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Thank you to all who submitted their research to the 2019 Atlantic Marketing Association 

Proceedings.  

These Proceedings are organized into two sections:  Faculty and Student Content.  The Faculty 

Content is further organized by track with abstracts followed by papers.  Winners are indicated 

in the track.  Student Content is organized with the award-winning submissions followed by 

papers organized by ID#.     

Submissions were only formatted to be consistent with the Proceedings format.  This is a DRAFT 

Proceedings that will be updated once it has been fully proofread.  

Proceeding Editor:  Laura Robinson, Kennesaw State University, lrobin39@kennesaw.edu   
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A Research Note on Gender and Taboo 
Advertisements: The Case of Spirit Airlines 
 

Blaise Waguespack, waguespb@erau.edu 

Anke Arnaud, arnauda@erau.edu 

Tamilla Curtis, curtist@erau.edu 

ABSTRACT 
This research note is an exploratory investigation on the use of taboo themed advertisements 

and the differences in responses to those ads by gender.  What is unique to the note is the 

ability to investigate using advertisements that have not been created for a fictitious product, 

but were in fact examples from a long running promotional campaign by a U.S. airline, Spirit 

Airlines. The research supports the belief that taboo themed ads may bring attention, but 

female responses to the taboo themed advertisements are negative and these feelings may 

carry over to attitudes toward the brand and lower intentions to purchase.     

 

Introduction to Spirit Airlines 
 

When then Spirit Airlines CEO Ben Baldanza was asked about the airlines strategy he replied 

“we're selling low prices, and compete for customers on the basis of price and price alone” 

(Satchell, 2013).   As the airline moved to the strategy of being an ultra low cost carrier (ULCC) 

in the late 2000s, the quote reflects the belief that only price matters to the purchasing 

consumer.  As part of the strategic shift, all aspects that added costs to the airline were 

investigated.  Among the examples cited in articles about the airline was a story of how if one 

walked into the corporate headquarters, no receptionist was on duty, but a sign greeted visitors 

informing the guest that not having a receptionist saved 2 cents per passenger (Arnoult, 2007). 

Being an ULCC meant all aspect of the airline’s business operations were targeted for cost 

control.  Among the cost centers that faced cost reductions were the airline’s marketing costs.  

Baldanza stated that within a few years of becoming CEO that advertising costs were reduced 

80% (Stoller, 2009).  While the usual airline might spend anywhere from 2 to 4% on advertising 

media, Spirit lowered the airline’s spending to about 0.5% of its revenue on advertising media 

(Victor, 2012).  By using advertising that the CEO readily admits was ‘edgy’ the ads became viral 

and helped the airline save money and deliver inexpensive fares.  As Baldanza noted, “Spirit's 

advertising may be more colorful than some, but it isn't out of the norm when compared with 

many retailers' ads, Super Bowl commercials and the content of TV series” (Stoller, 2009).   As 

mailto:waguespb@erau.edu
mailto:arnauda@erau.edu
mailto:curtist@erau.edu
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the airline had moved to the strategy of being an ULCC the statements reflect the belief that 

only price matters to the purchasing consumer.  Anything done in the name of attracting 

attention via additional news reports or in the world of social media re-tweeting, re-posting or 

blogging about the ads, meant a goal was met to get the most reaction to the ads as possible 

with as little cost as possible (Nicas, 2012).  Barry Biffle, the chief marketing officer at Spirit 

Airlines at the time the ads were run, generally stated his true belief that there's no such thing 

as bad publicity (Victor, 2012). 

Taboo in Advertising 
 

The research on taboo advertising and its effects evolved from the controversial advertising 

literature.  As the researchers in the field examined the different aspects of what is 

controversial in advertising, and the different ad appeals and executions that could be 

controversial, the question of what was ‘beyond’ controversial was raised (for a review of issues 

in controversial advertising, please see Arnaud, et, al, 2018).  Extending the research on what is 

controversial or what consumers may consider provocative lead to research that began to 

examine the concept of taboo in advertising.  One of the first studies by Sabri (2012a), who 

developed a research stream in the area, started with an investigation into one area of taboo, 

the use of explicit sexual imagery.  In this first article, Sabri defines taboo advertising as: 

That which uses images words or settings to evoke a taboo for a proportion of the target 

audience. It can shock or offend by transgressing internalized norms or by triggering 

emotionally ambivalent responses, such as simultaneous excitement and guilt (p. 217).   

Following from the controversial advertising research literature, Sabri recognizes that the 

concept of taboo can have two forms, the designation could refer to a taboo product or a taboo 

violating execution of the ad. Conducting a series of interviews with female subjects, a decision 

tree model was developed that reflected a subject’s ambivalence or no ambivalence to the 

taboo sexual imagery which lead to 4 possible outcomes, of which 3 were to have a negative 

attitude to the ad.  The study utilized a qualitative, interview technique, and a small sample of 

22 female subjects, but factors such as age, family structure, and religiosity all played in role in 

leading to the negative outcomes.  Additionally the interviews found that a negative contagion 

effect occurred, transferring the negative attributes of the taboo ad onto the product and thus 

created limited purchase intentions.                   

In researching the social science history of taboo, Sabri and Obermiller (2012) note that taboo is 

“a behavioral or verbal act that societal norms prohibit and generally considered to be publicly 

unmentionable” (page 870).  Across the advertising context, the taboo perspective may come 

either from the product advertised or from the use of a taboo theme in the execution of the ad.  

Examining past research in the area of provocative advertising content, 16 taboo topics are 
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named: suicide, murder, death, abortion, hard-drug ingestion, nudity, sadomasochistic 

practices, gay sex, rape, zoophilia, pedophilia, sex with more than one partner, masturbation, 

transvestitism, parody of religious symbols, and physical abuse of women.  The authors note 

that some public service ads had in fact addressed some of these issues in the past in efforts to 

address health issues such as AIDS and some of these themes had been used in product 

categories such as leather goods, luxury and high fashion products.  This study by Sabri and 

Obermiller (2012) focused on the execution of the ad.  Creating four different ad executions for 

a fictitious perfume, the execution strives to intermingle the taboo concepts of sex 

(sadomasochism) and death (suicide) as the executable elements to examine the impact taboo 

level on brand attitude and brand purchase intentions.  Within the experimental executions, 

the ‘strong’ taboo ads were perceived as very taboo when the manipulation check was 

examined.  This finding is of note as it supports the proposed model that strong taboo 

executions in ads have a negative impression on brand attitudes and intentions to purchase.  

However, the authors hypothesis that women were more likely than men to perceive taboo 

symbols in the ads was not supported.  As the strong taboo ads were so strong, the ads were 

too strong to find a gender effect as both males and females had negative evaluations of the 

strong taboo treatment. 

In a follow-up study, Sabri (2017) investigated the impact of different media contexts (i.e., press 

versus social media) on the effectiveness of controversial taboo ads.  The research of taboo for 

this study relied on two taboo themes – sex in the form of sadomasochism and death in the 

form of suicide using black and white print ads for a fictitious perfume.  To introduce the 

possible effects of the delivery medium the method of ad communication varied from a print ad 

to a Facebook page.  The study revealed that communication medium seems to influence 

consumer perceptions of controversial ads.  That in a social media sharing, receiving an ad from 

a ‘friend’ may lessen the taboo level of the ad.  Respondents downplayed the taboo-ness of a 

viral controversial ad disseminated by way of the social networking site compared to a 

controversial ad embedded in a press article. However, findings also suggest that controversial 

viral advertising does not contribute to favorable brand attitudes and purchase intentions. The 

viral communication context does not isolate a brand from a negative evaluation (Sabri, 2017). 

Continuing the investigation of the use sex and violence as taboo themes in ads, Theodorakis 

and Painesis (2018) created a series of 8 print ads mixing a control stimuli of no taboo themed 

ads with ads focused on sex, ads focused on violence and then ads with a mixed sex and 

violence execution.   In discussing the use of taboo across fields of human behavior, the authors 

note that advertising has often treated taboo differently as the basis for provocation, 

distinctiveness, or controversial appeals in ad execution strategies.  In the various treatments 

and manipulations the research describes gender is found to have a negative impact on the 

effect of taboo ads on perceptual, attitudinal and behavioral responses.  Women generally 

across all the taboo themed ads treatments reacted more negatively than men, and especially 
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towards the ads with sexual stimuli as the focused taboo treatment.  Addressing the use of 

taboo, the research finds that congruence with taboo themes may be appropriate in certain 

product categories or causes (public health).  Although the use of taboo themes may generate 

more negative results when used with products that are traditionally less associated with 

taboos.          

While the research reviewed so far has focused on the effect of sexual content and violence 

imagery to elicit taboo themes, other research has looked at the impact of humor on taboo 

themes.  Sabri (2012b) first investigated how the level of taboo (low, medium and high) impacts 

attitude towards the ad and attention paid to the ad.  In the study, Sabri found that a medium 

level of taboo themes may be best for soliciting attention for the ad.  The study reported a 

curvilinear relationship is found that at the high level of taboo that scores for attention towards 

the ad did decrease from the medium level of taboo.  Sabir’s category for the ads created was a 

perfume product; therefore, the use of sexual imagery was used to manipulate the level of 

taboo and for the humor treatment a tagline for the print ad was created through a series of 

focus groups of women, the final target of the sample. Examining the results between the non-

humor and humor groups the results support the belief that humor can both lower the 

perception of taboo and maintain attention towards the ad as the level of taboo increases.  

With the use of humor an advertiser may in fact maintain attention toward the ad even at a 

high level of taboo that may lower attention without the humor present. 

Other research has examined if the use of humor will increase the likelihood of people to 

forward and share viral taboo themed ads.  Lee, et al; (2017) study the impact of light versus 

dark on the reception and interpretation of a viral taboo themed ad and the willingness to 

forward and share such an ad across a person’s social network.  The findings do support that 

the nature of the setting, light versus dark, impacts the perception of humor on the taboo 

themed ad, with those in a dark setting finding the ad more humorous, but no matter the 

setting the groups in the offensive conditions with taboo themed content had a lower attitude 

toward the ad and the brand.  Furthermore, while finding the taboo themed ads more 

humorous in dark condition, the impact of the humor was still not enough to increase the 

likelihood of sharing the offensive themed ads.  While finding humorous, individuals recognize 

that sharing the offensive content may negatively reflect on their character, and so by not 

sharing someone is protecting their self-worth and is being considerate of others.                     

The literature presented notes that taboo appeals are likely to continue into the future as by 

the use of taboo attention is gained. Yet, the literature has also consistently found that strong 

levels of taboo can actually bring about negative feelings toward the ad, the brand and lower 

the intention to purchase.  Additionally, the literature review supports that the effects found 

are even stronger for females.  That leads to the hypothesis for this note: 
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H1: examining a subset of selected terms reflecting the feeling and evaluative aspects of the 

concept of taboo will find that females will have stronger negative feelings and evaluations of 

Spirit Airline advertisements. 

 

This Study 
The study was conducted at a private university in the Southeastern United States, including 

both students and non-students from a women’s community service organization. Respondents 

completed part of the survey, including demographics, personal travel behavior, and general 

beliefs about advertisements, before being presented with a series of advertisements Spirit 

Airlines had released over the years.  The presentation was an 8-minute Spirit Airlines ad series, 

a mixture of print, web, and video advertisements developed and released by the airline. 

Distribution of the ads occurred by means of various promotional channels, including direct 

messages sent to members of the airlines $9 fare club, those who had signed-up for the airlines 

daily promotional email or posted on the airlines web pages.  Examples of ads with taboo 

content include “Bang Buck”, “The Weiner Sale”, “Improve your Travel Performance”, “No 

Smoking Sign is Off (in Colorado)”, “Go South”, “Check out the Oil on our Beaches”, “Many 

Islands Low Fair– MILF”, “MUFF Diving Destinations” and more. After exposure to the 

advertisements, respondents completed the remainder of the survey including scales assessing 

emotions and attitudes resulting from exposure to the ads. Between the survey and the 

presentation of the ads the task took approximately 25 minutes to complete. 

Examining the demographics of the respondents, 123 (47%) were male and 138 (53%) were 

female.  Other demographic variables collected are presented below: 

 

 

 

 

 

Table 1:Incomes 

As the students were asked to reflect the income range known from their family lifestyle and 

the respondents included non-students from a local community women’s service group, the 

number reported at over $100,000 is not unexpected.  The addition of the non-students into 

the respondent sample also accounts for the range of ages seen below.   

Age Frequency 
Percent of 

Respondents 

Income Frequency 
Percent of 

Respondents 

$0 – 24,999 39 15.5 

$25,000 – 49,999 39 15.5 

$50,000 – 74,000 52 20.6 

$75,000 – 99,000 39 15.5 

Over $100,000 83 32.9 
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18-24 174 66.9 

25-34 56 21.5 

35-44 15 5.8 

45 & Older 15 5.8 
Table 2: Ages 

As this note focuses on the issue of taboo in advertising, selected items from the series of scales 

developed by Burke and Edell (1987) are used to get a response to the taboo aspects of the 

Spirit ads used as the treatment. The items selected for analysis came from the literature on 

taboo and reflect the respondents negative and evaluative feelings towards the Spirit ads seen.  

The items are scored on a 1 to 5 scale, with 1 being Very Strong to 5 Not At All.    The table 

displays the negative evaluative items with mean score by gender and the F score and 

significance found when examining the item using the Means function in SPSS.  

Item Female Mean Male Mean F Sig. 

Disgusted 2.64 3.68 44.012 .000 

Offended 2.84 3.84 37.505 .000 

Sad 4.04 4.27 2.69 .105 

Irritatng 2.98 3.64 15.802 .000 

Terrible 2.73 3.27 9.870 .002 

Worth Remembering 3.85 3.25 14.063 .000 

Humorous 2.77 2.30 7.934 .005 

Table 3:Female Means 

Except for the item Sad, all the items are found to be significant and in the direction expected.  

The female respondents consistently scores are lower, reflecting stronger negative and 

evaluative feelings towards the Spirit ads.  There is only one item above were the men’s mean 

score is lower, reflecting a stronger belief that the ads were more humorous to men than to 

females.   

To investigate whether the taboo content impacts the intent to purchase to items purchase two 

items were asked about future behavior.   The scale for the items was on a 1- Strongly Disagree 

to 5-Strongly Agree scale. 
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Item Female Mean Male mean F Sig 

I am likely to consider flying Spirit 
Airlines the next time I fly  

2.05 2.40 5.235 .023 

I am likely to visit the Spirit Airlines 
website to purchase a ticket 

2.03 2.39 5.560 .019 

Table 4:Items 

The results are in the direction expected and are significant.  While for both males and females 

the mean scores are not high, still for females the scores are lower, demonstrating a lower 

purchase intention.  

For a measure of the impact of the ads on the respondents and their attitudes toward the ads, 

two questions were asked. The scale for the items was on a 1- Strongly Disagree to 5-Strongly 

Agree scale. 

Item Female Mean Male Mean F sig 

I liked the Spirit Airlines 

message 
2.12 2.72 16.767 .000 

I found the Spirit Airlines 

message appealing  
2.08 2.71 19.458 .000 

 Table 5:Items Contd. 

The results here are in the direction expected and are significant.  For the females in the sample 

the scores are noticeably different than the males and a negative attitude towards the ads is 

found.  

Implications 
The results presented in literature review from past taboo studies and the results of this 

exploratory examination of the data support the hypothesis that women negatively perceive 

sexually oriented taboo advertisements.  Since the ads for this study were collected, Spirit has 

changed their branding and advertising significantly (Kurtz, 2016).  While still at times harking 

back to the past, as the airlines base fare is branded the “bare fare”, the continuous use of 

sexual innuendoes and sexual imagery has been discontinued.  One possible explanation for 

this can be seen in the role that women are now playing in the decision process when airline 

selection occurs.  In an airline segmentation study produced by pwc consulting (2013), nine 

identifiable airline consumer segments are named.  Out of the nine segments, four are female.  

The table below presents a few of the highlights of the segments.     
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pwc Consulting - Female Dominated Customer Traveler Segments 

Segment 
Name 

Passenger Type 
# Of Trips 

(RT) 
Annual Travel 

$ Spent 
Research 

Discourages 
After Bad 

Experience % 

Efficiency Erin 
Business 

Elite 
28 $12 to $48K 

Tablet 
laptop 

52% 

Deal-seeking 
Debbi 

Business 
price-sensitive 

8 $1 to $6K 
Smartphone 

laptop 
49% 

Vacation Vicki 
Leisure 

experience-seeking 
2 to 3 <$1K 

Smartphone 
tablet 

49% 

Practical Polly 
Leisure 

price-sensitive 
4 to 5 $1 to $5K 

Smartphone 
tablet 

56% 

Table 6:Segment Names 

Of the segments named in the table, most airline analysts would agree that an ULCC airline 

does not target Efficiency Erin, due to the wanting of elite status.  The other segments named, 

Deal-Seeking Debbie, Vacation Vicki and Practical Polly would very much be within the 

customer groups the airline is trying to attract.  If running ads that possibly have the effect of 

alienating a large portion of the possible customer base, who are recognized as being the 

decision maker for a large portion of leisure travel, the airline will begin to feel the results.      

Additionally, during the period of the early 2010s as the notoriety of the Spirit ads had 

increased (Nicas, 2012) and were being constantly critique and criticized on blogs  (EX: 

https://jezebel.com/spirit-airlines-advertises-discounts-with-overt-pussy-j-1506895035) the 

airline also had to deal with a spate of articles that noted its problems with complaints. Mr. 

Baldanza said that the carrier needed to just do a better job of the explaining the business and 

operational model of the airline and that would ease the public situation the carrier faced 

(Wittkowski, 2014).  However, the ownership of the airline had heard enough, and on January 

5, 2016, Mr Baldanza resigned his positon and a new CEO was appointed (Carey, 2016). With 

the change in leadership, there quickly appeared a change in tone of the ads.                

Conclusion   
In the area of taboo themes and execution there exists much research opportunity (Larsen, et 

al; 2017). The difficulties faced are that the nature of the topics may stop researchers from 

investigating.  Additionally, due to the topics, getting respondents to engage and drop their 

personal barriers can be difficult.  While only an anecdotal occurrence, the researchers noticed 

as conducting the study across different groups various reactions occurred.  In mixed gender 

settings, when the room had both male and female students, while the male students would 

laugh aloud at some of the ads, the female students would look slightly bemused.  When the 

survey administration occurred in an all-female setting, whether students or members of the 

https://jezebel.com/spirit-airlines-advertises-discounts-with-overt-pussy-j-1506895035
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service club who participated, the visible reactions were quite different and one could see the 

negative reactions of the women. The use of personal interviews and video follow-up is noted 

by Larsen, et al (2017) as one of the means of getting beyond the barriers that may exist in fully 

developing the taboo research findings and the researchers now can only wish they had the 

opportunity to follow-up on the interactions seen.      
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ABSTRACT 
This study investigates the relationship between perceived convenience and the technology 

acceptance model (TAM). Data were collected from a financial institution in the western United 

States. The context of the study was the intention of this institution’s customers to use an 

interactive teller machine (ITM). ITMs are automated machines that are replacing tellers in 

some bank branches allowing customers to engage in transactions such as loan payments, cash 

deposits and withdrawals, cashing checks, and funds transfers. ITMs differ from automatic 

teller machines (ATM) in that they allow for assisted interactions by branch and/or remote 

staff. ATMs are generally not deployed with the expectation of assisted self-service 

transactions.  

Conceptual Framework 
The technology acceptance model (TAM) has been used to study how individuals come to 

accept and use technology. The model was an extension of Fishbein’s and Ajzen’s (1975) theory 

of reasoned action (TRA) which posited that intention for a given behavior was a consequence 

of an individual’s attitude and subjective norms. Davis (1989) decomposed the attitude 

construct into perceived ease of use and perceived usefulness. Since Davis, the model has been 

used in a myriad of contexts: for example, online shopping (Ashraf, Thongpapanl, & Auh, 2014; 

Panchamia & Doctor, 2015; Lu & Rastrick, 2014), self-service banking (Kansal, 2016), adoption 

of app-based cab services (Roy, 2016), online education (Landry, griffeth, & Hartman, 2006; 

Cheng , 2011), medical technology (Seeman & Gibson, 2009),  and customer management 

(Šebjan, Bobek, & Tominc, 2017). Various models have been proposed to extend the TAM with 

additional variables: for example, self-efficacy (Joo, Park, & Lim, 2018), motivational variables 

(Siegel, Acharya, & Sivo, 2017), variables from the diffusion of innovation theory (Lee, Hsieh, & 

Hsu, 2011). All of these examples apply the TAM in contexts where the technology is readily 

available to the participants in the study. Convenience and access to the technology were 

assumed and not studied, as is the case in much of the TAM literature.  When convenience has 

been addressed, it has frequently been from an ease-of-use perspective (e.g., Okazaki 

&Mendez, 2013; Ozturk, et al., 2015, Yoon & Kim, 2007).   
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The convenience literature has attempted to address the construct of convenience to make it 

more formative than reflective (e.g. Brown, 1999; Berry, Seiders,& Grewal, 2002). The literature 

has demonstrated that the construct of convenience has multiple dimensions (Ozturk et al., 

2016). When convenience is studied, frequently one or more dimensions are used that are 

found in the works of either Brown (1990) or Berry, Seiders, and Grewal (2002). Those 

dimensions are time, place, acquisition, use, and execution. This paper will investigate the place 

dimension of convenience and its relationship with the TAM. 

Research Model  
The subjective norms construct within the TRA and TAM was retained in another extension of 

TRA, the theory of planned behavior (TPB). Hagger and Chatsizarantis (2005) decomposed 

subjective norms in a test of the TPB into descriptive norms and injunctive norms. Descriptive 

norms are those behaviors in which a subject’s significant others engage. Injunctive norms are 

those behaviors a subject’s significant others approve of but may not actually engage in the 

behavior. This study uses the Hagger’s and Chatzisarantis’ decomposition for subjective norms. 

The model is in Figure 1. 

 

 

Figure 1: Expanded TAM model. 

This paper examines the relationship between the dependent variable of intention and the 

independent variables of perceived convenience, perceived ease of use, perceived usefulness, 

descriptive norms, and injunctive norms.  
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Research Method 
An original survey instrument was developed based on Vankatesh and Davis (2000); Ashraf, 

Narongsak, and Seigyoung (2014); Seeman and Gibson (2009) and Hagger and Chatzisarantis 

(2005). A pilot test was conducted to validate the research instrument. The pilot and full study 

collected data from customers within a three-mile radius of one of the financial institution’s 

branches utilizing ITMs. The qualified participants were randomly selected.  

Instrument Development and Pilot Test 

Field Test 

The research instrument was reviewed by management within the institution to ensure that the 

survey was appropirate for the customer base. The literature on TAM was consulted to ensure 

variables for the model were addressed. An outside consultancy reviewed the survey to address 

general survey protocols and language usage within the survey. 

One measure was used to capture perceived convenience (PC). Three measures were used to 

address perceieved ease of use (PEOU). Four measures were used to capture perceived 

usefulness (PU). Five measures were used to capture subjective norms (SN): two for injunctive 

norms, three for descriptive norms. 

Pilot Test 

The field-tested instrument was sent to 400 randomly selected customers. There were 63 

responses received. The sample size for the pilot study was sufficient: It was larger than 10% of 

the received responses of the larger study and was sufficient for determining reliability 

(Connelly, 2008; Hertzog, 2008). It was twice as large as the sample size recommended by Hill 

(1998).  

To validate the instrument, principle components analysis (PCA) was run on the data (Varimax 

rotation). The results are reported in Figure 2. The single measure of PC loaded at .87. The 

three variables for PEOU loaded at .68 or above. All of the variables for PU loaded at or above 

.69. Three of the subjective norms variables loaded above .6 and two did not. The variables 

loading sufficiently were the measures related to descriptive norms, what significant others 

actually do. The SN measures that failed to load were the measures for injunctive norms, what 

significant others think about ITMs/banking technology. Overall reliability of the instrument 

was supported (α = .90). 

 1 2 3 4 

PC1 -.030 -.069 .224 .866 

PEOU2 .585 .139 .677 -.033 

PEOU3 .101 .187 .827 .238 

PEOU4 .495 .042 .680 .044 
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PU5 .690 .169 .229 -.023 

PU6 .849 .217 .272 -.018 

PU7 .885 .207 .183 .066 

PU8 .842 .223 .218 .212 

SN9 .043 862 .249 -.149 

SN10 .323 .840 .125 .015 

SN11 .428 .646 -.039 .488 

SN12 .559 .484 .055 .469 

SN13 .497 .501 0.38 -.347 
Figure 2: PCA results with Varimax rotation. 

The non-loanding variables were removed: The model is presented in Figure 3. 

 

Figure 3: Revised model based on PCA results. 

Hypotheses 
Based on the research of Vankatesh and Davis (2000); Ashraf, Narongsak, and Seigyoung (2014); Seeman 

and Gibson (2009); Hagger and Chatzisarantis (2005); and Brown (1990), the hypotheses presented in 

Figure 4 were developed and will be tested. 

H1 A significant relationship exists between PC and Intention 

H2 A significant relationship exists between PEOU and Intention 

H3 A significant relationship exists between PU and Intention 

H4 A significant relationship exists between DN and Intention 

Figure 3: Hypotheses tested in model. 



 
25 

AtMA 2019 Proceedings 
 

Full Study 

Data Collection 

A third party was used to distribute electronic surveys and collect responses. 7,122 randomly 

selected customers were sent the instrument. Responses were collected over a two week 

period in June 2018. After a two week fielding, 361 responses were received for a response rate 

of 5.1%. 

Method 

Multiple linear regression was used to investigate the relationships between the predictors and 

the outcome variable. Based on previous research, the variables were entered into the model 

with PU entered first, PEOU entered second, and SN entered third (Bashir & Madhavaiah, 2014; 

Roy, 2017; Thakur, 2013). PC was entered into the model last.  

Results 

A total of 29 cases were removed from the analysis because of being overly influential (e.g., 

Mahalanobis distances, covariance ratios). All variables were found to have a significant 

relationship with intention; therefore, all hypotheses were supported. See Figure 5. The 

varaiables accounted for 68% of the variance in intention to use an ITM. 
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Model 

Standardized 

Coefficients 

t Sig. Beta 

1 (Constant)  -2.198 .029 

PU .453 9.028 .000 

PEOU .275 5.324 .000 

SN .174 4.898 .000 

PC .083 2.262 .024 

Figure 4: Significance levels of variables in model. 

Follow Up Tests 
Because a sufficient number of respondents replied, the data were reviewed in terms of those 

having used an ITM (n = 190) and those who had not (n = 142). 

ITM Users 

All variables had a significant relationshp with intention to use an ITM. (Table 1). The strongest 

influence on intention to use an ITM was PU, which was 1.8 times as strong as  PEOU, and more 

than 2 times as strong as SN or PC based on standardized coefficients (Table 2). 

 

Model R R Square 

Adjusted R 

Square 

Change Statistics 

R Square Change Sig. F Change 

1 .763b .582 .580 .582 .000 

2 .797c .636 .631 .053 .000 

3 .810d .656 .650 .020 .002 

4 .819e .670 .662 .014 .008 

Table 1. Model Summary for ITM Users 

 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

Sig. 

95.0% Confidence Interval for 

B 

B Std. Error Beta 

Lower 

Bound Upper Bound 

4 Constant -.058 .366  .874 -.782 .665 

PU .433 .077 .412 .000 .282 .584 

PEOU .299 .102 .234 .004 .098 .500 

SN .146 .050 .152 .004 .048 .245 

Table 2. Coefficients of ITM Users 
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Non-ITM Users 

All variables had a significant relationshp with intention to use an ITM except for PC (see Table 

3).  

The strongest influence on intention to use an ITM was PU, which was 1.8 times as strong as  

PEOU, and 2.3 times as strong as SN based on standardized coefficients (Table 4). PC did not 

have a significant relationship with intention. 

Model R R Square 

Adjusted R 

Square 

Change Statistics 

R Square Change Sig. F Change 

1 .767b .588 .585 .588 .000 

2 .802c .643 .637 .055 .000 

3 .816d .666 .658 .023 .004 

4 .819e .671 .660 .005 .180 

Table 3. Model Summary for Non-ITM Users 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

Sig. 

95.0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

4  -.739 .417  .079 -1.565 .086 

PU .524 .096 .442 .000 .333 .714 

PEOU .335 .121 .245 .006 .096 .574 

SN .211 .070 .194 .003 .072 .349 

PACCESS .082 .061 .083 .180 -.038 .203 

Table 4. Coefficients for Non-ITM Users 

Research Implications  
The standardized coefficients suggest that role of PC is not substantial although it is significant. 

When studies involve technology linked to a particular geographic location, the role of PC is 

relevant for the TAM model. Further study is warranted to determine whether the effect size of 

PC will be substantially different in other contexts when studied in the TAM. 

Managerial Implications 
The contributions of PU and PEOU to the variance in intention suggest that marketers should emphasize 

the utility and ease of using technologies that are fixed geographically. Descriptive norms play a larger 

role as well. The higher contribution of PC for customers that have actually used an ITM suggests that 

convenience to the technology does matter in the customers’ reflection about the experience. The 

insignificance of PC in explaining intention for customers that have not used the techonolgy suggests 

that convenience is not a consideration until an individual has actually used the technology. 
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Relevance to Educators, Researchers and Practitioners 
This study demonstrates that convenience (place) has a role in studies involving the technology 

acceptance model. The role played by convenience in the model may vary based on the 

familiarity of the consumer with the technology’s geographic location. Such a variance should 

inform the practitioner’s marketing strategy related to the technology. 
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Abstract 
Artificial Intelligence (AI) systems are rapidly expanding into organizations and present 

significant challenges to positions and processes performed by humans. Using a case-based 

methodology, this paper explores AI in a highly competitive and turbulent industries where 

innovation is the “coin of the future realm.”  This paper applies the diffusion of innovation to 

the manufacturing and healthcare industries by examining organizational practices of AI 

integration, Topics included are capabilities of AI, limitations of AI, the speed of innovation and 

adoption. Driven by economic factors, cases in two industries are presented to demonstrate the 

speed and impact of AI.  Additional areas covered are productivity, leveraging of existing 

technology and human resources, demonstrated reduction of strategic and operation errors, 

and reduce costs. The paper reviews the history of AI and projects its future in the workplace, 

the generational resistance, the adoption rates across the additional industries. 

 

Keywords: Artificial Intelligence, diffusion of innovation, manufacturing industry, healthcare 

industry, challenges, productivity, technology disruption, adaptation, adoption of innovation. 

Relevance to Marketing: Educators, Researchers, and Practitioners:  

This paper applies the diffusion of innovation to the manufacturing and health-care industries by 

examining organizational practices of AI integration, Topics included are capabilities of AI, 

limitations of AI, the speed of innovation and adoption. Driven by economic factors, cases in two 

industries are presented to demonstrate the speed and impact of AI. Additional areas covered 

are productivity, leveraging of existing technology and human resources, demonstrated 

reduction of strategic and operation errors, and reduce costs. 
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ABSTRACT 
In 2017, a major global study (EY FinTech Adoption Index 2017) was undertaken that included 

20 markets and over 22,000 online interviews. The primary goal was to provide a global 

perspective on financial usage (FinTech). The basic finding was that on average 1 in 3 digitally 

active consumers use 2 or more FinTech services. That is significant enough to suggest that 

FinTech has reached early mass adoption. A common assumption is that FinTech firms struggle 

to translate innovation and great customer experience into meaningful numbers. The initial 

findings reflect considerable consumer appetite for new and innovative financial service 

products that take advantage of new consumer technologies, such as mobile and cloud.  This 

trend is especially true in the historically underserved emerging markets, with China and India 

leading FinTech adoption across the study.  The purpose of this extension is to perform an 

analytical study, via R-language, a detailed study answering the following questions: 

 

Question 1: Choose three useful metrics that you would use to assess Financial Technology 

Usage. Why did you choose them? 

 

1. Used a mobile phone or the internet to check account balance in the past year (mobile balance). 
 

2. Used a mobile phone or the internet to access an account in the past year. (mobile account) 

 
3. Used the internet to buy something online in the past year (B2C). 

 

Question 2. Are there some interesting correlations between Financial Technology Usage metrics and 

other factors? What do they mean for policy and practice? 

 

During our attempt to identify the three financial technology usage metrics, we identified 

several potential candidates and other metrics we expected to indicate economic strength and 

conversely the need for economic development.  It was by comparing all of these correlations 

mailto:smitha@rmu.edu
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that we settled upon the three above metrics.  These correlations are based on data from all 

three years included in the dataset.  The metric indicating having borrowed for a business or 

farm was weakly correlated with other positive non-technology usage metrics.  Therefore, we 

decided to look at correlations for each year separately.  This resulted in no usable data for 

2011 and approximately half the amount of correlations produced for 2014 compared to our 

aggregate correlation results.  2017 yielded data very similar to the aggregate.  Interestingly 

enough, 2014 showed that having borrowed for entrepreneurial reasons was negatively 

correlated with some of the other positive metrics and positively correlated with the strongest 

negative metric, having borrowed for medical expenses.  However, 2017 data shows the exact 

opposite correlation pattern of being strongly correlated with the other positive metrics and 

strongly negatively correlated with other negative metrics.  Additionally, the positive metrics of 

mobile/internet access to an account, credit card usage and ability produce emergency funds all 

exhibit a weaker correlation with the barrier metrics when compared to the other positive 

metrics indicating a lesser sensitivity to these barriers.  Lastly, the strongest indicator of the 

need for economic improvement is percentage having borrowed for medical expenses which 

exhibits the strongest negative correlation to the positive metrics and a positive but less strong 

correlation to the other negative metrics. 

1. Account ownership. Mobile or Internet: check account b 
Question 3. Are there differences in Financial Technology Usage across countries or regions? 

 

We decided to divide countries into 4 income levels (i.e., high, upper middle, lower middle, and 

low) and selected representative countries for each level. In general, as the number of accounts 

established, the 3 metrics (i.e., mobile balance, mobile account, B2C) also increased. The higher 

the countries’ wealth, so does account established. There were a few exceptions, such as Kenya 

and Zimbabwe. For example, Kenya’s world-leading mobile-money system (M-PESA which was 

established in 2007) it is now used by over 17m Kenyans. This is equivalent to more than 67% of 

the adult population and about 25% of the GDP flows through it.  

 

High Income 

● Estonia 
● Israel 
● United States 

Upper middle income 

● Argentina 
● Croatia 
● Gabon 

Lower middle income 
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● Kenya 
● Honduras 
● Moldova 

Low income 

● Rwanda 
● Zimbabwe 
● Haiti 

 

Question 4: What are some of the factors that you think may drive Financial Technology Usage around 

the globe? How would you assess them? Explain your choice of technique and be explain 5 

interesting results from your Practical Analytical use? 

 

Adoption of Mobile Phones: 

 

• High adoption of mobile phones in country gives rise to the scenario of an 
individual to make use of online/mobile services provided financial 
institutions or mobile money providers 

• We can assess mobile phone adoption by looking at the internet usage in 
the country or phone call/SMS activity. 

 

Presence of Non-Traditional Financial Institutions:  

 

• In countries where accessibility to local financial institutions is not great or 
cost for opening an account in a traditional financial institution is too costly, 
presence of other options such as mobile money providers increase the use 
of financial activity through individuals mobile phone 

• We can assess this looking at the population of mobile money accounts 
owned by a country. 

 

Employment Rate:  

 

• Higher employment rate leads to individuals having a source of income that 
allow them to participate in activities such as savings, purchasing, etc. which 
all require the use of a account from a financial institution or mobile money 
provider. 

• Low employment rates in countries tend to lead to individuals not having an 
account, which is especially true for developing countries.  
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• We can assess employment rate by using surveys conducted by Census 
Bureau that collect nationwide information. 

 

Account Accessibility/Convenience: 

 

• Individuals with an account but don’t use it often do because services 
associated with their account are expensive or not convenient enough for 
them to user in their daily lives. 

• If financial institutions improve the capabilities of the services they provide 
with their accounts, which would convince individuals to use their accounts 
more to perform various financial activities. 

• We can assess this by conducting surveys and collecting feedback from 
account owners about how they use the account and for what activities 
they would like to use the account for.   

 

Me or Internet: access an account 
Desire to Access Global Marketplace: 

 

• Items not available locally 
• Cheaper prices from online sellers 
• Asses via percentage reporting making a purchase over the internet in the 

last year 

 
Question 5. Suggest and Present 5 Recommendations.  

 
1. Ensure access to health insurance in all countries to reduce the percentage reporting having 

borrowed for medical expenses. 
 

2. Implement cost controls to ensure fair and consistent pricing for medical services/drugs 
regardless of health insurance coverage to reduce the percentage reporting having borrowed 
for medical expenses. 

 
3. Require all governments to issue required identification documentation so that citizens may 

open an account. 

 
4. Incentivize financial institutions to offer micro loans in low income countries for very specific 

short term needs which help in dealing with the most significant barrier to owning an account.to  
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Abstract 
This paper briefly reviews the early history of Impressionism as an art form and its initial 

rejection in its original European market followed by acceptance in the United States and its 

subsequent success in its original market. The marketing conditions and factors that influenced 

the fate of Impressionism as an art movement are considered and focus on role played by the 

art dealer Paul Durand-Ruel as both marketing facilitator and intermediary, and the impact of 

the cultural differences between France and America.  A short history of the social and cultural 

conditions in Europe, and France in particular, prevalent when Impressionists artists were first 

introducing their works.  The Marshall-Forrest (2011) model of factors that influence the 

valuation of fine art and the experiences of Edward Deming who introduced new approaches to 

management following World War II (Deming 1982), and Ansoff’s strategic growth paradigm 

(1957) are each drawn on to obtain lessons from initial market failures and opportunities for 

generating marketing success.   

Introduction 
Given today’s quasi universal celebration of Impressionist artists, it is hard to imagine that in 

their time they struggled tremendously to have their art accepted and appreciated, and almost 

faded into oblivion. The purpose of this paper is to review marketing conditions and factors that 

influenced the fate of Impressionism as an art movement, with a particular focus on two 

factors: The central role played by the art dealer Paul Durand-Ruel, and the impact of the 

cultural differences between France and America.  We begin with a short history of the social 

and cultural conditions prevalent when Impressionists artists were first introducing their works.  

We then draw on the Marshall-Forrest (2011) model of factors that influence the valuation of 

fine art, the experiences of Edward Deming when introducing new approaches to management 

following World War II (Deming 1982) Wikipedia 2019), and Ansoff’s strategic growth paradigm 

(1957) to obtain lessons from initial market failures and opportunities for generating marketing 

success.  
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A Short History of Impressionism 
 

The Birth of Impressionism. Impressionism as an art movement first appeared in the early 

1860s in Paris, France. Artists such as Claude Monet, Pierre-Auguste Renoir, Alfred Sisley, and 

Camille Pissarro, among others, were at the core of the movement and developed a new style 

of painting.  This new style was characterized by loose brush strokes, the juxtaposition of 

colors, less precise lines, the depiction of scenes of everyday life, and painting in the outdoors 

(en plein air). These characteristics were in sharp contrast to the accepted standards of the 

time, embodied in the Academy of Fine Arts (Academie des Beaux-Arts) in Paris. 

Rejection. Not surprisingly, Impressionist paintings were rejected by the official Salon of the 
Academie, thereby depriving artists of a channel outlet for display and promotion of their 
works. For that reason, then French Emperor Napoleon III created in 1863 the Salon of 
Rejections (Salon des Refuses) where rejected works could be displayed. However, the works 
shown there were met with virulent criticisms by art critics. For example, Monet’s Mouth of the 
Seine at Honfleur (1865) elicited the following comments from art critic Victor Fournel: “What is 
there to say, for instance, about this Mouth of the Seine at Honfleur? The waves are 
represented by lumps of earth, the sails of the boats by triangles of black wood: one might well 
think it had been scrawled by a child of twelve on the cover of his Sunday school book” (Katz 
and Dars, 1999). Those were desperate times. By 1868, Monet was so broke that he attempted 
suicide, while his fellow painters were also poverty stricken and disillusioned. 
 

The Role of Paul Durand-Ruel. Paul Durand-Ruel was a Parisian art dealer who had supported 
and promoted the Barbizon School of painting (a precursor of the Impressionists) as well as 
Delacroix. In early 1871, Durand-Ruel met Monet and Pissarro in London. All three men had fled 
the Franco-Prussian war (1870-1871) and taken refuge in London. Durand-Ruel immediately 
recognized the potential of Impressionist paintings and developed an unshakeable conviction in 
their eventual success (Stamberg, 2015). Therefore, he purchased large quantities of 
Impressionists’ works and for the next fifteen years embarked on a sustained program of 
financial, marketing, and moral support for them. He provided them with monthly stipends, and 
often paid their bills, seeking to free them of financial worries, so that they could concentrate 
on their artistic output. He also organized several exhibitions of their works, starting in 1874. In 
addition, he steadily encouraged them to continue their work, despite setbacks. Thus, a sale at 
auction, organized by Renoir in 1874, was a failure. The art critic Albert Wolff, who had been 
asked to promote the sale, replied that “the impression the Impressionists achieve is that of a 
cat walking on a piano keyboard or a monkey who might have got hold of a box of paints” (Katz 
and Dars, 1999). Despite Durand-Ruel’s efforts, the outlook for Impressionist artists remained 
bleak. By 1886, Durand-Ruel himself was on the brink of bankruptcy, having spent his money 
supporting and promoting his artists’ works with few results. 
 

Exhibitions in New-York and Beyond. Fortunately for Durand-Ruel and his artists, in 1886 

James Sutton, President of the American Art Association, invited him to organize an exhibition 



 
48 

AtMA 2019 Proceedings 
 

in New-York. Durand-Ruel selected 300 paintings and took them to New-York. He stayed three 

months in the U.S., traveling to Washington, Cincinnati, Philadelphia, visiting collectors. In the 

end, he sold 49 paintings for $ 40,000, a large sum of money at the time. Durand-Ruel 

concluded that the American public was much more receptive to Impressionism than European 

crowds, leading him to open his own gallery in New-York the following year (Stamberg, 2015). 

This gallery was managed by his sons, who did much to further establish Impressionism in 

America. Once the American public started to buy Impressionist works, the French public did 

the same. In that sense, it can be said that Impressionism was “saved” by America. This begs 

the question of why was the American public so much more open minded to this new painting 

style than the French and other European publics?  

In retrospect, there the American cultural frame of reference was very different from the 

French (and European) one when it came to painting styles. French minds were formatted by 

centuries of artistic output centered on historical or religious subjects which followed the rules 

set by the Academie. These rules made it difficult for the French public to understand and 

appreciate a painting style that broke many of these rules. In contrast, American minds were 

not limited by such precedents and, therefore, the American public judged Impressionism not 

according to a predefined set of rules, but according to the intrinsic beauty emanating from 

such paintings.  

Durand-Ruel himself was well aware of these cultural differences. Late in life, he was quoted as 

saying: “The American public does not laugh. It buys” (Mendelsohn and Dailey, 2009), and 

“Without America, I would have been lost, ruined, after having bought so many Monets and 

Renoirs. The two exhibitions there in 1886 saved me. The American public bought moderately, 

but thanks to that public, Monet and Renoir were enabled to live and after that the French 

public followed suit.” (Durrant, 2015).  The Impressionists, in turn, were fully cognizant that 

they and their art genre were saved by Durand-Ruel and readily acknowledged this fact.  For 

example, Renoir is quoted as saying: “Durand-Ruel was a missionary. It was our good fortune 

that his religion was painting.” (Prodger, 2015).  

Factors Influencing the Valuation of Fine Arts 
To cast this history of Impressionism in a marketing conceptual framework, we here consider 

the Marshall-Forrest (2011) model of fine arts valuations, and the Ansoff (1957) conceptual 

framework for growth through diversification.  The Marshall-Forrest model recognizes a variety 

of factors that influence potential purchasers’ perceptions of prices of art works and, by 

extension, potential purchasers’ willingness to buy.  Factors held to influence perceptions of 

valuation of an artwork include artist factors, “product factors, marketing facilitator influences, 

marketing intermediary influences, potential purchaser influences, and external market 

demand factor.  Artist factors described in the model include the artist’s reputation and brand 

strength as well as celebrity status, recognized technical skills, and base price motivations. 
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Product factors are described as media, size of the work, and expressive symbols.  Intermediary 

influences include the reputation of the gallery, other artists represented,  and the gallery’s 

collector clientele.  Potential purchaser influence factors include purchaser identification with 

symbols, individual purchaser motivations, awareness of the artist as a brand and its 

associations, and personal economic constraints.  External market demand factors include 

general economic conditions and demand for art in the broad market.      

The previously described history of Impressionism in Europe overall and France in particular, 

clearly demonstrates that for years following the introduction of the first Impressionists 

exhibits, the genre was constrained by the rigidity of the market controlled by the  Academie 

des Beaux-Arts in Paris and established standards which the Impressionists violated. The result 

was exclusion from established dealers and public ridicule by art reviewers and critics (Katz and 

Dars 1999)  and salons, thus penalizing Impression from the perspective of the Marshall-Forrest 

(2011) model in terms of facilitator factors and intermediary factors, and thus also of artist 

factors and potential purchaser factors.  From this perspective, it is understandable that 

without the embrace of the Academie des Beaux-Arts, given its influence on a rigid cultural 

orientation regarding art, Impressionism was accepted only by a small segment of the market 

that was open to artistic innovation.  Facing poor reception in a culturally and structurally 

constrained art market, a new market would be needed for Impressionism to succeed.  

The Deming Effect 
Conceptually, but in a very different field, the story of W. Edwards Deming and Total Quality 

Management (Wikipedia 2019) is similor to the market reaction to Impressionism. During 

World War II, Deming developed Statistical Process Control Techniques to improve the quality 

of manufactured goods.  Following the war, Deming tried to promote his ideas to American 

companies but, there too, given cultural rigidity and an established industrial elite, his efforts 

were ignored by American managers who did not understand the necessity to adopt such 

techniques, given that there was already great demand for American made products overseas.  

During 1947, Deming became involved with Japanese industrial society while helping plan the 

1951 Japanese census and was invited by the Japanese Union of Scientists and Engineers to 

present his ideas regarding Total Quality Management (TQM). As a result, he introduced a large 

number of Japanese engineers and managers to his techniques and ideas, emphasizing that 

improving quality would reduce expenses while increasing productivity and expanding market 

share (Wikipedia 2019). Before long Japanese companies faced increased demand in foreign 

markets, including the United States, for their higher quality products with lower prices. The 

resulting competition faced by American goods even within the United States caught the 

attention of American companies, that then followed suit and began to adopt Deming’s 

techniques.  Here we see a situation similar to that experienced by Impressionism, of a product 
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that was rejected in its original market, but accepted in a new market, and with that acceptance 

was successfully reintroduced to its original market.  

The Ansoff Model 
In his 1957 Harvard Business Review Article “Strategies for Diversification” Ansoff introduced a 

two by two paradigm for revenue growth.  In the basic form of the model, one axis represents 

new versus existing products and the second axis represents new versus existing markets.  This 

results on four cells.  The cell of existing products – existing markets calls for a market 

penetration strategy.  In a fine art marketing context, this would represent the situation of an 

artist or art school offering works in an old, or classical accepted style.   

The new products-existing markets cell would call for a product development strategy.  This 

may represent the situation of early French impressionists introducing a new style of painting 

to the existing market, but a style of painting for which the existing market was not prepared to 

accept due to the existing cultural and structural constrains.  While traditional marketing 

guidance would call for product modifications to better fit the “wants” of the existing market, 

this is typically not an option for artists who, idealistically, may wish their art to be accepted on 

their own terms.   

The third cell would be for new products – new markets and would call for what Ansoff calls a 

diversification strategy.  This strategy would not fit the producer (artists) requirements for fine 

arts marketing because it suggests adapting products and marketing techniques to fit the 

cultural needs of the new markets.  While this is a sensible strategy, in product realms that do 

not carry emotional and value laden content based in the producers’ self-expression, it does 

not fit the unique producer needs encountered in fine arts marketing under which the artist 

produces for self-expression and personal satisfaction (Hirschman  1983). 

The impressionist experience, and that of Deming, may best fit Ansoff’s  fourth cell,  existing 

products-new markets, and would call for a market development strategy to prepare buyers in 

a new market for acceptance of a new to their market product although an existing but failing 

product in the original market.  In both cases, the “rejected” product has been created without 

considering the fit with the newly intended market and so may be considered an existing 

product having been already introduced in the existing market.  In this case, the role of the 

marketer is to prepare and educate the market as to the value characteristics of the “new” 

product that was previously rejected by the old market.  Deming found a receptive and 

adaptive cultural and structural industrial community in post-war Japan due the post-war 

defeat of Japan and the destruction of infrastructure.  In bring Impressionism to the United 

States and to the New York rt market in particular, Durand-Ruel entered a culturally adaptive 

market and market structure that was open to new art styles and individual interpretation.  

Consistent with a market development strategy, this required recruitment of intermediaries, 
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education of the facilitators, and through the facilitators, the education of the potential art 

consumers.  Most interestingly, for both Deming and for the Impressionists, acceptance in a 

new market prepared the ground for re-introduction and acceptance in the old, existing 

market.   

Conclusion 
It has been argued in this extended abstract that two factors played a key role in rescuing 

Impressionism from obscurity: The insight and actions of the art dealer Paul Durand-Ruel, and 

the impact of cultural differences between France and America on the ultimate fate of 

Impressionism. Even though the history of Impressionism is more complex than suggested here, 

the fact remains that these two factors were indeed critical in shaping its history.  Perhaps most 

importantly, the marketing history of Impressionism provides an interesting opportunity for 

further discussion and research.  Such discussion and research could illustrate key marketing 

concepts and explore the challenges and opportunities of marketing products that due to their 

subjective and hedonistic qualities (Hirshman 1983) are presented to opaque markets. In 

opaque markets the valuation of products is uncertain and culturally dependent, thus 

enhancing the roles of the facilitators and intermediaries.    
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Relevance to Marketing Educators, Researchers and Practitioners:  By reviewing the 

marketing history of Impressionism from initial rejection to long-term acceptance this paper 

provides an interesting opportunity for further classroom discussion illustrating key marketing 

concepts of new product acceptance in rigid versus adaptive markets.  It sets the stage for 

further research to  explore the challenges and opportunities of marketing products that due to 

their subjective and hedonistic qualities are presented to opaque markets in which they have 

uncertain valuation and are culturally dependent, thus enhancing the roles of the facilitators 

and intermediaries.  For practitioners, this paper provides a background to view the need to 

consider the roles of facilitators and intermediaries in preparing and educating potential 

consumers to whom new products, particularly hedonistic products, are directed.     
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Presence as a phenomenon has been studied for over 20 years with an identifiable progression 

as to how the field has matured. Initial research explored the physical nature of what 

conditions were necessary to produce presence focusing on the physical representations of the 

experience such as vividness and interactivity. This soon segued into more of an exploration 

into the psychological understanding of what is to experience presence focusing more on the 

actual “being there” phenomenon experienced by people as they engaged in a computer 

mediated event. However all the research done in this area to date has made the assumption 

that there are no consequences to the events that happen in a virtual reality experience. To 

paraphrase that famous Las Vegas ad; what happens in an MMO video game stays in an MMO 

video game. It is important to note that MMO (Massive Multiplayer Online) video games are 

games where players interact with each other in real time. They have traditionally been viewed 

as escape worlds that continue on even after the player leaves the game. However new 

technologies are allowing for more interaction between reality and virtual reality. In this paper 

we will explore the use of BlockChain technology on MMO video games and its possible impact 

on presence.  

The Conditions Necessary to Produce Presence 
It is understood that three factors are necessary to engender presence. These factors are 

environmental fidelity, interaction and consistency of presentation. 

Environmental fidelity has been conceptualized several ways and has been reported as the 

vividness (Steuer, 1992), quality (Usoh, Catena, Arman, & Slater, 2000), sensory factors (Witmer 

& Singer, 1998), and sensory information (Sheridan, 1996) of the displayed environment. 

Environmental fidelity is the degree to which the environment is robust in its portrayal of the 

situation. It is not necessarily how realistically the environment is portrayed but with how much 

detail is presented. Physically this detail could be rendered with a greater number of 

environmental elements, better textures, and more fluid mechanics. Greater detail will give 

greater information to the participant and hence lead to a “more complete” world. 
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Completeness of representation, however, is only part of the necessary conditions. Being able 

to interact with the displayed elements is also necessary. Interaction is conceptualized as the 

degree to which the participant can modify the situation. Interaction factors have been 

reported in terms of the degree of represented interactivity (Steuer 1995), interaction (Usoh, et 

al. 2000), control (Witmer and Singer 1998), and modifiability (Sheridan 1996). As such, in order 

to “exist” in a world one must be able to affect it. 

Finally, the experience must be free of glitches and unexpected changes in the above elements, 

in other words the displayed environment must be consistent in how it is portrayed. 

Consistency of representation is the degree to which all sensory input remains homogeneous. 

As such, the degree of interactivity and the fidelity of representation will stay uniform. 

Inconsistent representational elements would remind the participant of the artificiality of the 

environment and in essence “break the moment.” Representational consistency has been 

reported in terms of the absence of distraction factors (Witmer and Singer 1998) and 

consistency across all displays (Usoh, et al. 2000). 

These early understandings of presence, however, quickly led to the realization that presence 

itself is more likely a psychological experience that is mediated by the environmental 

representation (Nicovich, 2012). As such, research in this area quickly looked to what it actually 

meant to “be present.” 

Presence As A State Of Mind. 
The general consensus of presence is that it is a sensation of “being” in an environment. 

(Heeter, 1992; Heeter, 2003; Lessiter, Freeman, Keogh, & Davidoff, 2001; Lombard & Ditton, 

1997; Nicovich, 2012; Schloerb, 1995; Schlosser, 2003). 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. 

Presence, however appears to be both more and less than the interaction of the represented 

environment and perceived being in that environment. Lombard and Ditton (1997) state that 

there are three places one can feel present, the natural world, the mediated world, and the 

imaginative world. If this is so, then presence is more than just the psychological reaction to 

environmental stimuli. For much of the work exploring presence, the idea that one must be 

paying attention is a key element. Lombard and Ditton assume this with their definition of the 



 
56 

AtMA 2019 Proceedings 
 

illusion of non-mediation. Heeter (2003) indicates this with her notion of self-understanding in 

an environment and Klimmt and Vorderer (2003) take the approach that the experience is a 

result of interpersonal characteristics (motivation and memory) and experienced presence. 

Our understanding of presence, therefore, is a collection of interacting elements. Essentially 

presence is a psychological reaction that comes about through an understanding of where we 

are in relation to a “space” or “environment”. This environment, however, must contain the 

elements necessary to engender this reaction.  

Presence as a phenomenon has looked at the nature of “being” in an environment but it hasn’t 

explored the question of “why are we there to begin with?” In other words what is the reason 

for engaging the displayed environment? People (with very few exceptions) don’t end up in a 

CM environment by accident. The most likely scenario (and the one most useful to marketers) is 

that the interaction is voluntary and most likely anticipatory. To what end to we engage in a 

video game or virtual world? Is it to “get away” from our own existence? Or is it to “go toward” 

a different experience? Are we being drawn into another place or are we being pushed out of 

our own? 

Realism vs Escapism 
Video games have been assessed with the nomenclature of escapism. They are categorized as 

such for two reasons. They are games and they are virtual. (Calleja, 2010). Games are designed 

to be artificial and separate from reality. The rules of a game are constructed and known to all 

who play. Games are designed to be inherently “fair” so that all who play have an equal chance 

of winning. The virtual nature of video games doesn’t help as a world is created that is totally 

separate from reality and can only be accessed through a screen and artificial controls. As such 

video games are viewed as separate and distinct from reality with their own rules that are 

largely arbitrary. This separation has been coined as “The Magic Circle” (Juul 2005). As such 

Video Games are viewed as a means of transference from reality to virtual reality. When this 

transfer is successful we term that experience as presence. This can lead to certain behaviors 

that would be viewed as not appropriate in the real world.  

While video games are seen as escapist and separate from reality there has also been a trend 

toward more and more realistic games. Games where the displayed world approaches photo 

realism and the interaction very closely mimics real world norms have become more common. 

Look at this image that traces the evolution of the Tomb Raider video games’ main character of 

Laura Croft. The below image traces the representation of the main character from the game’s 

introduction in 1996 to the latest iteration released in 2018. 
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https://www.wallpapervortex.com/wallpaper-28396_tomb_raider_dual_screen_dual_monitor_lara_croft_graphic_evolution.html#.XN7-AFNKjmE 

What was once an artificial blocky characterization of LC has morphed over the years to 

someone who practically looks real. Additionally, new raster display techniques are producing 

hyper realistic worlds such as these game shots from Star Wars Battlefront. 

 
https://www.pcgamer.com/star-wars-battlefront-graphics-mod-makes-the-game-look-like-a-movie/ 

Even after close examination it is difficult to tell that these are game play renders and not 

photographs. This quest for realism of display can also be seen in Nvidia’s latest RTX graphics 

cards. RTX stands for ray tracing. Ray tracing calculates all the light paths from light sources for 

superior shadows and depth. Ray Tracing is seen as a superior way to render hyper realistic 

games. 

However the quest for realism is not limited to just the display of the presented world. 

Gameplay has also seen a trend toward greater mimesis  and a greater reflection of the real 

world. This trend can be seen in hyper realistic physics engines of many RPG and MMO games. 

Physics engines can now model damage sustained by the environment and characters. 

Crumpled fenders in cars and reduced mobility in characters as a result of damage is now 

common. Perhaps the most indicative of this trend is the “ineed” mod for Skyrim 

(www.nexusmods.com). With this mod characters need to eat, drink and sleep regularly in 

order to keep up their strength. Additionally it has a food spoilage feature so that food that you 

have in your inventory will spoil if not eaten in time and if you don’t keep your strength up you 

become more susceptible to diseases. 

https://www.wallpapervortex.com/wallpaper-28396_tomb_raider_dual_screen_dual_monitor_lara_croft_graphic_evolution.html#.XN7-AFNKjmE
https://www.pcgamer.com/star-wars-battlefront-graphics-mod-makes-the-game-look-like-a-movie/
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So what will the future of video games be? Will these two forces of escapism and realism 

continue? We think we have an indication in the form of BlockChain technology and its impact 

on video game design. Recently two MMO’s have announced economies based on BlockChain 

technology. Both the games “Ember Sword” and “Parsec Frontiers” have announced that they 

will be using the BlockChain technology behind the Ethereum cryptocurrency. Ember Sword 

(https://socouch.com/) appears to be aiming for a “Second Life” (secondlife.com) type of 

experience where players more or less live a second life in the world complete with land 

ownership and generated economic activity. Parsec Frontiers (https://parsecfrontiers.com/) 

appears to be more of a “conquest of new lands” kind of experience. However both games 

state that currency in the game will transfer to currency out of the game. It is this currency 

transference that is at the heart of these two endeavours. Now for the first time in game 

wealth will transfer to out of game wealth without an artificial exchange rate as set by the 

game developers, as was the case with Second Life. In order to understand how this would 

work, an exploration of currency and value is required. 

Value and Currency 
Currency has existed within economies for centuries, ranging from shells to beads to coins to 

paper money. Early on, trade, or bartering occurred between two people when both goods had 

value to the traders. For example, if one person raised cattle while another raised chickens, 

these people would find an agreeable exchange rate for cattle and chickens based on their 

valuation of cattle for chickens. This bartering system evolved into currency, which allowed for 

acquisition of goods without requiring two parties desiring goods or services from another. 

Rather than bartering, money provides the mechanism to facilitate trade (Lewis 2001, Kinley 

2001). This ability of money to be a medium of exchange is one of the three major functions of 

money, and an advantage over the bartering system. Without money, all transactions would 

require exact exchanges of goods and services, which is both difficult and time consuming. All 

forms of money serve three major functions: a store of value, a medium of exchange, and a unit 

of account (Jevons 1896). Money serves as a store of value because it will hold its value if saved 

over time. In other words, money is expected to have purchasing power in the future. Wealth 

includes all assets of value (for example, homes or stocks), but cash money additionally has 

liquidity, which aids in its value. Although inflation deteriorates money’s purchasing power, it is 

better than storing value in a perishable good, or a good with high volatility. As a unit of 

account, people understand what a good or service costs when it is quoted in terms of dollars, 

but goods can be sold in terms of many items: cattle, corn, gold, etc. Money is recognizable in 

that people are easily able to identify relative values of different goods and services. 

The idea of a centralized banking system is ingrained in American culture. Since the Great 

Depression, we have had a banking system that revolves around a central bank; one that instills 

trust and provides a place to deposit and borrow money. Dollars deposited or spent are backed 

by the U.S. government. Since that time, we have moved from the gold standard to a fiat 

https://socouch.com/
https://parsecfrontiers.com/
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currency. The gold standard was an example of representative currency. Money can take 

several forms. Commodity money has intrinsic value (for example, gold) and representative 

money can be exchanged for something of intrinsic value, (for example, the gold standard) but 

both are backed by something of intrinsic value. Under the gold standard, you could trade your 

dollar for gold at any time, but transporting a certificate of value was easier than gold bars. 

Commodity money, like gold or silver coins, held their value intrinsically. This made valuation 

easier, but also allowed for manipulations such as the clipping of coins to use the metal. Fiat 

money is currency that is not backed by something of value, like gold. It is instead backed by 

the US government, and is only valuable because it is deemed legal tender (Mankiw 2007). 

Money additionally has several helpful characteristics, durability, portability, divisibility, 

acceptability, uniformity, and it is difficult to reproduce (Dinu 2014). Dollars are durable - when 

a dollar bill wears out, it can be reprinted. Dollars are portable - it is easy to transport a stack of 

bills, as compared to a comparable amount of gold coins. Dollars are easily divisible - while you 

can break a $20, you can’t so easily cut a gold coin in half or trade for half of a cow. While more 

gold can be mined and cows can be mated, the Federal Reserve controls the amount of money 

in circulation, creating scarcity. Deliberate money supply adjustments allow the dollar bill to 

retain its value. Money is accepted anywhere - other countries will accept an exchange for 

dollars, and every business certainly accepts cash. Not every business would accept gold or 

cattle for trade. Money is uniform - each dollar is minted identically. Even under perfect 

circumstances, it is easier to mutate coins. Every cow is different. Money in its current state is 

the ideal form of currency that digital currency is now trying to emulate. 

Cryptocurrencies have recently developed as a new form of money. Bitcoin originated in 2009, 

and became the first digital currency, quickly followed by many others. One major hurdle of 

digital currencies before Bitcoin was creating a safe means for transactions. These new 

currencies use BlockChain technology to achieve this. A block chain is a list of sequential 

transactions, providing a digital ledger available to anyone, and removing the need for a trusted 

third-party, decentralizing currency (Blockchain.info 2019, Böhme et al. 2015, Demertzis and 

Wolff 2018). Block chains are updated by miners, who are rewarded for their efforts both in 

bitcoin (until they are capped), and in transaction fees paid by users (Böhme et al. 2015). 

Bitcoin is easily portable, durable, divisible, and uniform, making a strong argument towards 

treating it as currency. Bitcoin’s value, or the exchange rate between bitcoin and other 

currencies (digital or otherwise) is determined by supply and demand in the market (Dinu 

2014). 

As it derives its value from those that use it, bitcoin and other digital currencies are a form of 

fiat currency. However, the US dollar, as fiat currency, is valued through the US government 

and the Federal Reserve. Dollars are backed by the government’s promise that they will retain 

value. Bitcoin does not have this property, and thus does not fill the definition of fiat currency. 

To retain value without a central bank dictating its value, digital currencies impose scarcity. 
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Limiting the supply makes digital currencies similar to commodity money in that there is value 

in the limited quantity of it. Selgin (2013) calls digital currency “synthetic commodity” currency, 

as its usefulness is monetarily and has no intrinsic value, but is scarce in absolute terms.  

Value and Scarcity 
Scarcity is a requirement of any asset, as its value is derived from a combination of scarcity and 

utility. Utility is important to any currency, as money that doesn’t provide increased utility for 

its consumers is of little importance. Scarcity provides stability in prices and limits the growth of 

the money supply (Böhme et al 2015). In traditional currency, banks or financial institutions 

keep records of debits and credits to keep ledgers accurate. The central bank controls the 

money supply, either by increasing the money supply to combat a recession or by restricting 

money supply to fight inflation. Digital currencies avoid all of this via the peer-to-peer network 

and BlockChain technology. Bitcoin’s are released in pre-determined amounts and times, and 

induces scarcity by restricting the total amount in circulation at any given time. This method 

follows Friedman’s (1960) proposal to increase the money supply at a fixed rate, or the “k-

percent rule,” until the last bitcoins are released. That bitcoin will eventually have a upper limit 

to the amount in the economy induces scarcity. Restricting supply by definition will increase the 

price, or value of the good. Keeping the supply inelastic however, could potentially lead to 

deflation, which would potentially increase interest rates and volatility (Dinu 2014). 

Using a cryptocurrency would allow game players to connect game life with real life and thus 

separate game from the gaming company (via taking money out of the game). What is more 

interesting is that the use of a cryptocurrency would separate the value being exchanged from 

the developers of the game. This would allow for true ownership of assets in a game.  

One major drawback is timing; Bitcoin technology cannot operate in real time the way 

traditional financial transactions can and this limitation restricts the ability and use of digital 

currencies in video games. Bitcoin currently manage about 390,000 transactions per day, 

whereas Ethereum manages 930,000 (Blockchain.info 2019). Some newer cryptocurrencies are 

exploring other options with respect to increasing transaction speeds, such as replacing proof--

of work with proof-of-stake (Böhme et al. 2015) or the Lightning Network. However, the 

additional security and reduced ability to cheat may outweigh the negative of slow transaction 

times.   

The Future of Gaming; Research Questions  
As we have discussed, the use of BlockChain technology in video games will record the value of 

economic transactions within a game that will then have value outside the game. However this 

is a paper on presence and it is now time to discuss the impact of possible real world 

consequences on presence. The simple answer is that we don’t know what the impact will be as 

it has not really been studied before. However if we explore this situation logically and use the 
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definition that presence is the appearance of non mediation (Lombard and Diton, 1997), or to 

put it more basically presence is the appearance of reality, one would expect the reaction to 

events with real world consequences would be the same as if they were experienced in the real 

world. However this perspective ignores the escapist element of games. In games we can do 

things that we can’t (or shouldn’t) do in real life. The rules are set out beforehand as to what is 

permitted and desirable. These rules may not correspond with the rules of our daily lives. The 

blending of real world and fantasy worlds may have unpredictable consequences on how 

players interact with the game. However this perspective is limited to monetary gain and loss 

via blockchain value transference, what if we broaden out our understanding of what 

blockchain technology is capable? 

Blockchain technology can control for much more than just currency. Through the use of smart 

contracts and smart assets blockchain technology can actually control an entire economic 

ecosystem. Smart contracts allow for certain results to trigger automatically once certain 

conditions have been achieved. For example in a game, once a certain quest has been fulfilled 

then the rewards of that quest would automatically be awarded the player. What is more the 

value of that reward may flex as the economy around it grows and shrinks. This brings up the 

notion of smart assets. A smart asset is a thing (as opposed to a denomination of currency) that 

has been developed that is associated with a block on the chain, such as a sword or magic spell 

(or a car in real life). This would mean that via the blockchain ledger there could be a finite 

number of smart assets in the game that are made up of other “raw materials” that are also 

part of the blockchain. In this manner a virtual economy could then be subject to the same 

restrictions as a real economy. The restrictions of scarcity and utility as the main indicators of 

value could then be modeled.  

Would the introduction of scarcity be a welcome addition to the game or would it make the 

game seem too much like the real world? It would be very “real world” of a game for a player to 

finish a quest only to find the treasure chest empty as they has been already looted by the last 

person to finish it. Or, would the players perception of the adventure be altered if they needed 

to finish the quest so that they could then use the reward to help pay the rent that month? 

Would their earnings be taxed? What about remaining assets after a character dies? Would 

that increase or decrease (or otherwise alter) their feeling of “being there.” If the context of the 

game has too much overlap to the real world would it be a more desirable place to spend one’s 

time? As such we propose the following research questions: 

R1: Is there a fundamental difference between “being there” and “feeling like you are there?” 

In other words is presence really a perception of non mediation or does it take into account the 

transformation from one world to another?  
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R2: Would real world impact of my decisions alter my perception of being in an alternate 

world? Would I feel more present looting a dragon’s chest if I needed to use that money for a 

car payment? Would that reminder take me out of the moment or would it amplify my 

experience knowing that the results would follow me out of the game? 

R3: Does our understanding of presence need to be expanded to include the impact of real life 

context and situation? Would I feel more present in a situation where I am walking down the 

streets of New York City (of which I would have some previous experience) than I would walking 

into Mordor? Would I feel more present if there was an active story impacting my experiences? 

R4: Is there a fundamental distinction between gaming and gambling? Are video games (as in 

the MMO’s explored here) different from tokenized games that simply allow for virtual 

winnings to become real winnings? Does the context of the event impact the nature of the 

interaction? 

Conclusions 
It was inevitable that eventually we would figure out a way to blur the lines that have 

traditionally separated video games from reality. Video games have traditionally been viewed 

as a different kind of game, one whos presented artifice is quickly vanishing. Soon games will be 

all but indistinguishable from reality. When that happens will the phenomenon of being present 

go away, will it be amplified, or will it still exist as something else? Or will a fantasy experience 

that is so real suck us into an artificial world that is more important (both socially and 

economically) than the real world? Would that artificial world become more important to the 

players than the real world? Many science fiction writers have penned worlds where fantasy is 

more important than reality wherein they explore the (almost always) detrimental effect on 

society. Apparently the future of videogames is both enticing and terrifying. 
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Abstract 
This research examines the consumer subculture of local independent wrestling through the 

lens of Goffman’s (1959) dramaturgical approach. This approach combines the perspective of 

theater with wrestling’s more typical portrayal as sport. The focus of this research is not only to 

differentiate independent wrestling’s thespian foundations from competitive sport, but also to 

unveil a cultural extension and novel individualism that differentiates it from its “professional” 

role model, Worldwide Wrestling Entertainment (WWE). Through qualitative methods including 

depth interviews and participant observation, the study finds that localized enactment of 

professional wrestling is associated with the interdependent structure that exists at a local level 

between fans and the independent wrestlers themselves. Specifically, wrestlers exhibited 

gender performativity (Butler 1988), frequently depicting extreme gender portrayals, and 

described nostalgic recreation of past times (Holbrook 1993). The findings highlight 

independent wrestling’s focus on the dramatization of a “plot” in contradistinction to the 

competitive norms of sport and introduces more individualized notions of wrestling as an 

extension of the self (Belk 1988) and a personal escapism from everyday life. 

 

Keywords: performativity, dramaturgical, self-concept 
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This paper examines the nature of dramurgical performativity among the localized reenactment 

of professional wrestlers. This provides insight into how individuals within an entertainment 

venue position themselves in the adoption of wrestler names and personae in relation to their 

self-concept and the more nationalized portrayal of wrestlers. 
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ABSTRACT 
Virtual worlds are network based and technology driven environments with real world 

elements/objects such as landscapes, weather patterns, gravity, cities, cars, clothes, and 

people.  The use of virtual world technology is steeply on the rise for entertainment purposes, 

but is definitely underutilized in business and learning applications.  In terms of business, virtual 

world technology can be used both as a marketing tool, and as a means to gain competitive 

advantage through a virtual store.  When coupled with Agent technology it is also an effective 

way of improving supply chain efficiency and resilience, especially in the face of disasters.  In 

terms of learning applications virtual world technology has the potential to enhance the 

learning experience for both classroom and web based users through better collaboration and 

realistic simulations.  This paper addresses the benefits and pitfalls of virtual world technology, 

and explains the influencing factors for consumer adoption of the technology.  

INTRODUCTION 

Standard Applications of E-Commerce 
E-commerce is manifesting itself in virtual worlds through e-commerce, V-learning, and disaster 

relief; understanding these virtual worlds will become critical in dealing with C2C and B2C 

relations and in part B2B relations. "E-Commerce can be described as the process of buying, 

selling, or exchanging products, services, or information via computer networks"; especially the 

Internet (Kwun, et.al, 2010).  Although computer networks have existed since the late 1960's, 

the e-commerce craze didn't really begin until the Internet became popular in the mid-to-late 

90's and early 00's.  Conservative estimates of internet spending today show figures in the 

hundreds of billions and other estimates well over a trillion USD.  With so much potential to tap 

into, it is no wonder that in 2005 over 75% of companies employed some form of e-commerce 

(Kumar et.al. 2005) and today that value is likely even higher.  Besides adding to a company's 

sales channels, e-commerce has also traditionally been employed within supply chains in e-

manufacturing setups to lower operational costs and in customer service applications in order 

to increase customer satisfaction.  In e-manufacturing setups e-commerce (i.e. ERP combined 

with RFID) has been used to help horizontally integrate members of a supply chain.  This sort of 
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integration can provide real time data of sales, forecasts, and inventory; allowing for all parties 

in the supply chain to react accordingly and efficiently.  This implementation of e-commerce 

helps a company to run leaner and allows for a streamlined process, which can result in massive 

cost savings.   

The other traditional employment of e-commerce mentioned is customer service.  In terms of 

customer service, e-commerce has provided a way for customers to find information/answers 

for themselves and at a time that is convenient for them.  Instead of calling or visiting a store to 

get pricing info, check the status of an item, or ask a common question; consumers can simply 

log onto a website and gain immediate access to all of this information, without having to worry 

about calling hours or waiting for the next representative.  This makes for higher customer 

satisfaction and saves a company money by reducing the costs of its customer service 

department.   

UPS is a great example of a streamlined process utilizing e-commerce.  With 41 million website 

hits every day and over 14 million package tracking requests on peak days of the holiday 

season, I can only imagine the size of the customer service department that UPS would need in 

order to deliver customer satisfaction.  Obviously a system as complicated and robust as UPS's 

is expensive to establish, but the traffic the website sees is testament to the cost savings UPS 

realizes in terms of customer service (2005).  Finally, e-commerce has allowed for more 

consumer involvement in product/service selection by allowing for mass personalization and 

mass customization.  This was unfeasible with a brick and mortar setup because a store can 

only stock so many products, and it must cater to an entire market.  E-commerce has allowed 

stores to showcase a wider range of products and configurations (take Dell for example, with 

their unlimited combinations of computer configurations), and to offer unique versions of their 

websites tailored to a consumer's particular tastes, for example Amazon (Schubert et.al. 2000). 

Evolution of E-Commerce into Virtual Worlds 
Virtual Worlds are a growing trend on the internet today.  These worlds are technology created 

virtual environments that attempt to replicate portions of the real world either in a realistic 

style or in a mystical style.  People interact in these worlds through their virtual selves; these 

virtual embodiments are known as 'characters' or 'avatars' and are typically humanoid figures.  

Some examples of avatars include a human being, races resembling humans like elves or 

dwarves, and even humanoid animals like wolves with opposable thumbs (Kock 2008).  Many of 

these virtual worlds are part of a gaming platform like World of Warcraft or League of Legends 

while others are part of a social or educational network like Second Life or River City.  They 

often feature interactive objects and environments like chairs, trees, weather, cars, gravity, 

superpowers, cities, fluctuating economies, and currency that can be converted to USD.  With 

the collaboration and social contexts that surround virtual worlds, they make the perfect 
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environment for C2C and even B2C trade, which makes them excellent candidates for 

exploration with regards to e-commerce, dubbed as v-commerce (Shen et.al. 2009). 

Expanding E-Commerce through Virtual Worlds and into E-Learning 
Keeping in mind that the definition of e-commerce presented earlier not only includes the 

transfer of products and services through a network, but also the transfer of information; it is 

obvious then that e-learning is a form of e-commerce.  E-learning began in the 1960s and 70s 

and has continued to grow in popularity.  It has proven to be a successful medium for 

education, exemplified by the highly popular and fully online University of Phoenix.  Many other 

universities also utilize e-learning in order to provide working professionals, geographically 

isolated individuals, and disabled peoples with a convenient medium through which to learn.  

With increasingly busy and demanding schedules, frequent traveling, and special needs, many 

people are unable to participate in a standard classroom setting and e-learning provides greater 

flexibility and more control over an individual's schedule.  In more recent years, universities are 

looking at the social, collaborative, and realistic nature of virtual worlds as a means to enhance 

e-learning (Kock 2008).  The acceptance of this technology has been assessed with multiple 

models in order to better understand the acceptance factors.  These models include 

Technology Acceptance Model (TAM) (Kwun et.al. 2010), Diffusion of Innovation (2010), and 

Unified Theory of Acceptance and use of Technology (UTAUT) (Fetscherin 2008).  The use of 

virtual worlds to enhance e-learning has been dubbed v-learning (Shen et.al. 2009). 

BACKGROUND 

Turning E-Commerce into V-Commerce through Virtual Worlds 

Evolution of Virtual Worlds 

As mentioned earlier, virtual worlds are digital versions of the 'real' world with varying 

stylizations, sometimes realistic looking and other times fantastical.  The first virtual reality 

technology was actually developed in the 1950's and called Sensorama.  It not only immersed 

the user in visual and auditory effects, but also was capable of simulating odors (Kock 2008).  

There are many different types of virtual world, and each one introduces different levels of 

complexity.  One of the earliest types of virtual world is a Multi-User Dungeon (MUD), which 

first appeared in the 1970's.  MUDs are text based, multiplayer, real time gaming platforms; 

meaning that words rather than images are used to describe the environment and actions that 

are occurring within it; and the people must be connected via a network.  As primitive as the 

technology may sound, MUDs are capable of supporting virtual communities, some of which 

are still active and even thriving today; displaying characteristics of traditional communities, 

such as comradery, love, anger, and betrayal.  The image below shows an image of a popular 

MUD. 
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Figure 1: Screen shot of a popular MUD 

As technology improved through the years MUDs became object-oriented (MOOs), although 

still text based.  Continue on a few years further and Multi-User Virtual Environments (MUVEs) 

developed featuring three dimensional graphics, for example River City; these MUVEs evolved 

into the Massively Multiplayer Online Role Playing Games (MMORPGs) that we have today, for 

example World of Warcraft (Dieterle 2007). 

First Steps of V-Commerce 
Many virtual worlds today feature hundreds of thousands and sometimes millions of people 

who are regularly active.  The first two parts of e-commerce within virtual worlds are trading 

and virtual currency.  Virtual currency is established in a virtual world by the creators and its 

value fluctuates depending on the virtual economy.  This currency often has a direct exchange 

rate to USD.  Many users spend real world currency to gain virtual currency in order to purchase 

virtual items to enhance their environment/experience.  These purchases include different 

skins for an Avatar (meaning different outfits, new hair style, etc.), or on things like an in game 

house or car.  This type of exchange highlights B2C e-commerce, but is obviously limited to 

users and the game creators.  Trade is common enough as well where two users can exchange 

items (or currency) with one another, sometimes at a cost to the seller (like ebay).  This style of 

exchange highlights C2C, but again does not show much opportunity for a firm to profit on.  The 

next step in e-commerce with regard to virtual worlds has been to add product placements and 

virtual advertisements.  Walk your Avatar around in Second Life or World of Warcraft and you 

may just find a Pepsi machine or an advertisement on a wall in a virtual city for IBM.  Clicking on 
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these product placements will often minimize the virtual world and open up a URL that leads a 

user to a purchase window.  This style of product placement has improved B2C in virtual 

worlds, but is only the beginning.  With the collaboration and relationship forming in virtual 

worlds there is heated debate that they could become the next Amazon or Ebay, the 

presumption being that one is more likely to make exchanges with somebody he knows, rather 

than with somebody he doesn't know (Kock 2008).   

Anthropologists generally support this view arguing that trade is a key element of all human 

cultures.  Looking at history, this idea of trade, especially face to face, helped to strengthen 

relationships between communities which led to less violent conflict between them and an 

increased ability to reproduce.  Communities who did not trade as much suffered much more 

violent conflict and through natural selection a 'trade' gene established its dominance within 

the human race (2008).  Regardless of whether or not a trade gene exists (I am no geneticist, 

but I question it), the idea that a virtual world is the same as face-to-face is a bit of a stretch, 

however, I do agree that a virtual world would provide a platform for trades which more closely 

resembles real life than current popular platforms like Amazon or Ebay.  I personally think that 

v-commerce will head in a bit of a different direction though, as outlined in the next section. 

