptions and ‘information overload’ costs competitive firms close to
$650 billion annually, and approximately 28 billion wasted hours a year (Ervin, 2014), leading to
expensive interruption costs and negative managerial outcomes for marketing firms.
Additionally, with the elimination of middle management and increased workplace
responsibilities, the number of ‘automatic robotic tasks’ that managers perform has markedly
increased. Research has indicated that this increased workload demand can create psychological
stress and emotional burnout.
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As a result of increased competitive intensity, the impact of negative work outcomes and
information overload can be more impactful and consequential in highly innovative firms
(Boyatzis, Smith, & Blaize, 2006). Traditional marketing tactics may be less effective for these
firms facing constant pressures and deadlines, and thus, these firms need to find new methods to
compete against intense rivals and discover and exploit new market opportunities. Due to high
interruption costs facing marketing managers in these ever-changing environments, new
marketing approaches are necessary to assist these managers with successful marketing
innovation.
The use of mindfulness as a strategic marketing tactic has historically had limited discussion as a
strategic application tool in the field of marketing, and the impact of mindfulness in the domain
of entrepreneurial marketing leadership has not yet been fully explored. (Reb, Narayanan, &
Chaturvedi, 2012). Malhotra, Lee & Uslay (2012) examined the use of ‘mindful marketing,’ as a
tactic for entrepreneurial marketing firms to simultaneously ally diverse needs of buyers and
sellers (and align marketing relationships with consumer need fulfillment), with the long-term
goal of creating a ‘win-win scenario’ between buyers and sellers. Entrepreneurial marketing has
been historically discussed as a non-traditional yet effective way to assist firms with creating,
communicating, and delivering value creation to customers (Uslay & Erdogan, 2014; Miles &
Darroch, 2006).
The concept of mindfulness has distinct origins in Buddhism, and Langer’s seminal mindfulness
research 1989 in the social sciences facilitated western academic theoretical discussion of
mindfulness as an evolving construct. The term mindfulness is described as the ability of an
individual to ‘continuously create and use new categories in perception and interpretation of the
world (Langer 1989; Ndubisi, 2012).’ Mindfulness also includes an individual’s alertness to
diverse contexts, awareness of changing situations, and adaptability to changing internal and
external marketing environments. Although several authors have described several mindfulness
facets, the dimensionality of mindfulness has been widely debated, and has been described as
needing further, detailed operationalization (Dreyfus, 2011). Due to the previously mentioned
scarcity of research on mindfulness in the domain of entrepreneurial marketing leadership, the
current authors will attempt to explore research limitations in this area.
This paper will proceed as follows: The authors will first discuss the Entrepreneurial Orientation
theory of strategic entrepreneurship, then subsequently describe the three foundational facets of
mindful leadership. The authors will then present a conceptual model and describe how these
three proposed mindfulness facets can assist with an entrepreneurial marketing firm’s
competitiveness (through use of entrepreneurial marketing) and explain how these three facets
can assist these firms in the creation of future innovative success. Specifically, we explore the
following research questions: RQ1: Are three facets of mindfulness (mindful awareness, present
orientation, and purposeful orientation) related to marketing firm’s innovative success? RQ2: Is
strategic entrepreneurial marketing related to a marketing firm’s innovative success RQ3: Does
entrepreneurial marketing moderate the relationship between three mindfulness dimension and a
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firm’s innovative success? The authors then discuss implications for practice, including
managerial implications, and relevant conclusions.

Literature Review
Entrepreneurial Orientation Theory
In the field of economics, an entrepreneur is thought of as someone who “identifies strategic
marketplace opportunities, and proactively pursues these opportunities (Lumpkin and Dess,
1996).” As a branch of strategic entrepreneurship theory, Entrepreneurial Orientation (EO) has
been discussed in both strategic entrepreneurship and marketing literature as an individual’s
capacity to engage in entrepreneurial action for profit-generation or wealth, traditionally
accomplished through the introduction of new products, services or other unique innovations.
(Miller, 1983; Covin & Slevin, 1989). The construct of entrepreneurial orientation at the
individual level includes three multidimensional facets of risk-seeking, proactivity, and
innovation.

Foundations of Mindful Leadership
Mindfulness is a multifaceted construct involving a perceived viewer drawing unique
distinctions about a novel event or experience in order viewer to remain focused ‘in the current
moment (Langer, 1989).” This definition also incorporates the original traditional Buddhist
teachings about mindfulness. We propose a conceptual model and discuss what we proport are
three key foundational dimensions (including mindful awareness, present orientation, and
purposeful attention) that managers require to lead mindfully, which we refer to as ‘managerial
high mindfulness.” High mindfulness is present-centered, task specific, focuses on achieving the
best possible organizational results for current (and necessary) managerial actions, deadlines, or
work projects. The three foundations are discussed in contrast with mindless leadership, whereby
leaders move from task to task without focus or awareness of the present moment. Mindless
leadership can lead to ineffective actions, uncertain results, or have significant organizational
repercussions.
Mindful Awareness: A marketing manager with mindful awareness of his workplace
surroundings effectively utilizes cognitive processes (such as environmental scanning and cue
utilization), internally and externally scans firm environments for potential problems, and
identifies pro-active solutions. In contrast, a mindless leader is distracted by other things in the
workplace environment (such as problem-solving disagreements between employees, writing
unnecessary e-mails, checking voice mail messages, etc.). We propose that mindful awareness
can assist marketing managers with various tasks, including the identification of new
product/service markets, helping to define previously unmet market needs, or forecasting the
results of a potential new advertising campaign to aid the marketing firm in future innovation.
Thus, it is proposed that:
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P1: The mindful awareness of a marketing manager will have a positive relationship with
the innovative success of a marketing firm.
Present Orientation: A present-oriented marketing manager focuses only on the task, activity or
responsibility that is important for them complete in the ‘current moment,’ without focusing on
prior or future tasks, or extraneous work situations or events. In contrast, a less-mindful manager
is not solely focused on their current job assignments and instead, are paying attention to past,
future, or inessential tasks. We propose that marketing managers who use present orientation for
current tasks (without the interference of past experiences or personal biases) can assist with the
successful discovery and identification of innovative opportunities. Without these limiting past
beliefs or biases, marketing managers can then focus on true marketing ‘potential,’ rather than
relying upon judgments or prior benchmarks. Thus, it is proposed that:

P2: The present awareness of a marketing manager will have a positive relationship with
the innovative success of a marketing firm.
Purposeful Attention: A marketing manager who has purposeful attention has singular focus on
the task at hand and does not allow other current tasks to gain their mindful cognitive attention.
The manager is aware of a single agenda in the ‘here and now’ which is typically regarded by the
manager as the most important or deadline-oriented project, problem, or work assignment. In
contrast, mindlessness involves ‘conflicting agendas’ whereby a manager hurries from task to
task, without focusing on the task at the immediate moment. We propose that marketing
managers who are focused on current tasks with purposeful attention, will not let extraneous
workplace tasks or concerns overshadow their immediate marketing goals that relate to
entrepreneurial innovation.

P3: The purposeful attention of a marketing manager will have a positive relationship
with the innovative success of a marketing firm.

Figure 15: Proposed Theoretical Model
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Firm Innovative Success:
Innovation Success involves the capability of a marketing firm to generate new knowledge,
which includes the sale of new products, new process developments, increased patent
submissions, and increased firm profitability (Rammer, Czarmitzki, and Speilkamp, 2009).
Some factors of a firm’s innovative success include a firm’s technological competencies, social
and organizational network, and marketing and managerial competencies. In his research on
core competencies, Pralahad (1993) illuminates the concept of a ‘managerial scorecard’ that
should be used for successful innovative growth and value creation, which include two primary
factors: 1) The management of the firm’s performance gaps (including areas such product and
process logistics, cycle time, productivity, profitability; and 2) The focus on opportunity gaps
(scanning the environment to look for opportunities, and the capability to mobilize resources for
creation of new products and markets).
To enable marketing managers with strong entrepreneurial orientations to effectively manage
opportunity gaps, they must be able to effectively utilize entrepreneurial marketing tactics for the
identification of internal strengths, as well as external environmental threats. Mindfulness, when
used as a strategic tactic for identification of potential market opportunities, can assist
entrepreneurial managers in gaining and sustaining competitive advantage. The authors believe
that managerial mindfulness can support consumer value creation and increased firm wealth
generation.

Entrepreneurial Marketing
Entrepreneurial Marketing has historic origins in entrepreneurial orientation literature, which
involves marketers acting as ‘pro-active entrepreneurs’ in their organizations. This also includes
marketers in innovative firms using novel or non-traditional ways to acquire and retain
‘profitable, wealth-generating customers,’ through the identification and exploitation of
entrepreneurial opportunities (Covin and Slevin, 1989; Miller, 1983).
In recent marketing literature, Uslay & Erdogan (2014) proposed a related construct called
mindful entrepreneurial marketing (MEM), involving a ‘synthesis of mindful and entrepreneurial
marketing.’ They describe the need for further expansion in the domain of mindful marketing, as
well as the need for expansion of entrepreneurial marketing constructs, due to scarcity in this
area of marketing research. Uslay & Ergogan (2014) also implore the need for mindful
marketing in customer interactions, stating that consumer trust in corporations has been eroded
due to the firm’s sole focus on firm profitability, rather than customer-specific need
identification. The current authors propose that leveraging one or more entrepreneurial marketing
concurrently with managerial mindfulness tactics, (mindful awareness, present orientation, and
purposeful attention), will assist with the entrepreneurial efforts of marketing firms, aid in
customer value creation, and enable these firms to attain future innovative success.
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P4: Entrepreneurial marketing will impact the relationship between a marketing
manager’s mindful awareness, and a firm’s innovative success.
P5: Entrepreneurial marketing will impact the relationship between a marketing
manager’s present orientation, and a firm’s innovative success.
P4: Entrepreneurial marketing will impact the relationship between a marketing
manager’s purposeful attention, and a firm’s innovative success.