Agents and the Future of V-Commerce 
Many large retailers today are creating virtual worlds of their stores.  A user can navigate 

through this world and look at different items, often times as an avatar who can walk around 

and pick up items.  The focus of these worlds is to make the shopping experience more natural 

and enjoyable for a consumer.  With so much environment interaction within these worlds, it 

can be difficult to balance a sufficient amount of product information, with keeping a user from 

being overwhelmed.  To keep a user from being overwhelmed, certain data and graphic details 

become clearer to an avatar the closer it gets to the object.  Also, when a mouse pointer is 

phased over an item for sale, the item will highlight and zoom, providing a more detailed 

picture and information pertaining to the item; for example, a pair of jeans may show sizes, 

colors, price, etc. These virtual stores give the user a more familiar experience and still afford 

the user the flexibility to purchase from home and at any hour (Chittaro et.al. 2000).   

In a horizontally integrated supply chain, these virtual stores can show real time product 

availability and represent out of stock items as 'grayed' out or absent from the world.  They 

could even provide a buyer with lead time information.  Two of the major difficulties with 

virtual worlds are that the learning curve is usually quite steep and the computer resource 

requirements are usually quite high.  Virtual stores are relatively small virtual worlds in 

comparison to most and although they have high quality images, they can be run with minimal 

computer resources.  The firm must work hard to ensure that the site interface is intuitive and 

easily learned.  One way firms help users to navigate virtual stores is through the use of Agents.  

An agent is basically an artificially intelligent piece of software that is sometimes manifested as 
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an avatar and is able to interact with and help the user and his own personal avatar.  The most 

basic agents function as navigational aids and typically either help somebody to navigate 

through a virtual world, or provide useful tips for use within the virtual world.  The more 

sophisticated agents are capable of learning, processing data, advising, and taking action.   

Think of JARVIS, the artificial intelligence within the suit from Iron Man, only a slightly less 

sophisticated version.  These sophisticated ones are sometimes used within air traffic control 

towers.  The agent processes all of the data much quicker and more efficiently than a person 

could and ensures that planes are on schedule for take offs and landings.  As an air traffic 

controller works the agent gives him advice on how to proceed based on large amounts of 

processed data.  The user can choose to listen to the avatar, or ignore it and proceed his own 

way; in some cases the user can even have the agent complete the task.  It is important to note 

that this relationship is known as the coupling of 'agent and principal' and although an agent 

can suggest anything it wants to, it cannot act unless given authority by a principal 

(Bagdanovych et.al. 2005).  With regard to v-commerce the basic agents could be used to help a 

user navigate through a store and could even potentially remember things a user has bought in 

the past, sizes, favorite styles or colors, etc.   

With regard to standard e-commerce, the more sophisticated agents could be used to monitor 

the entirety of the supply chain and help make recommendations to the users who oversee the 

ERP system and materials planning.  When considering implementing a v-store or any kind of 

virtual world technology, it is important to consider consumer acceptance (and potentially 

business acceptance in B2B applications) in order to ensure success.  A number of factors in 

determining user acceptance of technology are explored later in the paper. 

Turning E-Learning into V-Learning with Virtual Worlds 

Enhancing E-Learning through Virtual Worlds 
E-learning is about anytime/anywhere teacher and learner interaction through the internet.  

What e-learning lacks though is collaborative learning and a sense of teamwork.  In many cases 

it also lacks question and answer sessions and general discussion that could occur in a 

classroom environment because communication is limited to a few emails.  As somebody who 

has taken many classes both in a classroom setting and online, I have found the lack of 

collaboration and general discussion detrimental to my learning experience.  To add to the 

learning detriment, all but one of my online classes have been 'cut and dry' and quite frankly 

boring.  The unique and entertaining one actually employed a virtual world with video chats, 

breakout groups for team projects, and flexibly scheduled online meeting times.  Virtual worlds 

are able to help even the playing field between an experience in the physical classroom and an 

experience in the virtual classroom.  They provide a means for collaborative and engaging 

learning and open up the possibility of question and answer sessions and general discussion.  

They also make an online learning experience feel more dynamic, exciting, and unique and 
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enable a teacher to customize the material to cater to the class, instead of forcing students 

through the standard cookie-cutter molded material one typically gets with online classes.  

Another issue that affects e-learning (and classroom learning as well) is the gap between a 

theoretical concept and its physicality.  It is one thing to tell me how sales channels and 

marketing campaigns work, it is another to have me operate a simulation and experience it; I 

would argue that the latter of the two is the better learning experience.  Given the media rich 

and immersive nature of many virtual worlds, their reality can be augmented to anything a 

creator can imagine, making them an excellent medium through which to run a simulation.  The 

bottom line here is that not only are virtual worlds relevant to online learning, but they can also 

be extremely beneficial to classroom learning as well.  A final issue with v-learning is user 

acceptance of the technology (Shen et.al. 2009).  

CONCLUSIONS 

Addressing the Goals of the Paper 
The goal of this paper is twofold; first, it is to increase knowledge of v-commerce, v-learning, 

and disaster relief and their interrelationships with C2C, B2B, E-Commerce, and the supply 

chain; second, it is to explore the advantages and pitfalls surrounding the implementation of 

virtual worlds.  This paper addressed the first goal by providing the history for each topic, and 

then followed up with exploring its context in today's society.  It addressed the second goal by 

going through the various adoption factors and their influence on a consumer, and by 

addressing both the negatives and positives associated with implementing a virtual world.  

From a v-commerce standpoint there is at the least 'minor potential' with small investments 

into current virtual worlds such as Second Life or World of Warcraft to establish product 

placement and URL linking to sales sites.  The major success from a v-commerce stance will be 

in implementing virtual stores and agents.  Virtual stores offer a consumer a more realistic and 

enjoyable shopping experience and provide a competitive advantage to firms who implement 

them.  The upfront costs will be high, but the long term savings will be a payoff.  Paying close 

attention to the adoption factors will be critical for v-commerce to succeed.  Utilizing basic 

agents as navigational aids for B2C within virtual worlds will help users to overcome the 

learning curve more quickly.  More advanced agents can be used in the 'agent and principal' 

coupling in order to provide greater efficiency and resilience in the supply chain.  There is huge 

potential in v-learning for both classroom based and web based courses.  V-learning promotes 

collaboration and provides an environment where pseudo real-life simulations can be 

experienced and learned from.  The same is true for simulations to determine behavioral 

responses, as in the glitch that occurred with the Corrupted Blood Plague.  Firms should be well 

aware of the high costs associated with implementing virtual world technologies and should be 

sure to assess the unique costs and gains for themselves to see if the technology can provide 

them with a competitive advantage.   
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Future Development and Research 
It is amazing to think that virtual world technology began in the 1950's with the Sensorama, a 

machine that most people have never even heard of, and now, over 50 years later, virtual world 

technology is everywhere and businesses are utilizing it as part of their e-commerce strategies; 

moreover, virtual world technology (through the use of virtual stores and agents) has the 

potential to become the defining characteristic of e-commerce systems and a useful tool in 

improving supply chain resilience.  Schools have already begun to adopt v-learning into the 

curriculum; I have already experienced it multiple times at both Penn State University and Kent 

State University.  And many large firms are at the beginnings of implementing v-commerce, 

with Pepsi and IBM already utilizing virtual world product placements, and other firms 

beginning to create full virtual stores.  Future research in virtual world technology is needed to 

understand how specific firms have succeeded and failed at the implementation.  From these 

case studies of both success and failure, researchers can learn how to better assist firms with 

the implementation of virtual world technologies. 
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Questionnaire: 
 

STRATEGIC ASPECTS OF E-COMMERCE, INCLUDING V-COMMERCE, V-LEARNING, AND DISASTER 

RELIEF. 

 

E-commerce is manifesting itself in virtual worlds through V-Commerce, V-learning, and disaster relief; 

understanding these virtual worlds will become critical in dealing with C2C relations and in part B2B 

relations in the near future. 

Please spend a few moments to answer the following questions regarding e-commerce as it pertains to 

virtual worlds, v-learning, and disaster relief. 

INTERNET USAGE 

 

How frequently do you use the Internet for personal use? 

 Never  Rarely Monthly  Weekly  Daily   

How frequently do you use the Internet for work-related use? 

 Never  Rarely  Monthly  Weekly  Daily 

How many days a week do you use some form of mobile technology for personal purposes? 

 0 to 1  2 to 3   4 to 5  6 to 7 

How many hours per week do you spend using mobile technology for work purposes? 

 0 to 5  6 to 10  11 to 15  15+ 

How frequently do you shop online? 

 Never  Rarely  Monthly  Weekly  Daily 

How often do you use a credit or debit card to make purchases? 

 Never  Rarely  Monthly  Weekly  Daily 

VIRTUAL WORLDS 

How often do you engage in and interact with virtual worlds? 
 Never  Rarely  Monthly  Weekly  Daily 

Which virtual worlds, if any, do you utilize? 
Second Life  

World of Warcraft 
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League of Legends 

River City 

Other _______________ 

None 

Do you think that virtual worlds could contribute positively to e-learning? 
 Yes   No   Not Sure 

Would you ever make a purchase in a virtual world? 
 Yes   No   Not Sure 

How much real world money have you spent on purchases within virtual worlds? 
 Zero USD  $0-100 $100-250  $250-500  >$500 

V-LEARNING 

How often, if ever, do you engage in online learning? 

 Never  Rarely  Monthly  Weekly  Daily  
 

Do you feel that online classes are an effective replacement for in-person classes? 

 Yes   No   Not Sure 
 

Have you ever taken an online class before? 

 Yes   No   Not Sure 
 

What is your preference for learning? [Select the best answer] 
 In-Class learning only 
 Online classes only 
 A mixture of online and in-person classes 
 None of the above / Not sure 

 
What factors do you think are important in relation to online learning? [Check all that apply] 

 Written Communication 
 Verbal Communication 
 Interaction with Classmates 
 Computer efficacy 
 Interactive Simulations 
 None of the above 

 
Do you have anxiety about using a computer for e-learning? 

 Yes   No   Not Sure 
 

What do you think is crucial to v-learning? 
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 Comradery among classmates 
 Verbal Communication 
 More realistic interactions 
 Computer efficacy 
 Learning curve of virtual world 
 A fun and interesting environment 
 None of the above 

 

COMPLICATIONS AND CHALLENGES OF E-COMMERCE 

For the following questions, please check the appropriate response concerning the importance.  Please 

note that the questions should be answered on a 1-4 scale. 

 
  Strongly Disagree Disagree Agree              Strongly Agree 
 

I think that online communication can be misleading or misconstrued. 

                  
 

Online transactions are not always trustworthy due to the potential for personal and financial 
information to be abused. 

                  
 

I am hesitant about providing financial information through the internet due to concerns 
about identity theft and e-fraud. 

                  
 

The high availability of online goods is having a negative impact on government sales tax 
revenue. 

                  
 

I would be hesitant to make a purchase in a virtual world for fear of theft and e-fraud. 

                  
 

I think v-learning could add to the level of education received through online learning. 

                  
 

DEMOGRAPHIC INFORMATION 

Gender status. 

Male   Female 

Education level. 
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High school Associate’s Degree Bachelor’s Degree Professional Degree 

Post-Professional Degree 

Age.  

18 to 25 26- to 30  31 to 35 36 to 40  41to45 46 to 50 

50+   

Gross Income Level 

Below $20,000 $20,001-$30,000 $30,001-$40,000 $40,001-$50,000 

$50,001-$60,000 $60,001-$75,000  $75,000+ 

Race 

Caucasian African American Asian/Pacific Islander Hispanic  

Other   
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Wells Fargo and Trust Issues: Impact on 
Financial Banking 

 

Alan D. Smith, smitha@rmu.edu 

ABSTRACT 

The key issues that Wells Fargo is dealing with in this case is where to go after the Great 

Recession. Coming out of the Great Recession Wells Fargo was in a dominant position due to 

expanding their retail network during that time and because they had just taken over 

Wachovia. The takeover of Wachovia was very important to the long-term success of Wells 

Fargo during 2010-2013 because Wachovia had loans that Wells Fargo could prevent from 

defaulting. This allowed Wells Fargo to have mortgage-lending take up 65% of their profits in 

the late 2000’s. With this large portion of their profits coming from mortgage lending, 

management knew they needed to continue to expand their mortgage lending to continue to 

see profits. The recent lost o public trust has greatly complicated their desire for increased 

profits. 

INTRODUCTION 

Company History 
The case at hand, Wells Fargo put in place to obtain Wachovia and become a major banking 

superpower. When the 2008 great recession hit, Wachovia Corporation was in a great deal of 

financial trouble. Wachovia had made several attempts to save the company by talking to 

Morgan Stanley and Citigroup for a bailout and or merger. However, Wells Fargo made a bid in 

September 2008 to purchase Wachovia Corporations. Wells Fargo had offered a higher price 

than the other companies this allowed them to purchase the Wachovia’s mortgage businesses. 

Wells Fargo was then able to make mortgages and loans to almost anyone. A reporter wrote 

that “If you can leave fog on a mirror after breathing, you qualified for a loan.” When rebuilding 

after the Great 2008 Recession this left Wells Fargo in a very powerful position. Wells Fargo 

accounted for 28.8% of house loans and mortgages in 2008 resulting in $524 billion in 

accounted credit. This was record largest annual total a bank has ever received in the housing 

market. This pushed Wells Fargo Bank into the 3rd largest bank in the United States by market 

capitalization. Wells Fargo did this by focusing in the San Francisco and New York city markets. 

Wells Fargo had continued to take advantage of the slowed down market and was able to profit 

during the recession. 

Wells Fargo had been able to understand making the correct decisions at the correct time to 

boost themselves to the forefront of the banking industry. In September 2015, Wells Fargo had 
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become the nation's largest bank by market capitalization. However, in 2016, it was fund the 

Wells Fargo had created false Credit lines for its customers. These practices go as far back as 

2011. Wells Fargo management had been forcing employees to create false account for their 

customers. They forced customers to buy fake or unnecessary insurance policies. Because of 

this Wells Fargo today remains under view of the Consumer Financial Protection Bureau. Wells 

Fargo faces up to fines of US$1.1 billion the most any banking company has been fined for 

fraudulent accounts. JPMorgan has become the largest bank that surpassed Wells Fargo since 

then. 

Time after time it seems Wells Fargo has made the right decisions in the banking industry. 

Other than the most recent scandal, Wells Fargo has put up the right strategies to place 

themselves at the front as the highest in banking services in America. After this fake account 

scandal and closing 400 banks nationwide it’s a question of whether Wells Fargo will make the 

right choices again. The past seems to tell the story of their successes of bad situations maybe 

the future will repeat the past. 

Purpose Objectives 
Their goal is to become the financial services leader in the following areas; customer service 

and advice, team member engagement, innovation, risk management, corporate citizenship 

and shareholder value. They will become the leader in customer service and advice by listening 

to and understanding their customers and their financial goals. They want to provide 

exceptional service and guidance to help them succeed financially. They will become the leader 

in team member engagement by making Wells Fargo the employer of choice. They want it to be 

a place where people feel included, valued, and supported; everyone is respected; and they 

work as a team. They will become the leader in innovation through innovative thinking, 

industry-leading technology, and a willingness to test and learn. They want to create lasting 

value for customers and increased efficiency for our operations. They will become the leader in 

risk management by working to set the global standard in managing all forms of risk. They want 

to serve customers’ needs and protect their assets, information, and privacy. They will become 

the leader in corporate citizenship by making a positive contribution to communities through 

philanthropy, advancing diversity and inclusion, creating economic opportunity, and promoting 

environmental sustainability. They will become the leader in shareholder value by wanting to 

deliver long-term value for shareholders through a balanced business model, strong risk 

discipline, efficient execution, and a world-class team. 

STRATEGIC ANALYSIS 

Key Issues 
The key issues that Wells Fargo is dealing with in this case is where to go after the Great 

Recession. Coming out of the Great Recession Wells Fargo was in a dominant position due to 
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expanding their retail network during that time and because they had just taken over 

Wachovia. The takeover of Wachovia was very important to the long term success of Wells 

Fargo during 2010-2013 because Wachovia had loans that Wells Fargo could prevent from 

defaulting. This allowed for Wells Fargo to have mortgage lending take up 65% of their profits 

in the late 2000’s. With this large portion of their profits coming from mortgage lending, Wells 

Fargo knew they needed to continue to expand their mortgage lending to continue to see 

profits. 

In the beginning of 2012, Wells Fargo began to cultivate relationships with real estate agents 

and brokers in major cities like New York city and San Francisco. Wells Fargo created these 

relationships in order to become their preferred lender during this time. The main reason for 

Wells Fargo wanting to become a major lender in these two cities was due to the demand for 

housing in these areas. In San Francisco and New York city, the housing prices are the highest of 

almost any other city in the U.S. In order to become a dominant mortgage lender, Wells Fargo 

understood that they needed to get their foot in the door in these two cities. The aggressive 

networking in these two cities lead Wells Fargo to account for 20% of the loans in these two 

areas by the end of 2012. The reason for Wells Fargo major increase in these two areas in the 

year 2012, was because Wells Fargo created a joint venture with the largest brokerage in New 

York city at the time DE Capital. Also, Wells Fargo became the preferred mortgage lender of 

two other large brokerages in New York city, Halstead Brothers and Brown Harris Stevens. 

These relationships helped Wells Fargo gain the dominant market share in New York city by the 

end of 2013.  

Another issue that Wells Fargo faced was their loan application requirements in cities like San 

Francisco. In San Francisco, there are many young tech entrepreneurs who go from not making 

a lot of money to making an excess of money in a short time. This comes from the young 

technology entrepreneurs whose companies blow up in a short amount of time. Wells Fargo 

was forced to change their loan application requirements because these newly wealthy people 

could not qualify for loans under Wells Fargo’s requirements. This severely hurt Wells Fargo in 

the San Francisco area because these young technology entrepreneurs were able to buy million 

even billion dollar homes and they could not run through Wells Fargo. Wells Fargo quickly 

changed their requirements for loan applicants in these areas and moved to a plan were these 

applicants were accepted. Wells Fargo heavily increased their focus in San Francisco over the 

late 2000’s and it shows through the fact that in 2001, Wells Fargo had just 150 loan 

salespeople in the Bay area. In 2013, Wells Fargo registered around 600 loan salespeople in the 

bay area. Wells Fargo understands the importance of having a strong housing position in major 

cities like San Francisco and New York city. Wells Fargo has used a very well planned strategy to 

become one of the most dominant mortgage lenders from 2008-2013. Wells Fargo understood 

the need to continue to emphasize the mortgage lending side of the business because of how 

much it affects their profit and the overall success of the company.  
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Internal Analysis (SWOT Analysis) 
Wells Fargo has many strengths that put them in a good competitive position. Wells Fargo 

achieved its success by being a trustworthy custodian of its customers’ wealth. They aim to 

offer a wide range of financial services and try to cater to all their customers’ financial needs. 

They also pride themselves on their products which include banking, insurance, trusts and 

investments, mortgage banking, investment banking, retail banking, and customer finance. 

Most of their business comes from commercial banking which includes maintain customer 

accounts and servicing individuals and firm accounts. They do offer a diverse product line, 

however, and that is another one of the strengths that sets them apart from other large banks. 

Another strength that they have is that they are large and can take advantage of their 

economies of scale over smaller banks. This often means they can provide lower interest rates 

on loans and can offer higher returns on portfolio investments. It also means they have more 

branches with more employees throughout the US and worldwide. This especially makes it 

more convenient for their customers. For example, if people go out of town and need to go the 

bank, there is likely a Wells Fargo location nearby. Another strength is their grasp on 

technology. Like many other banks, they offer online banking where customers can quickly 

access their accounts, investments, mortgages, loans, etc. This especially appeals to the 

younger generations as the world is becoming more digital. People do not even need to go to 

the bank but can have most of their banking needs met. 

Even though Wells Fargo has many strengths and are in a strong financial position, they have a 

few weaknesses that may cause harm to their company in the future. One of their strengths can 

also be a weakness and that is that they try to be too large or have a broad scope that makes it 

hard to have a personal touch with customers. They essentially try to be a jack of all trades and 

some customers may change their bank if they feel that other banks can offer better services 

for what the customers need specifically. For example, Wells Fargo is mostly a commercial bank 

but they still offer opportunities to invest in mutual funds or otherwise. If a company decides 

they want a bank that is better suited to service their portfolio, they may switch banks thinking 

that Wells Fargo is not concentrated on their needs. Another issue is that they are in a relatively 

unstable industry. Federal interest rates can change and the economy, although recently on the 

rise, has proven to be relatively unstable. The US economy is so large and is comprised of many 

factors so there is a lot that can affect it and this directly relates to the banking industry. The 

final weakness they face is a higher amount of bad loans than other big banks. Wells Fargos’ 

loan specialists may be too liberal when offering loans and may see a higher amount of these 

uncollected. 

Wells Fargo could go a few opportunities after. One of those being implementing a better 

global strategy. Wells Fargo is well known in the US but they are large enough to be syndicated 

around the world. If they could implement a better global plan, especially in Europe, they could 

go after more markets than ever before and have potential to grow even larger. They could also 
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pursue possible future acquisitions. Recently they acquired Wachovia which turned out to be 

bad timing as they had to take a $25 billion bailout from the federal government during the 

recession. However, they have learned from this mistake and could certainly acquire smaller 

institutions that possibly have a loyal customer base in a local market. This would increase their 

market share and could help them grow into an even larger bank. 

With their opportunities comes a few important threats. One being online scams and fraud. 

Since a large portion of their banking is done online, customers can often fall for phishing scams 

or succumb to other fraudulent activity. This can often lead to customers wondering how these 

scammers were able to access their accounts or investments and push for higher security 

measures. It is very important to protect customer information especially when it is tied to their 

finances. So, when managing customers’ money, it is a very real risk that their information 

could fall into the wrong hands and leave customers out to dry. Wells Fargo has a responsibility 

to protect this information and even if it was not their fault, they must insure their finances will 

stay safe. Another threat is changing regulations from the federal government. Since the 

recession, there have been laws put in place that force banks to liquidate or downsize so that 

they don’t become too powerful and essentially cause a financial disaster if foreign markets 

implode or if our economy suffers another downturn. This could also work in their favor if other 

banks are forced to downsize and they are able to grab customers who left their old banks. 

Overall, Wells Fargo is in a much better financial position now than it was 10 years ago. They 

have many strengths that work in their favor and they have several opportunities that could 

help them grow even larger than they are now. They have a few weaknesses and threats but 

these are mostly manageable and should not affect their business much. 

FINANCIAL ANALYSIS 
In 2007, Wells Fargo was financially stable. They were amongst the top of their competition, 

stakeholders were happy, and more individuals jumped on board with investing into Wells 

Fargo. According to Wells Fargo Annual report for the 2007-08 year, expenses declined by 1% 

compared to the year prior. With more than eight billion dollars in annual income, Wells Fargo 

produced the best revenue/expense ratio among its competitors. In turn, even more individuals 

began investing into Wells Fargo. 

With the acquiring of Wachovia Corporation, Wells Fargo pushed into third in terms of the 

largest banks in the United States. This made investors more attracted to Wells Fargo. The 

acquisition increased net total assets by almost 100 billion dollars. This increase is equal to 16%. 

However, in 2008 the Great Recession took place. The house market bubble had burst, and 

millions of people had been foreclosed on their homes. For Wells Fargo, this meant less income 

due to individuals not being able to pay their mortgages. In accordance to Wells Fargo’s 2008-



 
86 

AtMA 2019 Proceedings 
 

09 annual report, annual net incomes decreased by almost six billion dollars. After the 

acquisition of Wachovia Corporation and the beginning of the Great Recession, Wells Fargo had 

poor return on total assets. 

However, in 2009, Wells Fargo had bounced back better than ever. The company had expanded 

their target market and total annual income had jumped almost four times more than the 

previous year. The company was stable and was one of few mortgage loaners to succeed 

financially during the Great Recession. Total annual revenues had more than doubled, and the 

company began to grow even larger. Total net assets had more than doubled, and their total 

return on assets neared 1%, more than double the previous year. 

In the years following, Wells Fargo’s mortgage market business had increased at an accelerated 

rate. According to Strategic Management – Planning for Domestic & Global Competition, 14th 

edition, in 2012, Wells Fargo’s mortgage business accounted for 28.8% of the nationwide issued 

home loans. This amount was determined as the most in the nation. Additionally, Wells Fargo 

held the title as being the largest lender in the country with a loan portfolio equal to $524 

billion. This was the largest total ever recorded by a bank, and the amount was greater than the 

next top five lenders combined. In addition, Wells Fargo’s net incomes for 2012 totaled $18.9 

billion. This amount was more than 2 times greater than the 2007 profits. 

In recent years, Wells Fargo has experience financial success. According to Wells Fargo’s 2017 

annual reports, annual net income resembles more than 22 billion dollars. Wells Fargo’s net 

total assets have rose by 53% since 2009 in accordance to 2017 annual reports. This indicates 

that Wells Fargo is growing and achieving success. 

Since 2009, Wells Fargo’s book value on common share has increase 187% to $37.44. 

Individuals are still continuing to hold stake in the organization. Stakeholders are aware that the 

organization is continuing to grow. More investment opportunities are becoming present 

because of Wells Fargo. The organization is financially stable and is on track to continue 

experiencing financial success in upcoming years. 

The following financial ratios are conducted in accordance to Wells Fargo’s financial reports. 

The ratios are also exemplified by the use of Nasdaq reports, Macro Trends, and Strategic 

Management – Planning for Domestic and Global Competition. The following ratios will portray 

the financial status of Wells Fargo. The following ratios include leverage ratios, efficiency ratios, 

profitability ratios, and market value ratios. These ratio types will be defined by the literary 

terms described by, Investopedia and Accounting Tools. 

Leverage, ratios are financial measurements that look at how much capital comes in the form of 

debt, or assesses the ability of a company to meet its financial obligations (Investopedia). The 

debt to equity ratio is one which falls within the leverage ratio category. The ratio is calculated 
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by dividing the organizations total amount of debt by the total amount of equity. According to 

Wells Fargo’s 2017 annual report, the organization experienced $225.02 billion in debt, and 

$208.08 billion in equity. This produced a debt to equity ratio of 1.08%. Considering this 

organization inquires large amounts of debt, this is a good number for the organization to 

produce. 

Efficiency ratios are typically used to analyze how well a company uses its assets and liabilities 

internally (Investopedia). An efficiency ratio of Wells Fargo is exemplified by the organizations 

2017 annual report. The efficiency ratio is calculated by dividing non-interest expense by total 

annual revenues. According to the 2017 annual report provided by Wells Fargo, the 

organization experienced an efficiency ratio of 66.2%. This indicates that the organization is 

good at managing its assets and liabilities. 

According to Accounting Tools, the literary term of market value ratios is the evaluation of the 

current stock price of a publicly held company’s stock. The price to earnings ratio is one which 

falls within the market value category. The price to earnings ratio is a simple calculation. The 

formula for the ratio is calculated by dividing the market value per share by the earnings per 

share. According to NASDAQ, Wells Fargo experience a price to earnings ratio of 12.79% for the 

2017 year. 

Lastly, profitability ratios are used to assess a business’s ability to generate earnings compared 

to expenses and other relevant costs incurred during a specific period of time (Investopedia). 

The return on assets ratio is one which falls within the profitability ratio category. In accordance 

with multiple annual reports, the following table (Table 1) represents the return on assets ratio 

experienced by Wells Fargo. 

Profitability Ratio - Wells Fargo 

  Net Income (Millions) Net Total Assets (Millions) Return on Assets Ratio 

2007 $8,057 $520,752 1.55% 

2008 $2,655 $604,396 0.44% 

2009 $12,275 $1,262,354 0.97% 

2017 $22,183 $1,933,005 1.15% 

 Figure 5:Profitablity Ratios 

In 2007, Wells Fargo experience quality returns. However, in 2008 the housing bubble burst, 

and the organization saw a major loss in return on assets. However, with the purchase of 

Wachovia Corporation and the expansion of target markets did the organization experience 

success during the Great Recession into the following year. Since then, the organization has 
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experienced increasing returns with no signs of slowing down. The organization is financially 

stable and should be expected to thrive for years to come and outperform its competitors in a 

number of financial areas. 

External Analysis/Industry Analysis/Competitive Analysis 
The current position of Wells Fargo is a reflection of the external analysis, the industry analysis 

and the competition in their industry. The external analysis begins with Wells Fargo’s social 

responsibility that they incur as a business. Social responsibility is an unwritten set of rules that 

a company must abide by to maintain reputation but more importantly to aid the local 

community. In their mission statement, they say “Wells Fargo believes it is important to act 

ethically and with integrity to all customers”. Wells Fargo had supported their statement of 

social responsibility by donating $226 million dollars to nonprofit organizations and educational 

institutions. Economic Factors also play a role in a company’s external analysis. In the case of 

Wells Fargo, the financial industry is extremely susceptible and influential to change in the 

economy. As a result, Wells Fargo’s profitability is directly influenced by the economy. 

Industry analysis is a major factor on the current position of a firm. The financial industry is very 

susceptible to change in a changing economic climate. The industry has been a roller coaster 

ride since 2005 as institutions have experience huge amounts of earnings as well as major 

losses. The world-wide economic recession in 2008 has largely been blamed on the financial 

industry. The recession has created a need for the government to supervise the financial 

industry, and as a result many of the major “too big to fail” companies have received many 

millions of dollars in bailout. In the years since, industry has slowly regenerated. Customers 

have started to buy common stock of major US banks which shows that consumer confidence 

has started to return. As the industry regains stability the surviving banks enter a long period of 

transition from survival back into growth. Even with the newly found stability in the industry, 

new entry is extremely doubtful as more than two hundred small banks have closed since the 

recession and top level competition is far too large to immediately compete with, without 

merger. 

The competitive analysis of Wells Fargo in the financial industry consists of their position in 

relation to the performance of their top four competitors. These competitors are the massive 

“too big to fail” banks. Their first and largest competitor in terms of market capitalization is 

JPMorgan Chase. As of April 2018, JPMorgan Chase has a market capitalization of $387 billion 

dollars which is greater than Wells Fargo’s 2018 market cap by more than $100 billion dollars. 

JPMorgan Chase came to existence through the 2000 merger of JP Morgan Bank and Chase 

Manhattan Bank, which propelled them to be the fourth largest bank at the time. Since then, 

further acquisitions of notable banks such as Bank One, the Bank of Chicago and Bear Stearns 

have been made. JPMorgan Chase’s ROE ratio is 15% and has a B/P ratio of 1.71 
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Wells Fargo’s next competitor also has a larger market capitalization than them. Bank of 

America is Wells Fargo’s second biggest competitor with a market cap of $306 billion dollars in 

April of 2018. They are headquartered in Charlotte, North Carolina unlike many of the other 

New York city competitors. Bank of America has reach this size through a vast series of mergers. 

They have acquired many banks such as NationsBank and Fleet Boston but their merger with 

Merrill Lynch in 2008 made them the third largest company in the United States. After the 

recession hit, the U.S. government bailed out Bank of America with more than $45 million 

dollars of aid. They currently employ more 20,000 financial advisors and serve more than 59 

million consumers and small businesses. They are a worldwide company with operations in 

more than 40 countries and have more than $2.5 trillion dollars in Assets. Current ROE is at 

6.84% and has a rather low P/B of 1.26. 

Citigroup comes next in line as the third largest competitor for Wells Fargo. Their market 

capitalization is at $184.6 billion dollars as of April 13, 2018. Citigroup was formed through one 

of the largest work mergers of all time with Citicorp bank and Travelers Group merging 

together. The recession hit them extremely hard as they were ranked as the largest worldwide 

bank prior to 2008. Citigroup was unfortunately very involved with toxic mortgages which led to 

their struggles as the economy crashed, dropping them to be ranked last of the big four. 

Currently, Citigroup has significantly recovered and operates in more than 16,000 offices in 

more than 140 countries worldwide. They employ more than 300,000 people and manage more 

than 200 million customer accounts. They have a tier 1 capital ratio of 14.7%, ROE of -3.10% 

and a P/B ration of 1.035. 

The last high-end competitor to Wells Fargo is PNC Financial Services. They are the fifth largest 

US bank and the third largest provider of off-premise ATMs. When the recession hit, PNC 

avoided the brute of the impact as they focused mostly on risk management. They gained their 

size from a previous acquisition of National City. Currently, PNC Financial Services manages 

approximately $290 billion dollars in assets with more than 60,000 employees worldwide and 

over 2,600 branches in the United States.   

STRATEGIC RECOMMENDATIONS 

Alternatives 

Since becoming one of the largest lenders in the United States following the Subprime 

mortgages housing crash from 2007-2009, Wells Fargo has attempted to expand their options 

for financing consumers beyond the realm of home mortgages. Along with offering home 

financing, Wells Fargo looks to provide financial services (including loans) for tech businesses. In 

particular, Wells Fargo is especially interested in funding tech start-ups, even going so far as to 

set-up a technology, media, and telecommunications office in Silicon Valley, the hub for 

technological innovation in the United States. Wells Fargo has also evolved into a multinational 

corporations, with many subsidiaries operating around the globe. It’s North American foreign 
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subsidiaries  include locations such as Montreal, Vancouver, Calgary, and Toronto in Canada, 

and Mexico City in Mexico. It’s European subsidiaries include locations in Dublin, Ireland, 

London, England, and Frankfurt, Germany. It’s East Asian and Oceanic subsidiaries include 

Sidney, Australia, Hong Kong and Shanghai in China, Mumbai, India, Singapore, Taipei, Taiwan, 

Seoul, South Korea, and Tokyo, Japan.  

As of 2009, Wells Fargo has acquired approximately 119 companies, including the failed 

Wachovia Financial firm. Recently, Wells Fargo has been looking to expand its middle market 

banking in the New England area, leading commercial lending operations in Central and 

Western Massachusetts. Offices have been opened up in locations such as Providence, Rhode 

Island, Portland, Maine, and Manchester, New Hampshire. This is important seeing as how 

middle market banking is a prominent industry for job creation, with 200,000 (mostly private) 

firms generating $10 trillion in annual revenues. Wells Fargo serves as the leader in middle 

market banking share for firms with $25 million to $500 million in annual revenues. 

Wells Fargo has also proven to have a vested interest in higher education, being one of the 

major underwriters of a $96.7 million bond issue for the development of the University of New 

Haven campus, whose yearly campus attendance has increased 63% since 2005. The University 

of New Haven has been able to successfully use bank debt to transform its campus from a 

commuter school to a large residential campus in order to accommodate its spike in student 

population, which has more than tripled for first-year applicants (including its largest incoming 

class ever for the Fall 2017 semester) and more than doubled for its full-time undergraduate 

enrollment. Through Wells Fargo’s underwriting of the debt, The University of New Haven has 

been able to utilize capital on the construction of new facilities, including residence halls, a 

recreation center, and the state-of-the-art Henry C. Lee Institute of Forensic Science building. 

The university has been able to successfully complete $250 million worth of construction over 

the past decade. Wells Fargo structured the debt issue through serial tax-exempt bonds that 

amortize from 2021 to 2039 and serial taxable bonds that amortize from 2018 to 2020. High 

investor demand for the tax exempt bonds pushed the orders to $423 million, resulting in the 

aggregate oversubscriptions of maturities by 4.9 times. The University of New Haven also plans 

to raise another $25 million of bonds to fund the construction of the Bergami Center for 

Science, Technology, and Innovation as part of the University’s Charger Challenge, which aims 

to $100 million by the year 2020 to invest in student scholarships and enhance the university’s 

culture of innovation and collaboration.       

Strategic Recommendations 
Wells Fargo needs the company’s growth strategy to win the competition in the industry and to 

keep stronger their position in the market. Wells Fargo can use an incentive strategy by doing 

market penetration and integrated strategy by doing horizontal integration. Market 

penetration is the selling of a product in a specific market. Horizontal integration is the 
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increasing production of goods or services at the same part of the supply chain. They could do 

any of these implementation strategies; developing competitor’s acquisition program, 

developing international offices abroad, developing insurance business entry program, or 

developing marketing & publicity program.  

The action plan we suggest they follow is to develop a competitor’s acquisition program. They 

can acquire Wachovia and start negotiation and an agreement. As well as preparing the 

takeover funds. They should also develop a marketing and publicity program by setting up the 

organization and resources, set up the 10-year business plan, and start the promotion of the 

business. We believe they should finally develop international offices abroad. They can do this 

by targeting new markets in Europe, Asia, and Australia.  
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ABSTRACT 
Facility location decisions serve an important role in setting up efficient and cost-effective 

supply chains. While metropolitan areas may appear an obvious choice for many companies, 

nonmetropolitan areas deserve consideration. In the past, nonmetropolitan areas have been 

classified as “rural” with reports of economic decline. This research looks beyond the general 

category of nonmetropolitan by dividing the area into micropolitan statistical areas and non-

core statistical areas. The authors use U.S. Census data from the years 2010 to 2016 to analyze 

changes in population, median household income, retail employment, and retail salaries in 

Alabama, Georgia and Mississippi. Companies can use this more refined information approach 

to help identify specific counties outside metropolitan statistical areas that demonstrate 

growth and may provide suitable facility locations.  

INTRODUCTION 
Facility location represents a major decision in developing a strategic plan for a company’s 

supply chain (Gunaeskaran et al., 2008). Locating facilities closer to the customer can improve a 

company’s responsiveness (Holwe and Helo, 2014). In evaluating location options, metropolitan 

areas often appear to provide the convenience of location and needed amenities, but they may 

also provide business challenges.  Businesses concerned with shortening their supply chains 

while adding agility should look beyond the metropolitan areas options. Companies may 

hesitate considering options in nonmetropolitan or “rural” areas. The economic decline of rural 

areas in the United States has received much media attention. However, this decline may be 

somewhat overrated (Crabtree, 2016). In reality, some nonmetropolitan areas have 

experienced sustained growth in the last decade. 
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Metropolitan sites may face problems such as high costs, transportation congestion, and 

inappropriately skilled workforce. Manufacturing plants locating within metropolitan areas may 

face limited available land for suppliers looking to locate adjacent to or very close to the 

planned facility (Kaneko and Nojiri, 2008). Nonmetropolitan options can provide lower costs 

and a cheaper, more abundant workforce than those in metropolitan areas (Kaneko and Nojiri, 

2008). All nonmetropolitan areas are not alike; they have many differences. To make location 

decisions requires relevant and specific local information (Howe et al., 2015).  

The ultimate choice of schema provides the basis for results on which decisions are made (Atav 

and Darling, 2012). To better judge and evaluate nonmetropolitan area options, studies should 

go beyond the category of nonmetropolitan. The terms “nonmetropolitan” and “rural” have 

been used synonymously, but that tends to provide an inaccurate image (Ratcliffe et al., 2016).  

In 1993 the category of nonmetropolitan was divided into micropolitan statistical areas and 

non-core areas by the United States Bureau of Economic Analysis (USBEA). Micropolitan 

statistical areas have an economic center community with a population between 10,000 and 

49,999 people. Non-core areas have no communities over 10,000. In the long run, locating in 

micropolitan statistical areas, especially those located with proximity to metropolitan areas, 

could provide better opportunities for growth (Vias, 2011). By dividing this category into 

separate sections, a clearer and more detailed understanding can be obtained from the three 

statistical areas: metropolitan, micropolitan and noncore. 

Data from USBEA and the US Census Bureau provide county-level information on these two 

distinctly different statistical areas. This study analyzes the counties of a three-state area within 

the Southeastern United States.  The research focuses on the two nonmetropolitan statistical 

areas --micropolitan and non-core. The study seeks to answer the following question:  

To what extent does dividing nonmetropolitan data into the categories of micropolitan 

statistical areas and non-core statistical areas extend the findings? 

 

There is a gap in the study of micropolitan statistical areas when compared to metropolitan 

areas or nonmetropolitan areas. Micropolitan statistical areas have not received extensive 

study (Davidsson and Rickman, 2011). Vias (2011) called for research on micropolitan areas 

when he stated the time is right to “make up for the lack of research on these significant 

statistical/geographical areas” (Vias, 2011, p. 123). This study answers Vias’s call using data 

from the Unites States Census Bureau in four categories: population, median household 

income, retail employment, and retail payroll. 

This study incorporates data from the United States Census Bureau from 2010 to 2016, years 

for which data are available in all three categories. The study includes a literature review. Next, 

the analysis of the data is presented with findings. Comments follow on the academic and 
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business applications of the findings. The paper concludes with recommendations for further 

research.  

Literature Review  

Rural America 
Researching rural issues and trends, like other research topics, have complexities in defining the 

terms and standardizing the parameters to collect data in a comparable form. Isserman (2005) 

stated the importance of researching urban and rural. We can learn what is rural and thereby 

help understand the dynamics of change and the urban-rural transitions, such as business 

relocation, brain flight, and youth migration. But researchers have not developed a clear single 

definition of rural. The term rural has a history of being interpreted differently within different 

contexts (Hart, Larson, and Lishner, 2005). In recent literature, rural has been designated to 

mean areas outside metropolitan areas (Burton et al., 2013) or the non-metropolitan counties 

(Johnson, 2011; Keyes et al., 2014). Giri and Johnson (2017) used a Bureau of the Census and 

U.S. Department of Commerce definition where rural counties are defined as counties with no 

incorporated town with a population of more than 2,500 people.  

Gouevitch et al. (2018) categorized and analyzed data based on three geographic distinctions: 

metropolitan, micropolitan and rural areas. However, instead of counties, Gouevitch et al. 

(2018) used locations (geographic areas) separated into populations larger than 2.5 million, 

50,000 to 2.5 million, and rural regions that were regions not included in the other larger 

regions.  

Rural areas have different population sizes and levels of remoteness. Conceptions of rural life 

are often innaccurate; it is best to avoid generalities (Litchter and Brown, 2011). A single 

designation of rural can obscure unique factors about a local area (Hart et al., 2005). Using a 

single rural classification does not take into account that rural areas are not homogeneous.  

Defining rural by county is not without its problems and limitations. While counties provide an 

advantage through historically stable boundaries, counties are not the ideal measure (Isserman, 

2005; Johnson, Nucci and Long, 2005; Johnson, 2011). Topographic county lines are not always 

great dividers as urban cores can overbound or underbound these lines (Hart et al., 2005; 

Isserman, 2005). “That an entirely rural county integrated economically with nearby cities is an 

important fact, but it cannot negate another important fact: the county is rural” (Isserman, 

2005, p. 474). Many counties within metropolitan areas have census tracts that qualify as rural. 

However, counties are the base unit for collecting and reporting census data (Johnson, 2011).  

Micropolitan Statistical Areas 
To better distinguish between metropolitan statistical areas and smaller regions with a 

population core, the Office of Management and Budget (OMB) divided non-metropolitan areas 
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into two separate categories: micropolitan statistical areas and non-core statistical areas 

(Brown, Cromartie and Kulcsar, 2004). The OMB (2013) defines a micropolitan statistical area as 

a county/parish with one community with a population greater than 10,000 but not more than 

49,999 plus adjacent counties with social and economic ties to the core community. A non-core 

statistical area is defined as a county/parish that is a nonmetropolitan county not included in 

the micropolitan areas (Brown et al., 2004). The current study defines rural using the two non-

metropolitan designations adopted by the Office of Management and Budget in 2003. In this 

paper, the term non-metropolitan is used when referring to both micropolitan statistical areas 

and non-core statistical areas.  

Beyond the boundaries of population size, there is no single standard micropolitan statistical 

area. Micropolitan statistical areas are diverse in their geography, economic base, available 

amenities and proximity to major metropolitan areas. What is common in micropolitan 

statistical areas is a county/parish with at least one community with a population greater than 

10,000 but less than 50,000 and adjacent territory with social and economic ties to the core 

community (OMB, 2013).  Micropolitan statistical areas population parameters are different 

from the other two recognized statistical areas. Metropolitan statistical areas have a core 

community with more than 50,000 in population, and non-core based statistical areas do not 

have a core community of size (OMB, 2013). 

When the designation of the micropolitan statistical area was first announced, there was a 

move to include it in economic development research. Micropolitan areas have been studied 

much less extensively by academics than have either metropolitan areas or nonmetropolitan 

areas more broadly (Davidsson and Rickman, 2011). William Fruth with POLICOM has published 

quality annual economic strength rankings for metropolitan and micropolitan statistical areas 

since 1997 (POLICOM, 2018). The use of micropolitan statistical areas in research has been 

adopted in the research of health issues (e.g., Abougergi, et al., 2018; Lee et al., 2010; Slifkin et 

al., 2004).  

The use of micropolitan statistical areas on economic issues has been more limited. Soon after 

OMB officially designated the three statistical areas, there was initial excitement. Plane (2003) 

was one of the first to tout the significance of the “new” micropolitan statistical areas. He called 

for regional growth research with studies on migration patterns to better understand the 

economics of these regions. Another study further introduced the possibilities of incorporating 

the new designations in research through a study on populations and socioeconomic 

characteristics by county type (Brown et al., 2004). Mulligan and Vias (2006) pointed out that 

the call for research on the micropolitan statistical areas was given soon after they were 

designated. However, this early excitement has not translated into the standards for research. 
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Some studies have focused on micropolitan statistical areas in specific states. Newly 

incorporated municipalities within micropolitan statistical areas were studied in North Carolina 

(Smith, 2014). Others focus on individual micropolitan counties. Garden City, located within a 

micropolitan county in Kansas, was the subject of a study of its school system and immigration 

(Stull and Ng, 2016).  

“Rural researchers must shoulder the extra responsibility to ensure that their work is maximally 

informative and easily replicable.” (Koziol et al., 2015, p. 11). With research on micropolitan 

statistical areas, it is important to look beyond a county’s classification and to study its 

proximity to other counties with similar and different classifications (Plane, 2003). Noting that 

metropolitan and some micropolitan statistical areas include more than one county, Tong and 

Plane (2014) focused on the OMB designations “central counties” and “outlying counties.” 

Central counties meet the core community population standards. Outlying counties are 

adjacent counties with a “high degree of social and economic integration with the core as 

measured by commuting ties” (OMB, 2017, p.7). Hence, a more regional approach. 

One regional approach study involved both the Appalachian Region, defined as 400 counties 

and defined on a map to include states from New York to Arkansas, and the Black Belt, depicted 

on a map to include states from Texas to New York (Oliver and Thomas, 2014). This study 

focused on population density, geographic isolation, and developed land. Richman and Richman 

(2011) focused on earnings, population, and housing cost growth in the 1990s in metropolitan 

and nonmetropolitan areas. A study of amenity inventories focused on non-metropolitan 

counties in Iowa, Kansas, and Nebraska (Besser et al., 2011). Another study looked at the 

impact of SBA lending practices in micropolitan statistical areas in the Southeastern United 

States (Cortes and Ooi, 2017).  

While the MICRO concept is relatively new to many researchers, incorporating Micropolitan 

statistical areas into research identifies an important distinction between US counties and 

parishes that are entirely rural and those exhibiting some urban activities (Mulligan, 2015).   

Population 
Population change has been found to reflect an area’s economy (Lin et al. 2016). Research has  

shown a county’s population tends to be the largest factor affecting retailing (Giri and Johnson, 

2017). Higher population density strengthens a community’s retail market which in turn 

attracts additional population (Dodds and Dubrovinsky, 2015). Populations generally decline in 

areas with deteriorating economies and remote rural areas dependent on farming and 

manufacturing (Lewis and Stanley (2016). Population loss can also result in a declining tax base, 

which is of special concern for nonmetropolitan areas (Mullis and Kim, 2016). While population 

loss has occurred in some U.S. regions, growth does occur, and in some instances rapid growth, 

in nonmetropolitan counties including, related to this study, counties with proximity to Atlanta, 



 
98 

AtMA 2019 Proceedings 
 

Georgia (Cromartie, 2016). Some changes in population result from how an area is classified by 

government agencies. A primary contributing faction in the reduction of the percentage of the 

nonmetropolitan population has been the inclusion of formerly nonmetropolitan territory in 

expanding metropolitan areas (Johnson et al., 2005). Population growth was found to be 

greater in nonmetropolitan counties adjacent to metropolitan areas (Johnson, 2012). Johnson 

(2011) found that counties that are entirely rural are more prone to a natural decrease in 

population.  

Household Income 
Income is a factor that can change habits in consumption and shopping (Grewal et al., 2012). 

Increases in household income tend to lead to increased spending at some categories of retail. 

A decline in household income can result in reduced retail purchases, especially of the higher-

priced brands (Kaswengi and Diallo, 2015). Differences in household income can result in 

changes in shopping and consumption behaviors (Grewel et al., 2012).  

As the economy differs from county-to-county, assessing communities at the regional or state 

level is insufficient to get an understanding of individual counties (Zhang, Kinnucan, and Gao, 

2016).  Household income is considered a control variable because it affects economic activity. 

Increases in household income might be expected to be associated with more retail economic 

activity that leads to more retail employment through increases in retail establishments 

(Mushinski et al, 2014). 

Retail 
Retail is important to the economies of all geographic levels and serves as a critical component 

of a community’s economic vigor and economic development efforts (Artz and Stone, 2012; Giri 

and Johnson, 2017). Retail serves as an indicator of a community’s overall economic 

performance (Giri and Johnson, 2017). Retail is especially important in non-micropolitan areas 

because of retail’s contribution to the local economy (Giri and Johnson, 2017). With an 

available, healthy, local retail selection, residents have more convenient shopping options (Artz 

and Stone, 2012).  Retailers are very successful in serving more rural-based markets. Dollar 

General, which focuses on rural communities, in its most recent fiscal year reported a profit 

more than double that of Macy’s, Inc. (Nassauer, 2017). Dollar General is not alone. Companies 

such as Shopko, Family Dollar, and Walmart are locating smaller stores in smaller towns to 

serve underserved small-town markets (Horovitz, 2016). Having Walmart provides stability in 

the retail sector of smaller trade areas (Artz and Stone, 2012). This encourages shopping locally 

while discouraging out-shopping to larger nearby communities (Artz and Stone, 2011).  

Retail Employment 
In micropolitan statistical areas and non-core areas, retail is the number two employer, next to 

the government (Artz and Stone, 2012). However, if retail sales in a small community decline, a 
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significant source of jobs are threatened (Artz and Stone, 2012). Closures happen in all areas 

(Cavan, 2016). Retail store closures are a normal part of the retail industry (Cavan, 2016). Store 

closures are not unique to nonmetropolitan areas. The closures of retail stores are becoming 

increasingly common due to insufficient trade area population (Cavan, 2014). With smaller 

towns and counties, the biggest obstacle is the limited economic capacity (Knox and Mayer, 

2009). Without a strong base, the local economy may not be strong enough to expand. It takes 

locally owned businesses to build a sense of place (Knox and Mayer, 2009). An area’s prosperity 

and retail health are interdependent. When a community’s retail sector is healthy, population 

growth can be stimulated (Paddison and Eric, 2007).  

Sample 
The study includes data on three adjacent states – Alabama, Georgia, and Mississippi. These 

states were chosen as a sample of the larger Southeastern United States. The Southeastern 

United States is comprised of 1,025 counties/parishes in twelve states (United States Bureau of 

Economic Analysis, 2014). The Southeastern United States serves as a sample of the United 

States with similar distribution of metropolitan, micropolitan and non-core counties. As 

detailed in Table 1, the Southeastern United States includes 203 counties located within a 

micropolitan statistical area, 376 counties are designated as non-core based statistical areas, 

and 446 counties compose the metropolitan statistical areas (U.S. Census Bureau, 2017). The 

three-state analysis includes similar percentages. Table 1 presents the number and percentages 

of counties in each state located within the three statistical areas.  

This study uses U.S. Census Bureau population estimates. Population estimates have been 

commonly used by researchers and policymakers. This study incorporates data at the county 

level. While counties may not be the ideal measure, counties do provide an advantage through 

historically stable boundaries (Isserman, 2005; Johnson, Nucci and Long, 2005; Johnson, 2011). 

Counties are the base unit for reporting census data (Johnson, 2011). As stated previously, 

topographic county lines are not always great dividers. Urban cores can overbound or 

underbound these lines (Hart et al., 2005; Isserman, 2005).  
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 Total  Number of Total  Percentage of  

 Counties  Micro Non-core Metro Micro Non-core Metro  

United States 3,142 656 1,317 1,169 20.8% 41.9% 37.2% 

Southeast US  1,025 203 376 446 19.8% 36.7% 43.5% 

AL, GA, MS 308 70 118 120 22.7% 38.3% 40.0% 

Alabama (AL) 67 14 24 29 20.9% 35.8% 43.3% 

Georgia (GA) 159 29 56 74 18.2% 35.2% 46.5% 

Mississippi (MS) 82 27 38 17 32.9% 46.3% 20.7% 

Table 7 - Statistical Areas in Three States in the Southeastern United States 
NOTE: Micro – Micropolitan statistical area; Non-core – Non-core statistical area; Metro – Metropolitan statistical area.  

SOURCE: United States Census Bureau, State-based Metropolitan and Micropolitan Statistical Areas Map (2013) and Office of 
Management and Budget (2015).   

 

The three states have a total of 308 counties. After reviewing the available data, 17 counties 

were removed due to incomplete data. The counties removed included one located within a 

micropolitan statistical area, nine in non-core statistical areas, and seven in metropolitan 

statistical areas. This left a final count of 291 counties on which to base the analysis. Table 2 

presents the number of counties removed from each state’s different statistical areas.  

 

 Total 

Counties 

 

Micropolitan 

Statistical 

Area  

Non-Core 

Statistical 

Area  

Metropolitan 

Statistical 

Area      

Total 

Counties in 

this Study 

Alabama 67 0 0 0   67      

Georgia     159 1 8 6 144 

Mississippi 82 0 1 1  80 

Total     308 1 9 7 291 

Table 8 - Number of Counties Removed for Incomplete Data 

Method 
This study focused on three states, three statistical areas, and four exemplars of economic 

measures. County-level secondary data was gathered from the United States Census Bureau. A 

comparison was made between the information divided into the two categories of 
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metropolitan statistical areas and nonmetropolitan statistical areas with the category of 

nonmetropolitan divided into micropolitan and non-core statistical areas. A second analysis, 

suggested by Isserman (2005), presented a more comprehensive description of the economic 

situation in each of the micropolitan counties. and through analysis, more insight into the 

possible influences on that status. Four exemplars were chosen for this analysis: population, 

household income, retail employment and retail payroll. Retail employment was chosen as the 

best available indicator of retail growth levels. Employment was preferred over business counts 

as the business counts do not distinguish between small and large retail businesses (Artz and 

Stone, 2012). Retail sales were not chosen as available data do not discriminate between online 

and local sales.  

Analysis 1 – Comparing Two Categories with Three Categories 
The first analysis compares data at the county-level in the three states covered by this study. 

Data are presented as two categories (metropolitan statistical areas and non-metropolitan 

statistical areas) and compared with the same area divided into the three categories. The 

category of “non-metropolitan statistical areas” is divided into micropolitan statistical areas and 

non-core statistical areas. The four exemplars of the study are examined individually in the 

tables shown below. The test of any proposed typology, analysis or results includes the new 

insights generated (Isserman, 2005) and how useful those insights are to decision makers and 

researchers. The percentages in all the following tables represent the percent of the total 

number of counties in the three-state region. 

  Counties with Growth Counties Decline Change 

Statistical 

areas 

Total 

Number  

Number Percent Number Percent Number Percent 

Metropolitan and Non-Metropolitan Counties (Percentages are of the Total) 

Metropolitan  113 70 24.1% 43 14.8% 0 0.0% 

Non-

Metropolitan  178 

46 

15.8% 

132 

45.4% 

0 0.0% 

Total 291 116 39.9% 175 60.1% 0 0.0% 

Metropolitan, Micropolitan and Non-Core Counties (Percentages are of the Total) 

Metropolitan  113 70 24.1% 43 14.8% 0 0.0% 

Micropolitan  69 25 8.6% 44 15.1% 0 0.0% 

Non-Core  109 21 7.2% 88 30.2% 0 0.0% 

Total 291 116 39.9% 175 60.1% 0 0.0% 
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Table 9 - Changes in Population (2010-2016) 
SOURCE: United States Census Bureau 

 

In Table 3, the two categories of metropolitan and non-metropolitan show 132 non-

metropolitan counties (45.4 percent of the counties in the three states) experienced a 

population decline. When non-metropolitan counties are divided into the categories 

micropolitan and non-core, it is evident that micropolitan counties represent only a third of the 

nonmetropolitan counties that experienced a population decline. This table also raises 

questions about the counties with population growth. Population growth was experienced in 25 

micropolitan counties and 21 non-core counties. Does this growth relate to the proximity of the 

counties to metropolitan or micropolitan areas? Additional research is needed to understand 

the level of growth in these counties. The counties are identifed as growing, but the extent to 

which they have grown is not included.  

 

  Number counties experiencing: Percent counties experiencing: 

Statistical areas Total 

Number  Growth Decline 

No 

Change Growth Decline 

No 

Change 

Metropolitan and Non-Metropolitan Counties (Percentages are of the Total) 

Metropolitan  113 50 63 0 17.2% 21.6% 0.0% 

Non-Metropolitan  178 134 44 0 46.0% 15.1% 0.0% 

Total 291 184 107 0 63.2% 36.8% 0.0% 
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Metropolitan, Micropolitan and Non-Core Counties (Percentages are of the Total) 

Metropolitan  113 50 63 0 17.2% 21.6% 0.0% 

Micropolitan  69 44 25 0 15.1% 8.6% 0.0% 

Non-Core  109 90 19 0 30.9% 6.5% 0.0% 

Total 291 184 107 0 63.2% 36.8% 0.0% 

Table 10 - Changes in Household Income (2010-2016) 
SOURCE: United States Census Bureau 

 

In Table 4, micro and non-core both experienced growth in a majority of counties while a 

majority of metropolitan counties experienced a drop in average household income. When 

comparing the three areas, it is evident that there is a difference between the micropolitan and 

non-core counties. A higher proportion of non-core counties experience growth in household 

income. This comparison lists the number of counties, but does not include the size of the 

growth, nor the exact location. Further research is needed to identify the extent of the growth 

and where these counties are located.  

 

  Number counties experiencing: Percent counties experiencing: 

Statistical areas Total 

Number  Growth Decline 

No 

Change Growth Decline 

No 

Change 

Metropolitan and Non-Metropolitan Counties (Percentages are of the Total) 

Metropolitan  

113 

87 25 1 

29.9% 8.6% 

0.3% 

Non-Metropolitan  178 91 84 3 31.3% 28.9% 1.0% 

Total 291 178 109 4 61.2% 37.5% 1.4% 

Metropolitan, Micropolitan and Non-Core Counties (Percentages are of the Total) 

Metropolitan  113 87 25 1 29.9% 8.6% 0.3% 

Micropolitan  69 45 23 1 15.5% 7.9% 0.3% 

Non-Core  109 46 61 2 15.8% 21.0% 0.7% 

Total 291 178 109 4 61.2% 37.5% 1.4% 

Table 11 - Changes in Retail Employment (2010-2016) 
SOURCE: United States Census Bureau 
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In Table 5, the non-metropolitan category reported a slightly higher number of counties grew 

than declined. When non-metropolitan is divided into two categories, it becomes more clear 

that the loss in retail employment is substantially lower in the micropolitan statistical areas 

than in the non-core areas. As the number of jobs is not specified, additional research is needed 

to define the number of retail jobs.  

  Number counties experiencing: Percent counties experiencing: 

Statistical areas Total 

Number  Growth Decline 

No 

Change Growth Decline 

No 

Change 

Metropolitan and Non-Metropolitan Counties (Percentages are of the Total) 

Metropolitan  113 101 12 0 34.7% 4.1% 0.0% 

Non-Metropolitan  178 140 38 0 48.1% 13.1% 0.0% 

Total 291 241 50 0 82.8% 17.2% 0.0% 

Metropolitan, Micropolitan and Non-Core Counties (Percentages are of the Total) 

Metropolitan  113 101 12 0 34.7% 4.1% 0.0% 

Micropolitan  69 64 5 0 22.0% 1.7% 0.0% 

Non-Core  109 76 33 0 26.1% 11.3% 0.0% 

Total 291 241 50 0 82.8% 17.2% 0.0% 

Table 12 - Changes in Retail Payroll (2010-2016) 
SOURCE: United States Census Bureau 

Table 6 shows a higher number of counties experiencing a decline of retail payroll amounts are 

in 38 non-metropolitan areas. When data are divided into the three categories, it shows that 

only 5 of the 38 counties experiencing declining retail payrolls are in micropolitan areas. 

Micropolitan counties reported increases in retail payrol in 64 of 69 counties.  

Analysis 2 – Dividing the Data into Seven Categories 
Adapting Isserman’s (2005) categories of the urban influence, for this study counties were 

further divided into seven categories based on the statistical areas of adjacent counties. Table 7 

lists the seven categories and their distribution of the counties within the three states used as 

the study’s focus. Percentages shown represent the percentage of the total 291 counties in the 

three states. With more detail in the data, a more in-depth analysis of the geographic area 

studied can be presented. 

 
 Number Percentage 
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 Total AL GA MS Total AL GA MS 

Stand alone 2 0 1 1 0.7% 0.0% 0.3% 0.3% 

Adjacent to         

1 micro county 25 6 14 5 8.6% 2.1% 4.8% 1.7% 

2 micro counties 49 7 14 28 16.8% 2.4% 4.8% 9.6% 

1 metro county 19 14 4 1 6.5% 4.8% 1.4% 0.3% 

2 metro counties 56 7 40 9 19.2% 2.4% 13.7% 3.1% 

 1 metro and 1 

micro county 
25 5 13 7 8.6% 1.7% 4.5% 2.4% 

3/+3 metro or 

micro counties 
115 28 58 29 39.5% 9.6% 19.9% 10.0% 

TOTAL 291 67 144 80 100.0%    

Table 13 - Seven Categories of Counties Divided by States 

SOURCE: United States Census Bureau  

 

The data for all four exemplars are presented in Tables 8, 9, 10, and 11. The major 

classifications are the same as previously shown in Tables 3, 4, 5, and 6.   

 

  Number counties experiencing: Percent counties experiencing: 

Statistical areas 

counties 

Total 

Number  Growth Decline 

No 

Change Growth Decline 

No 

Change 

TOTAL 291 116 175 0 39.9% 60.1% 0.0% 

METROPOLITAN 113 70 43 0 24.1% 14.8% 0.0% 

Stand-alone  0 0 0 0 0.0% 0.0% 0.0% 

Adjacent to 

 1 Micro  10 5 5 0 1.7% 1.7% 0.0% 

 2 Micro  9 4 5 0 1.4% 1.7% 0.0% 

 1 Metro  9 4 5 0 1.4% 1.7% 0.0% 

 2 Metro  37 30 7 0 10.3% 2.4% 0.0% 

 1 Metro/1 Micro 7 5 2 0 1.7% 0.7% 0.0% 
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   3/+3Metro/Micro 41 22 19 0 7.6% 6.5% 0.0% 

MICROPOLITAN 69 25 44 0 8.6% 15.1% 0.0% 

Stand-alone 1 1 0 0 0.3% 0.0% 0.0% 

Adjacent to 

 1 Micro  9 1 8 0 0.3% 2.7% 0.0% 

 2 Micro  14 4 10 0 1.4% 3.4% 0.0% 

 1 Metro  1 0 1 0 0.0% 0.3% 0.0% 

 2 Metro  9 4 5 0 1.4% 1.7% 0.0% 

 1 Metro/1 Micro 5 3 2 0 1.0% 0.7% 0.0% 

 3/+3Metro/Micro 30 12 18 0 4.1% 6.2% 0.0% 

NON-CORE 109 21 88 0 7.2% 30.2% 0.0% 

Stand-alone 1 1 0 0 0.3% 0.0% 0.0% 

Adjacent to        

 1 Micro  6 2 4 0 0.7% 1.4% 0.0% 

 2 Micro  26 4 22 0 1.4% 7.6% 0.0% 

 1 Metro  9 0 9 0 0.0% 3.1% 0.0% 

 2 Metro  10 2 8 0 0.7% 2.7% 0.0% 

 1 Metro/1 Micro 13 3 10 0 1.0% 3.4% 0/0% 

 3/+3Metro/Micro 44 9 35 0 3.1% 12.0% 0.0% 

Table 14 - Changes in Population Divided into Seven Categories (2010-2016) 
SOURCE: United States Census Bureau. 

In reviewing the more detailed information on population changes as presented in Table 8, 

several items become evident. More counties in metropolitan and non-core areas show decline, 

primarily in counties adacent to two othe rmicropolitan counties or adjacent to three or more 

metropolitan or micropolitan counties. The population growth appears to happen in more 

metropolitan counties adjacent to either two metropolitan counties or adjacent to more than 

three metropolitan or micropolitan counties.   

 

  Number counties experiencing: Percent counties experiencing: 

Statistical areas 

counties 

Total 

Growth Decline 

No 

Change Growth Decline 

No 

Change 
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Number  

TOTAL 291 178 109 0 61.2% 37.5% 0.0% 

METROPOLITAN 113 50 63 0 17.2% 21.6% 0.0% 

Stand-alone  0 0 0 0 0.0% 0.0% 0.0% 

Adjacent to 

 1 Micro  10 5 5 0 1.7% 1.7% 0.0% 

 2 Micro  9 4 5 0 1.4% 1.7% 0.0% 

 1 Metro  9 5 4 0 1,7% 1.4% 0.0% 

 2 Metro  37 12 25 0 4.1% 8.6% 0.0% 

 1 Metro/1 Micro 7 5 2 0 1.7% 0.7% 0.0% 

 3/+3Metro/Micro 41 19 22 0 6.5% 7.6% 0.0% 

MICROPOLITAN 69 44 25 0 15.1% 8.6% 0.0% 

Stand-alone 1 0 1 0 0.0% 0.3% 0.0% 

Adjacent to 

 1 Micro  9 8 1 0 2.7% 0.3% 0.0% 

 2 Micro  14 9 5 0 3.1% 1.7% 0.0% 

 1 Metro  1 1 0 0 0.3% 0.0% 0.0% 

 2 Metro  9 7 2 0 2.4% 0.7% 0.0% 

 1 Metro/1 Micro 5 3 2 0 1.0% 0.7% 0.0% 

3/+3Metro/Micro 30 16 14 0 5.5% 4.8% 0.0% 

NON-CORE 109 90 19 0 30.9% 6.5% 0.0% 

Stand-alone 1 1 0 0 0.3% 0.0% 0.0% 

Adjacent to        

 1 Micro  6 5 1 0 1.7% 0.3% 0.0% 

 2 Micro  26 24 2 0 8.2% 0.7% 0.0% 

 1 Metro  9 8 1 0 2.7% 0.3% 0.0% 

 2 Metro  10 7 3 0 2.4% 1.0% 0.0% 

 1 Metro/1 Micro 13 12 1 0 4.1% 0.3% 0/0% 
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3/+3Metro/Micro 44 33 11 0 11.3% 3.8% 0.0% 

Table 15 – Changes in Household Income Divided into Seven Categories (2010-2016) 
SOURCE: United States Census Bureau. 

 

The data in Table 9 for changes in household income shows nearly the opposite county growth 

and decline patterns as the population data in Table 8. More micropolitan and non-core 

counties increased in household income while more metropolitan counties declined. What 

stands out is that more non-core counties grew in the housold income than micropolitan 

counties both in number and in percentage as a whole. Growth in the household income is 

more apparent in the better connected non-core counties adjacent to two micropolitan 

counties, or adjacent to one micropolitan county and one metropolitan county or adjacent to 

three or more metropolitan or micropolitan counties.  

 

  Number counties experiencing: Percent counties experiencing: 

Statistical areas 

counties 

Total 

Number  Growth Decline 

No 

Change Growth Decline 

No 

Change 

TOTAL 291 178 109 4 61.2% 37.5% 1.4% 

METROPOLITAN 113 87 25 1 29.9% 8.6% 0.0% 

Stand-alone  0 0 0 0 0.0% 0.0% 0.0% 

Adjacent to 

 1 Micro  10 6 4 0 2.1% 1.4% 0.0% 

 2 Micro  9 5 4 0 1.7% 1.4% 0.0% 

 1 Metro  9 6 2 1 2.1% 0.7% 0.3% 

 2 Metro  37 34 3 0 11.7% 1.0% 0.0% 

 1 Metro/1 Micro 7 6 1 0 2.1% 0.3% 0.0% 

 3/+3Metro/Micro 41 30 11 0 10.3% 3.8% 0.0% 

MICROPOLITAN 69 45 23 1 15.5% 7.9% 0.3% 

Stand-alone 1 1 0 0 0.3% 0.0% 0.0% 

Adjacent to 

 1 Micro  9 5 4 0 1.7% 1.4% 0.0% 

 2 Micro  14 10 4 0 3.4% 1.45 0.0% 
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 1 Metro  1 1 0 0 0.3% 0.0% 0.0% 

 2 Metro  9 5 4 0 1.7% 1.4% 0.0% 

 1 Metro/1 Micro 5 3 1 1 1.0% 0.3% 0.3% 

 3/+3Metro/Micro 30 20 10 0 6.9% 3.4% 0.0% 

NON-CORE 109 46 61 2 15.8% 21.0% 0.7% 

Stand-alone 1 1 0 0 0.3% 0.0% 0.0% 

Adjacent to        

 1 Micro  6 3 3 0 1.0% 1.0% 0.0% 

 2 Micro  26 10 16 0 3.4% 5.5% 0.0% 

 1 Metro  9 3 6 0 1.0% 2.1% 0.0% 

 2 Metro  10 4 6 0 1.4% 2.1% 0.0% 

 1 Metro/1 Micro 13 5 7 1 1.7% 2.4% 0.3% 

 3/+3Metro/Micro 44 20 23 1 6/9% 7.9% 0.3% 

Table 16 – Changes in Retail Employment Divided into Seven Categories (2010-2016) 
SOURCE: United States Census Bureau. 

 

As shown in Table 10, retail employment grew in micropolitan counties adjacent to two 

micropolitan counties and to three or more metropolitan/micropolitan counties. Metropolitan 

counties also grew in counties adjacent to two micropolitan counties and to three or more 

metropolitan/micropolitan counties. Interestingly, more non-core counties experienced a 

decline in retail employment for the same two categories. In non-core counties adjacent to one 

micropolitan county there was about equal number of counties experiencing growth or decline.  

The stand alone non-core county increased in retail employment.  

 

  Number counties experiencing: Percent counties experiencing: 

Statistical areas 

counties 

Total 

Number  Growth Decline 

No 

Change Growth Decline 

No 

Change 

TOTAL 291 241 50 0 82.8% 17.2% 0.0% 

METROPOLITAN 113 101 12 0 34.7% 4.1% 0.0% 

Stand-alone  0 0 0 0 0.0% 0.0% 0.0% 

Adjacent to 
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 1 Micro  10 9 1 0 3.1% 0.3% 0.0% 

 2 Micro  9 8 1 0 2.7% 0.3% 0.0% 

 1 Metro  9 7 2 0 2.4% 0.7% 0.0% 

 2 Metro  37 36 1 0 12.4% 0.3% 0.0% 

 1 Metro/1 Micro 7 7 0 0 2.4% 0.0% 0.0% 

 3/+3Metro/Micro 41 34 7 0 11.7% 2.4% 0.0% 

MICROPOLITAN 69 64 5 0 23.7% 1.7% 0.0% 

Stand-alone 1 1 0 0 0.3% 0.0% 0.0% 

Adjacent to 

 1 Micro  9 7 2 0 2.4% 0.7% 0.0% 

 2 Micro  14 14 0 0 4.8% 0.0% 0.0% 

 1 Metro  1 1 0 0 0.3% 0.0% 0.0% 

 2 Metro  9 8 1 0 2.7% 0.3% 0.0% 

 1 Metro/1 Micro 5 4 1 0 1.4% 0.3% 0.0% 

 3/+3Metro/Micro 30 29 1 0 10.0% 0.3% 0.0% 

NON-CORE 109 76 33 0 26.1% 11.3% 0.0% 

Stand-alone 1 1 0 0 0.3% 0.0% 0.0% 

Adjacent to        

 1 Micro  6 6 0 0 2.1% 0.0% 0.0% 

 2 Micro  26 18 8 0 6.2% 2.7% 0.0% 

 1 Metro  9 7 2 0 2.4% 0.7% 0.0% 

 2 Metro  10 6 4 0 2.1% 1.4% 0.0% 

 1 Metro/1 Micro 13 11 2 0 3.8% 0.7% 0.0% 

 3/+3Metro/Micro 44 27 17 0 9.3% 5.8% 0.0% 

Table 17 - Changes in Retail Payroll Divided into Seven Categories (2010-2016) 
SOURCE: United States Census Bureau. 

 

Table 11 shows a higher number of counties experienced growth in retail payroll, and relatively  

few counties reported a decline in retail payroll. All micropolitan counties adjacent to two other 

micropolitan counties experienced growth and 29 of 30 micropolitan counties adjacent to three 
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or more metropolitan/micropolitan counties experienced growth. A similar result was recorded 

in non-core counties. The strongest growth was experienced in metropolitan counties adjacent 

to two other metropolitan counties and to three or more metropolitan/micropolitan counties. 

Discussion 
It is in the national interest to get rural “right” (Isserman, 2005). To remain healthy and 

relevant, rural regions must provide evidence of making effective contributions to national 

economic development efforts (Freshwater, 2016). This detail of data and form of analysis 

could help companies working on the efficiency of their supply chains to understand the type 

and source of growth within some smaller markets. In recognizing the existence and differences 

of these two classifications, companies can see that opportunities exist in these underserved, 

less-densely populated areas.  

Local economic development officials and businesses can take these findings and began to look 

further beyond the one category of nonmetropolitan. Leaders with communities in a 

micropolitan statistical area or non-core statistical area can build upon the existing positives 

and identify the negatives that need to be addressed (Vias, 2011).  

Limitations and future research  
This study is influenced by several limitations. County-level information is only available for two 

types of retail – NAICS Codes 44 for store retailers and NAICS code 45 for non-store retailers (US 

Census Bureau, 2018). The study focuses on count-level changes in terms of increases and 

decreases. The exact magnitude of these changes is not included. Further research could group 

these changes by percentages or numbers. Counties are identified by statistical areas and not 

specifically by location or by name. This study should spark more detailed analysis that could be 

conducted based on this added information. 

The study’s classification structure provides support for future research in micropolitan 

statistical areas. This clear distinction between the micropolitan statistical area and noncore 

statistical areas could encourage more defined and focused research on the rural United States.  

Conclusions 
The introduction of the micropolitan statistical area and non-core statistical area provided an 

opportunity for more detailed and enlightened data analysis and research. Generalizations do 

not provide the differentiation of geographic areas that is provided through more detailed 

information. By dividing research into three standardized statistical areas rather than the often 

used two categories of metropolitan and nonmetropolitan provides deeper insight and 

understanding. Medical research has recognized this and is utilizing these three categories. 

Economic development and community-based research have made limited use of the three 

category distinctions. Future research could benefit from more specific information.  
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As companies look to improving their supply chains through sites which provide lower costs and 

proximity to production and customers, dividing the traditional rural area into micropolitan and 

non-core statistical areas can bring to light additional locations that may provide needed 

amenities, labor force, and lower costs while mitigating some social problems caused by 

population migration to metropolitan areas.  

The point where the distinction between urban and rural begins and ends can be difficult to 

pinpoint (Ratcliffe et al., 2016). Further research incorporating the three statistical areas can be 

developed in many directions. Transportation costs, labor availability and identifying county-

level amenities could all benefit by incorporating these categories. Additional research is 

needed further breaking down these counties based on additional characteristics. The key and 

the challenge to consistent research is to look beyond the surface definition of rural or 

nonmetropolitan and dig deeper.  

Relevance to Marketing Educators, Researchers and Practitioners: Rural regions must provide 

evidence of making effective contributions to national economic development efforts to remain 

healthy and relevant (Freshwater, 2016). This study could help educators, researchers, and 

practitioners better understand the building of supply chain efficiency by understanding the 

level of growth within smaller markets. 

In looking beyond the traditional two classifications of metropolitan and nonmetropolitan 

statistical areas, a more detailed and geographically specific analysis con be conducted. By 

breaking the data into smaller categories, trends are suggested that are worth further study. 

Local economic development agencies, community leaders, governmental officials, and 

businesses can take these findings and begin to look beyond the one category of 

nonmetropolitan. Leaders with communities in a micropolitan statistical area or non-core 

statistical area can build upon the positives and negatives revealed in the data. They can then 

begin to build upon the existing positives and to rectify the negatives (Vias, 2011) 
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Resources, Recycling, Regulations, and 
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Operations Sustainability Techniques 
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ABSTRACT 
This paper will use the case study approach to evaluate two different firms and the 

sustainability of their operations. The research conducted on the sustainability practices of a 

major healthcare provide located in Pittsburgh, PA (UPMC) and Seneca Resources (SRC) in 

Lycoming County, PA. SRC has highlighted some major techniques and practices that other 

firms can adapt to ensure the sustainability of their own operations. Ultimately, both 

companies in this study illustrated how reuse of resources can lower costs, improve 

performance, and help the environment. 

Keywords: healthcare operations, hydraulic fracturing, LEED certification, sustainable 

operations, sustainability, Seneca Resources, UPMC, waste management. 

INTRODUCTION 

Sustainability as a Strategy 
Sustainability is a growing concern and challenge for companies around the globe. Batra (2012), 

McDonagh and Clark (1995), Menon, Menon, Chowdhury, and Jankovich (1999), and Moisander 

(2007) attribute this challenge to the over-consumption of the Earth’s resources, especially in 

developed countries, and the unexpected rapid increase in the world’s population throughout 

the last century.  Many corporate management have realize that in a world with decreasing 

resources and increasing population, that it is imperative to consider sustainability in their own 

operations (Simintiras, Schlegelmilch, & Diamantopoulos, 1994; Straughan & Roberts, 1999; 

Thogersen, 2006; Van Liere & Dunlap, 1981; Vesilind, Heine, & Hendry, 2006).  When evaluating 

sustainability in production processes the four “R’s” of sustainability is a useful tool. These are 

the resources used by the production process, the recycling of production materials and 

product components, the regulations that apply, and the firm’s reputation (Hooley, Saunders, & 

Pierry, 1998; Iyer & Banerjee, 1993; Jain & Kaur, 2006).  A company can assess their 

organization and use the four “R’s” to determine where improvements can be made. 

Companies are often unaware of the advantages sustainability can bring.  Searcy (2009) points 

out that there were few published examples of indicators being used either in Board-level and 
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strategic decision-making, or in managing supply chains or even business units. The world 

would benefit if more corporations began implementing sustainability processes. 

Resources are used primarily by the firm’s operations segment.  This suggests that there are 

many opportunities to use human, financial, and material resources in a sustainable manner 

(Kayas, McLean, Hines, & Wright, 2008; Kilbourne, 1995; Kroes & Ghosh, 2010; Laroche, 

Bergeron, & Barbaro-Forleo, 2001).  Reducing resources is the most common way companies 

implement the four “R’s”. When a firm reduces the amount of resources used, costs will also be 

lowered. Low costs and resource use help increase the company’s profit margins while also 

incorporating a sustainable approach. There are many different ways that a company can 

reduce their resource consumption. One common approach is to lower energy and water costs. 

Another example is reducing the amounts of materials used in a process. Advancing technology 

allows firms to become more efficient in their materials use.  

Waste Management 
Waste is another aspect of sustainability that every company must deal with. There are only 

three things that can be done with waste: burn it, bury it, or reuse it (Hooley, et al. 1998; Jain & 

Kaur, 2006). Burning waste is not a sustainable practice because it pollutes the atmosphere and 

increases greenhouse gasses. Burying creates even more problems; we have a limited amount 

of space that will eventually run out and it also pollutes ecosystems and can have dangerous 

consequences. Therefore, it is essential that management attempt to design products and 

services that utilize the cradle to cradle approach. In this process design, we can follow the 

product from creation to destruction while having no effect on the environment. There are 

numerous ways that a firm can recycle whether plastic; glass, or metals, and there are always 

opportunities for a firm to become more sustainable in the recycling arena.  

Laws and regulations affecting transportation, waste, and noise are proliferating and can be as 

much of a challenge as reducing resource use (Kroes & Ghosh, 2010; Laroche, et al., 2001). 

Regulations may impact a company negatively but they are necessary in a world with finite 

resources. Governmental agencies are aware that we will not be able to take from the 

environment indefinitely and are attempting to correct the imbalance. Companies can face 

fines or taxes for not complying with regulations; therefore, it is in the best interest of the 

company as well as the environment for firms to attempt to curb pollution as much as possible. 

This is often referred to as a carbon footprint reduction and represents the firm’s impact on the 

environment.  

Another evaluation criterion of sustainability is the firm’s reputation. Many companies today 

are realizing that sustainability can be an advantageous marketing technique. Consumers are 

becoming more aware of sustainability practices and will do business with companies that 

reflect these values (Granzin & Olsen, 1991; Haanpää, 2007; Hooley, Saunders, & Pierry, 1998; 
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Iyer & Banerjee, 1993).  Although firms are not required to commit to sustainable values, they 

often gain market share because they embrace the techniques. A comment made in a recent 

Harvard Business Review article stated, “Impressive as the cost efficiencies are, more intriguing 

is the growth that companies in emerging markets have gained by extending their sustainability 

efforts to the operation of their customers. Companies are building unique business models by 

boosting customers buying power and, in the process, creating interdependencies that are 

difficult for competition to copy” (Haanaes et al., 2013). Seeing that sustainability is unlikely to 

disappear, firms would be suited to use this marketing technique to their advantage.  

Purpose of Study 
This paper will use the case study approach to evaluate two different firms and the 

sustainability of their operations. The first company is the University of Pittsburgh Medical 

Center (UPMC), which is a global nonprofit health enterprise. They are considered one of the 

leading health care providers in the U.S. and one of the largest employers in the Pittsburgh 

region. The second company is Seneca Resources Corporation (SRC), which is a subsidiary of 

National Fuel Corporation. Seneca Resources handles the prospecting for, development of, and 

purchase of natural gas and oil reserves. Their primary focus is on the Marcellus Shale in 

Pennsylvania. The paper will analyze these companies in terms of general characteristics, 

operations sustainability and compare these two different companies.  

CASE STUDIES 

Company Profile: University of Pittsburgh Medical Center (UPMC) 
University of Pittsburgh Medical Center is comprised of four major divisions: Hospital and 

Community Services, Physician Services, Insurance Services, and International and Commercial 

Services.  UPMC’s system wide revenue reached $10.19B for FY 2012, making it the largest non-

profit healthcare system in the United States in terms of gross revenue (UPMC, 2012).  It is also 

Pennsylvania’s largest employer with over 58,000 employees (UPMC, 2012).  UPMC has 

consistently gained national recognition for providing excellent patient care and was most 

recently ranked #10 on U.S. News and World Report’s 2012-2013 Honor Roll (Romoff, 2012).  

UPMC is perhaps most notable for its vast network of hospitals and outpatient care centers 

located in and around Pittsburgh and Western Pennsylvania.  Currently, UPMC operates 20 

hospitals and 400 outpatient locations that treat over 4 million people per year (Romoff, 2012).  

The presence of multiple hospital locations in key areas around the metro area has allowed 

UPMC to gain a 60% inpatient market share in Allegheny County (Romoff, 2012).  Hospital and 

Physician services contributed approximately $4.5B to system wide revenue in 2012 (Riefner, 

personal communication, 2013). 

Established in 1998, UPMC Insurance Services serves approximately two million members and 

has quickly grown into the 12th largest provider in the country in terms of Medicaid revenue 
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and the 17th largest in the country in Medicare revenue (Romoff, 2012).  The membership 

includes over 9,600 employer groups and operates one of the most comprehensive and 

effective workplace health and wellness programs in the United States (Romoff, 2012). 

Shortly after establishing its Insurance Services division, UPMC launched the International and 

Commercial Services division.  The goal of this division is to expand UPMC’s reach and influence 

to different markets, both nationally and internationally.  Hospitals specializing in transplants 

and cancer treatments have since been established in foreign nations such as Italy and Ireland.  

The division also seeks to share ideas and processes through consulting services and various 

international partnerships.   

Through exceptional innovation and management, UPMC has established itself has one of the 

top healthcare provider systems in the world, but it will surely face some of its greatest 

challenges in the coming years.  The rapidly changing healthcare landscape in both Western 

Pennsylvania and the United States will force healthcare providers to change the way they do 

business.  No single factor, however, will present a greater challenge than the recently passed 

Patient Protection and Affordable Care Act (PPACA).  In summary, the act aims to increase 

health insurance coverage for all citizens while reducing the cost and increasing the quality of 

healthcare.  While this act will eventually benefit individuals, it will put tremendous pressure on 

health care providers and hospitals to tighten operations and become leaner and more efficient 

than ever before.  The provision of the act that could possibly have the greatest effect on 

operations deals with Medicare reimbursements to hospitals and healthcare providers.  

Currently, care providers are reimbursed by Medicare on a fee-for-service basis.  This means 

that each medical service is billed and reimbursed separately.  Under PPACA effective in 2014, 

Medicare will only be disbursing “bundled payments” in which one lump sum will be paid to 

cover all aspects and stages of treatment.  For a hip replacement under the current system, for 

example, Medicare makes separate disbursements for aspect of treatment (e.g., surgery, 

surgeon fee, post-op care, rehab, etc.) based on what is billed by each department.  Under the 

new system, however, Medicare will pay one standard lump-sum amount based on the type of 

episode.  According to Cutler and Gosh (2012), an analysis of the costs associated with some of 

the more expensive episodes showed that bundled payments do have the potential to 

significantly reduce costs by forcing hospitals to increase efficiency in the provision of care.  

Another provision of the act that has begun to take effect is a penalty fee that is charged based 

on certain types of re-admittances.  If a care provider reports a certain amount of unnecessary 

readmittances, they will in turn be docked a percentage (up to 3%) of their Medicare 

reimbursement.   

Another important challenge that UPMC will face in the coming years is an increase in 

competition with major competitor Highmark.  Currently, a contract exists between UPMC and 

Highmark that allows Highmark members access to UPMC facilities.  At the end of 2014, 
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however, this contract will no longer exist.  UPMC has no plans for renewal as Highmark is 

currently in the process of acquiring West Penn Allegheny Health System (Wenner, 2013).  With 

the contract agreement ending and Highmark becoming somewhat of a full service health care 

system of its own, UPMC must continue to innovate and strengthen operations in order to 

retain its market share. 

A final major challenge that has recently arisen is the city of Pittsburgh’s decision to challenge 

the tax-exempt status of UPMC as a charitable organization.  Mayor Luke Ravenstahl issued the 

following statement regarding the city’s decision to challenge the status: "They haven't been 

operating as a charity and it's time that this community step up in that regard. The reality of the 

situation is the taxpayers ... are currently subsidizing UPMC's non-profit status."  (Balingit, 

2013).  A ruling in favor of the city could result in UPMC absorbing over $30M in property taxes 

that it is currently except from as a charitable organization (Schooley, 2013). 

Healthcare Sustainability Considerations 
In order for UPMC to remain a major player in the healthcare provider industry and overcome 

these challenges, the company must rely on the key success factors and core competencies that 

allowed it to rise to its current position.  UPMC’s major key success factor is its broad and 

diverse network of healthcare facilities that range from physician’s offices to hospitals to 

rehabilitation centers.  It allows for a patient to be diagnosed, treated, and rehabilitated 

without having to go outside of UPMC.  This contributes greatly to the improvement of 

operations management in a number of ways.  First, it allows UPMC to better manage costs, 

especially in the era of PPACA.  Controlling all aspects and stages of patient treatment allows 

for UPMC to control entire processes instead of individual stages as other hospitals might do.  

Also, quality of treatment is better maintained when UPMC is able to monitor a patient’s 

progress throughout various stages of treatment.  According to Donald Riefner, Vice President 

of Finance and Chief Revenue Officer, the number one detriment to quality is the handoff, 

which is when patients are transferred from one care division to another (Riefner, personal 

communication, 2013).  By integrating and monitoring a diverse network of health care 

divisions, UPMC is better able to monitor patient handoff and a patient’s overall experience at 

facilities.  According to Mechanic and Tompkins (2012), UPMC will have additional 

opportunities to fine-tune operations as the bundled-payment initiative provides an 

opportunity for hospitals to gain experience with coordinating care across a continuum of 

services for discrete clinical conditions. 

To complement its broad and diverse network of care facilities, UPMC runs many specialty care 

facilities that are unmatched by other hospitals.  This can be considered its major core 

competency.  Facilities such as Children’s Hospital, Magee Women’s Hospital, and Western 

Psychiatric Institute offer highly specialized care that is of top-notch quality.  Combined with 
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the sheer number and convenient location of other care facilities, UPMC offers one of the best 

arrays of specialized, high quality, easy-to-access health care services in the country. 

Sustaining Operations for the Future at UPMC 
The healthcare that UPMC offers is award winning, recently receiving an excellence 

accreditation from the National Committee for Quality Assurance (UPMC Health Plan, 2013).  

Over the past few years UPMC has been working to take their excellence a step further beyond 

the area of healthcare and into the realm of operational sustainability coinciding with 

environmental concerns.  UPMC recognizes that they not only have a responsibility to provide 

great healthcare, but also to be more socially accountable, which will not only positively affect 

their patients but also the western Pennsylvania region.  According to Laura Kinney, the 

healthcare industry spends $8.3 billion on energy each year as well as being the largest water 

user in communities and producing two tons of waste per year (Kinney, L., 2010).  Not only will 

social responsibility by UPMC improve the quality of life for the surrounding communities, but 

can significantly lower the costs that the company incurs. To show their commitment to green 

sustainability, UPMC has incorporated environmental sustainability in all aspects of the 

company.  Sustainability measures in the areas of regulations, resources, recycling, and 

reputation are necessary for UPMC to continue its success and meet patient demands. 

UPMC is continually working towards improved management and reduction in the use of 

resources as well as encouragement of recycling throughout the company.  Their goal is to 

promote sustainability throughout their company, on all levels.  A partnership with Duquesne 

Light has allowed UPMC to more actively handle its use of power and reduce it.  Duquesne Light 

has established software within UPMC that puts computers into “sleep” mode at a suitable 

intermission of non-use.  This small change alone has resulted in computer power usage being 

reduced by fifty percent (“A Network for Sustainable Business,” 2013).  UPMC also reduced its 

use of paper and the resulting paper waste by promoting paperless meetings, making medical 

records available electronically, switching to direct deposit for employee pay, and appropriately 

recycling paper that is used.  As a result of these changes in paper usage, more than one million 

pounds of paper is recycled on an annual basis.  UPMC also incorporates recycling and resource 

management into hospital services by not only changing to biodegradable products for use in 

food services, but they also use locally grown produce in healthy meals serviced throughout the 

hospital.  UPMC purchases produce from local vendors, promoting local sustainability and 

community, as well as growing their own produce and herbs in gardens at Magee-Women’s 

Hospital. 

UPMC demonstrated their commitment to recycling and resource reduction when building the 

new Children’s Hospital of Pittsburgh.  UPMC used recycled building materials as well as local 

materials; a water reduction and air filtration system was put in place, green roofing and 

shading systems were installed to lower costs of cooling the hospital, among many other areas 
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of environmental concern being addressed.  This successful commitment to efficiency resulted 

in Children’s Hospital of Pittsburgh of UPMC receiving Leadership in Energy and Environmental 

Design (LEED) certification.  Renovations of the UPMC offices located in the U.S. Steel Tower 

also resulted in LEED certification.  Green renovations in the U.S. Steel Tower consisted of low-

flow water systems, rapidly renewable finishes, and low-emitting furniture, carpeting, and paint 

(“U.S. Steel Tower,” 2012).  UPMC is also in the process of expanding its presence in the 

western Pennsylvania region by building a campus in Monroeville, PA as well as expanding the 

existing campus in McCandless, PA.  It can certainly be expected that UPMC will continue its 

success in green sustainability with these expansions and strives to earn additional LEED 

certifications.  

Future Directives 
Ultimately, the best actions to take in order to increase operational sustainability are those that 

fall within the core competencies of a firm and make the firm successful. UPMC is a health care 

provider, and the majority of examples provided in this study revolve around UPMC creating a 

healthier and safer environment for patients and safer work place for their employees. SRC has 

been characterized as an innovative firm. Throughout this study, we have shown that SRC’s 

success in sustainability has come from their ability to implement new products, technologies, 

and processes in the natural gas industry. Both firms also face their share of challenges, which 

makes achieving sustainability difficult. UPMC has had to deal with new Medicare policies 

forcing them to adopt leaner operations, new competition within the Pittsburgh area, and the 

threat of losing tax-exempt status. SRC has also faced fierce competition during the Marcellus 

shale boom in Pennsylvania as well as the continuous battle to maintain a positive reputation. 

These challenges have not stopped either firm from taking initiative to protect the environment 

and fulfill their social responsibilities to create a more sustainable business and future for 

others. In fact, the sustainability measures discussed in this study have aided both firms in 

facing and in some cases overcoming the difficulties they face. This should provide a sense of 

hope and motivation for all firms to promote sustainability from within, especially by finding 

ways to use resources more effectively, recycling to protect the environment, satisfying and 

exceeding industry regulations, and improving the way they are perceived by their customers 

and the world. 
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ABSTRACT 
The aim of this paper is to explore consumer behavior in the ready to eat foods category in an 

emerging market where the category is relatively new and under-penetrated. Within the field 

of consumer behaviour, we would be focusing on the purchase decision of customers and the 

possible parameters like occasion, lifestyle, age and gender that may influence that process. 

Ready to eat foods (RTEs) are defined as those food items that have already been prepared and 

do not require any further preparation apart from basic heating. We use the Theory of Planned 

Behavior as a framework to examine attitudes, subjective norms, perceived behavioral control 

and purchase intention of RTEs. Based on a survey of 112 respondents in urban India who 

belonged to diverse demographic backgrounds, we find that there is low overall attitude 

towards RTEs (2.5 on a 7-point scale) and low intention to buy (2.9/7). We also find that people 

with a traditional or health-oriented lifestyle have a negative attitude towards RTEs while 

people who are convenience or taste oriented have a positive attitude towards RTEs. Overall, 

attitude has a positive and most significant influence on purchase intention (r2 = 0.52) and the 

model that best predicts purchase intention (r2 = 0.60) is one which includes subjective norms, 

attitudes and perceived behavioral control. Respondents showed a higher preference for 

consuming RTEs for breakfast compared to lunch or dinner. Attitudes and purchase intention 

did not vary significantly by gender of the respondent. Our findings are useful for RTE 

manufactures in India who want to grow the category and their market share 

Background and Literature Review 
Large emerging markets like China and India have annual GDP growth rates of over 7 percent 

and thus represent significant potential for introducing new categories and developing business 

in existing categories. The Ready to eat foods category (RTEs) is a relatively nascent category in 

the Indian market. The RTE food industry in India is currently valued at approximately $40 

million and is expected to growth at a rate of 19 percent per year. The most popular brands on 

the market are Nestle Maggi, Nissin Noodles, ITC Yippee, MTR 3 Minute Breakfast, ITC Kitchens 
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of India and MTR Instant Curries. Growth drivers for this category are expected to be increased 

disposable income among the upper and middle- class consumers in India and changing 

lifestyles of working professionals which emphasize the need for speed and convenience.  

Consumer behavior in the ready to eat category (RTE) has been studied in developed countries. 

Lovell (2011) categorizes the parameters that may affect a customer’s decision to purchase 

RTEs into two groups: product attributes and demographic factors. Mahon, Cowan and 

McCarthy (2006) used the Theory of Planned Behavior to analyze the consumer behavior 

towards ready to eat foods in the UK. Ryu (2010) categorized RTE consumers into 4 profiles: 

health oriented, taste oriented, convenience oriented and tradition oriented. Inga-Britt and 

Gunnar (2006) examined how gender influences choice of RTEs. Kesic, Piri Rajh and Kesic (2008) 

found that consumers can be categorized based on food related values such as meal 

preparation time, occasion of consumption and role of influencers in the purchase decision. 

Ahlgren et. al (2005) define meals as full meals and partial meals- breakfast and snacks would 

qualify as partial meals and lunch and dinner qualify as full meals. Clark (1998) explored the 

importance of taste in food product related decisions and found that the connection between 

taste and attitude builds food categories. Stubenitsky and Mela (2000) applied the theory of 

planned behavior to understand consumer purchase intentions of starchy foods in Great 

Britain. The purpose of our study was not only to understand how these factors would impact 

the purchase decision in the Indian context, but also to factor in a new variable that hasn’t been 

explored from a decision making point of view. This is the meal for which the RTE has been 

purchased, i.e. the occasion for consumption – breakfast, lunch, snack or dinner.  

Theory of Planned Behavior and Application to our model  
We used the Theory of Planned Behavior as a framework for our research on RTEs in India. The 

Theory of Planned Behaviour model designed by Icek Ajzen is an extension of the Theory of 

Reasoned Action. It relates one’s beliefs to their behaviour. The model is comprised of three 

inputs: attitude arising from one’s beliefs and lifestyle, subjective norms, and perceived 

behavioral control. The overall output to this model is purchase intention.  

To apply this model to our paper, we developed a two staged model-  

A) Beliefs lead to attitude and  

B) Attitude along with subjective norms & perceived behavioral control lead to purchase 

intention.  

Beliefs are associated with a person’s lifestyle, so we measured beliefs along four lifestyle 

orientations: Health orientation, Taste orientation, Tradition orientation and Convenience 

orientation. We also explored the role of moderators such as demographics (age, gender) and 

occasion of consumption.  
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A representative sample of 112 respondents filled up the questionnaire. The respondents 

included students, working professionals and consisted of both single and married individuals. 

40 percent of respondents were females and 60 percent were males. 41 percent of the 

respondents were single while the rest married. Respondents were asked to rate statements on 

a 7-point Likert scale. An overall analysis shows that the overall attitude of people towards RTEs 

is 2.5/7, which indicates that in India, RTEs are still far from even the average level of 

acceptance. Similarly, the overall purchase intention lies low at 2.89/7. 

Hypothesis 1 - People with higher Health and tradition orientation will have a negative 

attitude towards RTEs 
In line with our hypotheses, we found that both Health and Tradition Orientation have a 

negative correlation with Attitude towards RTEs. When the two segments were taken together, 

a resultant r2 of 0.43 was obtained, indicating a good model fit.  

Hypothesis 2 - People with higher Taste and Convenience orientation will have a negative 

attitude towards RTEs 
It was found that Taste orientation and Convenience orientation were positively correlated to 

Attitude. Taste orientation gave an r2 of 0.35 while Convenience orientation yielded an r2 of 

0.40.  

Hypothesis 3 - People with a positive attitude have a higher purchase intention for RTEs 
It was found that a high positive correlation (Coefficient: 0.52) exists between the Attitude 

towards RTEs and Purchase intent (r2 = 0.52). 

Hypothesis 4 - People with high subjective norms have lower purchase intention for RTEs 
A negative relationship (Coefficient: -0.51) was observed between Subjective Norms and 

Purchase Intention indicating that people with higher adherence to subjective norms have a 

lower purchase intention for RTEs. 

To understand more about the influence of subjective norms, we divided it in two parts: 

A) The opinion of others regarding a particular behavior   

B) The motivation to comply to those opinions of others 

The second statement (B) has shown a stronger negative relationship with attitude which 

implies individuals who tend to value the opinions of elders will have a more negative attitude 

towards RTEs. 
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Hypothesis 5 - Attitudes, Subjective norms and PBC together contribute to Purchase 

Intention 
Next, we tested the overall quality of our model, putting together the three independent 

variables i.e. Subjective norms, Attitude (Derived from Beliefs) and Perceived Behavioral 

Control to predict the Purchase Intention (Dependent variable). All the three factors considered 

together turn out to be a better predictor of purchase intention with an overall r2 = 0.604.  

Influence of moderators  
Occasion - We studied the influence of purchase occasion on purchase intention. Breakfast/ 
Snacks was found to be the more preferred occasion for having RTEs and 80.36% of our survey 
respondents preferred RTEs as a partial meal while 19.64% preferred to have RTEs for Lunch/ 
Dinner. We observed how occasion affects the relationship between Attitude and Purchase 
Intention. We discovered that a higher association exists between Attitude and the Purchase 
Intention for Lunch/ Dinner as this model had a higher r2 of 0.59. This was in comparison to the 
r2 of 0.46 observed when Breakfast/ Snacks were taken as the occasion. Hence, we came to the 
conclusion that though breakfast is the preferred occasion for consumption, purchase of RTEs for 
breakfast is an impulse purchase while that of Lunch/Dinner is a planned purchase. 
 

Gender and Age and Presence of Children - To strengthen the model further, we added 

another moderator, i.e. gender, this time between Beliefs and Attitude. Gender when taken as 

the sole moderator, proved to be insignificant in determining the relation between Beliefs and 

Attitude towards RTEs. However, when gender was taken in combination with age, it was 

observed that below the age of 25, Male and female survey respondents did not have any 

difference in their Beliefs, and hence Attitude towards RTEs and Purchase Intention (2 tailed t 

test significance > 0.05). However, for individuals above the age of 25, males and females varied 

on these aspects (2 tailed t test significance <0.05). Male respondents did not change their 

Lifestyle Orientations and Beliefs even after the age of 25. Female respondents however 

became more averse to RTEs, above the age of 25, showing a less favorable attitude towards 

the category and lower intent to purchase. 

Upon a closer look at the mean scores of Health orientation for females below the age of 25, 

and for females above the age of 25 separately, it was observed that the Health orientation 

increased for women after they cross 25 years of age, rising from 3.625/7 to 5.97/7. This shows 

that one of the reasons why women change their Attitude after the age of 25, could be the 

increased Health orientation. Another factor we took into consideration was the presence of 

children. A two tailed t test of purchase intention with presence of children as a grouping 

variable reveals a significant difference (P < 0.05). Women do go through a major life change at 

the age of 25, especially in India. It is the age at which most women get married and have 

children. Women tend to mature at that age, becoming more conscious of their lifestyles and 

making improvements on it, to become healthier. These small lifestyle changes could be the 



 
134 

AtMA 2019 Proceedings 
 

reason for development of a negative Attitude and low Purchase Intention towards RTEs after 

the age of 25 in women. 

Conclusion and Business Implications 
Our findings suggest that attitudes stem from beliefs or lifestyle orientation. This can prove to 

be useful to brands when determining which segment of the population to focus marketing on. 

Traditional and health-oriented individuals will have a negative attitude towards RTEs whereas 

those who are convenience or taste oriented are a better choice as the target group for RTEs.  

Though a favourable attitude does translate into higher purchase intention, it works in 

combination with the subjective norms and perceived behavioural control. While attitude is the 

major contributor, in the Indian culture it is important to abide by what elders and people 

around say (Subjective Norms). Brands must aim at getting buy in from the elder members of 

Indian society to address inhibitions against RTEs. 

Attitude towards RTEs and their purchase intention are closely correlated, and occasion is a 

moderator with the power to strengthen or weaken that relationship. While breakfast/ snacks 

are the preferred occasion for consumption, the purchase intent is higher for Lunch/ Dinner. It 

appears that RTE consumption for snacking is an impulse purchase while RTE consumption for 

Lunch/ Dinner is a planned purchase. Marketing managers should develop a wide range of RTEs 

to cover all purchase occasions and market them both for impulse and planned purchases 

Gender in combination with age prove to be a major moderator between beliefs and attitude, 

also affecting overall purchase intention. Males and females show similar behavioural 

characteristics only until the age of 25, after which females develop a stronger health 

orientation leading to negative attitude and lower purchase intention. Changes in lifestyle 

orientation should be considered by brands when designing their offerings. 
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Relevance to Marketing Educators, Researchers and Practitioners:  We explored 

consumer behavior in the ready to eat foods category in an emerging market where the 

category is relatively new and under-penetrated. Our findings indicate that people with 

a traditional or health-oriented lifestyle have a negative attitude towards RTEs while 

people who are convenience or taste oriented have a positive attitude towards RTEs. 

The model that best predicts purchase intention is one which includes subjective norms, 

attitudes and perceived behavioral control. Marketing educators can use our research to 

demonstrate the application of the theory of planned behavior. Researchers and 

practitioners will note that segmentation is useful in exploring consumer behavior even 

in under-penetrated product categories. 
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The retail environment is ever evolving from one whereby retail establishments were primarily 

brick and mortar, to a continuum whereby retail establishments range from brick and mortar, 

to hybrids of bricks and clicks, and further still to exclusively online venues.  At the height of the 

brick and mortar retail industry format, the retail buying experience was characterized by 

consumers shopping at physical locations. During this period, there were immeasurable 

employment opportunities for a range of jobs and careers for individuals in the retail labor 

force.  Those opportunities ranged from low skill jobs to professional career positions.  

Conversely, according to Time magazine, from 2002 to 2017, department stores lost 448,000 

jobs while the online segment added 178,000 jobs (Time 2017).  In addition, from January, 2017 

to October, 2017, retail employees dropped from 15.9 million to 15.8 million, representing 

10.8% of total US employment (Bureau of Labor Statistics, 2018). Multiple market and social 

phenomena such as globalization, mergers, acquisitions, and continuing technological 

innovations, have converged to create the perfect storm of growth in sales coupled with 

stagnate and often declining employment numbers.  

Overall retail sales growth is projected to average 2% per year for the next 10 years. This 

statistic falls well below the national jobs growth rate of 7% annually (Bureau of Labor 

Statistics, 2018).  Department store employees are characterized as 40% minority and 60% 

female.  Given these statistics regarding the disproportionate number of women and minorities 

who have typically been employees in traditional retail industries, it is interesting as well as 

important to note the impact and repercussions of these population shifts.  In addition, with 

the retailer sector often serving as the ‘employer of last resort,’ (e.g. offering service jobs) in 

the past, according to a Wall Street Journal article, questions arise as to where low skilled 

workers will seek and find employment, and how they will sustain themselves if they are 

unemployed (e.g. unemployment insurance, health insurance, retraining). For women in 

particular, given that oftentimes they have family responsibilities, they are particularly 
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vulnerable with respect to work schedules and work locations.  This paper investigates the 

degree to which women and minorities have been affected by the transitioning retail 

environment from a physical one to one that is increasingly online.   
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ABSTRACT 
Investors flock to 5-star mutual funds hoping they’re betting on a winner. Be it sports or 

investments, people believe in a hot hand. In the feature film “The Big Short,” economist 

Richard Thaler compares speculating in financial markets to making side bets on a game of 

blackjack. Can studying a card game tell us something about the nature of mutual fund returns? 

Wins and losses from card games produce a statistically significant positive serial correlation in 

a sequential set of 469 card games (4000+ hands) between two evenly matched players. The 

result reverses the “hot hand fallacy” reported by Gilovich, Vallone, and Tversky (1985). Short 

bursts of streaks and slumps are frequent and somewhat predictable, but in the long run results 

regress to a mean. There are implications for investor education and the marketing practices of 

mutual fund companies. 

1. Introduction 
Marketing influences mutual fund sales for better or worse. Investment firms exuberantly 

promote their mutual funds touting 4-star and 5-star Morningstar ratings. The marketing is 

effective. Over a 12-month period, investors put almost $190 billion into 5-star funds while 

pulling out over $240 billion from 2-star and 3-star funds (Waggoner, 2017). Investment firms 

with top-rated funds make Morningstar ratings a part of an investor’s decision process. But 

does this practice make consumers better off? A critical Wall Street Journal article (Grind, 

McGinty, and Krouse, 2017, henceforth GMK) says, no! Consumers don’t buy mutual funds to 

speculate, they want long-term stability and growth. Unfortunately, as GMK points out, after 

three years what was once a 5-star fund performs no better than a typical 3-star fund. What 

does this mean in average returns? The annualized S&P return from 1997 to 2016 was 7.68%. 

Over the same period, the mutual fund investor’s return was only 4.79% (Roberts, 2017). GMK 

warns, “Funds that earned high star ratings attracted the vast majority of investor dollars. Most 

of them failed to perform.”  
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Morningstar ratings allow consumers to pick top-rated funds like they are selecting a hotel or 

buying something on Amazon. People tend to buy funds that have been successful in the past, 

believing the funds will be successful in the future (Sirri and Tufano, 1998; Barber et al., 2005). 

When a mutual fund is on a winning streak, people believe it will continue to win. People have a 

persistent belief in the hot hand. It is possible that investment firms may be encouraging 

behavior that benefits the firm more than the consumer. Investors want to “beat the market” 

and advertising infers they may be able to. Advertising may foster beliefs that consumers can 

“be in control”, “achieve financial goals”, “secure their retirement,” and have all the relevant 

investment tools and market information at their fingertips. 

Who can blame consumers for relying on star ratings and slick charts mapping each fund’s past 

performance and prospects for the future? The market is flooded with mutual fund products. 

Morningstar rates 10,000+ funds sorted into 100+ categories. The top performing 10% of funds 

are awarded 5 stars. Are there really 1000+ mutual funds that will generate above average 

returns now and for many years into the future? Morningstar cautions investors that “Past 

performance does not guarantee future success”, but also defends its star ratings saying, 

“Picking higher rated funds leads to better future results” (Phillips, 2017). Can star ratings that 

categorize the goodness/badness of past returns predict future outcomes? Morningstar thinks 

so. Morningstar claims their star ratings are moderately predictive. GMK reports that after ten 

years, only 14% of 5-star funds remained in the top 10%. Morningstar points out that this 

cohort of 5-star funds beat the odds (Phillips, 2017). 

Is marketing contributing to unrealistic optimism? Can consumers “be in control”, “achieve 

financial goals”, and “secure their retirement” by investing in top-rated funds? This is a 

controversial question. Academics say mutual funds often underperform the market and fund 

managers that are successful do so mostly out of luck (Fama and French, 2010). Forty-five years 

of studying the financial markets has lead Princeton finance professor Burton Malkiel to say, “A 

blindfolded monkey throwing darts at a newspaper’s financial pages could select a portfolio 

that would do just as well as one carefully selected by experts“ (Malkiel, 2019). Wall Street 

investors don’t agree with the academics and naysaying academic papers are perhaps too dry 

or technical for main street investors to take much notice. 

In the 2015 feature film, “The Big Short”, Nobel Prize winner Richard Thaler compares Wall 

Street investing to a game of blackjack. He explains, in a way that everyone can understand, 

how the stock market lost $8 trillion in value when the housing bubble burst in 2007. It is a 

simple message. Don’t trust the hot hand. Even experts on a hot streak with favorable odds can 

run out of luck. When that happens, investors betting on the experts can lose big. With a nod to 

Richard Thaler, let’s find out what a card game can tell us about mutual funds. A card game 

combines skill and luck, and like investing, gives experience and ability a clear advantage. When 

investing in top-rated funds, consumers are betting a hot streak will continue long into the 
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future. Consumers may disregard warnings about the hazards of predicting future performance. 

It goes against consumer logic to invest in a 3-star fund rather than a 4-star or 5-star fund. What 

kind of a consumer would buy a 3-star product on Amazon when a similar, competitively priced 

5-star product is available? 

1.1 Ride winners and cut losers 
Consumers shift billions of dollars to winners from losers based on Morningstar ratings. 

Dalbar’s 2017 QAIB estimates that investors hold funds, on average, less than four years. 

People, in general, suffer from a cognitive illusion. They believe a random sequence of hits and 

misses should look more balanced than they usually do and consequently see a positive 

correlation between successive outcomes when none exist (Tversky and Kahneman, 1974). 

People believe in a hot hand. Gilovich, Vallone, and Tversky (1985, henceforth GVT) use data 

from shooting basketballs to prove the point. Fans and players believe shooters making one or 

two shots are more likely to make their next shot compared to shooters missing their last one 

or two shots. But taken as a whole, streaks and slumps in a player’s shooting record do not 

have a positive serial correlation. GVT show that a shooter’s hits/misses are like random flips of 

a fair coin. The current outcome has no influence on any future outcome. People trip 

themselves up when they believe what happens in the short term will also continue into the 

future.  

A hot hand continues to be an interesting research topic. Although usually focused on sports, 

over thirty studies testing for a hot hand have been published since the landmark GVT study 

with mixed results (Bar-Eli, Avugos, and Raab, 2006). Bocskocsky, Ezekowitz, and Stein (2014) 

provide some support for a hot hand in basketball once they take into consideration the 

difficulty of the shot. The study analyzes 83,000 shot attempts collected with the SportVU 

tracking system during the 2012-2013 National Basketball Association (NBA) season. For 

example, when taking the difficulty of shot into consideration, making three out of four 3-point 

shots is a hot hand, whereas making three out of four layups is not. A study of online gambling 

also provides evidence of a hot hand (Xu and Harvey, 2014). When betting on horse races, 

soccer matches, and dog races, winners are more likely to follow up a bet with another win 

than are losers. Losers are more likely to follow up a bet with another loss than are winners. 

Winning leads to more winning because successful bets are followed up with less risky bets. 

Losing leads to more losing because unsuccessful bets are followed up with riskier bets. 

Successful bettors manage risk by using good judgment. Unsuccessful bettors show poor 

judgment by ignoring risk. One can only presume that successful fund managers follow a 

strategy similar to successful bettors. There are billions of dollars at stake for funds that can 

retain 4-star and 5-star ratings. 

Aside from sports and online gambling, some evidence of a hot hand in mutual fund returns has 

been found by Hendricks, Patel, and Zeckhauser (1993) and Zwirlein and Reddy (2000). If there 
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is a difference between “hot hand” cognitive illusion and “hot hand” genuine phenomenon, 

investors need to know it. Investors search the sky for buy/sell signals as do their financial 

advisors. It’s estimated that 250,000 financial advisors rely on Morningstar data, predictive or 

not. Is there evidence of the hot hand in a card game? Is it persistent enough to suggest a 

successful investment strategy? A card game is a much closer analogy to what happens on Wall 

Street than shooting basketballs. Also, it may be easier to follow what’s going on with mutual 

funds by studying a similar, but simplified situation rather than trying to grasp the complexity of 

the 10,000+ mutual funds available to American consumers. 

1.2 Smart investing or smart marketing 
Sales pitches such as, “If you’d invested in XYZ five years ago, your investment would be worth 

ZYX today,” may make people feel they are missing out on big financial opportunities and 

perhaps encourage overconfidence. The truth is often very different. The trouble is that even 

successful investors may not be as good as they remember. Investors that bought Apple in 2004 

at $1 and then sold off in 2007 when it hit $15 missed the real opportunity. Today Apple trades 

at over $180. For other high profile examples, there is Tesla and Netflix. If you bought Tesla in 

2011 at $25, would you have sold in 2013 at $55? Today it is over $290. If you bought Netflix in 

2007 at $3, would you have sold in 2009 at $9? Today it is over $360.  

Salesmanship may encourage consumer overconfidence and build unrealistic optimism in the 

financial industry’s ability to predict the future and build wealth. The stock market marches 

onward and upward, but unpredictably and in short bursts. In studying trading days from 1963 

though 2004, University of Michigan finance professor Nejat Seyhun found that 96% of market 

gains occurred on just 93 of the 10,000+ trading days (Seyhun, 2005). Every month 200+ mutual 

fund returns will be two or more standard deviations above average. This isn’t always because 

these mutual funds are a sure bet, but because monthly mutual fund returns are normally 

distributed and there are more than 10,000 of them. Morningstar ratings policy guarantees that 

there are 1000+ 5-star funds for consumers to choose from. It is like walking into a Las Vegas 

casino with lights flashing, music ringing, and coins jingling from every direction. It is easy to get 

the impression that everyone is winning. What about hot streaks in a card game? Will there be 

long streaks of wins or short bursts of luck? 

1.3 What’s left over is luck 
Aside from Malkiel’s “blindfolded monkey throwing darts” theory, there is another way to 

interpret the inability of actively managed funds to consistently beat the market. Wall Street 

attracts lots of smart people. Everyone is looking for an edge. When skill is the same, what’s left 

over is luck. Like regression analysis, once all the salient predictors are in the equation all that 

remains is random error.  
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Proponents of Efficient Market Hypothesis (Heakal, 2013) and/or Random Walk Theory (Smith, 

2019) believe that no amount of technical analysis (forecasting from past performance) or 

fundamental analysis (forecasting from health of company) give analysts a meaningful and 

persistent advantage when trying to beat the market. In their opinions, the additional fees 

associated with actively managed funds are not worth the price.  

Mutual fund performance does wander up and down. Performance also regresses to the mean 

over time, as shown by Morningstar data reported by GMK. There is not much agreement as to 

why this happens, particularly between Wall Street professionals and university economists. If 

fund returns act as if they are on a random walk, then investment firms perhaps should 

encourage consumers to buy low cost index funds. Will card game results support professional 

investors or university economists? Will a card game between similarly skilled players, always 

on the look out for a competitive edge, produce results that wander up and down, and then 

ultimately regress to a mean?  

2. Method and data 
This study tests for a hot hand in a card game, cribbage, which rewards experience and smart 

game play. Statistics from online cribbage games show that experienced players dealing the 

first hand in a new game will beat inexperienced players nearly 70% of the time. This study (1) 

finds evidence of a hot hand, (2) demonstrates that scoring the goodness of wins and the 

badness of losses is an important step for identifying a hot hand, and (3) suggests that a hot 

hand is real, but long winning streaks are uncommon. 

2.1 Analysis methods 
The results from hundreds of cribbage games are analyzed for serial correlation using a time 

series of wins and losses as well as game-by-game goodness/badness (G/B) scores. Game 

outcomes are compared with millions of cribbage hands reported by online cribbage players. 

G/B scores are assigned to each game, which penalize the “first dealer advantage”, and reward 

exceptional wins. G/B scores are good approximations of the actual point margin of a win/loss 

(r = 0.87, p < .0001, n = 100). G/B scores are similar to Morningstar ratings, which penalize risk 

and rank according to performance. 

2.2 Data set 
The playing history from December 31, 2017 to January 1, 2019, of the same two cribbage 

opponents, was recorded in a game diary. In total, 469 games were played which adds up to 

more than 4,000 individual hands. Each entry in the game diary records the following 

information: date of play, identity of first dealer, high score of first player, high score of second 

player, zero-point hands of first player, zero-point hands of second player, wins and losses, wins 

greater than 30 points (skunk), and goodness/badness scores for each player. Starting in 

February 2019, the diary also records each player’s win/loss margin in points. The loser of the 
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last game always deals the first hand in the next game (first dealer). The winner of the last 

game always deals the second hand in the next game (first pone). To win two or more 

consecutive games, a player must repeatedly overcome the first dealer advantage.  

Two-player cribbage dates to 17th century England. Using a standard 52-card deck, players 

score points by making combinations of 15, making pairs, and making runs of three or more 

cards. Cribbage is a fast game. The first player to score 121 points wins. Experienced players can 

complete a game in 15 or 20 minutes. It is a game of strategy, tactics, and chance. Winning 

relies on experience, judgment, and understanding the odds of one play versus another. There 

is considerable advantage in being the first dealer over the first pone (about six points) because 

the first dealer also counts the first crib. Online cribbage game statistics show, on average, that 

the first dealer has an 11-percentage point advantage and wins 55.5% of the games whereas 

the second dealer (first pone) wins 44.5% of the games. The first dealer has about a 10% chance 

of winning a game by more than 30 points (skunk). The first pone has only about a 5% chance of 

winning a game by more than 30 points.   

Using results calculated from the win/loss point margin recorded in the game diary, a 0-to-100 

goodness/badness (G/B) score is assigned to each game for both players. To be consistent with 

Morningstar ratings, G/B scores penalize the advantage of the first dealer (equivalent of risk-

adjusting returns) and reward the difficulty of winning a game by more than 30 points 

(equivalent of assigning 5 stars to top 10% of funds in the category). The G/B score for the first 

dealer (1) losing by more than 30 points, (2) losing by less than 30 points, (3) winning by less 

than 30 points, and (4) winning by more than 30 points, is 0, 30, 60, 95, respectively. The G/B 

score for the first pone (1) losing by more than 30 points, (2) losing by less than 30 points, (3) 

winning by less than 30 points, and (4) winning by more than 30 points, is 5, 40, 70, 100, 

respectively. With this scoring system, the average G/B scores for evenly matched players will 

be about 50. 

3. Results and analysis 

3.1 Hot hand serial correlation 
Table 1 lists the serial correlation of consecutive games, lagging the time series by one game. 

When calculated from simple win/loss data, the serial correlation of game outcomes is close to 

zero, negative, and not statistically significant (r = -0.017, p < 0.7138). The results are similar to 

GVT and numerous other studies failing to find a hot hand when using hit/miss data.  

In comparison, G/B scores that penalize advantage and reward exceptional performance are 

more predictive. The serial correlation of G/B scores is small, but positive, and statistically 

significant (r = 0.178, p = 0.0001). Correlations are grouped by quarter to show that the 

predictability of outcomes changes over time as players go through streaks, slumps, and trading 

wins back and forth.  
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G/B Score 

 

Win/Loss 

Overall .178* -.017 

 

January-March 

 

.123 

 

-.173 

April-June .276 .068 

July-September .221 .007 

October-December 

 

.096 .017 

   *Statistically significant ((p = .0001) 
Table 18: Serial Correlation of Consecutive Games 

3.2 Hot Hand Momentum 
Following up wins with more wins is a key element of hot hand tested by GVT. In this study, 

average G/B scores are higher following consecutive wins than when following consecutive 

losses. Table 2 lists average scores following one, two, and three consecutive wins and losses. 

Recalling that 50 is the dividing line between win and loss, the data show it is more likely to win 

after a win than it is to win after a loss.  

Using preliminary results from the 2019 game diary, the winning point margin is 14.6 points 

following a win, while it is only 11.5 points following a loss. Winning players have momentum, 

overcoming the six-point first dealer advantage and, on average, still scoring more points than 

losing players coming out of a slump.   

 

  

Score after Loss 

  

Score after Win 

 

Consecutive 

Losses 

 

Average 

 

Stdev 

 

n 

Consecutive 

Wins 

 

Average 

 

Stdev 

 

n 

 

p-value 

 

1 

 

45.7 

 

22.9 

 

233 

 

1 

 

54.6 

 

23.0 

 

235 

 

< .001 

2 45.5 23.9 113 2 54.1 22.3 116 .003 
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3 

 

46.6 22.6 54 3 52.8 21.9 59 .070 

Table 19 Goodness/Badness Score Conditioned on Consecutive Wins and Losses 

3.3 Hot Streaks, Cold Slumps, And Regressing To A Mean 
Table 3 lists month-by-month winning percentages for both players with and without the first 

dealer advantage. The overall winning percentage for both players is higher when dealing the 

first hand, as predicted by online cribbage statistics. Nevertheless, there is considerable month-

to-month variation. For example in June 2018, neither player has any luck coming off a loss. 

They lose more than two-thirds of their games although they have the first dealer advantage. In 

May 2018, the opposite is true. Players are having trouble following up one win with another. 

Then there is July 2018, when Player One is winning a disproportionate share of all games. That 

being said, performance regresses to the mean. Out of 469 games, one player won 234 times 

while the other won 235 times.  

A long run of streaks or slumps is very much out of the ordinary. Only once in an entire year of 

game play, did one player win twelve games in a row and the other player win thirteen games 

in a row. Wins and losses occur in short bursts and look a lot like chance until one considers 

that a player with a streak of consecutive wins starts each game at a substantial disadvantage. 

In these data, the loser always deals the first hand of the next game putting the recent winner 

at a six-point disadvantage. Six points is a lot in a game where one or two points can often 

make the difference between winning and losing.  

A long winning streak gains a lot of attention when it happens. Joe DiMaggio had at least one 

base hit in 56 straight games. Oral Hershiser pitched 59 consecutive scoreless innings. Kobe 

Bryant played ten consecutive games scoring 30 or more points. Byron Nelson won 11 straight 

golf tournaments. These are rare events, but because of their notoriety people may think long 

winning streaks occur much more frequently than they really do. 

In these data, there are many short bursts of three, four, or five consecutive wins. Short bursts 

of winning streaks are frequent enough to make them at least somewhat predictable. Players 

gain and lose momentum. There is a positive and statistically significant serial correlation in the 

data. Good outcomes are followed up by other good outcomes with a regularity that rules out 

chance error. A winner following up one or more wins scores more points than a winner 

following up one or more losses. 

  

  

P(win\first dealer) 

 

P(win\first pone) 
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Month* Player One Player Two Player One Player Two 

 

January 

 

.579 

 

.611 

 

.389 

 

.421 

February .444 .563 .438 .556 

March .667 .684 .316 .333 

April .454 .462 .539 .546 

May .706 .632 .368 .294 

June .333 .240 .760 .667 

July .579 .440 .560 .421 

August .474 .529 .471 .526 

September .529 .474 .526 .471 

October .458 .458 .542 .542 

November .500 .619 .381 .500 

December 

 

.417 .500 .500 .583 

Overall .511 .509 .491 .489 

  *About 40 games are played each month 
Table 3: Probability of Winning Conditioned on Dealing the First Hand 

4. Discussion 
Interpreting hit/miss data may not be as straightforward as it may seem. Miller and Sanjurjo 

(2018) identify a “streak selection bias” in past hot hand studies. Simply stated, when 

considering short runs of hits/misses, the probability of a hit being followed up with another hit 

is much less than 50% even when making tosses with a fair coin. When correcting for the bias, 

Miller and Sanjurjo reverse the findings of GVT and its replicates. They conclude the previous 

studies, when analyzed correctly, provide strong evidence that “it is not a fallacy to believe in 

the hot hand.” 

Simple wins and losses ignore advantage/disadvantage of starting position and 

strength/weakness of performance. They are uncorrelated. Assigning goodness/badness scores 

to these same wins and losses produces a positive, statistically significant correlation. This 

finding may say something about the predictability of mutual fund performance. The 

penalty/reward style of Morningstar ratings either spotlights a hot hand or creates an illusion of 
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a hot hand. It calls attention to something that shouldn’t be missed or adds something that isn’t 

there. The least one can say is that Morningstar ratings effectively filter out the poorest mutual 

funds awarding them only 1 or 2 stars. 

The legacy of GVT is to show that people frequently see patterns in randomness, and this 

cognitive illusion makes for bad decisions. This is true whether a person believes a hot streak 

won’t end (hot hand fallacy) or a slump won’t continue (gambler’s fallacy). But human nature 

being what it is, wouldn’t we all like to have better information when deciding if a pattern is 

real and whether it will continue? Investing is a type of game in which smart choices and 

discipline are supposed to pay off. It is unsatisfying to attribute exceptional success to the flip of 

a coin. 

When it comes to picking investments, consumers are stuck between the proverbial “a rock and 

a hard place”. Don’t bet on the hot hand. Don’t sell a winner too soon. Don’t hold a loser too 

long. Don’t wait too long before getting back into a growing market. To sum it up, consumers 

are given a lot of confusing advice, and then told to “do the opposite of what feels comfortable 

to earn higher returns” (Egan, 2018).  

Dalbar’s 2015 Quantitative Analysis of Investor Behavior (QAIB) describes the situation, 

“Improvements through investor education have only produced marginal benefits. After 

enormous efforts by thousands of industry experts to educate millions of investors, imprudent 

action continues to be widespread.” Dalbar’s analysis shows investors chronically sell off good 

investments too soon, and then, once burnt with a loss, wait too long before buying back into 

the market once it heats up. The 2017 QAIB reports that the S&P 500 continues to outperform 

equity mutual fund investors at a margin over and above what can be reasonably expected 

primarily because of “panic selling” and “following the herd”. 

5. Marketing Implications 
It may be possible that mutual fund marketing encourages a consumer’s worst biases. In 

Sweden, company-sponsored advertising, emphasizing past performance (Morningstar 5-star 

ratings) and image (Harrison Ford can give you a better pension), convinced two-thirds of over 

four million eligible consumers to sign up with actively managed private pension funds rather 

than the default government fund. The government fund performed better, was much less 

expensive, and carried less risk than the private funds (Cronqvist and Thaler 2004, Cronqvist 

2004). At least in this example, advertising deemphasized risk and fees. Over the first three 

years of the Swedish plan, the average private pension fund lost about 40% of its value.  

Promising to give consumers what they want obligates marketing to give consumers at least 

what they need. Morningstar believes their star ratings are moderately predictive, but few 5-

star funds produce above average returns for more than two or three years. Consumers hope 
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for more, but they shouldn’t if mutual fund returns behave like a card game. Outcomes of card 

games show that hot hand winning streaks are not easy to predict and don’t last for long. Past 

outcomes are not very predictive when chance plays a big role in determining future outcomes. 

Chance guarantees surprising streaks and devastating slumps. Consumers that ignore “fine 

print” warnings are bound to be surprised when their savings plans take a dive. Star ratings are 

well intentioned, but Morningstar itself admits that expense ratios (the percentage of asset 

deducted each year for fund expenses) are more predictive of future performance than are star 

ratings (Kinnel, 2016). As an example, a 4-star fund that consistently performs a little above the 

median, such as Vanguard’s Total Stock low cost index fund, has proven to be a better long-

term investment than many 5-star funds.  

Many choices won’t necessarily lead to better choices. Even in a simple card game it is difficult to 

distinguish between illusion and the real deal. A hot hand is real, but it comes and goes without 

much warning and doesn’t stay for long. Morningstar rates 10,000+ funds sorted into 100+ 

categories. Product proliferation may hide genuine stars and complicates choices for 

consumers. No doubt there is a golden needle in the haystack, but even investment 

professionals can struggle to find it. All these products and product categories are not the fault 

of Morningstar. It is a common practice of an entire industry that has discovered the miracle of 

compound complexity. Customer-focused marketing strives for better choices not just more 

choices. 

Justifying a high price is easier than earning one. Popular investment strategies such as buy-and-

hold when combined with high cost, actively managed funds all but guarantee poor returns. As 

the number of card games stacks up, each player’s performance regresses to the mean. Each 

player dominates the other for a time, but in the long run both perform about the same. Just 

like a card game, fund performance runs in streaks and slumps and ultimately regresses to the 

mean. In the GMK review, after ten years the average 5-star fund earns 3-stars and the average 

1-star fund earns about 2-stars. Consequently, investing in low cost index funds using strategies 

such as dollar cost averaging (consistent periodic investment) and annual rebalancing (buying 

and selling assets to maintain the original fund allocation) should be considered. 

Zwirlein and Reddy (2000) analyzed risk and returns for three mutual fund strategies. Using data 

from January 1977 through December 1992 a “hot hand” strategy worked best when compared 

to a buy-and-hold strategy, and a low-cost strategy in IRAs, 401(k) plans, and other tax-favored 

investments. With a $600 monthly investment, the hot hand strategy returned $489,023 

compared to $345,838 and $320,335 for buy-and-hold and low-cost, respectively. Rebalanced 

quarterly, the hot hand strategy invested every dollar into the fund performing best in the 

previous month. Hendricks, Patel, and Zeckhauser (1993) made a similar observation about the 

short-run persistence of mutual fund returns. 
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Getting workers to invest in a 401(k) is a bigger marketing problem than fighting over which 

fund(s) workers choose. In 2019, for the first time in history there is as much money invested in 

index funds as there is in actively managed funds (Segal, 2019). Only three years ago, actively 

managed funds had over $9 trillion under management whereas index funds had less than $3 

trillion under management. Consumers apparently are responding to the call of low cost index 

funds and walking away from the notion of beating the market.  

Not saving for retirement is a bigger problem than maximizing returns. It takes many years, 

probably decades, to build an adequate retirement fund and Americans are not saving. CNBC 

reports that only about 16% of Americans have saved $200,000 or more towards retirement 

(Martin, 2019). In 2016, the Bureau of Labor Statistics reported that the average retired 

household spends about $3,800 a month. In 2017, the Social Security Administration reported 

that the average monthly benefit is just over $1,400. Personal savings will have to make up the 

gap. One possible way for mutual fund companies to make consumers better off is to consider 

redirecting marketing budgets to support cooperative efforts with employers to make low cost 

401(k) plans available and encourage American workers to start saving. 
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Relevance to Marketing Educators, Researchers, and Practitioners:  

Suggests several ways that mutual fund marketing can become more customer focused rather 

than product focused. Consumers may be beginning to question mutual fund company 

promotion tactics, product proliferation, and pricing practices. Starting in 2107 trillions of 

investment dollars have shifted from branded, high cost actively managed funds to more 

generic, low cost passive index funds. Perhaps of greater importance, marketing is not 

persuading more employers to offer savings plans or more Americans to save. It is estimated 

80% of Americans are underinvested. Only 16% of Americans have saved $200,000 or more 

towards retirement. Comparing mutual fund returns to a card game spotlights the complexity 

of choosing from among 10,000+ funds available to American consumers. Game results, like 

mutual fund returns, run in streaks and slumps, and then ultimately regress to a mean. Even 

with expert play, chance plays a key role in determining outcomes. 
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ABSTRACT 
The purpose of this research is to examine the factors affecting repurchase intention towards a 

fashion retail brand in Bangkok, Thailand measured by customer satisfaction, customer trust 

and attitude. The descriptive analysis is applied in this study, along with non-probability 

sampling methods including purposive, quota and convenient sampling procedure. The data are 

collected by using self-administrated questionnaire with 300 sample size at three main 

shopping mall in Bangkok. The result from analyzing 300 respondents’ valid samples by using 

Simple Linear Regression and Multiple Linear Regression demonstrated that customer 

satisfaction has significant impact on customer trust. Customer trust has significant impact on 

customer trust. In addition, customer satisfaction, customer trust and attitude have significant 

impact on repurchase intention of customers towards a fashion retail store, in which attitude 

has the strongest influence on repurchase intention; followed by customer trust, and customer 

satisfaction. 

Introduction 
In digitalized world, it is important that a firm has to understand and maintain a competitive 

advantage in order to reach and sell to the target market. To create or maintain a competitive 

advantage against rivals, the firm should provide superior service or product to customers. 

Repurchase intention is firms’ competitive advantage which strongly impact on their 

performance (Edvardsson et al., 2000). Recent marketing practice focuses on the retention of 

existing customer because of intense rivalry and high cost involved for attract new customers. 

(Hallowell, 1996). Moreover, organizations that focus on customers will attain maximum profit 

and market share (Hafeez and Muhammad, 2012). Therefore, the researchers aim to study the 

determinants that have an influence on repurchase intention. This study will be useful for both 

private and public organizations as well as future researchers. 
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The independent variables in this study are customer satisfaction, customer trust and attitude. 

Many researchers emphasized that customer satisfaction is the source of success for an 

organization. Henkel et al. (2006) implied that the customers who satisfied with the service 

intended to repurchase in the future. Furthermore, Cronin et al. (2000) explained that the 

overall satisfaction has a direct impact on customer repurchase intention with the current 

service provider in the future. Doney and Cannon (1997) suggested that trust is the dominant 

antecedent of repurchase intention. According to Ajzen (1991) study, attitude, subjective norm 

and perception of control over the behavior has an influence on intention. Moreover, there is a 

positive association between attitude/satisfaction and repurchase intention/loyalty (Szymanski 

and Henard, 2001). 

In this study, the researchers focus to study about UNIQLO products in Bangkok, Thailand. 

According to marketing survey of Thailand brand advocacy ranking – fashion retailers studying 

280 brands, UNIQLO is the highest voted brand (Thailand brand advocacy ranking - retailers, 

2016). In addition, this survey was distributed to consumers in Thailand via online. 

Thailand Brand Advocacy Ranking – Fashion 

Retailers 

Ranking Brand Score 

1 UNIQLO 67.7 

2 Nike 63.2 

3 Adidas 61.5 

4 Levi’s 59.0 

5 Converse 50.9 

Table 20:Thailand Brand Advocacy Ranking- Fashion Retailers 

Source: https://brandinside.asia/uniqlo-no1-fashion-retail-2559 

In addition, YouGov’s global brand health rankings 2018 based on over six million interviews, 

showed that UNIQLO is listed in the top ten brands globally based on Table 2. The rankings use 

the index score which assesses overall brand health. Also, top three largest fashion retailers in 

the world ranked by revenue in 2018. The largest fashion retailer was Inditex, best known as 

the owner of Zara. The second rank was H&M. Then, the third rank was Fast Retailing Co which 

is a Japan-based fashion retailing company best known for its leading subsidiary UNIQLO. 

 

YouGov Brand Index  
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Top Ten Global Brands 2018 

Ranking Brand 

1 Google 

2 Youtube 

3 Samsung 

4 WhatsApp 

5 Facebook 

6 Amazon 

7 Ikea 

8 Colgate 

9 UNIQLO 

10 Lego 

Table 21:YouGov Brand Index Top Ten Global Brands 2018 

Source: https://yougov.co.uk 

 

Moreover, UNIQLO business has a rapid expansion expanding oversea stores and an online 

store in order to reach customer in area without tangible store. The graph below shows the 

revenue and number of stores from 1984 to 2016.  

 

Figure 6:UNIQLO  Revenue by Buisness Segment 

https://yougov.co.uk/
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Source: https://www.uniqlo.com 

Research Objective 
The study aimed to examine the variables related to repurchase intention and such as customer 

satisfaction, customer trust and attitude regarding to UNIQLO brand among working class 

people in Bangkok, Thailand. The specific objectives of the research are as follows: 

・To examine the influence of customer satisfaction on customer trust. 

・To examine the influence of customer satisfaction on attitude. 

・To examine the influence of customer trust on attitude. 

・To examine the influence of customer satisfaction on repurchase intention. 

・To examine the influence of customer trust on repurchase intention. 

・To examine the influence of attitude on repurchase intention. 

Literature Review 

Attitude 
Roest and Pieters (1997) implied that attitude is a customer’s positive, neutral or negative 

viewpoint according to their past experiences towards service, company or brand. Attitude can 

be defined as knowledge and positive or negative feelings towards an object or activity (Pride 

and Ferrell, 1991). Several researchers conceptualized attitude as an overall evaluation that 

expresses how much we like or hate an issue, object, person, or action (Petty, Unnava, and 

Strathman, 1991). Ajzen (1991) stated that attitude is a person’s psychological emotion about 

positive or negative evaluation of specific behavior. Thus, when people have positive attitude, 

they will act positively. In fact, the term 'attitude ' was introduced in social psychology as an 

explanatory device in order to understand human behavior. (Fishbein and Ajzen, 1975). 

Customer Satisfaction  
Overall performance of services or products that meets customer’s expectation can be defined 

as satisfaction (Anawade, 2016). Besides, satisfaction is the scope that customers felt pleasure 

because of the ability to transfer customer’s expectation and desires into pleasure (Hellier et 

al., 2003). Kim et al. (2007) defined satisfaction as a customer feeling that the quality of product 

or service has met or exceeded their expectations. Geursen et al. (2003) stated that customer 

satisfaction is a degree of overall pleasure by the customer, receiving the service that fulfils the 

customer’s desires, expectation and needs. Moreover, customer satisfaction can be defined as 

an overall evaluation based on the total consumption and purchase experiences with the good 
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or bad service over time (Fornell et al., 1996). Oliver (1999) also implied that the expectation of 

customer on how the goods and services are being provided by companies is the meaning of 

customer satisfaction. 

Customer Trust 
Moorman et al. (1993) stated that trust is a perception of exchanged partners who are willing 

to rely on each other. However, customer trust can be defined as a relationship based on two 

dimensions which are cognitive trust and affective trust (Ziegler and Golbeck, 2007). Customer 

trust has been emphasized as a central antecedent to a solid and lasting customer commitment 

(San Martin et al., 2004). Lagace and Gassenheimer (1991) defined trust as an attitude that 

leads someone to commit to a possible loss contingent on the future behavior. Trust is the 

customer belief that what the salesperson promises to do can be relied on (Swan et al., 1988).  

Also, Giffin (1967) and Rotter (1980) highlighted that trust involves two principal concepts: 

reliance and risk. Therefore, Das and Teng (1998) stated that trust is a positive expectation 

about another motive in entailing risk circumstance. Trust is emphasized as the level of 

reliability ensured by one party to another party within a given exchange relationship (Rotter, 

1967).  

Repurchase Intention 
According to Hellier et al. (2003), repurchase intention can be defined as an individual’s 

judgement of repurchasing services from the same company, based on his or her current 

situation and circumstance. Also, Chiu et al. (2009) explained repurchase intention as the 

possibility that customers are willing to purchase a product from the same seller. Hume et al. 

(2007) defined that repurchase defined as the customer’s decision to engage or purchase in 

future activities with the retailer or supplier. In regards to recent studies, Yulisetiarini et al. 

(2017) implied that repurchase intention is the tendency of the customer’s repeat purchasing 

behavior according to their preference toward the products. 

Several researchers agreed that repurchase intention can be defined as the probability that 

customers’ willingness to buy a particular goods or services in the future. The customer 

purchasing probability will increase when there is an increase in purchase intention (Dodds et 

al., 1991). 

Related Literature Review 

Customer Satisfaction Towards Customer Trust 
Mombeuil (2017) who studied the effect of customer perceptions of corporate social 

responsibility stated that customer satisfaction is a good predictor of customer trust. Regarding 

to Selnes (1998), satisfaction has a significant impact on both trust and continuity. Jimenez et 

al. (2016) found that customer satisfaction can be the main strategy for company, because it 
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has the highest effect on customer trust. Moreover, Ranaweera (2003) described that 

satisfaction and trust has a significant interaction effects. According to Butt and Aftab (2013), 

the researchers implied that customer satisfaction is a key driver to customer trust. Bigne and 

Blesa (2003) concluded that satisfaction has a positive and significant effects on trust. 

Customer Satisfaction Towards Attitude 
Oliver (1997) suggested that “the resulting level of satisfaction is a major influence on the 

customer’s revised attitude, which is influenced by the prior attitude”. Also, Ha et al. (2010) 

implied that once a customer has been satisfied, the customer will be likely to generate positive 

attitude. Lee (2012) also implied that satisfaction significantly influence consumer attitude. 

Mohamed et al. (2018) showed the result of the study that there is a highly positive significant 

correlation between attitude and satisfaction. 

Customer Trust Towards Attitude 
Pennanen et al. (2017) who studied the relationship between trust and attitude showed that, 

trust has a significant effect on attitudes. Moreover, Limbu et al. (2012) found that there is a 

positive relationship between trust and attitude. Renny et al. (2013) who studied “Perceived 

Usefulness, Ease of use, and Attitude Towards Online Shopping Usefulness Towards Online 

Airlines Ticket Purchase” implied that trust has significant influence on attitude. In addition, 

Taniguchi (2014) indicated that trust were confirmed to be related to the attitude refer to the 

result of the study. 

Attitude Towards Repurchase Intention 
Kaakeh et al. (2019) implied that attitude affects intention directly. Amin et al. (2014) who 

studied about Islamic banking have found that there is an effect of attitude on customer 

intention. Bhatia (2018), who studied customer’s attitude on fashion products towards 

purchase intention, indicated that customer’s attitude has an influence on purchase intention. 

Lee et al. (2017) stated that attitude has the highest impacts among other independent 

variables on repurchase intention.  

Ha et al. (2010) studied attitude and repurchase intention, the result revealed that attitude is a 

strongest mediator of customer repurchase intention. The result of the previous study 

indicated that both subjective norms and attitude have a strong influence on repurchase 

intention (Mao and Lyu, 2017).  

Customer Satisfaction Towards Repurchase Intention 
Customers have different satisfaction level which affects the repurchase intention (Jin and Su, 

2009). Satisfied customer intend to have positive repurchase intentions (Rust and Zahorik, 

1993). Henkel et al. (2006) highlighted that satisfied customers in the service industry have high 

repurchase intentions. Many researchers also stated that satisfaction plays an important role in 
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customers repurchase intentions (Rauyruen and Miller, 2007). Furthermore, Vansteenwegen 

(2006) implied that customer satisfaction is the essential indicators of the repurchase process.  

Customer Trust Towards Repurchase Intention 
Fang et al. (2011) studied about trust and repurchase intention, the researchers found that 

trust is a positive predictor of repurchase intentions. Also, Trivedi and Yadav (2018) implied that 

trust is one of the most important factors enhancing consumer repurchase intention. 

Furthermore, if an organization can build trust among existing customers, it can drive the scope 

of consumer repurchase intention (Porter, 1974). 

Conceptual Framework 

 

Figure 2: Conceptual Model 

Therefore, this study hypothesized three statements to find their relationship as follows: 

H1o: Customer satisfaction is not influenced customer trust. 

H1a: Customer satisfaction is influenced customer trust. 

H2o: Customer satisfaction and customer trust are not influenced attitude. 

H2a: Customer satisfaction and customer trust are influenced attitude. 

H3o: Customer satisfaction, customer trust and attitude are not influenced repurchase 

intention. 

H3a: Customer satisfaction, customer trust and attitude are influenced repurchase intention. 

Methodology 
The researchers applied descriptive research method and quantitative approach to examine the 

hypotheses. Fraenkel and Wallen (2003) explained that the objective of descriptive research is 

to evaluate the new insight, phenomena, and to set a more specific research problem or 
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hypothesis. The researchers designed to apply Non-probability sampling procedures by using 

purposive, quota and convenience sampling techniques to collect that data. Bhat (2019) implied 

that nonprobability sampling is a sampling procedure in which the researcher selects samples 

based on the subjective judgment of the researcher rather than random selection. Battaglia 

(2008) also stated that the reasons for using nonprobability approach is that it is cheaper and 

quicker to implement than probability sampling approach. Purposive technique is a non-

random technique that doesn’t specify the number of participants and simply set out to find 

the people who are willing to provide information according to their experience or knowledge 

(Bernard, 2002). The three stores that the researchers selected are Siam Paragon, CentralWorld 

and Emquatier. In Quota sampling, the researchers can control the characteristics of the target 

population and the selection of these based on research direction (Cochran, 1977). Thus, the 

researchers designed the sample size to be 100 for each branch according to Table 3. 

 

Branch Number of customers 

Siam Paragon 100 

CentralWorld 100 

Emquatier 100 

Total 300 

Table 22:Using of Quota Sampling Method 

Convenient sampling is one of the nonprobability sampling technique or non-random sampling 

where the target population is designed by availability at the given time, easy to access, 

geographical proximity or the interest or willingness to participate based on the purpose of the 

study (Dörnyei, 2007). In this study, the researcher collected the data at 3 branches from 

customers who are willing and available to complete the questionnaires. 

Confrey and Lee (1992) implied that “the adequacy of sample size might be evaluated very 

roughly on the following scale: 50 - very poor; 100 - poor; 200 - fair; 300 - good; 500 - very 

good; 1000 or more - excellent”. In another study, Hoelter (1983) suggested that 200 is a 

‘critical sample size’ that can be applied for valid result. Then, in this study, the researchers 

decided to set the sample size of 300 respondents.  

The researchers adopted the survey methods research technique in which self-administered 

questionnaires are distributed to collect the information from individuals. The screening 

question was used for ensuring that all respondents were target population of this study. 

The questionnaire (total 22 questions) can be divided into three sections; the first section is for 

screening purpose. The screening part includes question “Have you ever purchased UNIQLO 

products?”. If yes, then continue to complete other section. The second section is for 
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independent variables and the third section is for dependent variables. Both sections used Five-

point Likert scales. The five-point Likert scale defines different numbers presenting different 

opinion: 1 = strongly disagree, 2 = disagree, 3 = neither agree to disagree, 4 = agree and 5 = 

strongly agree in order to measuring attitude (Likert, 1932). The last section is general personal 

data such as gender, age, income per month, frequency of purchase in the past one year and 

amount of money respondent is willing to pay. Simple Linear Regression (SLR) and Multiple 

Linear Regression (MLR) are applied to test hypothesis in this study. 

Data Collection 
The data was collected from 300 respondents who were shopping at the three selected stores 

in Bangkok, Thailand in order to evaluate the factors influencing repurchase intention. The 

collection period was 26 January to 9 February 2019. 

The researchers applied the Cronbach’s Alpha test to check reliability of the researcher 

instrument. Moreover, Hair et al. (2006) stated that the acceptable values of .60 can be used 

especially if the factor have only few items. In addition, George and Mallery (2003) applied the 

following rules, ⍺ > .9 is Excellent; ⍺ > .8 is Good; ⍺ > .7 is Acceptable; ⍺ > .6 is Questionable; ⍺ > 

.5 is Poor; ⍺ < .5 is Unacceptable. Based on the result from Table 3, all variables are greater 

than .6. Thus, all questions of each variable is reliable to apply as the research tool in this study. 

Findings & Discussion 
In this study, the researchers also collected demographic and general information from 

respondents. Demographic factors consist of gender, age level and income level. General 

information consists of frequency of purchase in the past one year and the amount of money 

respondent is willing to pay per one time. Based on Table 4, the highest percentage for gender 

is female which equals 76% (228).  Moreover, most of the respondent’s income level is between 

35,001 to 50,000 baht per month, which equals 42.7% (128). In addition, the highest 

percentage of respondents who purchased UNIQLO products 3 to 4 times per year is 29.7%(89). 

Most of respondents in this study are willing to purchase 1,000 to 2,000 baht per time is 54% 

(162) 

 

Variables Major Group Frequency (ƒ) Percentage (%) 

Demographic factors    

Gender Female 228 76% 

Age level 26 to 30 years old 156 52% 
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Income level 35,001 to 50,000 baht 128 42.7% 

General information    

Frequency of purchase in the past 

one year (times) 

3 to 4 89 29.7% 

Amount of money respondent is 

willing to pay per time(Baht) 

1,000 to 2,000 162 54% 

Table 23: Summary of Demographic factors 

According to Table 5 which is a summary of all hypotheses, the result of hypothesis one 

described that customer satisfaction has a significant influence on customer trust (.000<.05). 

Also, the standardized coefficient beta value is .583. According to the previous study, 

Ranaweera et al. (2003) claimed that satisfaction and trust has significant interaction effects. 

Moreover, Butt and Aftab (2013) implied that customer satisfaction is a key driver to customer 

trust. 

Based on the result of hypothesis two, customer satisfaction and customer trust have a 

significant influence on attitude, and standardized coefficient beta value at .208 and .400, 

respectively. Customer trust has higher influence on dependent variable than customer trust. 

The result of this study also supported by Lee (2012) who stated that satisfaction significantly 

influence on attitude. In addition, Limbu et al. (2012) found that there is a positive relationship 

between trust and attitude. 

Based on the result of hypothesis three, there is a significant influence of customer satisfaction, 

customer trust and attitude on repurchase intention (.000<.05). Standardized coefficient beta 

values are .289, .316 and .383, respectively. The result shows that the attitude has the 

strongest influence on repurchase intention; followed by customer trust and customer 

satisfaction, accordingly. Fang et al. (2011) studied trust and repurchase intention, and the 

researchers found that trust is a positive predictor of repurchase intentions. Trivedi and Yadav 

(2018) implied that trust is one of the most important factors enhancing consumer repurchase 

intention. Also, Mao and Mao and Lyu (2017) indicated that attitude have a strong influence on 

repurchase intention. Ha et al. (2010) showed that attitude is the strongest mediator of 

customer repurchase intention Adekunle et al. (2018) implied that the results further showed 

that there is a positive and statistically significant relationship between satisfaction and 

repurchase intention. 
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Hypothesis 
Standardized 

Coefficient (β) 

Level of 

Significant 
Testing Result 

H1o: Customer satisfaction is not influenced 

on customer trust. 

- Customer satisfaction 

 

 

.583 

 

 

.000 

 

 

Rejected H1o 

H2o: Customer satisfaction and customer 

trust are not influenced on attitude. 

- Customer satisfaction 

- Customer trust 

 

 

.208 

.400 

 

 

.001 

.000 

 

 

Rejected H2o 

Rejected H2o 

H3o: Customer satisfaction, customer trust 

and attitude are not influenced on 

repurchase intention. 

- Customer satisfaction 

- Customer trust 

- Attitude 

 

 

 

.289 

.316 

.383 

 

 

 

.000 

.000 

.000 

 

 

 

Rejected H3o 

Rejected H3o 

Rejected H3o 

Table 24:The Summary of Hypothesis Testing ResultRecommendations 

According to the data analysis, the result of this study can help the management team of 

UNIQLO to understand customer repurchase intention. This study explained that customer 

satisfaction, customer trust and attitude has a positive significant influence on repurchase 

intention. 

The hypothesis H1 emphasizes that customer satisfaction has an influence on customer trust. 

Concerning customer satisfaction, the researchers recommend UNIQLO to keep improving 

every details of customer’s experience at the store such as manner of staffs, layout and 

cleanliness of store by training staffs to be more service oriented. Moreover, self-service 

checkouts should be provided in Bangkok. The staff members should be available to help 

customers when they purchase and let the customers immerse themselves in a “wait free” 

experience. Some of these factors can make customer satisfied with the service provided. In 

addition, the manager should make rewards program for instance, earn 1 point for every 1,500 

baht. When customer have reached a reward (10 points), customer will receive reward voucher 

which can use in any stores. 

The support for hypothesis H2 suggests that customer satisfaction and customer trust are also a 

key factor influencing attitude of working aged people in Bangkok. Customer trust has higher 
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impact on attitude. Hence, providing correct information and response to customer as quickly 

as possible, especially when a customer is requesting something that’s time sensitive will boost 

up customer trust. The manager should coach the staffs to be available to customers and allow 

them to interact with. UNIQLO may provide a point to contact for all inquiries. Moreover, the 

researchers suggest that the quality of the product should meet customer expectation. The 

manager can also survey target groups what their need are and what kind of product would 

solve their challenges. 

The factor that most influences repurchase intention is attitude; followed by customer trust, 

and customer satisfaction, respectively (H3). It is recommended that increasing positive 

attitude would make an effective result to repurchase intention by giving customer an extra 

discounts and free gifts on a birthday or anniversary. Those would include the anniversary of 

the customer’s first purchase or date they joined customer loyalty program. For instance, 

sending them a gift to collect from stores or sending a coupon to their home. It will make 

customers impress with services and tend to come back again. Most trend today is through the 

online platform. Therefore, doing more marketing strategies that increase customer’s positive 

attitude such as increasing promotion. It can be done through social media e.g. Facebook and 

Instagram etc. For instance, offers 10% off for next purchase to customer who purchases more 

than 2,000 baht. Also, well-manner staffs who have a courteous mannerism would increase 

customer satisfaction towards UNIQLO. Moreover, to increase customer satisfaction, the store 

should coach the staff to be willing to help customers. All of suggestions can be a factor to 

increase repurchase intention, especially, by increasing positive attitude. 

Further study 
This study is designed to analyze the factors that influence repurchase intention towards 

fashion retailer. The recommendations for future studies are as follows; Firstly, the researchers 

applied three independent variables such as customer satisfaction, customer trust and attitude 

to test the influence on repurchase intention. However, other researcher should consider 

different independent variable which may influence repurchase intention. Secondly, this study 

focused only on fashion retailer in Bangkok, Thailand so that the result cannot be applied to 

other industries. The researchers would like to suggest that other researcher should consider to 

apply this conceptual framework to other business segment such as restaurant or hotel etc. 

Thirdly, as the population of this study is only in Bangkok, Thailand. Further study should apply 

to other geographic area or region such as Japan. Different region may have different 

preference that impacts on repurchase intention. 
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Consumer Choice Criteria When a Product 
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If an employer reimburses a consumer for making a purchase, what changes occur in the 

consumer decision-making process? This question motivates our research. Specifically, we 

investigate this question using a vignette methodology: A job candidate is invited for an in-

person interview, and in one condition the job candidate pays for travel and in the other 

condition the interviewing company reimburses travel (i.e., the service is free). We anticipated 

that the number of information sources and the decision criteria would vary by condition but 

do not find evidence in our experiment. We also expected that self-pay job candidates would 

select lower-priced travel arrangements that are less convenient and less favorable, and our 

findings are consistent with these hypotheses. In our presentation, we will present our 

research, discuss its implications, and consider future research.  

Introduction 
Behavioral sciences recognize the following steps in consumer purchase decision process:  

recognition of a problem or a need (a significant difference between actual and ideal state of 

affairs), search for information (seeking for value); alternative evaluation (assessing the value), 

purchase decision (decision rules used: either compensatory or non-compensatory rules); and 

post-purchase evaluation (value in consumption or use). The “intensity” of each step or phase 

in the consumer decision-making process depends on the consumer, the situation, and the 

product in question. For example, problem recognition can be as simple as the physical 

depletion of a milk or coffee jar and as complicated as needing an abortion. Similarly, search for 

information to establish an evoked set, can be as simple as looking at the display items in the 

check-out counter of a grocery store or using a variety of media in buying a house. The number 

of evaluative criteria or standard used in assessing the value may be as low as one (smell of a 

bar of soap) and as many as 10 or 11 in buying a house. Consumers use both compensatory and 

non-compensatory decision rules (and in rare situations a combination of both rules) in buying 

both very simple items, such as a pack of chewing gums or a fabric softener, and more 

complicated purchases, such as home-entertainment systems or new car. 

Purpose of this Study 
There is a plethora of research related to the consumer decision-making process. The 

unanswered question in the marketing literature is: What changes, if any, in the consumer 
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decision process will be observed if she can obtain the product free of charge? Consider the 

following scenario: A candidate for a faculty position is invited for an on-campus interview.  The 

candidate can purchase her ticket from an airline of her choice as long as it is not a first or 

business class ticket. In this scenario, the price of an airline ticket will be reimbursed to the 

candidate, i.e., it is free. In the second scenario, the same candidate flies to the same 

destination to attend the same job interview, but she is paying for the airline ticket. To limit the 

scope of the study, we focus on consumer decision-making in two scenarios: (1) purchases that 

are free, i.e., travel is reimbursed by a company which is our “company pays” condition and (2) 

purchases that are not free, i.e., travel is not reimbursed which is our “interview pays” 

condition.  

Hypotheses  
We anticipate that information search for travel arrangements will be more intense when the 

“interviewee pays” and less intense when the “company pays.” Firstly, more information 

sources will be used when the “interviewee pays” (H1), and more choice criteria will be used 

when the “interviewee pays” (H2). In addition, we anticipate that decision criteria will vary by 

condition. Specifically, when an “interviewee pays” s/he is more likely to choose a lower-priced 

airfare (H3a) and when the “company pays” s/he is more likely to choose a higher-priced airfare 

(H3b). Finally, a more favorable flight will be chosen when the “company pays” (H4). 

Method 
We used a general vignette methodology and followed recommended procedures (Atzmüller & 

Steiner, 2010; Wason, Polonsky, & Hyman, 2002). The surveys were developed independently 

from a pilot study of undergraduate business students in an honors class. The students were 

presented with a job interview vignette requiring air travel to Atlanta that they would arrange. 

Half of the students were informed the “company pays” the airfare, and half were informed 

that the “interviewee pays” the airfare. Then, students were asked to free-write their decision-

making process, focusing on information search, search criteria, and decision rules when 

making travel arrangements. Responses were tallied, and the students’ response options were 

used in the online survey of the main study.  

For the main study, student subjects were assigned randomly to one of two conditions – an 

“interviewee pays” scenario and “company pays” scenario – for a job interview vignette 

requiring air travel to Denver. In the “company pays” scenario, the interviewee is reimbursed 

for travel and “interviewee pays” scenario was unreimbursed. In both scenarios, interviewees 

were asked to choose among flight arrangements for the interview that were obtained from 

actual, scheduled flights. An online survey was developed which asked subjects to select from 

three scheduled flight options. We also collected data about search behavior, such as 

information sources and search criteria, before presenting choices. Finally, we assessed the 

subjects’ prior experience with purchasing airfare and making travel arrangements.  
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Sample  
Data was collected from 159 student subjects in required marketing classes (consumer behavior 

and marketing research) at a mid-sized state university in the Midwest during a spring 

semester. After eliminating three subjects for missing responses, there were 156 subjects, most 

of whom were between 18 and 24 years of age. Students received extra credit for participation, 

and students who were enrolled in both classes participated once but received extra credit in 

both. Subjects were debriefed after data was collected, and relevant course concepts were 

reinforced and discussed in classes (e.g., information search, experimental methods). 

Results  
We anticipated that information search for travel arrangements would be more intense when 

the “interviewee pays” and less intense when the “company pays,” which is consistent with the 

involvement construct (e.g., see Zaichkowsky, 1985). However, the results suggested otherwise. 