Managerial Implications and Conclusions
We conclude that entrepreneurial marketing can be an important tool that future-focused,
entrepreneurial managers can utilize to navigate their constantly-changing, internal and external
work environments, through traditional, Buddhist-inspired, ‘present-focused leadership.’
Strategic mindfulness tactics of mindful awareness, present-orientation, and purposeful attention
can be used as managerial tools for successful innovation, as well as the exploration and
exploitation of future innovative opportunities. We describe how these foundational tactics can
identify potential market gaps, and aid in customer need fulfillment (Maldanato, 2014; Uslay &
Erdogan, 2014). The authors propose that future empirical research on the three proposed
foundational facets can assist with the development of mindfulness in behavioral and social
science research domains, and with identifying the breadth and scope of the mindfulness
construct.
Entrepreneurial marketing can assist marketing managers in forecasting efforts for future value
creation, aid in idea generation for new product and service developments and identify and
manage competitive threats. Mindful leadership tactics can also aid marketing managers in
combating detrimental work outcomes of stress and burnout, by remaining ‘in the present
moment,’ rather than focusing on random or unnecessary tasks. These tactics can be used to
decrease somatic stress, increase job satisfaction, and guide strategic decision-making for future
innovation efforts.
Future considerations could include instituting mindfulness programs and techniques that
promote managerial mindful awareness, present orientation, and purposeful attention (e.g.,
creating mindfulness places or spaces, or incorporating mindfulness testing of marketing
managers (i.e., The Freiberg Mindfulness Inventory), before and after attending mindfulness
workshops, is one way to help mitigate costly leadership disruption effects for firms. As
Valentine, Godkin, and Varca (2009) discuss, some of the primary ingredients for assisting
managerial mindfulness involve: “focusing on moment-to-moment events, recognizing cognitive
and behavioral patterns that increase rumination, and cultivating the ability to respond to external
events without negative emotion.”
Although additional research needs to be completed in the areas of mindfulness and marketing
relative to firm innovation, mindfulness can be used a strategic, innovative tool that can be
effectively leveraged by entrepreneurial marketing managers and contribute to a marketing
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firm’s competitive success. In the long run, mindfulness tactics through corporate focus on
mindfulness training efforts and effective entrepreneurial marketing can decrease workplace
interruption costs that impact a marketing organization’s bottom-line. Pro-active management of
disruption cost using present-focused awareness and attention managers to can help managers
discover and exploit new marketing opportunities for long-term strategic competitive advantage
and successful firm survival.
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What Does Mentoring Have to Do with It?
Effects on Multi-Faceted Role Ambiguity
OUTSTANDING GRADUATE ABSTRACT

Christine Billen, Kennesaw State Univeristy

Abstract
In today’s exceedingly competitive business environment, organizations should be concerned
with a “salesperson’s role ambiguity as it may influence his/her behavior, job perception, and
perception of the employing organization to further damage an organization’s reputation and/or
customer relationships” (Amyx, Sharma, & Alford, 2014). Role ambiguity refers to the perceived
lack of information about what is expected from a salesperson to perform his or her role
accurately (Singh, 1998). A salesperson who faces role ambiguity is likely to “experience greater
anxiety and tension, and reduced job satisfaction” (Teas, Wacker, & Hughes, 1979). One
approach to providing additional support, direction, and guidance to salespersons is through
mentoring. Mentoring can assist protégés in clarifying work roles so they perceive fewer rolerelated ambiguity issues (Lankau, Carlson, & Nielson, 2006).
The boundary spanner business-to-business (B2B) salesperson may be particularly vulnerable to
role ambiguity due to their unique role characteristics. Though one-dimensional measures of role
ambiguity offer avenues for studying the myriad boundary spanning roles of salespersons
(Breaugh & Colihan, 1994), extant research examining role ambiguity as a multifaceted
construct has been limited (e.g., Singh, 1998; Singh & Rhoads, 1991). This limitation can lead to
different dimensions of role ambiguity which may have dissimilar consequences for
salespersons.
The proposed study examines the relationship of mentoring on multifaceted role ambiguity in a
B2B salesperson context. Results of the study may help researchers and managers to cultivate
more conversant conclusions regarding the performance development, job satisfaction, and
retention of the sales force.
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Abstract
This project explores public opinion on the Supplemental Nutrition Assistance Program (SNAP)
in news and social media outlets, and tracks elected representatives’ voting records on issues
relating to SNAP and food insecurity. We used machine learning, sentiment analysis, and text
mining to analyze national and state level coverage of SNAP in order to gauge perceptions of the
program over time across these outlets. Results indicate that the majority of news coverage has
negative sentiment, more partisan news outlets have more extreme sentiment, and that clustering
of negative reporting on SNAP occurs in the Midwest. Our final results and tools will be
displayed in an on-line application that the ACFB Advocacy team can use to inform their
communication to relevant stakeholders.

1 Introduction
The Supplemental Nutrition Assistance Program (SNAP), formerly known as food stamps, is a
federal program that helps low in- come individuals purchase food. The Atlanta Community
Food Bank (ACFB) aspires to eliminate hunger in its service area by 2025. To help achieve this
goal, the food bank is raising awareness about the importance of SNAP. Their audience is
stakeholders who contribute to the Atlanta Community Food Bank (who may be skeptical of the
food bank’s support of SNAP) and politicians (who can influence SNAP pol- icy). We are
assisting the food bank by analyzing public opinion of SNAP on social media and news outlets,
as well as tracking Georgia politicians’ voting records on issues relating to food insecurity.
This project focuses on utilizing natural learning processing tools, sentiment analysis, machine
learning, and text mining to capture public opinion on the Supplemental Nutrition Assistance
Program on a national and state level.
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One objective of this project is to explore how discourse regarding SNAP varies geographically.
While the ACFB has hypotheses based on their experiences, they do not have any quantitative
measures to support their conjectures as of yet. After analyzing the sentiment of the data
gathered from social media and news outlets, spatial analysis was used to identify geographic
variation in SNAP sentiment.
In addition to better understanding public opinion on SNAP, the ACFB is also interested in the
voting records of Georgia politicians in Congress and in the Georgia General assembly. Having
easy access to representatives’ voting records on bills regarding food insecurity will help the
food bank prepare for policy meetings with these politicians.
Ultimately, this research will produce a tool that communicates dominant narratives and opinions
about SNAP so that the ACFB Ad- vocacy team can better communicate to stake- holders about
SNAP.
This research was conducted in conjunction with the Atlanta Community Food Bank and the
Data Science for Social Good program at the Georgia Institute of Technology.

2 Methods
2.1 Data Collection

A variety of data sources were collected for this study. News articles were collected using the
webhose.io service. Webhose.io is a commercial website which allows for easy web scraping of
articles through keyword searches. 2,239 news articles about SNAP, published between May 14,
2017 and July 13, 2017, were scraped using this service. The scraped articles were geocoded
based on the location of the news out- let, and classified based on the type of news out- let. Out
of 2,239 articles scraped through Web- hose.io, duplicates were removed which reduced the
article number down to 1,081 articles.
Tweets were collected for a one-month period using the streamR package in R, which accesses
the Twitter Streaming API. The Streaming API allows access to around one percent of tweets
that are being tweeted in real time (Morstatter, Pfeffer, Liu, & Carley, 2013).
The collection of the tweets was based on search terms related to SNAP: “SNAP,” “food stamp,”
“food stamps,” and “EBT.” The tweets were selected if they had any meaningful content
regarding SNAP and were further sorted based on if they were geotagged. There were
approximately 700 tweets about food stamps that were used for this analysis.
Finally, the voting records of Georgia state representatives were collected through Open States, a
site that collects data on state representatives. Bills were selected if they contained the phrases
"food stamps", "SNAP", "food bank", "food desert," "hunger," “food insecurity,” or "georgia
peach card". Bills with no votes were removed, and votes by representatives no longer in office
were removed.
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2.2 Text Mining and Sentiment Analysis

Sentiment analysis was used to assess the discourse regarding SNAP. Sentiment analysis is a
form of text analysis that determines the subjectivity, polarity (positive or negative) and polarity
strength (weakly positive, mildly positive, strongly positive, etc.) of a text (Liu, 2010). In other
words, sentiment analysis tries to gauge the tone of the writer.
There are two main approaches in classifying the sentiment of a given text: super- vised
classification and unsupervised classification. Supervised classification requires labeled data and
its features must be extracted from the data. Examples of features are part of speech tags, most
frequent words, reading level, and name entity tags. Labels are nominal data. With these features
and labeled data, any type of supervised learning approach can be used. It creates a model that is
suitable for the data set with the label, so that it can predict with a new dataset without the label.
This model is totally dependent on the dataset and its characteristics. When the characteristics in
the dataset are similar, supervised learning classification tends to perform well. This applies for
the Twitter data set, where the length and diction of the tweets are similar to one another. For the
Twitter data, the scikit-learn package from Python was used to perform supervised classification
(McKinney, 2010), (Pedregosa et al., 2011).
Unsupervised classification was performed on the news articles. Unsupervised classification is
different from supervised learning where the model is independent from the data, but it follows
specific rules that it has in place. In this case, it uses a pre-existing lexicon, a dictionary that
contains more information than just its meaning, and syntactic data, set of rules regarding the
syntax of the sentence structure, to determine its sentiment. This method creates a numerical
value or a probability of the sentiment rather than a nominal classification. This form of
classification was used to analyze the news articles because the text has varying length, style,
dictions, and form depending on the writer, which requires a bigger dataset to perform
supervised classification.
The Vader and AFINN packages in Python were used to conduct unsupervised sentiment
analysis. Vader is short for Valence Aware Dictionary Sentiment Reasoner, and is a lexicon and
rule-based sentiment analysis tool (Hutto & Gilbert, 2014). AFINN is a dictionary of words that
rates connotation severity from -5 to 5 (Årup Nielsen, 2011). The actual sentiment score was
given as the sum of the word score within a sentence. The Vader tool gauges the overall
syntactical sentiment more so than the word usage. Conversely, AFINN gauges the type of words
that are being used and their intensity. Additionally, sentences with key words (words relating to
SNAP) were given a higher weight so that sentiment towards this issue would be amplified.
Each article was tokenized to the sentence level, and each sentence was given a sentiment score
according to the two sentiment analysis tools (“NLTK 3.0 documentation”, 2016). Then, the
scores were aggregated for each article with the weight that was assigned to each sentence. This
aggregated score represents the sentiment of the article. To take into account of impact of the
article, each article was then aggregated in regards to the traffic level of the website and the
reading level of the article (Bansal, 2015). This process is visualized in Figure 1.
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Figure 16: Sentiment Analysis Methods

Additionally, information on the arguments and topics in these articles would be very useful to
the ACFB. To do this, preliminary topic modeling (Latent Dirichlet Allocation) has been
performed to extract the topical words from the set of text. It returns a set of words with
probabilistic weight on each of the word to indicate its importance. Bigram collocation has been
used to detect sets of two words that are most frequent and meaningful. Term frequency inverse
document frequency (TFIDF) was used to detect important words across all the documents.
Name Entity Recognition (NER) from the Stanford Natural Language Processing Group (Finkel,
Grenager, & Manning, 2005) and gensim (Řehůřek & Sojka, 2010) were used to detected key
people or locations mentioned in the articles. After generating all the statistics, each word within
TFIDF, bigram collocation and NER was multiplied with the weight that was computed with
each of the documents.
Then, all the words were aggregated into a list. Using this list, a word cloud can be generated to
visualize meaningful words. Word clouds are especially of interest to our partners at the food
bank. Along with the word cloud, its aggregation by each date will help the viewer understand
the subject of the sentiment to better decipher the public opinion about SNAP.
2.3 Spatial Analysis

The AFINN and Vader scores were linked to the geocoded outlets. Using ArcMap 10.4, spatial
analysis was conducted on the outlets to determine whether there was any clustering of articles
that had positive or negative sentiment about SNAP. In order to do this, a hexagon grid was
created over the extent of a U.S. shapefile and a spatial join was conducted in order to join the
number of news outlets to the hexagon
polygons. After the spatial join, hot spot analysis was done by calculating the Getis-Ord Gi*
statistic. The Getis-Ord Gi* statistic deter- mines where there is clustering of cold spots and hot
spots though looking at the location of features in relation to neighboring features. (ESRI, 2017)
The outputs of the Getis-Ord Gi* statistic are z-scores and areas that have statistically significant
high z-scores are hot spots while areas that have statistically significant low z-scores are areas
that are cold spots (ESRI, 2017). Significance is determined based on looking at the proportion
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of the local sum of features and its neighbors to all the features (ESRI, 2017). If the difference
between the calculated sum and the expected sum is very large, then the z-score is statistically
significant (ESRI, 2017). In the context of this research, hot spots are areas in which the articles
have a positive sentiment on SNAP and cold spots are areas in which the articles have a negative
sentiment on SNAP.

3 Results
3.1 Sentiment Analysis

The results of the two sentiment analysis tools, Vader and AFINN, had very high correlation as
classification, but the magnitude varied. There are many cases where Vader would score an
article as having a positive sentiment while AFINN would score a negative sentiment. This may
have been due to the fact that AFINN does not correctly account for syntactic information that
may negate the meanings of words (such as "no" or "not). In the future, altering and refining
these analysis tools to take this into account could generate more accurate results.
Although there was not a clear association between the features extracted from the text and its
sentiment score, a strong correlation existed between extreme sentiment and extreme media bias.
Articles with extreme right bias tended to have extreme sentiment scores while articles with
extreme left bias tended to have relatively less extreme sentiment scores. Higher traffic news
websites’ sentiment correlated with the current events about SNAP (Figure 2). In May of 2017,
Trump’s budget was released; this budget included a large proposed cut on SNAP. In regards to
this event, articles had negative sentiment scores. This trend negative continued as editorials on
the budget cut were written .
One important way to interpret these sentiment scores is that they are gauging people’s sentiment
when the text was written. When gauging opinion on certain topic, the sentiment analysis can be
very misleading. It is extremely rare for a speaker to comment directly about the food stamps
program itself. For example, the negative sentiment during the Trump food stamp cuts were
mostly written by people supportive of the program itself. To effectively use the sentiment
analysis tool, one must look at the titles and key words of the articles that were scored a certain
way. The visualization on the application will provide a quick overview of sentiments overtime
along with major events.
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Figure 17

Figure 2: This figure shows the difference in the sentiment scores over month of May and June
of 2017, as analyzed by AFINN and Vader. Green indicates a positive score and blue indicates a
negative score. Numbers beside the bars indicate count of the articles. Each bar and its sentiment
is matched with the corresponding current event.

Figure 18

Figure 3: Hot spot analysis of the AFINN sentiment scores of news outlets reporting on SNAP.
Cold spots indicate concentration of outlets with negative AFINN scores and hot spots indicate
concentration of outlets with positive AFINN scores.
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3.2 Spatial Analysis

Based on the hot spot analysis that was con- ducted on the AFINN sentiment scores of 1,250 of
the 2,239 news outlets, the news outlets with negative AFINN scores were more concentrated
compared to the news outlets that had positive AFINN scores. Many of the news outlets that
have a negative sentiment on SNAP were in the Midwest, especially in Indiana, Michigan, and
Illinois. On the other hand, news out- lets with positive AFINN scores were more dispersed, with
a concentration of positive AFINN scores in the South and Southeast. This could be due to the
high enrollment of individuals on SNAP such as in the District of Columbia, Mississippi, and
Tennessee which have the highest number of individuals on SNAP in the nation (Rawes, 2015).

Figure 19: An interactive word cloud showing the most frequent
words found in twenty conservative news outlets.
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Figure 20: Politician Tracking Tool

3.3 Deliverables

The results of the sentiment analysis, text mining, and aggregation of voting records will be
contained in an on-line application which was created using the Shiny web framework in R. This
application will allow the ACFB to better understand reporting and public opinion on SNAP
through interactive visualizations such as world clouds, maps, charts, and graphs. The
“Background” section of the application gives an overview of the SNAP program and the
importance of the program in various contexts. “The Word on SNAP” section will provide
visualizations of how SNAP is discussed in social media and media outlets, such as the
interactive word cloud that is displayed in Figure 4. This section also includes an interactive map
called "SNAP InfoMap" in which users can see the location and types of news outlets reporting
on SNAP and the affiliated sentiment score attached to each outlet. Users are also able to explore
how the location of the news outlets correlates to the socioeconomic characteristics that are
related to the program such as the percentage of households that are on SNAP (see Figure 6). In
addition to the word cloud and the interactive map, a sentiment analysis tool was created to show
the average AFINN and Vader scores for the news outlets and tweets and how the sentiment on
SNAP changes through a specified time period. For example, when President Trump announced
a budget cut on SNAP, most of the articles for higher trafficked websites had a negative
sentiment score, as indicated in Figure 7. The “Politician Tracking on SNAP” section will allow
one to look up the voting record of Georgia legislators on bills related to SNAP on the state
level, as shown in figure 5. The word cloud uses TFIDF in order to show which words are
prominent in a set of articles which is related to the size of the word in the visualization.
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Figure 21

Figure 6: The SNAPInfo Map is an interactive map interface which allows users to explore how positive or
negative coverage on SNAP varies by media outlet, location, and socioeconomic factors.

Figure 22: Sentiment Analysis Tool

4 Limitations
While this research shows the potential of using data science techniques to explore the various
discourses regarding SNAP, there are limitations in using these techniques. For example, a
sentiment score that indicates that an article is negative does not tell us if the article is negative in
regards to SNAP. Furthermore, it does not indicate that the article contains information
analyzing critical threats made to the SNAP program. It is impossible to exactly fact check the
sentiment towards SNAP with this tool. However, connecting the sentiment with actual words
associated from the article will help discern the meaning of the sentiment score. Additionally,
different aggregation techniques and different datasets can yield to different results. Exploring
different types of aggregation, such as grouping progressive article and conservative articles
separately to refine the sentiment scores would be beneficial.
The news articles that were collected for this study were limited to articles that were published
within the last 30 days from the time of collection. In order to perform a better sentiment
analysis, more historical articles from the web must be scraped to see the trend of the sentiment.
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This will be useful in comparing the values computed during past events that affected SNAP.
Scraping from webhose.io moving for- ward will create a richer dataset to work with. Similarly,
the Twitter dataset was very limited to perform machine learning on. if we were to collect more
tweets as time passes, it may be valuable to see how sentiment towards SNAP is moving and
how it actually compares to the two sentiment analysis tools that were used. Another limitation
of the machine learning is the criterion on labeling the sentiment as well as in- evitable bias in
labeling the data. These limitation should be discussed as the project moves forward.
Another limitation has to do with the tools that were used to perform sentiment analysis. Vader
was originally created for Twitter data, which has different text features than news articles.
Although the articles were tokenized to the sentence level to increase the precision, the Vader
model could have produced less accurate results. Similarly, the lexicon that is being used for
AFINN is limited to 2477 words. A larger lexicon would allow for more accurate results.
Additionally, AFINN doesn’t consider the syntax of the sentence. Adding a negation of the word
depending on the key words could drastically improve the result. Trying supervised classification
with the pre-existing corpus and labeled data could result in different findings.

5 Discussion
This research took a novel approach to gauging public opinion on SNAP. Commonly, public
sentiment is gauged through a poll or sur- vey as opposed to using more exploratory methods
such as sentiment analysis, text mining, and spatial analysis. While this study was heavily based
on data science techniques, what truly drove the direction of the study was the collaboration
between the ACFB. Through regular meetings with the ACFB, we were able to get feedback on
whether the project was going in the direction that they wanted and made changes accordingly in
terms of technique and creation of visualizations. The food bank is using our tools to inform their
interaction with media outlets, to prepare for meetings with politicians, and to ad- just their
social media and outreach messaging. For example, the Director of Government Affairs used the
app in preparation for a meeting with a congressman. When the congressman talked about SNAP
during the meeting, the Director
of Government Affairs tracked his word usage to see how it compared to positive and negative
arguments presented in the tools. Through an iterative process, we were able to apply data
science techniques to help the ACFB fulfill their organizational goals.
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Abstract
Sports and issues of race often intersect. While a relatively recent phenomena, there is no better
example of the disconnect between races on many substantive societal issues than the 2017 NFL
season, marked as it was by the controversy stemming from the kneeling of prominent,
predominately black NFL athletes, during the playing of the national anthem. While quarterback
Colin Kaepernick first began kneeling during the playing of the national anthem early during the
preseason (i.e., August 14, 2017), his actions went relatively unnoticed until the third game of
the preseason. The issue appeared to gain momentum as well as the support of other black
athletes and became a full-fledged controversy by the start of the regular season. While
Kaepernick’s stance may or may not have been popular or justified in the minds of many of his
fellow players, it brought to light the divergence of opinion between Americans regarding
racially sensitive issues. As noted and perhaps due to this relatively recent phenomenon, little
academic analysis has been conducted on the long term impact this activity has had on NFL
attendance and viewership. While there is evidence to indicate that NFL viewership was already
on the decline prior to NFL players kneeling during the anthem, the current exploratory research
investigates the impact of these protests using a small predominately African American sample.
Findings and conclusions are provided. The research appears to confirm the initial work of
Piquero regarding viewership vis-à-vis this controversial issue (Piquero 2017). Our findings
suggest, if anything, that most students were in solidarity with the player’s actions and that the
protest had little, if any negative effect on viewership.
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Extended Abstract
Online streaming services have become an evident part of the lives of Americans today, more
specifically college students in the United States. The number of streaming service users has
been increasing steadily since the start of the industry in the early 2000s. Such major companies
in this industry are Netflix, Hulu, Amazon Prime and HBO. According to Statista.com, in 2018,
the number of Netflix subscribers reached 125 million in the United States alone. Amazon Prime
is the second largest online streaming service in the United States right after Netflix with a total
of 90 million subscribers. With the appeal of net neutrality recently in affect in the United States,
potential customer dissatisfactions within the major online streaming service may occur more
often if they follow through with the projection of increasing their rates to subscribers
(Theinsider.com 2017). Such customer dissatisfaction with prices could indirectly cost the
companies a loss in revenues.
This research explores how satisfied college students are with Netflix in terms of the overall
online streaming services, if there are any gender differences of satisfaction, how well the brand
is performing on their key product attributes, consequences, and end states of customers, and if
there are any further correlations in terms of satisfaction. To understand this customer value
hierarchy qualitatively, ten in-depth interviews were conducted through laddering techniques
with college students at the University of Tennessee, Knoxville.
A quantitative approach was also taken to further explore the research questions listed. An online
survey through the Qualtrics platform was distributed to students at the University of Tennessee,
Knoxville. A sample size of 91 was obtained. T-test, descriptive statistics, cross tabs, and
Pearson correlations were used through SPSS to analyze the raw data (.
Research findings point that, overall, Netflix is performing better than its competitors in the
college student segment in terms of affordability, variety in TV shows as well as movies, user
friendliness, content quality, amount of content, and the speed of service. There was also an
association of overall satisfaction with female users. Overall, females were more satisfied with
Netflix than male users. Through further analyzing, user friendliness, amount of content, price of
online streaming service, and quality of speed were the most important drivers of overall
satisfaction.
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As a part of a learning activity project in college, this research shows students, in the learning
environment, first-hand experience with real world problems in marketing research. Additional,
such a research can also benefit practitioners in a way to find underlying trends and correlations
in their research in order to better themselves in the industry. Moreover, teaming up with
millennial researchers, practitioners are able to reach the true population of millennials compared
to other traditional channels.
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Abstract
Complementary and alternative medicines have soared in popularity in the United States as they
have a more holistic approach towards alleviating ailments, such as everyday aches and pains,
amongst others. Yoga is a mind, body, and spiritual practice and its origin can be traced back
nearly 5,000 years to its birthplace in India (Yoga Alliance, 2018). It is known to assist achieving
inner peace, focus, and aiding in overall mental wellness in children and adults alike (Walton,
2016). In recent years, the practice of yoga has grown exponentially in the United States and by
2016 nearly 37 million Americans actively practiced yoga. The growth is possibly driven by
yoga’s fundamental premise that its practice relieves stress, enhances athletic performance, and
increases strength and flexibility (Troncao, 2017). However, this growth has not been without
challenge and controversy and its future growth depends on addressing these critical issues.
At present, practitioners of yoga in the United States, remain predominantly female, affluent and
limited to certain geographies e.g., East/West coast and urban dominant. Research has found that
yoga can enhance prosocial and self-regulation skills which leads to improvement in student
performance. Accordingly, over 36 programs offer yoga in over 940 schools across the United
States (Butzer, 2015). However, some schools have received pushback from parents due to
yoga’s roots in a foreign religion, specifically, Hinduism. Another, aspect of yoga that merits
attention is its classification as an alternative healthcare practice as opposed to mainstream
western medicine. It is also noteworthy that qualified instructors are in weak supply due to the
rapid rise in the popularity of yoga.
This case study examines the practice and background of yoga, its rising popularity in the United
States, and delves into the many challenges that yoga faces in becoming a part of mainstream
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health/wellness and fitness industry. Additionally, the case study poses critical marketing
questions related to the scalability of its adoption in the United States…a challenge that the
Brahmans, Rishis, and Yogis who created this practice thousands of years ago in India, could
never have foreseen.
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Abstract
Social media networks and other platforms designed for computer mediated communication
(CMC) have become ubiquitous and pervasive methods of societal interaction, tempting society
to forego conventional communications in favor of the convenience of today’s digital age. As
such, many researchers have questions surrounding the relationship of user engagement with
social networking sites (SNSs), and the presence of certain personality traits, specifically
narcissism (e.g. Carvalho & Pianowski, 2017; Ong, Ang, Ho, Lim, Goh, Lee & Chua, 2011;
Buffardi & Campbell, 2008). Much of the prior literature has correlated narcissism to SNS usage
under the premise that narcissistic personality types seek out the self-promoting opportunities
that are embedded in social networking sites (Gnambs & Appel, 2018; McCain & Campbell,
2016; Liu & Baumeister, 2016).
However, several if not all of the aforementioned studies have denoted uncertainty about the
causal linkages between narcissism and CMC, particularly as it relates to social media. Because
of the increasing prevalence of social media engagement globally, if there is a causal link in the
opposite direction – in which use of social media might cause increased levels of trait or clinical
narcissism – this finding would have immense implications in the various academic fields. Most
prior research explores correlational relationships between trait narcissism and social media
behavior, presuming a directional relationship being such that narcissism leads to increased
levels of SNS engagement. However, opportunities for future research exist regarding which
variable causes heightened levels of the other.
This paper represents an extensive review of current literature surrounding the relationship
between social media use and trait narcissism. It discusses the most current and corroborated
relationships between the variables, including moderated studies, and addresses limitations to
current research. The paper primarily reviews studies surrounding Facebook use and narcissism
but does touch upon the nuanced differences found when studying other modalities of
communication.
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A Dual Process of Decision-Making in Our
Choices: The Role of Cognition and
Emotion in Everyday Life
McKenzie Zacha, Minnesota State University, Moorhead
Kiley Fee, Minnesota State University, Moorhead