Specifically, the average number of sources for the “interviewee pays” condition was 4.5, 

compared to 4.7 for the “company pays” condition. The direction of the effect is opposite our 

expectation but is not statistically significant. As a result, there is no support for H1, and the 

evidence suggests that the number of information sources is equal across the two conditions. In 

a follow-up analysis, we found that subjects with some purchase experience in air travel 

searched for more information sources than those with no purchase experience, after 

controlling for condition (Mexperience = 4.9 cf. Mnone = 4.4, F = 4.66, p<0.05). This suggests that 

that prior purchase experience (e.g., see Nelson, 1970) is a more important factor in explaining 

intensity of information search. For the number of search criteria, the average for the 

“interviewee pays” condition was 4.9, compared to 4.7 for the “company pays” condition. 

Although the number of search criteria was higher for the “interviewee pays” condition, the 

difference was not statistically significant after controlling for purchase experience (F = 0.75, 

p>0.05). As a result, there is no support for H2, and the evidence suggests that the number of 

search criteria is equal across conditions.  

We also anticipated that decision criteria would vary by condition, and our results support this 

conclusion. Specifically, we expected a lower-priced airfare to be chosen when an “interviewee 

pays” (H3a) and a higher-priced airfare when the “company pays” (H3b). In the “interviewee 

pays” condition, 70.5% chose the lowest fare compared to the “company pays” condition which 

29.5% chose (Z = 5.06, p <0.01). In the “company pays” condition, 28.2% of subjects chose the 

highest fare option compared to the “interviewee pays” condition which no one chose (Z = 

5.12, p <0.01). There is evidence of a statistically significant difference in choice in each 

condition, lending support to H3a and H3b. We also anticipated that more favorable flights would 

be chosen when the “company pays” (H4). In the “company pays” condition, 94.9% elected to 

fly in the evening before the interview, compared to 75.6% for the “interviewee pays” 

condition. In the “interviewee pays” condition 24.4% elected to fly the morning of the 
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interview, compared to 5.1% in the “company pays” condition. A chi-squared test of the 

condition by flight timing (evening or morning) was statistically significant (χ2 = 12.80, df = 1, p 

<0.001), which lends support to H4.   
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Relevance to Marketing Educators, Researchers, and Practitioners:  

One truism in marketing is that purchase behavior is different in B2B and B2C settings. We 

consider the scenario in which a buyer makes a purchase in the consumer market for a business 

purpose, and we investigate how the decision-making process differs if an organization 

reimburses the purchase. Our research could have implications for understanding consumer 

and organizational behavior. It also could have implications for firms that serve consumers who 

are reimbursed by their employer when they purchase business products (e.g., travel services, 

office expenses, mobile apps).  
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Social Media and University Enrollment  
Can social media be used to raise awareness of university programs?  
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Abstract 
Instagram was used during a seven-week study to examine how using social media influenced 

students’ decisions about enrolling in the merchandising program at a southeastern regional 

state university. Attempts to increase merchandising program awareness were conducted by 

developing innovative content on the program’s Instagram page for three targeted audiences: 

incoming students, current students, and alumni of the program. The researchers examined the 

most popular Instagram content, the most popular time for interacting with the Instagram 

page, and the demographics of the Instagram followers. Results can be used by the university 

and other universities to create more effective social media campaigns attempting to increase 

student enrollment. 

Introduction  
The use of social media platforms is increasing in popularity every day. In 2017, there were 2.46 

billion people on some type of social media platform and predictions suggest that 3.02 billion 

people will be using a social media platform by 2021 worldwide (“Social media & user-

generated content,” 2019). As of June 2018, there were over one billion Instagram social media 

users worldwide (“Social media & user-generated content,” 2019). Social media platforms, such 

as Facebook, Instagram, and Twitter are not only being used by individual consumers to engage 

with one another, they are enabling businesses and organizations to expand visibility on the 

Internet. Digital marketers have new advantages, such as online consumer behavior tracking, 

A/B testing, placing cookies in consumers’ devices about a product or service for future 

advertising, and communicating through social media platforms to reach individuals when 

organizations are recruiting and marketing (Laudon & Traver 2017). Reach is the total number 

of users who viewed an account’s social media post within the day (Hitz, 2019). In 2016, Habibi, 

Laroche, and Richard examined various online brand communities, the relationship of 

individuals’ consumer behavior, and the impact social media communities had on users. The 

researchers explained organizations that utilized social media outlets (i.e., Apple, Samsung, 

Nike, Starbucks) influenced consumers’ perspectives about the organization, such as brand’s 

performance, loyalty, trust, and awareness, all of which impacted the social media users’ 

relationship with the brand (Habibi et al., 2016).  

Just as customers generate revenue for businesses, student enrollment is a sizeable factor for 

funding a university’s academic programs. Can universities use social media platforms to attract 
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students and increase enrollment? The researchers of the present study sought to understand 

how social media platforms, specifically Instagram, influenced student behavior. The purpose of 

the study was to determine whether or not social media outlets could be used to raise 

awareness of a university’s merchandising program. Important consumer behavior topics 

related to using social media platforms include: how individuals’ attitudes are formed about 

brands based on the functional use of the website, the importance of choosing the correct 

social media platform for an organization’s target consumers, how to develop strategic social 

plans, the importance of forming appropriate social media content to reach target audiences, 

and outcomes of social media analytics. The literature related to each of these topics was 

examined and taken into consideration for the study.    

In 2016, Richard and Chebat examined online consumer behavior with a model incorporating 

six major personality variables: online emotions, online cognitions, online entertainment, flow, 

online attitudes, and purchase intentions. In their study, online emotions encompassed 

pleasure, arousal, and dominance; online cognitions related to a website’s functional 

characteristics; online entertainment related to a website’s hedonic characteristics; flow 

described an enjoyable state occurring during internet navigation accompanied by a sense of 

playfulness; online attitudes described attitudes of the website and product; and purchase 

intentions related to a consumers’ intent to make a purchase in the future (Richard & Chebat, 

2016). The model was fully supported. Specifically, flow led to higher pleasure and flow had a 

direct effect on purchase intentions. The researchers of the present study attempted to utilize 

variables (i.e., cognition, emotions, entertainment, flow, online attitude, and purchase 

intentions) proposed by Richard and Chebat (2016) for the study of the merchandising 

program’s Instagram account. 

Social media platforms allow individuals to create unlimited amounts of user-generated online 

content empowering individuals by giving him/her the opportunity to create and share ideas 

and content (Tiago & Verissimo, 2014). Tiago and Verissimo (2014) stated that organizations 

need to effectively establish the correct social media channel to provide individuals with 

information and to connect with the target audience or stakeholders to produce sales for the 

organization.  In another analysis conducted by Colicev et al. (2018), the researchers explained 

how social media platforms affect consumers’ mindsets and an organization’s stakeholder 

value. The researchers argued that brand awareness, purchase intent, and customer 

satisfaction influenced consumer behavior through social media outlets, which raised the 

organization’s stakeholder value (Colicev et al., 2018). Marketing tactics that persuaded an 

individual’s purchase intent, brand awareness, and consumer satisfaction on Instagram to 

increase the stakeholders’ value of the organization were employed in the present study 

(Colicev et al. 2018). 
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In a study conducted by Felix et al. (2016), the researchers examined elements marketing 

personnel need to consider when constructing a social media plan for an organization. The 

researchers stated that digital marketers must be aware of positive and negative feedback on 

organizations’ social media accounts (Felix et al. 2016). An organization’s tactical social media 

plan should include, “…stimulating sales, increasing brand awareness, improving brand image, 

generating traffic to online platforms, reducing marketing costs, and creating user interactivity 

on platforms by stimulating users to post or share content” (Felix et al., 2016, p. 2). These 

objectives can also be used to improve the brand of a university’s program in the mind of the 

target customer.   

Constantinides and Stagno (2012) examined the role of a university’s social media presence on 

university attendance. The investigators stated that contemporary individuals making a decision 

about which school to enroll in preferred user-generated content in an online atmosphere over 

traditional marketing strategies, such as print advertisements, direct mail, telemarketing, etc. 

(Constantinides & Stagno, 2012). In this study, they explained that digital marketers need to use 

original and modern content to gain online individuals’ attention. Further, they stated that 

universities should construct two-way communication channels through social media platforms 

allowing digital marketers to converse and engage with the brand’s audience. The researchers 

of the present study utilized the merchandising program’s Instagram account to raise 

awareness about the program targeting incoming students, current students, and alumni of the 

merchandising program. These target audiences, suggested by Constantinides and Stagno’s 

(2012), were chosen because supporting and continuing relationships with these individuals 

should impact program enrollment. 

Michaelidou and Micevski (2018) investigated consumer perceptions of social media analytics 

and the outcomes social media analytics provide organizations. The researchers defined social 

media analytics as, “…the acquisition, analysis and dissemination of brand-relevant or personal 

information (e.g., consumer opinions, posts, and metadata such as demographic information) 

from social media sites to assist with business decisions and strategies” (Michaelidou & 

Micevski, 2018, p. 1). In another analysis conducted by Holsapple et al. (2018), the investigators 

examined businesses’ social media analytics as a framework. The researchers stated that social 

media analytics allowed organizations to measure the brand’s feedback on services to help 

develop and advance the organization’s marketing strategy (Holsapple et al., 2018). The 

researchers developed a digital marketing plan for the merchandising program’s Instagram 

account to advance the program’s understanding of the users through social media analytics 

and feedback.    

The review of literature on examining online consumer behavior, establishing the correct social 

media channel, constructing a social media plan to raise consumer awareness, and measuring 

the marketing strategies using social media analytics enabled the researchers to create a social 
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media marketing campaign to better understand the target markets’ attitudes towards the 

merchandising program’s Instagram content. The researchers attempted to gain a better 

understanding of whether or not social media platforms raised awareness of the merchandising 

program’s target audience and increased enrollment for the program.              

Methodology  
The researchers posted various types of content on the merchandising program’s Instagram 

account for seven weeks to reach the target audiences. The four overall goals of the study 

were: a) to raise awareness of the merchandising program by developing innovative content to 

interact with the merchandising program’s Instagram followers; b) to discover what type of 

content was the most popular for the merchandising program’s users; c) to determine when 

the Instagram users were interacting with the merchandising Instagram profile; and d) to 

understand more about the Instagram followers by examining demographic variables (e.g., 

gender, age, location). Instagram Insights provides analytics tools for business and organization 

accounts that assist with understanding the followers and consumers interacting with the 

Instagram account.  

Results  
During the seven weeks of the study, the researchers posted content on the social media 

platform to engage with the merchandising program’s target customer. Content varied but 

could be categorized as: alumni spotlight posts showcasing careers for potential and current 

merchandising students; relatable posts to entertain; educational posts about existing 

merchandising courses; current merchandising job opportunities; and relevant social or news 

events occurring at the university.    

The merchandising program’s Instagram account contained 98 followers at the start of the 

study. Followers are users that subscribe to an account on a social media platform to see posts 

and updates about the subscribed account (Aichner & Jacob, 2015). By week seven of the study, 

the merchandising program’s Instagram had a total of 186 followers- an 89.8% increase in 

followers (see Table 1). The researchers noted that the new followers were students currently 

enrolled in the program or merchandising alumni. The researchers also noted that numerous 

Instagram users that followed the merchandising account were false accounts soliciting 

business. Users are individuals who participate on social media platforms (Lee, 2012).  The 

authors considered the following types of users “false accounts.” The false accounts were users 

soliciting business to the merchandising account, such as selling digital marketing packages, 

fitness programs, and beauty products. The increase in false users on Instagram could be due to 

certain general hashtags the posts contained in the description, such as #marketing #fashion. 

The researchers used vague and specific hashtags in an attempt to reach a larger audience on 

the Discovery page using online flow. Due to the difficulty of separating the false accounts from 
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actual users, the researchers kept the false accounts in the sample to determine what hashtags 

led the accounts to the merchandising program’s Instagram profile and content.              
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Weeks Dates Followers Percentage Increase 

Week One Feb 23- March 1  98 NA 

Week Two March 2-March 8 107 9.18% 

Week Three  March 9-March 15 115 7.48% 

Week Four March 16-March 22 117 1.74% 

Week Five March 23-March 29  129 10.26% 

Week Six March 30-April 5 148 13.95% 

Week Seven April 6-April 12  186 25.68% 
Table 25 Instagram follower increase by week. 

The data showed that the majority of users on Instagram were females (see Table 2). Although 

there was a slight change in the gender percentages during week seven of the data collection, 

the female user percentages on the program’s Instagram account remained around 80% 

throughout the course of this study. Results suggested that the Instagram posts could have 

been more attractive to females based on the style and type of content published.   

Weeks Dates Female Male 

Week One Feb 23- March 1  82% 18% 

Week Two March 2-March 8 81% 19% 

Week Three  March 9-March 15 82% 18% 

Week Four March 16-March 22 82% 18% 

Week Five March 23-March 29  79% 21% 

Week Six March 30-April 5 80% 20% 

Week Seven April 6-April 12  75% 25% 
Table 26 Instagram followers by gender. 

Next, the researchers analyzed the location of the Instagram users when accessing the 

merchandising Instagram account. Five cities were identified as most frequent user locations 

(see Table 3). The percentages throughout the seven weeks remained fairly consistent for each 

city. Most of the Instagram users viewing the merchandising account were located in city A, 

which is where the southeast regional state university resides. Cities B, C, D, and E were located 

within a forty-mile circumference of the university.  The data suggested that the merchandising 

program followers are primarily located in the region.      

Weeks Dates City A  City B  City C City D City E  

Week One Feb 23- March 1  43% 8% 7% 7% 4% 

Week Two March 2-March 8 43% 8% 7% 7% 4% 

Week Three  March 9-March 15 42% 8% 7% 7% 4% 

Week Four March 16-March 22 41% 8% 6% 8% 4% 

Week Five March 23-March 29  38% 8% 8% 7% 4% 

Week Six March 30-April 5 42% 8% 7% 6% 3% 

Week Seven April 6-April 12  37% 7% 4% 6% 2% 
Table 3 Instagram followers by location. 
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Next, the age range of Instagram followers was investigated. The most frequent age range of 

visitors who viewed the merchandising Instagram account were between 25-34 years old (see 

Table 4). The second most frequent age range was between 18-24 years old. Though the age 

range 18-24 years old increased eight percent over the course of the seven weeks, the 

percentages throughout the seven weeks of this analysis remained somewhat consistent. The 

age ranges 18-24 and 25-34 years old are the age ranges of the merchandising program’s 

current students and alumni. The data suggested the target audience of the study (i.e., 

individuals enrolling in the university, students already enrolled in the university, and previous 

alumni of the program) was reached.  

Weeks Dates  Age  
13-17 

Age  
18-24 

Age  
25-34 

Age  
35-44 

Age  
45-54 

Age  
55-64 

Age  
65+ 

Week One Feb 23- March 1  1% 20% 43% 18% 12% 5% 1% 

Week Two March 2-March 8 1% 21% 38% 20% 14% 5% 1% 

Week Three  March 9-March 15 1% 21% 36% 21% 15% 5% 1% 

Week Four March 16-March 22 1% 21% 36% 20% 16% 5% 1% 

Week Five March 23-March 29  1% 25% 36% 17% 15% 5% 1% 

Week Six March 30-April 5 1% 29% 36% 16% 13% 4% 1% 

Week Seven April 6-April 12  1% 28% 35% 16% 13% 7% >1% 
Table 4 Instagram followers by age range. 

Next, the days of the week were examined to determine the most frequent days and times for 

Instagram followers to view the merchandising Instagram account (see Table 5). The most 

frequent time for Instagram users to view the merchandising Instagram account was between 

9PM-11PM throughout the seven weeks of the data collection. The researchers then examined 

which day Instagram users visited the merchandising account. The most frequent day for 

Instagram followers to visit the merchandising account was Wednesday. Instagram followers’ 

second most frequent days for visiting the merchandising Instagram account was on Tuesdays 

and Fridays. The researchers recommend that the university’s Instagram account managers 

publish important content on the social media platform on Wednesdays between 9PM-11PM. 

The researchers should collect more data to understand why Wednesday and 9PM-11PM was 

the most frequent times and day to publish content on Instagram. 

Weeks Dates  Days and Times with 
Audience (1st) 

Days and Times with 
Audience (2nd) 

Week One Feb 23- March 1  Wednesday 9PM-11PM  Tuesday 9PM-11PM  

Week Two March 2-March 8 Wednesday 9PM-11PM Tuesday 12PM-2PM 

Week Three  March 9-March 15 Friday 6PM-8PM Saturday 9PM-11PM 

Week Four March 16-March 22 Friday 6PM-8PM Tuesday 12PM-2PM 

Week Five March 23-March 29  Wednesday 12PM-2PM Friday 9PM-11PM 

Week Six March 30-April 5 Thursday 9PM-11PM Monday 3PM-5PM 

Week Seven April 6-April 12  Wednesday 12PM-2PM Thursday 9PM-11PM 
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Table 5 Instagram audience visit frequency by day and time. 

The researchers also collected the number of accounts that were reached each week by the 

merchandising program’s profile (see Table 6). This was measured by the number of users that 

viewed the merchandising program’s content or hashtags on Instagram’s Discovery page. 

During the first week of the analysis, the Instagram profile reached 104 accounts via 

Instagram’s Discovery Page. By the seventh week of this examination, the merchandising profile 

reached 413 accounts, which was a 297% increase from week one. The researchers also 

identified the day with the highest account reach from the Discovery page. Friday was the day 

that reached the most accounts from the Instagram Discovery page throughout the seven 

weeks of the study. 

Weeks Dates  Accounts 
Reached 

Most Accounts 
Reached (1st) 

Most Accounts 
Reached (2nd) 

Week One Feb 23- March 1  104 Tuesday Thursday 

Week Two March 2-March 8 101 Friday Monday 

Week Three  March 9-March 15 116 Friday Saturday 

Week Four March 16-March 22 168 Monday Friday 

Week Five March 23-March 29  362 Wednesday Sunday 

Week Six March 30-April 5 281 Friday Thursday 

Week Seven April 6-April 12  413 Friday Tuesday 
Table 6 Instagram reach by day. 

Finally, the researchers gathered the number of impressions and profile visits the 

merchandising Instagram account received over the course of the study (see Table 7). 

Impressions is the number of times the merchandising account’s content is shown on the social 

media platform (York, 2019). The number of impressions was 712 during the first week of data 

collection. The data reported a dip in the impression numbers until week four. By the end of the 

study, the merchandising Instagram account had impressed over 1,998 Instagram users, which 

was a 180.62% increase from the first week to the last week.  

The researchers also collected the number of profile visits the merchandising Instagram 

account received during the study (see Table 7). Profile visits are important for determining if 

the content the researchers published on the organization’s Instagram account was effective at 

getting users to visit the merchandising profile for further information about the program. 

Starting on week one of the analysis, the merchandising account had 35 profile visits. The 

researchers noted a dip in the profile visit numbers until week four. By the end of week seven, 

there were 80 profile visits on the merchandising Instagram account from the social media 

users, which was a 128.57% increase from week one.  

To gain a better understanding about why the impression and profile visit numbers decreased 

during those weeks, the researchers examined the content published on the Instagram account 

during weeks two and three. The researchers propose that the number of impressions 
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decreased during weeks two and three for a variety of reasons. The students at the university 

were on spring break during the third week of the data collection. The researchers believe this 

break decreased the merchandising program’s target audience viewership during that time. 

Another reason for the decrease in visits could be related to the type of content published on 

the merchandising Instagram account. The researchers noticed repetitive content (e.g., job 

position postings) on the merchandising Instagram account during these lower weeks. The 

merchandising program’s followers did not respond to or react to the job posting content on 

Instagram as favorably as they did to other types of content.  

Weeks Dates  Impressions Profile Visits 

Week One Feb 23- March 1  712 35 

Week Two March 2-March 8 442 5 

Week Three  March 9-March 15 653 8 

Week Four March 16-March 22 786 23 

Week Five March 23-March 29  1,409 39 

Week Six March 30-April 5 1,426 62 

Week Seven April 6-April 12  1,998 80 
Table 7 Instagram impression and profile visit frequency. 

Conclusions and Implications 
The researchers used Felix et al.’s (2016) recommendations on structuring social media 

marketing efforts by creating posts that showcased the organization’s characteristics, such as 

the merchandising program’s specialization to expand the merchandising program’s Instagram 

followers and the target consumers’ average age ranges. The researchers recommend creating 

content that gets Instagram users to comment and/or share the program’s content, as well as 

posting content that is relative to prospective students, current students, and merchandising 

alumni.        

Based on the results of the seven-week study, the researchers disagree with Richard and 

Chebat’s (2016) study with regard to Instagram flow. Hashtags the researchers used on the 

merchandising program’s posts allowed the posts to be viewed on the Discovery page by 

Instagram users not following the merchandising program’s account, which results in Instagram 

flow. Using hashtags like #marketing, #fashion, and #merchandising resulted in an increase in 

followers; however, many of these accounts were businesses trying to solicit services and 

products.  The researchers credit the ambiguous hashtags to the increase in false business 

accounts because the hashtags caused the program’s content to appear on Instagram’s 

Discovery page. The researchers suggest using more concentrated hashtags that relate to the 

university’s program, such as #NameofschoolMerchandising or #MerchandisingNameofSchool. 

These hashtags allow the program’s content to still be discovered using the cognitive behavior 

flow, but only to select Instagram users who may be interested in the merchandising program 

at the particular university.       
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One of the limitations of the present study was the small sample size of Instagram users of a 

southeastern regional state university. As the merchandising program continues to maintain a 

more active Instagram account, the number of followers should increase. Another limitation 

was measuring the impact of social media interaction on the merchandising program’s student 

enrollment. The researchers collected Instagram data during the spring semester of the 

academic year. Most students enrolling in the merchandising program at this university sign up 

for the first merchandising courses in the spring. Therefore, the enrollment changes will not be 

evident until the following spring meaning the researchers are currently unable to observe how 

online consumer behavior affect enrollment for the program and what type of content affects 

the enrollment rate for the program. Enrollment data will be collected in spring 2020 to analyze 

the impact of the social media campaign on enrollment.  

A third limitation of the present study was measuring the Instagram impact on the 

merchandising program enrollment. There are many variables this study did not measure (i.e. 

word of mouth, university recruiting, university advisement); however, questioning new 

students enrolling in merchandising courses could influence the understanding social media 

posts have on enrollment. Social media is becoming one of the variables that could influence 

individuals’ decisions for enrolling in a university program.          

Organizations that duplicate the present study can more clearly understand what type of 

content the organization’s Instagram followers prefer versus the organization’s Instagram 

audience. For example, the organization’s followers were more responsive on Wednesday from 

9PM-11PM and responded to content containing a call-to-action about the merchandising 

curriculum. Instagram users that found the merchandising program’s content under Discovery 

page were more responsive to the merchandising program’s Instagram content on Fridays from 

9PM-11PM and responded to content that related to a merchandising course spotlight or an 

event occurring at the university. Organizations should employ various types of content on 

different days and times to understand that organization’s Instagram followers and audience, 

and which days and times are most effective for gaining responsive followers.      

Organizations that construct a similar study could investigate the ways content attracts 

Instagram followers and users based on how the content relates to on the organization’s 

Instagram account. The merchandising program created content that related to the target 

audience’s wants and needs based on the relevant literature. The merchandising program 

found using content that had a call-to-action in the description of the post, contained 

information about a merchandising course or curriculum, contained information about previous 

alumni of the merchandising program, and shared important dates and events about the 

university or the merchandising program attracted more followers and users on Instagram. 

Other organizations or university programs could use similar posts related to that organization’s 

brand to increase followers and brand awareness on the organization’s Instagram account. 
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In future studies, the researchers plan to track how consumers’ reactions to the merchandising 

program’s Instagram content impacts visits to the merchandising program’s webpage. The 

researchers also plan to examine similarities and differences among social media platforms to 

determine various contents’ influence on the merchandising program’s target audience.   

As stated previously, social media platforms are expected to contain to 3.02 billion people by 

2021 (“Social media & user-generated content,” 2019). Due to the rise of social media 

platforms, other university programs and organizations should utilize this study for that 

program or organization’s social media account to determine what type of content to publish, 

the most popular days and times among the organization’s target audiences, and the most 

dominant demographics for that program or organization. Raising awareness via social media 

could allow universities and organizations to reach more individuals online when marketing a 

program, product, or service. Instagram alone contains one billion people, meaning 

organizations today have more opportunities to focus on the target consumer through social 

media platforms (“Social media & user-generated content,” 2019). 
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ABSTRACT 
Fandom, as a sociocultural construct, has been studied to understand the behavioral, 

sociological and psychological factors pertaining to fans (enthusiastic followers of a music artist, 

sports team, celebrity, or entertainer) (Meenaghan, 1998), and considered as a vital source of 

free labor to the fan club (Galuszka, 2015). The concept of fandom is more extensive than that 

of fanship in that it considers social interaction in terms of belongingness, that is, identifying as 

a member of a specific group (Galuszka, 2015; Reysen & Branscombe, 2010). The concept of 

fandom is currently an emerging issue in the extension of the contemporary music market 

driven by millennials, who are dominant music consumers and who share common interests in 

specific music artists as a means of expressing group identity (Fluent, 2017). Particularly among 

millennials, the foreign contemporary music market has globally emerged and enlarged fandom 

cultures primarily through online social media without barriers (Yang, 2018). For instance, BTS, 

a world-famous K-pop group, has a powerful fandom, named ARMY, which strongly influences 

the global contemporary music market and possesses a shared group identity regardless of 

ethnic differences (Premack, 2017).  That is, fandom culture can be explained by social identity 

theory (Tajfel & Turner, 1979), focusing on social interaction at a group level. This is because 

fandom culture can be viewed as intergroup behavior (between-group) rather than 

interpersonal behavior (within-group), one of the most common sociocultural structures which 

permeates the routine life of millennials, and particularly with respect to preferences in music 

artists. According to social identity theory, being a member has implicit and/or explicit 

motivations (e.g., cognitive and/or emotional factors) to encourage an individual’s voluntary 

effort to achieve belongingness by participating in various group activities (e.g., music purchase 

and information sharing to other social groups) and to expand its leverage of a specific fandom 

identity. Nonetheless, few studies in the marketing discipline have examined fandom cultures, 

its antecedents such as motivational factors, and resultant consequences. Therefore, the 
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purpose of this study is to apply social identity theory to investigate the antecedents 

(motivational rewards) to be a member of fandom and their consequences.  

This study used 319 U.S. millennials (aged between 23 and 38 years old) via Amazon Mechanical 

Turk (AMT) and measured six constructs with 31 items to examine the following causal 

relationships: foreign music experience (FME), motivational rewards (cognitive motivation [CM] 

and emotional motivation [EM]), willingness to join fandom (WF), and post-behavioral 

intentions (purchase intention [PI], and information sharing intention [ISI]). To test the 

reliability and validity of the scales, we conducted a rigorous process as suggested by Fornell & 

Larcker (1981) and Kline (2015): 1) exploratory factor analysis (EFA, varimax rotation, by 

checking internal reliability [Cronbach’s α], eigenvalue, factor loadings, and explained variance) 

and 2) confirmatory factor analysis (CFA including overall model fit, composite construct 

reliability, convergent reliability, and discriminant validity). First, the results of EFA showed that 

the six constructs meet sufficient soundness (the total explained variance at 75.09% and 

Cronbach’s Alpha coefficients exceed .894). Second, the results of CFA achieved acceptable 

model fit among the six latent variables: NC = 2.04; χ2 (419) = 854.47 (p < .001); TLI = .95; CFI = 

.96; RMSEA = .057 (90% of CI: .052 – .063); and PCFI = .86.  The follow-up tests – composite 

construct reliability, convergent validity, discriminant validity – revealed a fair construct validity 

to examine our proposed etiologic model using structural equation modeling (SEM). The SEM 

results supported our model, describing an etiologic relationship between millennials’ 

motivational factors and the outcome constructs, via willingness to join fandom: NC = 2.276; χ2 

(427) = 972.027 (p < .001); TLI = .940, CFI = .945, RMSEA = .063 (90% of CI: .058 – .069); and 

PCFI = .868.  To be precise, the proposed model indicated that four paths (FME-EM, EM-WF, 

WF-PI, and WF-ISI respectively) were supported while three paths were not supported (FME-

CM, FME-WF, and CM-WF, respectively).  

This study examined the behavioral pattern of millennials, in terms of their willingness to join 

fandom in terms of a series of etiologic relationships among the six constructs, by applying 

social identity theory. The findings suggested that when millennials have a certain level of 

experience with foreign contemporary music, emotional motivators (but not cognitive 

motivators) are an essential determinant to persuade them to join fandom.  Moreover, this 

antecedent relationship is related to increased music purchase intention and information 

sharing intention, routine activities of fandom. The contribution of our study is the following. 

For academicians, our proposed model suggests social identity theory may be successfully used 

to explain fandom culture in terms of an etiologic relationship between motivational rewards 

and resultant outcomes of millennials’ socio-psychological behavior. For marketers, our findings 

suggest that emotional motivation in millennials’ reward system is the main driver to persuade 

them to join fandom, and the effect of fandom can enhance music agencies’ sustainable 

profitability due to fandom’s voluntary (perhaps fanatic) activities through buying and 

promoting music artists’ releases (Galuszka, 2015; Reysen & Branscombe, 2010).  
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The Effect of Chinese Learning on Creativity 
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Can it Translate to Product/Marketing Creativity  
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ABSTRACT 
The purpose of this study is to examine whether studying Chinese as a foreign language affects 

the development of the learner’s creativity. Previous research has evaluated how learning 

English as a foreign language has enhanced the thought processes of individuals. However, no 

research was found analyzing the cognitive influence of learning a foreign language when 

English is the first language of the individuals.  

The Chinese language has no alphabet but instead uses more than 50,000 characters that look 

like pictures or symbols of natural themes or objects, thereby making creativity important in 

learning Chinese. This study seeks to find if the creativity valuable in writing Chinese carries 

over into other cognitive development.  

Participants in the study will be individuals for whom Chinese is not a first language. Some 

subjects will have learned or be in the process of learning Chinese at Taiwanese sponsored 

schools in the United States. The control group will be composed of individuals who are not 

knowledgeable about the Chinese language. Participants will self-administer the modified 

Torrance Test of Creative Thinking. The research design evaluates differences and similarities in 

creativity between the groups.  

There will be three primary aims of the proposal research: 
Explore a conceptual model that reflects the effect of Chinese learning on creativity 

development.  

Correlate Chinese learners’ grasp of Chinese characters with both general creativity and 

product/marketing creativity.  

Explore the ability to transfer the creativity development from Chinese learning to marketing 

strategies. 
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The emphasis of the study will be based on three research questions: 
How would a model of creativity building in the Chinese learning environment be operationally 

defined? 

Can a set of self-reporting instruments for assessing different dimensions of product creativity 

be effectively established? 

What is the relationship between Chinese learning and creativity development?  
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Relevance to Marketing Educators, Researchers, and Practitioners  
Existing research on how learning a foreign language enhances creativity focused on learning 

English as a second language. As China becomes a dominant economic force, it is time to study 

if learning Chinese, which is inherently creative with more than 50,000 characters, enhances 

creativity. 

Creativity and cross-cultural understanding are imperative for businesses to achieve a 

competitive advantage in the global market. Consumers are simultaneously more demanding 

and difficult to reach through the clutter of marketing messages. It takes continuously evolving 

creative approaches to make corporate messages stand out when only dealing with U.S. 

markets. The challenge increases when competitors from other countries enter the U.S. with 

fresh ideas from their homelands or when American companies seek to market abroad. 

Given China's expanding economic reach, it makes sense to look at the country's culture and 

language and determine whether learning Chinese can improve creativity in a manner that 

benefits American companies. Creativity that will strengthen U.S. businesses nationally and 

internationally. 

Author Information:  



 
198 

AtMA 2019 Proceedings 
 

Kungpo Tao, Elizabeth City State University Paulette Edmunds, Elizabeth City State University 

 

Track:  Culture, Identity, and Ethnicity 
 

ID#: 1452 
  



 
199 

AtMA 2019 Proceedings 
 

 

 

 

 

 

 

Education / Experiential Learning 

Dr. Kirsten Passyn 
The Citadel: The Military College of  

South Carolina 
  



 
200 

AtMA 2019 Proceedings 
 

Teaching an Online MBA Course: “Business 
in a Global Economy- The BRICS Nations”  
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ABSTRACT  
In this study, the authors propose a road map for effectively teaching an MBA level course, 

titled, “Business in a Global Economy- The BRICS nations” in an online format. The authors 

designed this course in 2013 and have delivered it in all formats including traditional-face to 

face, hybrid, and since 2017, in the online format. With the growing global popularity of online 

MBA education (Ramlall & Ramlall, 2018; Sun & Ganesh, 2014)), it is important for instructors 

to design and deliver courses which meet the expectations of the major constituencies such as 

the student, the instructor, the university, and the community. For the students, it is important 

that following the completion of the course, they develop a mastery of the key competencies as 

laid out in the course objectives, and which they can apply at their workplace. For the 

instructors it is important that they are able to deliver the course against the backdrop of the 

MBA learning objectives in an efficient and effective manner. It is also important for faculty to 

get the necessary institutional support to effectively teach the course (Ramlall & Ramlall, 2018). 

For the university, it is important that the course be an integral part of the MBA curriculum, a 

curriculum which is consistent with its mission.  Finally, for the community, it is important that 

students are able to effectively engage society and be a change agent in areas which are critical 

in today’s global environment (Shapiro, Kirkman & Courtney, 2007).  

The online MBA course, “Business in a Global Economy- The BRICS nations” is one such course 

that fulfills the expectations spelled out in the preceding paragraph.  The main theme of the 

course is to create a foundation for doing business in four of the fastest growing markets of the 

21st century:  Brazil, India, China, and South Africa. These countries represent about 40% of the 

world's population, and offer tremendous opportunities for individuals and companies wishing 

to do business in these nations (Ghemavat, 2018). The course has been designed using 

theoretical principles as well as practical insight. As a result, the tools that the students learn in 

this course can be used to analyze other countries (Russia-the remaining BRICS nation, other 

developing and emerging nations, and developed nations) and to navigate the uncertainty that 

surrounds the global environment. Given the interdisciplinary nature of the course, and the 

broad description of the course theme, it lends itself to easy integration with the major MBA 

learning goals in the authors’ university. These MBA learning goals are:  strategic thinking and 

leadership, global perspective and cultural diversity, ethics and corporate social responsibility, 
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critical thinking, effective written communication skills, and effective oral and interpersonal 

communication skills in an online format.    

The course is 100% online and all modules are offered online. Except two sessions which are 

synchronous sessions for comprehensive team presentations, where the entire class meets 

online (remotely) at a scheduled time to participate in the presentations and the ensuing Q/A 

session, the remaining sessions are asynchronous.    

The majority of the MBA student population at the authors’ university is considered to be 

working professionals and the students are spread out across the major regions of the United 

States. The student body is diverse as evidenced from the undergraduate degrees they have 

earned, the companies they are employed with, and their functional area expertise. The 

students who enroll in this course have an average work experience of six years.   

The study is a road map for other instructors who may be interested in designing and delivering 

a similar online course. A detailed description of the online course modules and objectives, 

sequencing of content areas and assignments, and course material, is provided in Table 1:   

Course: Business in a Global Economy: 
The BRICS Nations  

All assignments should be submitted on Canvas by the due 
date; All times are Eastern Times  

Note: Due dates are removed from 
this Table  

Module 1  
Online, Asynchronous  

Module Objectives, Course Material, and  
 Link to MBA objectives  

Assignment, Grading  
  

  
Introduction to Global business  
The BRICS  

Understand trends in global business environment. 
Understand how BRICs are different from U.S., EU, and 
other Asian markets.  
Course Material: Instructor’s customized power-points.  
MBA objectives: global perspective, strategic thinking, 
ethics.  

Instructor introduction  
Read the steps for preparing and 
posting a video introduction  

Module 2: Online, Asynchronous      
China: Macro environment Analysis  
India: Macro environment Analysis  
Brazil: Macro environment Analysis  
  

Understand and apply: Macro environment analysis for the 
China, India, Brazil markets.   
Course Material: Students will read/watch/listen to the 
material (customized power-point files, videos and 
instructor’s audio and video summaries).  
MBA objectives: global perspective, communication, 
ethics.  

Discussion Board Question#1: Submit 
your video introduction, response 
posting; Worth 4% of grade  
Individual report #1 –compare, 
contrast China, India, Brazil.   
Worth 8% of grade  

Module 3: Online, Asynchronous      
  
India: Macro environment Analysis  
China: Macro environment Analysis  
Brazil: Macro environment Analysis  
  

Submit a team presentation file on: a comprehensive 
industry analysis- applying the macro environment forces in 
India/ China/ Brazil (instructions on Canvas).   
Students will collect material for this presentation.  
MBA objectives: strategic thinking, critical thinking, global 
perspective, communication, ethics.  

Team Presentation#1 File submission 
Due on Canvas.   
Worth 10% of grade  

Module 4: Online, Asynchronous      
China, India, Brazil, South Africa- Macro 
Environment Analysis;   
  
Summaries and Key Takeaways-  
Macro environment tool  
Competitor assessment tool  

How to critically evaluate presentations.  
How to use the Macro environment tool for countries.   
Course material: Internal analysis articles, customized 
power-point files, presentation files of other teams.  
MBA objectives: strategic thinking, critical thinking, global 
perspective, communication, ethics  

Individual report #2- Review & Critique 
of other teams’ presentation files from 
the previous Module.   
Worth 15% of grade  
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Module 5; Online, Asynchronous      
Internal environment analysis  
  

Internal environment Analysis: Understand and apply 
SWOT, Value chain analysis, Business, Corporate Strategies. 
For China, India, Brazil, South Africa.   
Course material: Customized power-point files, videos, Ted 
Talk, and instructor’s video summary.  
MBA objectives: strategic thinking, critical thinking, global 
perspective, communication, ethics  

Discussion Board #2: First post and 
response post due on South Africa; 
Worth 4% of grade  

Module 6: Online, Synchronous- 
Submit file before presentation  

    

  
Online session  
Presentation #2: Synchronous  
  
Summaries and Key Takeaways-  
Internal environment analysis tool  
Value chain analysis tool  

Company Analysis-Design, develop and present a 
comprehensive company analysis- applying Macro, 
Competitive and Internal environment tools to India or 
China or Brazil for a company assigned by instructor. 
Students will collect material for this presentation.  
MBA objectives: strategic thinking, critical thinking, global 
perspective, communication, ethics  

Team presentations #2 files should be 
submitted on Canvas before 
presentation.   
Worth 20% of grade  
Students should be logged in by 6:00 
p.m. to participate in the team 
presentations and Q/A sessions.   

Module 7: Online; Asynchronous  
Value-Chain analysis  
Sustainability   
  
Summaries and Key Takeaways-  
HRM tool and Sustainability (people, 
profits, planet) tool  

Internal environment analysis: For China, India, Brazil  
Understand and apply Value chain function-HRM    
Understand and apply Sustainability concepts to China, 
Brazil, South Africa and India.  
Course material: Customized power-point files, videos, Ted 
Talk, and instructor’s video summary.  
MBA objectives: strategic thinking, global perspective, 
communication, ethics  

Discussion Board Question#3: First post 
and response post due on international 
cultures and HRM; Worth 4% of grade  

Module 8; Online; Synchronous  
Submit file before presentation  

    

Online session  
Presentation #3: File submission  
Reminder: Final Reflection Paper Due 
last day of class; worth 15% of grade  

Final project: Comprehensive analysis of a company’s 
prospects in China, India or Brazil. All course objectives are 
applicable to this project. Students will collect and research 
material for this presentation.  
MBA objectives: strategic thinking, critical thinking, global 
perspective, communication, ethics.  

Team presentations #3 files should be 
submitted on Canvas before 
presentation; worth 20% of grade.    
Students will be logged in by 6:00 p.m. 
to participate in the team 
presentations and Q/A sessions.   

Table 1  
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Incentivizing Better Writing: The Fatal Flaw 
Policy 
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ABSTRACT 
The importance of written communication skills for business undergraduates is well 

documented (Brink, Palmer, and Costigan, 2015, Brown 2015, National Association of Colleges 

and Employers 2015). In fact, communication skills are the most popular learning goal adopted 

by AACSB accredited programs (AACSB white paper, 2013).  Despite the demand by employers 

for proficient writers and the acknowledgment of the importance of professional writing by 

business schools, a large and growing portion of undergraduates can’t write (Sigmar and Hynes 

2011).  

Despite the importance of written communications skills, their remains limited evidence of 

effective methods to improve student writing. The majority of proposed methods demand 

increased amounts of writing and assessment of written communications skills using a rubric 

with limited impact. (e.g., Bacon and Anderson 2004 ). This research proposes a unique and 

effective method for improving undergraduate business students writing skills, the Fatal Flaw 

Policy. The Fatal Flaw Policy is shown next. Then, insights into the use of the policy are 

discussed.  
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The Fatal Flaw policy was applied to a written group report, that was submitted in three 

sections. On the initial submission, 9 of 15 papers were returned under the Fatal Flaw Policy. Of 

these only one was returned a second time. On the second submission, four projects were 

returned under the policy, and none were returned a second time. On the third submission, 

only 1 document was returned under the policy. The significant improvements, over three 

submissions, suggest that the Fatal Flaw Policy can be used to improve student writing. 

Although, the Fatal Flaw Policy shows promise as a method for improving student writing it has 

several limitations. These include testing using a group assignment, differences in the 

requirements for sections, and a single reviewer policy. More importantly, the policy was 

applied only to gross grammatical errors and not to other writing and style issues, limiting its 

impact. Future use of the Fatal Flaw Policy can be used to assess how impactful it is to improve 

individual writing and extend the policy to assess writing style as well as grammar.  
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Relevance to Marketing Educators, Researchers and Practitioners: The importance of 

written communication skills for business undergraduates is well documented. It is the most 

popular learning goal of AACSB accredited programs. However, undergraduates can't write. The 

Fatal Flaw Policy is an effective method for improving writing skills. 
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The Pros and Cons of “Starting from 
Scratch” Marketing Research as a Tool for 
Teaching the Marketing Research Process: 
Questions Related to Developing Team 
Cohesion and Maximum Participation 
Among Members  

 
George W. Stone, gwstone@ncat.edu 

ABSTRACT 
The importance of college student engagement in classroom instruction has long been 

considered an essential part of the college educational experience. Indeed, an Association for 

the Study of Higher Education (ASHE) 2007 report identified promoting student learning via 

student engagement as a national imperative. As most instructors understand, however, the 

larger the class size, the more difficult it becomes to engage students, particularly when using 

engagement exercises that require the simultaneous management of multiple groups (Taylor, 

Hunter, Melton, & Goodwin, 2011). Despite the importance of engaging students in education 

via student led projects, limited research exists to substantiate the effectiveness of requiring 

students to participate in original marketing research as a method of furthering student 

understanding of the marketing research process.  The purpose of this article is therefore to 

explore the effectiveness of including a group marketing research project as way to improve 

both overall student engagement as well as improve the student’s “take-away” from the 

course.  In addition to exploring the positive aspects of “starting from scratch research” where 

students design their own research agenda, the research will explore the various pitfalls 

associated with managing multiple groups. This abstract thus focuses on the author’s 

continuing efforts to integrate marketing research projects as a method of enhancing 

undergraduate marketing student learning experiences.  

 

A plethora of educational research (in the area of marketing instruction) includes team projects 

as an effective pedagogical tool for both teaching students the rewards of teamwork and 

serving as a method of material retention (McCorkle, Reardon, Alexander, Kling, Harris, & 
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Vishwanathan 1999).  As could be anticipated, however, team based projects possess a 

multitude of downsides that ironically include non-participation on the part of some group 

members resulting from scheduling and personality difficulties associated with working with 

one’s peers (Graeff 1997). Bridges (1999) provides one of the few articles specifically related to 

teaching a marketing research class, using the input/marketing research efforts of those 

enrolled in the class to promote student engagement that ultimately leads to improvements in 

the course itself.  In order to improve the quality of instruction and promote the learning 

experience for all students enrolled in the class, the author presents a number of different 

pedagogical approaches to instruction---with the central effort devoted to developing an 

assessment tool to determine whether incorporating original marketing research as a 

component of the course actually increases engagement for all students. Further, the research 

explores whether conducting original research adds to the overall learning environment for the 

typical marketing student. The current research thus intends to address the following 

questions:  

• Does participation in an actual, original marketing research project measurably contribute 
to student understanding of the marketing research process in general, and:  

• Do original marketing research projects increase student understanding of data analysis 
in particular? 

• What is the best method of measuring actual (as opposed to group evaluations) of student 
participation in the group process? 

• What is the best method of assigning students to groups?  

• What is the best way to reduce team conflict and ensure maximum participation among 
marginal students? 

• When to teach what? Should the marketing research project begin at the beginning of the 
course and proceed sequentially (i.e., after each section of the process has been covered), 
or, should the “lecture” portion of the class take place first and then commence with the 
actual project?  

Anecdotal results suggest that incorporating an original marketing research project as part of 

the course improves students’ understanding of the material, promotes student engagement, 

and provides utilitarian type motivation to the most engaged students because it provides an 

example to future employees of the student’s exposure to data analysis and report write-up 

(Dahl, Peltier, and Schibrowsky 2018). Initial evidence suggests that students who truly engage 

do value the experience and that most students do attempt to participate, regardless of their 

limited knowledge of the process and unfamiliarity with basic data analysis. Based on the 

author’s observation of student participation, those who are actively involved in completing the 

group project appear to perform better on written examinations covering similar type analysis, 

than students who fail to fully engage in the project.  
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Business Analytics Programs in Business 
School: What Can Marketing Do?   

 

Yanbin Tu, tu@rmu.edu  

  

Abstract  

Business analytics is popular new program worldwide. This paper introduces the business 

analytics programs offered by schools of business in USA. From one survey, among 94 AACSB-

accredited business schools, 60 schools offer business analytics programs. More details are: 9 

schools offer undergraduate programs; 21 schools offer both undergraduate and graduate 

programs, and 30 schools offer graduate program only. The core curricula of these business 

programs include three areas: 1) business core courses such as accounting, finance, marketing, 

and operation management; 2) data analytics courses such as statistics, data mining, data 

visualization, and data analytics); and 3) applied business analytics courses such as marketing 

analytics, accounting analytics, and student term projects. The purpose of business analytics 

education is to educate students to become 1) data scientist; 2) data analyst; and 3) data 

explorer. We discuss the data analytics programs offered by other schools such as computer 

science, engineering, and math schools, and suggest the position of business analytics offered 

by business schools. We also discuss the potential roles that marketing department can play in 

building business analytics programs with other disciplines, and recommend a path to better 

integrate marketing program with business analytics programs.    
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Learning Design and Activities to Engage 
Students: A Case Study 
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ABSTRACT 
Wireless technology enables user connectedness anytime and anywhere. Adoption of 

technology for pedagogy at higher education institutions is now the norm to achieve efficiency, 

convenience, and cost-savings for students, faculty, and the institution overall in order to gain a 

competitive edge in higher education. Especially, faculty have felt pressure to utilize relevant 

and up to date technology “as competition from online providers, MOOCs, and international 

institutions increases” (Loes, 2018). Based on a study conducted by the Center for Digital 

Education (2012), ninety percent of the participating institutions stated that they were 

encouraging instructors to pursue blended learning while eighty-eight percent stated they were 

not offering courses taught through a blended learning model (TeachThought Staff, 2018). On 

the student side, a 2017 Digital Study Trends Survey of 1,000 college students indicated that 

60% believed digital learning technology improved their grades, and over 61% agreed that 

digital technology was extremely or very helpful in preparing for exams (McGrawHill HigherEd).   

The first implementation of blended learning in a course goes back to the 1840s when Sir Isaac 

Pitman offered a distance course utilizing mailed materials to students and receiving them back 

for grading and providing feedback. In the 1960s and 1970s, main-frame computers replaced 

mail to deliver materials to users, and in the 1970s and 1980s, blended learning technology 

moved forward with TV-based technology through which professors could deliver lectures to 

multiple locations via the satellite TV network. The next decade was the introduction of CD-

ROM and the first version of Learning Management System (LMS) technology, followed by the 

first generation of web-based instruction. The start of the Internet enabled uploads of e-

learning materials with video, graphics and sounds as well as assignments and assessments 

(Pappas, 2015). Beginning in the 2000s, progressive advancements in LMS and video-

conferencing technologies enabled instructors to design blended courses to deliver, record, and 

upload online lecture webinars, hold online office hours, access interactive simulation cases, 

embed an online librarian, and use knowledge assessment tools including synchronous and/or 

asynchronous participation in discussion forums, assignments, quizzes and exams.   
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Technological advancement in ability to combine face-to-face and online learning experiences 

has also led to updates in the definition of blended learning. Blended learning in general terms 

is defined as “a style of education in which students learn via electronic and online media as 

well as traditional face-to-face teaching” (Dictionary.com). More specifically, it is “an approach 

to education that combines online educational materials and opportunities for interaction 

online with traditional place-based classroom methods. It requires the physical presence of 

both teacher and student, with some elements of student control over time, place, path, or 

pace” (Staker and Horn,  

2012).  

A blended course is typically designed to allow students to interact with: 1) the course material, 

2) instructor, and 3) other students. In order to implement a successful blended learning 

strategy, one first need to learn about its key ideas and values (Pappas, 2015). One of the key 

ideas for success in a blended course is that it requires flexibility and ultimately student control 

over time, path, and pace as Staker and Horn (2012) stated. 

This paper presents a pedagogical method that demonstrates a blended course design for a 

Principles of Marketing course utilizing Canvas as the LMS. It lays out the challenges and metrics 

to assess student success. It offers guidance to instructors on assignments, activities, 

embedding a librarian, and technology tools that help increase student engagement, success, 

enjoyment, and satisfaction.  
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rubric and assessment methods, and evidences of student success and perceptions of the 

blended course design. 
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Can You Please Speak into the 
Microphone?  Exploring Leaders in 
Marketing through a Podcast Assignment   

  
Michael A. Petrochuk,  mpetrochuk@walsh.edu  

  

ABSTRACT  
It is important to prepare marketing undergraduates to prepare for the future 

workforce.  While learning and applying marketing theories and concepts are important, it is 

vital for students to understand the soft skills to be effective marketers.  When revising the 

marketing capstone course, the focus toward advancing students’ work readiness became 

paramount.  As such, the course instructor took an innovative approach:  requiring students to 

develop a leadership podcast, using the university’s new podcast studio.  Each two-person team 

was required to identify a leading marketing leader within the area, develop a list of interview 

questions, interview the marketing leader, and then create a professional podcast (including 

bumper music and edited to required time horizon).  Podcasts were then branded through the 

university and uploaded to a new YouTube channel.  Based upon the professor’s review and 

students’ evaluations, the podcast assignment was a resounding success.  The podcasts have 

also garnered interest from the local business community.  The assignment is applicable in 

other marketing and business courses.   
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the soft skills to be effective marketers. While revising the marketing capstone course, the 

focus toward advancing students’ work readiness became paramount. As such, the course 

instructor took an innovative approach: requiring students to develop a leadership podcast, 

using the university’s new podcast studio. Each two-person team was required to identify a 

leading marketing leader within the area, develop a list of interview questions, interview the 

marketing leader, and then create a professional podcast (including bumper music and edited 

to required time horizon). Podcasts were then branded through the university and uploaded to 

a new YouTube channel. Based upon the professor’s review and students’ evaluations, the 

podcast assignment was a resounding success. The podcasts have also garnered interest from 

the local business community. The assignment is applicable in other marketing and business 

courses. 
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Academic Dishonesty: Then and Now, A 
Comparison  
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Background  
Questionable academic behavior, academic integrity or simply “cheating,” whatever the 

preferred terminology students/faculty chose to use, is a critical concern on college campuses. 

Questionable ethical behavior in academics is noted within early Chinese civilizations (Lang 

2013), thus what research has illustrated of cheating in today’s academic world should be 

nothing new nor surprising to faculty and students. A literature review of academic integrity 

demonstrates that cheating is not confined to the collegiate ranks. Studies have shown cheating 

occurs at the elementary age where during these formative years the parent is often tasked 

with trying to instill proper academic behavior for their child (Shellenbarger 2013, NPR News 

2013). Academic cheating occurs at the secondary high school level of education; this includes 

high school students attending high performing schools (Perez-Pena 2012, Selby 2019).   

Cheating at the collegiate level is demonstrated across all disciplines of collegiate education 

(Khalid 2015). As cheating occurs at all disciplines of college education, the question(s) of 

college students associated with the practice of cheating creates ethical and social concerns 

(Kaufman 2008).  Ethically, why do college students find it necessary to cheat, what motivates 

them to cheat, and how do they justify cheating as an ethically proper thing to do? Socially, 

what impact will academic cheating have on the social norms of hard work for high 

achievement, integrity and fairness in worldly dealings (Anonymous, University of Illinois)? 

Many questions surround the concept of questionable academic behavior.   

This research study provides the results from a survey of college students on the campus of a 

midsized university with multidiscipline degree offerings. The results of the study allow for 

comparisons of similar research study results from other universities or colleges, as well as, a 

comparison with the results of an earlier study from the same midsized university. The current 

study considers the technology available to students for purposes of cheating, whereas the 

earlier study displayed no results from a technological aspect.  Additionally, the results will 

assist in examining remedies for such unethical acts as academic cheating.   

The comparison study (Brown and McInerney 2008), examined the ethical rating of 16 

academic practices that might be considered unethical or academically dishonest in the year 

2006.  The study also asked respondents to provide their opinion on reasons why students 
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might engage in these behaviors by ranking various given reasons on a 5-point scale from not at 

all likely to very likely.  Reasons included items such as peer pressure and the need for a good 

grade.  While not addressed in the current study, the Brown and McInerney research did 

attempt to ascertain actual engagement by students in the dishonest behaviors.   

 Methodology  
A survey instrument was developed with various demographic and academic questions, such as 

GPA, student rank, credit hours enrolled in, employment status, etc.  The survey also included a 

section asking respondents to rate the level of ethicalness for academic practices used in the 

Brown and McInerney study along with 2 additional activities reflecting the use of newer 

technology now available to students.  The new items included were “using some type of 

physical or audible signaling to share information during an exam” and “sharing screen shots 

taken of an exam”. The survey also included a rating of reasons why students may choose to 

engage in these questionable practices, just as in the previous research.  See Tables 1 and 2 for 

survey items. The survey was electronically distributed to registered students via campus 

email.  

  

Results  
A sample size of 453 was obtained within a week of the initial email.  Of that, 72% were female, 

25% were male, with the remaining preferring not to answer or leaving the response blank.  All 

ranks from freshman to graduate student were represented with the majority GPAs reported in 

the 2.50 to 3.99 range. A majority of respondents reported residency in the United States (387) 

with a small amount (22) reporting to be international students.  

When examining the current data, it was found that female students, almost entirely, rated the 

academically dishonest behaviors as more unethical than the male students with statistical 

significance of .05 or less. The exceptions were the behaviors of “passing answers during an 

exam” and “turning in work done by someone else as one’s own”.  See Table 1.    

Table 1 also displays the differences in the previous ratings from the Brown and McInerney 

study with the current study’s ratings.  As can be seen, with few exceptions, the current ratings 

are significantly lower, or rated as more unethical, than ratings from the previous study.    

In examining possible reasons for engaging in the behavior, significant differences did occur 

between the 2006 and current ratings or means.  However, in the current study, there were no 

difference in means between male and female respondents. See Table 2.  
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Practice  2019 Mean*  2006 Mean**  Sig.    Male  Female  Sig  
Working with other  
students on an  
individual paper or  
project.  

3.20  3.00  .002    3.26  3.13  .008  

Using a false excuse to  
delay taking an exam or  
turning in an  
assignment  

1.82  2.31  .000    1.86  1.77  .003  

Copying off another  
student's exam.  

1.28  1.84  .000    1.29  1.26  .031  

Passing answers during  
an exam.  

1.27  1.27  .000    1.31  1.26  Ns  

Allowing another student  
to see answers during  
an exam.  

1.42  2.15  .000    1.49  1.38  .018  

Turning in work done by  
someone else as one's  
own.  

1.27  1.89  .000    1.34  1.24  Ns  

Using some type of  
physical or audible  
signaling to share  
information during an  
exam.  

1.33  N/A      1.43  1.27  .002  

Not citing resources  
used (plagiarism).  

1.89  2.25  .000    2.18  1.78  .001  

Having someone else  
check over a  
paper/assignment  
before turning it in.  

4.51  3.80  .000    4.32  4.56  Ns  

Citing sources in a  
bibliography that were  
not read or used.  

2.90  2.61  .000    3.08  2.81  .016  

Taking credit for full  
participation in a group  
project when a student  
did not do a fair share of  
the work.  

2.08  2.61  .000    2.30  2.01  .041  

Visiting a professor in  
his/her office to obtain a  
grade not deserved.  

2.28  3.16  .000    2.62  2.14  .002  

Having information  
programmed or saved in  
an electronic device  
(calculator, smart  
phone) when taking an  
exam.  

1.58  2.26  .000    1.85  1.46  .000  

Asking about the  
content of an exam from  
someone who has taken  
it.  

2.97  3.21  .000    3.27  2.82  .000  

Giving information about  
the content of an exam  
to someone who has not  
yet taken it.  

2.75  3.11  .000    3.11  2.57  .000  

Sharing screen shots  
taken of an exam.  

1.54  N/A      1.67  1.46  .001  

 Table 1: Ethical Level of Academic Practices  

*1 = Extremely Unethical, 5 = Not At All Unethical  
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** 1=Very Unethical, 5=Not At All Unethical  
 
Reason  2006 Means*  2019 Means**  Sig.    Male Means  Female Means  Sig.  
Difficulty of material,  
course, exam.  

3.74  4.01  .000    1.98  1.99  Ns  

The student does not  
have adequate time to  
devote to his/her  
studies.  

3.34  3.49  .000    2.56  2.50  Ns  

The student believes  
everyone does it, so  
he/she must to be  
competitive.  

2.59  2.98  .000    2.97  3.02  Ns  

The student wants or  
needs a high grade.  

3.90  4.27  .000    1.72  1.71  Ns  

The student feels no  
one is hurt by the  
behavior.  

3.23  3.77  .000    2.21  2.23  Ns  

The student feels there  
is a low risk of getting  
caught or punished.  

3.03  3.61  .000    2.49  2.34  Ns  

The student is under  
considerable pressure  
from peers to engage in  
the behavior.  

2.59  2.62  .000    3.46  3.35  Ns  

The student feels the  
material, assignment, or  
task is irrelevant.  

3.25  3.40  .000    2.51  2.68  Ns  

The student feels the  
instructor is indifferent.  

3.43  3.03  .000    2.82  3.04  Ns  

The student had the  
time but did not prepare  
adequately.  

3.70  3.92  .000    2.31  1.97  Ns  

Engaging in the behavior  
was a challenge or a  
thrill for the student.  

2.33  2.51  .000    3.54  3.44  Ns  

Table 2: Likelihood of Reasons for Participation   

*1 = Not at all likely, 5 = Very likely  
** 1 = Extremely likely, 5 = Not at all likely (reverse scored for analysis)  

Conclusions  
Although not the scope of this study, the actual practices of college students with regard to 

academic dishonest behaviors would be helpful, as well as faculty perceptions of dishonest 

behaviors.  That information, along with data currently collected, may help inform university 

policies and practices with regard to educating students on exactly what actions are considered 

to be academic dishonest, and how to avoid through better study habits, time management, 

etc., possibly in freshman orientation-type courses.  Additional research is planned to better 

understand how dishonest behaviors are perceived and used with various types of students 

(e.g. international, age cohort, employed), and faculty.  
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Relevance to Marketing Educators, Researchers, and Practitioners:  

Examining academic dishonest behaviors, comparing to past measures and adding 

measurements of new behaviors resulting from technological change, will allow faculty and 

students to become more aware of the ethical issues that arise, how and if there have been 

changes in academic dishonesty from past research, and allow for creating methods to educate 

students on how to prevent academic dishonesty. 
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Employers have complained about how prepared marketing graduates are for the workforce. 

This is because many students do not understand how material from one class connects to 

another. They also have difficulty communicating what they have learned to potential 

employers. Many graduates lack both the soft skills such as confidence and hard skills such as 

software knowledge that employers desire.   

Because of this, the marketing curriculum needs adapted in order to make sure students are 

equipped with the necessary skills they need to be workplace ready. One way to help guarantee 

students are ready is to create an entire marketing curriculum focused on engagement, 

experiential learning, student reflection and deliverables that highlight student learning. 

Although many individual marketing professors may incorporate projects into their class, a 

curriculum-based program would incorporate these projects into all classes, regardless of the 

professor teaching the class. By focusing on the entire curriculum, content will also no longer 

be presented in a vacuum but instead course material will be integrated between all of the 

marketing classes that students take in the program. Moreover, the content of one class is no 

longer presented in a vacuum, but rather course material is integrated between the various 

marketing classes that students might take.  This will help students bridge the gap between 

individual courses so that they understand the big picture.   

In order to create an entire marketing curriculum focused on experiential learning, three 

distinct steps are involved. These steps are as follows: Step 1: Experiential Learning Project 

Development; Step 2: Self-Reflection; and Step 3: ePortfolio Creation. In Step 1, the goal is to 

foster students’ creative, critical thinking, communication, and collaborative skills that students 

may face in real-world scenarios. Some examples of projects include creating a promotional 

plan for a real-world company, using role plays for real companies so students learn the steps 

of a sales call, and incorporating digital credentials such as Google Analytics Certification or 

Hootsuite Certification. In Step 2, students will not be just retelling their experiences but 

instead will focus on connecting these experiences within and across marketing courses. 

Students will also use the knowledge gained and showcase how it can be applied to new 
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situations. In Step 3, students will be creating a dynamic online portfolio to showcase the 

experiences they obtained both inside and outside the classroom.   

There can be some obstacles with the implementation of this type of program. For example, 

this program requires support from administration at all levels due to the smaller class sizes 

needed. Additionally, this type of program may require some software and training resources. 

However, by adopting this type of curriculum, marketing departments will help build student 

confidence, allow students to go outside of their comfort zone, and provide them with real 

world experiences to make them ready for their first career job.    

 

Keywords:  Engage, Experiential Learning, ePortfolio, Marketing Curriculum, Self-Reflection  

Relevance to Marketing Educators, Researchers and Practitioners:   Marketing departments 

are increasingly looking for ways to help students be more prepared for the workforce, 

especially since employers perceive students as being ill-prepared. One innovative way to 

overcome this dilemma is to create an entire marketing curriculum geared towards 

experiential, project-based learning. This curriculum would incorporate self-reflection and the 

usage of ePortfolios as well as these experiential projects in order to ensure that students can 

connect their experiences across marketing courses.   
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Course! 
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Abstract 
Social media marketing can be a challenging course to teach.  Faculty teaching this course must 

constantly strive to keep the course up to date.  There is a wide variation in the types of 

resources used to facilitate student learning as well as key learning objectives and assessment 

methods for this course. Tips for how to succeed in a social media marketing course are 

provided.  Exit interviews conducted in Spring 2019 also share additional insight on what 

students are looking for when taking this course.  Finally, suggestions are provided on issues 

needing more exploration and study for those involved in teaching and research in social media 

marketing. 

Introduction 
Social Media Marketing is not a run-of-the-mill marketing course. Those teaching it agree that it 

requires constant preparation and describe the course as one in “perpetual development.” 

(Munoz and Wood) Recent studies involving faculty responsible for the social media curriculum 

in undergraduate institutions identify multiple challenges in teaching a social media course.  

The first challenge involves the wide variations in course titles used.  Brocato, White, Bartkus 

and Brocato found while Social Media Marketing was the most common course title, other 

variations for this course include digital marketing, social media and internet marketing along 

with numerous unique course names.  Their study annotated 28 distinct course names from 90 

syllabi at 65 different schools. 

Munoz and Wood in their review of how social media has been integrated into the 

undergraduate curriculum identified additional challenges faculty face – namely, selecting 

material to deliver their course content.  A variety of textbooks are used, but two are cited 

most often – Social Media Marketing: Tuten and Solomon, and Social Media Marketing: A 

Strategic Approach: Barker, Barker, Bormann, Zahay and Roberts.  Not all faculty require a text 

(textbooks were only used by forty percent of the instructors in Munoz and Wood’s sample) 
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and many supplement the course with popular press articles, videos and experiential learning 

activities like exercises, certifications and presentations.  In a third study, Atwong advocates the 

merits of an action-learning approach through a social media practicum.  Atwong says students 

learn best when they are given an opportunity to work with social media platforms and 

technology in a virtual laboratory. 

The biggest challenge to teaching this course by far is the time and effort required to keep up 

with all of the changes. Munoz and Wood said 78% of respondents cited this as their number 

one challenge, followed by a lack of timely resources (22%) and third, a wide variation in 

student knowledge, skill and attitude (21%). 

Discussion 

This paper reflects on lessons learned from a seasoned teacher with more than a decade of 

experience teaching digital marketing courses for marketing majors and minors in the Business 

Program.   The focus of this paper will discuss how the Social Media Marketing course now in its 

third year at a Mid Atlantic University has evolved.   

The core of the course is built around a social media marketing plan and mini case studies 

focused on how companies are using social media to build their overall brand and drive 

business modeled around the course text: Social Media Marketing: A Strategic Approach, 2nd 

edition, by Barker, Barker, Bormann, Zahay and Roberts.  In addition to the text, the course is 

supported many industry trade newsletters and podcasts from the AMA, PRSA, Direct 

Marketing News, eMarketer, HubSpot and others.   

The social media marketing plan has gone through several variations.  Students have had the 

opportunity to study student incubator companies, local companies surrounding the university, 

a military sponsored organization, and national companies.  Some of the projects have involved 

competitions at the course level or across the Business School. New components have been 

added to the plan, one of the most critical is the creation of an infographic that can be used by 

the company on its social media platforms to promote brand awareness, push a new product or 

service, or promote a cause it supports.  Up until recently, mini case studies have been 

facilitated through the text, but future mini case studies will allow students to select their own 

examples of businesses engaging in social media activities.   

The course begins by discussing the significance of social media for businesses and consumers, 

as well as current trends and the differences between traditional marketing and social media 

marketing.  Early discussion areas in the course focus on topics related to the social media 

marketing plan such as how social media goals are different from business and marketing goals.  

The course also includes an in-depth discussion of personas and how personas can vary across 

social media platforms.  Team-based workshops in class allow students to identify and create 
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descriptions of personas for their company of study.  The core of the course examines key 

concepts and best practices for leading social media platforms including Facebook, Twitter, 

Instagram, YouTube, LinkedIn, blogs, and podcasts.  The course also shows students how to 

create an effective social media calendar for the social media plan.  Additional emphasis is 

placed on hashtags, emojis and social media content themes.  Final topics in the course include 

the role of social media influencers and ethical issues social media marketers face today.  “Hot” 

discussion topics relating to social media are dropped into the course to facilitate class 

discussion.  One topic in spring 2019, looked at how Fortnite is changing marketing as we know 

it with its tie to YouTube, eSports, influencers and Generation Z. 

Teaching this course and other digital marketing courses require passion and a constant desire 

to improve the course.  Instructors that share this vision will be successful.   
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Table 27: Ten Tips for Success for Keeping it Relevant in a Social Media Course 

  

1 Read and absorb everything! There are lots of ways to organize popular press articles.  

I have found it helpful to file by year, then by topic.  Find a system that works best for 

you, the key is to be organized so when you go to update your content you already 

have a head start on what might be relevant and new. 

2 Keep a record of all your online sources and begin with those sources each year you 

update your content for each topic.  Examples include sources like Statista and others. 

3 Follow the trends, from year to year and during the past five years. Relay key points to 

the class.  This helps to show key years where a trend really got started.  This type of 

exercise is great for discussion in class too! 

4 Incorporate subject matter experts where you can.  It doesn’t always have to be an in-

class speaker. It can be a Skype interview, a YouTube interview, a summary of a recent 

presentation by a professional speaker at a workshop and/or conference, etc. 

5 Follow companies that are movers and shakers on social media.  Make a note of any 

companies that are a good example and think about how you can integrate them into 

your lecture. 

6 Look to the class for those willing to share their experiences whether it be through an 

internship or part-time job.  You may even have a micro influencer in your midst, ask 

what they are currently doing in terms of social media.  This applies to your current 

class as well as past classes.   

7 Look for case studies and companies you can do a “mini spotlight” on for current 

cutting-edge topics and in class discussion.  I have created mini spotlights on Gen Z and 

YouTube marketing, National Geographic and Instagram, IHOP and IHOb, and the 

recent Facebook outage discussing why you shouldn’t put all your eggs in one basket 

when it comes to social media platforms. 

8 Tie your course content to the project and in-class work sessions so students have an 

opportunity to apply what they are learning.  Related to this point, set aside a full class 

period if you can where each team can have 15-20 minutes of one on one with the 

instructor to share challenges, a creative or two, and content themes prior to the class 

presentations. 

9 Share past examples of work from your students to inspire the current class.   

10 Be connected on LinkedIn to expand your resources.  Don’t be afraid to reach out to 

your network and ask for help. 
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Results 

This paper concludes with exit interviews from 29 students in the course from the spring 2019 

semester.  Students were asked to reflect on various aspects of the course.  The sample 

included 19 marketing majors, 7 marketing minors and 3 students in other related majors that 

took the course.  (Figure 1) All of the students in the course had taken the required pre-

requisite, Principles of Marketing and the majority of the students had taken consumer 

behavior and global marketing prior to this course. Several of the students had also taken 

market research and internet marketing.  This course is one of the most popular in the 

department (it closes within 48 hours following registration) and tends to be taken the 

semester prior to graduation or within a year from graduation along with other marketing 

electives. 

 

Figure 7: Student's Area of Study 

When asked what their favorite aspect of the course was, a variety of responses were given, 

but the response most commonly provided (8 of 29 students surveyed) was how the course 

focused on best practices and application.  They also liked examples as it furthered their 

understanding of key concepts discussed in class.  Several other responses centered around the 

social media platforms themselves. (Figure 2) 
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Figure 8: Most Like About the Course 

In terms of what to change (Figure 3), students shared a variety of responses mostly focused on 

“more” of some topic or activity they thought would benefit them such as smaller case studies 

that looked at how companies are utilizing different social media platforms and interactive 

hands-on activities where students could potentially run their own social media account.  Seven 

students in the course replied with “nothing”.   

 

Figure 9: What They Would Change 

The next two questions asked students what they would add followed by what they would drop 

in terms of course content.  What they would add was quite varied (Figure 4).  Students did 

provide several good ideas on where content could potentially be expanded or highlighted such 

as focused time on crafting captions on social media platforms, discussing how to vary content 

across different platforms to better reach the target persona, understanding how social media 
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innovators build their following and how a student might grow their personal account on Linked 

In and other platforms.  There was an interest in social media influencers, but the instructor 

attributes that interest to the fact that the class had just discussed the topic prior to the survey.  

The most interesting finding in this survey is that most students shared they would not drop 

any of the current topics in the course, and many additionally wrote next to this question that 

they found all of the topics relevant and helpful. This makes determining how to add small 

topics without taking out current topics a little more challenging, but perhaps some topics 

could be shortened to make room for more in-depth examples.  Several students did indicate 

that this would be helpful in an earlier section of the survey. 

What Students Said They Would Add Responses 

Tools to filter fraudulent influencers 1 

More on how companies find influencers 2 

Social media influencers - pros and cons & compensation 1 

Guest speaker on influencer marketing (someone successful in this area) 1 

Influencer marketing hub 1 

Selling products through Instagram 1 

Instagram audit 1 

A class where students update/create LinkedIn profile 1 

Entire chapter on LinkedIn 1 

How to grow your personal account 2 

More on captions and posts for different platforms 1 

Strategies on different platforms 2 

How to post the same thing across different platforms but differently 1 

Strategies based on company size 1 

Facebook promotions 1 
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Ask the class what social media platform they use the most & why 1 

Software & analytics 1 

Social media innovators (Those famous on social media) - How they built their 

following 

1 

Negative effects of social media 1 

How to repair a failing social media strategy 1 

Free speech in different countries & how that effects social media 1 

Social media for small & new business 1 

Starting a business or freelancing in social media management 1 

Marketing on apps 1 

Table 2: What They Would Add 

Conclusion 

Overall, students appear to be very enthusiastic about the course in terms of what they have 

learned and how they will use this knowledge following graduation.  A follow-up study will be 

conducted with summer term students asking a similar set of questions as well as their 

thoughts on the newly revised mini case study assignment that will allow students to create a 

case study of their own. 

Directions for Future Research 
Future research and exploration are needed on social media marketing as it applies to teaching 

at the undergraduate level.  It could provide multiple benefits including helping faculty better 

structure their courses, select teaching materials, and meet the needs of students as the 

industry continues to evolve.  Follow-up research could be conducted on the initial literature 

review studies to see if there are more commonalities in course titles, selecting the course 

textbook and in the types of topics discussed in a typical social media marketing course.  It 

would also be worth exploring if faculty are getting better at managing the workload for this 

course and what strategies seem to work best for keeping the course fresh and topical. 
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Introduction 
For many reasons, higher education institutions are moving in the direction of offering more 

course selections delivered in a hybrid format.  As this blended learning approach to courses 

has grown in popularity, professors are seemingly becoming more interested in determining the 

most effective method for delivering content.  The methods that instructors have for delivering 

content are numerous.  Instructors can utilize videotaped lectures, narrated PowerPoint 

lectures, YouTube content, lynda.com tutorials, web-based assignments and assessments 

provided by the publisher, and a host of other tools. Utilizing the right tools to engage our 

students is paramount, especially given the nature of the hybrid course where online learning 

often accounts for a large percentage of total learning.  The purpose of this exploratory study is 

to investigate student perceptions of two content delivery mechanisms that are used in the 

hybrid class format- lynda.com and YouTube. 

Abbreviated Literature Review 

Hybrid Courses 
Originating in the early 2000’s, hybrid courses (also sometimes referred to as blended courses 

or flipped classrooms), are those in which “traditional face-to face “seat time” has been 

replaced by online learning activities,” (“Hybrid Courses,”2019).  The face-to-face component 

and online component are designed to complement one another.    In general, students of 

hybrid courses are exposed to new concepts and information online prior to their regularly 

scheduled physical meeting.  This blended model of learning provides many advantages to both 

instructors and students alike. 

Hybrid courses are beneficial to instructors for many reasons.  Hybrid courses allow for more 

efficient use of face-to-face class time (Estes et al. 2014).  The University of Wisconsin at 

Milwaukee offers that hybrid courses also increase student engagement, increase student 

learning, provide challenging, new pedagogical approaches and teaching opportunities (“Hybrid 

Courses,” 2019). 
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In addition to providing many benefits to instructors, hybrid courses also provide some unique 

benefits to learners.  The majority of the college students that we currently teach are digital 

natives (born after 1985).  The research has shown us that digital natives prefer the Internet to 

view content (Duvenger & Steffes, 2012), making the hybrid course a particularly attractive 

alternative to sitting in a traditional classroom.  Additional benefits to taking hybrid courses 

include, flexibility, less social barriers, and less travel.   

Lynda.com 
Lynda.com is described as a “customizable learning environment”, with memberships from 40% 

of U.S. colleges and universities (“About Lynda.com” 2019).  Created by Lynda Weinman in 

1997, Lynda.com has over 3,500 courses available and claims to add around 60 more each 

month (“About Lynda.com” 2019).  Lynda.com provides instruction in many different 

disciplines, ranging from 3D+ Animation to Web Design and a host of other disciplines in 

between.  A search of the site utilizing the basic search term “marketing” yields over 14,000 

videos covering a myriad of topics and allows for the user to choose from a wide variety of 

courses, thus offering marketing instructors a number of items to supplement their 

coursework.  Lynda.com offers everything from short videos regarding a specific topic to a 

curated playlist of tutorials to assist one with a particular career path (for instance, sales 

manager).  Despite the number of colleges and universities who subscribe to this service, little 

to no research has been conducted to examine the efficacy of Lynda.com as a content tool.  

YouTube 
While originally created as a means of providing a source of entertainment content, YouTube 

has now become the world’s second largest search engine (Dogtiev, 2019).  In 2018, YouTube 

boasted a monthly viewership of 149 million users (Statista, 2018).   YouTube also reported that 

one billion hours of video was watched per day on its platform (YouTube).   

It's no surprise that the platform hosts a plethora of educational material.  Since its inception in 

2005, YouTube has been widely utilized in academia.   Many colleges and universities maintain 

a YouTube presence.  In addition, other organizations such as TED (www.ted.com) use the 

platform to distribute educational content. 

Snelson (2009,2010, 2011) explored the potential for YouTube in online education.  She found 

several benefits to utilizing the platform in an online learning environment.  Her research 

revealed that YouTube is beneficial for content management, providing free access to large 

quantities of public video and creating playlists which meet learning objectives. 

Buzetto-More (2015) studied student perceptions of the use of YouTube in online, hybrid and 

web-assisted courses.  She found that the use of YouTube enhances student engagement, 

particularly for fully online learners.  Her study outlined the need for additional research of 

http://www.ted.com/
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utilizing YouTube as an instructional tool, particularly when examining its relevance to course 

grades, student performance and course retention.  

Hypotheses Development 
Following the literature review, the following set of hypotheses were developed for exploration 

in this study: 

H1:  Use of Lynda.com as a content delivery mechanism enhances course instruction. 
H2:  Use of Lynda.com content increases student engagement. 
H3:  Use of YouTube as a content delivery mechanism enhances course instruction. 
H4:  Use of YouTube content increases student engagement. 
H5:  Use of Lynda.com increases student satisfaction with the course. 
H6:  Use of YouTube increases student satisfaction with the course. 

 

The hypotheses focus on the impact of content delivery mechanisms on engaging students in 

hybrid class formats, the efficacy of such mechanisms, their contribution toward providing a 

satisfying learning experience and also seeks to identify any differences in perception due to 

age and gender. 

Methodology    
This exploratory study was designed to examine student perceptions of the various content 

delivery mechanisms they encountered in their hybrid course.  A survey response tool 

(Qualtrics) was selected as the most efficient method to collect data.  Students will be asked 

questions to gather demographic information and information about their perceptions of the 

use of content delivery mechanisms used in their course.  The study has received Institutional 

Review Board (IRB) approval and will be deployed during the fall semester, 2019.   

Gathering data from students in the hybrid course will provide valuable insight as to the 

effectiveness of the various content delivery mechanisms that instructors have available for 

their use.  This information will factor into future pedagogical decisions made by instructors, 

departments and possibly even institutions.    

Participants 
Two sections of a Principles of Marketing hybrid course will be utilized.   Data will be gathered 

following the completion of the hybrid courses.  Students will be asked to voluntarily 

participate in a survey to assess four broad categories:  previous experience with hybrid 

courses, effectiveness of content delivery mechanisms to achieve learning goals, effectiveness 

of content delivery mechanisms to increase student engagement, and overall satisfaction with 

hybrid courses.  
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Measures 

Previous Experience with Hybrid Courses 
Previous experience with hybrid courses will be measured utilizing one open-ended question: 

“Have you ever taken a hybrid course?” 

Effectiveness of Content Delivery Mechanisms to Achieve Learning Goals 
Effectiveness of content delivery mechanisms (YouTube/lynda.com) to achieve learning goals 

will be measured using three items adapted from the literature (Buzzetto-More, 2015).  Items 

examine the following topics:  the use of content delivery mechanism (YouTube/lynda.com) to 

enhance the learning process, the use of content delivery mechanism (YouTube/lynda.com) to 

enhance understanding of course content and preference for the incorporation of content 

delivery mechanisms (YouTube/lynda.com) in future courses.  Students will rate each item 

using a 5-point Likert scale rating system ranging from 1 “strongly disagree” to 5 “strongly 

agree”.   

Effectiveness of Content Delivery Mechanisms to Increase Student Engagement 
Effectiveness of content delivery mechanisms (YouTube/lynda.com) to increase student 

engagement will be measured using two items adapted from the literature (Buzzetto-More, 

2015).  Items examine the following topics:  the use of content delivery mechanism 

(YouTube/lynda.com) to make the hybrid course more interesting, and the use of content 

delivery mechanism (YouTube/lynda.com) to increase engagement with course content.  

Students will rate each item using a 5-point Likert scale rating system ranging from 1 “strongly 

disagree” to 5 “strongly agree”.   