Abstract
This study further examines whether decision making is cognitive, emotional, or a mixture of
both (i.e., dual process). The issue has been heavily debated in the 1980s in the American
Psychologist by great minds such as Richard Lazarus and R. B. Zajonc, who argued whether
cognition and emotion were dependent or independent of each other. (Lazarus, 1984; Zajonc,
1984) Nonetheless, today's consumer decision making process is hyper-complicated, and it relies
concurrently on both cognition and emotion to make a final choice, which we consider “dualprocess.” That is, consumer decision making is on a spectrum of cognition and emotion, which is
dependent on a variety of factors such as intra and extra consumer’s decisional factors, such as
attitude, demographics, motivation, socio-economic factors, and so forth. In order to better
understand consumer decision making, this study examined consumers making relatively simple
(convenience product shopping) and complex (college shopping) decisions in an everyday life.
For examining consumer shopping behavior in different contexts, the study used archived data
from the class assignment (i.e., grocery shopping and college shopping) and conducted text
analysis. We analyzed six-hundred observations for the convenience product shopping behavior
for different grocery items in several locations and investigated sixty students for college
shopping behavior in selecting colleges. Those students were primarily business majors attending
Minnesota State University-Moorhead. The findings suggest the convenience product shopping
is more cognitive than emotional when based on price and time. However, there are emotional
factors involved for certain attributes (e.g., gluten, peanut, or GMO free based on personal
health). Interestingly, college shopping is greatly impacted by emotion compared to cognition,
which conjectures context dependency (e.g., distance from home and connectedness with
friends).
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Marketing Towards Funding for the Arts
Camille Carpenter Henriquez, Kennesaw State University
Caleb daPonte, Georgia State University

Abstract
In our daily lives, the average consumer is exposed to around 4,000 to 10,000 ads each day.
(Simpson, Forbes 2017) Many of which influence consumers and customers in their purchasing
decisions. Most, if not all company advertisements were created by graphic designers and visual
artists who are less frequently supported by the United States government and public institutions.
The creation of art for corporate, and advertisement purposes should be supported with the
necessary funds and resources. If not, how could the lack of design and artistic influence in
advertising affect consumer purchasing and marketing as a whole?
When an American family walks through the city and views the nearest sculpture, or watches the
newest movie trailer, we often must assume that someone with artistic skills assisted in the
production of these pieces. The Mercedes Benz logo, Google doodles, and the Star Wars theme
song are all considered artwork; everything around us is art and was created by an artist with a
specific company in mind with proper backing from these benefactors. The National
Endowment for the Arts (NEA), an independent federal agency, whose mission is to strengthen
the creative capacity of our communities by providing all Americans with diverse opportunities
for art participation, is one of the largest single funding sources backing artists and the education
necessary for them to hone their skills. (NEA 2018) Skills that can greatly assist a company in
fields such as, advertising, marketing, social media, and branding. The NEA not only funds
artists and their education, they also supply the funds for a large majority of this country’s
artistic endeavors. This includes youth programs, museums, poetry contests, concerts, festivals
and anything exhibiting artistic excellence. (NEA Strategic Plan & McGlone 2018) Currently,
the Trump administration’s budget proposal has plans for eliminating four federal cultural
agencies, one of them being the National Endowment for the Arts. By reducing the budget, the
development of the arts and their influences on our country will weaken and decline
opportunities within corporate settings, educational purposes, and growth towards cultural,
economic, and social values.
The United States is the leading country for consumerism expenditures, which is actively
influenced by marketing and advertisements designed by artists and focused towards a specific
target market. Consumer expenditure gauges the level of demand for goods and services in a
country making it a key metric measuring size and the potential of a country’s market.
(Euromonitor Research 2016) As a country defined by consumerism and capitalism, which is
largely fueled by advertisements, and marketing campaigns, we should be more aware and
appreciative of an artist’s role, and the artistic influence they have in our purchasing decisions
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and our daily lives. With a possible cut coming towards funding for the arts, we should stop to
think. Who will the decline of the arts actually impact?
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A Game of Thrones in the United States
Rachael Amatriain, Kennesaw State University
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Erin Lutz, Kennesaw State University
Lauren Welch, Kennesaw State University
Lauren Benson, Kennesaw State University

Abstract
Toto is a 101 years old, world-renowned Japanese manufacturer of high quality and innovative
bathroom utilities (TOTO, 2017). Toto has differentiated its brand with a large variety of
innovative state-of-the-art and luxurious bathroom equipment such as, toilets, bidets, washlets,
and ultraviolet sanitation equipment, thereby positioning their brand above the competition
(About TOTO, 2018). However, despite its’ long history of excellence, Toto’s recent entry into
the U.S. market has been challenging. First, the ‘bathroom conversation’ either puts off and/or
offends which is a crippling problem for Toto. Apart from changing societal perception Toto also
faces a target market issue. Though Toto has established its brand as an exclusive and luxurious
manufacturer, its high price point and technological innovations may not effectively appeal to a
large target market. For example, though Toto’s groundbreaking Actilight technology destroys
bacteria and is an overall healthier approach to human waste disposal, the $10,000 price tag of
the Neorest toilet may be well above what most Americans would be willing to budget for a
toilet (Concept: Neorest NX, 2018.). This case study explores the struggles of a luxury brand
positioned on innovation that sets it apart from the competition but which the consumer may not
value. The case questions focus on the marketing strategy changes that Toto must make in order
to succeed in the US.
Resources:
Kitamura, Madoka. “MESSAGE from the PRESIDENT : About TOTO.” TOTO GLOBAL
SITE, jp.toto.com/en/company/profile/message/index.html
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Marketing to Seniors: Adapting strategies
to meet evolving generations
Jefferson Beard, Kennesaw State University

Abstract
Marketing strategies have become increasingly more customized to meet the needs of the
younger generations. Millennials, in particular, have become the focal point in marketing
campaigns and major branding efforts. However, in these marketing strategies, the ability to
effectively market and communicate in the manner that best influences the older generation has
diminished.
There is a disparity between how marketing professionals perceive the medium in which senior
citizens want to be communicated with and in what ways they want it presented. For example,
marketing campaigns tend to use print and lots of information to appeal to senior citizens;
however, seniors are open to technical communication and need concise messaging to effectively
market to them. This is due to a lack of understanding in the shift of lifestyle engagement and
consumer behavior of the senior citizen demographic. Senior citizens are living more active and
engaged lifestyles due to more assistance from home care organizations, and their ability to give
their clientele more autonomy in their daily lives (Rutigliano, 2018)
Today’s senior citizens want their value to be acknowledged without being patronized based on
society’s perception of equating the elderly with decreased importance (Rutigliano, 2018). Their
need for autonomy has never been greater as they become more adept with technological
integration due to influences from their family and cultural emphasis. Implementing marketing
strategies that incorporate cosmetic changes such as larger font and brighter colors would only be
a superficial step in that direction (Rutigliano, 2018). Senior citizens need a more accurate
depiction of their active, healthier lifestyles; moreover, interactivity with online sources needs to
be streamlined based on simplicity and ease of use to maximize a positive user experience.
Marketing to senior citizens is no longer a simple focus on older forms of media usage and
extensive information. The demographic itself has become segmented where marketing
professionals must take more time to understand the needs and motivations of the aging
population if they want to effectively connect to their demographic while communication value
in their product or service (Stewart, 2009). Establishing an emotional connection is more
imperative than ever in opening the lines of communication between marketers and seniors
(Stewart, 2009). Being able to evaluate a senior’s perspective based on their life experiences and
values while connecting their needs to a suitable product or service will ensure an experience
that will build the foundation of brand loyalty and patronage for years to come.
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Are Marketing Students’ More
Challenged in High Impact Educational
Learning Using the Bloom’s Taxonomy’s
Process Instead of Using the Terms of
Outcomes?
Alicia Christenson

Are marketing students’ more challenged in high impact educational learning using the
Bloom’s Taxonomy’s process instead of using the terms of outcomes?
Creating knowledge in a marketing classroom focuses on many processing steps and ethical
behaviors. The six step process according to Bloom’s Taxonomy for learning that marketing
students move through is creating, evaluating, analyzing, applying, understanding, and
remembering. Bloom’s Taxonomy is used in education and experiential learning to promote a
learning opportunity of real world experiences. Marketing students using Bloom’s Taxonomy to
move through these six steps while creating positive learning outcomes, knowledge, conflict
resolution, real world experience, along with substantial interacts with faculty, and peers.
Marketing students who are researching for clients are required to gather information that is
ethical, accurate and reliable (Whipple & Wolf, 1991). The gap between what students knows
and what that students can do is bridged with the experiential learning by Bloom’s taxonomy
(Shaikh, Nadagouder, Rane, & Matti, 2012).
Keywords: Marketing, Bloom’s Taxonomy, Educational, Perceptions, Outcomes, Effectiveness,
Experiential Learning, Creating, Evaluating, Analyzing, Applying, Understanding, and
Remembering

Design/Methodology/approach
This study is analyzing the approach of learning not based on outcomes, but on the ability of
marketing students’ to move through the six step process of Bloom’s Taxonomy. The design
focuses on students’ perceptions of the learning activities that are employed by educators in the
marketing classrooms. The exploratory study measured the responses from thirteen different
marketing classes that totaled three hundred twenty-nine. The participants were chosen from
different, but also separate universities which were both private and public. The characteristics of
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all of the participants were from the three grade levels of sophomore, junior, and senior to insure
diverse responses to experimental learning. The participants also were asked about their
employment, the status of employment, also what experience the participant had with different
learning activities toward preference and effectiveness (Karns, 1993 & 2005). Using Bloom’s
taxonomy to analysis from the students’ perspective and effectiveness of teaching materials
allows an understanding of what experiences the students’ value in learning activities.