Student Satisfaction 
Satisfaction with the hybrid course and its components will be measured using a five-item scale 

adapted from previous studies found in the literature (Price, Arthur, and Paulie, 2016; Estelami 

2012; Klein, Noe, and Wang 2006; and Rivera and Rice 2002).  Questionnaire items examine the 

following topics:  overall student satisfaction with the hybrid course, satisfaction with the 

hybrid format, satisfaction with the use of YouTube as a content delivery mechanism, 

satisfaction with the use of lynda.com as a content delivery mechanism, and willingness to 

enroll in a future hybrid course.  Students will rate each item using a 5-point Likert scale rating 

system ranging from 1 “strongly disagree” to 5 “strongly agree”.   

Control Variables 
The researchers will also measure demographic variables to identify any differences in 

satisfaction.  Specifically, the following items will be measured:  age (<20, 20-24, 25-34, 35-44, 

>44) and gender (1= male, 2= female). 
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Data Analysis 
Data will be analyzed using IBM SPSS Statistics 22 for Windows (SPSS, Chicago, IL). 

Conclusion 
In conclusion, as hybrid course offerings grow, ensuring the utilization of engaging and effective 

mechanisms for delivering content to learners will be of the utmost importance.  We believe 

that our research will assist with bridging the gap regarding student perceptions of content 

delivery mechanisms used for hybrid learning.  Our results should provide valuable information 

to instructors, distance learning departments and administrators of higher education 

institutions.   
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Abstract  
This paper seeks to evaluate the relevance of the marketing curriculum by analyzing the career 

outcomes of students after they graduate.  Examining the job titles, firms and industries of 

marketing graduates can yield important information to educators as to whether the 

information and skills taught at the undergraduate level match the information and skills 

needed in the workplace.  A study of 219 graduates of a marketing program at a Pennsylvania 

state university finds that students end up in a wide variety of jobs, working for mostly small 

and medium sized enterprises, in industries that are slightly weighted toward the business-to-

business domain.  

  

Introduction  
 Because Marketing is a vocation-oriented degree, whether undergraduate business students 

choose to study marketing over all the possible majors from which they may choose is largely 

dependent on its perception as a degree that has value in the employment market.  It is 

conjectured that very few students choose to study marketing out of passion for the subject 

matter. If employers began to devalue marketing education as a precursor to employment in 

marketing-related fields, then interest in the discipline as a field of study would be expected to 

decline rapidly, and marketing educators would find themselves on the job market with few 

skills to leverage.  

As will be revealed in the subsequent literature review, the consensus among marketing 

researchers is that marketing as an academic subject is falling short in terms of its ability to 

deliver to employers students who are better prepared for workplace success compared to 

students who study other subjects.  However, there is wide disagreement as to exactly what 

the problems are, and even less agreement on the proper course of action to take to solve 

them.  It seems to many of us who have been at this for many years that students seem less 

prepared than ever in terms of their writing skills, analytical abilities, motivation and work-

ethics.  
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One of the authors of this paper recently attended a “pedagogical seminar” in which the first 

slide of the leader’s Power Point presentation had the headline “We Now Know What Works.”    

The author saw these words, correctly assumed they meant that the body of work in pedagogy 

has now yielded the educational magic pill (teamwork and collaboration, predictably) that will 

yield the long-sought outcomes educators have longed for.  His visceral response was to raise 

his hand and ask the obvious question: If collaborative learning is what works, and we have 

been doing it now for at least 25 years, why do the deficiencies we see in our students seem to 

be greater than ever?   

This is not to say the pedagogical literature is necessarily wrong.  Rather, it is to say that it is 

clearly biased toward collective rather than individual learning, and that it has become an echo 

chamber in which everyone is rewarded for coming to the same conclusions.  Thus, it is failing 

to adequately deliver solutions that will close the gap between what students are learning in 

colleges and universities and what employers expect from them. Under this backdrop, the 

present research seeks to provide some new insights that will help educators close the gap by 

taking a look at what actually happens to the arrows we shoot into the air.    

We are going to take a look at where they land.    

Literature Review  
The subject of “graduate employablility” and whether university programs are adequately 

preparing students for life-long careers in fields they will find rewarding and satisfying has long 

been a subject of academic research.  These studies tend to look at the subject more broadly 

than marketing faculty might, but they do have value in that there have been many theoretical 

frameworks developed that prescribe how to better prepare students for the workplace.  An 

early paradigm was introduced by Cotton (1993) who identified a collection of basic, higher 

order and effective employability skills required by employers. Cotton’s model categorized 

employability skills into three types: basic skills, higher order thinking skills, affective skills and 

traits.  Subsequent researchers criticized Cotton’s model as somewhat deficient because it 

failed to consider attitudinal attributes such as motivation and discipline (see for example 

Knight & York 2004).  

Cotton’s original framework spawned a number of subsequent models including the USEM 

Model, which is an acronym for  Understanding, Skills, Efficacy beliefs, and Metacognition (Pool 

& Sewell 2007) and the CareerEDGE model which combines five lower order factors, (career 

development learning, experience, degree subject knowledge understanding and skills, generic 

skills, and emotional intelligence) and socio/psychological factors such as self-esteem, self-

efficacy, and self-confidence (Pool et al 2014).  A final student employability model worth 

mentioning is the Journey of Employment Model (Jet) proposed by Copps & Plimmer 
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(2013).  The Jet model proposes that other models are too focused on short-term employment 

instead of long-term sustained employability, which includes quality of work and job 

satisfaction.  

There are a number of previous research papers that focus specifically on marketing student 

employability.  Wellman (2010) conducted a meta analysis on the employer expectations for 

marketing graduates in the United Kingdom.  His study found that, among employers, 

experience was somewhat more important than education as less than half of employers of 

marketing graduates required a college degree.  Also, only about 25 percent of employers 

specifically required a degree in marketing, suggesting that training in the discipline is not 

considered critical to success in the marketing field.  Among the most important competencies 

sought by employers were: communications, interpersonal relationships, information and 

communications technology, planning, self‐management, decision making and problem solving. 

The most important personal traits sought by UK marketing employers were: creativity, 

responsibility, initiative, determination and confidence.  

In a recent study, Ramos et al (2018) documented a somewhat more favorable view for 

marketing as they found no significant difference between the expectations of marketing 

undergraduate students and the expectations of employers in terms of what is needed to 

properly prepare for an entry-level marketing-related job.  Students and employers answered 

nearly identically when asked scale questions as the importance of (1) learning and innovation 

skills (creativity, critical thinking, collaboration); (2) technology skills (information literacy, 

media literacy); and (3) life and career skills (flexibility, initiative, social skills, productivity, 

leadership).  However, the fact that students and employers agree on what skills are necessary 

and important for a successful marketing career does not necessarily mean that there would be 

broad agreement as to whether students were adequately prepared in each of the categories 

studied.  

Down under, Australian researchers McArthur et al (2017) looked at marketing recruitment 

advertisements to ascertain what attributes were most demanded by employers.  They 

concluded that motivation, time management, communication skills, and digital marketing 

experience were the most sought after attributes by employers.  They suggested there is a 

“mooted gap” between the expectations of academics and those of employers because few 

academics would place motivation and time management at the top of their list of learning 

objectives they wish to instill in students.  

Anderson & Lees (2017) discuss the “employability challenge” in academia.  They point out that 

many marketing professors do not consider it their role to instill generic workplace skills or 

attributes.  Instead, they view the discipline as a science or social science that contributes a 

valuable body of knowledge to the magma of information available in the scientific literature.  If 
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this information has real-world applications, so much the better, but that should not be the 

main thrust of what it means to be a marketing academic.  Their research proposes that 

through innovative teaching practice, students can be taught the subject matter of marketing 

while at the same time acquiring the skills needed to succeed in the workplace.  

 A study that is of particular relevance to the present research is that of Cheng et al 

(2016).  Their research found that a large number of marketing graduates go to work for small 

to medium sized enterprises (SMEs).  However, the marketing curriculum -- which focuses on 

big corporate decision-making such as strategic planning -- fails to adequately prepare students 

for the kind of  decision-making that must be done by managers of smaller enterprises. The 

paper proposes that the marketing curriculum at universities shift from one that is focused on 

theory and models that best serve large corporations to one that is focused on problem solving, 

communication, leadership, networking and teamwork. In doing so, it not only adds to extant 

literature but also addresses a substantive issue from the perspective of the potential 

employers.   

To date, there is no published study that utilizes archival data about students after they 

graduate in order to evaluate whether their job responsibilities match the set of information 

and skills they learned as undergraduate students.    

The Study  
A dataset of 219 observations with four variables per observation was created by examining the 
Linked-In profiles of former marketing students of a marketing professor.  The students were all 
graduates from an AACSB-accredited business program at a state system university in eastern 
Pennsylvania.  The university is in a rural area located between the cities of Reading and 
Allentown.  It is a regional school which serves students who come mostly from within a 100-
mile radius, which includes the Philadelphia metropolitan statistical area.  Following are 
descriptions of each of the variables collected.  All of the students chosen for the study were 
degreed and employed.  Former students who were job-seeking or not yet graduated were not 
considered for the study.  
  

Frequencies of Words in First Word of Job Title  

WORD  NUMBER  FREQUENCY PCT  

Sales  24  11.0  

Marketing  19  8.7  

Account  13  5.9  

Assistant  10  4.6  

Operations  8  3.7  

Project   7  3.2  

Other  138  63.0  
Table 1  
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First Name In Job Title.  

The job titles of the 219 were observed, and in cases in which there were at least two words to 

the title, the first word was noted.  There were 22 cases in which the job title had a single 

word.  In those cases the cell in the spreadsheet was left blank.  There were 15 cases in which 

the job title had three words.  In those cases the researcher used discretion as to which word to 

place into this category.  As an example, if the job title was “Director of Marketing” then the 

title was changed to “Marketing Director” and the word “Marketing” was placed into this 

column.  As another example, if the title was “Assistant to the Director of Client Relations” then 

the title was changed to “Assistant Director” and the word “Assistant” was placed into the 

column.  The purpose was to have a list of “qualifiers” which would indicate the level in 

company hierarchy, or area of expertise of each graduate.   

Table 1 summarizes the number of responses and percentage of frequency for the most 

common terms used in the first word of job title.  

Frequencies of Words in Second Word of Job Title  

WORD  NUMBER  FREQUENCY PCT  

Manager  50  22.8  

Specialist  20  9.1  

Coordinator  19  8.7  

Representative  13  5.9  

Analyst  12  5.5  

Associate  11  5.0  

Consultant  11  5.0  

Executive  10  4.6  

Other  73  33.3  

  Table 2  

 

Last Name In Job Title.  

The job titles of the 219 were observed, and in cases in which there was one or more words to 

the title, the last word was noted.  There were a few cases in which the job title was changed to 

better reflect the type of job a graduate held.  Using an example from the previous variable, if 

the title was “Assistant to the Director of Client Relations” then the title was changed to 

“Assistant Director” and the word “Director” was placed into the column.  The purpose was to 

have a list of words which would describe the level of responsibility of each graduate.  

Table 2 summarizes the number of responses and percentage of frequency for the most 

common terms used in the first word of job title.  
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Employer.  

The name of the graduate’s employer was noted and placed in this column.  In the 19 cases in 

which no employer was noted, the column was left blank.  There were seven (3.5 percent of the 

cases with observations) profiles that showed the graduate to be self-employed.  There were 

only three cases in which more than one student was employed by the same employer.  For 

that reason there is no summary table for this variable.  The three companies that did have 

duplicates included a personnel accounting service that recruits for salespeople heavily at the 

university (4 students), a large local manufacturer (3 students), a television home shopping 

network based in this region (2 students) and a large, well-known insurance company (2 

students).  There were no other duplicates.  

The vast majority of the companies were regional small to medium-sized enterprises (SMEs) in 

a variety of industries.  

Industry.    

Each of the companies was evaluated and classified into industries based on the firm 

description found on the firm’s website.  The industries chosen were:  

Business Services. This category included any company that sold services ranging from software 

solutions, technical support, consultancy services to marketing/advertising within the business-

to-business domain.  

Consumer Services.  This category included any company that sold services ranging from 

professional sports, hospitality, gambling and cellular phone services within the business-to-

consumer domain.  

Finance and Insurance.  This category included banks, insurance companies, investment 

management firms, mortgage companies and lenders of all types, including three cases in 

which the students were employed by firms that specialize in refinancing student debt.  

Health Care.  This category included pharmaceutical companies, hospitals and health insurance 

providers.  

Manufacturing and Wholesaling.  This category included companies that manufacture both 

consumer and upstream goods, wholesalers and businesses involved in supply chain logistics.  

Media. This category included newspapers, radio stations, television stations and digital content 

providers.  Firms that offered media buying services or media content were placed in the 

Business Services category.  

Retail.  This category included any firm that offered goods directly to consumers, whether in-

person or online.  
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The majority of the sample (67 percent) was employed in one of these industries, as noted in 

Table 3.  Other industries that were observed included Defense (3 graduates), Education (1 

graduate), Government (3 graduates) and Transportation (2 graduates).  

Limitations  
This study is limited to 219 former students from one professor at one state university.  The 

ability to generalize the findings is therefore limited.  There is reason to believe that the 

findings may differ based on the nature of the institution of higher learning, region, college or 

university size, or professor.  The authors intend to broaden the study to include many more 

students, from many more professors, varying institutions, and more variables.   

Additional data collection would help to increase the external validity of our findings. As the 

professors are considered major change agents, it might also be fruitful to do a survey based on 

marketing professors. Also, a survey based on employers would also provide more nuanced 

understanding.   

Nothing in this study accounts for the impact of online marketing classes, which have become 

more popular. Future studies could explore the whether learning objectives related to career 

outcomes might be compromised by online versus traditional learning.     

Industry Frequencies  
  

INDUSTRY  NUMBER  FREQUENCY PCT  

Business Services  56  25.6  

Finance/Insurance  36  16.4  

Manufacturing/Wholesaling  24  11  

Retail  24  11  

Health Care  15  6.8  

Consumer Services  11  5.0  

Media  9  4.1  

Other  44  20  

Table 3  

  

Conclusion  
The key purpose of this research is to provide insights into how Universities are preparing the 

students for the job market. Specifically, we argue that marketing curriculum’s viability in this 

day and age will be dependent upon its ability to stay in tune with the job market in terms of 

developing the functional skills students will need in the workplace. As such, we recommend an 

adjustment of the marketing curriculum and content within individual classes based on our 
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understanding of the employment opportunities that exist. Marketing as a functional discipline 

is always evolving and there are continually new challenges to address; therefore, the 

marketing curriculum should focus on developing skills that will maximize the students’ 

potential for future success.  

The curriculum for the marketing program used in this study is typical of that which might be 

found in a state university.  Students are required to take a business core, which includes two 

basic accounting courses, a management information course, business law, business statistics, 

an international elective, principles of finance, principles of management, and principles of 

marketing.  Within the major, students are required to take three courses: Consumer Behavior, 

Marketing Research and Marketing Management; they also must choose three marketing 

electives which include Advertising Management, Media Management, E-Commerce, Personal 

Selling, Business Logistics and Marketing Ethics.  

Comparing the curriculum to the career outcomes, it appears there is a need to realign the 

curriculum to better prepare students for the careers they are most likely to enter into.  Given 

that only 16 percent of the students entered consumer-related fields, whereas 37 percent 

entered into business-to-business fields, it may make more sense to move Consumer Behavior 

into the elective category and elevate Personal Selling or Supply Chain Management into the 

required category.  Also, given the low number of analysts, specialists and consultants, 

Marketing Research seems to be of limited value in comparison to Marketing 

Management.  Perhaps it would be better to require Supply Chain Management, Personal 

Selling and Marketing Management, and move Marketing Research and Consumer Behavior to 

electives.  While some students did end up in advertising-related fields, it was not sufficient to 

justify two separate courses devoted to the subject.  Advertising Management and Media 

Management should be combined into a single course.  

Marketing remains a popular major and marketing related occupations are expected to 

experience continual growth. The enormous growth of social media and digital technology have 

also fueled marketing analytics related jobs across a wide variety of industries, within both the 

public and private sectors. One estimate (Bureau of Labor Statistics, 2017) showed that there 

are approximately 250K jobs associated with advertising, promotion, and marketing with an 

expected growth rate of 10 percent.  The question is whether the current marketing paradigm, 

with its focus on the 4 Ps and traditional methodologies for targeting markets, is relevant in the 

face of a digitalized universe in which products, pricing and distribution can be customized to 

each consumer, and promotion can be accomplished based on a consumer’s online behavior 

profile as opposed to demographics or attitudes.   

Another conflict between the curriculum and actual career outcomes is in the fact that the vast 

majority of students go to work for SMEs. Since smaller firms are likely to have less need for 
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strategic thinking and more need for practical skills, it implies a need to shift the focus away 

from “big picture” training in marketing strategy toward more practical knowledge about things 

like website building software, or how to use Google Analytics.  On the other hand, the fact that 

students go into such varied fields suggests that “big picture” thinking may be all that we can 

reasonably teach them, and that the specialized knowledge will have to come from the 

eventual employer.  Suffice to say that this is a conversation that needs to be opened.  

Given the wide variety of occupations and industries represented in the data, it presents a 

challenge for educators to revamp their curricula in a way that will be more relevant to 

students.  More emphasis on entrepreneurship may help students to forge their own paths 

rather than depending on a conventional approach. Consider a recent marketing associate: he 

or she may be called upon to perform a number of tasks ranging from updating a website, 

developing a video for a Kickstarter campaign, navigating the waters of SEO (Search Engine 

Optimization)/SEM (Search Engine Marketing), designing marketing promotional messages, 

calling on business clients and potential clients, analyzing information and writing reports, and 

presenting information to a group. Prioritizing what information and skills are most and least 

important is a daunting task, but imperative for various university stakeholders: students, 

employers, professors, administrators, and advisory boards.    
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Abstract 
It has been argued that entrepreneurial marketing is a comprehensive construct that integrates 

the disciplines of entrepreneurship and marketing.  As such, entrepreneurial marketing differs 

from traditional or conventional marketing in that it is characterized by simplicity and 

informality (e.g., Carson, Cromie, McGowan, and Hill 1995).  Entrepreneurial marketing is 

particularly important for small- and medium-sized business, and especially for firms founded 

and managed by minorities. 

Jones and Rowley (2011) have characterized entrepreneurial marketing as consisting of four 

interrelated orientations—innovation orientation, entrepreneurial orientation, market 

orientation, and customer orientation.  The present research focuses on customer orientation 

in the Jones and Rowley characterization in the context of minority entrepreneurship.  Minority 

entrepreneurs face a relatively unique market/product strategy:  They can initially or solely 

focus on a particular (minority) market niche, which is often called an “enclave strategy.”  Or 

they can follow a “mainstream” or “dominant” market strategy wherein they ignore a particular 

(minority) market niche and attempt to serve a broad-based market (e.g., Basu 2011; Ndofor 

and Priem 2011) different from their own ethnicity or race.   

In other words, in a traditional enclave strategy minority entrepreneurs direct their marketing 

efforts to a niche market assumed to consist of entities (people or organizations) like 

themselves.  Thus, their customers are minorities.  In a traditional dominant strategy minority 

entrepreneurs do not limit their marketing efforts to a minority group but instead direct their 

marketing efforts to nonminority groups (e.g., the “general market”).  Hence their customers 

are not (only) minorities.  Of course, while these two archetype strategies are extremes, there 

is a “compromise” marketing strategy wherein a minority entrepreneur pursues both enclave- 

and dominant-markets (i.e., a hybrid strategy).  Customers of these minority entrepreneurs 

would consist of a mixture of minority and nonminority customers.  

Hispanics constitute the largest ethnic minority in the United States whereas Blacks constitute 

the largest racial minority.  Although numerous studies have been conducted that address the 
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unique issues that these minority entrepreneurs face (e.g., Bates 2011; Hisrich and Brush 1986), 

to date no research has compared the customer orientations of Hispanic and Black 

entrepreneurs.  Specifically, the present study was motivated by three research questions: 

• Are the customer orientations of Hispanic and Black entrepreneurs similar or 

different? 

• If so, besides minority status, do any firm or entrepreneur characteristics relate 

to the respective customer orientations? 

• Is there a relationship between customer orientation and (perceived) business 

performance? 

To answer the three research questions, random samples of Hispanic and Black entrepreneurs 

in a state with significant concentrations of Hispanics and Blacks were mailed questionnaires 

from a university. The questionnaires were developed following standard protocols including a 

focus group interview, consultation with experts and survey pretesting.  Following two 

questionnaire mailings and a reminder postcard to the samples of Hispanic-owned and Black-

owned firms, 2,628 valid responses were obtained.  Final responses represented 2073 Mexican-

Hispanic entrepreneurs (approximately 17 percent of the Hispanic firms surveyed, 62 percent of 

the valid responses, and 84 percent of the Hispanic individuals returning completed 

questionnaires) and 555 Black entrepreneurs (approximately 9 percent of the Black firms 

surveyed and 58 percent of the valid responses).  Criteria for inclusion were:   (1) the survey 

participant had to have started his or her firm (i.e., be an entrepreneur) and (2) the survey 

participant’s firm had to have two or more employees, including the survey participant.  Thus, 

non-entrepreneurs (e.g., those individuals purchasing their firm from someone else) and 

entrepreneurs who were solo practitioners who responded were excluded from the present 

study.  

In addition to containing background and foundational questions about the survey participants’ 

demographic characteristics and selected questions about the survey participants’ firms, the 

questionnaires contained two focal questions. 

FQ1: The majority of the customers of your business are: 
__ Primarily non-Hispanic/Primarily Black 
__ Equal mixture of Hispanic and non-Hispanic/Equal mixture of Black  
              and non-Black 
__ Primarily Hispanic/Primarily non-Black 
 
FQ2: How does your business perform compared with others in your industry? 
Responses were captured by means of a five-point rating scale anchored by “much less 
profitable” and “much more profitable,” with a middle category “about average.”   
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Comparison of the Hispanic and Black entrepreneurs surveyed revealed the following (p<.01 for 

all Chi Squares): 

 

• Twenty-three percent of Hispanic entrepreneurs were females as compared to 
30 percent of the Black entrepreneurs. 

• The Black entrepreneurs perceived themselves as possessing significantly greater 
business skills than did the Hispanic entrepreneurs (based on eight separate 
skills). 

• Black entrepreneurs reported possessing more formal education than did 
Hispanic entrepreneurs. 

• Hispanic entrepreneurs reported more years of business experience than did 
Black entrepreneurs. 

• On average, the firms of Hispanic entrepreneurs had significantly more 
employees and had been in existence longer periods of time than the firms of 
Black entrepreneurs.  

There were no statistically significant differences in ages of the Hispanic and Black 

entrepreneurs.  

The self-reported customer orientations of the two groups of entrepreneurs differed 

significantly, as did the employee compositions of the entrepreneurs’ firms.  For example, as 

shown below, Hispanic entrepreneurs were somewhat less likely to focus on non-Hispanic 

customers than were Black entrepreneurs to focus on non-Black customers.  Moreover, 66 

percent of the employees of the Hispanic entrepreneurs’ firms were Hispanic, whereas 41 

percent of the employees of the Black entrepreneurs’ firms were Black.  As might be expected, 

there was a significant relationship among minority status of the entrepreneur, customer 

orientation, and employee status.    

 

Customer Orientation               Entrepreneurs 
                Hispanic     Black   

Primarily Hispanic/Black      25%       12% 

Equal Mixture        46%       39% 

Primarily non-Hispanic/Non-Black     29%       49% 

Other illustrative significant relationships involving customer orientation include the following: 
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• Although there were significant pairwise relationships respectively between the 
number of employees in a firm and an entrepreneur’s ethnicity/race and (1) the 
number of employees in a firm and (2) customer orientation, there was no 
relationship between the number of employees in a firm and customer 
orientation when taking into account entrepreneur ethnicity/race. 

• There was no relationship between customer orientation and level of education 
when taking into account the ethnicity/race of the entrepreneurs surveyed.  

• There was no relationship between customer orientation and the entrepreneurs’ 
experience in their business, regardless of an entrepreneur’s ethnicity or race. 

• Even though there was a marginally significant relationship between minority 
status and entrepreneur gender, there was no relationship between 
entrepreneur gender and customer orientation. 

• Although there was a significant relationship between when an entrepreneur’s 
firm was originally established and entrepreneur minority status, there was no 
relationship between this length of time and customer orientation when 
ethnicity/race was controlled.  

 

While the Hispanic entrepreneurs perceived their business to perform significantly better than 

did the Black entrepreneurs, there was no relationship between success perceptions and 

customer orientation.  Indeed, of the variables studied, ethnicity/race was the best predictor of 

perceived business performance whereas education was the second-best predictor.  Customer 

orientation, either alone or in combination with other variables, was not significantly related to 

perceived business performance.  Fifty-four percent of the Hispanic entrepreneurs and 43 

percent of the Black entrepreneurs rated their business performance “about average” (i.e., they 

used the mid-point of the performance scale). 

With respect to the three research questions, the results yield important insights: 

1. Are the customer orientations of Hispanic and Black entrepreneurs similar or 
different?  The answer is a conditional “they differ.”  Although the groups 
possessed different customer orientations, notable percentages of each group 
respectively pursued enclave, dominant, and hybrid customer orientation 
strategies.  Thus, it appears that the customer orientation strategies of the 
minorities studied are more complex than as frequently conceptualized in the 
marketing literature.   

2. If so, besides minority status, do any firm or entrepreneur characteristics relate to 
the respective customer orientations?  While the customer orientations of the 
Hispanic and Black entrepreneurs were somewhat different, few of the variables 
studied related to a specific orientation.  This reinforces the notion that 
customer orientation strategies of minority firms are more complex than 
currently conceptualized in the marketing literature. 
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3. Is there a relationship between customer orientation and (perceived) firm 
performance?  Interesting, “no.”  This finding corroborates the notion that 
business success may be in the eye of the beholder and/or that it can be 
achieved by means of different customer orientation strategies. 

For the relationships above where there were differences (1 and 2 above) ANOVA results 

indicated that the relationships were statistically significant at a level of p<.01.  

One goal of the SBA and other organizations is to help entrepreneurs thrive.  This research 

indicates that demographic compositions, business perceptions and marketing strategies 

(targets), as well as business perceptions, do differ by minority group.  Improving 

entrepreneurial marketing and entrepreneurial business performance is not simply a matter of 

helping “minorities”, it is a much more sophisticated task requiring an understanding of the 

minority entrepreneur.  This research contributes by being the first of its kind into 

entrepreneurial marketing strategies with the most extensive Hispanic database collected for 

this purpose. 

As is true of most exploratory research, this study raises additional questions that can direct 

future research.  For instance, additional variables, both entrepreneur-related and firm-related 

measures, should be investigated regarding relationships with customer orientation, and 

customer orientation itself should be explored further regarding such constructs as market 

orientation, innovation orientation, and entrepreneurial orientation.  Simultaneously, while the 

present research developed one of the largest and most geographically dispersed sample, it 

does have limitations, such as the use of a single scale to measure perceived business 

performance. 
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Habit and Sodium Major Factors for Seniors 
in Restaurants 
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ABSTRACT 
Restaurants are always seeking to better understand their customers. As the population of 

senior citizens (65+) continues to grow in the U.S., they represent a significant customer group 

for restaurants. In order to better understand this group, focus groups were conducted to 

explore the factors affecting the restaurant food choices of Seniors. At the same time, Moms 

(women with at least one child 10 or under) were studied. Several interesting differences 

between the groups emerged. When presented with health information (calories, fat grams, 

fiber, and sodium), Seniors were influenced by the sodium level while Moms were most 

interested in calories. Both Moms and the female Seniors showed themselves to be caretakers 

for others’ food choices. The Senior women were focused on helping their husbands to manage 

health concerns; Moms sought to influence both husbands’ and children’s food choices. 

Another big difference from the study was that Seniors were strongly influenced by habit. They 

enjoyed consuming the same foods multiple times and often would go to the restaurant chain 

in this study for particular foods, ex. soups, which were offered on certain days. Examining 

differences like these will help restaurants to better satisfy customer groups such as Seniors. 

Keywords: seniors, restaurant food choices, sodium, habit, health information, decision-

making. 

Relevance to Marketing Educators, Researchers and Practitioners:   Restaurants are faced 

with more and more competition and are also being pressured to assist with other initiatives 

such as the increasing health crisis in the U.S. Better understanding what motivates customers 

will enable restaurants to provide more satisfying experiences to customers. As the U.S. 

population continues to age, attracting seniors is very attractive to restaurants. Also, seniors 

face many health issues and learning how to assist seniors with making healthier decisions can 

be very useful to restaurants, agencies, and other stakeholders.  
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ABSTRACT 
Since the start of this millennium, the developing countries of the world in general, and Asian 

giants, India and China in particular, have disrupted the economic and social structure nurtured 

by the Western powers in the previous century. These developing countries, renamed as 

emerging, and freed from centuries of colonialism and isolation, have started to realize their 

potential, and have carved a stronger position for themselves in the global business arena. 

Multinational organizations, western governments, and other major investors, have played an 

important role in this regard. In recent decades, they have flocked to these emerging countries 

and have directed their efforts to the middle-income groups in order to capitalize on the 

opportunity afforded by market reform initiatives. As a result, the middle income segment in 

emerging countries has witnessed unprecedented growth and higher standards of living during 

this decade. However, in recent years, rising income disparity within nations and growing social 

unrest in their masses, has forced governments, businesses and NGOs to pay attention to the 

poorer segments realizing that global poverty threatens global security and overall global 

wellbeing. This segment of low-income population as a potential consumer, supplier, employee 

and entrepreneur, represents this century’s biggest opportunity. 

Prahalad and his colleagues presented the concept of searching for business growth and 

profitability in the base of the pyramid segment in a couple articles between 1999-2002. Since 

then the topic has drawn growing attention among the academia, practitioners and policy 

makers over the last two decades. There have been both proponents (such as London 2009) 

and critics (such as Karnani 2007) in the debate of whether MNCs should be searching for a 

fortune at the BOP segment. The BOP research has also grown overtime to respond to the call 

for a more encompassing perspective on poverty and BOP business initiatives (Kolk, Rivera-

Santos and Rufin, 2014). The socially inclusive business literature (e.g. Arya and Salk, 2006; 

Mair, Marti, & Ventresca, 2012) emphasizes the impact of business through the engagement of 

the BOP segment as suppliers or producers, not merely of labor but also of commodities and 

other types of inputs. Research from the social entrepreneurship literature has also presented a 

variety of hybrid enterprise models that produce both social impact with profitability (e.g. 

Dacin, Dacin & Matear, 2010). 
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According to World Bank’s Poverty and Shared Prosperity Report (2018), the world has 

collectively made great progress in reducing extreme poverty over the past quarter century. 

However, in many countries, the bottom 40 percent of the population is being left behind. In 

some countries, the living standard of the poorest 40 percent is actually declining (World Bank, 

2018).  Half of the global population living in extreme poverty in 2015 can be found in just five 

countries, and India being one of the top of the list (World Bank, 2018). China market reforms 

starting in the late 1970s helped generate rapid economic growth and led to a substantial 

increase in living standards and a marked decline in extreme poverty. However, over 43 million 

people still live on less than 2,300 yuan (US$350) a year and roughly 40 percent of the 

population, around 500 million people, get by on less than US$5.50 a day (Chow, 2018).  Both 

India and China offer excellent context to further our understanding on BOP initiatives. 

This study adopts a holistic cross-sector partnership framework (see Figure 1) and focuses on 

how MNCs and other stakeholders, can harness the BOP ecosystems of these two BRIC nations, 

China and India, for competitive advantage in their global marketing efforts. The lessons 

learned can be applied to serve the BOPs of other emerging economies of Asia, and the Middle 

East, Africa, and Latin America.   

Figure 1 
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ABSTRACT 
The rise of India as a potential economic and political power has attracted a great deal of global 

attention. With about 1.5 billion people and rapidly growing affluence of the upper and middle 

classes, India is an important market for global companies. At the same time, it is also home to 

rapidly emerging domestic brands that are beginning to compete globally. The purpose of this 

research is to investigate the emerging competitiveness of key brands in India as they evolve 

from “Indian” brands to global brands.  

The analogy of brands such as Sony, Honda, Toyota and other brands emerging from Japan can 

be used to further clarify this point. Although, all these companies are Japanese, the brands are 

not commonly labeled as “Japanese” brands – they are global or world brands. In fact, 

American consumers closely identify with these brands and some of the companies (e.g., 

Toyota) even have manufacturing facilities in America. Similarly, “American” brands such as 

Coke, IBM, Disney and Apple are in demand all over the world and have a presence in a large 

number of countries. There is a point in time and place when strong brands shed their regional 

or national identity and become global players. Indian brands have been at such a juncture over 

the last ten years. 

Emerging competitiveness of Indian brands influences consumers in America. For example, the 

Indian company Mahindra and Mahindra, which manufactures tractors (among other things), 

has rapidly made inroads in the US market and has posed a threat to established brand names 

such as John Deere. The Indian Hotel brand purchased the famous Ritz-Carlton in Boston and 

renamed it Taj Boston. Strong brands such as Infosys, Tata, and Reliance have emerged as 

global outsourcing powerhouses and have, until recently, had a profound impact on the IT 

sector in US. 

Qualitative case study methodology has been employed for this research. Branding in the 

Indian context offers unique challenges. However, there is relative paucity of conceptual 

research in this area. Purposive sampling has been used to identify five Indian companies that 

are on Forbes 2018 List of The World’s Most Innovative Companies. Data has been collected 
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through documentary research utilizing annual reports, sustainability reports, company 

websites, published periodicals and journal articles. 

This study sheds light on how a select breed of Indian companies is changing the dynamics of 

global competition by capitalizing on their strengths in domestic markets and leveraging their 

strong brands in the international arena. During their process of evolution from domestic to 

global brands these MNCs have leveraged both, country-specific as well as firm-specific factors 

to build competitive advantage over their rivals. Country-specific factors include easy 

availability of a pool of talented and educated professionals at low cost. Firm-specific factors 

include competencies in design, management and product, process as well as distribution 

innovations. Multiple strategies for global expansion and building brand equity are being 

employed. These are: establishing primacy at home and expanding abroad, acquisition of 

offshore assets, and expansion through new product development and innovations. 

Keywords: Global brands, brand equity, competitive advantage, Indian brands  

Relevance to Marketing Educators, Researchers and Practitioners: The rise and growth of 

Indian brands is a relatively new phenomenon and this research has the potential to make a 

significant contribution to the literature and enhance marketing knowledge in two areas; (i) 

global branding and (ii) brand equity in the Indian context. Brand managers who want to 

capitalize on the equity of their brands can gain valuable insights into the effectiveness of 

various strategic alternatives examined in this research. 
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ABSTRACT  
When it comes to m-commerce, China outpaces the United States, and it’s not even close. 

According to a recent Interactive Advertising Bureau (IAB) study, Chinese digital shoppers are 

nearly twice as likely to make a mobile purchase than those in the U.S. As of 2016, 70% of 

digital purchases in China were executed through a mobile device. In China, mobile is now the 

fastest growing shopping channel, forecasted to see a compound annual growth rate of 12% 

over the next four years, while desktop shopping will grow at only 4% over the same period.   

One of the factors boosting the m-commerce market in China is the popularity of mobile 

payment. While the U.S. mobile shopper has been hesitant to abandon their credit card 

payment method, Chinese m-commerce consumers are adopting cashless and mobile payment 

methods at a faster rate than the rest of the world. Whereas U.S. consumers are concerned 

with online security and possess lower levels of m-commerce trust, Chinese digital users 

embrace the convenience and ease of payment m-commerce provides. This mobile-first 

consumer behavior in the Chinese market has been found to be most prevalent among younger 

digital shoppers.   

By using a comparison approach, this study examines young Chinese digital consumer m-

commerce trust and security concerns with their U.S. counterparts. With two years (2017-

2018), we recruited 1114 college students in U.S. and 639 college students in China and 

conducted online-based survey to test hypotheses.   

Hypothesis 1: U.S M-Commerce consumers are more likely to possess high levels of online 

security concerns than Chinese M-Commerce consumers   
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Hypothesis 2: U.S M-Commerce consumers with high levels of online security concerns are 

more likely to rate M-Commerce trust lower than Chinese M-Commerce consumers with low 

levels of online security concerns.  
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Relevance to Marketing Educators, Researchers and Practitioners: In this research, we aim 

to research and analyze the growth of M-commerce in the United States and China.   
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ABSTRACT 
E-commerce businesses have become popular all over the world including Thailand. Due to the 

convenience and time saving nature, consumers increasingly tend to buy things more from e-

commerce platforms instead of from brick and mortar stores. The purpose of this study is to 

find how trust of customers influences the online purchasing intention toward one of the 

popular e-commerce platforms in Thailand. Since Thailand's e-commerce industry is becoming 

highly competitive, it has become more important for businesses to know the effect of 

customer’s trust on online purchasing intention to achieve sustainable market share. Therefore, 

the researchers aimed to study the factors influencing online purchasing intention of customers 

towards a leading online shopping website in Thailand.   The researchers collected 400 

questionnaires from the customers who have experienced purchasing product from the e-

commerce website. The researchers find the influence of perceived risk, guarantee return 

policy, perceived image of website, transaction security, consumer database safety and trust on 

the online purchase intention as the dependent variables. The descriptive analysis is applied for 

the demographic factors, where both Simple and Multi Linear Regression are used to analyze 

the hypothesis testing. There is positive influence on trust by guarantee return policy, perceived 

image of website and consumer database safety. The online purchase intention is also strongly 

influenced by trust. 

Introduction 
Today´s 21st century is becoming more interconnected and is changing our shopping behavior. 

Ever since the last two decades, people tend to buy things more on e-commerce platforms as it 

is more convenient and less time consuming than traditional shopping. Sahney et al. (2013) 

pointed out that a change in the consumers ´mindset of purchase made from a physical store to 

online buying, the industry has witnessed the ever-increasing volumes of online transactions. 

The lack of trust in online transaction has been regarding major drawback in processing 

transactions for the customer nowadays. Ang and Lee (2000) remarked that the websites which 
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does not gain the consumer’s trust, cannot create the online purchasing intention. It becomes 

crucial to understand and manage the dynamics of consumer behavior which can be analyzed in 

terms of behavioral issues (Morgan and Hunt, 1994; Mukherjee and Nath, 2003; Coulter and 

Coulter, 2002; Constantinides, 2004). According to the study of Sahney et al. (2013), online 

trust has the significant correlations with guarantee return policy, perceived image of website, 

transaction security and consumer database safety. The perceived risk for purchase online 

reduces the trust leading to online transaction. (D’Alessandro, Girardi and Tiangsoongnern, 

2012). Hsin and Wen (2008) found out that the dependency between perceived risk and trust is 

reciprocal even though the two factors influence the online purchasing intention. 

In this study, the researchers focus on the online purchasing intention towards Lazada.co.th 

Thailand, which is the largest online shopping website in Thailand. Lazada.co.th creates an easy 

platform for customers to shop online conveniently by providing website, mobile application, 

payment systems and logistics with strong secured policies. The researchers focused 

demographically on working people who have experienced shopping with Lazada.co.th in 

Thailand. The survey took place at four A-graded office building namely, AIA Sathorn tower, 

Sarthon Square, Bhiraj Tower and G Tower, from the central business districts of Bangkok 

where the highest number of working people can be found. The researchers chose Lazada´s 

platform because they are market leader with the largest market share in Thailand. According 

to the record of the Top Ecommerce Sites and Apps in Thailand (2018), Lazada.co.th has 43.51 

million visitors in Thailand 10/18 and regarded as the most visited B2C e-commerce platform in 

2018. According Thailand Investment Review, A Haven for Savvy Investor (2015), Lazada.co.th is 

cited as an outstanding achievement, in particular when considering that 99% of the society in 

Southeast Asia favor the retail stores instead. Lazada.co.th has made purchasing easy and fun 

for the Thai customers with user friendly website and Mobile application. Therefore, it is 

important for Lazada.co.th to maintain their customer’s intention to purchase online from 

Lazada.co.th website to uphold its current position in the market. This study is to investigate 

the factors affecting online buying intention in e-commerce towards Lazada.co.th. The 

independent variables applied in this study are perceived risk, guarantee return policy, 

perceived image of website, transaction security and consumer database safety. 

 

Research Objective  
The researchers would like to examine the important factors for their influences on online 

purchases intention towards Lazada.co.th. The specific objectives are 

1. To study the influence of perceived risk, guarantee return policy, perceived 
image of website, transaction security and consumer database safety on trust. 

2. To investigate the influence of trust on online purchase intention 
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Theory 

Online Purchasing Intention 
Mirabi et al. (2015) said that purchase intention is the impulse to buy a particular product in a 

particular purchasing environment. Shah et al. (2012) provided a comparable definition 

declaring that purchase intention is a choice-making procedure that shows the motive why 

customers purchases a particular product. Moreover, the researchers added that making a 

purchase decision is a complicated process. Ghosh (1990) stated that purchase intention is an 

important predictor for buying process of consumers. Online purchase intention is defined as 

the construct that encourages the strength of a customer’s intention to purchase online 

(Salisbury et al., 2001). According to Close and Kukar-Kinney (2010), online purchase intention 

came from purchase intention. Meskaran et al. (2013) defined online purchase intention as the 

customers’ readiness to purchase through the internet. 

Trust 
Online trust is a belief that the online seller can be trusted and it is a feeling of confidence and 

security towards the online transactions (Sahney et al., 2013). Gefen (2002) discovered that 

trust is the result of costumer’s beliefs of benevolence and integrity towards the particular e-

commerce vendor. Trust or lack off it, can create a vital physiological barrier for consumer to 

try or adopt new technologies and shopping behavior (Fukuyama, 1995; Egger, 2000; McCole 

and Palmer, 2001) And the consequence of this is the noteworthy for the importance of trust 

towards an e-commerce platform. 

Perceived Risk 
Perceived risk is a method to explain customer´s behavior in the decision-making process after 

1960s (Hsin and Wen, 2008). Mitchell (1999) advised that perceived risk is a powerful at 

explaining consumers’ behavior because consumers are more often motivated to avoid 

mistakes than to maximize utility in purchasing. Nowadays perceived risk is defined to 

particular varieties of product, financial, social, physical, psychological, performance and the 

time when customer make transactions online that involve risk. (Boksberger et al., 2007; Chang, 

2008; Corbitt et al., 2003; Lim, 2003; Mitchell, 2001; Smith and Sivakumar, 2004). According to 

Kim et al. (2007), perceived risk is described as a customer’s perception around the prospective 

of uncertainty and terrible result from the electronic online transaction. 

Guarantee Return Policy 
Sahney et al. (2013) stated that not only the product information, money transactions and 

assurance of credible vendor but also the policies for returning product and warranties 

displayed on the webpage can stimulate the consumers to accept the reliability of e-commerce 

websites. Return policy of the product can be defined as leniency of returning the item after 

purchase within a certain period under certain circumstances by refunding cash or store credit 
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from the company (Wood, 2001). Wood (2001) also mentioned that guarantee product return 

policy is one way to reduce the possible consumer risk and dissatisfaction, but it is necessary for 

the retailer to avoid making overly lenient policies due to the high expectation of increased 

return rates and cost. 

Perceived Image of Website 
Perceived image of website is defined as what appears in the mind of consumer when she/he 

hears or see the name or logo related to the website (Barnett et al., 2006). Perceived image in 

e-commerce websites is also related to physical and behavioral properties of the website such 

as its design innovativeness, user-friendliness and how informative the website is (O’Cass and 

Carlson, 2012). The lack of tangibility or physical interaction of online store makes a favorable 

image of website which is perceived by consumers to be a critical issue in e-retailing (Pavlou et 

al., 2007; O’Cass and Carlson, 2012).  

Transaction Security  
The safety and security of transactions is the most important risk faced by any organization. The 

absence of physical interactivity between the consumers and the vendor in the e-retailing 

encourages the companies to put the priority on managing the secure online transactions 
(Koufaris and Hampton-Sosa, 2004). The transaction security is required to have integrity, 

authentication, fraud prevention and privacy of the customer (Tsiakis and Sthephanides, 2005). 

Consumer Database Safety 
Consumer database safety is stated as the responsibility of the related organization to store and 

protect the consumer privacy and information (Federal Trade Commission, 1998a). The online 

shopper becomes concerns about database safety when shopping from e-commerce platform 

since the personal data can be easily accessed and misused by the one who controlling the 

website (Chen and Barnes, 2007). Consumer database safety is the key element of security and 

privacy which make the website more secure and trustworthy (Hoffman et al., 1999). The 

websites can improve the credibility of the database safety by expressing third-party 

certifications (Palmer et al., 2000).  

Related review literature 

The Relationship of Trust and Online Purchasing Intention 

Many researches showed that trust of the consumers positively influence the intention of 

buying product from online shops (Eastlick et al., 2006; Gefen, 2000). The online store can gain 

the consumers’ trust by making promise and assurance about the product or service quality 

(Cowcher, 2001), and online trust is the important factor in online trading (Eastlick et al., 2006). 

Yoon (2002) mentioned that the shoppers who have trust upon the website are more confident 

to make transaction and buy from that website.  
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The Relationship of perceived risk and trust 
Perceived risk has a negative relationship with trust (Eastlick et al., 2006). Jarvenpaa et al. (1999) explained 

that if the consumers trust the buyer, the perceived risk decreases and the consumers become more 

willing to buy from the store. Moreover, Van der Heijden et al. (2003) reported that reduced perceived 

risk does increase trust and attitude towards online purchasing, which in turn increases a buyer´s 

willingness (intention) to purchase online. 

The Relationship of guarantee return policy and trust 
Sahney, Ghosh and Shrivastava (2013) mentioned that the expectations of the customers who 

would like to book for the service or buy product online, depend on guarantee return policies, 

which develop trust for transaction online. The return policy makes the consumers feel more 

trustworthy to the website and promote more buying which leads to increase in sales and 

return rates (Wood, 2001). Exhibiting the policies of the company regarding product returning, 

guarantees, and warranties, assurance of reliable vendors on the e-commerce platform can 

build up the consumers trust (Sahney, Ghosh and Shrivastava, 2013). 

The Relationship of perceived image of website and trust 
The perceptions of shoppers on the design, usefulness and resourcefulness of e-commerce platform 

significantly influence the trust in online shopping and make the consumers more comfortable to make 

transactions (Sahney et al., 2013). Sahney et al. (2013) also mentioned that reliability is one of the 

evaluation factors for the perceived image of an online shop and is measured by credibility and 

consistency of websites services that relates to online trust. The website quality, which creates the image 

of the website, influence the trust of consumers, which is important in making purchases (Chang et al., 

2014). 

The Relationship of transaction security and trust 
Schlosser et al. (2006) suggested that the safety in transaction and product delivery has a 

significant influence upon trust of buyer in e-commerce. Cowcher (2001) stated that the 

absence of global-standard regulations securing online trading and transaction resulted in a 

consumer’s concerns of internet fraud. The strong transaction security policy helps to gain a 

shopper’s trust to purchase online without the worries of risks in transaction (Schlosser et al., 

2006).   Choosing the right secure payment system for online transaction creates more 

trustworthy condition for consumer (Tsiakis and Sthephanides, 2005). 

The Relationship of consumer database safety and trust 
Many online buyers admitted the great concern of risks to their privacy and their personal 

information stored in the database of the website (Teltzrow and Kobsa, 2004). Many studies 

found that the concern of online database safety is one of the major trust issues for the 

shopper to complete the online purchase (Bhatnagar et al., 2004). Various studies show 

evidence for the relation of a buyer’s concerns about privacy of information to trust in making 
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the online purchase (Belanger et al., 2002). The assurance of customer database safety 

significantly develops trust and enable the consumers to do online transaction when purchasing 

from internet (Sahney et al., 2013).  

Conceptual framework 

Hypothesis 
H1o: Trust does not have influence by perceived risk, guarantee return policy, perceived 
image of website, transaction security and consumer database safety. 
H1a: Trust is influenced by perceived risk, guarantee return policy, perceived image of 
website, transaction security and consumer database safety. 
H2o: The online purchase intention is not influenced by trust.  
H2a: The online purchase intention is influenced by trust. 

 

Methodology 

The main objective of the study is to find out the influence of perceived risk, guarantee return 

policy, perceived image website, transaction security, consumer database safety, and trust 

towards online purchasing intention towards Lazada.co.th in Thailand. This study was 

conducted as the descriptive research and survey research technique is applied to provide a 

general overview of the data collection. The target population for this study is the working-class 

Figure 10 
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male and female customers since the majority (34.3%) of Thai e-commerce users are in the age 

range of 25-34 years, mostly working people (ECommerce - Thailand, 2018). The number of 

people who have experienced with Lazada.co.th online shopping website in Thailand is 

unknown, thus, the researchers determined to apply the non-probabilistic sampling. The 

sample size of 400 was calculated by using the formula of Zikmund (2003). The researchers 

selected four A-graded office building namely, AIA Sathorn tower, Sarthon Square, Bhiraj Tower 

and G Tower, from the central business districts of Bangkok for data collection. In this study, 

the researchers applied the non-probability sampling method with purposive, quota and 

convenience sampling technique to find the sampling unit since the total population is 

unknown. With the reference of Curtis (2008), primary data were collected for specific 

problems through questionnaires and the questionnaires of this study were adopted from the 

previous researches. The questionnaires included nine parts; screening question, perceived risk, 

guarantee return policy, perceive image of website, transaction security, consumer database 

safety, online trust, online purchase intention and demographic. The data were collected from 

400 respondents who have experience in purchasing products from LAZADA website through 

self-administered questionnaires. The effective period of this data collection was within 

February 2019. The questionnaires were continually distributed to respondents until achieving 

designated sample size. Descriptive analysis was applied for demographic factors and Multi 

Linear Regression (MLR) and Simple Linear Regression (SLR) methods were used as inferential 

analysis for variables. 

Findings 

From the descriptive analysis results, the majority of the respondents are female which 

represents 54% of total respondents. The respondents were mostly from the age range of 16-30 

years which is 62.5%. 313 respondents out of 400 (78.8%) are Thai Nationality. The majority of 

respondents, which is 55% of total, has Master degree. The income level between 20,001-

25,000 baht is the highest percentage income level of the respondent’s representation 140 

respondents, (35%) 
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Table 1: Demographic Information of Respondents 

Summary of Hypothesis Testing 
This study included two hypotheses according to the conceptual framework. The researchers 

used Multiple Linear Regression analysis (MLR) for hypothesis one and Simple Linear Regression 

analysis (SLR) for hypothesis two. 

Variable Variable Frequency (f) Percentage (%) 

1. Gender 

-          Male 

-          Female 

 

184 

216 

 

46 

54 

2. Age 

-          16-30 

-          31-45 

-          46 and Above 

 

250 

110 

40 

 

62.5 

27.5 

10 

3. Nationality 

-          Thai 

-          Non- Thai 

 

313 

87 

 

78.3 

21.7 

4- Education 

-          Bachelor Degree 

-          Master Degree 

-          Doctoral Degree 

  

 

140 

220 

40 

 

35 

55 

10 

5. Income 

-         Less than 10,000 THB 

-          10,001-20,000 THB 

-          20,001-25,000 THB 

-       More than 25,000 THB 

 

90 

50 

140 

120 

 

22.5 

12.5 

35 

30 



 
279 

 

From the analysis for hypothesis one, the researchers found that there is a positive correlation 

between perceived risk, guarantee return policy, perceived image of website, transaction 

security, consumer database safety and trust since the correlation coefficient (R) is 0.897. The 

significant level of regression model is equal to 0.000, which is less than 0.05, therefore, null 

hypothesis is rejected. Two out of five predictors, namely, perceived risk and transaction 

security, have the significant levels greater than 0.05 showing that independency on trust. The 

standardized coefficient (β) value of consumer database safety is 0.466 indicates that consumer 

database safety has the highest positive influence on trust. 

The result of SLR analysis of the hypothesis two showed that trust is strongly correlated to 

online purchase intention (R=0.801) and the null hypothesis is rejected since the significant 

level (0.000) is less than 0.05. The standardized coefficient (β) value of trust is 0.801, Indicating 

that trust has strong positive influence on online purchase intention 

Hypothesis 
Statistical 

Analysis 

Level of 

Significance 

Standard 

Coefficient (Beta 

Value) 

Result 

H1o: Trust is not influenced 

by perceived risk, 

guarantee return policy, 

perceived image of 

website, transaction 

security and consumer 

database safety. Multi Linear 

Regression 

 

   

Perceived Risk 0.289 0.080 Fail to reject H1o  

Guarantee Return Policy 0.000 0.181 H1o is rejected 

Perceived Image Of 

Website 
0.000 0.209 H1o is rejected 

Transaction Security 0.626 0.024 Fail to reject H1o 

Consumer Database Safety 0.000 0.466 H1o is rejected 

H2o: Online purchase 

intention is not influenced 

by trust. 
Simple Linear 

Regression 

   

Trust 0.000 0.801 H2o is rejected 

Table 28: Summary of Hypothesis Testing 
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Recommendations 
From the results of hypothesis one, the multi regression line shows customer feel significantly 

more trust and confidences if the e-commerce platform provides better consumer database 

safety, perceive image of website, guarantee return policy.  Lazada.co.th needs to pay more 

attention to these factors, first Consumer Database Safety has the highest influence on trust 

and should be addressed first. It is the major psychological barrier for customers since most 

customers tend to be concerned about their personal data being misuse from third-party 

without their consent, therefore Lazada.co.th should create a standard for good data ethics 

based on ISO / IEC 38500(Information technology - Governance of IT for the organization) It 

should address the entire lifecycle of data from the collection, handling and processing, 

storage, reporting, distribution, presentation and deletion). The ISO/IEC-Standards have the 

immediate advantage of structuring common sense over the entire process. It can be a great 

help for Lazada´s organization to streamline the process as basis for creating results. In 

addition, an ISO/IEC-certification can help Lazada to stamp its organization as ethically clean by 

a third party audit. The researchers also would like to recommend two-factor validation in 

website database safety to achieve effective user authentication and better protection. It will 

help Lazada to communicate to their customers, that strong privacy and data safety protection 

will lead to increase consumer confidence and trust. 

Secondly, Lazada.co.th should focus their efforts on perceive image of website because it is the 

second highest influence on trust. The first impression of a website plays as a great attraction, 

when visitors enter the site.  

The growing in distrust, due to more internet scam and fraud, makes consumers less interested 

in companies that are desperate to sell or seem unprofessional. Lazada should continue to 

make sure customers always get a positive, smooth and consistent experience. Consumers 

expect companies to be more "human" - to be able to listen and solve any problems fast, be 

visually appealing and easy to navigate. Having a high loading speed and performance would 

create a first good impression for new visitors. Lazada´s market position is strong in the Thai 

market with 43.51 million visitors 10/18 (ecommerceiq.asia) Lazada should maintain the good 

quality of the effect, layout and strong brand identity which they are currently have on their 

website and their brand. Shopee is the only local treat with growing market share through 

aggressive marketing strategy. Thus, in long term, it could become multinational platform like 

amazon or eBay and will be easier to steal market share from Lazada. Therefore, Lazada should 

maintain the good quality of the effect, layout and strong brand identity as market leader, 

which they are currently benefit from on their website. 

The third factor influencing trust is Guarantee Return Policy. Good guarantee return policy 

would encourage the customers to see more valuable on the product or service given by the 

company and create more trust. It is required to be a balancing act for the business when 

setting a return policy, since it could potentially increase the business expenses, however, the 
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business should make sure the return policy is appropriate and it is easy for the customers to 

return the product under the circumstances included in the policy. Lazada have 7 days easy 

return and 15 days if the customer changes their mind, some items with manufacturer warranty 

is not returnable. If Lazada wanted to increase customers trust, Lazada should increase the 

return days, and removed non-returnable items because of manufacturer warranty.   

From the result of hypotheses two, trust has a strong positive influence upon online purchase 

intention. Therefore, Lazada.co.th need to build up strong trust between the customer and the 

company to increase the purchase intention of online shoppers. 

Further study 
The researchers aimed to investigate the factors influencing online purchase intention toward 

Lazada.co.th, e-commerce platform in Thailand. Since this study focused on specific geographic 

areas in Bangkok, Thailand, the researchers would like to recommends to carry out further 

studies to cover more areas where Lazada.co.th reaches, in order to understand deeper and 

wider effects for the customer purchase intention towards the company.  

Different independent variables which might have influence on online purchase intention, such 

as brand awareness, brand association, should be investigated by the further study to get a 

deeper understanding of various factors for their effect for the customers purchasing intention. 

Different research methodology should be added in future study to obtain better 

understanding too. Moreover, female customers with the age range of 16-30 years group, as 

the majority of the demographic factors in this research, could be divided again to sub 

segments to really understand subculture and different lifestyle segment that trigger 

Lazada.co.th customer purchase intention. Perceptual mapping or market mapping analysis 

would also help to further understand consumers perception/mindset of Lazada compared to 

the competitors. This is important when Shopee, AliExpress, Amazon and eBay all provide the 

same business model with roughly the same product sales price, and so the choice of platform 

for customers usually depends on their individual sense of what is best. Finally, this research 

framework can be applied to other different e-commerce platforms, such as Shopee, Zalora, 

etc. to study the trust and purchase intention of the online shopping intention as a whole. 
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Abstract 
Purpose: To build relationships with customers, sustainable engagements are crucial. 

Ostensibly, firm profits are derived from customers’ financial contributions; in addition, their 

non-financial contributions such as advocacy also increase long-term profitability. Today, the 

importance of such customer-to-customer communication has dramatically increased and it is 

derived from enhancing customers’ brand experience. This paper explores how to incorporate 

C-to-C communication into brand experience with the goal of strengthening customer 

relationships, developing advocacy and encouraging sustainable interactions. 

Design/methodology/approach: Two separate studies were employed. The objective of the 

first empirical study was to discover consumer touchpoints that would prove to be significant in 

enhancing the brand experience for the buyer. A national survey of Japanese customers was 

sampled. Individuals identified familiar brands from a pool of predetermined top business-to-

customer brands. Categories included convenience goods, specialty goods, chain stores, and 

online (both retail and service) brands. In study 2, the focus switched to the low-involvement 

category and the case of the “NESCAFE Ambassador Program” which aims to build long-term 

collaboration was investigated.  

Findings: This research proved that a customers’ positive brand experience is significant for a 

long-term customer relationship. The effective touchpoints may differ in each category, but are 

effective approaches even in low involvement efforts such as the NESCAFE Ambassador 

Program. The sustainability of a customer’s relationship is dependent on reinforcement of 

touchpoints and connections developed throughout the process.  

Originality/value: This paper sheds light on customers’ non-financial contributions and 

empirically demonstrates that positive brand experience can induce them. The C-to-C 

relationship is highlighted from a relationship marketing perspective. 
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Introduction 
The goal of this research is to discover the position and strength of customers’ contributions in 

developing shopper relationships. To build relationships with customers, both online and offline 

touchpoints are important, however an insufficient number of empirical studies have occurred 

that demonstrate how firms should manage and incorporate such touchpoints. 

Due to the expansion of online media, the importance of customer-to-customer (C-to-C) 

communication as a significant touchpoint has dramatically increased. In recent marketing 

literatures, “advocate” has been augured as an ultimate objective (Kotler et al., 2016) or a goal 

of the customer decision journey (Batra and Keller, 2016). Moreover, during the customer 

decision journey, individuals are influenced by others’ word of mouth (WOM). In other words, 

customers could be both information senders and receivers regarding a brand. Consequently, 

C-to-C communication plays a significant role in brand-customer relationships.  

Relationship marketing has shed light on the importance of creating a long-term relationship 

with consumers. This focus accentuates customer satisfaction, customer loyalty and firm 

profits. Ostensibly, firm profits are derived from customers’ financial contributions. Essentially, 

non-financial contributions such as brand/company advocacy has the potential to increase 

long-term profitability for the organization. The opportunity to acquire new customers through 

existing loyal customers is motivating. This research explores how to incorporate C-to-C 

communication into marketing activities with the goal of strengthening customer relationships 

that ultimately lead to increases in the firm’s profitability.  

Early relationship marketing studies investigated business-to-business (B-to-B) relationships in 

industrial marketing (Dwyer et al., 1987). Next, the business-to-consumer (B-to-C) relationship 

garnered attention (e.g., Firdaus and Kanyan, 2014), and finally, customer-to-customer (C-to-C) 

relationships are beginning to hold center stage in relationship marketing. For instance, in 

Japan, major business organizations such as Nestle, Kentucky Fried Chicken, and Seven-Eleven 

have adopted the approach called “Ambassador Program,” which is a long-term collaboration 

with customers. The NESCAFE Ambassador Program, the largest in Japan and the world, has 

created thousands of loyal consumers. The program highlights include: 

• A person who wants to introduce the NESCAFE coffee system to his/her office 
applies as a NESCAFE Ambassador through the online application. 

• After an investigation, the person is authorized as a NESCAFE Ambassador. 

• After purchasing a coffee cartridge subscription, the Ambassador and his/her 
colleagues enjoy the coffee machine for free.  

 

The NESCAFE program started in 2012, and by 2019, the number of Ambassadors had reached 

400,000. The Ambassadors are required to market the Program through the investment of time 

and efforts in collecting money from colleagues to pay for the coffee cartridge, water, cups and 
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so on; however, they voluntarily introduce the system to their office without any monetary 

incentive. 

Though the activities vary from company to company, each “Ambassador Program” commonly 

involves the brand’s customers to create a brand experience (Brakus et al., 2009) and promote 

advocacy from the participants.  

Literature 

Relationship marketing 

In 1979, seminal research by Arndt first proposed the idea that relationships in industrial, 

institutional and business markets provide benefits leading to loyalty among the principals 

(Arndt, 1979). Since Jerome McCarthy, in the early 1960s, first introduced the concept of a 

marketing mix and the Four Ps (product, price, place and promotion), these variables have 

dominated marketing activities by both practitioners and academic researchers for decades 

(McCarthy, 1964). Furthermore, the practice of marketing consumer-packaged goods with high 

budget advertising campaigns was not questioned for several more decades. Grönroos (1994) 

pointed out that the marketing mix had little to do with a true market orientation. His premise 

was that marketing needed to establish, maintain, and enhance relationships with customers 

and other partners at a profit to be successful. He proposed the solution of “relationship 

marketing”. Taken at face value, the marketing mix paradigm enables the seller to be active and 

the customer passive participants. Grönroos advocated that the theory was not realistic, 

especially in fields such as industrial marketing, service marketing, and so on (Grönroos, 1994).   

Previous researchers demonstrated such important dimensions of relationship marketing like 

trust, commitment, and communication among others. It has been revealed that relationship 

marketing has a positive impact on customer satisfaction, customer loyalty (Oly Ndubisi, 2007; 

Firdaus and Kanyan, 2014) and firm profit (Bolton et al., 2004). Such studies reveal that when a 

firm succeeds to build long-term relationships with their customers, they may gain profit from 

the customer’s sustainability.  

Sustainability in relationship marketing is further heightened by co-creation of mutual value as 

a key strategy for firms (Paduraru et al., 2016). Even still, the strength and popularity of online 

social networks (OSNs) in which customers want to expand their networks and deepen 

relationships bids well for building brands and sustaining relationships with customers (Jung et 

al., 2013). Smith and Chen (2018) point out that consideration of the dimensions of brand 

experience can lead to positive word-of-mouth, which in turn directly benefits customers and 

brands via increased profitability. While prior research has focused on customers’ financial 

contributions, this paper sheds light on customers’ non-financial contributions.  
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Brand experience 
Schmitt (1999) pointed out the paradigm shift in marketing activities from ‘functional features’ 

to ‘marketing experiences’. Specifically, he purported that excessive competition based on a 

products’ functionality, between firms, brought little value to customers, thus, no profit for the 

company. He proposed five types of strategic experiential modules (SEMs) and argued how to 

get customers to sense, feel, think, act and relate to products’ functional benefits. SEMs consist 

of five different types of experiences; those that stimulate customers’ senses (SENSE), those 

with feelings (FEEL), those of the mind (THINK), those that induce behavioral changes (ACT), 

and those that bring about opportunities relating to other people (RELATE). 

Brakus et al. (2009) defined brand experience as ‘subjective, internal, consumer responses 

(sensations, feelings and cognitions) as well as behavioral responses evoked by brand-related 

stimuli that are part of a brand’s design and identity, packaging, communications and 

environments. Heretofore, Schmitt (1999) distinguished four types of brand experiences: 

sensory, affective, intellectual and behavioral. Brakus et al. (2009) developed a brand 

experience scale that included these four dimensions, and ultimately revealed that brand 

experience affects consumer satisfaction and loyalty directly and indirectly through brand 

personality associations.  

Following Brakus et al. (2009) and Zarantonello et al. (2007), Nysveen et al. (2013) validated the 

established four dimensions of the scale, and consequently, showed the relevance of a fifth 

dimension, relational experience in service brands settings. Thus, the brand experience 

dimensions are exactly in line with the SEMs proposed by Schmitt (1999). What’s more, the 

brand experiences revealed significant influences on brand personality, brand satisfaction and 

brand loyalty. Specifically, the relational dimension was the most important dimension with a 

positive influence on brand personality and brand satisfaction. Schmitt et al. (2015) described 

this relational experience, in the form of brand-to-customer interactions and customer-to-

customer interactions with the brand or brand communities. We project these relationships will 

become increasingly more important in the future with the expansion of digital social networks 

and sharing communities. Though qualitative in nature, the Jung et al. (2016) study provided a 

basis for the role and use of OSNs as a relationship marketing tool. The present study 

encompasses quantitative findings in a framework to inform customers and firms of the 

valuable contributions of these touchpoints. 

Brand experience has a very significant role in developing brand loyalty. While customer 

satisfaction and trust are important to consumers, their actual experience with the brand leads 

to brand loyalty (Baser et al., 2015). When a consumer experiences a significant, positive 

relationship with the brand, trust and loyalty to the brand will increase resulting in stronger 

bonds (Kim and Yu, 2016; Shieh and Lai, 2017; Kang et al., 2017; Cleff et al., 2018). 
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In summary, both relationship marketing and brand experience have significant influence on 

customer loyalty and customer satisfaction, and aim for sustainable value creation. 

Furthermore, brand experience also sheds light on brand-to-customer and customer-to-

customer relationships. Thus, examining sustainable marketing relationships from the 

perspective of brand experience suggests the proliferation of meaningful bonds which might 

even strengthen over time. 

Customer advocacy 
Current research accentuates the importance and growth of Word of Mouth (WOM). It has 

become one of the most influential brand-touchpoints for consumers when making a purchase 

decision (Kotler et al., 2016). Thus, customers’ WOM contributions are measured with both 

financial and non-financial indices. Kumar (2018) introduced the concept of a customer 

valuation theory into marketing based on economic principles. He evaluated each customer 

with a direct economic value contribution, customer lifetime value, and indirect economic value 

such as referral behavior, online influence on other customers’ purchases, and review/feedback 

on the products and services.  

Yet, still customer engagement (CE) is believed to be the key to the quality and strength of 

loyalty a brand generates (So et al., 2016). In the decision journey a customer traverses a path 

that, “begins at ‘awareness’, goes through ‘purchase’ and ends with ‘advocacy’” (Kotler et al., 

2016; Batra and Keller, 2016). Kotler’s customer path consists of 5 As: Aware, Appeal, Ask, Act, 

and Advocate. Each of the A’s is a stage the consumer navigates. In each step, firms need to 

create effective touchpoints for both online and offline locations. In addition, those touchpoints 

could be derived from C-to-C communication. For example, at the Ask stage of the customer’s 

path (Kotler et al., 2016), consumers collect the information about a brand before purchase 

decision through online searching, visiting stores, and asking their friends or family. The 

touchpoints vary in both online and offline, B-to-C communication and C-to-C communication. 

However, online touchpoints and C-to-C communication have been relatively less understood 

than offline touchpoints and B-to-C communication. 

Customer loyalty in online business relationships is enhanced when transaction expectations 

are met before, during and after the process is concluded. Primarily, buyers require the 

performance of online companies to be responsive, informative, easy-to-use, trustworthy and 

reliable before they are willing to engage in a relationship (Giovanis and Melanthiou, 2017). The 

higher the transaction rate, the more satisfied and loyal the customer (Ashraf et al., 2018). 

Long-term relationships with customers is the desired outcome of these types of business 

engagements. To accomplish this, firms are required to provide sustainable brand experiences. 

Aoki et al. (2019) empirically revealed that brand experience increases customers’ 

contributions. Customers with positive brand experience showed a significantly higher 

frequency to advocate for the brand, as well as a larger purchase value. 
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Thus, this research explores the key research questions:  What is the effect of customer-to-

customer relationship on brand experience? And in the long run, brand loyalty? 

Study 1: The Relationship Between Brand Experience And Touchpoints/ 

Customers’ Contributions 
This investigation explores how to shape relationships with customers which induce customers' 

contributions from the aspects of brand experience. In study 1, the focus was primarily on 

customers with positive brand experience, and to verify how they are connected to the brand 

and contribute to the brand. Aoki et al. (2019) indicates that brand experience can enhance 

customers’ contributions to the brand, and customers with positive brand experience actively 

create the touchpoints by themselves using the data of NIKE’s smartphone application users. 

The current study verifies those findings and broadens the categories which were previously 

studied.  

Sample  
In study 1, the data were collected through a market research company. The distribution of the 

study panel samples (n = 1,000, aged 18 to 74 years) correlates with that of the Japanese 

population in age, gender, and residence. After excluding participants with lower reliability, 987 

participants (Mage = 47.3 years, 50.3% male) were included in the analysis.   

Data and methods 
The data were collected through the following steps. First, participants were shown the top 60 

B-to-C brands using the ranking data released by Nikkei BP Consulting, Inc. (2018). The ranking 

is based on the national online survey (n=41,506; aged over 18 years). Then, participants chose 

the most familiar brand for themselves and completed the questionnaire about the brand. Two 

out of 60 brands had no respondents, thus 58 brands were included in the analysis and 

classified into five categories (see Appendix A): convenience goods (n=185, Mage = 50.4 years, 

40.0% male), specialty goods (n=279, Mage = 48.9 years, 65.2% male), chain stores (n=242, Mage 

= 46.1 years, 36.0% male), online retail (n=144, Mage = 46.5 years, 49.3% male), and online 

service (n=137, Mage = 42.8 years, 60.6% male). According to Grönroos (1994), while traditional 

marketing had been developed based on consumer packaged goods, relationship marketing 

worked well in service marketing and industrial marketing. As touchpoints are different in each 

category, we conducted the analysis in each category.  

Brand experience 
This research adopted a brand experience scale which consists of 15 questions (three items per 

brand experience domain: SENSE, FEEL, THINK, ACT), which Brakus et al. (2009) developed, and 

RELATE which Nysveen et al. (2013) developed (Table 1). Respondents described their chosen 

brand with a 7-point Likert scale. 
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Touchpoints 
Examination indicated 17 items which can be classified into four dimensions proposed by 

Duncan (2005);  

1. Company-created touchpoints which can be highly controlled: TV advertisement, 
online advertisement, other advertisement, email, and direct mail/brochure 

2. Intrinsic touchpoints which are interactions with a brand required during the 
process of buying or using the brand: brand store and employees 

3. Unexpected touchpoints which are unanticipated references to a brand beyond 
the control of the company: publication (news or articles), face-to-face WOM, 
online WOM from friends, online WOM from celebrities, other online WOM, and 
online reviews  

4. Customer-initiated touchpoints which occur whenever a customer contacts the 
company: website/ official page in social networking service (SNS), smartphone 
application, customer service, and events 

 

This study sheds light on the C-to-C relationship, thus, we segmented WOM into five types: 

face-to-face WOM, online WOM (from friends, celebrities, anonymous people) and online 

reviews. Respondents described if they had encountered any of the brand’s touchpoints within 

the past year. In addition to such a width of touchpoints, they were also asked the frequency of 

utilization as a depth of that item on a 5-point scale from (1) “never”, “(2) not within the past 

year”, (3) “seldom”, (4) “sometimes”, to (5) “usually”.  

Customers’ contributions 
Customers’ financial contributions were measured with purchase experience of the brand on a 

4-point scale: from (1) “never”, (2) “once”, (3) “more than twice”, to (4) “participate to 

subscription program”. These categories correspond to: (1) a non-purchaser, (2) a trial user, (3) 

a repeat user, and (4) a loyal user. Participants also indicated their future purchase intention on 

a 7-point Likert scale.  

Customers’ non-financial contributions were measured as: (a) “the degree of fan” on a 7-point 

Likert scale and (b) the frequency of advocacy. To examine C-to-C communication in detail, 

respondents were queried about their face-to-face WOM, online WOM within a closed 

community, online WOM open to anyone else, and online reviews on a 4-point scale from (1) 

“never” to (4) “usually”.  

Moreover, to examine the customer-brand relationship, we asked respondents the period of 

utilization on a 5-point scale: from (1) “less than a year” to (5) “more than 10 years”.  

Using these data, the following analysis took place: 

1. Cluster analysis by the level of brand experience 
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2. Multiple regression analysis to verify the relationship between brand experience 
and touchpoints (by each category). 

3. Multiple regression analysis to verify the relationship between brand experience 
and the brand contribution levels (by each category). 

Results 

Clusters 
Table 1 shows the results of the cluster analyses. Three distinct clusters emerged based on the 

level of brand experience. Cronbach’s alpha among the 15 brand experience items was 0.90, 

thereby demonstrating that they are internally consistent and have satisfactory reliability 

values. Adopting the k-means method, and after applying the number of clusters from two to 

four, the participants were classified into three clusters (Table 1). The level of brand experience, 

which varies from 1 to 7 (Likert scale), was converted into a score which varies from −3 to +3; 

cluster 1 showed positive brand experience, cluster 2 was neither positive nor negative, and 

cluster 3 was negative. Thus, they were named (1) “Positive”, (2) “Neutral” and (3) “Negative”. 

These are in line with Aoki et al. (2019). Table 2 shows the distribution in each category. A chi-

square test on the distribution revealed that the distribution of brand experience differs in 

categories (χ2 = 22.40, df = 8, p < .01).  

[Table 1. The result of cluster analysis by the level of brand experience] 

[Table 2. The distribution of three clusters by category]  

Validation of brand experience as a variable in relationship marketing  
This paper examines relationship marketing from the aspects of brand experience. Relationship 

marketing aims to build long-term relationships with customers, thus, the researchers 

examined the impact that brand experience has toward building this relationship. Data 

confirmed the current and future intention of using the brand (Table 3). A chi-square test on 

both period and future intention revealed that the “Positive” cluster significantly utilized the 

brand longer (χ2 = 15.69, df = 8, p < .05) and significantly showed higher utilization intention in 

the future (χ2 = 122.85, df = 12, p < .001). These results show that brand experience can and 

often does contribute to build long-term relationships with customers.  

[Table 3. The period and future intention of using the brand] 

The relationship between brand experience and touchpoints  
Table 4 shows the contact rate of each touchpoint and the distribution of utilization frequency. 

To know the touchpoint which significantly relates to the level of brand experience, multiple 

regression was calculated to predict the level of brand experience (1 or “Positive” cluster; 0 or 

“Neutral”; -1 or “Negative”;) on the basis of “touchpoint” variables which are showed in Table 4 
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and control variables such as age and gender (Table 5) 1. Cronbach’s alpha was lower than 0.7 in 

some categories, once we entered all variables into the analysis. Then, to eliminate any 

multicollinearity, we adopted the stepwise method and selected the variables to be used in the 

analysis. 

[Table 4. The rate of contact of each touchpoint and the distribution of utilization frequency] 

[Table 5. Regression analysis for touchpoint variables predicting the level of brand experience] 

The results showed that the effective touchpoints on the level of brand experience differed by 

categories. In category 1 (convenience goods such as consumer packaged goods) and category 

3 (chain stores such as convenience stores and food service chains), the respondents’ frequency 

of utilization itself (category 1; β=0.16, p<0.05) (category 3; β=0.19, p<0.01) and other 

advertisements except TV and online, e.g., print (category 1; β=0.22, p<0.001) (category 3; 

β=0.13, p<0.05), were significant predictors of positive brand experience. In category 3, online 

review was also significant (β=0.17, p<0.01).   

In category 2 (specialty goods), brand store (β=0.16, p<0.01), website/SNS (β=0.15, p<0.05), TV 

advertisement (β=0.13, p<0.05) and online WOM from friends (β=0.12, p<0.05) were significant 

predictors of positive brand experience. 

In category 4 (online retail), publication (β=0.23, p<0.01) and direct mail (DM)/brochure 

(β=0.20, p<0.05) were significant predictors of positive brand experience. And in category 5 

(online service), TV advertisements (β=0.19, p<0.05) were significant predictors of positive 

brand experience. 

The Relationship Between Brand Experience And Customers’ 

Contributions  
Table 6 shows the means and standard deviations of all customers’ contribution variables in 

each category. Cronbach’s alpha was lower than 0.7 in some categories, once all variables were 

incorporated into the analysis and the stepwise method was adopted to select the variables to 

be used. (Table 7).  

[Table 6. The medians and standard deviations of all customers’ contribution variables] 

[Table 7. Regression analysis for customers’ contribution variables predicting the level of brand 

experience] 

 
1 Online retail category includes only two brands, thus, to remove the brand bias, we added one 

brand’s dummy (1, 0) as a control variable. 



 
296 

 

The results showed that the degree of fan was the significant predictor of positive brand 

experience in all categories (category 1; β=0.39, p<0.001) (category 2; β=0.61, p<0.001) 

(category 3; β=0.51, p<0.001) (category 4; β=0.47, p<0.001) (category 5; β=0.50, p<0.001) 

(Table 7). The standard coefficients value (β) in each category shows that it is the most 

important dimension (Table 7). In addition, online WOM was also a significant predictor of 

positive brand experience in four categories: category 1 (β=0.37, p<0.001), category 3 (β=0.16, 

p<0.01), category 4 (β=0.24, p<0.01), and category 5 (β=0.32, p<0.001), and face-to-face WOM 

in the specialty goods category (β=0.15, p<0.01) (Table 7).  

Discussion 
Through the study, some important findings are suggested. First, we empirically showed that 

brand experience has a positive impact on long-term relationships with customers. We found 

that customers with positive brand experience already had a significantly longer relationship 

with the brand, and apparently a stronger intention to sustain this relationship in the future 

(Table 3). 

Next, we examined the relationship between brand experience and touchpoints, and found 

that the features of touchpoints differ in categories. For instance, in low-involvement 

categories such as convenience goods and chain stores, customers with positive brand 

experience showed higher frequency to use (Table 5). It suggests that positive brand experience 

entices customers to use the brand, and enhances customers’ brand experience again. In other 

words, sustainable brand-customer relationships are established. In these categories, the 

distribution of the “Positive” cluster was relatively low (Table 2); however, this result suggests 

that even such low-involvement goods or service brands could enhance customer brand 

experience and build sustainable relationships. In the specialty goods category, customers with 

positive brand experience seem to actively collect the brand information themselves through 

multiple touchpoints: brand stores, websites, posts from friends (Table 5). In this category, the 

distribution of the “Positive” cluster was relatively high (Table 2), and brands could focus on 

sending strong messages through both online and offline touchpoints. In online categories, 

interestingly, offline touchpoints were significant predictors of positive brand experience, such 

as DM in the online retail category and TV advertisements in the online service category (Table 

5). It indicates that even for online businesses, offline touchpoints are still important. It is a 

logical result considering that consumers’ lives cannot be completed within an online world.  

In addition, the results showed that the power of mass media is still impactful. The exposure 

rate to TV advertisements was the highest among all touchpoints in total. Online advertisement 

was succeeding to TV advertisement, implying that the Internet has become major. While this 

paper sheds light on C-to-C communication, the exposure rates to WOM about a specific brand 

were relatively low and the effect of brand experience has been limited. Compared to WOM, 

the exposure to publication, such as news or articles, and online reviews were higher, which 
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supports the idea that mass media has not been ignored, in considering a relationship with 

customers.     

Finally, the examination of the relationship between brand experience and customers’ 

contributions was analyzed. Results indicate that positive brand experience creates brand fans 

and advocacy from them in all categories (Table 7). Even in low-involvement categories, 

customers with positive brand experience recommend the brand through online posting. In the 

case of the specialty goods category, face-to-face WOM was a significant predictor of positive 

brand experience, in line with the analytics results on touchpoints. In other words, in this 

category, customers with positive brand experience prefer topics on the brand when engaging 

in conversation with their friends or family.   