Findings
The results indicated that the measured variables are within reasonable criteria and the measures
were able to accomplish consistency and validity. The results from the students’ characteristics
responses indicate that 79.0% of the students are seniors, 15.5% are juniors, and 5.5% are
sophomores. The data indicate that 74.5% of the students were employed, and 25.5% were
unemployed. When rating preference or effectiveness the rating will be between 1 meaning not
preferred or effective to 9 meaning preferred or effective. Using Bloom’s taxonomy to compare
what students prefer to how effective teaching project are in a marketing classroom by using the
six levels of higher learning allows insight into what students like to what motivates students’
performance. The six levels of Bloom’s taxonomy are broken down into the categories of
creating, evaluating, analyzing, applying, understanding, and remembering. When comparing the
preferences and effectiveness of students within Bloom’s taxonomy the first category area is
creating which is comprised of role playing or can be looked at creating new ideas by acting. In
the category of creating the students’ preference is 5.25 and the effectiveness to be 5.74. When
comparing the preferences and effectiveness in the second category area is evaluating which is
comprised of essay test and multiple-choice test or can be looked at as rating, testing, or
determine the value of an answer. In the category of evaluating for the multiple-choice test
students preference is 6.38 and the effectiveness to be 5.46. Also in the category of evaluating
essay test for the student preference is 5.12 and for effectiveness to be 5.99. When comparing the
preferences and effectiveness in the third category analyzing, class analysis or discussion can be
looked at as contrast, distinguish, and inquire. In the category of analyzing for the class analysis
students’ preference is 5.25 and the effectiveness to be 6.52. Also in the category of analyzing
class discussion for the student preference is 6.89 and for effectiveness to be 7.24. When
comparing the preferences and effectiveness in the fourth category which is applying, term
papers can be looked at as apply, compute or translate. In the category of applying the students’
preference is 3.62 and effectiveness is 5.74. When comparing the preferences and effectiveness
in the fifth category which is understanding, simulations can be looked at as identify, summarize,
indicate or explain. In the category of understanding the students’ preference is 5.86 and
effectiveness is 6.08. When comparing the preferences and effectiveness in the sixth category
remembering, guest speakers or lectures can be looked at as cite, duplicate, or state. In the
category of remembering guest speaker’s preference is 6.79 and effectiveness is 6.37. Also in the
category of remembering lectures preference is 5.45 and effectiveness is 6.05.
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Relevance for Marketing Educators, Researchers, and Practitioners:
For marketing educators, this study showed that there is value in student perceptions and the
effectiveness of activities in student learning. The idea of changing or improving teaching styles
or effectiveness is not new (Kelley, Conant & Smart, 1991). The ability to effectively present
information to students allows for the maximum understanding and the ability for student to
associate real world experiences outside the classroom. Having the understanding of what
students might prefer compared to what students truly respond to within the classroom can allow
for maximum retention.
Value:
To examine what motivates students, what students respond to, and what allows for the
understanding of knowledge provides positive insight into effective teaching styles for marketing
classes. When students feel engaged and are appropriately effected by teaching the maximum
amount of understanding of marketing classes is able to take place. The value of no weighing
learning in the idea of outcomes, but in the idea of understanding whether the student does well
or not, but does learn allows for real understanding of topics that the instructor is presenting.
Allowing student to learn by doing and experiences gives students hands on learning and the
ability to appreciate all methods of learning without worrying about final outcomes or grades.
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Fun Size Producer, Big Sound
Jasmine Manuel

Being a personal brand requires dedication, acting on your ideas, and taking a leap of faith.
When I decided to take on the entrepreneur lifestyle, I had no idea how much work would go
into turning my dream into a reality. I’ve had to learn how to be more than just a logo and a
name. I’ve turned Mini Producer into a movement and a lot of that has to do with how I’ve
marketed it. I am Mini Producer, the three-foot four entrepreneur who has a red stripe in their
hair and likes to wear bowties often. Marketing has played a huge role in my brand because it
determines how the masses will perceive it. See a personal brand can get overwhelming because
the world is looking at you and there is no one to fall back on. How you market yourself is vital
to your success and to your growth as you go along. I’ve been able to use a lot of methods that
I’ve learned not only through the internet, but also in courses that I’ve taking during college.
Courses like Entertainment Marketing and Social Media Marketing taught me a lot about how to
bring more awareness to my brand and the professors were more than willing to provide tips on
how to do so. Marketing has played a huge role in the growth and success of Mini Producer.
Track: Entrepreneurship
ID#: 1014
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Thrive Market Packaging Design
Cindy Rosely Jodesty, Kennesaw State University
Mitchell Douglas, Kennesaw State University
Jessica Fields, Kennesaw State University
Angelica Montealegre, Kennesaw State University
Preston Luk, Kennesaw State University
Snacks get a bad rap. Many of them are unhealthy and full of sodium and sugar but, some are
not. Nuts are often seen placed amongst other snack foods like chips and cookies, but nuts are
actually much healthier. The New England Journal of Medicine and the Journal of the American
Medical Association Internal Medicine both concluded that a serving of tree nuts and legumes
consumed on a daily basis boosts heart health and reduces the risk of cancer and other diseases.
The vague and uninformative packaging of most tree nut and legume brands leads the consumer
to view nuts as much less healthy than they really are.
Not only does our packaging bring portion control to the consumer but, it also educates the
consumer. By creating self-contained packages of nuts we give the consumer an easy and messfree way to enjoy nuts on a daily basis without over eating. The biodegradable container and
sleek design help to eliminate waste and are environmentally friendly. The packaging is not only
convenient and eco-friendly but comes with helpful reminders of the health benefits of nuts.
Now consumers will know they have a snack option that is just the right amount at just the right
size for our busy on the-go-world. The attractive and convenient packaging will have consumers
coming back to their new favorite nut brand again and again as it becomes a stylish and healthy
part of their daily routine.
Track: Food Marketing
ID#: 1013
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The Jungle of e-Commerce: Why Amazon
is Failing in China
Sinan Nurdogan, Kennesaw State University
Alexys Wilson, Kennesaw State University
Susana Diaz, Kennesaw State University
Adam Stasevich, Kennesaw State University
Devin Mann, Kennesaw State University

Amazon is a $952 5 billion etailing giant that has been highly successful in the United States as
well as many other international markets. However, it has failed to make a dent in China’s
rapidly emerging e-commerce market. Its market share in the United States is 49.1% 6 but since
its entry into the Chinese market in 2004, the market share of Amazon China has been declining
from its peak of 2 7% in 2011 to its lowest of 0.8 8% in 2016. The dominant ecommerce player in
China is Alibaba with a 56.6% 9 share of the market. This case study describes China’s business
to consumer market, major competitors, and compares the marketing strategies of Amazon
versus Alibaba. In particular, this case examines the cultural similarities and differences between
the American and Chinese consumers, Chinese consumers’ distrust to foreign companies,
Amazon’s target audience and Chinese consumer groups, Amazon’s distribution system in
China, different pricing options in China’s e-commerce market, and the trends in Chinese
consumers’ disposable income as well as spending habits. The case questions help evaluate the
best course of action that Amazon must take to succeed in China.
Track: Global Marketing
ID#: 1005
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Revved-Up Kids Rebranded Logo Process
Cindy Jodesty, Kennesaw State University

Abstract
I was given the opportunity to re-brand the logo of Revved Up Kids. The first step in redesigning
Revved Up Kids Inc. logo is to understand what they do and their goal. Revved up Kids slogan:
to be smart, be strong, be safe. (2018) Revved Up Kids slogan is centered on empowering kids
and teaching them to know who predators are, how they operate, how to respond and how to
protect themselves against predators.(2018) While rebranding Revved Up Kids original logo the
goal is to keep the integrity of the color scheme, arrow, and target audience which are children,
teens, adults, and youth-serving organizations.
Once completing my research on the company I then analyzed their current logo aesthetic, color
scheme, symbol, and elements, and who they are trying to target through their logo. This gave
me a better idea on what their logo is trying to say and represent for their company. After my
research, I was able to start sketching and mind-mapping ideas for a new logo to fit their brand. I
created fifteen thumbnails and then choose five of the best and started sketching them out.
I then do more research on a variety of current logos and icons for children, teens, and logos with
dynamic movement. This gives me an idea of what has been done and delivers me more
inspiration. I then go back and choose the top five sketches and re-analyze them and start
designing them in Adobe Illustrator. I test each design in a variety of colors, typefaces, sizes, and
etc. I go through trial and error and get feedback about each logo design. Once the digital design
is completed I decided on my final logo design. I then create two samples for the client to choose
from with an written concept of my design.
Written Concept:
The arrow is an iconic symbol that is identifiable by all viewers. The arrow in the design
represents the protection around Atlanta kids the way it curves around the company’s name. The
dynamic upward movement the of the arrow already means growth and increase, but by adding
the movement it also creates energy, activeness, and continuation. The Revved Up typeface,
Impact, in between the arrow spaces provides the meaning of the word Revved Up in emphasis.
While going into the color scheme I created a logo that maintains the integrity of the original
logo had and created the similar logo with another color scheme. I altered the red color and made
it brighter and fun. I maintained the red because it captures the eye and red is a symbol of
confidence, power, and intensity. Black is a symbolization of protection, control, and strength.
So, adding red and black together develops a meaningful concept that reflects back on Revved
Up Kids brand. I wanted to examine varieties of color concepts and came up with blue for the
similar design. Blue symbolizes loyalty, wisdom, calming effect, and success. The combination
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of red and blue also communicates a meaningful concept that reflects well on Revved Up
Kids.The combination of blue and red is another option for the re-branded logo. This re-branded
logo for Revved Up Kids is versatile; so it is easily used anywhere in print, the web, and
packaged use. Overall, I am extremely honored to rebrand a company that gives back to the
community, and that keeps the kids of Atlanta safe.
Revved Up Kids Inc. marketing team selects the design that worked best for their company and
sends back any revisions for their new logo. After the final revisions, the marketing team then
confirms the new logo works and that it will be launched in January 2018. The new logo will be
used on all social media platforms, websites, print collateral, advertisements, packaging, and
more.
References:
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Re-branding design for a non-profit organization in Atlanta, Georgia. This design will reach their
existing target market and reach a new market.
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Old design:

New re-branded design:

http://www.revvedupkids.org/
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CIFAL Atlanta Infographic Design Process
Cindy Jodesty, Kennesaw State University

Abstract
I was given the opportunity to compete in designing an Infographic for CIFAL Atlanta. CIFAL
Atlanta is an arm of the United Nations Institute for Training and Research and is hosted by
Kennesaw State University. (2018) CIFAL Atlanta marketing team came to us wanting three
types of infographics: informative, impact, and private donor/client infographic. The
infographics will be advertised on all their web-based platforms, conferences, and pop-ups.
CIFAL provided the text document needed for each infographic and described what they would
want in text or icons.
The marketing team provided me with an unlimited freedom in choosing what icons we could
use, color scheme, and layout structure. I then start researching icons, infographics, and more on
CIFAL Atlanta to get more information and inspiration. Starting with the first infographic I start
dissecting and analyzing the text to get a full understanding. I dissect the document in eight parts
and label them in alphabetical order. Once I’ve dissected the text I begin sketching and searching
for my icons.
Next, I start deciding on my final layout and make swatches of color schemes. I decide on using
the same color scheme of CIFAL Atlanta’s logo (blue and gold) because the first infographic is
informing and introducing themselves to their target audience, future, and current partners. From
there that is when I start in the digital file using Adobe Photoshop, Illustrator, and InDesign.
Once completed with the final first infographic the students competing to send their final
infographic pdf to CIFAL Atlanta’s marketing team. CIFALs marketing team then chooses my
infographic and received the opportunity to complete the other two infographics which I decide
to complete with Hannah Bible and Dean Williams. Once completing the final revisions of the
first infographic my team completes the final two infographics. CIFAL Atlanta's marketing team
then announces that all three infographics will launch January 2018.
References:
About CIFAL Atlanta. (2018). Retrieved from http://dga.kennesaw.edu/cifal/about.php
Keywords: infographic, design, CIFAL,training, research, icon, training, nation, non-profit ,
Unitar.
Relevance to Marketing Educators, Researchers and Practitioners:
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CIFAL Atlanta requested a new way to reach their audience by designing infographics to market
themselves, educate, and reach new target audiences through their new infographics.
Authors Information:
Cindy Jodesty is a student at Kennesaw State University; majoring in Graphic Communications
and minoring in Marketing. (cjodest2@students.kennesaw.edu)
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Branding in AmeriCorps and similar
Federally Funded Service Grant Programs
Nick Smith, Kennesaw State University
Marshal Chaifetz, Kennesaw State University

Abstract
Branding is an important part of any organization’s strategy for creating an identity which is
widely recognized by the public. Brand recognition helps the public differentiate the products
and services provided from those of competitors and other organizations. When used as part of a
wider marketing strategy, branding can help effectively communicate and create greater
awareness of the values, vision, and mission of the organization. While branding is
commonplace in many private sector organizations, many federally funded service grant
programs do not place the same emphasis on the importance of branding. Some federal service
grant programs have specific requirements and guidance for how logos and official messaging is
communicated by grantees, while other programs have little or no requirements for grantees to
follow. The Corporation for National and Community Service’s (CNCS) AmeriCorps program
provides an interesting example of a federal grant program which requires grantees to
prominently display the AmeriCorps “A” logo on websites, press releases and public documents,
social media, service member apparel, as well as on signage at all sites where members are
serving. Additionally, grantees must use specific language when referring to AmeriCorps
members and program related activities. This case study seeks to gain a better understanding of
public perceptions of the AmeriCorps brand as well as those of other, similar federally funded
grant programs.
Reference:
AmeriCorps Branding and Messaging Guidance (2015, July 15). Retrieved April 30,
2018. from https://www.nationalservice.gov/sites/default/files/documents/2015-AmeriCorpsBranding-Messaging-Guidance_0.pdf
Keywords: Branding; Nonprofit; Marketing; Federal grant programs; Federally funded programs;
AmeriCorps
Relevance to Marketing Educators, Researchers and Practitioners:
To understand branding requirements of AmeriCorps and similar federally funded service grant
programs and what impact that branding has on program visibility.
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Peer Mentoring: A Hidden Secret to Sales
Success
Carly Ann Keller, Kennesaw State University

When a company is looking to close a metric gap, bottlenecks within the coaching systems is
usually not the first solution that comes to mind. Peer mentoring can be one of the most
challenging coaching situations. Employees view a ‘mentor’ as someone who has expertise,
authority to reward, and legitimate power. However, a peer mentor has none of these. To be
recognized as a successful peer mentor, there are three components one must follow: acquire
effective coaching skills, achieve a Leadership Inside Out mindset, and utilize the Root Cause
Analysis tool. Within these three elements, there are steps to take for each. Utilizing effective
coaching skills requires one to build trust, practice effective communication skills, set relevant
expectations, establish accountability, and motivate others. Doing this can be difficult when there
is a lateral ranking within the structure.
A Leadership Inside Out mindset must be in place to look at the root of the problem within the
team. Practicing this mindset helps to establish credibility. The steps taken within the Root Cause
Analysis tool are used to overcome the road block being faced. These three tools mixed together
creates a recipe to gain peer investment, trust, and achieve maximum productivity. Testimonials
through this research exemplify successful use of these tools. The leaders demonstrate their
largest obstacle faced within training and highlight their greatest takeaways. Peer mentoring
requires passion, dedication, and not to mention, plenty of sparkle. Do you have what it takes to
shine amongst your peers?
Track: Sales
ID#: 1021

629

Location, Location, Location: Do the
Physical Surroundings of Various
Locations of Sales Calls Play a Moderating
Role in Sales Performance?
Rebecca L. Burcham, Kennesaw State University

Table of Contents
Introduction…………………………………………………………………………… 630
Theoretical Framework……………………………………………………………….. 631
Literature Review/Hypothesis Development…………………………………………. 662
Methodology………………………………………………………………………….. 635
References…………………………………………………………………………….. 638
Keywords………………………………………………………………………………641
Relevance to Marketing Educators, Researchers, and Practitioners………………….. 641
Author Information…………………………………………………………...………. 641
Table of Figures
Figure 1 – Conceptual Model…………………………………………………………. 638

Introduction
Since the early 1900s in the United States sales performance based on salesperson behavior has
been of interest to researchers and industry managers alike because many firms rely heavily on
salesperson productivity to generate financial revenues. A leading driver of financial revenues,
salesperson productivity, is a direct result of his or her behavior. Consequently, industry and
academic researchers focus on determining what factors of salesperson behavior may positively
impact sales performance (Chakrabarty, Widing, & Brown, 2014). One leading factor of interest
is the ability of a salesperson to gather both verbal and non-verbal information about each sales
call, then use that information to tailor sales presentations and strategy accordingly (Weitz,
Sujan, & Sujan, 1986). The process of gathering and using this information to tailor sales calls,
known in marketing literature as adaptability, or adaptive behavior, is a widely studied construct
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that is frequently identified as positively correlated to sales performance (Weitz, Sujan, & Sujan,
1986; Weilbaker, 1990; Predmore & Bonnice, 1994; Kara, Andaleeb, Turan, & Cabuk, 2013).
However, the adaptive behavior skill is multi-faceted, requiring a salesperson not only to gauge
the customer’s level of interest based upon verbal and non-verbal cues but to do so in the context
of a sales call’s location and its physical surroundings (Kotler, 1973). In the business-tobusiness context, sales calls occur in various industries such as healthcare, food, automotive, and
technology leading to a wide variety of sales call locations such as a customer’s office, the
manufacturing floor, a hospital intensive care unit, a restaurant, or a golf course. Each location
consists of various environmental factors including noise level, worker density, visual cues, and
other sensory items (Kotler, 1973). The degree to which these sensory items impact salesperson
behavior in the business-to-consumer, or retail environment has been widely studied through the
atmospherics research stream and utilized frequently in the design of retail space (Roschk,
Loureiro, & Breitsohl, 2017). However, in the retail space, firms have direct control over the
atmospherics of their physical space and use this control to create retail space environments that
maximize the probability of making a sale (Murray, Elms, & Teller, 2017). Conversely,
salespeople who conduct sales calls in their customers’ locations have no control over the
atmospherics of their sales calls as they must conduct the call wherever the customer desires to
meet. Therefore, a salesperson must rely less on the physical surroundings of the location of the
sales call and more on their adaptive behavior skillset to maximize their sales performance. This
research looks to determine if physical surroundings of various locations of sales calls impacts
the adaptive behavior of salespeople and their resulting sales performance.

Theoretical Framework
In the marketing literature we find many studies reviewing the impact atmospherics has on sales
performance in a retail context, but it is much more difficult to find specific marketing research
on the role physical surroundings of a sales call location plays on adaptive behavior and sales
performance. However, the basic relationship between humans and their man-made
environments has been widely studied by various psychologists (Bitner, 1992) in the social
sciences and serves to support the notion that these environmental factors can influence behavior
of salespeople. Environmental psychologists Mehrabian and Russel (1974) developed the theory
that humans react to their environment in two opposing ways, approach and avoidance, where
approach behaviors are positive, such as the desire to work, stay and affiliate, and avoidance
behaviors are negative, or opposite in desire to approach behaviors. The psychologists
developed the Mehrabian-Russell model, which demonstrates that enjoyment of one’s physical
surroundings may influence the interpersonal interactions that take place in those surroundings
(Mehrabian & Russell, 1974; Russell & Mehrabian, 1978). Human behavior and psychological
responses to physical surroundings may be seen through this model, which is frequently used in
social science, psychology, and business research (Jang & Namkung, 2009; Bakker, Van der
Voordt, Vink, & De Boon, 2014).
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The Mehrabian–Russell (M–R) model serves as the theoretical framework for this study
(Mehrabian and Russell, 1974). This model suggests that combining the effects of pleasure,
arousal, and dominance significantly influences customer behavior in specific surroundings.
Among the surrounding factors, which include sight, sound, and smell, they believed that the
level of lighting was a significant factor in a surrounding’s impact on customers because they
found brightly lit rooms to be more pleasurable and arousing than dimly lit ones. The model
describes an inverted u relationship between approach-avoidance and arousal, meaning that
customers prefer to spend time in surroundings that they find both pleasant and arousing. They
further proposed that pleasant surroundings result in a customer increasing their approach
behavior, thereby decreasing their avoidance behavior. Researchers expanded this work and
found that pleasantness of the total store environment was a significant predictor of a customer’s
desire to approach a store, spend time shopping, and ultimately spend money in the store
(Donovan, Rossiter., Marcoolyn, & Nesdale, 1994).
Also key to this research link between physical surroundings and human behavior is the seminal
work of Kotler (1973). In the 1960s he began using applied environmental research in the
marketing discipline by theorizing that the atmosphere of place, where consumers buy or
consume products or services, may be more important in buying decisions than the product or
service itself. He first coined the term atmospherics as a blanket descriptor of the retail or
service physical environment comprised of lighting, layout, sound, color, and temperature. His
groundbreaking work led to the widely accepted concept that retail and service selling
environments may be orchestrated by management to directly impact customer buying behavior.
Therefore, while atmospherics, by strict definition, is not the focus of this research, the spirit of
Kotler’s work, that physical surroundings affect customer behavior, along with the M-R Model,
serve as a theoretical basis for this proposal.