Referring to our research question, the study results reveal that the customer-to-customer 

relationship has only a limited impact on brand experience. However, it was shown that 

positive brand experience derives customers’ advocacy, and thus, stimulates customer-to-

customer relationships. 

Study 2: The Role Of “Ambassador Program” In Relationship Marketing  
In study 1, in the low-involvement category, the distribution of the “Positive” cluster was 

relatively low; however, we suggest that even low-involvement goods or service brands can 

enhance customer brand experience. In study 2, we focus on the low-involvement category and 

explore how to build sustainable relationships with customers. 

As introduced initially, in Japan, some major firms adopted an approach to build a long-term 

collaboration with customers called the “Ambassador Program”. In study 2, the effectiveness of 

this program with the case of NESCAFE was studied.  

Sample 
The investigators recruited NESCAFE machine (NESCAFE Barista and NESCAFE Dolce Gust) users 

(n = 2,000) through a market research company. First, the screening questionnaire was carried 

out on 40,000 male and female workers, aged 20 years to 59 years in accordance with the 

features of the Ambassador program which is designed for the working place. Then, two 

thousand NESCAFE users were extracted for the study panel as follows: 

- all respondents own NESCAFE machines at home 
- 25% of the respondents are NESCAFE Ambassadors 
- another 25% of the respondents are Ambassador program participants (not the 
Ambassador himself or herself, but Ambassador’s colleagues) 
- the remaining 50% of the study panel are non-program participants 
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To examine the effectiveness of the Ambassador program, the examiners secured the same size 

samples of program participants and non-participants. Finally, the respondents consisted of 492 

NESCAFE Ambassadors, 508 Ambassador program participants, and 1,000 non-program 

participants. After excluding participants with lower reliability, 1,859 participants (Mage = 43.1 

years, 61.9% male) were included in the analysis.  

Data and Methods 
Study 2 verified the effects of the Ambassador program, namely, to determine if brand 

experience and customers’ contributions increased. Thus, the data of brand experience and 

customers’ contributions was collected, following the study 1 procedures, with a few additional 

modifications. For instance, the researchers acquired purchase experience based on the 

respondents’ actual expenditure per month for a year; from (1) less than JPY500 (approximately 

USD 5.00) to (5) more than JPY 2000 (approximately USD 20.00). The expenditure describes in-

home use, excluding office-use. The investigation compared the expenditure of Ambassador 

Program participants and non-participants in the same condition. Adding, “sharing the brand’s 

SNS post” as customers’ contributions. The following analysis was performed. 

1. Cluster analysis by the level of brand experience 
2. Multiple regression analysis to predict program participants 

Result 
First, the conduction of cluster analysis by the level of brand experience was performed. As in 

study 1, the analysis measured the brand experience with 15 items (α=0.92). The researchers 

adopted the k-means method, and the participants were classified into three clusters (Table 8). 

Then converting the level of brand experience which varies from 1 to 7 (Likert scale) into a 

score which varies from −3 to +3 as in study 1, cluster 1 showed negative brand experience, 

cluster 2 was positive, and cluster 3 was neither positive nor negative. Thus, we named them 

(2) “Positive”, (3) “Neutral”, and (1) “Negative”. Table 9 shows the distribution by participation 

to the Ambassador program. A chi-square test on the distribution revealed that the distribution 

of brand experience differs in groups (χ2 = 63.65, df = 6, p < .001). 

[Table 8. The result of cluster analysis by the level of brand experience] 

[Table 9. The distribution of three clusters by the status in participation to the program]  

The results indicate that not only Ambassadors themselves but also their colleagues include 

significantly higher rates of the “Positive” cluster (Table 9). Thus, converging the four groups 

shown in Table 9 into two groups, program participants (rows 1 and 2) and non-program 

participants (rows 3 and 4) allowed the comparison of respondents’ contributions to the brand 

in these two groups. Using 10 items (α=0.84), including financial contributions such as purchase 

value and purchase intention in the future, and non-financial contributions such as the degree 

of fan and the frequency of online and offline WOM, a comparison was performed. Table 10 
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presents the means of all variables. The results of t-tests comparing the means between two 

groups suggested that the program participants showed significantly higher contributions to 

the brand than non-participants in all criteria (Table 10).  

[Table 10. Customers’ contributions by the status in participation to the program] 

Though it was found that program participants contribute to the brand financially in purchase 

value (t = 5.83, df = 1648.42, p < 0.001) and future intention (t = 4.49, df = 1857, p < 0.001), and 

also non-financially in the degree of fan (t = 2.97, df = 1857, p < 0.01) and the frequency of 

WOM, it was not clear which is the most significant variable. Thus, to specify the variable which 

significantly relates to being a program participant among 10 items, multiple regression was 

calculated to predict being program participants (dummy, 1, 0) on the basis of these 

contribution variables and control variables such as age and gender. All variables were added 

into the analysis, which then adopted the stepwise method and selected the variables to be 

used in the analysis as in study 1. As a result, sharing brand’s SNS posts (β=0.27, p<0.001) and 

face-to-face WOM (β=0.19, p<0.001) were the significant predictors of being program 

participants (R2 = 0.18, F (4, 1659) =88.90, p < .001) (Table 10).  

Discussion 
Through the study, we found that the Ambassador program is effective in increasing customers’ 

brand experience and customers’ contributions. In the case of the NESCAFE Ambassador 

program, it is logical that Ambassadors themselves who introduce the NESCAFE system into 

their work place showed higher levels of contributions to the brand, and not only the 

Ambassadors, but their colleagues as well showed the same attitude towards the brand. It 

suggests that customers can create new customers (co-creation). The research empirically 

showed that even in such a low-involvement category as consumer-packaged goods, firms can 

build sustainable relationships with customers by adopting customer-to-customer relationships 

into their marketing strategies. According to the multiple regression analysis, sharing the 

brand’s post and face-to-face WOM were the significant variables to predict being program 

participants. It implies that the participants would intentionally spread the brand’s official 

message in addition to their own experience, which is quite a supportive attitude towards the 

brand. The results suggest that involving the customers in creating brand experiences brings 

many opportunities for firms. 

Conclusion And Implications 

Managerial Implications 

How To Create Effective Touchpoints With Customers 
This research shows how and why building relationships with customers can induce customers' 

contributions. The findings showed that customers’ positive brand experience is significantly 

associated with long-term relationships with customers. To explore the effective touchpoints 
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which could increase brand experience, the researchers carried out a national survey on top B-

to-C brands in five categories such as convenience goods, specialty goods, chain stores, online 

retail and online service, to demonstrate the following managerial implications: 

1. Combining online and offline touchpoints could increase the brand experience; 
e.g., in online industries, offline touchpoints such as TV advertisements and DM 
are effective. 

2. Mass media, including online media, have tremendous impact on brand 
experience due to the high contact rate. Not only advertisements, but also 
publications through mass media or online reviews showed a positive impact on 
brand experience. 

3. In the low-involvement category, customers’ own experiences may have a 
positive impact on brand experience. Programs, such as the Ambassador 
program which we examined in study 2, could be the best strategy for building 
relationships with customers in low-involvement categories. 

 

Enhancing Brand Experience: The Role Of The Ambassador Program 
The findings indicate that brand experience works in relationship marketing. Specifically, to: 

1. Be a part of customers’ lifestyles 
2. Stimulate C-to-C communication 

 

First of all, firms have to make efforts to increase frequency of use. In the case of the NESCAFE 

Ambassador program, NESCAFE is present in the participants’ office, and then the use of which, 

can easily become a part of the participants’ habits. In other words, it influences customers’ 

actions, and consequently, enhances brand experience. In current business situations, 

expanding subscription programs have a similar effect, and smartphone or wearable device 

applications are also helpful in entering into customers’ lifestyles. Continuous stimulations and 

seamless availability enhance the brand’s presence in customers’ lives. Furthermore, if firms 

stimulate C-to-C communication, the brand experience would be amplified. In the case of the 

NESCAFE Ambassador program, the participants were connected face-to-face. In addition to 

such offline communication, enticing online communication such as sharing photos or 

experiences can be effective in amplifying brand experience. Though the researchers regarded 

C-to-C communication as a new powerful touchpoint, the effects were still limited. It is mainly 

because the contact rate among customers was relatively low, however, if firms make more 

effort in stimulating C-to-C communication, it would be a powerful touchpoint. 

Theoretical Implications 
Earlier studies have shown that when a firm succeeds in building long-term relationships with 

their customers, the firms can gain profit from the customers sustainably (e.g., Bolton et al., 

2004). While prior research has focused on customers’ financial contributions, this paper sheds 
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light on customers’ non-financial contributions and empirically demonstrates that positive 

brand experience can induce customers’ contributions, especially non-financial contributions. 

Thus, the C-to-C relationship is highlighted and manifested as a positive impact from a 

relationship marketing perspective.   

The research results show that positive brand experience is significantly related to customers’ 

degree of fan and the frequency of advocacy. Furthermore, Aoki et al. (2019) empirically 

revealed that brand experience increases customers’ contributions with specific brand data. 

The results of this research additionally verify that positive brand experience induces 

customers’ contributions broadly in B-to-C brands.  

Limitation 
Through these studies, findings indicated advanced ideas, however, it is also preliminary. First, 

the respondents in study 1 described their most familiar brands among 60 brands, thus the data 

could be biased toward highly engaged customers. In study 2, data of NESCAFE machine owners 

was used. Half of them participate in the Ambassador program in addition to using the machine 

at home. So the data in study 2 also could be from highly engaged customers. Finally, this paper 

focused on B-to-C brands, however, C-to-C relationships could also be as high a priority among 

B-to-B brands, and further research would be expected.  
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Table 1. The result of cluster analysis by the level of brand experience 

Brand experience scale 
M 

(n=987) 
SD F-value 

Center value  

1 
(n=171) 

2 
(n=626) 

3 
(n=190) 

1 Sense1 

This brand makes a strong impression on my visual sense or 
other senses. 

4.21 1.29 ##### 
*** 

5.77 4.21 2.79 

2 Sense2 I find this brand interesting in a sensory way. 4.45 1.20 ##### *** 5.88 4.37 3.41 

3 Sense3 This brand does not appeal to my senses. 4.46 1.24 39.51 *** 5.14 4.24 4.58 

4 Feel1 This brand induces feelings and sentiments. 4.17 1.28 ##### *** 5.75 4.19 2.68 

5 Feel2  I do not have strong emotions for this brand. 4.35 1.38 ##### *** 5.72 4.18 3.68 

6 Feel3 This brand is an emotional brand. 4.18 1.28 ##### *** 5.67 4.22 2.68 

7 Act1 
I engage in physical actions and behaviors when I use this 
brand.  

3.57 1.30 ##### 
*** 

4.59 3.76 2.06 

8 Act2 This brand results in bodily experiences.  3.76 1.29 ##### *** 5.11 3.89 2.12 

9 Act3 This brand is not action oriented. 4.26 1.20 49.98 *** 5.04 4.06 4.20 

10 Think1  I engage in a lot of thinking when I encounter this brand.  4.00 1.25 ##### *** 5.38 4.04 2.61 
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11 Think2 This brand does not make me think. 4.31 1.21 73.72 *** 5.26 4.10 4.12 

12 Think3 This brand stimulates my curiosity and problem solving.  4.24 1.24 ##### *** 5.68 4.23 2.99 

13 Relate1 
As a customer of this brand I feel like I am a part of a 
community. 

3.85 1.31 ##### 
*** 

5.23 3.96 2.24 

14 Relate2 I feel like I am part of this brand family. 3.78 1.32 ##### *** 5.17 3.88 2.23 

15 Relate3  When I use this brand I do not feel left alone. 4.05 1.25 ##### *** 5.28 4.07 2.88 

Note. *** p<.001               

Rows 3, 5, 9 and 11 are negatively phrased and reverse coded.               
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Revising a Conceptual Model and Scale to 
Assess Interest in Medical Tourism Services 
OUTSTANDING PAPER:  Hospitality and Tourism 

 

Michael A. Petrochuk,  mpetrochuk@walsh.edu 

 

Introduction 
Across the globe, hospitals and medical providers been thrust into an environment of upheaval 

and intense competition.  Regardless of the payment system, governmental intervention, or 

controls, many hospitals now compete for patients (Cooper, 2012).  Research suggested that 

private and public hospitals alike have responded to increased competition by addressing 

clinical performance and service delivery.  In return, patients look for hospitals and medical 

care providers to deliver value within the patient encounter (Porter, 2004). 

For many decades, the affluent have traveled to obtain the best in medical care across the 

globe.  It has only been within the last twenty years that the phenomenon has been given a 

name:  medical tourism.  Hamlin (2012) defined medical tourism as “travel outside of an 

individual’s home region or country in pursuit of medical care that is more accessible, of higher 

quality, of lower cost, or some combination of these.” 

According to the Medical Tourism Association (2013), nearly 80% of Americans seeking a 

medical tourism site cited cost savings as their primary motivator.  The study found that nearly 

38% of respondents sought cosmetic surgery overseas.  Patients must be satisfied, as 48% later 

reported that they would again use medical tourism.  Global medical tourism could represent 

$45-96 billion.  Similar dynamics are occurring across the globe, as patients are seeking medical 

care outside of their local marketplace (Connell, 2013). 

Review of Literature 
Medical tourism, while in existence for many decades, has risen in interest within the last few 

years.  For United States citizens, Helble (2011) concluded that recent healthcare reforms have 

driven many Americans to seek medical tourism.  For some, health insurance coverages may 

have changed, making medical tourism – which is usually paid out-of-pocket – a better option.  

Given that healthcare services in other countries are delivered at a lower cost with the same 

level of high quality makes this decision even easier. 

Medical tourism is inherently linked to hospital selection.  Akinci (2005) found that patients 

seek hospitals that have a good reputation within the market and as evaluate by past or current 
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patients.  In practice, physicians are often the driving influence on hospital selection (Javalgi, 

1991).  However, word of mouth communication and past experiences are also key drivers for 

hospital selection.  Specifically, past positive experiences are an important influencer or 

validator for selecting a hospital.  As such, medical tourism patients often use the same 

heuristic in selection that they do when evaluating or choosing a local hospital. 

 

Connell (2013) identified different categories of medical tourism patients: 

 

• Elite patients – Those whose wealth will allow them to seek medical care 
anywhere in the world. 

• Second-Tier wealthy patients – Those whose significant wealth will allow them to 
seek elective procedures in another market or across the globe. 

• Diasporic patients – Those who are relatively affluent, but seek to return to their 
home country for medical care. 

• Cross-border patients – Those who move freely across bordering countries’ to 
seek medical care. 

• Desperate medical patients – Those who seek care in another market, but do so 
at considerable personal cost. 

 
While each of these categories are important, most researchers focus on the first three when 

seeking to explaining selection and evaluation dynamics among medical tourists (Crooks, 2010; 

Connell, 2006). 

Not only do medical tourism patients benefit, as healthcare organizations also realize positive 

outcomes when they attract patients from outside the market area.  Hjalager (2009) developed 

a model of medical tourism that offered the interchange between a provider’s economics and 

innovation.  The study found that medical tourists add to an organization’s financial success.  As 

a result, providers can redirect investments into technology, patient care, or other areas. 

Development of Conceptual Model 
While research has focused on the availability of medical tourism services, there is no definitive 

scale to analyze or predict an individual’s likelihood to seek medical tourism services.  Connell 

(2006) suggested that word-of-mouth is an effective way to communicate about medical 

tourism services.  Through a literature review in the medical tourism field, the following 

dimensions for selecting medical tourism services across the research were identified (Crooks, 

2010; Crooks, 2011; Guiry, 2011; Jonas, 2011; Levary, 2011; Menvielle, 2011; Peters, 2011; 

Smith, 2007; Snyder, 2012; Kumar, 2012): 
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Figure 11: Dimensions for Selecting Medical Tourism Services 

 

Qualitative Testing of Medical Tourism Dimensions 
Based upon the identified dimensions for selecting medical tourism services, a series of focus 

groups were held.  The goals were to test the identified dimensions, identify other dimensions 

that may be important, develop operational definitions for each dimension, and develop a list 

of criteria under each that could be used in scale development. 

A total of four focus groups were held, totaling 41 participants.  For each group, participants 

were asked to define medical tourism in their own terms.  Participants were then asked to 

evaluate and discuss the above dimensions from Figure 4.1. 

They were provided with scenarios where patients might consider medical tourism.  In the end, 

the participants validated the dimensions of medical tourism, with one exception:  participants 

did not choose to include insurance.  As such, this one dimension was revised include the 

concepts of high quality care and service, per the focus groups’ recommendation. 

Following the focus groups, a panel of healthcare experts was assembled.  Focus group 

comments were transcribed and shared with the panel, along with other participant 

observations (emotion, voice tone, etc.).  Following Sayre (2001), social constructivism was 

utilized, where the panel analyzed participants’ comments and insights to understand how a 

consensus was achieved around the medical tourism dimensions.  In the end, the panel 

validated the dimensions, affirming the outcomes of the focus group participants.  

Scale Development 
Based upon characteristics and factors identified in the literature review, along with input from 

the focus groups, the following scale questions were developed within each dimension.  These 

are aligned with the validated dimensions of medical tourism, as offered by focus group 

participants and validated by the panel of healthcare experts: 

  

Medical

Tourism

Affordability and Insurance

Destination and Distance

Demographics and Behavours

Medical Condition

Provider Background

Accreditation and Quality
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Dimension Scale Questions 

 

Medical 

Condition 

– What is your medical condition for which you are seeking care outside of 

your country?  (Countries to select – Check all that apply) 

– My medical condition requires surgery (Yes/No) 

– My surgery is considered elective (Yes/No) 

– My medical condition can be treated as an outpatient, with maybe only an 

overnight stay in the hospital (Yes/No) 

– My medical condition must be treated as an inpatient, and will likely require 

a multiple night stay in the hospital (Yes/No) 

Provider 

Background 

– If the physician was highly regarded, I would seek a physician outside of my 

region to treat my medical condition. 

– If the physician was highly regarded, I would seek a physician outside of my 

country to treat my medical condition. 

– If the hospital was highly regarded, I would seek a hospital outside of my 

region to treat my medical condition. 

– If the hospital was highly regarded, I would seek a hospital outside of my 

country to treat my medical condition. 

– If it meant preserving my privacy, I would seek a hospital outside of my 

region to treat my medical condition. 

– If it meant preserving my privacy, I would seek a hospital outside of my 

country to treat my medical condition. 

 

[5-point Likert scale:  Strongly Agree, Agree, Neutral, Disagree, and Strongly 

Disagree] 

High Quality 

Care and 

Service 

– I am willing to take a risk, if it means seeking medical care outside of my 

region. 

– I am willing to take a risk, if it means seeking medical care outside of my 

country. 

– Looking for medical care outside of my region, it is important to find a 

provider that delivers high-quality care. 
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– Looking for medical care outside of my country, it is important to find a 

provider that delivers high-quality care. 

– Knowing the surgical outcomes is important when selecting a physician. 

– Knowing the surgical outcomes is important when selecting a hospital. 

 

[5-point Likert scale:  Strongly Agree, Agree, Neutral, Disagree, and Strongly 

Disagree] 
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Affordability 

and Insurance 

– Out-of-pocket cost for medical care is always important to consider. 

– My health insurance will cover care outside of my region. 

– My health insurance will cover care outside of my country. 

– I would seek medical care outside of my region if it meant a lower out-of-

pocket cost to me. 

– I would seek medical care outside of my country if it meant a lower out-of-

pocket cost to me. 

 

[5-point Likert scale:  Strongly Agree, Agree, Neutral, Disagree, and Strongly 

Disagree] 

Destination 

and Distance 

– I would be willing to travel a long distance in my country to seek medical 

care. 

– I would be willing to travel a long distance – traveling to another country – 

in order to seek medical care. 

– Speaking my native language is important when seeking medical care in 

another country. 

– Speaking my native language is important when traveling in another 

country. 

– When traveling, I am attracted by the beauty of the region or country. 

– When traveling, I am attracted by the culture of the region or country. 

– When traveling, I enjoy taking a risk or two to do something different. 

 

[5-point Likert scale:  Strongly Agree, Agree, Neutral, Disagree, and Strongly 

Disagree] 

Demographics 

and Behaviors 

– Age. 

– Gender. 

– Marital Status. 

– Education. 

– Profession. 

– Income 

– Health (General self-assessment, 

chronic conditions, prescription 

use). 

– Health insurance coverage. 

– Past medical care utilization. 

Table 29: Dimensions and Survey Questions to Measure Interest in Medical Tourism 
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Future Research 
Future research should be directed at applying this scale in different cultures and healthcare 

settings.  Longitudinal research could also be employed to cross-validate between the 

conceptual model, scale, and future medical tourism utilization.  Additionally, current medical 

tourism patients could be surveyed to determine the scale’s validity and predictive value. 

Conclusions 
Medical tourism is an important concept, but difficult to predict.  As offered earlier, between 

$45-96 billion is spent annually by medical tourists.  With increased competition and limited 

funding sources, global healthcare providers may need to evaluate the possibility of entering 

this lucrative market. 

Despite this importance, conceptual models to measure the dimensions used to evaluate a 

medical tourism provider are scarce.  Some past research has sought to measure why patients 

have sought healthcare providers outside of their market area, but have not offered a 

conceptual model or validated scale.  Other research has confirmed the importance of medical 

tourism without advancing any dimensions of the decision-making process.  This current 

research is a step toward contributing to the literature toward a better understanding of 

medical tourism. 
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the qualitative research, a scale to measure the interest and selection of medical tourism has 

been suggested. 

A notable finding of this research has been the validation of dimensions between past research 

and the focus groups participants.  With only a minor modification, participants affirmed the 

important dimensions that medical tourism patients use in evaluating and selecting services.  

These dimensions can be used by hospitals and medical care providers survey current medical 

tourists.  
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Strategy and Marketing: Can Alignment Be 
Measured?  

 

Stephen C. Carlson, scarlson@piedmont.edu 

ABSTRACT 
This essay proposes a research project to examine the issue of alignment of business strategy 

and strategic functional activities of the firm.  Alignment of functional areas to a firm’s business 

strategy is attracting increasing academic interest. Over ninety percent of all entries in a 

ProQuest search of scholarly works on “business strategy” and “alignment” have been posted 

since 2000.  The numbers have continued to increase from 1352 records in the 2000-2009 

decade to 1809 from January 2010 to January 2019.  A similar pattern is evident in EBSCO’s 

Business Source Complete database.   

The Merriam-Webster Dictionary defines alignment as the proper positioning or state of 

adjustment of parts in relation to each other. The English Language Learners Dictionary defines 

alignment as the state or condition of agreeing with or matching something else, or the state of 

being joined with others in supporting or opposing something. For this project, we define 

“alignment” as a condition of agreement or match between the strategic intent and execution 

of the business function supporting strategic intent.  

The question raised in this project is simple. Can we measure alignment? This question has 

been a topic of research for over 40 years.  Peter Drucker’s use of the term alignment was cast 

in terms of leadership and goal alignment (1973). Myles and Snow’s (1978) strategic typology 

apply the question to business strategy and marketing, Porter’s value chain model (1985) 

argues close coordination and focus of purpose among the primary and secondary units of the 

organization are necessary to maximize “value add” for its customers and returns for the firm.  

Studies measuring alignment between business strategy and marketing using Miles and Snow’s 

taxonomy of business strategy types (1978) began immediately following publication of this 

seminal work.  Snow and Hrebiniak (1980) reported results of a study that linked ten (10) 

distinctive business level competencies to one or more of the four business strategy types.  

While patterns of competencies differed across business strategies, research and development 

was the only competency that could discriminate the four strategy types.  

Hambrick (1983) used an extensive industrial performance database (PIMS – Profit Impact of 

Marketing Strategy) to test key performance measures using Miles and Snow’s typology.  The 

authors focused on prospector and defender strategy type’s profitability and market share in 

different industries and environments.  While prospectors outperformed defenders in market 
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share gain, defenders outperformed in profitability and cash flow.  Hambrick (1983) confirmed 

functional attributes of different strategy types postulated by Miles and Snow (1978).   

Segev’s study (1987) established a relationship between business strategy types (Miles & Snow, 

1978) and strategy development processes (Mintzberg, 1973).  In addition to establishing an 

empirical basis for a relationship between types and process, the author also found a 

relationship of degree of fit between the two lead to higher levels of performance.  Segev’s 

developed a instrument with separate scales for classification of business strategy (25 items) 

and strategy development processes (16 items).  This was an early attempt to move away from 

a paragraph description of strategy type to a measurable set of characteristics. Croteau, 

Raymond and Bergeron (1999) tested Segev’s instrument by surveying over 1,900 Canadian 

firms.  Seven (7) items were removed through confirmatory factor analysis. The resulting scale 

construct reliability was 0.70 or greater for each strategy type.  

Powell (1992) applies contingency theory to explain the variation in performance among 

organizations based on industry, market volatility, and strategic choices.  The author finds that 

a skill in organizational alignment contributes to higher levels of performance.  Powell (1992) 

supports a resource-based view that organizational skill is a valuable resource in producing 

organizational alignment to achieve strategic goals in the context of the industry, market and 

other environmental factors. The author’s scale items add insight for measuring planning 

comprehensiveness, structural integration, and structural differentiation.  

Conant, Mokwa and Vardarajan (1990) built on Segev’s work (1987) for an empirical test of 

Miles and Snow’s business strategy typology (1978) in the context of its three component 

“adaptive cycle” model. The “adaptive cycle” model addresses the firm’s entrepreneurial, 

engineering, and administrative challenges.  Conant, et al. (1990) argue previous studies 

oversimplified the strategy type construct with little or no consideration of the adaptive cycle. 

For a quantitative method of classification, Conant, et al. (1990), developed scale items for each 

of the eleven dimensions of Miles & Snow’s adaptive cycle (1978).  The resulting scale provides 

measures strategic marketing competencies and insight into issues in alignment, integration, 

and the boundary spanning role of marketing. 

Slater and Olson (2001) use a modified version of the Miles and Snow business strategy 

typology (1978) to examine the relationship of functional strategies to business strategy. 

Among the findings was a empirically based redefinition of Miles and Snow’s business strategy 

types. While not dismissing the “reactor” type, the results of K-means cluster analysis suggests 

that “defenders” spans two sub-classifications; “low-cost defenders” and “differentiated 

defenders”.   

Slater and Olson (2001) developed eleven scales to measure relative importance of different 

strategic marketing activities. While the contents of the scales have overlap with Conant, et al. 
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(1990), the authors put significantly greater emphasis on specific competencies regardless of 

the organizational aspects of the strategic marketing activity. Subsequent cluster analysis 

identified four unique marketing strategies; aggressive marketers, mass marketers, marketing 

minimizers, and value marketers. Slater and Olson (2001) conclude that the relationship 

between the self-reported business strategy and marketing strategy produces higher levels of 

performance to firms that that match their marketing strategy to business strategy type.  

Desarbo, Di Benedetto, Song and Sinha (2005) expanded their analysis of Miles and Snow’s 

typology to include strategic type (11 items), organizational capabilities (27 items), 

environmental uncertainty (18 items) and firm performance (11 items).  The resulting four 

strategic types are similar but not identical to the Milles and Snow typology. The authors 

conclude that there is a link between strategic type, capabilities and environmental factors 

resulting in different levels of performance.  This relationship is context specific and may vary 

significantly under different conditions (Desarbo, et al., 2005).  

In addition to the case made within this essay, numerous studies show the necessity for 

business strategy-functional alignment in other traditional areas such as human resources, 

operations, research & development as well as capabilities such as knowledge management. 

Evidence of this concern for functional alignment with business strategy is found in recent 

examples including a concern for strategic thinking within functional areas (Self, Matuszek & 

Schraeder, 2015) , aligning operations strategies with business strategy (Oltra & Flor, 2010), or 

aligning business strategy and information technology (Sledgianowski, Liftman & Reilly, 2006) 

or functional alignment within highly regulated industries (McAdam, Hazlett & Galbraith, 2014)  

Alignment of boundary spanning competencies are also reflected in the literature including 

knowledge management (Shih & Chiang, 2005), performance management systems (Hanson, 

Melnyk & Calantone, 2011), and project management skills (Srivannaboon, 2006).   

The process by which a firm selects its business strategy is a response to the challenges and 

constraints of an industry, it’s political and legal environment, the competitive landscape, 

industry turbulence, or other external factors.  All these enumerated factors are outside the 

direct control of the firm. Alignment, however, is within the firm’s control and subject to the 

organizational skills, capabilities, and core competencies.  

Because marketing is boundary spanning function of the firm, we propose to utilize its strategic 

activities as a proxy for measuring business strategy alignment. Marketing is the voice of the 

firm’s business strategy. With this voice, the firm articulates its positioning, value proposition, 

and “promise” to its current and future customers. As illustrated with Porter’s value chain 

analogy (1985), close alignment of each of the firm’s primary and support activities is in 

fulfillment of the “promise” from market research through product or service delivery and 

ongoing customer support.   
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The quest to confirm that functional alignment can be effectively measured within a chosen 

business strategy continues to elude both academics and practitioners.  The Miles and Snow 

business strategy typology (1978) and its subsequent restatement by Slater and Olson (2001), 

provides evidence that emphasis on each strategic marketing may vary based on the selected 

strategy.  Desarbo, Di Benedetto, Song and Sinha (2005) find that firm performance within a 

strategy type is contingent on both organizational capabilities and environmental uncertainty. 

Therefore, any criteria for evaluating functional alignment must take these variations into 

account.   

Thus, the purpose of our research is to address the following questions.  

• Can measurement of strategic marketing alignment with the business strategy of 
the firm relate to alignment of other functional areas in the value chain?  The 
research design uses Slater and Olson (2001) and Desarbo, Di Benedetto, Song 
and Sinha (2005) as the baseline for instrument design.  

• In addition to performance outcomes (profitability and other financial measures) 
can organizational resources, business capabilities and core competencies be 
incorporated in  the measurement process? We examine single function studies 
in other primary or support functions add to strategic alignment measurement? 

• Can a common measurement that expresses the degree of alignment be applied 
that also recognizes the variation among firms operating in significantly different 
environments?  
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The Moderating Role of Entrepreneurial 
Orientation and Trust on the Relationship 
Between Network Range and Firm 
Performance     
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ABSTRACT 

Prior research has emphasized that network range is critical to improve firm performance. 

However, research on boundary conditions of this relationship is still scant. Accordingly, this 

study advances research on the aforementioned relationship by focusing on the three-way 

interaction of entrepreneurial orientation (EO) and trust. Based on data from a time-lagged 

two-wave survey of 389 firms in an emerging economy, we confirm the positive network range-

performance relationship and find that EO strengthens the relationship between network range 

and firm performance. Furthermore, findings suggest that network range can generate superior 

performance when aligned with the high levels of EO and cognitive trust, thus confirming the 

proposed three-way interaction. However, the three-way interaction among network range, 

affective trust, and EO had nonsignificant effect on firm performance. Overall, these findings 

contribute to a better understanding of how to facilitate network connections to enhance firm 

performance for new ventures. 
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Turnin’ It Upside Down:  Using the Flipped 
Classroom to Advance Student Knowledge 
and Application in a Marketing Capstone 
Course 
 

Michael A. Petrochuk, mpetrochuk@walsh.edu 

 

Introduction 
During this session, the author will present the unique approaches to employing the flipped 

classroom in a marketing strategy course.  The marketing strategy course is the capstone course 

for marketing majors.  The course seeks to integrate various marketing concepts (advertising 

strategy, branding, pricing, logistics, consumer behavior, retailing, social media, etc.).  Given the 

diversity of topics and ever-changing landscape, new approaches to teach- ing are required.  In 

the end, the flipped classroom strategy is appropriate for other marketing and business courses 

– undergraduate or graduate, as well as all disciplines.  

 Background and Literature Review 
At the core of active learning is to develop a classroom setting that advances critical thinking, 

maximizes student interaction, and applies concepts within the real-world.  Professors must 

create learning environments for students to accommodate a variety of different learning 

styles.  If instructors can find creative ways to engage students, they will appreciate the 

marketing and other disciplines at deeper levels (Stephen, 2015).  As such, the flipped 

classroom uniquely fits within this larger schema.  Employing the flipped classroom pedagogical 

method includes the confluence of two dynamics: the expansion of available technology and a 

focus on problem-solving (Bishop & Verleger, 2013).  As Lage et al. (2000) noted, “Inverting the 

classroom means that events that have traditionally taken place inside the classroom now take 

place outside the classroom and vice versa.” 

As technology was introduced into the classroom and courses were offered in hybrid or online 

formats, the concept of learning both within and outside of the classroom was advanced.  In 

fact, millennials no longer tolerate the traditional lecture format nearly to the extent of former 

generations of students (Roehl, Reddy, & Shannon, 2013).  To that end, Bishop & Verleger, 

(2013) advanced a conceptual model that seeks to leverage these experiences and learning 

opportunities. 
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The flipped classroom pedagogical approach can be adapted to leverage students that learn 

through the following learning styles: peer-assisted (Topping & Ehly, 1998); cooperative (Foot & 

Howe, 1998); problem-based (Hmelo-Silver, 2004); and active learning (Prince, 2004).  And it 

allows the instructor to design the course so that it appeals to these many different learning 

styles while still preserving control over the substance of the course (Lage, Platt, & Treglia, 

2000). 

Among professors, many observe that students often do not read all assigned readings.  The 

flipped classroom may provide a remedy to that dynamic.  In their research, DeGrazia et al. 

(2012) found that students engaged in the flipped classroom teaching model came to class 

much better prepared – with a greater percentage having read the required readings.  

Interestingly, and furthering the research regarding the efficacy of the flipped classroom, 

Moravec et al. (2010) found that flipped classroom students performed 21% better on exams, 

compared to students in a traditional lecture class. 

The above research – as well as other works on this topic – support the notion that the flipped 

classroom advances learning, increases student engagement, and can provide superior 

outcomes.  

Employing the Flipped Classroom 
In the fall of 2016, the marketing strategy course was refreshed with new content and cases.  At 

the same time, the course developer recognized that the marketing field content had continued 

to evolve, making it imperative to stay current and deliver cutting-edge materials to the 

students.   

For the marketing strategy course, a set of narrated PowerPoint slides were developed for each 

week’s series of topics.  In-class delivery includes the traditional lectures and seminar 

discussions.  However, as discussed previously, professors teaching the marketing strategy 

course sought new pedagogical techniques to advance student learning within the context of 

varied student backgrounds and experiences.  Specifically, the flipped classroom provides an 

excellent opportunity to engage students with particular backgrounds and different career 

trajectories. 

Specifically, the steps in delivering the flipped classroom include the following:  

• Recording lectures for each of the chapters and/or topics. 

• Provide a course management platform to house the narrated slides and course 
materials. 

• Develop weekly discussion forums for each chapter or major topic. 

• Allocate points in the course syllabus for participating in the discussion forums. 
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• Instruct students to watch the narrated slide files, review any related journal 
articles, and watch online video clips prior to the in-class session.  In particular, 
the literature suggests that the use of online video clips help augment learning, 
demonstrating the use of financial theory and concepts in practice (Stephen, 
2015). 

• Require that students post a 1-3 paragraph summary of the week’s topics, as 
well as uploading 2-5 discussion questions. 

• Following the previous step, the professor reviews the summaries and organizes 
all of the questions to flow into the class discussion. 

• Both the summaries and discussion questions are graded, based upon their 
demonstrated knowledge of the topics.  

  

When the class meets in-person, the first chapter or major topic is reviewed very briefly.  High 

points are discussed and/or examples are reviewed.  The professor then moves to the 

previously-uploaded discussion questions and engages the class in an active discussion.  In most 

instances, a deeper coverage of the topics ensues, now including the entire class versus the 

traditional lecture format which is traditionally driven by the professor.  Further, this strategy 

permits more class time to be devoted to topics that are particularly troublesome for the 

students to comprehend or more directly related to their careers, as opposed to core concepts 

that are well understood by the class. 

As soon as the first chapter or topic is covered and the professor assesses that students have an 

understanding of it, the class moves to the next chapter or topic, repeating the above process.  

Any assigned articles are also integrated into the active classroom discussion as well as key 

takeaways from the online video clips that the students reviewed in advance of the class.  

Outcomes of the Flipped Classroom 
Many students articulated difficulty in integrating the various marketing.  Moreover, they 

stated that was difficult to understand when to apply these within dynamic marketing settings 

approach quantitatively-oriented courses with trepidation.  It is the authors’ experience that 

employing the flipped classroom technique removes much student anxiety around the course 

topics.  Moreover, it requires that students embrace the topics.  The professor is better able to 

encourage and engage student involvement during the discussions – something that is not as 

easy during a lecture-oriented delivery. 

Most importantly, student performance evolved from viewing each case from a consumer 

perspective into a marketer’s perspective.  Students come into the classroom with stronger 

foundational knowledge and a heightened ability to approach and deal with the case issues.  

Student evaluations have supported the notion of improved outcomes and learning. 

The author continues to explore and use other active learning and student-centered learning 

strategies.  That said, employing the flipped classroom methodology to teach marketing 
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strategy has been a success.  Cross-course evaluations from the undergraduate finance and 

MBA healthcare policy course have yielded similar results.  In the end, the flipped classroom 

shows promise and application across business courses.  
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Relevance to Marketing Educators, Researchers and Practitioners:   Marketing professors are 
always seeking new and innovative approaches to leading the classroom.  Advancing knowledge 
is paramount.  The flipped classroom strategy allows students to demonstrate their marketing 
knowledge and apply with dynamic settings.  The flipped classroom strategy also affords the 
instructor the ability to lead and/or observe classroom discussions – able to focus more on 
student performance than on moving along topics.  

Keywords: Flipped classroom, marketing strategy 

 

Author Information:   
Michael  

A. Petrochuk, MHA, MDiv, DBA, FACHE 

Professor of Marketing & Director of MBA Program 

The DeVille School of Business 

Walsh University 

2020 East Maple Street; North Canton, OH  44720 

 

Track: Marketing Strategy 

 

ID #: 1449 

  



 
329 

 

 

 

 

 

 

 

Nonprofit Marketing 

Dr. George Stone 
North Carolina A&T State University 

  



 
330 

 

Academic ASK: Expanding the Arena of 
Charitable Marketing Targets 
 

Jacqueline A. Williams, jacq@ncat.edu 

Kimberly R. McNeil, krmcneil@ncat.edu 

G. Carletta Simmons, gcsimmon@ncat.edu 

 

ABSTRACT 
Universities facing financial pressures are seeking ways to increase resources geared toward 

amenities and campus improvements to meet stakeholders’ expectations in the changing 

academic landscape. Fundraising is one means of mitigating the pressures that exist. 

Universities use various types of fundraising mechanisms such as annual campaigns and gift 

planning with various donor targets including corporations, alumni, and funding agencies. 

These traditional fundraising strategies and targets are important for increasing financial 

support for campus resources and programs. Given the ongoing demand for supplemental 

funding and long term repeat donor behavior, this research focuses on matriculating students 

as the donor target. We seek to explore to what extent student giving is used as a funding 

mechanism in higher education. Further, we examine how student donor targets have been 

used and if this a mechanism for developing long term repeat donor behavior? Finally, we 

provide future research directions for university charitable marketers. 
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I Help People Similar to Me: The Role of 
Incidental Similarity on Heuristic Processing 
of Donations 
 

Jihye Lee, jlee15@jsu.edu  

 

ABSTRACT 
According to recent charitable behavior research (Small and Simonshon, 2008), an individual 

feels sympathy when he shares a personal relationship with a victim and then, this greater 

sympathy is eventually transferred to a charitable behavior. Presumably, for this reason, this 

paper posits that a potential donor who perceives a similarity with an identifiable victim has a 

reduced feeling of distance and increased association with the victim. Across three studies, this 

paper investigated the importance of the role of incidental similarity as a moderator between 

emotional responses to charitable appeal and sympathy. Moreover, this paper also explored 

how people use incidental similarity (e.g., sharing first name initial, birth date and hometown, 

etc) as a cue of heuristic processing to make charitable decisions.  

Extended Abstract 
This research combines theories on incidental similarity and the heuristic decision making 

concept to determine whether a prospective donor perceiving incidental similarity or not with a 

solicitor in a charitable appeal email context feels sympathy toward the solicitor. Based on 

theory and research with the unit relationship (e.g., sense of connectedness) and implicit 

egotism, this research anticipates that even an incidental association between a helper and 

requester would be sufficient to produce a fleeting sense of attraction. Given the vast amount 

of previous research (Burger et al., 2001; Dolinski et al., 2001), I conducted three studies to 

confirm that participants would process the request in a heuristic manner and thus would react 

to requesters with whom they share an incidental similarity as if responding to a friend or 

family member. Because we are more likely to comply with requests from friends than from 

strangers (Clark, Ouellette, Powell, & Milberg, 1987; Williamson & Clark, 1992), being aware of 

the incidental association should be sufficient to increase compliance with the request. 

Additionally, people like their own name because over a period time they have developed 

positive implicit associations with their name. The personal cues (e.g., name initial, hometown, 

birthdate) seem subtle and coincidental, however they are important to one’s sense of self 

(Pelham et al., 2002). As a result, I expected that participants in three experiments would be 

more strongly attracted to the solicitor with a similar name and would display more liking for 

the person with a similar name, birthdate and hometown. Because incidental similarity breeds 
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liking, perceiving personal cues shared with a person enhances compliance with requests from 

that person (Burger et al., 2004; Garner, 2005).   

Given the importance of the charity appeal to foster public awareness and increase donations 

investigates the effects of the charitable message on people’s perception and charitable 

behaviors based on various theoretical foundations.  

Study 1 examined how emotional responses to a donation appeal message mediate between 

the message and sympathy.  A total of 230 undergraduate business majors at the large 

Midwestern university participated by completing an online survey questionnaire.  

In study 2, I determined whether perceived incidental similarity can influence liking and the 

willingness to do a favor. Participants read a scenario in which the first name initial of the 

solicitor was either similar or dissimilar to their own. I expected that those persons who read 

the scenario containing the first name initial-similar character would report that the character 

was similar to them, would evaluate the character more favorably, and would report greater 

willingness to perform a favor for that person. 113 respondents were recruited from the large 

Midwestern University.  

Study 3 sought to test the charitable decision from the view of heuristic processing. Previous 

studies have referred to heuristic processing as cognitively efficient, less deliberate and snap 

judgment (Chaiken, 1980; Gladwell, 2000). Furthermore, people often use this decision making 

process for economic reasons such as time and effort. Heuristic processing deals with a) the low 

involvement decision which asks for a small amount of money, and b) limited resources with 

which to decide something with insufficient time and lack of information about the object. 

Therefore, this less deliberate thinking process is affected by salient cues such as a feeling of 

closeness and perceiving similarity with the object. Due to the positive contribution of the 

salient cue to increasing attraction and getting attention, perceiving similarity is often achieved 

by incidental similarity such as seeing the same initial as mine. Thus, I posit if a cognitive load is 

involved in this heuristic process, the feeling of liking towards the person who shares incidental 

similarity, which, in turn leads to sympathy, may decrease. In the same vein, when time and 

resources such as more information about solicitors (more than birthdate, name and 

hometown) are offered, heuristic persuasion may diminish. 110 students attending a variety of 

undergraduate business courses at a large, public Midwestern university volunteered to 

participate in a 30 minute experimental task. 

I began this study with a plan to contribute to the existing literature in the area of incidental 

similarity and charitable behavior. Past research on this topic found that consumers who 

perceive incidental similarity to solicitors who ask for monetary donations would be more likely 

to have a favorable attitude toward the solicitor, and to donate actual money (Chandler et al., 

2008; Gueguen et al. 2005; Harris & Huang, 1973, Harris & Klingbeil, 1976). I also used heuristic 
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processing as a persuasive to determine the effect that the charitable decision making process 

– whether a person is experiencing shared similarity to a solicitor as an incidental and subtle 

cue – plays a role in how an incidental similarity between solicitor and prospect donor affects 

charitable behavior.  

Over two studies, I confirmed that participants primed with the similar condition (shared first 

name initial, shared birthdate, shared home state with the person who is in need), who are 

then presented with a negative scenario (financial damage and physical injuries experienced 

after misfortune or accident), are more likely to express negative emotions and this emotional 

response transfers by moderating of the sense of connection, but not self-esteem, compared to 

those who are similar and positive emotion framed and the dissimilar condition. This was 

supported when participants perceived incidental similarities with solicitors when they were 

asked to donate; their sympathy increased, and in turn, they tended to have more willingness 

to donate to the solicitors.   

I demonstrated this phenomenon based on the heuristic decision making theory because 

people usually do not invest too much time and thought to make a small donation when they 

are asked to help by a charity. They rely heavily on heuristic processing to make a charitable 

decision based on information given by the solicitor (e.g., name of the charity and donation 

amount requested by the charity). In Study 3, I explored that people who perceive incidental 

similarity with low effort have a higher degree of sympathy and greater willingness to donate. 

As a result, I can suggest that when people think more and put more effort (e.g., time and 

knowledge) into processing the donation request, they feel a lower level of sympathy than 

people who accelerate their charitable decision making based on heuristic cues like perceived 

similarity to the solicitor and closeness to the requester. Since those people who invest more 

effort or appear high in need for cognition do not use heuristic processing in the charitable 

giving decision, they are involved in effortful responding. A recent study demonstrated that it is 

surprisingly effective when fundraisers ask which football team you support or what kind of 

food you had for lunch before broaching the subject of donation (Fennis, Janssen, & Vohs, 

2009). Fennis et al. (2009) found that questions that seem like polite chitchat actually soften 

you up for the pitch and the friendly initial questions deplete the self-control resources that are 

needed to resist an unwanted influence attempt. And this strategy succeeds at increasing 

donations. When the requests entail attraction/similarity, listeners get softened up and 

essentially yield to the request of the people requesting a donation.  

Donation appeal for charities often display emotions of the people they help to evoke the kind 

of sympathy that engenders giving. This article examines how the expression of emotion in a 

victim’s story affects both sympathy and giving by moderating incidental similarity. Therefore, 

the marketer and the advertisement of a charity should consider how they evoke emotions to 

lead sympathy and giving by finding salient cues. Furthermore, people who consider donation 

as heuristic process, providing convenience such as speed and easy process of donation may be 
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a priority. However, for people who consider donation as a systematic process, offering 

detailed information and statistics which engender their mental effort to help them decide on 

giving may be a good strategy.  
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Introduction and basic definitions 
In the US much attention is focused on cohort value systems where the generational cohorts 

the consumer was born into are measured and compared. The idea is that persons of the same 

generation have similar experiences that are significant enough to shape their attitudes and 

values. These tendencies are somewhat consistent and last throughout the consumer’s life.   

The interest in cohort value systems arises because of the relatively stable characteristics of 

cohorts that can be used to predict consumer behavior (Berkowitz 2017). This study compares 

the generational cohorts of Baby Boomers, Generation-X, and Millennials concerning their 

attitudes toward (1) the use of preventive health care information (PHCI), (2) the significance of 

social media, and (3) social networking methods in accessing preventive health information. 

Preventive Health Care (PHC) 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). At the broadest level, PHC includes over-the-counter 

prescriptions, programs to curb smoking or overeating, and advanced genetic testing to identify 

a predisposition to certain cancers and other health issues. It also includes innovative products 

such as wrist watches to track biometric data. 

The potential impact and significance of PHCI is evidenced by the staggering health care costs 

estimated at $3.65 trillion in 2018. This is larger than the GDP’s of Brazil, Great Britain, Mexico 

and Canada. It is also the equivalent of $11,212 per person in the US (Sherman 2019).   

For the US healthcare system to work more efficiently, there must be an increasing shift from 

symptomatic to preventive health care. Prevention must be the cornerstone of the healthcare 
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system rather than the traditional reactive or symptomatic approach that currently prevails 

(BCC Research, 2009; Gagnon & Sabus, 2015). The transition to a PHC system means PHCI must 

be readily available.   

Several factors account for why persons may seek or ignore PHCI. These include attitudes about 

preventive health, and differences in demographics and cultural background (Dutta-Bergman, 

2005; Satcher & Higginbotham, 2008). Also, consumers respond differently to the various ways 

in which PHCI is delivered (Cline & Haynes, 2001; Dutta-Bergman, 2004; Thomas, 2009). 

Prevention requires a fundamental change in the way individuals perceive and access the 

healthcare system, and the way healthcare is delivered.  

For at least the last ten years, the internet has been and continues to be rated as the single 

most important means of accessing PHCI (Cangelosi et al., 2012, 2018). Although most health-

related information acquired from the Web addresses symptomatic issues, the quest for PHCI is 

becoming increasingly more prevalent (Freudenheim, 2011). When one considers that almost 

90% of the U.S. and Canadian population is online, the power for delivering PHCI electronically 

cannot be underestimated (Internet World Stats, 2019). 

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). In a recent study, Facebook was cited as a 

“somewhat important” source of PHCI (Cangelosi et al., 2018). Long before the arrival of SM, 

research had suggested that purchase preferences would be affected much more by 

recommendations from personal networks (family, friends and peers) than by traditional 

advertising. SM draws people closer together, especially those who would not otherwise be 

part of a relationship if not for SM. As such, it may effectively deliver PHCI (Direct Marketing 

News, 2011; Hawn, 2009). 

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 & 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.   

A recent study compared behaviors of Gen Xer’s and Baby Boomers (Cangelosi et al., 2019). As 

an extension, this study examines and compares three dominant cohort groups in the US: Baby 
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Boomers, Generation X, and Millenials. These groups account for nearly two-thirds of the US 

population, and represents those aged 23 to 73 years (U. S. Bureau of the Census, 2019). The 

expanded emphasis on PHCI attitudes emanates from the inclusion of Millennials. In about ten 

years Millennials are expected to be the most important of the generational cohorts in the US 

(Kanski 2018). And because of their young age, Millenials' views of PHCI will be largely 

attitudinal instead of experiential. This study examines the three cohorts’ PHCI tendencies 

toward (SM&N) as a means of acquiring the PHCI. 

Background Information 
Because of the ability to download, create, share, edit and interact with online content via Web 

2.0, the use of SM&N in healthcare is widespread. As early as 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 several 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). Reported benefits of using various 

health-related SM&N platforms (e.g., PatientsLikeMe) include a better understanding of one’s 

medical condition, better sense of control in managing one’s health, and improvement of 

treatment adherence. In 2005 the U.S. health industry incurred an estimated $100 billion extra 

per year because patients did not follow their treatment protocol (Osterberg & Blaschke, 2005). 

Health care expenses generally increase with age. The results in Table A indicate that health 

care expenditures per capita increase five-fold from the youngest age segment (0-19) to the 

oldest (65 and over), from about $4,600 to almost $25,000. Persons 65 and older account for 

36% of the health care spending in the US, but only 16% of the population. Considering that 

health care costs consume over 17% of the US Gross Domestic Product and is projected to top 

20% by the year 2023, the need for preventive health care comes clearly into focus (Bradley & 

Claxton, 2019 and National Center for Health Statistics, 2016). The preceding is further 

highlighted by the estimated $billions that could be saved if health care consumers would take 

advantage of preventive medicine. Lost job productivity amounts to $260 billion annually, much 

of which could be avoided via PHC (Centers for Disease Control and Prevention, 2017). 
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Age Group 

(in years) 

Age Group 

Population  

  

Age 

Group 

Population 

(%) 

Health Care Spending 

by Age Group 

 

Health Care 

Spending by 

Age Group 

(%) 

Health 

Care 

Spending 

Per Capita 

under 19 78,859,958 24 $365,000,000,000 10 $4,628 

19 to 34 72,288,295 22 $401,500,000,000 11 $5,554 

35 to 44 39,429,979 12 $365,000,000,000 10 $9,257 

45 to 54 42,715,810 13 $474,500,000,000 13 $11,108 

55 to 64 42,715,810 13 $730,000,000,000 20 $17,090 

65 and over 52,573,305 16 $1,314,000,000,000 36 $24,994 

TOTALS 328,583,157 100 $3,650,000,000,000 100 $11,108 

Table A: Share of Total Health Care Spending By Age Group 
SOURCE: Kaiser Foundation: Health Care System Tracker 

  

Baby Boomers, Generation Xer’s and Millennials can each be described as a cohort, 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 and so forth. These events shape many of the 

attitudes that persons in a cohort have in common. The unique aspect of cohort groups is that 

as they transition into higher age categories, the values they acquired as a group are resistant 

to change or do not change. Attitudes towards health care are just one of the many cohort 

attitudes possessed by various cohort groups. Hence, as cohort groups, Baby Boomers, 

Generation Xer’s and Millennials can be considered as groups for analysis (Berkowitz, 2017).   

Table B illustrates the various cohorts in the US population as of April 2019. The definitions of 

US generational cohorts vary somewhat depending upon the source. For this study, the US 

Bureau of the Census groups was used (Robinson, 2018). Comparing the cohorts, Baby Boomer 

and Millennial cohorts are almost the same size (22.56% & 22.06%), with Generation X being 

slightly less at just over 20%.   
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Generational Cohort Birth Dates Age Range (years) 

Population by 

Cohort 

Population 

(%) 

Greatest Generation Before 1928 92 and older 2,595,807 0.79 

Silent Generation 1928-1945 74-91 25,892,353 7.88 

Baby Boomers 1946-1964 55-73 74,128,360 22.56 

Generation X 1965-1980 39-54 66,275,223 20.17 

Millennials (Gen-Y) 1981-1996 23-38 72,485,444 22.06 

Generation Z 1997-Later 0 to 22 87,205,970 26.54 

TOTALS     328,583,157 100.00 

Table B: US Population by Generational Cohort  

SOURCE: US Bureau of the Census, April 2019 

This study examines generational cohort attitudes towards PHCI, and assesses the importance 

of various SM&N platforms and sources as delivery systems to access PHCI. The various SM&N 

sources and PHCI attitudes were analyzed through different demographic groups studied earlier 

(Cangelosi, Ranelli, & Kim, 2015). The SM&N platform research questions and PHCI attitudes 

are addressed as follows:  

1. In the aggregate, how important are the various SM&N platforms as delivery 
systems of PHCI for Baby Boomers, Generation Xer’s and Millennials?   

2. Are there significant differences across the cohorts?   
3. How do Baby Boomers, Generation Xer’s and Millennials differ in their attitudes 

concerning PHCI? 
 

The importance of this research emanates from the growing literature discussing how social 

networking technologies can be used by health consumers. For instance, social networking 

approaches can potentially revolutionize the way people collaborate, identify potential 

collaborators or friends, communicate with each other, and identify information that is relevant 

to them (Steinhubl et al., 2013). Digital technology helps health consumers engage in social 

networking, participation, openness and collaboration within and between health user groups, 

such as Facebook Groups (Santoro, 2013, Eysenbach, 2008). Through social networking 

technologies, patients find support, community, and second opinions when dealing with the 

ups and downs of their health condition (Bhatt & Quigley, 2012). 

Online technologies allow for better health management such as tracking physical activity, 

biometric information, and sharing health-related information (Gagnon & Sabus, 2015; Hawn, 

2009). SM can better prepare patients for medical appointments and for informing patients 

about their health condition (Alsughayr, 2015).   
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As the great majority of health consumers look for health care information online, the need to 

help them find the best SM&N alternatives for self-diagnosis or diagnosis for others becomes 

significant (Gagnon & Sabus, 2015). SM can be a very effective tool for communicating PHCI, 

but the spread of information must be monitored to prevent harmful misinformation of 

patients.  In sum, SM allows patients more frequent and direct communication with each other 

as well as with health professionals (Moorhead et al., 2013). 

The main limitations of SM regarding health care information is well documented and can be 

summarized as lack of trust due to the user generated content, threats to patient privacy, and 

the potential for incorrect or even harmful information being shared by patients with similar 

medical problems (Moorhead et. al., 2013). In totality, however, the use of SM&N is increasing 

and is an excellent way for health consumers to share their health concerns and acquire HCI 

about HC issues and sources to help their situation (Norton & Strauss, 2013). 

As Baby Boomers age, they will have increasing medical needs and are likely to place large 

demand on HC resources. Consumer health technologies may help stem rising HC needs and 

costs by providing better HC provider-to-patient communication, health monitoring, and 

information access, all of which will better enable self-care. Hence, the question becomes “how 

ready are Baby Boomers to use consumer technologies that will enable self-care?” LeRouge et 

al. (2014) found that Baby Boomers are more likely to indicate that advanced consumer 

technologies (blogs, wikis, podcasts, smartphone health apps) are not appropriate for their HC 

needs. The study found out that Baby Boomers have experience with advanced consumer 

technologies, but need to be shown how they are appropriate for PHC applications. 

Gen-Xer’s are the first Cohort to grow up in an era of internet-available health information.  

They tend to be less passive and more discerning towards health than Baby Boomers. They are 

hungry for information, but skeptical of experts. More so than Baby Boomers, Gen-Xer’s 

actively look to a variety of sources for information, which can include face-to-face, HC 

institutions, websites, medical journals, television programs, and news websites. They are 

cynical about large HC institutions, especially pharma. They get information from the internet, 

but still rely on their personal physicians as their best source for keeping them and their loved 

ones healthy (O’Connor, 2017). 

Gen-Xer’s represent the first generation of true healthcare consumers, as they shop for 

healthcare much the same way they shop for retail goods and services. They have a natural 

tendency to consult online information sites, especially those with ratings and reviews. They 

exhibit less loyalty to HC providers and will not hesitate to switch providers based recent 

experiences. Baby Boomers, while using some SM&N sites, rely heavily on word-of-mouth, and 

are slower to change HC providers than Gen-Xer’s (smithandjones.com 2015).   
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Millennials are perhaps the most complex of the 3 cohorts. They dislike checkups, want low 

cost HC, and greatly value convenience in getting HC, when needed (Majors 2018). Given their 

younger ages (23-38), Millennials are tech savvy when it comes to the search for HCI. They tend 

to be more self-reliant than the other cohorts (Smith et al., 2009). Thirty-eight percent trust 

their peers more than medical professionals; 55% believe HCI online is more reliable than their 

doctors; and they have the lowest satisfaction rate of the 3 cohorts for doctors.  The issue of 

distrust of HC professionals makes communicating with Millennials a complex process (Kanski, 

2018). 

Millennials are very skeptical, trust friends regarding HC advice, use technology to compare 

more HCI faster. They are more likely to try an APP or click on an online ad before considering 

anything from a HC provider or insurer. Even though Millennials are younger and less 

experienced regarding healthcare, they have a great need to be part of the conversation 

concerning the healthcare that they need. To reach Millennials, HC marketers are challenged to 

find the right mode of communication, including SM, podcasts, blogs and other digital 

technologies (Mahoney, 2018). One method that seems perfect for reaching Millennials is 

Telehealth, given how they value convenience, a disliking for checkups, and being technology 

savvy (Tuckson et al., 2017). 

In summary, while Millennials value ease, accessibility, Baby Boomers place a high value word 

of mouth, and Gen Xer’s want convenience concerning routine services (Majors, 2018). There is 

some evidence that Baby Boomers are becoming more tech savvy with the fastest growing 

demographic on social media being women, aged 65 and over (Reddington, 2018). 

Research Method 
The target population for this study was the United States. The sample frame consisted of an 

online consumer panel with two million members, owned by an online database vendor. The 

process involved three entities: the researcher, an online host for questionnaires, and the 

online consumer panel vendor that leases email addresses to researchers for a specified 

amount per usable response. The questionnaire was posted by the online host, and the online 

database vendor downloaded the email addresses. For this study, the survey resulted in 820 

usable responses.   

The questionnaire consisted of 217 questions, dealing with PHCI and various SM&N as delivery 

systems for the information. The questionnaire utilized nine demographic characteristics and 

28 possible social media and networking platform variables, for those seeking preventive and 

general health information. The itemized rating scale used to measure the importance of each 

SM&N variables for finding PHCI ranged from 1 to 4 where 1=very important, 2=somewhat 

important, 3=somewhat unimportant, and 4=very unimportant, and with 2.5 being the scale 

midpoint. The measurement of 43 PHCI attitudes was done with a 6-point extent of agreement 
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scale where 1=definitely agree, 2=generally agree, 3=slightly agree, 4=slightly disagree, 

5=generally disagree, and 6=definitely disagree. 
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consumer behavior. In this study, the generational cohorts of baby boomers, generation-X and 

millennials are measured concerning their attitudes toward the use of preventive health care 

information (PHCI), and the significance placed on social media and social networking methods 

in accessing preventive health information.  
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ABSTRACT 

While the vulnerability of service offerings to price unfairness perceptions has long been 

recognized, most price fairness research has been conducted in the context of goods.  This 

research addresses two gaps in the emerging empirical work on price fairness in the context of 

services: Which characteristics of services promote price unfairness perceptions? And what are 

the mechanisms that create those perceptions? We extend the existing research by 

demonstrating that intangibility promotes price unfairness perceptions. Drawing on the fairness 

and services literatures, we develop a framework showing how uncertainty about value and 

uncertainty about the reasonableness of seller profit mediate the influence of intangibility on 

price fairness evaluations. The framework is supported in a series of three studies. Our findings 

offer directions to managers crafting value propositions for services or products that are 

marked by intangibility.   
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ABSTRACT 
Aggressive pharmaceutical marketing practices are blamed for the escalating intensity of the 

current opioid crisis. This study aims to understand if pharmaceutical marketing imperils public 

interest to raise questions about the moral imperative of the marketing discipline. A systematic 

analysis of court documents indicates that, for the case examined, diverse marketing practices 

are systematically developed with the strategic intent to enhance prescription writing in favor 

of the company. Implications for the opioid crisis, pharmaceutical marketing, and public policy 

conclude the paper.  
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A Starbucks Blend: Race, Social Marketing 
and Corporate Social Responsibility 
 

Yvette Lynne Bonaparte, ybonapar@nccu.edu 
 

Introduction 
The concepts of social marketing and corporate social responsibility (CSR) are often focused on 

initiatives that lead to the betterment of society.  Consequently, company initiatives in these 

areas may address issues related to social justice.  Additionally, the intersection of social 

marketing and corporate social responsibility has become more apparent in recent years.  

While the two concepts are different “they both mainly serve to create a better society and a 

better environment.  Profit making businesses use social marketing as a tool while performing 

corporate social responsibility (CSR)” (Kestane, 2014, p.199).  The two concepts are further 

differentiated in that  

“the first goal in social marketing is to create behavioral change to create value in 

society rather than commercial gains.  Creating corporate image and increasing sales 

are secondary aims.…..CSR is a concept that is consistent and that forms integrity 

through all of an organization’s strategies and policies, values, culture, decision making 

and reporting mechanism. (Kestane, 2014., p. 199)   

It is unusual for companies to proactively initiate campaigns on the sensitive subjects such as 

race relations in the United States.  (Logan, 2016).  Therefore, the initiatives launched by 

Starbucks Coffee Company to address the issue of race relations warrant study as illustrations 

of the intersection of social marketing and CSR.     

Social Marketing 
Social marketing has been used as a practice to increase awareness of various societal issues, 

and as a consequence, bring about social and behavior change. Social marketing is described as 

“the use of marketing institutions, processes, principles and techniques, and behavioural 

theories and models, to induce voluntary behaviour change” (Gordon, 2011, p.82).  An 

increasing number of diverse social challenges have been acknowledged as requiring social 

marketing as an intervention. Examples of these challenges range from issues related to 

environmental sustainability, to issues related to equality and inclusiveness (Beall, Wayman, 

D'Agostino, Liang, & Perellis 2012). 

Saunders, Barrington & Sridharan (2017) offered the following definition of social marketing.   

“Social marketing is the application marketing principles to enable individual and collective 

ideals and actions in the pursuit of effective, efficient, equitable, fair and sustained social 
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transformation”   (Saunders, Barrington & Sridharan, 2017. p. 165).  Implied in this definition 

are the following requirements: 1) social marketing initiatives enable individuals and foster 

collective actions and ideas that are meaningful to those that are targeted for benefit; 2) social 

marketing recognizes the rights of individuals and collective to act and bring about change and; 

3) social marketing seeks to transform society for the greater good (Saunders, Barrington & 

Sridharan, 2017).  

Corporate Social Responsibility 
Corporate social responsibility relates to the overall management of a company and seeks to 

integrate CSR activities with a company’s values, culture and strategies, along with reporting 

mechanisms and metrics.  (Kestane, 2016).  The majority of companies take a multifaceted 

approach to CSR and initiatives “run the gamut from pure philanthropy to environmental 

sustainability to the active pursuit of shared values”.  (Rangan, Chase & Karin, 2015).  Rangan, 

Chase & Karin (2015) assert the existence of three CSR theatres (or categories).   

Determining which theatre (or theatres) of CSR a company chooses to operate within, and 

developing and implementing activities accordingly, is imperative (Rangan, Chase & Karin, 

2015).  A description of the three theatres follow.  Theatre one is comprised of activities that 

are not directly tied to generating profit or enhancing business performance, yet increase 

community engagement and support employee volunteerism.  Theatre two is comprised of 

activities that are executed within existing business models in order to deliver social benefits 

that may support the improvement of the efficiency or effectiveness of a company’s operation.  

Theatre three is comprised of activities that support business performance.  Theatre three 

programs are often narrowly focused.  However, they have the potential to significantly 

influence a company’s social or environmental impact, and financial performances (Rangan, 

Chase & Karin, 2015). 

Research Question 
The research question addressed is this paper is how do the Starbucks race related initiatives, 

Race Together launched in March 2015 and a day of racial bias training conducted in May 2018, 

illustrate examples of both social marketing and CSR?   

Methodology 
A directed content analysis of press releases, website content and news articles was conducted 

for the Starbuck’s Race Together initiative and day of racial bias training.  This type of content 

analysis is guided by prior research; and findings are used as supportive or non-supportive 

evidence of a particular framework (Hsieh & Shannon, 2005).  In this study, the social marketing 

requirements asserted by Saunders, Barrington & Sridharan (2015) and the three theatres of 

CSR as described by Rangan, Chase & Karim (2015) are used as frameworks to guide the 

analysis.     
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Findings 
 
The mission and values statement of Starbucks Coffee Company highlights the company’s 

commitment to humanity.  Specifically, the Starbuck’s mission is “to inspire and nurture the 

human spirit – one person, one cup and one neighborhood at a time”.  Additionally, Starbucks’ 

core values highlight the importance of the including multiple stakeholders in achieving its 

mission - partners (employees), the product (coffee) and customers 

(https://www.starbucks.com/about-us/company-information/mission-statement).  

“Strengthening communities by welcoming all and creating impact on issues that matter.” is 

noted as an area of focus for the company 

(https://news.starbucks.com/uploads/documents/AboutUs-Company_Profile-4.11.18.pdf). 

The Race Together Initiative 
Following events involving the police and members of the African American community, and 

more specifically the event in Ferguson, Missouri in 2014, the Race Together Initiative was 

created.  The 2015 initiative was a yearlong, multifaceted campaign that addressed the 

controversial issue of race in the United States (Logan, 2016).  An objective of the initiative was 

to “inspire compassion and highlight the need for social justice in the United States. [Starbucks] 

employees and the public were encouraged to continue to contribute their voices to the 

conversation.” (Logan, 2016, p. 101).   

The Race Together initiative included baristas writing the words “race together” on customers’ 

coffee cups as their orders were filled (Lobosco, 2015).  Additionally, the initiative included a 

variety of communication materials to educate individuals about racial inequality including 

videos, advertisements, and a campaign website (Logan, 2016). The USA TODAY newspaper was 

also a campaign partner and published a special insert that included a diversity index in which 

the chances of meeting a person from a different racial or ethnic background was calculated 

(https://news.starbucks.com/uploads/documents/Race_Together_-_USA_Today_Special.pdf)  

Additionally, as part of the Race Together Initiative, Starbucks made the commitment to open 

additional stores in minority communities and to hire 10,000 underserved youth over a three 

year period (Lobosco, 2015).   

Results of the Race Together Initiative were mixed.  “Some social media users lashed out, 

claiming that picking up coffee during a morning commute wasn't the time or place to have this 

kind conversation.” (Lobosco, 2015).  Although there was a social media backlash in response to 

the campaign, sales did not suffer during this period (LaMonica, 2015).  

A Day of Racial Bias Training 
On April 12, 2018 two black men entered a Starbucks store in Philadelphia, Pennsylvania.  

Shortly after arriving they were arrested on suspicion of trespassing.  The men had arrived early 

for a business meeting, used the restroom, and declined to place an order.  The manager of the 

https://www.starbucks.com/about-us/company-information/mission-statement
https://news.starbucks.com/uploads/documents/AboutUs-Company_Profile-4.11.18.pdf
https://news.starbucks.com/uploads/documents/Race_Together_-_USA_Today_Special.pdf
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Starbucks store called law enforcement, indicated the men were trespassing, and the men were 

arrested.  Ultimately, no charges were filed and the men were released.  However, the arrests 

prompted protests of Starbucks (Hauser, 2018).   

On April 17, 2018, Starbucks released its plan to conduct an afternoon of “racial-bias education 

geared toward preventing discrimination in our stores” (https://news.starbucks.com/press-

releases/starbucks-to-close-stores-nationwide-for-racial-bias-education-may-29).  In an 

attempt to address the racial bias inherently related to this incident the afternoon of May 29, 

2018, Starbucks closed over 8000 of its 9,412 company stores in the United States to conduct 

racial bias training.  Approximately 175,000 employees participated in the training.  (Wiener‐

Bronner, 2018). The cost of this shutdown (in terms of lost sales) for Starbucks is estimated to 

total $16.7 million (Fletcher, 2018).  Following the training day, which was considered by 

Starbucks to be a step toward preventing similar incidents in the future, the company “changed 

its policy to allow people who haven't made a purchase to spend time in stores or use the 

bathroom.” (Wiener‐Bronner, 2018). 

Common Characteristics 
The Starbucks Race Together initiative and the day of racial bias training illustrate 

characteristics of both social marketing and CSR.  Both initiatives support the Starbucks mission 

statement which is inclusive of a larger societal concern related to behavior that embraces 

diversity and inclusion.  Both campaigns were developed in response to a call to action to 

particular incidents of racial injustice. Additionally, this research study illustrates the 

implementation of campaigns that demonstrate the intersection of social marketing and CSR.  

With respect to social marketing, Race Together, an initiative in which key components were 

executed in store, attempted to provide a forum in which individual stories and experiences 

could be shared in an attempt to spark dialog.  Both employee and customer experiences could 

be shared as part of the campaign.  The day of racial bias training was designed to encourage 

individual employees to examine his or her view of race and to enhance each employee’s 

understanding of behavioral expectations in the context of the Starbucks’ mission and 

corporate values.  Both initiatives illustrated the required characteristics of a social marketing 

campaign put forth by Saunders, Barrington & Sridharan. 

 Race Together Day of Racial 

Bias Training 

Requirement one: enables individuals and fosters collective 

actions/ideas that are meaningful to those that are targeted 

for benefit 

X X 

Requirement two: recognizes the rights of individuals and 

collective to act and bring about change 

X X 

https://news.starbucks.com/press-releases/starbucks-to-close-stores-nationwide-for-racial-bias-education-may-29
https://news.starbucks.com/press-releases/starbucks-to-close-stores-nationwide-for-racial-bias-education-may-29
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Requirement three: seeks to transform society for the 

greater good 

X X 

Table 30: Summary of Starbuck Initiatives – Social Marketing Requirements 

Regarding the theatres used to categorize CSR, theatres two and three were satisfied by both 

initiatives.  Only the Race Together initiative aligned with the requirements of theatre one in 

that it provided a clear opportunity for community engagement on the topic of race relations.  

However, each initiative was executed within, and was supported by, business operations, 

specifically within Starbuck stores.  In the case of Race Together, the initiatives became part of 

the in store customer experience during the time the program ran.  In the case of the day of 

racial bias training, operations were suspended and stores were turned into training facilities.  

Both initiatives aligned with the requirements of theatre three in that each was narrowly 

focused on race relations. 

 Race Together Day of Racial 

Bias Training 

Theatre one: activities have no direct tie to enhancing 

business; however, they improve community engagement 

X - 

Theatre two: activities are delivered within the business 

model to support efficiency and effectiveness 

X X 

Theatre three: activities are narrowly focused, support 

business activities and have the potential for social  impact 

X X 

Table 31:  Summary of Starbuck Initiatives – Corporate Social Responsibility Theatres 

Conclusions 
It is possible for corporate initiatives to address social issues by impacting ideas, or behaviors 

(pillars of social marketing) and to leverage their business operations as a channel for delivering 

or hosting such initiatives.  When these two conditions are satisfied, the participating company 

is in fact leveraging its social marketing efforts in fulfillment of CSR requirements. Based on the 

results of this study, programmatic efforts that illustrate the requirements of social marketing 

and CSR (and their intersection), are narrowly focused on a societal issue, have the intention of 

affecting meaningful and beneficial change (from both an individual perspective as well as from 

a broader societal perspective), and are aligned with the company’s broader mission.    
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Relevance to Marketing Educators, Researchers and Practitioners: The concepts of social 

marketing and corporate social responsibility (CSR) are often focused on initiatives that lead to 

the betterment of society.  While the intersection of social marketing and CSR has become 

more apparent, the two concepts differ.  This paper reviews two initiatives launched by 

Starbucks Coffee Company; both of which were born out of the company’s desire to address 

the sensitive issue of race relations in the United States.  As the influence and impact of 

initiatives in both of these areas expand in an attempt to bring about positive social change as it 

relates to diversity and inclusion, it is important for marketers to have a voice in highlighting 

such initiatives and in framing future discussions.   
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ABSTRACT 
The use of social media platforms by political candidates to engage voters is an increasing part 

of the political process in the United States. Authenticity and social media have been studied 

extensively in marketing research, yet the factors that shape the perceived authenticity of 

politicians have not been fully explored. This research takes a deeper look at what draws voters 

– or diverts them – from politicians based on the politicians’ presence and depiction of 

themselves on social media.  

Authenticity has been discussed by marketing scholars with respect to its impact on leadership 

(Zhu et al., 2004), brand trust (Eggers et al, 2013) and engagement (Hseih & Wang, 2015). 

Previous research finds that authentic leaders are considered more credible and able to 

motivate the people they lead (Zhu et al., 2004). Authenticity is also found to be a variable that 

moderates followers’ trust and commitment (Zhu et al., 2004). Despite the influence of 

authenticity in leadership, little research has examined the factors that contribute to 

perceptions of political authenticity. If authentic leaders can positively affect followers’ trust, 

commitment and engagement (Hseih & Wang, 2015), we propose that authentic politicians can 

do the same with their constituents. As such, this research aims to advance the understanding 

of political authenticity by defining it and establishing a theoretical framework that can be 

applied in future research. Because the perceived authenticity of politicians is relatively 

unstudied, our research uses literature on celebrity authenticity as a guide in measuring factors 

of authenticity. 

As social media become a growing aspect of the political landscape in the United States, it is 

important to explore how politicians’ authenticity is perceived through social media. The 

central objective of this research is to explore how social media impacts voters’ perceptions of 

political authenticity. This was explored by conducting two studies. In Study 1, an open-ended 

questionnaire was administered to a group of university students between the ages of 18 to 24. 

Participants were asked to choose the political candidate who seemed most authentic and most 

inauthentic from a set list of candidates and describe why they perceived each candidate to be 

authentic or inauthentic. Participants also compared select candidates’ Twitter posts and were 

asked to select which candidate seemed more authentic and more inauthentic based on their 
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social media presence. Study 2 was conducted to explore differences between first-time voters 

and more mature voters. The researchers ran an identical questionnaire on a group of adults 28 

and older. 

Findings seek to examine and compare how first-time voters and more experienced voters 

perceive the authenticity of politicians on social media. This research provides a deeper analysis 

of perceived authenticity as it relates to politicians. Based on previous research about celebrity 

authenticity, transformational and transactional leadership, and qualitative analysis of the 

open-ended questionnaires, the researchers determined three theoretical constructs – rarity, 

stability, and charismatic/inspirational leadership. Among both age segments, 

charisma/inspirational leadership proved to be the most important factor, followed by stability 

and rarity. Results yield greater insight into voter perceptions and how candidates can better 

reach voters of differing ages and shape their message through social media.  

The findings in this research also provide insight into the nation’s current political climate. The 

biggest factors in determining political authenticity include honesty, consistency, being uniting 

and caring for the country as a whole. The main factors in determining inauthenticity include 

dishonesty, inconsistency, and divisiveness. These factors reflect what qualities voters consider 

most important in authentic politicians. This comes at a time when anxiety about the political 

climate is at a record high (APA, 2017) and trust in government is at an all-time low of 18 

percent (Silvergate, 2017). Politicians, candidates and campaign strategists can use the findings 

in this research as a guide to appeal to voters and develop a better understanding of how 

political authenticity is perceived.  

Limitations of this research include the small sample size, which was limited by the time-

consuming nature of coding qualitative data. Additional research should be conducted with a 

larger sample size to improve the reliability of results. Still, this research offers insight into 

political authenticity by establishing initial steps in defining the term and setting a framework 

for measuring it. This research is also unique and demanding of our attention because the 

results are, in part, a reflection of the political climate. The perception of what makes a 

politician authentic is ever-evolving with the changing political climate. These findings establish 

a framework that allows future research to analyze how these perceptions change over time.  
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ABSTRACT 
Research on message strategy on social media, especially Facebook, is increasing rapidly, 

providing greater insight into both types and effectiveness. However, this research has 

primarily utilized brands’ posts on their own pages, not brands’ paid messaging. Posts to a 

brand’s page may end up as sponsored messages in user news feeds, if the brand pays to 

promote them, or they may not. Furthermore, most studies have looked at either very broad 

categorizations of message strategy or at vary narrow tactical features. Therefore, the purpose 

of this study is to examine both broad advertising objectives and specific advertising tactics 

used in sponsored posts as they occur in users’ news feeds on Facebook and Twitter. 

Social media research into message strategy has drawn on frameworks developed for 

traditional media (Laskey, Day, & Crasky, 1989; Puto & Wells, 1984), while acknowledging that 

the unique features of social media, such as its interactivity and focus on relationship-building, 

influence message strategy (Kim, Spiller, & Hettche, 2014). Tafesse and Wein (2017) provide a 

comprehensive review of approaches to categorizing social media posts, which they then use to 

produce 12 message types. 

Research has shown that, as theoretical models would suggest, message strategy has an impact 

on advertising effectiveness and that the effectiveness of strategies can vary, depending on 

product category and effectiveness measure (Laskey, Fox, & Crask, 1995). Recent research has 

shed light on the relationship between message strategy and the effectiveness of social media.  

For example, De Vries, Gensler, & Leeflang (2012) found that vivid and interactive brand posts 

on Facebook enhance the number of likes, and Araujo, Neijens, & Vliegenthart (2015) found 

that Twitter messages that contained information about products from the brand were 

associated with high levels of re-Tweeting. 

As highlighted by Tafesse and Wein (2017), interpretation of the relationship between message 

strategy and effectiveness in social media has been complicated by the differing 

conceptualizations of message strategy. The present research attempts to enhance 

comparability across research studies by defining message strategy to include both objectives 
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and methods (O’Guinn, Allen, & Semenik, 2008). Specifically, it identifies three objectives that 

mirror the three components of attitude: awareness/comprehension, attitude/image, and 

action. In addition, it identifies five tactics—promotion, cause/institutional, curiosity, image, 

straight sell—to provide additional specificity. 

In order to study the objectives and tactics in social media paid messaging, 63 undergraduate 

student subjects were led through the process of visiting the desktop and mobile versions of 

four different social media platforms, logging in where applicable, and capturing screenshots 

from each. Only the desktop data collected for Facebook and Twitter were utilized in the 

present study. Eliminating screenshots with no sponsored messages due to ad blocking or 

failure to log in resulted in a final sample of 44 subjects (22 male, 21 female),  64 screenshots 

and 174 sponsored messages—70 from Facebook, and 104 from Twitter—for analysis.  

Analysis of the contents of the sponsored messages revealed a significant relationship between 

objectives and tactics (χ2 = 150, p = .00). In addition, message effectiveness, as measured by 

“likes,” varied significantly with respect to tactic (F = 3.42, p = .01), with mean likes for 

cause/institutional ads being greatest on Facebook, and likes for image ads greatest on Twitter. 

On average, ads on Facebook garnered more likes than those on Twitter (2919 vs. 879, F = 4.38, 

p = .04). Product category alone showed no significant effect on likes, but a full factorial 

regression analysis revealed that product category moderated the effect of tactic on message 

effectiveness, as measured by likes (category * tactic: F = 4.07, p = .00).  

The preliminary results of this study suggest that the effectiveness of social media strategy 

depends upon a complex relationship among site, product category and tactic. Further analysis 

of the data is needed to better delineate the nature of these differences, while replication over 

time and with different demographic samples can also contribute to our understanding of social 

media as advertising platforms as they continue to evolve. 
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ABSTRACT 

The first social media site was launched in 1997. The era of social media had dawned. Users 

could create a profile and add others as their virtual friends. Blogs and forums also started to 

attract considerable following, as they allowed people to communicate more frequently and on 

a larger scale than ever before. More innovation in the social media space soon followed with 

the launch of Myspace, Facebook, Youtube, and Twitter, among others. Social media in all its 

iterations has become a major pillar of society – the implications for marketing and the 

business enterprise are almost endless. Not only has the proliferation of different social media 

platforms increased the volume of online chatter, but it has also contextualized word-of-mouth 

(WOM) in the digital domain.We posit that WOM exhibits heterogeneity across social media 

platforms. This study examines how different social media platforms can drive or inhibit firm 

sales through this contextualizing effect, in the domain of the motion picture industry. We 

investigate whether all social media platforms are equal in the transmission of digital WOM to 

actual customer purchase behavior. We theoretically contextualize WOM based on systematic 

differences between platforms and empirically evaluate the impact of those differences on an 

objective variable of particular interest to academics and practitioners: movie sales. Empirical 

results from a panel data analysis suggest social media WOM influences box office revenues 

more when it stems from non-identity social media platforms such as forums and review sites, 

than when it comes from identity-focused ones (i.e. Twitter, Facebook).     
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ABSTRACT 
The internet and social media have profoundly impacted the manner in which students’ access 

information on colleges and universities.  Among the most-used resources for higher education 

information are college websites.  While researchers believe students are increasingly looking 

to university websites to assist them in a variety of college decision-making processes (from 

which college to attend to which major to pursue), recent reports indicate college websites may 

not always have what students need (Williams 2017).  What kinds of information do students 

want and need in order to make better-informed college choices?  Can the content published 

by a college on its website be used not only to inform students but to persuade them, i.e. 

convert browsers (prospects) to buyers (matriculants) to majors?   

This research reports the findings of focus group interviews with a sample of business and non-

business undergraduate students to determine their opinions of the effectiveness of a college’s 

departmental websites.  The focus group results are assessed alongside the results of research 

on college website content and used to make a number of recommendations concerning the 

use of a college’s departmental websites for the purpose of recruiting majors to business fields.  

The research specifically seeks to shed light on the student’s decision process with regard to 

choosing a major.  The paper integrates the qualitative focus group findings with other 

empirical research on the college-major decision process and ties it to the consumer decision 

process.  The paper demonstrates how a departmental website can be used to trigger and 

frame problem recognition as well as develop and refine the student’s evoked set of college 

majors. 

College websites have been researched by marketing and mass communication scholars with 

respect to their use and effectiveness for well over a decade.  This research has led to the 

conclusion that college websites are usually the first structured encounter a student has with a 
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prospective college or university (Ford 2011).  Industry surveys routinely find that near two-

thirds of prospective students say their opinions of a school are shaped by its website and that 

this number is growing (Inside Higher Ed 2018).  Despite their outsized influence, very little 

literature exists on the functional purpose of college websites.  Moreover, recent studies show 

that students find the bulk of information that features prominently on many college websites 

to be confusing, irrelevant, and unhelpful (Tate 2018; Williams 2017).  This research extends 

these findings to a college’s homepage and its departmental websites, in contrast to the focus 

on university websites in their totality.  An important finding is that social image and job 

availability may be significant factors that impact students’ decisions to select a business major. 

The research also explores the idea that college or departmental website content can 

differentially impact decided versus undecided students (as to college major) because it 

provides cogent external information in the alternative evaluation phase of the decision 

process.  

Concerning social media, industry experts and survey researchers believe that, after checking 

out a college’s official website, prospective students turn to social media to see what other 

students are saying as well as begin looking at the school’s official social media accounts 

(Williams 2017).  There is a growing body of research, however, showing that students do not 

perceive information shared on social media as having the same credibility as the content 

found on college websites (Hagedorn 2013), making the role of the websites even more 

influential in the information search and alternative evaluation phases of the students’ decision 

process. Additionally, recent reports (McGorry & McGorry 2017) indicate there is a shift in 

social media use between millennials and centennials (or Igens) and so use of social media (and 

websites) by these two groups could be very different.  Future research is needed to ascertain 

whether freshmen access different resources than the current upperclassmen did to develop a 

perception of an institution and/or select a major.       

Findings in this research highlight what students most want from a college website and provide 

insight into the ways that college and departmental websites can use inbound digital content 

marketing to assist students with major selection.  The findings help marketers better 

understand how to convert a college website from an informational resource to a recruiting 

tool for majors.  
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ABSTRACT 
As interest in and pursuit of corporate social responsibility (CSR) has risen, so too has corporate 

communication concerning CSR. Worldwide, more than 2,700 companies have chosen to 

evidence their commitment to social responsibility through successful completion of B Lab’s 

independent certification process, becoming Certified B Corporations (A Global Community of 

Leaders, 2019). A significant amount of research in recent years has focused on the way socially 

responsible firms communicate about CSR (Burchell & Cook, 2006; Du, Bhattacharya, & Sen, 

2010; Etter, 2013; Abitol & Lee, 2017; Illia, Romenti, Rodriquez-Canovas, Murtarelli, & Carroll, 

2017; Wang & Huang, 2018). The purpose of this exploratory study is to further understanding 

concerning how – and how much – Certified B Corporations and non-certified firms with CSR 

programs promote their CSR activities via Twitter and the resulting degrees of consumer 

engagement.  

Corporate Social Responsibility 
Consumers demand that companies engage in ethical behavior toward all stakeholders and 

employ production processes that are less harmful to communities and the environment (Luu, 

2012; Tate et al, 2010). Firms meet this demand by going beyond concern for economic 

interests and government requirements and engaging in corporate social responsibility (CSR), 

those deliberate efforts intended to produce a positive impact (or limit negative impact) in the 

environment, society, and the community (Sim, 2003; Turker, 2012; Bhardwaj, 2014; Taghian et 

al, 2015). Although CSR is often seen as vital to business success, some stakeholders experience 

a sense of skepticism concerning the company’s involvement in CSR. Consumers expect firms to 

be transparent and accountable in their adherence to a triple bottom line orientation 

(Lomonaco, 2018), an approach through which businesses create value not only through 

financial performance but also through activities designed to benefit society and the 

environment. Firms can combat skepticism and earn consumer trust by maintaining and 

growing CSR activities over time (Zhou and Ki, 2017) and frequently communicating a 

commitment to CSR to stakeholders (Du et al, 2010).  

Benefits of B Corp Certification 
Through consistent, comprehensive attention to and external reporting of their operations and 

business model via B Lab assessments, Certified B Corporations gain credibility with savvy 

consumers and businesses who seek objective assurance concerning a firm’s actions and 

impact. As of May 2019, 2,788 companies in 150 industries across 64 countries had 
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obtained/maintained Certified B Corporation status through nonprofit B Lab’s certification 

process (A Global Community of Leaders, 2019).  Potential benefits of gaining status as a 

Certified B Corporation include brand building that aides in attraction of investors, employees, 

and customers, as well as (somewhat) debatable legal protections to insure sustained 

commitment to the triple bottom line orientation regardless of company ownership or 

shareholder desires (Nicholas & Sacco, 2016; Schiller, 2017). These benefits are particularly 

important given the ever-increasing buying power of Millennial consumers who are concerned 

with working for and shopping with firms committed to CSR (Fry, 2018; Deloitte, 2014), 

however firms considering benefits of pursuing Certified B Corp status should carefully consider 

the significant gap between consumers’ self-reported behavior (SRB) and actual behavior, as 

survey responses to questions concerning a consumer’s behavior tend to differ from the way 

s/he behaves (Moser, 2016).  

CSR Communication and Dialogue via Social Media 
CSR communication is central to satisfying skeptics and gaining the support of socially- and 

environmentally-conscious consumers. The CSR communication literature consistently points to 

a need for collaborative dialogue between organizations and their stakeholders (Johnson-

Cramer et al., 2003; Burchell & Cook, 2006; Du et al., 2010). Many firms choose to 

communicate their CSR activities through social media. Abitol and Lee (2017) found consumer 

engagement with a firm’s CSR posts on Facebook increased with company-cause fit 

(congruence between nature of business and cause supported) and use of specific dialogic 

strategies (use of multimedia formats and interactive messages containing a call to take action 

on social media). Stakeholder perceptions of CSR and behavioral intention toward a firm vary 

according to message source used and type of CSR promoted via post, as stakeholder 

perceptions are most positively impacted through internal CSR and personal life stories shared 

from CEO social networking site accounts and both internal and external CSR posts from 

organization social networking site accounts (Wang and Huang, 2018). Firms should talk about 

both actions they have taken and about their aspirations, including ideals and intentions 

(Christiansen & Cheney, 2011; Christiansen, Morsing, & Thyssen, 2013). 

Consumer Engagement via Social Media 
On social networking sites like Facebook and Twitter, a user’s response to brand posts – a like, a 

favorite, a retweet, or a share – is easily observed by those within his social network. Consumer 

engagement in activities concerning brand-related content on social media platforms is known 

as a consumer online brand-related activity (COBRA), and COBRAs exist on a continuum of 

three usage types driven by varying motivations: consuming (minimal activity such as reading a 

tweet), contributing (moderate activity like clicking “favorite” on a tweet), and creating (high-

level activity such as uploading user-generated brand-centric content) (Muntinga et al, 2011).  

As a deliberative space designed for two-way communication, social media offers an opportune 

channel through which organizations can engage in the conversations, negotiations, and 
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information exchanges central to CSR.  In earning Certified B Lab status, Certified B 

Corporations have demonstrated a degree of transparency and CSR-commitment that should 

be reflected in social media posts. In doing so, firms can calm skepticism as they demonstrate 

commitment to triple-bottom line ideals and increase engagement with likeminded consumers 

who seek to work for, buy from, and invest in conscientious businesses.  

In order to gain an understanding of how Certified B Corporations approach – and how 

consumers respond to – CSR-related Twitter posts, the study authors developed a set of five 

research questions answered through a deductive, quantitative content analysis of 700 original 

Twitter posts issued by Certified B Corporations and non-certified firms with CSR programs: 

RQ1:  How frequently do firms post about CSR issues on Twitter?  
RQ2:  What CSR topic is the focus of CSR-related posts? 
RQ3:  What type of discourse is used in in CSR-related posts? 
RQ4:  How do levels of consumer contribution vary by CSR post topic?  
RQ5:  How do levels of consumer contribution vary by discourse type employed in a 
CSR posts?   
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ABSTRACT  
 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. Providing superior quality in service experiences is an effective 

approach to acquire such an advantage. In the face of increasing competition, it is in an 

organization’s best interest to provide customers with the best service possible. This principle is 

prevalent in all industries, including various types of nonprofits and profit seeking 

organizations.  In medical services, studies have shown that a variety of variables impact the 

perception of service quality. An extensive literature review reveals there is evidence that a 

number of demographic characteristics have been linked to service quality perceptions.   

Social media has become a vital communication technology across a broad spectrum of 

industries and populations. Particularly, the growth and popularity of social media interaction is 

extremely impactful in the healthcare profession. As 80% of Americans with Internet access 

search for health information, it is important for healthcare professionals (HCP) to adapt to the 

needs of their clients (Craig, et. al. 2013). Increasingly, social media is becoming a more 

important element in the healthcare world. In healthcare communication, social media 

presents a broad variety of tools and applications. They range from passive tools to engaging, 

interactive communication techniques. Such innovation has also influenced the ways that 

consumers behave across all types of market settings. Indeed, social media has taken 

communication in the healthcare field from passive to active as more patients make use of 

these sites to seek health information, research providers, and connect with other patients and 

HCP (Kassirer 2000; Macario et. al. 2011). When used effectively, social media benefits hospitals 

through increased revenue, employee recruitment, and increased customer satisfaction 

(Richter, et. al. 2014). This paper extends Richter, et. al.’s research by relating antecedents, 

such as, demographic characteristics, to social media use.  

This paper compares samples of patients and their demographic characteristics and how they 

influence the outcomes of a customer or patient’s perception of the quality of a service 

experience. Particularly, this study proposes that age, income, occupation, and gender can help 

provide some insight into the types of customers or patients patronize medical services. 

Furthermore, the study contrasts demographic characteristics with preferential traits.  
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This research contributes to existing research by demonstrating how healthcare practitioners 

can utilize patients’ demographic characteristics to make business decisions on the most 

effective social media options to use for communicating with existing and potential clientele.  

This study poses 3 research questions:  

RQ1 What are the demographic characteristics that can be used to determine the social 
media preferences for patients in an Obstetrics/ Gynecology (Ob/Gyn) practice?  
RQ2 What are the demographic characteristics that can be used to determine social 
media usage patterns of an Ob/Gyn patient?  
RQ3 What are the demographic characteristics that can be used to determine patients’ 
expectations for social media communications by an Ob/Gyn practice?  

  

It has been theorized that demographics can serve as an important influence on the consumer 

decision making process. This study reviews patient demographic data and emphasizes the 

practicality and significance of social media as a communication tool for medical practices, 

based on demographic variables. Preliminary data indicates that the patients from this medical 

practice spend 60 minutes per day on social media. In general, average users spend 35 minutes 

per day on Facebook, 25 minutes per day on Snapchat, and 15 minutes per day on Instagram 

(Asano 2017). This is a total of 75 minutes per day. 80% of the patients from this study have 

some degree of content engagement with their social media usage. When asked, should the 

medical office they were visiting use social media, 41% responded “unsure”. So, obviously, 

there some ambiguity in the minds of patients regarding the use of social media by medical 

offices. 34% of the patients responded that the practice should social media, while 21% 

responded “no”.  
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ABSTRACT 
This paper presents a conceptual model of the impact of social media influencer power on 

consumer attitudes toward a brand.  The research uses naïve theories of social influence, 

consumer socialization theory and market signaling theory to support the contention that social 

media influencer power will impact consumer brand attitudes.  However, the impact of the 

social media influencer power on consumer brand attitudes is posited to be mediated and/or 

moderated by the social media influencer source credibility.  In turn, the social media influencer 

source credibility is modeled as being positively related to the social media influencer’s 

expertise/competence with respect to the product, the social media influencer’s goodwill 

toward the consumer, and the social media influencer’s trustworthiness. 

Introduction 
"Social media is a group of internet-based applications that build on the ideological and 

technological foundations of Web 2.0, and that allow the creation and exchange of User 

Generated Content (Kaplan and Haenlein 2010, p. 61)" Social media includes a wide variety of 

online forums including blogs, discussion boards, chat rooms, consumer-to-consumer email, 

consumer service and product ranking forums and websites, and social networking sites, to 

name a few (Mangold and Faulds 2009).  Chi (2011) defined social media marketing as a 

“connection between brands and consumers, [while] offering a personal channel and currency 

for user centered networking and social interaction (p. 46).”  The tools and approaches for 

communicating with customers have changed greatly with the emergence of social media; 

therefore, businesses must learn how to use social media in a way that is consistent with their 

business plan (Mangold and Faulds 2009).  As of 2018 there are 3.196 billion people using social 

media, an increase of 13% over the previous year.  One social media platform, Instagram, 
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brought in more than $2.81 billion in mobile ad revenue in 2017.  The Facebook-owned photo 

sharing application has grown in both features and its user base since its inception in 2010.  

Since the addition of Stories and IGTV (a video sharing platform on Instagram) in the last few 

years, its user base has only increased in size. There are more than 800 million active users of 

Instagram worldwide, 32% of whom fall between the ages of 18 and 24 and another 32% fall 

between the ages of 25 and 34 (Worthy 2018). Instagram users post more than 4.2 billion likes 

per day (Hootsuite 2018).  

Instagram is the most engaging social media platform. According to a study by Burney (2017), 

Instagram sees the most average interactions per post per 1,000 followers (known as the 

engagement ratio). The average engagement ratio is 29.67 on the platform, while Facebook 

sees around 16.54 average interactions per post per 1,000 followers.  Instagram is also a great 

platform for executing influencer marketing campaigns because influencers prefer it over other 

platforms (Veirman et al 2017).  Lee (2016) talked to 2,500 micro-influencers and found 

that Instagram was their most preferred platform. Fifty-nine percent of micro-influencers said 

that it’s the most effective platform to engage their target audience. 

Acting within the Instagram social media platform are social media influencers. Social media 

influencers are third party endorsers that attempt to shape consumer attitudes (Freberg et al. 

2011).  Increasingly, consumers are turning to social media influencers as a way to identify 

products and services that comport with their lifestyles (Connolly 2018; Casalo 2018; Ki and Kim 

2019; Hughes et al 2019).  Typically, social media influencers have a large following.  According 

to Connolly, a social media influencer is someone who has greater than 10,000 followers, who 

engage with brands to help promote them, who share information about the products they 

love, and who are experts in their field.   Brands look for methods to identify influencers whose 

audiences overlap with their target markets.  Influencer marketing is continually on the rise as 

brands try harder to break through the noise created by a glut of content. The precipitous 

decline of organic reach (i.e., the number of people who have seen a post via unpaid 

distribution) on Facebook and Instagram makes social media promotion of content more 

challenging than before. Advertisement blockers are various tools that are used to block ads 

and they make amplification of content through display ads less appealing.  More importantly, 

Americans trust recommendations from actual people significantly more than they trust 

advertising and promotion from brands, in any guise. The perceived authenticity of other 

people contributes to the rise of influencer marketing.  The underlying premise and even the 

primary mechanics of influencer marketing have never changed. What has changed is the 

number of people that have “influence” in this modern age of people as media 

A study by Nielsen Catalina Solutions (a major research company that tracks real world food 

and grocery purchases) in 2016 showed interesting results of an influencer marketing 

program conducted for White Wave Foods, the parent company of Silk Almond Milk and other 

products (Smith 2016). The marketing program was created and managed by TapInfluence, a 
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platform that unites content creators, influencers, and brands to build authentic relationships. 

TapInfluence found 258 fitness and food influencers, each of whom was asked to create 

content about Silk for their “Meatless Mondays” initiative. Content was also amplified on 

influencers’ social presences – but only organically as no paid media was employed.  The 

program was automated and overseen using the TapInfluence platform, including the addition 

of relevant Federal Trade Commission disclosure statements, and insertion of a special tracking 

pixel from Nielsen Catalina Solutions, used in order to determine whether a household had 

been exposed to content created by the 258 influencers. 

The results of this program for Silk Almond Milk showed that households exposed to influencer 

marketing purchased 10% more Silk products than a control group.  Each 1,000 people viewing 

influencer marketing purchased $285 more Silk products than a control group.  (Smith, 2016). 

The campaign content generated 1.1 million impressions on blog posts alone since the study 

period concluded.  The impressions continue to accrue every day because the content is 

evergreen and lives online. As the number of impressions increase, the cost per engagement 

continues to decrease. The other benefit was that this programs created a treasure chest of 

influencer-created content they could use and re-use on their own social channels.  Influencer 

marketing is relatively inexpensive (Ahmad 2018; Bevilacqua 2018) when compared to the cost 

of creating banner ads, television ads, outdoor ads, etc. which are always an investment layer 

on top of the media spend.  With an influencer marketing program the “creative costs” are 

shouldered by the influencers themselves, and thus are part of the fees paid to TapInfluence or 

other influencer marketing platforms.  It has been known for years that online influencers can 

generate net-new impressions, clicks, and even e-commerce sales. But this Silk Almond Milk 

study demonstrated that online influencer marketing impacted offline purchases too. 

The purpose of this research is to develop a testable conceptual model of the effect of a social 

media influencer’s impact on consumer attitudes toward a brand.  First, the mechanisms by 

which a social media influencer impacts consumer brand attitudes is presented.  Next, the 

literature on perceived source credibility is reviewed and the determinants of perceived source 

credibility (perceived source expertise/competence, perceived source goodwill and perceived 

source trustworthiness) are reviewed.  The conceptual model is then presented.  Finally, 

directions for future research are discussed. 

 

The Mechanisms by Which the Social Media Influencer Affects Consumer Brand Attitude 

Several theories have been proposed to explain the impact of a social media influencer on 

consumer brand attitudes.  These include naïve theories in the context of social influence 

(Cialdini 2009; Brinol et al. 2015), consumer socialization theory (Moschis and Churchill 1978) 

and market signaling theory (Spence 1973).  For this research, the impact of a social media 

influencer on consumer brand attitudes is conceived of being the power of the influencer to 
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increase the likelihood that a consumer will purchase a brand endorsed by the social media 

influencer. These include naïve theories in the context of social influence, consumer 

socialization theory and market signaling theory.  The following sections describe these theories 

and review the literature that has applied these theories within the marketing context. 

Naïve Theories in the Context of Social Influence 
For this research the social media influencer is posited to have an impact on consumer brand 

attitudes.  This attitude can either be positive or negative depending on how consumers 

perceive and interpret the image of the social media influencer.  Consider this - Some 

consumers like an influencer-endorsed brand on Instagram because the influencer has a huge 

following (i.e., the influencer is popular) whereas others will dislike the brand for the same 

reason (the influencer is not unique). The two seem contradictory and are explained by the 

naïve theories of popularity and exclusivity.  The naïve theory of popularity is the belief that a 

product is desirable when it is popular.  The naïve theory of exclusivity is the idea that some 

products are desirable when they are unique (e.g. Cialdini 2009).  

Naive theories are defined as informal, commonsense explanations that people use in their 

everyday lives to make sense of their environment (i.e., common sense explanations). Within 

the context of this paper, naïve theories are consumer decision making heuristics.  Naive 

theories often diverge from formal, scientific explanations of what actually happens in life 

(Deval et al. 2013).  This research suggests that consumers’ use of naive theories is very 

complex. For many marketplace phenomena including the impact of social media influencers, 

consumers may hold multiple potentially contradictory naive theories that may have opposing 

evaluative implications and thus drive different inferences as a function of which theory is 

active at the time of judgment.  

Consumers rarely have complete information regarding products about which they form 

judgements. To compensate for this uncertainty, consumers use a variety of inferential 

strategies to fill the gaps in their product knowledge prior to making decisions (Gunasti and 

Ross 2009; Kardes, Posavac, and Cronley 2004). This research focusses on social media 

influencers who are used by consumers to draw inferences.  The conclusion that a consumer 

draws regarding a social media influencer may depend on which naïve theory is active during 

judgement. 

Recent research has explored how a variety of naive theories are used as the basis for 

consumer inference (e.g., Labroo and Mukhopadhyay 2009; Raghunathan, Naylor, and Hoyer 

2006; Yorkston, Nunes, and Matta 2010; Brinol 2015).  Steinhart et al. (2014) found a link 

between product type, functional (utilitarian products) or self-expressive (consumption 

depends on personal or social meaning of the product), and naïve theories elicited by exposure 

to the product.  Exposing consumers to a functional product triggers the naïve theory of 

popularity, whereas exposing them to a self-expressive product elicits the naïve theory of 
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exclusivity.  Their findings extend the set of the factors that drive the impact of two of Cialdini’s 

(2009) core persuasive heuristics – social validation and scarcity on consumer’s product 

purchasing behavior. 

Deval et al. (2013) have illustrated how commonly held naive theories may conflict with each 

other and how consumers' evaluations of products vary according to the inference rule 

triggered by prior priming (e.g., popularity versus exclusivity in a social context).  Specifically, 

when following the naive theory of popularity, consumers may interpret the interest of many 

others in the product as a favorable attribute (Cialdini and Goldstein, 2004; Cialdini, 2009).  This 

phenomenon is similar to the “bandwagon” and “snob” effects (Corneo and Jeanne, 1997; 

Hellofs and Jacobson, 1999).  The “bandwagon” effect is when consumers evaluate products 

favorably simply because of the number of people who have purchased or used them and the 

“snob” effect is just the opposite where consumers do not evaluate products favorably simply 

because of the number of people who have purchased or used them.  When competing naïve 

theories coexist, the expectation is that situational factors can make one theory more salient 

than another and determine which of the competing theories will be used as an inference rule. 

Consumer Socialization Theory 
As has been stated, the social media influencer is posited to have an impact on a consumer’s 

attitude toward the brand.  The social media influencer can be viewed as a “socialization 

agent,” a source of influence that transmits norms, attitudes, motivations and behaviors to the 

consumer (Moschis and Churchill 1978).  According to the theory of consumer socialization, 

consumers acquire cognitions and behaviors from the socialization agent through three 

processes, modeling, reinforcement, and social interaction.  Modeling involves mimicking the 

socialization agent’s behavior.  Reinforcement can be both positive and negative methods used 

by the socialization agent.  Finally, social interaction facilitates learning through mechanisms 

such as purposive consumer training.  Consumer learning takes place during the consumer’s 

interaction with the socialization agent (Moschis and Moore, 1979).  According to Moschis 

(1987), peer group influence (including the power of the influencing agent) also plays an 

important role in influencing a consumer’s behavior and attitudes. 

Under the theory of consumer socialization, this research proposes that the social media 

influencer acts as a computer-mediated socialization agent.  As a result, consumers who follow 

the social media influencer are predisposed to acquire the norms, attitudes, motivations and 

behaviors of the social media influencer.  Consumers mimic the social media influencer’s 

behavior and attitudes, are encouraged to behave in ways consistent with the social media 

influencer being followed, and are educated by the social media influencer about the product 

and/or its use.   
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Market Signaling Theory 
Drawing from the economics of information paradigm, Spence (1973) was the first to discuss 

signaling theory.  Applicable to promotion in organizations, the theory is relevant when 

asymmetric information exists between two parties (individuals or organizations) such as sellers 

who have relatively more information about their products and buyers who have relatively less 

information about the seller’s products.  Information asymmetry is likely to exist during the 

purchasing process for experience or credence goods.  For example, with experience goods 

buyers have difficulty assessing the quality of a product in the pre-purchase decision making 

stage.  Examples include hotels, movies and restaurants. With credence goods buyers not only 

have difficulty assessing the quality of a product in the pre-purchase decision making stage but 

also in the post-purchase stage.  Examples include health care, automobile repair, and legal 

services (Benz 2007). 

When asymmetric information exists during the purchasing process such as when the consumer 

finds it difficult to assess pre- or post-purchase product quality, a need arises for marketing 

tactics by which firms can convincingly inform consumers about the quality of their products 

(Erdem and Swait  1998).   Signaling is the notion that one party (the agent, sender or seller) 

credibly conveys some information (or signal) about itself to another party (the principal, 

receiver or buyer). 

Bloom and Reve (1990) defined a marketing signal as “…a marketer-controlled, easy-to-acquire 

informational cue, extrinsic to the product itself, that consumers use to form inferences about 

the quality or value of that product p. 59.” This definition implies that a marketing signal is a 

piece of information that a consumer can search out and process with minimal effort.  Also, 

since a marketing signal does not provide detailed product information it can only provide 

consumers with the basis for making inferences about a product’s attributes.   

Herbig and Milewicz (1996) described the features of a marketing signal.  The marketing signal 

must be transmitted by someone who has the ability to alter the nature and intensity of the 

signal.  The marketing signal is an extrinsic informational cue that is not part of the product 

itself and can be accessed by a buyer easily and can be processed with minimal cognitive effort.  

The marketing signal is then used by a buyer to form inferences about a product since the cue 

does not contain detailed product information.     

Bloom and Reve (1990) elaborate on the types of marketing signals that have been used by 

organizations.  They include warranties, the amount of advertising done for a product, the 

market position or size of the organization, the type of atmosphere where the product is sold, 

the size and uniqueness of a trade show, the manner in which customer contact personnel 

dress and speak, endorsers of a product, and symbolic gestures such as when organizations 

provide low cost favors as tokens of appreciation.  Of course price is another marketing signal 

(Bagwell and Riordan 1991). 
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The effectiveness of a marketing signal is determined to a large degree by the signaler’s 

reputation and credibility (Herbig and Milewicz 1996).  A signaler that is reputable and credible 

has goodwill and increases the effectiveness of the marketing signal.  According to Herbig and 

Milewicz (1996), a signaler’s good reputation can positively impact a buyer’s perceived product 

quality.  

Research has explored market signaling for quite some time.  This section seeks to review the 

literature on the types of marketing signals that have been examined by researchers.  Market 

signals such as price, advertising expenditures, product warranties, new product 

preannouncements and country of origin effects are reviewed. 

One such marketing signal that has been explored is the use of price as a signal for product 

quality.  Although not referring to price as a marketing signal, Monroe (1973) was among the 

first to suggest consumers see a positive relationship between price and quality.  Recognizing 

that consumers make decisions with imperfect information, Wolinsky (1983) proposed that 

prices are used to signal differentiation in product quality such that lower prices would be 

associated with lower product quality. Bagwell and Riordan (1991) developed an economic 

model demonstrating that consumers infer a newly introduced high quality product from a high 

price, however the high quality product’s price will decline over time as consumers become 

more informed. 

A further stream of research suggests that advertising could be a marketing signal for product 

quality.  Nelson (1970) was the first to advance the notion that an experience good’s quality 

cannot be assessed prior to consumption, and if that experience good was advertised where 

the advertisement contained little product information (e.g., image advertising), the mere fact 

that the experience good was advertised would provide a signal about the product’s quality.  

Using Nelson’s theory, Milgrom and Roberts (1986) developed a model that formalized the 

proposition that uninformative advertising for an experience good could be a signal for product 

quality.  Using a series of six experiments, Kirmani and Wright (1989) found some evidence for 

the effect of perceived advertising expense on product quality ratings.  Kirmani (1990) 

proposed an inverted U-shaped relationship between perceived advertising spending and 

product quality.  Initially low perceived advertising expenditures would lead to low quality 

brand perceptions and higher perceived advertising spending would lead to higher quality 

brand perceptions, but at some point, consumers might think advertising spending would be 

excessive which would lead to lower quality brand perceptions.  She found this inverted-U 

shaped relationship occurred when the ad content was uninformative about brand attributes.     

Another avenue of research on marketing signals asserts that consumers make inferences 

about a product’s reliability based on the product’s warranty.  Using appliances and motor 

vehicles as stimuli, Weiner (1985) found that warranties were accurate signalers of product 

reliability. Using the appliance product category and a pre-/post-Magnuson Moss Act design, 
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Kelley (1988) found support for the idea that better product warranties are market signals for 

better product reliability and therefore can be used as a positioning tool to assist in competitive 

differentiation.  Boulding and Kirmani (1993) found that when consumers believed that an 

organization would likely fulfill its warranty obligations, more robust warranties were 

associated with higher perceptions of product quality.  Conversely, when consumers believed 

that an organization was unlikely to fulfill its warranty obligations, more robust warranties were 

associated with lower perceptions of product quality. 

Marketing signal theory has also been employed to explore why some organizations 

preannounce new products (Eliashberg and Robertson 1988).  Preannouncing behavior was 

defined as “…formal, deliberative communications well in advance of actual introduction or test 

marketing of the product or service…, p. 285.” Using a sample of managers across industries, 

preannouncing firms stressed the benefits of image enhancement, distribution advantage, and 

demand stimulation. 

Research has also been conducted exploring the effectiveness of marketing signals in the cross-

cultural context (country of origin effect).  In a study exploring brands as signals, Erdem, Swait 

and Valenzuela (2006) proposed that the mechanism through which brands act as signals of 

product quality is via credibility, where credibility involves expertise and trustworthiness.  The 

study found an impact of brand credibility on perceived quality risk and information costs but 

the effect varied across seven countries using Hofstede’s (1980) cultural dimensions model.  

Another study by Akdeniz and Talay (2013) employed signaling theory to understand how 

cultural differences can moderate the relationship between movie-related signals and box-

office performance in the motion picture industry.  Using movie-related signals such as sequel, 

production budget, star power, and critic’s reviews, the study found differences also by 

Hofstede’s cultural dimensions in the effectiveness of marketing signals on product 

performance (opening box office revenue). 

Based on the aforementioned discussion of the naïve theory of social influence, consumer 

socialization theory and market signaling theory the proposition is that a social medial 

influencer is likely to have an impact on consumers’ attitudes toward a brand. 

Social Media Influencer Source Credibility: Mediator or Moderator between Social Media 

Influencer Power and Consumer Brand Attitudes 
 As Herbig and Milewicz (1996) suggests, source credibility is one factor that determines the 

effectiveness of a marketing signal.  Perceived source credibility has been defined as 

“judgements made by a perceiver…concerning the believability of a communicator (O’Keefe 

2002, p. 181).  Ohanian (1990) defined source credibility as “…a communicator’s positive 

characteristics that affect the receiver’s acceptance of a message (p. 41).”   Commonly, 

perceived source credibility is conceptualized as a three dimensional construct which includes 

(1) expertise/competence – the degree to which the perceiver believes the source to know the 
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truth, (2) goodwill – the degree to which the perceiver believes a source has the perceiver’s 

best interests at heart, and (3) trustworthiness – the degree to which a perceiver believes the 

source will tell the truth as s/he knows it (McCroskey and Teven 1999; Westerman, Spence and 

Van Der Heide 2011; McLaughlin 2016; Jimenez-Castillo and Sanchez-Fernandez 2019). 

A highly credible source is commonly found to induce more persuasion toward advocacy than a 

low-credibility source (Lirtzman and Shuv-Ami 1986).  Gotlieb et al. (1987) found that it was 

easier to attract customers when the source was more credible.  The degree of perceived 

credibility of the source influenced the recipient’s intention to use suggestions made by the 

source and the acceptance or rejection of the suggestions from the source (Bannister, 1986; 

Suzuki, 1978). Source credibility has also been found to influence the confidence versus doubt 

people have in the thoughts they generate in response to a persuasive message (Brinol, Petty 

and Tormala, 2004).  The trustworthiness, goodwill and expertise dimensions of source 

credibility might have differential importance in affecting attitude formation and change. 

The following section discusses the three dimensions of source credibility of source 

expertise/competence, source goodwill and source trustworthiness in more detail. 

Expertise/Competence  
Expertise refers to the extent to which a speaker is perceived to be capable of making correct 

assertions (Hovland, Janis and Kelley, 1953).  Herron (1997) found that the quality of arguments 

affected persuasion only when the source had high expertise.  Chebat et al. (1988) found that a 

low-expertise source was more persuasive than was a high-expertise source when participants 

had a favorable initial opinion toward the advocacy.  Homer and Kahle (1990) found that under 

high-involvement, the high-expertise source was superior to the low-expertise source, but in a 

low-involvement condition, a high-expertise source was less influential than a low-expertise 

source.  Debono and Klein (1993) found that highly dogmatic individuals are equally persuaded 

by strong and weak arguments when the source was an expert.  Different individuals are 

influenced differently based on source credibility.  For instance, level of an individual’s self-

monitoring and dogmatism will determine their reactions to an expert versus inexpert source 

(Debono and Klein, 1993; Debono and Harnish, 1988). Sorrentino et al. (1988) found that 

source expertise might not have an impact on persuasion when recipients are highly-involved 

and uncertainty-oriented, but may when recipients are highly involved and certainty oriented. 

Based upon the aforementioned literature this research proposes that perceived source 

expertise impacts consumer brand attitudes via perceived source credibility, where the source 

is a social media influencer. 

Goodwill 
Hoveland, Janis and Kelley (1953) identified that source credibility was related to the source’s 

perceived goodwill, which they referred to as the source’s intention toward the receiver 
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(McCroskey and Young (1981).  McCroskey and Young (1981) identified goodwill as the source’s 

“…attitude toward the well-being of the receiver (p. 25).” 

McCoskey and Tevin (1999) introduced a concept they called perceived caring, also termed 

goodwill, and proposed that it was composed of three elements: understanding, empathy and 

responsiveness.  According to McCoskey and Tevin, understanding is knowing another 

individual’s ideas, needs and feelings.  Empathy is the ability of an individual to identify with 

another individual’s feelings.  Finally, responsiveness is one individual’s attentiveness to 

another individual’s communication. 

Goodwill plays a notable role in consumer decision making heuristics.  That is “help[ing] 

individuals make quick judgements and identifying content of interest from a potentially 

overwhelming set of choices (Xu, 2013, p. 758).”  Goodwill is implicitly part of “Recommender 

Systems” such as social media influencers as “it is often necessary [for consumers] to make 

choices without sufficient personal experience of the alternatives (Resnick and Varian, 1997, p. 

56).”  Consumers rely on a social media influencer’s perceived goodwill as a substitute for first-

hand product indexing.  “In everyday life, [consumers] rely on [goodwill] recommendations 

from other people either by word of mouth, recommendation letters, movie and book reviews 

printed in newspapers, or general surveys…(Resnick and Varian, 1997, p. 56).”  Hence, altruism 

is a facet of our testable conceptual model development of the effect of social media 

influencer’s impact on consumer’s attitude toward the brand.  This research proposes that a 

source’s goodwill will impact consumer brand attitudes via source credibility, where the source 

is a social media influencer. 

Trustworthiness 
Hoveland, Janis and Kelley (1953) conceived of source credibility being related to the source’s 

trustworthiness.  They defined trustworthiness as “the degree of confidence in the 

communicator’s intent to communicate the assertions he considered most valid (p. 21).”   

McGinnies and Ward (1980) found that trustworthiness is more impactful than is expertise. 

However, other studies have tended to show that trustworthiness alone may not be enough or 

maybe less important than expertise (Hovland and Weiss, 1951; Kelman and Hovland, 1953).  

This research proposes that a source’s trustworthiness will impact a consumer’s brand attitudes 

via source credibility, where the source is a social media influencer. 

Social Media Influencer Source Credibility Summary  
McCroskey and Teven (1999) developed measurement scales for expertise/competence, 

goodwill and trustworthiness which are shown in Figure 1.  In this study, the entire scale taken 

together was conceptualized as the measure of social media influencer source credibility.  The 

correlations between the perceived source credibility score and three dimensions in the 
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McCroskey and Teven (1999) study were: Expertise/Competence, .78; Goodwill, .89; and 

Trustworthiness, .92 demonstrating convergent validity.  The reliability scores are in the table. 

In developing the conceptual model, consideration must be given as to whether social media 

influencer source credibility acts as a mediator or moderator between social media influencer 

power and consumer attitudes toward the brand. 

According to Muller, Judd and Yzerbyt (2005): 

“Both processes [mediation/moderation] focus on a given treatment effect, in this case the effect 

of a social media influencer’s power to alter a consumer’s attitude toward a brand.  The issue of 

mediation addresses how that treatment effect is produced.  Mediational analyses attempt to 

identify the intermediary process that leads from the manipulated independent variable to the 

outcome or dependent variable.  The issue of moderation focuses on factors that influence the 

strength and/or direction of the relation between the treatment variable and the dependent 

variable (p. 852).” 

Holmbeck (1997) asserts that a mediator variable is one that specifies the mechanism by which 

the independent variable impacts the dependent variable.  This paper reasons that, if a social 

mediator has little source credibility, the social media influencer will lose his/her ability to 

influence the brand attitudes of consumers (the effect will not occur).  However, it is also 

possible that social media influencer source credibility could moderate the relationship 

between social media influencer power and consumer brand attitudes.  If social media 

influencer source credibility moderates the relationship between social media influencer power 

and consumer brand attitudes the expectation would be that the effect would be to diminish 

the impact when social media influencer source credibility is low.  Finally, social media 

influencer source credibility could also both mediate and moderate the effect of social media 

influencer power on consumer brand attitudes if social media influencer source credibility acts 

as a partial mediation variable. As Zhao, Lynch and Chen (2010) note, a majority of articles 

examining mediation effects conclude that the impact of the mediator is only partial and is 

accompanied by a direct effect.  If social media influencer source credibility is only a partial 

mediational variable, and a significant direct effect between social media influencer power and 

consumer brand attitudes remains after accounting for social media influencer source 

credibility, then social media influencer source credibility could also moderate the direct effect 

and act as a mediator/moderator variable.   

The Conceptual Model 
Based on the previous discussion the conceptual model is advanced (see Figure 2).  The 

following propositions are derived from the conceptual model: 

P1: Expertise/Competence of the social media influencer will be positively related to the 
social media influencer’s source credibility. 
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P2: Trustworthiness of the social media influencer will be positively related to the social 
media influencer’s source credibility. 

P3: Goodwill of the social media influencer will be positively related to the social media 
influencer’s source credibility. 

P4: Social media influencer power is positively related to consumer attitude toward brands. 
P4a: Social media influencer power to influence consumer brand attitudes is mediated by 

social media influencer source credibility. 
P4b: Social media influencer power to influence consumer brand attitudes is moderated by 

social media influencer source credibility. 
 

Discussion and Future Research 
The purpose of this research was to develop a conceptual model that explains the likely 

mechanisms by which a social media influencer impacts consumer brand attitudes.  Model 

development began with the review of mechanisms by which a social media influencer affects 

consumer brand attitudes. Those theories include naïve theories in the context of social 

influence, consumer socialization theory and market signaling theory. Each one of the theory 

supports the notion that the social media influencer affects consumer brand attitudes. 

Next, the research reviews the literature on source credibility. Previous research has identified 

three dimensions of source credibility including source expertise/competence, source goodwill 

and source trustworthiness. We adapted source expertise/competence, source goodwill and 

source trustworthiness from previous literature and renamed these constructs - influencer 

expertise/competence, influencer goodwill and influencer trustworthiness since we are 

operating within the context of social media. The discussion of social media influencer source 

credibility concludes with a discussion about whether the construct operates as a mediator or a 

moderator variable between social media influencer power and consumer brand attitudes. 

The model proposes that social media influencer power is likely to impact consumer brand 

attitudes when the social media influencer is perceived to be a credible source of information.  

In addition, the model proposes that the social media influencer’s source credibility is 

contingent on consumers’ social media influencer’s expertise/competence, goodwill and 

trustworthiness.   

The model also proposes that social media influencer source credibility either mediates or 

moderates the relationship between social media influencer power and consumer brand 

attitudes. If social media influencer source credibility is a mediator between social media 

influencer power and consumer brand attitudes, two possibilities exist. Either social media 

influencer source credibility is a full mediation variable or alternatively social media influencer 

source credibility could be a partial mediation variable. Should social media influencer source 

credibility be a full mediation variable, then social media influencer source credibility cannot act 

as a moderating variable.  However, should social media influencer source credibility be a 

partial mediation variable then social media influencer source credibility could also 
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simultaneously act as a moderating variable between social media influencer power and 

consumer attitudes toward the brand. The reason for this is that with partial mediation, a 

statistically significant relationship remains between the independent variable and dependent 

variable with the introduction of the mediating variable into the model (Hayes 2018). 

The next step for this study is to conduct exploratory research to determine whether the 

specified relationships are tenable.  A survey will be designed that asks respondents to think of 

a social media influencer that they are familiar with. This can be followed by a question about 

the social media influencer power to persuade a consumer to purchase a brand discussed by 

the influencer that they follow. The social media influencer’s credibility and the social media 

influencer’s expertise/competence, goodwill and trustworthiness can also be assessed.  

Questions concerning brand attitudes and brand purchase intentions may also be included.   

If posited relationships in the model are supported by exploratory research (i.e., a survey) they 

will be followed up with causal research (i.e., a series of experiments).  These experiments are 

envisioned to manipulate social media influencer credibility, expertise/competence, goodwill 

and trustworthiness to determine the strength (e.g., the effect size) and direction of the posited 

relationships.  
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Instructions:  Please indicate your impression of the person noted below by circling the appropriate 

number between the pairs of adjectives below.  The closer the number is to an adjective, the more 

certain you are of your evaluation. 

 

Expertise/Competence (α = .85) 

Intelligent 1  2  3  4  5  6  7  Unintelligent 

Untrained 1  2  3  4  5  6  7 Trained 

Inexpert 1  2  3  4  5  6  7 Expert 

Informed 1  2  3  4  5  6  7 Uninformed 

Incompetent 1  2  3  4  5  6  7 Competent 

 

Goodwill (α = .92) 

Cares About Me 1  2  3  4  5  6  7  Doesn’t Care About Me 

Has My Interest at Heart 1  2  3  4  5  6  7 Doesn’t Have My Interest at 

Heart 

Self-Centered 1  2  3  4  5  6  7 Not Self-Centered 

Concerned With Me 1  2  3  4  5  6  7 Unconcerned With Me 

Insensitive 1  2  3  4  5  6  7 Sensitive 

Not Understanding 1  2  3  4  5  6  7 Understanding 

 

Trustworthiness (α = .92) 

Honest 1  2  3  4  5  6  7  Dishonest 

Untrustworthy 1  2  3  4  5  6  7 Trustworthy 

Honorable 1  2  3  4  5  6  7 Dishonorable 

Moral 1  2  3  4  5  6  7 Immoral 

Unethical 1  2  3  4  5  6  7 Ethical 

Phoney 1  2  3  4  5  6  7 Genuine 

 

Figure 1: Measures of Expertise/Competence, Goodwill and Trustworthiness as Indicators of Perceived Source Credibility 

Adopted from McCroskey and Teven (1999) 
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Whole scale α = .94 
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Figure 2: The Conceptual Model 
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INTRODUCTION 
Studies in marketing have often shown that word-of-mouth (WOM) plays an important role in 

shaping consumer attitudes and behaviors (e.g., Buttle 1998). Since the emergence of the 

internet in the mid-nineties, and especially after the rise of Web 2.0 platforms during the 

decade of the 2000s, there has been a proliferation of platforms where users make comments 

on products and services, such as yelp.com, tripadvisor.com, epinions.com, and google.com. 

These platforms readily display both positive and negative consumer opinions on a variety of 

products and services. The ready accessibility and availability of electronic word-of-mouth 

(eWOM) platforms have made it a critical source of information, one that often shapes the 

behavior of online consumers by reducing product and service information asymmetry between 

firms and consumers (Gu et al. 2012).  

Due to the prevalence of eWOM, there has been an abundance of research focused on 

electronic WOM, particularly, on how to create and harvest positive eWOM to create a positive 

impact on product and service sales. Many studies demonstrate the positive impact of positive 

eWOM on sales (Chevalier and Mayzlin 2006; Duan et al. 2008; Park and Lee 2009; Gu et al. 

2012). Positive eWOM has also been recognized as one of the most influential information 

sources for raising consumer awareness and improving consumer decision making, (Gruen, 

Osmonbekov, and Czaplewski 2006; Jiménez and Mendoza 2013; Pan and Chiou 2011; Park and 

Lee 2009). Previous research has shown that customer generated eWOM appears to be highly 

trustworthy to other customers (Dickinger 2011).  

While positive WOM can benefit businesses, negative WOM could be harmful to them 

(Bambauer-Sachse and Mangold 2011). Previous research shows that customers may be 

inclined to seek negative reviews because negative information provides more diagnostic 

information or simply because these customers weigh negative information more heavily than 

positive information in their decision-making process (Herr, Kardes, and Kim 1991). Negative 

WOM could deter potential customers from considering a product, service, or brand, and 

thereby damage the company’s reputation and financial strength (Sundaram, Mitra, and 
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Webster 1998). In today’s meme and viral video world, negative eWOM has the potential to go 

viral and significantly impact business image, sales, or its survival itself (Berezina et al. 2016). 

In the case of restaurants, the recommendation of friends and relatives as opposed to 

commercial sources such as advertisements can be more influential in the restaurant selection 

process (Litvin, Blose, and Laird 2005). At the same time, there is evidence that a restaurant 

customer’s experience as expressed through eWOM can influence the selection of that 

restaurant by first-time patrons (Zhang, Ye, Law, and Li 2010) Positive consumer-generated 

reviews can significantly improve the online popularity of restaurant websites and the volume 

of reviews can increase the interest in visiting the restaurant’s website. The valence (negative 

or positive) of eWOM shared by current customers regarding a restaurant’s food, service, or 

overall quality is very important in determining whether the restaurant is successful in retaining 

existing customers or attracting new ones (Zhang et al. 2010).  

Considering the above paragraphs and the salience of negative eWOM and the importance, in 

general, of WOM in the restaurant industry context, we endeavor to provide a concise review 

of academic research on negative eWOM in the restaurant industry context in the present 

paper. Through our review we hope to provide information on the following facets of this topic: 

1) Why do restaurants receive negative eWOM? 2)Which factors lessen or strengthen the 

impact of negative eWOM on consumers (i.e. what are the significant moderators); and 3) What 

suggestions does existing research provide restaurants for responding to negative eWOM? In 

addition to the above questions, the present paper also synthesizes research methodologies 

used in prior research (data type, sample size, and analytical method), the primary purpose of 

each study, and the significant negative eWOM related outcomes of these studies. In the 

sections that follow, we first describe our literature review methodology. This is followed by a 

section synthesizing our findings including discussions of the three facets enumerated above. 

We then conclude with a section on conclusions, key takeaways, and avenues for future 

research. 

Literature Review Methodology 
To conduct our literature search, we followed an adaptation of the PRISMA study selection guidelines 

(Moher et al. 2009). Following these guidelines involves the following steps: identification of literature, 

screening of identified literature, checks for eligibility of screened literature, and finally, the synthesis of 

the literature. The literature search was carried out in April 2019 using Google Scholar. Google Scholar 

was queried using the following search string: (“negative online review*” OR “negative electronic word 

of mouth” OR “negative eWOM” OR “online WOM”) AND (“restaurant” OR “dining” OR “coffee shop”). 

The first part of the search string searches for the electronic word of mouth or online review articles 

whereas the second part (following the AND) filters the search to only retain previous research on 

restaurants and related dining establishments. The search was limited to peer-reviewed articles in 

journals, books, and conferences.  
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The search query returned five hundred and thirty-two records. These were then screened further by 

the authors by: (i) reading the titles to eliminate duplicates; (ii) reading abstracts to ensure thematic 

match with our topic of interest i.e. negative eWOM;  (iii) a  cursory screening to ensure that the 

returned articles pertained to the restaurant industry; and (iv) a more detailed reading of the remaining 

articles to extract purpose of the study, methodological particulars, and significant findings of the study. 

Overall, 28 articles were found using the PRISMA method. 

Synthesis Of Literature 

Research Methods 

In terms of research methods, most of the papers in our review utilized non-experimental 

methods (17 studies) and relied on secondary data (14 studies). Data was often analyzed using 

quantitative data analysis techniques such as ANOVA (10 studies), SEM (3 studies), and 

MANOVA (2 studies). Surprisingly, only 4 studies used qualitative methods such as sentiment 

analysis.  

 

Data Source Papers Count 

Primary  Ong (2012);  Beuscart, Mellet, and Trespeuch (2016); Boo and Kim 

(2013) 

DeAndrea et al. (2018); Dens et al. (2015); Israeli et al. (2017); 

Kamoen et al. (2015); Kim (2017); Lim and Van der Heide (2014); 

Mangold and Smith (2012); Mattila and Ro (2008); Zang et al. (2014) 

12 

Secondary Chaves, Laurel, Sacramento, and Pedron (2014); Chen and Lurie 

(2013); Carlson, Guha, and Ryan (2011); Melian-Gonzales et al. ( 

2013); Hong et al. (2016); Jurafsky et al. (2014); Kang et al. (2013); 

Lian et al. (2017); Mayzlin et al. (2014); Nakayama and Wan (2019); 

Park and Nicolau (2015); Sparks et al. (2016); Sparks and Bradley 

(2017); Wetzer et al. (2007) 

14 

Both Goncalves and Chattopadhyay (2011) 1 

None Bradley, Sparks, and Weber (2015) 1 

Totals: 28 

Table 32 - Type of data used in eWOM studies 
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Empirical Study 

Setup 

Papers Count 

Experiment DeAndrea et al. (2018); Dens et al. (2015); Goncalves and 

Chattopadhyay (2011); Israeli et al. (2017); Kamoen et al. (2015); Kim 

(2017); Lim and Van der Heide (2014); Mattila and Ro (2008); Zang et 

al. (2014) 

9 

Non-Experiment Boo and Kim (2013); Chaves, Laurel, Sacramento, and Pedron (2014); 

Chen and Lurie (2013); Carlson, Guha, and Ryan (2011); Melian-

Gonzales et al. ( 2013); Hong et al. (2016); Jurafsky et al. (2014) 

Kang et al. (2013); Lian et al. (2017); Mangold and Smith (2012); 

Mayzlin et al. (2014); Nakayama and Wan (2019); Park and Nicolau 

(2015); Sparks et al. (2016); Sparks and Bradley (2017); Wetzer et al. 

(2007) 

17 

None/Other Beuscart, Mellet, and Trespeuch (2016); Bradley, Sparks, and Weber 

(2015) 

2 

Totals: 28 

Table 33 - Type of empirical setup 

 

Analytical Method Papers Count 

ANOVA Ong (2012); DeAndrea et al. (2018); Goncalves and 

Chattopadhyay (2011); Kamoen et al. (2015) 

Kim (2017); Lian et al. (2017); Lim and Van der Heide (2014); 

Mangold and Smith (2012); Mattila and Ro (2008); Sparks et al. 

(2016) 

10 

Chi-square analysis Mayzlin et al. (2014) 1 

Content analysis Sparks and Bradley (2017) 1 

Correlation analysis Kang et al. (2013) 1 

MANOVA Dens et al. (2015); Zang et al. (2014) 2 

Multivariate 

regression 

Chen and Lurie (2013); Melian-Gonzales et al. ( 2013) 2 

Path modeling Israeli et al. (2017) 1 
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Qualitative analysis Beuscart, Mellet, and Trespeuch (2016) 1 

Regression analysis Hong et al. (2016); Park and Nicolau (2015) 2 

Sentiment analysis Chaves, Laurel, Sacramento, and Pedron (2014); Jurafsky et al. 

(2014); Nakayama and Wan (2019) 

3 

SEM Boo and Kim (2013); Carlson, Guha, and Ryan (2011); Wetzer et 

al. (2007) 

3 

Other Bradley, Sparks, and Weber (2015) 1 

Totals: 28 

Table 34 - Data analysis techniques used 
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Major Findings 
The chief objectives and major findings of papers included in our review on negative eWOM in 

the restaurant industry context are provided in table 4. Major findings pertain to effects that 

were observed both for the operating business as well as the consumer reading a negative 

eWOM review. The table presents salient findings related to either the antecedents of negative 

eWOM (where negative eWOM is one of the dependent variables); the consequences of 

negative eWOM (where negative eWOM is one of the predictors); moderators of negative 

eWOM; and studies in which negative eWOM was a mediator between related other 

constructs.  

Table 35 - Objectives and Major FindingsoOf The Studies Reviewed 

Authors Chief Objective Major Findings 

Ong (2012) To study the influence of eWOM on 

the perceived trustworthiness of the 

subject of the reviews.  

Negative reviews were just as influential as 

positive reviews in the perception of 

review subject trustworthiness.  

Beuscart, 

Mellet, and 

Trespeuch 

(2016) 

To study the impact of online 

consumer reviews (OCRs), particularly, 

how it is received by those who are 

assessed.  

Restaurant owners display a variety of 

responses ranging from acceptance of the 

guidance provided by the reviews to openly 

resisting negative OCR. 

Boo and Kim 

(2013) 

This study examined the antecedents 

of negative eWOM intention from 

customers who visit a restaurant for a 

variety of different primary purposes. 

The conceptual model investigated 

the factors that affect negative eWOM 

intention and any differences that 

may exist between satisfied and non-

satisfied customers. 

Using a sample of consumers, the study 

showed that prior eWOM experience and 

preference for e-mail communication 

exerted a direct influence on the intention 

of sharing negative eWOM for both groups. 

Study suggests email-based customer 

engagement and careful curation of eWOM 

reviews as ways to reduce customer 

intention to share negative eWOM 

following service failure. 

Bradley, 

Sparks, and 

Weber (2015) 

The paper aims to examine the impact 

of customer-generated negative 

online reviews on restaurant 

employees and businesses owners. 

The study introduces the concept of 

negative online review stress, or 

NOR_Stress (occupational stress due to 

being targeted by negative online reviews), 

and presents strategies for researching and 

managing the impact of negative online 

reviews 

Chaves, 

Laurel, 

Sacramento, 

Presents a novel approach based on 

appraisal theory to analyze user-

High ratings also contain negative 

references about specific aspects of 

restaurants. Therefore, a fine-grained 
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Authors Chief Objective Major Findings 

and Pedron 

(2014) 

generated, open-ended online 

restaurant reviews 

analysis at a segment sentence level is 

necessary to mine beneficial diagnostic 

knowledge that can help a restaurant to 

improve its service offerings. 
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Chen and 

Lurie (2013) 

The authors argue that positive online 

reviews are valued less than negative 

reviews due to differences in causal 

attributions for positive versus 

negative information. According to 

them, positive reviews tend to be 

relatively more attributed to the 

reviewer (vs. product experience) than 

negative reviews. The presence of 

temporal contiguity cues which 

indicate that review writing closely 

following the service experience, 

reduces the relative extent to which 

positive reviews are attributed to the 

reviewer and mitigates the negativity 

Review value is negatively related to review 

valence but that this negative relationship 

is absent for reviews that contain temporal 

contiguity cues. This suggests that 

temporal contiguity cues enhance the value 

of a positive review and increase the 

likelihood of choosing a product with a 

positive review by changing reader beliefs 

about the cause of the review. 

DeAndrea et 

al. (2018) 

The study examines how viewers’ 

evaluations of a target are likely to be 

influenced by user-generated content 

Deleting and restricting access to user-

generated content (including negative 

eWOM) can create a dilemma for website 

proprietors. User-generated contributions 

to a website can affect website legitimacy. 

Legitimacy can be adversely impacted if it 

appears that the content is being curated 

by deleting negative eWOM. 

Dens et al. 

(2015) 

The study investigates whether and 

how a restaurant should react to 

different degrees of negative online 

reviews to positively influence review 

readers’ attitudes, patronage 

intention and the intention to spread 

positive word-of-mouth (PWOM 

intention) as prospective customers. 

The more negative the balance, the more 

effort is required from the service provider 

to create positive attitudes and encourage 

behavioral intentions. When there is only a 

minority who is dissatisfied with the service 

provider, no response is necessary. When 

there are equal amounts of people who are 

satisfied and dissatisfied with the service 

provider, apologizing and promising that 

the problem will not happen again is most 

effective. This effect is mediated by 

readers’ perceived trust in the managerial 

response. In case of a dissatisfied majority, 

apologizing, promising and offering 

compensation is most effective. More 

effort is also needed to stimulate PWOM 

intention from readers than to engender a 

favorable attitude or patronage intention. 
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Carlson, Guha, 

and Daniels 

(2011) 

The study looks at why consumers 

rate negative reviews as less helpful. 

The study provides two main findings. First, 

consumers desire negative information 

about the preferred option. Second, 

consumers read negative reviews more 

often but then rate the review as less 

useful because of the lack of diagnosticity 

or their own bias about a product or 

service. 

Goncalves and 

Chattopadhya

y (2011) 

Authors propose that in online eWOM 

if it feels easy to associate a person to 

an opinion, then the opinion is 

probably idiosyncratic. And 

conversely, if it is difficult to associate 

a person to an opinion, then people 

judge the opinion to be more general. 

Thus, anonymity affects choice. 

Finding that when negative reviews are 

provided anonymously, they positively 

impact choice. i.e. buyers are more likely to 

choose to buy an item after reading 

anonymous negative reviews. 

Melian-

Gonzales et al. 

( 2013) 

To investigate the valence and volume 

of eWOM temporally.  

The study found a relationship between 

valence and volume, in the sense that early 

reviews of a business tend to be 

disproportionately negative. As the number 

of reviews increases, the valence becomes 

more balanced, and the negative effect is 

mitigated. 

Hong et al. 

(2016) 

To find out the impact of culture and 

review emotion on the overall 

helpfulness of the review. 

Negative reviews improve review 

helpfulness. Culture plays a moderating 

role. 

Israeli et al. 

(2017) 

Studies how restaurant service failure 

affects patron online reviews.  

The findings suggest that the prevalent 

path begins with an escalation of service 

failures that leads to customers’ attitude 

and eventually influences customers’ 

negative eWOM intentions. The findings 

also suggest that customers’ negative 

eWOM becomes more aggressive as 

service failure escalates. 

Jurafsky et al. 

(2014) 

To explore the narratives that 

consumers use to frame positive and 

negative sentiment online. 

Negative reviews, especially in expensive 

restaurants, were more likely to use 

features previously associated with 

narratives of trauma: negative emotional 

vocabulary, a focus on the past actions of 

third person actors such as waiters, and 

increased use of references to “we” and 
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“us”, suggesting that negative reviews 

function as a means of coping with service-

related trauma. 
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Kamoen et al. 

(2015) 

Studies how a-priori expectations of 

patrons based on online reviews affect 

both direct and indirect positive and 

negative evaluations (e.g. ‘good’, ‘not 

bad’, ‘bad’, ‘not good’) after the 

service experience.  

A priori expectations based on negative 

reviews affected the post service 

evaluation of the patrons. 

Kang et al. 

(2013) 

Paper offers an approach for 

governments to harness the 

information contained in social media 

in order to make public inspections 

and disclosure more efficient.  

Negative eWOM in the form of negative 

reviews can be an effective predictor of 

restaurant hygiene. 

Kim (2017) The study examines how different 

service experiences lead to different 

motives and intention to spread 

eWOM (electronic word-of-mouth), 

focusing on the antecedent roles of 

restaurant service experience valence 

and purchase involvement. The 

findings reveal that consumers are 

motivated to spread eWOM for self-, 

other-, and company-focused reasons, 

and that experience valence and 

purchase involvement significantly 

impact such motives. 

Findings suggest that highly involved 

customers have more intentions to provide 

eWOM following negative experiences and 

that customers receiving negative 

experience hope to influence companies 

through eWOM. 

Lian et al. 

(2017) 

Paper discusses what the potential 

indicators are for the long-term 

survival of a physical store. 

Negative eWOM was a non-insignificant 

predictor of long-term restaurant closure. 

Lim and Van 

der Heide 

(2014) 

Impact of various factors on the 

credibility of eWOM. 

Negative eWOM was viewed as less 

credible. Source, receiver, and message 

factors influence receivers’ perceptions of 

the credibility of an online review and their 

attitudes toward the reviewed object. 

Receivers evaluate a reviewer who shares 

complaints as less credible than a reviewer 

who shares compliments 

Mangold and 

Smith (2012) 

To study the online reviewing patterns 

of millennials. 

Millennials posted more positive reviews 

than negative reviews 

Mattila and 

Ro (2008) 

The primary purpose of this study is to 

investigate customers’ emotional 

responses following a service failure in 

Customers with feelings of anger and 

disappointment or regret are likely to 
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a restaurant setting. Specifically, this 

study investigates how specific 

emotions (anger, disappointment or 

regret, worry) influence consumers’ 

behavioral intentions. 

engage in  dissatisfaction responses such as 

negative word-of-mouth 

Mayzlin et al. 

(2014) 

The effect of competition proximity on 

the volume and content of fake 

reviews. 

Restaurants with neighboring competition 

more likely to have (possibly fake) negative 

online reviews. 

Nakayama 

and Wan 

(2019) 

The role of culture (individualistic vs 

collectivistic) on patronage intention 

following reading eWOM. 

Impact of negative eWOM on patronage 

intention was moderated by culture. 

Park and 

Nicolau (2015) 

To empirically assess the effect of 

review ratings on usefulness and 

enjoyment 

The results show that people perceive 

extreme ratings (positive or negative) as 

more useful and enjoyable than moderate 

ratings, giving rise to a U-shaped line, with 

asymmetric effects: the size of the effect of 

online reviews depends on whether they 

are positive or negative 

Sparks et al. 

(2016) 

Examines the perceptions and 

evaluations of prospective customers 

toward an online negative review and 

any accompanying response. 

The provision of an online response (versus 

no response) to negative eWOM enhanced 

inferences that potential consumers draw 

regarding the business's trustworthiness 

and the extent to which it cares about its 

customers. 

Sparks and 

Bradley 

(2017) 

To create a typology of response 

strategies for responding to negative 

online reviews.  

Triple A typology (acknowledge, account, 

action) proposed to respond to negative 

online comments. 

Wetzer et al. 

(2007) 

Consumer motivations to engage in 

Negative WOM (N-WOM) 

Consumers pursue specific goals when 

engaging in negative WOM and these goals 

systematically differ between the specific 

negative emotions that are experienced.  

Zang et al. 

(2014) 

Role of information load on peripheral 

factors (motivational states and 

incidental cues) on repurchase 

evaluations. 

Under low information load condition, 

when incidental similarity cues were 

present participants’ attitudes and 

behavioral intentions were mainly driven 

by the valence of the review (positive or 

negative). Under high information load 

condition, temporal distance cues are more 

effective. 
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Why do restaurants receive negative eWOM?  
Several factors play a role in the receipt of negative eWOM by restaurants. One of the most 

widely discussed factors is service quality. Berezina et al. (2016) suggest that service quality 

features can be either tangible or intangible. The intangible elements include elements such as 

customer service and empathy whereas tangible elements are related to the physical facilities, 

cleanliness, and appearance of restaurant employees. Chaves et al. (2014) suggest specific 

tangible and intangible elements that are related to negative eWOM in the restaurant industry 

context. These include quality of food, food presentation, quality of service, atmosphere, price, 

location, staff & communication, service responsiveness, cleanliness, quality or variety in the 

menu, and convenience/inconvenience associated with hours of operation. 

Research on behavioral motivations for posting negative eWOM suggests that psychological 

factors such as experiencing stress during the receipt of service can lead to posting of negative 

eWOM by the service recipient (Bradley et al. 2015). This research suggests that a service 

problem could trigger the posting of a negative online review depending on the consumer’s 

zone of tolerance, experience with the service provider, attitude toward complaining, the 

perceived cost of complaining, and familiarity with the Internet (Bradley et al. 2015). Reasons 

for complaining may include catharsis (emotional release), self-presentation, economic gain, or 

concern for others (Kim 2017; Wetzer et al. 2007). 

Melian-Gonzales et al. (2013) suggest that online reviews of some restaurants are negative 

simply because these are among the first reviews posted for the restaurant. They find that not 

only are online ratings more negative when fewer customers evaluate the restaurant but also 

that the first reviews received by restaurants are systematically worse. These findings support 

the hypothesis that, at least initially, unsatisfied guests tend to engage in WOM more than 

satisfied ones. Herein, an important takeaway for restaurant owners is to encourage more 

positive online review posting by their patrons (i.e. increase volume of online reviews), 

especially when the restaurant is new and there are fewer online reviews for it. In other 

instances, the source of a review, particularly one with a vested interest in besmirching 

competing businesses could be the motivation for negative eWOM. For example, the research 

by Mayzlin and colleagues (2014) shows that restaurants with proximal or neighboring 

competing restaurants tended to have more negative eWOM reviews on online review 

platforms.    

What are the significant moderators of negative eWOM? 
The negative effect of negative eWOM was ameliorated by factors such as message 

characteristics, the perceived legitimacy of the source, culture, trustworthiness of the review, 

and purpose (utilitarian vs hedonic) of the restaurant visit. In terms of message characteristics, 

Fang et al. (2016) found that the unreadability of the review diminished the helpfulness of 
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negative online reviews. Ein-Gar et al. (2011) found that providing consumers with positive 

information followed by a minor piece of negative information (termed as blemishing 

information) appeared to enhance their overall evaluations of a target. The perceived 

legitimacy of the source of online review (the platform on which the review was posted) also 

influences the helpfulness of the online reviews (DeAndrea et al. 2018). When review sites 

remove negative reviews, their credibility suffers resulting in low source legitimacy. In such 

instances, negative reviews posted on the site are not deemed less helpful than positive 

reviews. In contrast to high legitimacy sites, negative reviews are rated as considerably less 

helpful than positive reviews.   

Another line of research investigates the moderating role of culture in ameliorating the adverse 

effects of negative eWOM. For example, research finds that consumers from a collectivist 

culture are less likely to deviate from the average prior rating and to express negative emotion 

in their reviews. However, those reviews that exhibit negative emotions are perceived to be 

less helpful by readers (Hong et al 2016; Nakayama and Wan 2019). In contrast, in more 

individualistic cultures such as USA, prior research shows that people perceive extreme ratings 

(positive or negative) as more useful and enjoyable than moderate ratings, giving rise to a U-

shaped line, with asymmetric effects: the size of the effect of online reviews depends on 

whether they are positive or negative (Park and Nicolau 2015). The trustworthiness of reviews 

can affect purchase intentions. For example, Reimer and Benkenstein (2016) demonstrate the 

paradoxical effect of trustworthiness of reviews and its influence on purchase intention.  

Trustworthy reviews influenced purchase intention in the same direction as review valence. 

However, untrustworthy reviews cause a “boomerang effect,” so that positive reviews 

decrease, and negative reviews increase purchase intention. Sen and Lerman (2007) suggest 

that the purpose of service (hedonic or utilitarian) determined whether patrons evaluated 

service more negatively or positively. They find that evaluations are more positive under the 

hedonic context and more negative during utilitarian outings (e.g. business meeting). 

What prescriptions or interventions are suggested by existing research to restaurant 

owners for responding to negative eWOM? 
Several strategies have been suggested by prior research that may be used by restaurant 

owners to respond to negative eWOM. Bradley, Sparks, and Weber (2015) suggest the four-

pronged strategy of prevention, protection, positiveness, and palliation. Preventative strategies 

include actions designed to prevent negative eWOM such as minimizing service failures and 

maximizing customer satisfaction. Protective strategies include strategies designed to minimize 

damage by having consistent and explicit policies available to all employees on how to respond 

to negative eWOM, encouraging private rather than public responses, and removing and 

filtering negative eWOM. Positive strategies include the encouragement and reinforcement of 

positive reviews by providing appropriate responses. Finally, palliative strategies include 

responses to soften the harshness of negative eWOM and the encouragement of favorable re-

appraisals. 
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Dens et al. (2015) suggest a spectrum of responses ranging from no accountability (refutation) 

to complete accountability (apology plus prospective explanation plus compensation). The full 

spectrum of responses in order of low accountability to high accountability are refutation, no 

response, the apology only, apology plus prospective explanation (promising that it won’t 

happen again), apology plus compensation, apology plus prospective explanation plus 

compensation. They suggest higher levels of response in instances where the negative eWOM is 

particularly damaging or in instances where the restaurant owners seek to encourage positive 

eWOM from their patrons. 

Other researchers provide insights on message composition and content of the responses to 

negative eWOM. Evans et al (2012) suggest that responses must be constructed in such a 

fashion that they communicate “caring, action, and perspective” in that order. Such messages 

outperformed not only silent and combative responses but also the typical polite responses 

found on most online review sites. Min et al (2015) found that responses that showed empathy 

and highlight active listening, such as paraphrasing the complaint statement resulted in a more 

positive evaluation of the managerial response by customers. The speed of response did not 

have a significant influence on the satisfaction of potential customers with the restaurant 

response. Thus, the recommendation is to carefully compose a response message rather than 

rushing into one quickly. Sparks et al. (2016) explore which aspects of responses affect 

consumer impressions about the restaurant. They found that four variables associated with a 

response: the source of response, voice of responder, speed of response, and action frame on 

two outcomes variables (i.e., customer concern and trust inferences) enhanced inferences that 

potential consumers draw regarding the business's trustworthiness and the extent to which it 

cares about its customers. They recommend using a personable and understanding style to 

respond to negative eWOM to improve consumer impressions about the restaurant. 

Perhaps the most comprehensive prescription on how restaurants should respond to negative 

eWOM is provided by Sparks and Bradley (2017) who suggest the triple-A (acknowledge, 

account, action) typology as the framework for composing responses. The first broad category 

within the Triple-A framework, “acknowledgment” refers to statements of recognition, 

acceptance, and confirmation. For example, thanking a customer for giving feedback, 

expressing appreciation for comments given, apologizing in a general and perfunctory manner, 

recognizing that an act or event occurred, accepting the possibility of a causal link between this 

act and an (adverse) outcome, and/or taking responsibility for the effect of the event on the 

customer are all forms of “acceptance”. “Accounts” include actions such as excuses, 

justifications, penitential accounts, referential (or reframing) accounts, and denials or refusals. 

The third category is “action” and includes initiatives taken to address the source of customers’ 

complaints. “Actions” include a range of possible actions that can be taken by service providers 

such as: investigating the matter, referring the matter to the relevant body within the 

organization, changing the service offering in some way, changing a process or policy, 
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implementing or modifying staff training, inviting the complainant to make direct contact with 

the business, and offering financial or other compensation. 

CONCLUSION 
The present paper looked at the phenomena of negative eWOM in the restaurant industry 

context. Many studies included in our review show that the impact of negative eWOM is likely 

to be even more influential than that of positive eWOM (Lee, Park, and Han 2008; Park and Lee 

2009). Additionally, there is an indication of a potential bright side. For example, negative 

reviews could potentially result in more focus on restaurant service and quality enhancements 

and, after an initial dip, patronage and profits may improve (De Matos et al. 2007). Thus, as we 

impressed earlier, appraising and responding to negative eWOM can be crucial for the overall 

profitability and survival of restaurants.  

The paper also chronicles several moderators and strategies to respond to negative eWOM. 

However, more research is needed in these areas as numerous questions remain. For e.g. 

“What other factors moderate the impacts of negative online reviews?”. Little research has 

focused on how organizational variables such as size, organizational culture, and management 

style affect the impacts of negative reviews. “What is the impact of these variables in 

ameliorating the effects of negative eWOM?” Similarly, more research is required to 

understand how different response strategies perform in reducing the frequency and impact of 

negative online reviews. From a practitioner point of view, are these strategies cost-effective? 

Do they contribute to information overload for restaurant owners? And finally, “Which types of 

countermeasures work best, with whom, and under what conditions?” We believe that these 

and many more questions deserve attention for forwarding marketing research on negative 

eWOM in the restaurant industry context. We contribute to this research endeavor by 

providing a concise review to aid future inquiries on this very important topic.  
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Relevance to Marketing Educators, Researchers, and Practitioners:   In today’s social media 

driven world, the success of restaurants often depends on the electronic word of mouth 

(eWOM) that is shared by customers. Whereas, there is a sizable amount of literature on the 

effects of positive eWOM on restaurant outcomes, precious little research deals with the 

impact of negative eWOM. In this paper, we identify existing research on negative eWOM in 

the restaurant industry context and present our findings by synthesizing our research to answer 

questions that might be important to marketing researchers. By providing an overview of 

existing research and highlighting avenues for future research we lay the groundwork for more 

robust discoveries on the antecedents, mediators, moderators, and consequences of negative 

eWOM, a topic that is of significant interest to both marketing practitioners and researchers 

alike.  
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ABSTRACT 
With over 20 million active participants congregating with family, friends, and others around 

stadiums across the US to partake in fandom game day festivities, tailgating is considered 

America’s fastest growing sport (Beebe et al. 2010; Sports Insight Magazine, 2006, pp. 19-20). 

Characterized by ritualistic consumption as well as strong behavioral and attitudinal allegiance, 

tailgating represents an opportunity to escape the everyday stresses of life and spend quality 

time with loved ones in a fun, friendly, and exciting environment. Studies have shown that 

tailgating is positively associated with overall life satisfaction (James et al. 2001; Nemec 2011). 

The present research considers the significance of family context in the relationship between 

tailgating with a loved one and relationship satisfaction.  

It is not uncommon for individuals to take their children, parents, and significant others to 

tailgating events. Research has shown that individuals of all ages and genders attend tailgates 

(Bradford and Sherry, 2015, 2016). Tailgating with loved ones is thought to enhance those 

family relationships, as it offers a friendly social environment which typically fosters individuals’ 

feelings of connectedness and social acceptance (Wong et al. 2006). Indeed, family research has 

shown that attending events with children, parents, or a significant other can help deepen 

those familial relationships (Mahoney et al. 2003). Individuals who actively spend time with and 

show interest in their children, parents, or significant other are more likely to have a healthy 

bond with those loved ones, and a satisfying relationship which is based in part on mutual 

respect (Ellison et al. 2011; Mahoney et al. 2003; Pett 2014). Similarly, research on “football 

fandom” tailgating would be characterized by strong communal ties, a way of leisure life, and a 

key part of one’s identity (Drenten et al. 2009, Jones 2000; Porat 2010). Tailgating with loved 

ones can foster family ties and bring loved ones closer together within a network of fellow 

supporters (Fillis and Mackay, 2014; Hewer et al. 2015; Guschwan 2012). Thus, the extant 

literature suggests that tailgating with a loved one is positively associated with one’s 

satisfaction in the relationship with that particular loved one.  

The present research considers how a deeper interpretation family togetherness can challenge 

the general assumption that leisure time together with loved ones is often beneficial for those 
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relationships (Gibson et al. 2002). Specifically, the present research suggests that the positive 

effects of tailgating depend on the type of loved one with which an individual tailgates. It is 

proposed that tailgating with one’s significant other fosters relationship satisfaction, but 

tailgating with one’s parents or children hinders one’s satisfaction in those relationships. 

Importantly, it is posited that respect mediates the interactive effect of tailgating and type of 

loved one, such that tailgating with one’s parents or children (vs. significant other) undermines 

(vs. fosters) an individual’s respect in his/her parents/children. 

Respect is at the core of any interpersonal relationship (Hendrick and Hendrick 2006). Respect 

serves several positive functions for individual and family life, including its ability to foster 

harmony and healthy parent-child relationships, as well as deep bonds and strong romantic 

relationships (Li et al. 2006). Extant research distinguishes between different forms of respect 

(Li et al. 2006). Respect for authority figures, such as that between parents/children, involves 

the degree to which the parents fulfil their role as an older generational figure who generally 

holds a higher social and power position within the family; such respect is demonstrated by 

attentiveness to and ability to learn from and desire to follow the leads of one’s parents. 

Conversely, respect for peers, such one’s significant other is based on equal status and 

reciprocity and is characterized by behaviors such as sharing and taking turns (Li et al. 2006). 

Based on these functional differences, the present research proposes that tailgating with cross-

generational familiar figures undermines the authority-related perceptions that would typically 

foster respect for one’s parents or children; whereas tailgating with one’s significant other likely 

facilitates the peer-related perceptions that makeup one’s respect for his/her significant other. 

Indeed, research of Americans has shown that respect is largely defined by rule-based moral 

principles, such that an individual’s behavioral expression of respect for authority figures, such 

as parents, is to follow their guidance; whereas behavioral expressions of respect for peers 

involve give-take perspectives based on reciprocity (Hsueh and others, 2005; Shwalb et al. 

2006).  

Overall then, it is predicted that tailgating with one’s parents/children lowers an individual’s 

respect for their parents/children; whereas, tailgating with a significant other enhances an 

individual’s respect in his/her relationship partner. These resulting levels of respect then 

predict relationship satisfaction. Indeed, extant research has shown that respect is a key 

predictor of relationship satisfaction, although satisfaction cannot be subsumed by respect (Frei 

and Shaver 2002). Our study of tailgating across generations is based on an analysis of 143 US 

adults (44% female, Mage = 37.74) and considers how their time spent tailgating influences 

their respect for the loved one they tailgate with, which ultimately impacts their relationship 

satisfaction. Although tailgating experiences can take place at one’s home, in one’s 

neighborhood, at a retail business, or many other places, and can surround various sporting 

events, music events, and other events, the present research focuses on tailgating for football 

games at or around the respective football stadium.  
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The Preacher and Hayes (2008) PROCESS Model 8 was used to test the mediated moderation 

prediction that respect for one’s loved one mediates the relationship between the interactive 

effect of tailgating with a loved one and type of loved one on relationship satisfaction. The 

results reveal that, among individuals who tailgate often with their loved one, the type of loved 

one makes a significant difference. With regard to respect, individuals who tailgate with a 

parent or child report lower levels of respect and satisfaction for that person than individuals 

who tailgate with a relationship partner (Respect: MParent/Child = 3.68, MRshipPartner = 4.83, p < .05; 

Satisfaction: MParentChild = 4.51, MRshipPartner = 6.26, p < .05). Importantly, a bootstrap analysis 

(Preacher & Hayes, 2008) revealed that the interactive effect of tailgating and type of loved one 

on relationship satisfaction is mediated by respect (b = .26, SE = .14, 95% CI [.06, .60]).  