Literature Review/Hypothesis Development
Churchill, Ford, Hartley, and Walker (1985) reviewed sales performance research spanning
seven decades and found over one hundred academic studies containing empirical evidence
about the relationship between salesperson performance and one or more predictors of that
performance. In fact, predictor impact on sales generation is so critical that researchers and sales
managers have more closely examined this relationship since the 1960s (Giacobbe, Jackson,
Crosby, & Bridges, 2006). Among the countless predictors of sales performance, adaptive
behavior receives much attention in research due to its established impact on sales outcomes.
However, little is known about the impact that physical surroundings of a sales call location have
on a salesperson’s adaptive behavior skills.
Adaptive behavior stems from the idea that a singular best way to sell does not exist. Weitz
posited this concept in the 1970s by suggesting that there is no singular sales situation, therefore,
there is no singular way to sell. Consequently, successful salespeople should adopt a
contingency method in which they change their sales approach and behavior based upon the
individual customers they encounter (Weitz, 1981). Indeed, successful salespeople are flexible
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enough to select and execute a variety of sales strategies based upon their customer(s) and selling
situation characteristics (Goolsby, Lagace, & Boorom, 1992). Weitz, Sujan, and Sujan (1986)
further established an adaptive framework proposing that a salesperson’s flexibility to make
strategic adjustments in his or her selling message is based upon observations of a customer’s
verbal and non-verbal feedback.
For almost fifty years, marketing scholars have studied optimal sales encounters as adaptive and
dynamic on an interpersonal level (Weitz, 1981). Although most researchers found positive
relationships between adaptive behavior and sales performance, some did not (Park & Holloway,
2003; Predmore & Bonnice, 1994; Román & Iacobucci, 2010; Singh & Das, 2013). Although
Weilbaker (1990) found both positive relationships and no relationship at all with some
predictors and adaptive behavior, the majority of research to date concludes a positive
relationship (Park & Holloway, 2003). Therefore, many researchers believe the benefit of
effective salesperson adaptive behavior resulting in better sales performance is worth the high
cost to companies of employing salespeople required to execute the skill (Roman & Iacobucci,
2010). Tension in the literature posed by the conflicting findings many times indicates
additional moderators may exist which cause the contradictory findings. Indeed, a meta-analysis
of the conceptual model of antecedents of sales performance, including adaptive behavior, and
the outcome of those antecedents, sales performance, are impacted by several categories of
moderators (Verbeke, Dietz, Verwaal, 2011). Moderator categories include sales type and
research context, indicating that the type of salesperson, as well as the context, may impact sales
performance.
Many types of salespeople exist in firms today but two specific types are widely employed in the
United States, retail and missionary. Firms whose revenues are largely driven by business-toconsumer sales typically employ retail salespeople to facilitate sales in a retail space. Firms
whose revenues are driven largely by business-to-business sales tend to employ a specific type of
salesperson, known as a missionary salesperson, to promote their products face-to-face to current
and potential customers. By definition, missionary salespeople are singular employees hired to
regularly fulfill appointments with customers at the customer’s location of choice (Weilbaker,
1990). During the appointment, also known as the sales call, the missionary salesperson
stimulates demand for the product of interest (Moncrief, Marshall, & Lassk, 2006). However,
the missionary salesperson differs from a retail salesperson as the missionary does not
immediately sell products or take orders from consumers in one location, rather the missionary
works in a variety of environments given their sales calls occur in the location of the customer
(McMurry, 1961). Conversely, retail salespeople work in environments that typically employ
atmospheric concepts that assist the salesperson’s ability to increase sales.
In fact, research suggests that store design and overall atmospherics are positively linked to
persuading customers to purchase as well as persuading customers to perceive their salespeople
positively (Sharma & Stafford, 2000). Lacking the additional support from the controlled
physical environment of the retail space, it is of significant importance that the missionary
salesperson develops a long-standing and symbiotic relationship with his or her customer(s) to
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influence continued sales purchases (Moncrief, Marshall, & Lassk, 2006). Because a missionary
salesperson’s relationship with the customer is a key factor in a sales call and is typically carried
out at the customer’s location of choice, it is of particular interest to learn what predictors affect
the behavior of missionary salespeople during this individual interaction. Although a wellestablished link exists between adaptive behavior and sales performance, lesser known are the
moderating effects various predictors have on this relationship (Verbeke, Dietz, & Verwaal,
2011).
In order to successfully establish these necessary relationships, Goolsby (1992) and his
colleagues suggest that a salesperson’s underlying psychological characteristics give rise to their
adaptive behavior skills. Social learning theory (Bandura, 1977) posits that humans develop a
deeper understanding of others’ motivations and actions in social settings. Developing this skill
gives humans the ability to predict behavior in others and adapt their behavior accordingly
(Bandura, 1977). Applied in a sales call, a salesperson should be able to interpret their
customer’s needs and adapt their selling strategy to meet their needs.
Spiro and Weitz (1990) discovered a relationship between adaptive behavior, defined as a
salesperson’s ability to both read the customer’s needs, wants, and reactions during a sales call
and adjust and modify the sales presentation accordingly, and sales performance. This positive
link between adaptive behavior and sales performance was confirmed by numerous research
studies compiled in the meta-analysis work of Verbeke, Dietz, and Verwaal (2011). Their
review of almost three hundred studies spanning thirty years and representing almost eighty
thousand salespeople discovered five significant drivers that have predictive effects on sales
performance, among which was the degree of adaptability. The degree of adaptability is
represented by a commonly used construct known as adaptive selling behavior and represents the
independent variable in this proposal. Additionally, the application of adaptive behavior by
salespeople and subsequent outcome is manifested in the sales performance construct, which
represents the dependent variable in this proposal.
To date, a few moderating factors, including product type, sales script interruption, gender, and
sales call planning, have been shown by researchers to have positive or negative effects on the
adaptive behavior and sales performance link (Predmore & Bonnice, 1994; Goolsby, Lagace, &
Boorom, 1992; Bodkin & Stevenson, 1993). Missing from this list is the role that location, as
defined by physical surroundings and environment, may play on the sales interaction.
Missionary salespeople conducting sales calls in a customer’s location have little control over
their physical surroundings yet must quickly adapt their presentation to the noise level, lighting,
sensory elements, and overall environment in each location. Social science research shows that
indeed, location and physical surroundings of human interaction, both positively and negatively
affect the outcome of the interaction (Mehrabian & Russel, 1974).
A human’s ability to adjust their personality according to the needs of the situation is easily
translated to a salesperson’s ability to adjust his or her presentation to the sales call. The theory
of role performance answers the question of how humans adapt to each situation, shedding light
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on how a salesperson my change his or her behavior to fit the current sales call situation (Shaw
& Costanzo, 1982). Humans carry out their behaviors, similar to an actor playing a role, through
a separate identity, based upon each social situation. This concept dovetails with the proposal by
Mehrabian and Russell (1974) that the sensory variables in the environment may positively or
negatively influence a customer’s response to the surroundings.
Numerous studies have shown that retailers understand the importance of the physical
surroundings in a store environment as a market differentiation factor as well as a customer
satisfaction enhancer (Levy & Weitz, 1998). Physical surroundings include many elements, such
as music or sound, lighting, store layout, and other individual elements, including items specific
to both the external as well as internal environment. For example, researchers consistently found
that restaurant customers who experienced pleasant scent, soothing music, comfortable
temperature, reduced noise, and proper lighting resulted in positive experiences, favorable
feedback, and higher rates of return (Spence, Puccinelli, Grewal, & Roggeveen, 2014). Not only
does atmospherics impact salesperson and customer behavior in the retail setting, it also affects
employee behavior in the workplace environment. Oldham and Fried (1987) found that noise
level, lighting, and interpersonal distance of workers can impact the behavioral and attitudinal
reactions of employees. Literally hundreds of studies exist linking various environmental
factors, such as lighting, temperature, noise, music, and social density in the marketing and
employee behavior literature (Choi & Moon, 2017; Vieira, 2013).
However, atmospherics in retail and workplace environments are concepts premised not only on
having control over physical surroundings but also having the ability to manipulate those
surroundings as needed (Lam, 2001). Due to the travel involved to meet customers at various
locations of their choosing, some salespeople face unique and varied environments over which
they have limited control and ability to manipulate. Nonetheless, they, as do all salespeople,
possess the ability to adapt to their surroundings. Additionally, in a sales call impacted by
physical surroundings, salespeople should be able to not only adapt their behavior, as explained
by social learning theory, but also adapt to each uniquely different situation, as explained by role
performance theory. Based upon this large body of research, I propose the following:
H1: The relationship between adaptive selling behavior and sales performance is positive (see
Figure 1).
H2: Physical surroundings will moderate the relationship between adaptive selling behavior and
sales performance such that the positive relationship is stronger for those who can adapt to the
physical surroundings moderator (see Figure 1).
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Methodology
Sample

Many industries employ missionary salespeople to promote their products, including
pharmaceutical manufacturers. Therefore, this study will use currently employed pharmaceutical
salespeople to participate in the role-play experiment.
Measurement

Studying the two proposed hypotheses relies on a researcher’s ability to measure adaptive
behavior, physical surroundings of the location, and sales performance constructs. Historically,
researchers used a variety of measures for each variable to arrive at their conclusions. The
independent variable, adaptive behavior, began as a significant, albeit unidimensional construct,
measured first by Spiro and Weitz (1990) on a sixteen-item scale, known as ADAPTS (Adaptive
Selling), which is used to measure the ability of a salesperson to implement adaptive selling.
This scale was the standard used until Marks, Vorhies, and Badovick (1996) revisited the
unidimensional ADAPTS scale and proposed two distinct constructs, adaptive selling beliefs and
adaptive selling behaviors, measured by smaller scale formats. Robinson, Marshall, Moncrief, &
Lassk (2002) went further by revisiting the now two-dimensional adaptive selling construct
measurement scale proposed by Marks et al. (1996) with the purpose of streamlining each
construct to even fewer facets. They created a five-item scale to measure adaptability by further
distilling the facets of the adaptive selling behaviors construct. The five-item scale includes the
following facets: (1) Recognition that different selling approaches are needed in different sales
situations, (2) Confidence in the ability to use a variety of different sales approaches, (3)
Confidence in the ability to alter the sales approach during customer interaction, (4) The
collection of information about the sales situation to facilitate adaptation, and (5) The actual use
of different approaches in different situations (Robinson et al., 2002). Frequent citation of the
Robinson scale in literature and pertinence to these hypotheses leads to choosing it for this
proposal.
Researchers use various factors to measure the dependent variable, sales performance. The
plethora of measurement factors led Churchill, Ford, Hartley, and Walker (1985) to offer a useful
taxonomy classification narrowing the factors into smaller, more user-friendly categories. Their
model classifies sales performance as a function of five basic factors: (1) aptitude, (2) skill level,
(3) motivation, (4) role perceptions, and (5) personal, organizational, and environmental
variables. However, Churchill and his colleagues admit that measuring the sales performance
variable is loosely defined and not commonly agreed upon in the literature. Therefore,
researchers still use a variety of either objective measures, such as sales dollars and sales
volume, or subjective measures, such as manager and salesperson self-evaluation (Ahearne,
Lam, Hayati, & Kraus, 2013; Behrman & Perreault, 1982; Carter, Henderson, Arroniz, &
Palmatier, 2014; Harris & Schaubroeck, 1988). Because these measures are widely accepted in
the literature it is the researcher’s choice to determine what variable is most appropriate to the
topic (Landy & Farr, 1980).
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Frequently, self-feedback is used to subjectively measure sales performance, requiring
salespeople to review their performance based on either live customer or simulated sales call
interactions (Widmier, Loe, & Selden, 2007). The latter, known in the sales profession as roleplay scenarios, is a technique commonly used not only in research studies but also in classrooms,
simulation sales training laboratories, and corporate training sessions. Role-play sessions allow
salespeople to view their interactions via video and provide feedback on their performance
(McDonald, 2006; Widmier, Loe, & Selden, 2007) and are highly relevant to this research topic.
Finally, the location of the sales call serves as a moderator in the conceptual model of this
relationship. The location consists of the physical surroundings of the sales call and how they
may be manipulated. To determine the physical surroundings of the location, three aspects of the
store environment integrative framework will be used: 1) lighting 2) sound/music and 3) number
of customers/employees, also referred to as social density (Lam, 2001). Measures for this
construct include determining the lightness/darkness of the room through (a) the color of the
office walls and (b) the level of office illumination, using a 3-point Likert scale ranging from
light to dark. Next, to measure the sound/music level in the background the A scale will be used
which approximates the perceived loudness of sound. A decibel (dB) measures sound intensity
on a logarithmic scale, with a 3dB increase representing a doubling of the sound pressure and a
10dB increase representing the doubling of sound loudness (Hopkins, 1994). Finally, social
density will be measured by calculating the total number of employees who worked in each
simulated office of the role play using the concept that the more employees in the simulated
office, the higher the social density (Paulus & Matthews, 1980). Combined, these measures will
constitute measuring the physical surroundings.
Measurement Model

To conduct this research, I propose using a quantitative research design with an experimental
approach. Using video role-play techniques common in college classes and corporate sales
training (Widmier, Loe, & Selden, 2007), the experiment begins with selection of a group of
professional, missionary salespeople who use a standard sales call scenario script provided for a
pre-determined product. The sales call is conducted via individual role-play sessions between a
salesperson and a potential customer in a simulation lab equipped with a video camera.
To test hypothesis one, which predicts that a salesperson will perform better in sales when using
the adaptive behavior skill than those who do not, salespeople use the provided script to sell a
product to a potential customer in a video-taped role-play scenario. Afterward, the salesperson is
asked to watch the simulation video and provide feedback on his or her sales performance and
adaptability. To test hypothesis two, which introduces physical surroundings of location in the
scenario, the script from hypothesis one will be reused. However, in this role-play sales call
series, the lighting, noise level, and number of people in the room will be modified each time.
This study proposes using three pre-determined levels of each factor, each incrementally
increasing the lighting, noise level, and worker density in the simulation. Again, after the
salesperson completes sales calls in the three distinct location variations, he or she is asked to
self-evaluate the sales performance and adaptive behavior on each scenario.
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These findings should contribute to the theoretical work of the M-R model and extend this
concept to include salespeople and their changing environments. Findings of this study should
also have managerial implications by informing sales managers of perhaps another set of factors
influencing sales performance. Training on how to manage the physical surroundings of
changing environments may lead to improved revenues, which firms should find impactful.
Although this research seeks to contribute to both theory and managerial aspects, it does suffer
from limitations. First, this study utilizes pharmaceutical salespeople, who represent a specific
segment of missionary salespeople but may not reflect all missionary salespeople, therefore
generalizability is an issue. Second, this research utilizes role-play experiments which simulate
sales calls in a controlled environment and are not representative of field study, again
representing generalizability issues. Finally, many environmental factors comprise physical
surroundings, however, this research focuses only on three such factors. Other factors may have
equal or greater impact on adaptive behavior and sales performance yet are not included in this
study. These additional factors represent fruitful areas of future research.

H1 (+)
Adaptive Sales
Behavior

Sales
Performance

H2 (+)
Physical
Surroundings
(Location)

Figure 1. Conceptual model of the proposed relationship between adaptive selling behavior and
sales performance with physical surroundings as a moderator.
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Relevance to Marketing Educators, Researchers and Practitioners:
This paper proposes to investigate how the location of a sales call, specifically for salespeople
who travel to their customers to conduct sales calls, impacts their adaptability and sales
outcomes. This research seeks to add to the adaptability research stream as well as provide sales
managers a new area to consider training their sales personnel to understand and perhaps
manipulate to their benefit.
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Contract Sales Organizations and the
Firms that Outsource to Them: Dual or
Duel Masters of Their Salespeople?
Rebecca Burcham, Kennesaw State University

Abstract
Contract sales organizations (CSOs) were developed as a business model to hire/train/manage
salesforces for firms that wish to divest the responsibility of a direct-hire salesforce. Market
research data shows that approximately 10% of business-to-business sales in the pharmaceutical
sector in the United States are conducted by some version of a CSO salesforce. Reasons firms
hire CSOs include cost savings, flexibility, expertise, and financial risk reduction. However,
there is little empirical research that focuses on the advantages and disadvantages of CSOs from
the salesperson perspective.
Fundamental to successful CSOs is their salespeople as they generate revenue for the
outsourcing firm. Unlike in a direct hire firm, CSO salespeople play dual roles as both CSO
direct employees as well as brand promoters for the outsourcing firm. The sales literature has
focused on a salesperson’s identity with both the company for whom he/she works and the
brand(s) he/she represents as factors for success, including having positive impacts on
performance, commitment, and job satisfaction. However, this stream has focused only on
salespeople who work directly for a brand manufacturer, not those who face the dual role of
working for a CSO.
Consequently, a gap exists in the literature to understand whether being employed directly by a
brand manufacturer or by a CSO impacts the positive relationship between a salesperson’s brand
identification and his/her performance, commitment, and job satisfaction. This study seeks to
answer that research question because understanding how the dual role impacts their salespeople
is key to the ongoing success of CSOs.
To test this concept, the study proposes interviewing current CSO employed salespeople to
determine their levels of loyalty, intent to leave, commitment, and job satisfaction with the CSO
as well as the manufacturer. The focus of the study sample will be global pharmaceutical
manufacturers as many of them currently employ their sales forces through CSOs.
Pharmaceutical salespeople across the nation will be interviewed and only those with a minimum
of one year experience working with a CSO will be included.
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Relevance to Marketing Educators, Researchers, and Practitioners:
For researchers, this study seeks to offer deeper understanding of management theories that
impact a salesperson whose job performance affects two management entities, that of the CSO
and the manufacturer. CSOs generated approximately $6 billion in revenue pharmaceutical
manufacturers in 2015 and revenues for the pharmaceutical contract sales market continue to
rise. For practitioners, understanding the best ways to manage a sales force that generates
revenue for both the CSO and the manufacturer may offer insights into improving sales
management for such sales forces.
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Abstract
Vodafone is trying to enter the mobile wallet market in India with M-Pesa, originally designed
and implemented successfully in Kenya, providing millions with access to mobile financial
services. Currently over 90% of transactions in India are cash based, which not only hampers
business, but also exacerbates issues like corruption and counterfeiting (Jain, 2016). India is a
very attractive place for companies to offer mobile wallets due to rising mobile phone
penetration, increasing number of mobile internet users, government reforms, and government
investment on infrastructure. According to industry estimates, the mobile money market is
expected to reach USD $112.3 billion in 2021, with a compounded annual growth rate of 39.6%
since 2016 (Vodafone Group Pic SWOT Analysis, 2017). Vodafone hopes to target people who
either don’t have bank accounts, or who rarely use them. With M-Pesa however, it lost its early
entrant advantage and a host of new start-ups entered and took over the market, the dominant
player now being Paytm. Recently, Paytm’s market share has grown to 70% and remains the
fastest growing mobile wallet in India. They remain at the top by offering an Alibaba supported
online-marketplace that comes with their wallet, allowing users to pay bills, buy clothes, food,
book trips, and get entertainment in one convenient location (Bhattacharyya, 2017). This case
study examines Vodafone’s marketing strategy in India, in the context of the competitive,
regulatory, and cultural challenges in India. The case questions will also initiate discussions on a
wide variety of issues ranging from digitization in emerging markets to changing consumer
attitudes and behavior, to uncover the best possible strategic choices for Vodafone in India.
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ASTAC Soft Skills Training
Michael Curtis, Kennesaw State University

Abstract
During the Spring Semester of 2018, while working on a semester project for Dr. Laura
Robinson, my teammates and I were introduced to our client Elaine Glover. Elaine had over 10
years of experience in counseling in the surrounding Cumming, Georgia area. Elaine wanted to
develop a “Soft-Skills” training course that could be offered to businesses in her surrounding
area, but she did not know where to even start. Our scope was fairly general in the development
of this consulting firm, as we were building a business from the ground up for her. My
teammates and I were able to develop “A.S.T.A.C.,” which stands for Astute Soft Skills Training
and Consulting. ASTAC has over 20,000 small business within its target market, and an
advertising theme of “The Right Direction” was created for this target market.
After attaining a foundation on where we were going to take Elaine’s Soft-Skills Training
Course, we were then able to conduct a Market Analysis for ASTAC. In the Market Analysis we
developed a marketing plan, identified potential clients, along with identifying competitors in her
target market. After conducting the Market Analysis, we developed an Integrated
Communication Plan. In the Integrated Communication Plan for ASTAC, we successfully
created a Budget that would fit her monthly spending, further compounded on our advertising
theme and message, and created eleven separate advertisements for ASTAC.
Once finalized, Elaine was very satisfied with our work and came to attend our presentation for
her new business. She plans to utilize it in the future, and use the work that we conducted to
actually create ASTAC Soft-Skills Training. My team and I were elated to hear that our work
was going to become tangible, and that ACTAC Soft-Skills Training became a thing as a result
of our work.
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Gender Based Violence: Victims'
Narratives from the DRC, the Rape Capital
of the World
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Abstract
The Democratic Republic of Congo (DRC) is known as the rape capital of the world. Although
some (or many?) victims of sexual violence are given reparation, prior literature has not studied
the efficacy of such actions. My study examines the satisfaction of victims of sexual violence
with reparation mechanism using a legal positivist and feminist approach (Zegveld 2017). I have
conducted interviews with victims of sexual violence in the DRC, and experts in sex trafficking
and International Criminal Court (ICC) Registered Experts, and conducted a content analysis of
all possible ICC press releases available. I found that that victim participants have low
satisfaction of reparations based on the judgment of the Trial Chamber. Further, participants had
higher satisfaction when individual reparations were awarded in comparison to collective
reparations (Order for Reparations; Rome Statute of the ICC). This research has been conducted
and structured such that the International Criminal Court and its stakeholders can assess the
progress made by the institution in terms of the effectiveness and quality of its work regarding
reparations.
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Boxed Impact Project
Megan Colapinto, Kennesaw State University
The primary purpose of the Boxed Impact project is to leverage student volunteers, international
travelers, and missionaries as a means to deliver high-impact solutions to community members
while opening new opportunities for solution providers and local Non-Governmental
Organizations (NGOs) and Social Enterprises. The items in the bag chosen represent tools that
give the end user more opportunities for growth and development. It is the hope that the end user
will then be able to use their new opportunities to extend beyond them to their family and
community.
For the Boxed Impact Project, we decided to focus on Dajabón due to the first-hand experiences
that we had with the community and the research that we gathered. This is subject to change with
more research, but if a new market is chosen, it is important to make sure that the end user in the
new market closely matches the original end user in Dajabón that we identified. Further, we
believe that the end user that we identified within Dajabón represents the best outcome for the
bag. By providing the items within the bag to residents such as those within Dajabón, we hope to
empower the people to have greater opportunities and uplift their communities.
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