Overall, the results reveal that, although tailgating with loved ones can be healthy for 

relationships, this is not always the case. While time spent tailgating with one’s relationship 

partner has a positive impact on one’s satisfaction with the relationship, such positive effects of 

tailgating together are not always to be expected. Indeed, the results show that tailgating with 

certain types of loved ones may be harmful to relationships. Specifically, time spent tailgating 

with one’s parents or with one’s children lowers satisfaction in those relationships. Importantly, 

this effect is mediated by respect in the individual, such that tailgating with a parent/child 

(significant other) lowers (enhances) one’s respect in that person, which in turn results in lower 

(greater) levels of satisfaction in the relationship. With over 70 million people tailgating 

annually, spending on average $150 on each occasion, this research offers important guidance 

for marketers, particularly in terms of positioning strategies in marketing communications (e.g., 

portraying couples vs. inter-generational families in ads) for tailgating related products and 

events. 
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ABSTRACT 
Recent studies showed a decreasing trend of student attendance at collegiate athletic events. 

The decrease of student and general attendance at these events negatively impact the 

potential revenue that is generated through ticket sales and impede the overall competitive 

atmosphere of these events. Athletic programs with limited promotional budgets may logically 

intend to rely on social media platforms to promote their programs due to their economical 

and instantaneous fashion. Despite marketing practitioners addressing the many advantages 

for various sports organizations to use social media platforms to promote the events and 

engage their fans, findings on effectiveness and prevalence of this strategy in collegiate 

athletics are still rare. This study surveyed 203 students and community fans (51% male and 

48% female) to understand existing and potential collegiate athletic attendees’ perceptions on 

service quality provided by the athletic program and engagement in social media content. 

Respondents of the study were affiliated with a regional collegiate athletic program in 

Appalachia with 88% of them between 18-24 years of age. Nearly 85% of the respondents lived 

in the vicinity with less than a 20-minute drive from the institution. Researchers used the 

convenient sampling method to recruit the respondents at one basketball game, library, 

classroom hallways and cafeteria. The 34-items survey was created based on the research 

concepts and frameworks of past studies (Brokaw, Stone, & Jones, 2006; Clapp, 2015; Clavio & 

Walsh, 2013; Chen, Salazar, & Fitzgerald, 2011; Cohen, 2014) to examine: (1) respondents’ 

utilization of social media, internet websites, and other traditional media for athletic 

information and content, and (2) respondents’ perception of various services provided by the 

athletic department. The results showed Twitter, Instagram, and YouTube are popular and 

preferable social media platforms used by the students for receiving athletic and event 

information. However, older season ticket holders still rely on Facebook, official athletic 

websites, and radio to obtain athletic information. Significant differences on two identified 

service-areas, (1) facility and event and operational services, and (2) parking accommodation, 

entertainment, and price of concession items were found based on gender and season ticket 

status (p < .01). The step-wise regression analysis also showed consumers’ satisfaction on the 

facility and event and operational services as the best indicator of their continuous attendance 
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for these events. However, respondents remained neutral particularly about their satisfaction 

concerning the second service factor, “parking accommodation, entertainment, and price of 

concession” (M = 3.00 on a 5-point scale). The practical strategies for improving game-day 

entertainment and social media contents were further discussed. The responses of event 

attendees convinced the researchers the need to create full-time employment or internship 

positions for generating and monitoring promotional and informational content in social media 

platforms for collegiate athletic programs. 
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ABSTRACT 
NCAA Division I Football programs are an important revenue generator for intercollegiate 

athletic departments. For that reason, fan attendance is vital to the success of the athletic 

department. While NCAA Division I football continues to be popular, attendance at college 

football games has steadily declined over the last few years. Therefore, athletic directors have 

begun to look at various ways to help reverse this trend in order to increase attendance 

resulting in more revenue from ticket sales. One solution to this growing issue is that athletic 

directors have begun to look to hire “High-Profile” head football coaches they can use to 

market their respective athletic departments and football teams and in return boost game day 

attendance. Recent NCAA Division I football coaching hires such as Lane Kiffin at Florida Atlantic 

and Jeff Brohm at Purdue have resulted in both programs seeing an increase in attendance as a 

result of the publicity from the hires. These examples cause athletic directors to question if 

making a “High-Profile” hire is a good marketing tool to utilize for their athletic departments. 

College football has seen a steady decline in attendance. According to Duffley (2019), despite 

the college football playoffs, there are less and less fans coming to games. Furthermore, 

attendance at college football games fell each of the last four years (Baker, 2018). Athletic 

directors working in connection with their sport marketing staff are tasked with trying to 

reverse this trend. The ability of fans to watch their favorite football team’s games on television 

or at the local sports bar instead of getting out and fighting traffic and attending the game in-

person has caused many fans to stay home (Bonesteel, 2018). This choice by college football 

consumers has caused athletic administrators to search for various ways to market their 

intercollegiate football programs to fans in hopes that they will attend the games in-person.  

Issues such as food and tailgating fees, parking, fewer combined discretionary funds as well as 

high-definition television have resulted in fans deciding to stay home rather than attend games 
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live (Buckley, 2018). Athletic administrators have searched for ways to reenergize their fan base 

and one such way is with “High-Profile” coaching hires.  

Most recently, Florida Atlantic University and Purdue University used “High-Profile” coaching 

hires to help market their athletic departments. According to Ching (2018), a change in 

leadership helps drive fan interest especially if the new coach wins. Both Kiffin and Brohm were 

hired to provide a marketing boost to their respective institutions and the results from the first 

year show that the institutions made a good decision in hiring the coaches. 

Florida Atlantic had the third highest increase in fan attendance in the Football Bowl 

Subdivision as the football team saw an increase of 8,875 fans per game (Ching, 2018). The 

addition of Kiffin as the football coach immediately brought attention and publicity to the 

institution and athletic department. Kiffin had the third most followed Twitter account among 

Division I head coaches and his social media success helped the university’s online presence 

grow as well (AlBaroudi, 2018). The social media accounts for Florida Atlantic football and 

Florida Atlantic athletics increased 55 percent and 30 percent respectively (AlBaroudi, 2018). 

The marketability of Lane Kiffin not only influenced the athletic department but also the 

university as a whole. According to Joshua Glanzer, Florida Atlantic’s Vice President of Media 

Relations, “Athletics’ publicity value shot up 701 percent to $75,790,000 million and the school 

in total rose 159 percent to $96,950,000 million” (AlBaroudi, 2018). 

Like Florida Atlantic, Purdue University made the decision to hire an up and coming “High-

Profile” coach in Jeff Brohm when they made a football coaching change in 2017. The hiring of 

Brohm resulted in the nation’s biggest increase of 13,000 fans per game in one year (Ching, 

2018). The hiring of Brohm brought an excitement to the Purdue campus that resulted in more 

than $2,563,903 dollars more football revenue than the previous year with one less home game 

(Russo, 2018). The additional revenue received did not include monies coming in from parking, 

concessions, and merchandise. The ability of the athletic department to market Jeff Brohm as 

the “face” of Purdue allowed the institution to see a significant increase in revenue.  

As NCAA Division I athletic departments consider ways to attract fans and increase attendance 

at their football games, athletic directors are tasked with finding the best ways to market their 

programs. The use of “High-Profile” coaches has shown to be one possible way to add 

marketability to these programs.  
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Relevance to Marketing Educators, Researchers, and Practitioners: It is imperative for 

athletic administrators and sport marketers to understand the importance a coaching hire can 

have on the marketability of the institution. As colleges and universities attempt to find ways to 

increase fan attendance and increase revenue dollars, the ability to capitalize on a “High-Profile” 

coaching hire can help in marketing not only the athletic department but also the institution. 
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ABSTRACT 
Institutional branding has become a critical activity for universities across the nation. The brand 

of a university is its unique identity that consists of items such as its name, logo, symbol, slogan 

and much more. Athletics is one of the many factors that contributes to university branding. 

Universities often have multiple identities that make up their brand, but there are two in 

particular that are the strongest, the academic identity and the athletic identity (Gonzenbach & 

Watkins, 2013). Intercollegiate athletics has cemented its role as an integral piece in present 

day American society. A successful athletic program can garner national media attention and 

visibility for its university. From a communication perspective, a brand is the institution’s way of 

telling their story, and university athletic departments are full of inspiring and impactful stories 

(Aurand, Gorchels, Gordon & Judson, 2009).   

In this study, we examine the influence of athletics on the overall brand of a university among 

multiple stakeholders. Three groups were identified as key stakeholders: students, faculty and 

corporate sponsors. Intercollegiate athletics are a useful tool for universities to build 

connections with important stakeholders such as students, faculty, and corporate sponsors 

(Gregg, Lee & Wilson, 2016). These three groups were deemed as key stakeholders for several 

reasons, but most importantly, all three have a vested interest in the university and its success. 

Students were selected based on the importance of the university brand in prospective 

students’ selection process. University faculty members were selected based on the role the 

university brand plays in the recruitment process when filling positions. Corporate sponsors 

were selected due to their unique relationship with a university and its brand. Corporate 

sponsors are not only a source of revenue for universities, but the university brand is connected 

to their brand. Therefore, it is important to include their perception of the university brand and 

how athletics fits into it. For this research, an empirical study was conducted on the campus of 

a public university in mid-western United States. Participants from each of the three key 

stakeholder groups were asked to complete a survey that required them to state to which 

degree they agreed with statements concerning the influence of athletics on the brand of a 

university. A large portion of the survey focused on two aspects, brand image and brand 
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identity. According to Clopton and Finch (2017), “Big-time college athletics have been a vital 

aspect in the process of developing brand image for many well-known universities in the United 

States” (p. 138).  

The results of the study show that intercollegiate athletics have a significant impact on the 

brand of a university in the opinion of students, faculty and corporate sponsors on the 

dimensions of increased visibility, perceived academic quality, and development of a distinct 

university identity. In addition, attending athletic events was viewed as a key component of the 

“college experience.” It is noteworthy, however, that in terms of the importance of athletics to 

the overall university brand, corporate sponsors (compared to students and faculty) ranked it 

higher than perceived social life on campus, and geographical location.  Based on these 

findings, it is clear that athletics does and should have a role in the branding of a university. 

Implications for university administrators are discussed. 
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Relevance to Marketing Educators, Researchers and Practitioners: Research findings shed 

light on the perceptions of key stakeholders (students, faculty and corporate sponsors) on the 

effect of athletics on the University brand. This study can be useful to University administrators 

in the formulation of branding and communication strategies directed at various stakeholders. 
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INTRODUCTION 
A common issue reported by professionals in the sport and recreation industry is a lack of 

specificity regarding how to promote physical education and town recreation programs.  A 

separate but related concern is the lack of empirical research on how gender differences 

influence the utilization of promotional messages aimed at increasing the likelihood of 

involvement and support of physical education and recreation programs. There were seven 

marketer-dominated information sources examined in this study.  Significant differences were 

found between men and women’s ratings of the importance of elementary school, town 

recreation, and middle school physical education programs. Additionally, significant 

relationships between importance ratings and utilization of marketer-dominated sources of 

information were found.  The results on this study may be relevant to recreation and marketing 

professionals interested in developing effective marketing communication campaigns.        

Sport and recreation professionals having specific knowledge about how to develop effective 

marketing communication campaigns will be one-step closer to successfully promoting 

healthier habit-forming behavior and in turn results in life-long community-based health and 

wellness for their respective target markets.  The purpose of this paper is to analyze data on 

differences between males and females’ utilization of sources of information and to determine 

if relationships exist between ratings of sources of information and ratings of importance of 

physical education and town recreation programs.   

The sources of information investigated in this study include those designated as marketer 

dominated.  Marketer dominated sources of information were defined as promotional media 

sources commonly used in a promotional campaign.  The seven marketer dominated sources of 

information analyzed in this study were magazine advertisements, television advertisements, 

books, newspapers, radio, internet, and direct mail.  
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Review of the Literature 
The total revenue for the sports industry in the United States in 2017 was estimated to be 325 

billion (Sports Marketing 2016-2017, 17th Edition, RKMA Market Research Handbook Series) 

and in 2018 it increased by 25 billion to 350 billon (Sports Marketing 2018-2019, 18th Edition 

RKMA Market Research Handbook Series). To date, it appears the popularity of sport is not 

associated with decreases in the obesity rates or increases in the physical well-being of the 

average American.  This is the case despite the existence of sports programs such as the NFL’s 

Play 60 program, developed specifically to combat childhood obesity (Sparvero and Warner 

2019). 

In 2017, approximately 29.6% of the adult population self-identified as obese, a 17.6 % increase 

since 1990 (Healthcare Business Market Research Handbook 2017-2018). Furthermore, Gray 

(2018) found that physical inactivity is a primary contributor to obesity. Obesity is only one of 

the negative health concerns, as it is also associated with multiple health risk factors including 

heart disease and diabetes (Hales, Carroll, Fryar, and Ogden 2017). Additionally, in a recent 

New York Times article, Brody (2019) reported that higher rates of obesity increased risk of 

sleep apnea.   

There appears to be a disconnection between Americans’ increased affinity toward sport and 

sport-related spending habits and the adoption of regular healthy sport and recreation 

activities. The authors do not believe that this alone is the result of the lack of physical activity 

of the average American however; there have been cases where sport marketing campaigns 

promoting physical activity have fallen short of their campaign goals. Professional sport teams 

and sport organizations have attempted to promote healthier exercise habits however; these 

programs generally are not empirically validated (Sparvero and Warner 2019). 
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The gap between Americans’ passion and affinity for sport and personal physical exercise and wellness is furthermore even more 
pronounced for underrepresented population segments as supported by the literature in this area (see Figure 1).

Figure 
12 

Gender Differences in The Utilization Of Sport And Physical Activity Promotions 
Significant differences between men and women’s utilization of sources of information have 

been found in a prior study by these authors (____ and ____ 2017, 2019).  The results from the 

past studies are mentioned here because they provide further evidence of the differences 

between male and females’ utilization of sources of information.  The focus of the current study 

is threefold.  The first is to investigate further the differences between male and female 

utilization of sources of information and to assess gender ratings of the importance of physical 

education and town recreation programs.  The second is to investigate the relationships 

between the ratings of the utilization of sources of information and the ratings of importance of 

physical education and town recreation programs for males and females. The third is to share 

the results of this study with sport and recreation researchers and professionals interested in 

developing promotional campaigns to increase the value and adoption of their physical fitness 

and physical education programs. 

Research in this area is necessary because it can offer benefit by providing a clearer 

understanding of the existence of gender differences in the utilization of sources of 

information. Additionally, by reviewing empirical studies on the association between utilization 

of sources of information and the level of importance of physical education programs for both 
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males and females these studies may be helpful to sport and recreation professionals 

responsible for the promotion of their programs.  The results of the research provided in this 

study may also provide empirical validation of the differences between male and females’ 

ratings of the importance of physical education and recreation programs.  These results may 

then be used to promote future healthier community-based information campaigns aimed at 

reducing obesity.  According to Graham and Graham (2007), physical inactivity is not the sole 

cause of obesity and media campaigns are not the sole solution.  Understanding the potential 

value of health enhancing benefits of media campaigns promoting physical activity may 

improve campaign effectiveness.  In so doing, this may assist in the reduction of obesity and 

therefore improve public health.  Promotional efforts aimed at educating communities about 

sport and recreation play a key role in enhancing healthier living standards.  According to Leahy, 

Shugrue, Daigle, and Daniel (2009) media campaigns can be effective in promoting healthier 

physical fitness activity of park visitors. Research on identifying additional factors that may 

increase the likelihood of success of a promotional campaign to foster community-based 

physical education and wellness programs is long overdue.     

Methodology  

Sample 
Five hundred seventy four subjects completed a 46-item Consumer Health Information 

Questionnaire. Of this total, five hundred five subjects reported their gender (282 males and 

223 females). Response rates varied by question and were indicated when significant findings 

were reported.  Questionnaire items included health and wellness topics, use of marketer 

sources of information and demographic type questions.  Seven point Likert-type scales were 

used to assess subjects’ level of importance and utilization of marketer sources of information.   

All statistical analyzes were performed using SPSS.  T tests were used to test for gender 

differences for subjects’ ratings of marketer-dominated sources of information, and subjects’ 

ratings of level of importance on the following five variables: Elementary School Physical 

Education Programs, Town Recreation Programs, Middle School Physical Education Programs, 

High School Physical Education Programs, and Collegiate Physical Education Programs.   

A Pearson Product Correlation was also used to analyze the relationships for male subjects’ 

ratings of marketer-dominated sources of information and their ratings of importance on each 

of the five variables listed above.  This analysis was repeated for female subjects. 

Findings 
Three significant differences were found @ alpha levels < 0.01 between males and females’ 

ratings of Level of Importance of Physical Education Programs.  Female subjects’ ratings of Level 

of Importance were significantly different than the ratings of male subjects’ for Town 

Recreation Programs, Elementary School Physical Education Programs, and Middle School 

Physical Education Programs (See Table 1). 
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Importance of Physical Education 

Programs 

Gender N Mean  t Sign 

(2 tailed) 

Importance of Town Recreation 

Programs  

Male 282 5.33 3.869 0.000** 

Female 222 5.79 

Importance of Elementary School 

Physical Education Programs 

Male 2.78 5.61 3.534 0.000** 

Female 2.21 6.03 

Importance of Middle School Physical 

Education Programs  

Male 278 5.53 3.768 0.000** 

Female 218 5.97 

Importance of High School Physical 

Education Programs  

Male 279 5.80 1.916 0.056 

Female 220 6.02 

Importance of Collegiate Physical 

Education Programs  

Male 278 5.38 .377 0.706 

Female 219 5.43 

Table 36- Gender Differences in Importance Ratings of Physical Education Programs – **Sign. <0.01,*Sign. <0.05 

The mean for female subjects’ Level of Importance ratings of Town Recreation Programs was 

5.79, and the mean for male subjects’ was 5.33 with t=3.869, significant @ 0.000. The mean for 

female subjects’ Level of Importance ratings of Elementary School Physical Education Programs 

was 6.03, and the mean for male subjects’ was 5.61 with t=3.534, significant @ 0.000. The 

mean for female subjects’ Level of Importance ratings of Middle School Physical Education 

Programs was 5.97, and the mean for male subjects’ was 5.53 with t=3.768, significant @ 0.000. 

Several significant positive relationships for female subjects’ Importance ratings of Recreation/ 

Physical Education Programs and Utilization of Media ratings were found. Significant findings 

are reported in Table 2. Female subjects’ Importance ratings of Town Recreation Programs 

were significant for Books (r=.143, <0.05) and Newspapers (r=.216, <0.01).  Female subjects’ 

Importance ratings of Elementary Physical Education Programs were significant for both Books 

(r=.192, <0.01) and Newspapers (r=.212, <0.01). Female subjects’ Importance ratings of Middle 

School Physical Education Programs were significant for both Books (r=.172, <0.01) and 

Newspapers (r=.187, <0.01). There were no significant correlations for female subjects’ 

Importance ratings of High School Physical Education Programs and utilization of any media 

type.   Female subjects’ Importance ratings of Collegiate Physical Education Programs were 
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significant for Newspapers (r=.187, <0.01), Radio (r=.171, <0.01) and the Internet (r=.140, 

<0.05). 

Females 

 

Media 

Utilization 

Importance Ratings for Recreation and Physical Education 

Town Recreation 

Programs 

Elem School 

Physical Education 

Programs 

Middle School 

Physical Education 

Programs 

High School 

Physical Education 

Programs 

Collegiate  Physical 

Education Programs 

Books r=.143* 

Sign. (2 tailed).024 

N=249 

r=.192** 

Sign. (2 tailed).002 

N=250 

r=.172** 

Sign. (2 tailed).007 

N=248 

  

Newspapers r=.216** 

Sign. (2 tailed).001 

N=252 

r=.212** 

Sign. (2 tailed).001 

N=253 

r=.187** 

Sign. (2 tailed).003 

N=251 

r=.153* 

Sign. (2 tailed).015 

N=253 

r=.187** 

Sign. (2 tailed).003 

N=252 

Radio     r=.171** 

Sign. (2 tailed).007 

N=249 

Internet     r=.140* 

Sign. (2 tailed).026 

N=255 

Table 37- Relationship for Females' Ratings of Importance and Media Utilization - **Sign. <0.01, *Sign. <0.05 

Several significant positive relationships for male subjects’ Importance ratings of Recreation/ 

Physical Education Programs and Utilization of Media ratings were found. Significant findings 

are reported in Table 3.  Male subjects’ Importance ratings of Town Recreation Programs were 

significant for Books (r=.161, <0.01), Newspapers (r=245, <0.01), Magazines (r=.217, <0.01), 

Radio (r=.176, <0.01), Television (r=.212, <0.01), and Direct Mail (r=.174, <0.01).  Male subjects’ 

Importance ratings of Elementary Physical Education Programs were significant for Books 

(r=.184 <0.01), Newspapers (r=.245, <0.01), Radio (r=.168, <0.01), Television (r=.127, <0.05), 

and Direct Mail (r=.152, <0.05). Male subjects’ Importance ratings of Middle School Physical 

Education Programs were significant for Books (r=.217, <0.01), Newspapers (r=.248, <0.01), 

Radio (r=.222, <0.01), Television (r=.174, <0.01), Internet (r=.138, <0.05), and Direct Mail 

(r=.177, <0.05).  Male subjects’ Importance ratings of High School Physical Education Programs 

were significant for Books (r=.155, <0.05), Newspapers (r=.143, <0.05), and Internet (r=.127, 

<0.05).  Male subjects’ Importance ratings of Collegiate Physical Education Programs were 

significant for Newspapers (r=.201, <0.01), Magazines (r=.165, <0.01), Radio (r=.203, <0.01), 

Television (r=.240, <0.01), Internet (r=.145, <0.05), and Direct Mail (r=.217, < 0.01).   
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Males 

 

Media 

Utilization 

Importance Ratings  

Town Recreation 

Programs 

Elem School 

Physical Education 

Programs 

Middle School 

Physical Education 

Programs 

High School 

Physical Education 

Programs 

Collegiate  Physical 

Education Programs 

Books r=.161** 

Sign. (2 tailed).009 

N=258 

r=.184** 

Sign. (2 tailed).003 

N=259 

r=.217** 

Sign. (2 tailed).000 

N=258 

r=.155* 

Sign. (2 tailed).000 

N=259 

 

Newspapers r=.245** 

Sign. (2 tailed).000 

N=248 

r=.245** 

Sign. (2 tailed).000 

N=251 

r=.248** 

Sign. (2 tailed).000 

N=250 

r=.143* 

Sign. (2 tailed).023 

N=251 

r=.201** 

Sign. (2 tailed).001 

N=250 

Magazines r=.217** 

Sign. (2 tailed).001 

N=248 

   r=.165** 

Sign. (2 tailed).009 

N=248 

Radio r=.176** 

Sign. (2 tailed).005 

N=250 

r=.168** 

Sign. (2 tailed).007 

N=251 

r=.222** 

Sign. (2 tailed).000 

N=250 

 r=.203** 

Sign. (2 tailed).001 

N=250 

Television r=.212** 

Sign. (2 tailed).001 

N=259 

r=.127* 

Sign. (2 tailed).041 

N=260 

r=.174** 

Sign. (2 tailed).005 

N=259 

 r=.240** 

Sign. (2 tailed).000 

N=259 

Internet   r=.138* 

Sign. (2 tailed).024 

N=269 

r=.127* 

Sign. (2 tailed).036 

N=270 

r=.145* 

Sign. (2 tailed).017 

N=269 

Direct Mail r=.174** 

Sign. (2 tailed).004 

N=274 

r=.152* 

Sign. (2 tailed).012 

N=275 

r=.177** 

Sign. (2 tailed).003 

N=275 

 r=.217** 

Sign. (2 tailed).000 

N=275 

Table 38- Relationship for Males' Ratings of Importance and Media Utilization - **Sign.<0.01, *Sign. <0.05 

Discussion 
The results of the tests of differences between males and females found differences in gender 

for Ratings of Importance of Town recreation and physical education programs. Females rated 

the importance of Town Recreation Programs, Elementary School Physical Education Programs, 

and Middle School Physical Education Programs significantly different from males.  

Interestingly, there were no significant differences between male and females’ ratings of level 

of importance for High School or Collegiate Physical Education Programs. One plausible reason 

for the lack of significant difference between the genders at these levels may be due to the 

often-limited required curricula for physical education in many high school and collegiate 
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programs.  These results need to be further investigated in future studies to determine if the 

perceived value of physical education is influenced by curricular requirements.  

The results of the data analysis on the significant differences between males and females’ 

ratings of importance of the Town Recreation, Elementary School, and Middle School physical 

education programs may be of special interest to marketing professionals and practitioners 

responsible for the promoting physical education programs. 

A separate but equally valuable set of findings emerged in this study regarding the significant 

positive relationships for male and females’ ratings of their utilization of various forms of media 

and their ratings of importance of physical education programs.   A total of ten significant 

positive correlations for females’ level of media utilization and ratings of importance of 

recreation and physical education programs were found in this study.  Seven of the ten 

significant positive correlations were at alpha <0.01, while three were at alpha <0.05.  There 

were also a total of twenty-six significant positive correlations for males’ level of media 

utilization and ratings of importance of recreation and physical education programs found in 

this study.  Nineteen of the twenty-six significant positive correlations were at alpha <0.01, 

while three were at alpha <0.05.   

Limitations and Implications for Future Research 
While the authors believe that the results of this study provide additional insight into how 

males and females’ media utilization may influence their ratings of importance of recreation 

and physical education programs, additional research may provide a better understanding of 

the underlying reasons for these results. 

One limitation of this study stems from the use of the correlation analyses.  The significant 

findings from the correlation analyses yielded positive correlations (as the level of media usage 

increased the rating of importance also increased and similarly as the level of media utilization 

decreased the level of the importance decreased for recreation and physical education).  

Correlation analyses although helpful, are limited because they do not indicate causality but 

rather measure the strength of the associations, and the direction of the relationships.   
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ABSTRACT 
College football has been suffering from an attendance problem in recent years.   According to 

a CBS Sports report, attendance to major college football games is at a 22-year low (Duffley, 

2019).   Though announced attendance has dropped 7.6 % in the past four years, actual 

attendance is much lower (Bachman 2018).  Actual attendance, which is usually not reported by 

colleges, is based upon actual tickets scanned at a game.  According to Wall Street Journal 

analysis, for the 2017 season, scanned attendance is only 71 % of announced attendance for 

major college football programs.  At Florida State University, which won a National 

Championship in 2013, it is reported that scanned attendance was only 57 % of announced 

attendance during 2017.    The problem is not new:  student attendance at major college 

football games declined 7.1 % from 2009-2013 (Cohen, 2014).    

This exploratory study examines the impact of program dominance as a constraint to student 

interest in college football.  Program dominance is defined as a situation in which a college 

football program which dominates opponents, wins almost all games, and competes for 

championships on a sustained multi-year bases.  The question addressed here is:  If students 

know that a football game will not be competitive, and,  their team is highly likely to win/or lose 

by a significant point margin, does this reduce their interest in the game?    Though numerous 

academic studies have addresses constraints to sporting event attendance, only two studies 

have addressed student attendance to college football games (Kim & Trail 2008; Simmons et al. 

2017: Simmons et al., 2018).  Academicians and sports journalists have offered a number of 

reasons for declining interest/attendance to college football games and other sporting events.  

However, the authors are not aware of any reported empirical research which has addressed 

program dominance as a cause for low interest/attendance to the sport.   A fan might say, 

“what is the use of going,” we going to crush them/get crushed.” 

Though cases of program dominance have existed throughout the history of college football, a 

current example of such a program is the University of Alabama,   which has played for the 

National Championship 8 times during the past decade and won it 5 times.    Student 

attendance to the Alabama vs. UL-Lafayette game was so noticeably low, that in his post-game 

news conference, Alabama Head Football Coach Nick Saban scolded UA students for not 
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attending the game.  (Andrew 2018) Alabama beat ULL 56-14.   Clemson University, who  has 

played in the last 3 national championship games and won 2 of those, is expected to face-off 

against Alabama for a fourth time in this year.   Clemson struggled with student attendance as 

well according.  As one reporter stated (Raynor 2017), “at the Wake Forest game this past week 

had egregiously low attendance on the hill. Of the 3,000 tickets allotted, only 1,539 Clemson 

students attended — barely half.”   The “dominance” issue is not exclusive to elite 

championship teams, but to strong, ranked programs vs. weak teams.  When the University of 

Arkansas, who has had several years of losing seasons, hosted a talented Auburn in fall 2018, 

scanned attendance was 25,000 less than announced attendance.    

Would this lack of interest reduce their likelihood of attending?  The current exploratory study 

investigates a sample of college students and the impact that two dominant college football 

programs (Clemson and Alabama) have had on their overall interest in the game of college 

football. A survey was administered 87 college students who attend a Southeastern US D-1 

University which is not a member of the BCS (Bowl Championship Series which represents the 

so-called “power 5” football conferences.    Based upon analysis of data from this limited 

sample, it could not be concluded that program dominance impacted their interest in college 

football.   
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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 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 
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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 #: 1412 

 

  



 
451 

 

A Case Study: International Graduate 
Student Recruitment and Marketing - How 
to Lose $12,000 
 

Marshal Chaifetz, mchaifet@kennesaw.edu 

 

ABSTRACT 
During the 2017-2018 Academic Year, an academic college that is part of an Atlanta 

Metropolitan area university contracted with an international advertising agency based in 

Europe to recruit international students to 4 of their Master’s programs.  The costs of the 

venture was approximately $12,000 and based on available data did not yield a single enrolled 

students or even a single applicant.  This case study details the process of that campaign, the 

products produced by the advertising agency and the results of the venture.  The presentation 

will include specific data presented by the advertising agency, issues with how the data was 

produced, issues with communication between the two parties, issues with creating the copy 

for the campaign and recommendations for programs and academic units considering 

undertaking these types of initiatives. 

 

Keywords: international graduate student, international recruitment, higher education 

Track: special sessions 
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Tapping the Brakes:  An Exploratory Survey 
into Consumer Perceptions of Autonomous 
Vehicles  
  

Matt Zothner, zothnermt@appstate.edu  

George D. Shows, showsgd@appstate.edu  

Pia Albinsson, albinssonpa@appstate.edu  

  

ABSTRACT  
We are approaching a time when the automobile industry will present to the consumer for 

purchase and use a fully autonomous vehicle, one which will have the ability to perform all the 

essential driving functions without intervention by an individual.  While consumers currently 

use vehicles that perform some autonomous  

tasks (cruise control, auto-parking), totally autonomous vehicles will be a fundamental change 

in the way consumers interact with the automobile. Autonomous vehicles will bring a positive 

impact to both individuals and society.  Autonomous vehicles are predicted to decrease traffic, 

increase productivity, lower insurance rates, contribute to less accidents and parking, and much 

more.    

While there are both personal and societal positives in embracing the technology, it will require 

users to willingly give up control of driving functions and trust the machine with their personal 

safety.  Due to these requirements of the consumer, this exploratory study will delve into 

consumer perceptions of autonomous vehicles by considering three important concepts; Locus 

of Control (LOC), Ease of Use (EOU), and the Certainty of Product Performance (COPP). Against 

these concepts we will ascertain whether consumer perceptions are significant determinants 

for a consumer’s willingness to purchase an autonomous vehicle.  

Locus of control is a psychological concept that references how strongly an individual believes 

they have control over situations that affect their lives (Glossary of Education, 2019).  Success 

or failure can either be internal factors such as their own effort to control events or external 

factors beyond their control.  Ease of use concerns the complexity of a concept and how much 

training is required to grasp, understand and master.  Certainty of product performance was 

introduced by Weathers, Sharma and Wood (2007) which measures the degree to which a 

consumer believes that a product will perform well and as it is supposed to.  
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An online survey was developed to first explain the basic concept of a fully autonomous vehicle 

and then determine consumer perceptions.  The survey was taken from business students at a 

southeastern university for extra credit with the invitation to family and friends.  The sample 

include various education backgrounds, an equal distribution of both male and female, and 

ages from 17 to 72.  

Factor analysis was performed to reduce the scale questions to single variables.  The analysis 

confirmed that all three constructs were considered significant when considering the 

willingness of a consumer to purchase an autonomous vehicle.  Concerning LOC, it was found 

that the greater the need for control, the less willingness to purchase by a consumer.  For EOU, 

the simpler and more clearly understood the greater willingness to purchase.  Finally for COPP 

the greater the certainty the vehicle would perform properly the greater the willingness to 

purchase.  

In our conclusions we confirm that successful marketing of an autonomous vehicle need take 

into account the concerns of consumers that they will perform as advertised, will not be too 

difficult to understand and master, and must assure those consumers with a high locus of 

control that both their internal and external LOC concerns are addressed in a function vehicle.  

Success for a vehicle, one which represents a fundamental change in our interaction with a 

long-standing consumer good, will require extensive testing and review before it can be 

accepted by the general population.  
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Keywords: innovation, autonomous vehicles, consumer attitudes, Marketing Strategy, 

Marketing Communications  

Relevance to Marketing Educators, Researchers, and Practitioners:  For Educators and 

Researchers, understanding the personal motivations of consumers is considered vital in 

crafting brand messages that resonate, especially when it concerns innovations that create 

fundamental change in consumer actions.  For Practitioners, introducing innovations that run 

counter to a consumer’s normal behavior pattern will require an understanding of those 

concerns and how to properly address them.    
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ABSTRACT 
Far too often, students are assigned cases studies to read, interpret, and analyze for discussion.  

This paper emphasizes the importance of enhancing student’s learning through the creation of 

a case study rather than the assignment of a case study.  The focus centered on graduate 

students utilizing their MBA practicums to design, develop, and produce a case study for a local 

children’s museum in the community. 

Museums are a critical component to small town tourism and the creation of local jobs. From a 

consumer perspective, individual leisure time, discretionary income, and other recreational 

options tend to be vital aspects to the consumer decision-making process.  Museums should 

build marketing communication strategies inspired by the successful activities adopted by other 

entertainment industries and learning institutions competing for the same people's attention 

and interest.  The aim of all visitor-oriented approaches is to produce an immersive visitor 

experience by finding what consumer qualities influence their decisions to visit museums.  For 

promoting museums as attractive destinations, keying in on specific consumer behaviors can 

greatly impact the success and/or failure of the museum. 

The above aim will be accomplished by fulfilling the following research objectives:  

Objective 1: To identify people who do not regularly visit the museums. 

Objective 2: To identify the reasoning behind why people do not regularly visit museums. 

Objective 3: To recommend strategies that will create an increase in awareness and engagement. 

Keywords: Case Study, Case Study Development, Experiential Learning, Museums  
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ABSTRACT 
Engagement, innovation ad impact are three important concepts that business schools 

accredited by AACSB has to pay attention, define within the context of their missions, and 

implement in their activities. Business schools want to engage their students with the academic 

and professional life as this is necessary for personal, professional and societal development. 

According to AACSB, engagement is necessary for high quality business education. Multiple 

standards mention about proactive engagement (in eligibility criteria), civic engagement (Std.1), 

faculty engagement (Std.2), faculty-faculty and faculty-staff engagement (Std.8), student 

engagement (Std.11) and academic-professional engagement (Std. 13 and 15) etc. 

Innovation is the second concept, which Choudaha (2019) in an AACSB seminar described as 

creating value within constraints. Therefore, one can find the balance between academe and 

practice to create lifelong learning. Innovation in business schools are supported by mission, 

intellectual contributions (of faculty) and financial resources. Standards mention innovation or 

its derivatives about 44 times. 

The last concept is impact that is defined as the difference business schools make in individual, 

practice, and society. There are multiple stakeholders including students, parents, business 

community, accreditation organizations, public and private governing bodies, and media. The 

type of activities that are considered as impactful and the evidence about the level of impact is 

extremely important.   

Faculty of business schools are the key players who are bringing engagement, innovation and 

impact into all scholarly activities. In this special session, we are investigating faculty 

perspective in how to implement these concepts. What are their constraints? What are the best 

practices? What will be implementation watch outs? The open discussion will help faculty to 
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pinpoint and plan to overcome challenges of identifying activities that demonstrate 

engagement, innovation and impact. 

Keywords: Engagement, Innovation, Impact 
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Case:  Goods or Services?  Consumers that 
Prefer Access Over Ownership 
A Study of Millennial Consumers  

 

John E. Crawford, john.crawford@lipscomb.edu 

 

The ownership of products has, for generations, been associated with achieving the American 

Dream. Ownby (1999) identifies four American Dreams. First is the "Dream of Abundance," 

which offers ownership of many material goods to all and creates pride in being part of the 

richest society. The second is the "Dream of a Democracy of Goods," where ownership of 

products is available to all, unlike what is true in much of the world where only the rich or well-

connected are granted access to luxury. The "Dream of Freedom of Choice," with an ever-

expanding variety of goods, allows people to determine their own lifestyle through the 

products they buy. The "Dream of Novelty," with changing fashions, new models, and 

unexpected new products, enhances the consumer experience via purchasing skills and market 

awareness while challenging traditional society and culture, and even politics.  

American politics, for generations, has promoted ownership of material goods as a measure of 

well-being and one’s level of participation in the American Dream. For example, a Republican 

Party flier on behalf of the 1928 presidential campaign of Herbert Hoover used “A chicken in 

every pot and a car in every garage” as a campaign slogan. Products commonly associated with 

the American dream are home ownership and other material comforts. In contrast to earlier 

generations, however, a sizable portion of the millennial generation is taking a different 

approach to achieving the American Dream and what is evidence of having achieved the dream, 

particularly in regard to the necessity of owning products to achieve the dream. 

Students of marketing have long been taught that products can be divided into the two major 

categories of goods and services. Goods have generally been considered as products that are 

tangible in nature and are owned. They are then used until the useful life of the product is gone 

or the consumer has decided to dispose of the product, perhaps due to changed consumer 

needs, the entrance of new and improved products, or just because the consumer desires to 

make a change. A bat and a ball are examples of products that might be labeled as relatively 

pure goods. 

Services, on the other hand, have generally been classified as intangible products where 

ownership is not possible. Instead, the consumer has temporary access or rental rights to the 

product and must, when the service is needed again, pay for access to the product or to rent 

the product. Watching a film in a theater or attending a concert, for example, are not products 
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that can be possessed beyond the time span of the experience. To see the film or enjoy the 

concert again requires repurchase of access or rental of the service. 

In the current business environment, a mixing of these product characteristics is occurring and 

is largely driven by millennial consumers. Sanders (2019) describes a 27-year-old, educated and 

business owning millennial that uses things he does not own, but that can be owned. He 

rideshares rather than owning a car and washes his clothing at the laundry service of a gym 

since he does not own a washing machine. The only clothes he owns are two versions of the 

same outfit. He owns so little, in fact, that he got rid of his backpack. In a sense, he is homeless, 

renting a bed in a large room shared by others, who rent a bed for short-term and long-term 

periods through Podshare. Kitchen and bathroom space is shared by residents. He is quoted as 

saying, “When you don't own things, you don't have to keep track of them. You just show up.”  

After all, when something is owned one becomes responsible for its storage, maintenance, and 

bears the risk of loss, damage, and obsolescence. In addition, with the ever increasing pace of 

development of new products and new and improved versions of existing ones, it is easier to 

have new experiences when one is not tied to owned products. This, in part, has led to the rise 

of the sharing economy.  

Kenton (2019) describes the sharing economy as an economic model often defined as a “peer-

to-peer (P2P) based activity of acquiring, providing or sharing access to goods and services that 

are facilitated by a community based on-line platform.” A major reason for the rise of this 

economy is the Internet and the use of big data that makes it easier for owners of goods and 

those seeking to temporarily use them to find each other. This type of consuming is also 

referred to as the shareconomy, collaborative consumption, collaborative economy, or peer 

economy. 

For owners of products, the sharing economy allows them to making money from their 

underused tangible assets when the products are treated like an intangible service product for 

sale. In other words, the assets, though owned by one consumer, are available for use by 

multiple consumers who must pay for repeated use since the product is not owned by them. 

For example, according to Yaraghi and Ravi (2017), privately owned vehicles go unused for 95% 

of the time, which makes them an asset potentially available for use in some fashion by those 

they do not own the vehicles. The same report describes Airbnb’s cost advantage for 

consumers over commercial hotel space as homeowners rent spare bedrooms. Thus, both the 

owner of the tangible asset and the temporary user of it benefit from the sharing economy. 

Sanders (2019) quotes a Ph.D. student at the University of California who studies the sharing 

economy as saying, “I talked to a lot of minimalists. They're the type of people who love to 

couch-surf. They own like 30 things, but ... they hoard digitally. They have tons of photographs. 

They have thousands and thousands of Instagram posts.”  
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Characteristics of The Millennial Generation 
Mergein (2017) provides a detailed description of the millennial generation. Millennials are the 

largest generation in US history—83.1 million in number. They grew up in the Great Recession, 

often have tens of thousands of dollars of student loan debt and spend over a trillion dollars a 

year despite being strapped for cash. Most have a Smartphone and make, on average, more 

online purchases than other age cohorts. Phones are used for shopping assistance while in a 

brick-and-mortar store and many times are used to find discounts and coupons. 

Even when some items are purchased and owned, such as clothing, sizable number of 

millennials purchase used clothing from Thrift Shops and the apparel resale industry rather 

than buying new items. Low price, the uniqueness of the purchased items, and the 

environmentally-friendly nature of buying used items are reasons for these purchases. 

Similarly, they prefer transportation via UBER over car ownership, Airbnb over hotels, and 

Netflix and Spotify instead of ownership of tangible video and music formats.  

These consumers care about causes and the environment and value firms that care about those 

as well. They are more likely to listen to people perceived as being like them and not so much 

celebrities and the rich and famous. Products that enable the sharing of events with friends and 

family to deepen relationships is important. They are subject to experiencing FOMO, the fear of 

missing out. Antonow, (2018) provides an extensive profile of millennials.  

Regarding this generation:  

• They were born between 1982 and 1996 

• There are 83.1 million millennials in the US, the largest generation in US history 

• They are the most digitally-connected generation 
 

Regarding renting versus owning: 

• Millennials are 4.6 times more likely to rent products online 

• They’re also 2.3 times more likely to use sharing services 
 

Regarding finances:  

• 72% of millennials have less than $1,000 in savings, 31% have exactly $0 in 
savings 

• Only 8% have over $10,000 saved 

• Debt is high. The average student loan debt for women clocking in at over 
$14,500. Men owe $8,500 out of college, almost half of the amount owed by 
women. Regarding total debt for men is around $53,000, almost 30% lower than 
millennial women at $69,000 

• Over 65% of millennials don’t have a credit card 
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• Those who do have a credit card have good credit scores, with the average 
female having a healthy credit score of 666, compared to 661 for males  

• Over a quarter of millennials have had late payments or are dealing with bill 
collectors 

• Over half are still receiving some type of financial aid from their parents and 
more young adults live with their parents than ever rather than buying or renting 
a dwelling 

• 70% define financial stability as being able to pay off all bills at the end of every 
month  

 

Regarding spending and firms:  

• Millennials spend $600 billion annually, 28% of all daily spending per person  

• Nearly 80% of millennials are influenced heavily by price  

• 66% of millennials would switch brands if offered at least a 30% discount  

• 72% of millennials search for a discount before purchasing online 

• 52% search for a discount before purchasing offline  

• 75% consider it fairly or very important that firms give back to society instead of 
just making a profit     

• 75% of millennials want to have the same clothes, cars, and technological 
gadgets as their friends  

• 30% of millennials claim to shop secondhand at least once a year, and another 
21% will continue to shop secondhand into the future 

• 60% of millennials spend more than $4 on a single coffee 

• 70% of millennials will spend a little extra to eat at the hip restaurants in town 

• 69% of millennials buy clothes for reasons beyond basic necessity 

• Over 50% of millennials spend money on taxis and Ubers while only 29% of Gen 
X and 15% of Boomers do the same  

 

Millennials tend to spend more per year than older consumers on: 

• Groceries 

• Gas 

• Restaurants 

• Cellphones (nearly 98% own a smartphone and have the highest usage levels) 

• Hobbies, electronics, and clothing 
 

Millennials spend less than older generations on: 

• Television (millennials don’t pay for cable; they buy or share streaming services 
instead) 
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• Travel (although saving up for a trip is a big financial goal for many millennials, 
it’s not happening yet…) 

• Pharmaceuticals 

• Furniture/building materials 

How Some Firms Have Responded 
Since many millennials prefer to rent or buy access rather than to purchase, Recreational 

Equipment, Inc. (REI) has expanded sales of used equipment and rental of equipment. 

According to REI, more than a third of millennials prefer to rent equipment than purchase it 

(Malls.com, 2019). REI reported that sales in 2018 grew by 6% and noted a twofold increase in 

the rental of goods in the same time period. REI products such as snowshoes, skis, snowboards, 

camping, and mountaineering kits are examples of rented products. Rather than spending a 

significant amount of money to buy new items needed to have and enjoy an experience of a 

few days’ duration, many millennials choose to save resources by buying used items or renting 

equipment. 

In addition, REI has noted that for the environmentally conscious consumer, buying used items 

or renting items is seen as a way to contribute to the preservation of the environment by 

reducing the number of things are produced, which lessens pollution and reduces garbage in 

landfills. Re-commerce is REI’s term for this circular economy.  

Eric Artz, acting CEO of the company, says this requires a different kind of marketing outreach 

to these consumers. Rather than selling ownership of a product, “We're selling joy,” he says. 

“We're selling inspiration when you get out on a trail or go for a bike ride. We're selling the 

adrenaline buzz at the end of a run, and we're just trying to enable that in any way we possibly 

can (Sanders, 2019).” 

In similar fashion, clothing manufacturer Patagonia uses recycled materials in its products, 

provides free repair of clothing, and restores used clothing for resale. Another example is Eileen 

Fisher, a women's clothing brand. In order to reduce waste, the company has a clothing 

recycling program. Buyers donate their “neatly used” items in exchange for gift certificates. 

After dry cleaning and restoration, the clothing is resold.  

Concerning furniture a product category where ownership has been the norm, IKEA customers 

will soon be able to experience Furniture as a Service (FAAS). Customers will be able to try out 

new furniture, and then return it if desired—perhaps for something different. “When that 

leasing period is over, you hand it back and you might lease something else,” according to Inter 

IKEA CEO Torbjorn Loof. He states, “And instead of throwing those away, we refurbish them a 

little and we could sell them, prolonging the life-cycle of the products.” Other companies like 

Kamarq and Feather are also seeking to become the “Netflix of Furniture.”  
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It’s Not Just a US Phenomenon 
Baldwin (2017) states that millennials are not just impacting how business is done in the US. 

Millennials are 23% of the UK population and their ability to buy products, their attitudes about 

what to buy, or even whether to buy, are similar to US millennials. As a result, retailers in the 

UK must consider the increased desire and willingness of UK millennial shoppers to rent 

products and services rather than buying them, just as is true for retailers in the US and their 

consumers.  

Baldwin cites report stating that “64% of millennials would consider using the sharing economy 

to rent products in the future, compared to 30% of over 35-year-olds.” Over half of millennials 

surveyed citing affordability and convenience as a reason to use the sharing economy model. 

Thirty-six percent of millennials stated a desire to rent products they do not feel a need to own 

compared to 18% of the over 35 market who stated a similar feeling. 

Products cited by millennials as products they are willing to rent includes DIY equipment (20%), 

clothing (19%) and sports gear (21%). Furniture retailers could soon be impacted, as 27% of the 

younger consumers do not own a large piece of furniture and do not think they will be able to 

afford one in the next five-ten years. 

"Through this research, we’ve clearly identified how shopping habits have been shaped by the 

wider socio-economic environment. Attitudes towards home-ownership and the simultaneous 

emergence of the sharing economy will clearly have an impact on purchasing decisions for 

future generations," said David Atkins, CEO of Hammerson, the UK’s leading retail property 

specialist. "Likewise, the rapid adoption of technology, both in terms of how millennials shop 

and socialize, will continue to influence spending patterns." He added: "In an increasingly 

competitive market, shopping destinations that offer the best retail, dining and leisure 

experiences will continue to outperform. And those retailers that are quick to adopt these 

platforms and technologies, and demonstrate flexibility in their approach, are likely to prove 

successful in attracting the next generation of consumers (see press release at 

https://www.hammerson.com/media/press-releases/the-sharing-economy/).”  

CONCLUSION 
A major task for manufacturers and retailers of new and used goods is to determine how the 

largest age cohort in the US (and similar consumers in other countries) will consume in the 

future. Tzuo (2019) provides intriguing thoughts for marketers to consider. He states that there 

is a possibility “that the dominant economic model of the last 150 years is could (sic) be coming 

to an end.” He notes that since the rise of industrial production, economies have operated 

under a “straightforward asset transfer model.” That is, physical products were made and sold 

to consumers who wanted the utility the products provided and the privileges that ownership 

confers.  
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According to Tzuo, “The fundamental goal was to create a hit. Once that was achieved, then a 

company could spread its fixed costs over as many units as possible, so it could compete on the 

all-powerful margin. Of course, this entire system was predicated on planned obsolescence. The 

revenue model depended on us re-purchasing products that were specifically engineered to 

expire after a fixed period of time. Back in the days of Thomas Edison, light bulb companies 

actually competed on how many hours their light bulbs could last (no doubt some MBAs soon 

corrected them). We were expected to fill up our lives (and our landfills) with disposable stuff 

on a regular basis. Is it any wonder that people are starting to get tired of this approach?” 

If Tzuo is correct in his thinking regarding major segments of the consuming public, such as the 

millennial generation, marketers will have to engage in a challenging dual form of marketing, 

one for those still desiring to own tangible products, and enjoy the privileges and 

responsibilities of ownership, and one for those who seek temporary access to tangible 

products to enjoy a momentary experience with them before returning the product to its 

owner. 

CRITICAL THINKING EXERCISES FOR STUDENTS 
1. Regarding ownership vs. renting products, does context matter?  For example, younger and 

older millennials are in different stages of the family life cycle. Does this matter? If so, how? 

What additional life, usage, and other contexts matter when marketing to the millennial 

generation? 

2. Assume the sharing economy and the desire of many millennials to rent rather than own 

products becomes a lasting phenomenon. Now, review the characteristics of service marketing 

and the generally accepted marketing implications of marketing services vs. goods. Can 

marketers of goods in the sharing economy adapt the principles of service marketing to the 

marketing of goods?  If so, how?  If not, why? 

3. Identify producers and retailers of products traditionally purchased for ownership (beyond 

those described in the case) that are likely to be affected by the sharing economy? What advice 

would you give marketers in these businesses? 

4. Should marketers attempt to convince millennial consumers to own products rather than 

rent them? If so, consider and comment on how a retailer might use generally accepted 

attitude change strategies to create an ownership attitude in millennial consumers. 

5. There are millions of consumers in other age cohorts, such as Baby Boomers and in Gen Z. 

How must firms approach millennials vs. Baby Boomers? Is it likely that the changes described 

in the case will extend to Gen Z? Why or why not? 
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ABSTRACT 
As the largest generational cohort since the Baby Boomers of the mid-20th century, Millennials 

hold significant power over the future.  This is especially true in business, and just as a good 

marketer considers the environment within which she wants to do business, so too must she 

consider how best to reach a target market she sees as the most lucrative. Millennials seem to 

fit this role more every year.  An Analysis of Millennials and How They Interact with Financial 

Institutions is a creative thesis project in which the Millennial age cohort is investigated and a 

social media portfolio is put together in an effort create a short social media campaign for 

Ascend Federal Credit Union to market their financial services and education to people ages 23 

– 37.  This project seeks to create a better understanding of how to utilize social media in a 

business setting to grow business effectively with minimum cost to the company.  The project 

will also explore the reasons behind why Millennials as an age group tend to be waiting until 

later in life to take on some of the bigger financial commitments such as mortgages.  The two 

main goals of this project are 1) To have a better, more accomplished understanding of 

Millennials and how to use social media to sell to them and 2) To obtain a sufficient 

understanding of Millennials so as to create a marketing plan targeting this age group in order 

to bring business to the credit union with which I will be working. 

Introduction 
In the field of marketing, nothing seems to elude researchers more than how best to serve 

those known as Millennials.  In an article from 2013, Ernst and Young defined Millennials as 

being aged 18 to 32, placing the year of birth span around 1981 to 1995 (Survey shows, 1).  

Adjusting this age range for 2018 puts Millennials ranging in age 23- 37.  As the largest 

generational cohort since the Baby Boomers of the mid-20th century, Millennials make up 

around a quarter of the U.S. population (Frey).  As such a large and predominant percentage of 

our nation’s adults, they have a significant influence on how our world operates and changes as 

we move forward.  They have a strong desire to be a part of their world in more ways than just 

as a passenger.  Millennials want to be captains and co-pilots in everything they do and love.  

This desire is imperative information to those in business because it is something they can use 

to their advantage to promote and sell products or services.  In their book, Marketing to 
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Millennials, Jeff Fromm and Christie Garton say, “…this generation wants to actively participate, 

cocreate, and, most important, be included as partners in the brands they love” (Fromm, 19).  If 

business leaders can embrace the hands-on attitude of Millennials, they can evolve for the 21st 

century and be better for it.   

Businesses such as credit unions can benefit as well by helping Millennials with important 

financial decisions.  One possible reason Millennials may not currently be going for those big 

investments (such as mortgages, car loans, etc.) could be due to the vast amounts of debt they 

carry.  According to a study done by Time’s Money column, Americans under the age of 35 carry 

the most educational related debt of any age cohort with an average of $14,800 in student 

loans (Renzulli, 2).  What’s more, the article states that the amount of debt these Millennials 

have acquired is much larger than previous generations have shown.  The article goes on to say 

that not only are they taking on debt much quicker than normal, they tend to pay it off much 

slower (Renzulli, 3).  Given the immense amount of debt they carry, Millennials don’t have the 

financial stability and flexibility it takes to make large investments like purchasing a home. 

As Millennials move farther into life and the economy takes an upward turn, they may begin to 

think about making those big decisions.  This, coupled with Millennials’ desire to be a part of 

something bigger than themselves, will provide credit unions with a unique opportunity to 

become the place where Millennials go to seek investment advice for their time and money.  As 

credit unions employ a member-owned structure, they are the kind of inclusive experience 

Millennials look for.  This gives credit unions an edge in marketing to this age group.  According 

to Bob Dorsa, president of the American Credit Union Mortgage Association, in the article 

Mortgages for Millennials, “They [Millennials] want to know that their contribution matters. 

This is where I think they’re a great fit for credit unions, because it’s people helping people, 

people being worth more than money” (Swedberg, 15).   

I find this topic interesting because Millennials as a generation seem to be taking longer to 

“settle down” than prior generations, and I wanted to know if marketing financial advice to 

them will help lessen the time frame it takes for them to “settle down” while also bringing in 

potential business to the credit union.  In addition, I wanted to know how likely Millennials are 

to choose a credit union over a bank.  As a member of a credit union since childhood, I wonder 

what the outside perception of a credit union is for people around my age.  Finally, as a student 

of marketing, I want a better understanding of what methods are most effective when 

attempting to target and sell to this age group.  For my creative project, I have chosen to do an 

in-depth analysis on the Millennial cohort regarding finances and how to target them as a credit 

union. 

Thesis Statement 
Due to the size and influence of Millennials in today’s society, it is important now more than 

ever for credit unions to focus on how best to reach working class Americans aged 23-37.  For 
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these member-owned financial institutions, what would be the best way to approach this age 

group?  How often do they find themselves inside their bank or credit union? What social media 

platforms would be the best method(s) to cultivate interest and relationships with these young 

people?  Gaining a better understanding of Millennials is the best place to start. 

Methodology 
My process began with first exploring what has already been researched and studied about 

Millennials and their general characteristics.  The research would mainly help me narrow what 

exactly I wanted to focus on in terms of what aspect of marketing I wanted to use as well as 

how exactly I wanted to go about reaching them, or what they would respond best to.  I 

discovered that, in general, the generation we call Millennials tend to put immense importance 

on whether or not what they are doing or how they are doing it creates a difference in the 

world around them, even if it’s only a small one.  However, and perhaps more importantly to 

my research, I found Millennials are taking much longer than previous generations to “settle 

down” and also tend to carry more debt than older generations.  This led me to wonder how 

financial institutions, like Ascend Federal Credit Union on which my project is focused, are 

utilizing this opportunity to reach out to this generation for the purposes of marketing financial 

services and education.   

Once most of the research was done, I began to put together a survey for people in the 

Millennial cohort with the purpose of discovering their past, current, and planned financial 

habits as well as where they spend most of their time on social media.  I also asked about some 

basic demographics such as sex, age, household income, dependents, etc.  It is important to 

note that most of the Millennials surveyed were from MTSU are therefore college educated 

individuals.  From here, I translated my data into graphs to create the best visual possible to 

illustrate the most important aspects of what the survey revealed.  This process started with 

completing the survey and obtaining approval from MTSU’s IRB board (Appendix B).  It is 

noteworthy that, though my research is on Millennials as a whole, the majority of those who 

took my survey were on the lower end of the age range of 23-37.From this survey, I would first 

like to outline some basic demographics of the people I surveyed.  The majority of those who 

completed the survey were female (95 of the 137 surveyed).  Another important demographic 

factor about those surveyed is their lower household incomes.  This is probably because as a 

college student myself, most of the people who answered the survey were also college aged 

Millennials.  As such, my results, including gender, were the following:  
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While most of the people surveyed fell in the “Less than $25,000” household income range 

(39%), other significant finds include a decent mix of all the other income ranges with $25,001-

35,000, $45,001-50,000, and $95,001 or more all standing out as popular selections also.   

The next thing I wanted to know from my survey is what financial institutions these people are 

using and from those institutions, what services they have used, are using, or plan to use in the 

future.  First and foremost, the results showed that most individuals currently use banks as 
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their main financial institution.  Out of the 137 surveyed, 103 indicated they used a bank and 

only 26 used credit unions.  The nine people who indicated “other” stated, in so many words, 

they used both a bank and a credit union for whatever purpose.  

These numbers are not good news for the credit union, but it does provide opportunity for 

them to ramp up their campaigns to attract some of these Millennials.  They even have a great 

place to start with those who fall under the “other” category and encourage them to switch to 

credit unions as their primary financial institution.  The key to doing this is making the switch 

worth the trouble and doing so by capitalizing on what makes credit unions the better option: 

their 

use 

of 

memberships.  They need to let these people know all the benefits offered when being a 

member of a credit union that would not be available otherwise by using a bank such as better 

interest rates.  The most effective way of doing this is by using highly visited platforms such as 

social media to get this message out there frequently and effectively.  As for what services are 

being used by those asked, the answers ranged from the very basic to more in-depth life plans.  

This includes everything from basic checking and savings accounts to getting married and 

college funds for their children. Result are below: 
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Between the two charts, we can see a definite change in priorities from immediate goals to 

long-term goals in the Millennials surveyed.  Currently, the most pressing matters to Millennials 

seem to be general savings or saving specifically for a vacation of some kind.  Another stand-out 

is the sample of Millennials surveyed want to get a new job in the next year.  This could be 

indicative of the need Millennials have to feel they are making a difference in what they are 

doing.  They may be more likely to leave a job if their current job does not make them feel 

fulfilled.  It could also be they are looking for a higher paying job now so they can accomplish 

the things they indicated were important to them in the 3-5-year range.   

 

With all of these different short- and long-term financial plans to look forward to, I began to 

wonder how much help Millennials believed they needed or even wanted to properly achieve 

these plans.  In a study by Northwestern Mutual through Statista, it was found that 89% 
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Millennials, more than the previous two generational cohorts, believe their financial planning 

skills need improvement (Northwestern).  This is can be very good news for financial 

institutions like Ascend because the hardest part is already done: Millennials recognize there is 

a problem with room for improvement.   

This being said, the second half of my survey focused on where Millennials go to look for 

financial advice and education and their social media usage in general.  This information 

contains the bulk of the creative aspect of my project: the social media campaign.  My main 

objective here was to determine where those surveyed turn to when they need financial 

advice, how much they feel they need it, and finally which platform would be best used to 

reach them.  What I found was that, while many of them were open and willing to receive 

financial help, they didn’t seem to have a solid idea about where to go to get it outside of a 

financial advisor who might try to sell them plans they are not ready for.   

 

When asked where they go to seek financial advice, most of the respondents, 38% in fact, 

indicated they usually go to family members to help them make decisions.  This is fairly 

common as family tends to be the people we trust most with important things such as this, 

especially from our parents when we are young.   

(This question was a “select all that apply” format, so the total number of options exceeds how 

many people were surveyed.  In this case, there were 308 total responses).  What is most 

surprising is those surveyed were more willing to get information and advice from blogs or 

websites than they were from either an online tool or app or even a financial professional.   

*Graph 7 
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I was also interested in which social media platform would be the best option to use to connect 

with them.  In the age of technology, social media is rapidly becoming the most desired path for 

selling a product or service given the vast reach it has for little to no expense to the business.  

More and more every year, large firms and small businesses alike are turning to the use of free 

advertisement channels such as social media to get their name and message into households 

across the globe.  I have found this to be a truly effective channel of marketing in my own 

research through my survey.  When asked how much of a role social media plays in the 

decisions they made, 69 of the 137 respondents, over 50% of them, answered a 4 or a 5 on a 

scale of 1 to 7.   

The majority of those surveyed answered that they feel social media – what they see and are 

exposed to on the various platforms – is an influencing factor in some of the decisions they 

make in day-to-day life.  It was this influence I wanted to capitalize on by creating a social 

media campaign, focusing on Instagram, for Ascend Federal Credit Union targeting Millennials 

with the purpose of getting them in the doors for the financial services Ascend offers.   

After establishing social media did indeed have a heavy hand in the decisions Millennials make, 

I then began to analyze which platforms those surveyed spent the most time on in search of the 

right platform for my campaign.  For the purpose of a narrowed project, I decided to select only 

one platform to work with to keep the project reasonable.  For this, I asked in my survey which 

social media platforms respondents spent the most time on.  Out of the three viable platforms 

for my campaign—Facebook, Instagram, and Twitter—Instagram had the highest average hours 

spent with users spending 2.18 hours per day on average.  This average was only beaten by 
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Snapchat at 2.35 hours per day and YouTube at 2.6 hours per day.  These two platforms, 

however, are not well suited for carrying the primary campaign and are better used for 

supplementing an existing campaign.  Secondly, those who responded also reported the highest 

total number of hours are spent on Instagram.  The rest of the hours spent are listed in Table 1.   

Hours Spent on Social Media 

Social Media 

Platform 
Minimum Maximum Average 

Total Number of 

Hours Indicated 

Facebook 0 17 1.82 107 

Instagram 0 17 2.18 115 

Twitter 0 18 1.88 64 

YouTube 0 17 2.6 88 

Pinterest 0 6 1.31 36 

Snapchat 0 20 2.35 86 

*Table 1 
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These findings led me to believe Instagram to be the best course of action, but to solidify my 

choice, I also wanted to see how my results compared to those found nation-wide.  For this, I 

turned to Statista in search of what research they had on the subject.  I found Instagram, while 

it did not beat Facebook overall, did have a significant spike in usage from my targeted age 

range.  Graph 9 showed that at 58% of this age group responded they used Instagram (Statista 

Survey).  As this chart is now two years old, I also sought out some other statistics on the 

projected growth of Instagram from 2017 to 2022.  Graph 10 clearly indicated a steady and 

significant growth of the social media platform over a five-year time span (eMarketer).   

*Graph 9 
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For the last part of my research in discovering how best to execute my project, I asked one 

more important question pertaining to social media: if my respondents believed social media 

was a reliable place to find a business.  They responded positively, but cautiously.  While more 

responded “definitely yes” to the questions than either “probably not” or “definitely not,” the 

greater majority indicated “probably yes” meaning they were certainly open to the idea, but 

would probably venture into such a search with a healthy amount of apprehension.  I found this 

perfectly acceptable as they had at least indicated they were open to the idea which meant 

there was solid opportunity.  They best way to remove this apprehension would be in the 

construction of the business’s page itself.  Open honesty, credible reviews and webpages would 

do much to lower their concern.  It would be a more effective way to get their name out and in 

the minds of the consumers. 

*Graph 10 
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Once my selection of a platform was confirmed and supported, both by my own research and 

by information for outside sources, I set out to construct my small campaign.  Instagram has 

two main functions for its users to employ, one being their main postings with pictures and the 

second a story aspect where users could share current events much like they can on Snapchat.  

The main use this story function would be in creating my posts is that it includes the option to 

poll followers and get their opinions.  This would bring a more interactive aspect to the 

campaign engaging viewers and followers more than just a post can.  I decided I would create 3-

4 main feed posts coupled with 2-3 interactive story polls.  The contents of these posts and 

polls would be constructed from what I learned about Millennials in general as well as issues 

they had indicated in the survey to make sure they addressed the financial concerns Ascend 

could focus on to best appeal to this target market.   

First, however, I needed to look at what Ascend already had on their Instagram page and map 

out what they regularly posted on and how frequently they posted.  From there, I would 

evaluate where they might be lacking in terms of marketing their services to Millennials 

specifically and fill in some of the gaps between their posts with mine.  To narrow what I was 

looking at, I looked at the last full month before the end of my project which was February 

2019.  I looked at every post they made that month to give me an idea of what they generally 

posted about.  Unfortunately, out of 28 days in the month, and a total of ten posts made, only 

four of them had any relation with finances or the services they provided at all.  Three of these 

were only posts advertising a ticket giveaway contest for concerts at Bridgestone Arena in 

Nashville and only one for the venue they sponsor Ascend Amphitheater.  The rest of the posts 

were unhelpful as well (see calendar in Table 2). 
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What I found was what I believe to be an active social media account but not for the right 

reasons as pertains to promoting their business.  While I don’t believe a business’s social media 

account needs to be 100% business, 100% of the time, I do think the content should contain at 

least 50-75% business-related material since taking advantage of virtually free advertisement is 

the purpose of using social media as a way to promote a business and the products it offers to 

consumers.  With this in mind, as well as the stipulation that these figures are purely opinion, 

all of my posts were created as business-related and incorporated amongst the existing posts in 

the calendar with orange wording indicating Ascend’s existing posts and purple indicating the 

posts I have added.  I have placed them all in the month of February with the exception of one 

which I highlighted and placed farther out at the end of March as it is more of a seasonal post.  

The interactive polls were also spread throughout February.  These posts and polls are only 

mock-ups and have not been posted on any of Ascend’s social media accounts. 

Careful consideration on both the words and images went into the content of each post in 

regards to the message I wanted to convey to my target readers.  For my first post (Instagram 

Post 1), I wanted to address the debts Millennials are facing as well as appeal to their desire to 

do the more fun things with their money.  From my own research, I pulled from their desire to 

pay down student loans and travel abroad in the next 3-5 years as well as their great desire to 

pay down credit card debt and go on vacation in the next year (Graph 4).  This way, I can 

hopefully appeal to Millennials’ present and future needs.  The photo I chose was one of a 

young woman who appears to be having trouble with something.  I was also drawn to this 

image because it had the same color scheme Ascend usually uses.  I placed this post in the 

*Table 2 
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February calendar on February 6th as a way to add relevant financial content to the otherwise 

empty week. I also thought this might be a good place for it with taxes being due nearly two 

months out.  

My second post (Instagram Post 2) was designed as a way to bring the financial help and advice 

Millennials may want in a way they are able to access whenever they might need it.  I chose, 

therefore, to make a post advertising an app which would contain solely Ascend’s Financial 

Education Center and would be separate from the banking app they already have.  Although my 

research did not indicate a very high demand for an app of this kind, I think it is still a very good 

idea to invest in.  My reasoning is that despite most of the people surveyed indicating they 

prefer to get financial advice from family and friends, Millennials still prefer to use apps for 

things over an actual website or in-person interaction.  So, my thought was, if the app were to 

be structured and marketed in a way which created a “we treat you like family” vibe, then 

current and potential members might feel more comfortable with receiving no-obligation 

financial help from professionals.  The image I’ve used is one of my own creation and is 

modeled to look like an app icon.  Ideally, the image would be more detailed than what my 

design skills allow me to be able to do.  The positioning of this post on February 11th was as a 

way to make the flow of content consistent and to fill space as most of the existing posts are 

heavily situated at the end of the month. 

My last post (Instagram Post 3) followed a more fun thought process and was meant to grow 

membership among Millennials by appealing to the age cohort’s desire to “know their 

contribution matters (Swedburg, 15).”  As such, I thought connecting a service the credit union 

provides with something that would give back to a certain cause the member cares about 

would help them feel like they were giving back.  I chose to theme this post as a summer event 

and planned it for the end of March, outside of the February calendar the rest of the posts fall 

into, since this would be a prime time for Millennials to start saving for the vacations they want 

to take in the next year (as indicated by Graph 4).  The event itself would be scheduled for 

March 31st and run through May 31st allotting a two-month timespan for the event.  I named 

my event “Give Back to Summer”.  I felt the name important since this is to be marketed as an 

event and it would be used as a hashtag members could use themselves if they participated and 

posted about it themselves.  For the image, I found a wonderful picture with multiple tropical 

landscapes which had a very warm, inviting feel and added the words to create a sort of logo 

for the event. 

The second half of my post portfolio focused on user interaction and making the followers feel 

more involved with Ascend and its decisions.  As such, I have created three Instagram Polls to 

be put in the story portion of the Instagram account.  These would be a quick and easy way to 

gauge the wants and needs of present and prospective members.  I chose the look for these 

polls from examples I have found of Instagram polls as well as my own investigation into the 

tool.  I opted to use a colored background instead of a picture so as not to distract from the 
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content since an image would have had to be used as a background.  I used an imitation of one 

of the red themes offered to create a more integrated feeling with the rest of the brand. 

The first of these three (Instagram Poll 1) asks followers what would be their preferred method 

of receiving financial advice from the Ascend staff.  They are given four options: through an 

app, on Ascend’s website, on location in person, and finally through web videos or a vlog.  These 

options were chosen based on ways they might receive this information in a way most 

convenient for them.  I have assigned this poll to be posted at the beginning of February on the 

2nd.  For reasons stated above, I have already chosen and put together a post about an app for 

the Financial Education Center.  However, if this poll were to indicate another option would be 

preferable to the app, then Instagram Post #2 could be easily modified to accommodate the 

better option or a new post could be put together entirely and scheduled during the month. 

My second poll (Instagram Poll 2) would be similar in content and would ask about help in 

particular followers want from Ascend’s financial professionals.  For this, I chose responses 

more closely related to what I have found matter to Millennials when it comes to financial 

concerns.  As such, the four option were getting started, small loans, saving for the future, and 

college funds.  All four of these were prompted by the results I found and highlighted in Graphs 

4 and 5.  I have placed this poll on February 20th in an effort to ensure the content directed at 

Millennials was equally space throughout the month.  This would hopefully leave enough space 

between “Millennial posts” for posts that might be directed at other age cohorts.   

For my third and final poll (Instagram Poll 3), I wanted one with content that had more to do 

with appealing to the sense of duty Millennials feel and has been discussed previously.  For this, 

I asked followers’ opinions on what general cause they would like to see Ascend partner with.  

This would benefit Ascend on two fronts: Millennial targets would feel like their membership 

was bigger than themselves and the credit union would be doing more towards maintaining 

corporate social responsibility.  The four responses given for followers to choose from would be 

relief efforts, animals and pets, affordable housing, and children.  These options are 

purposefully left relatively broad so as to allow further interaction with followers.  Based on 

which one or two options are favored above others, Ascend could create a follow-up regular 

post announcing which cause was chosen as the most popular and ask for which specific 

charities followers like the most under this umbrella cause as suggestions for partnerships.  This 

last poll was scheduled for February 24th.  After this date, Ascend’s posting on relevant financial 

material picks up significantly to nearly one every day.  

Conclusion 
No matter what marketing method is employed, there is little doubt Millennials are a very 

valuable generation to be marketed to.  Being the largest generational cohort since the Baby 

Boomers, Millennials have an ever-growing influence on all aspects of the way we buy and sell.  

As we as marketers learn how they operate and what they value, our ability to do so more 
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efficiently will evolve, too.  As such, using social media as a way to reach them is invaluable to 

bringing them in as customers, especially in a business they don’t usually think about every day. 

As such, financial institutions have to really capitalize on these new methods to reach this vastly 

influential age group.  Credit unions especially need to adapt as they have the big banks to 

compete with.  They do, however, hold an advantage in that they can offer Millennials the 

unique opportunity to be a part of something bigger with a credit union.   

Through my research survey as well as outside information sources, I have concluded using 

social media is a great opportunity for Ascend Federal Credit Union to reach out towards 

Millennials who want financial help in a way which makes them feel welcome and unpressured.  

I was able to obtain a better understanding of what they want to put their finances towards 

both now and in the near future, and I was able to use this information in my plans for a small 

social media campaign portfolio.  I learned that not only is social media a tool Millennials use to 

help them make decisions, but Instagram was the best choice of platform to form my campaign 

on as it proved most popular among my respondents and has very good projected growth over 

the next few years.   

Finally, I learned the best way to get them to seek advice from a place like Ascend is to make 

them feel like family with no obligations.  With the use of social media, mobile technology, and 

helpful attitudes, they may find a great way to serve their current members or even get new, 

younger members in their doors.  For this reason, and for the purposes of this project, I believe 

my suggestions of posts and polls created for Instagram would be a helpful step in the right 

direction in updating their marketing strategy to include Millennials.  These posts, together with 

the calendar of when to schedule them, can help build a better structure for their social media.  

Millennials want the help; all Ascend – or any credit union for that matter – needs to do is 

provide them to opportunity to get it. 
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Instagram Campaign Portfolio 

Instagram Post 1 Instagram Post 2 

Instagram Post 3 
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ABSTRACT 
People’s need to belong is fundamental. However, many people miss this need and feel 

excluded (i.e., rejected or ignored) by their group members (Baumeister and Leary, 1995). 

Exclusion leads to different negative psychological and social consequences. One of these 

consequences is lowering the desire of prosocial behavior, a behavior that benefits others 

(Twenge et al., 2007) especially toward the excluding group (Abrams et al., 2004). 

People belong to general groups and subgroups (i.e., small groups within larger ones) (Houlette 

et al., 2004). Social categories can be hierarchically organized, suggesting multiple 

categorizations based on within-group hierarchies (Crisp and Hewstone, 2007). For example, a 

student who belongs to a university group (i.e., general group) might also be a member of a 

club or organization inside the university (i.e., subgroup). Exclusion can affect perceived 

belongingness to a subgroup or the general group. For instance, if the student was excluded by 

the club or organization, belonging to the general university group will not be threatened. 

However, if the student was dismissed from the university, not belonging to the students’ club 

is granted. 

People, in general, want to benefit their groups. Prosocial consumption of products that benefit 

a group is positively related to the perceived relatedness to the group (Winterich et al., 2009) 

and intention to benefit the group (Cavanaugh et al., 2015). In the case of hierarchical groups, 

the research is needed to understand prosocial consumption that benefits a general group in 

case of exclusion from a subgroup and vice versa.  

The current research studies how categorization interacts with exclusion on prosocial 

consumption of products that intend to benefit a subgroup. It suggests that after exclusion 

from a subgroup, prosocial consumption of products that benefit the specific (vs. general) 

group will be low (vs. high). That is, if a student could not join his or her major’s (e.g., 

marketing, management, etc.) student association (i.e., a subgroup), the prosocial consumption 

of products that benefit this subgroup will be low. On the other hand, by being excluded from a 
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general group (e.g., college of business student association), prosocial consumption of products 

that benefit the subgroup will be high. 

To communicate with customers or donors, companies and charities use ads, which include 

messages. The language used in these ads differs based on different factors. An important 

factor is the assertiveness language of the message (Kronrod et al., 2011). Some ads use 

assertive language such as “You should purchase” or “You must donate”. On the other side, 

nonassertive ads use words such as “You might purchase” or “You can donate”. 

Message assertiveness lowers reaction to and acceptance of persuasive messages because 

assertive messages evoke reactance to the message, which lowers persuasiveness (O'keefe, 

2016). This reactance is a cognitive action that excluded people do not rely on in processing 

information (Lu and Sinha, 2017). The current research tests the role of message assertiveness 

in moderating the effect of exclusion and categorization on prosocial consumption. This 

experiment shows that prosocial consumption is not only affected by the exclusion and 

categorization conditions only, but also by the assertive language of the message in the ads. 

Specifically, participants in the exclusion conditions did not report a significant difference in the 

persuasiveness of assertive and non-assertive ads. On the other hand, the difference appeared 

in the case of inclusion. 

H1. Prosocial behavior after exclusion (vs. Inclusion) from a concrete group will be 

lower than prosocial behavior after exclusion (vs. inclusion) from an abstract group. 

H2. Individuals excluded (vs. included) from a concrete (vs. abstract) group will be more 

prosocial when exposed to an abstract (vs. concrete) prosocial ad message. 

 

Study 1 

The design of the study is 2 (Exclusion: Yes vs. No) x 2 (Categorization: Specific vs. General) x 2 

(Message assertiveness: abstract vs. concrete) between-participants design. 

Sample and procedure: 373 students participated in this study for course credit. The sample 

was collected using two methods, behavioral lab participants (n=273) and online students 

(n=100). Analysis of the results was conducted using all of the participants except those who fail 

the attention check (Oppenheimer et al., 2009; Kees et al., 2017). The final data set contains 

286 participants. 

Participants began the experiment by reading the cover story and then specify their major (e.g., 

marketing, international business, etc.). Then they were assigned randomly to one of four 

conditions by manipulating two variables, exclusion and categorization. To manipulate 

exclusion and categorization, participants read a short script that informed them that they 

either were accepted (vs. rejected) in the specific (vs. general business) students association. 

Then, participants were asked to describe their feelings in this situation. After that, the 
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manipulation check, a two elements measure on a 7 points scale (1=Rejected/Excluded, 7= 

Accepted/Included) (r = 0.91, p <0.000), was answered. 

After that, the picture of the product was presented along with the prosocial message (The 

money from this purchase will go to the American Cancer Society). To manipulate the message 

assertiveness, the message that appeared with the picture of the product was either assertive 

(Purchase Now!) or non-assertive (You can Purchase Now!). Then, the dependent measure was 

answered. The DV was a two elements measure (Your purchase of this product is:) on a 7 points 

scale (1= Very Unlikely/Very Improbable, 7= Very Likely/Very Probable) (r = 0.969, p <0.000).  

Results 
Manipulation Check: participants in the exclusion conditions reported lower perceived inclusion 

(MExclusion = 4.42) than participants in the inclusion condition (MInclusion = 5.95) (F (1, 285) = 

64.131, p<0.000). 

Dependent measure: to test H1, Two-Way ANOVA was conducted to test the interaction 

between exclusion and categorization. Two-Way ANOVA results revealed no significant 

interaction (F (1, 278) = 0.083, p=0.774). In addition, no significant main effect of exclusion (F 

(1, 278) = 0.495, p=0.482) or categorization (F (1, 278) = 0.981, p=0.323) was found. Adding the 

collected covariates in the study did not help in reaching to significant results. 

To test H2, Three-Way ANOVA was conducted to test the three-way interaction between 

exclusion, categorization and assertiveness. The results show no significant interaction (F (1, 

278) = 1.061, p=0.304). No significant main effect results was found also for all of the three 

variables exclusion (F (1, 278) = 0.495, p=0.482), categorization (F (1, 278) = 0.981, p=0.323) and 

assertiveness (F (1, 278) = 0.088, p=0.767). 
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Customer Loyalty the Disney Way 
 

Kelley Lawrence 

Henry Greene 

ABSTRACT 
Customer Loyalty is an essential component of the entertainment industry. Some would argue 

that  it is essential to all industries. The Walt Disney Company has mastered customer loyalty by 

developing strong connections with their guests. They do this by creating magical moments. 

Other industries can benefit from incorporating Disney techniques and craft appropriate 

services into their operations. It has been argued that for business organizations the most 

important emerging, market cohort to build loyalty programs is the Millennial cohort, because 

of its’ size and unique perspective.  Not only will Millennials become the largest market 

segment, with the greatest economic power within the next 20 years, but they also represent a 

shift in the consumer landscape. This paper investigates consumer values of both Millennials 

and Baby Boomers.  Assuming the millennial perspective is relatively stable and uniquely 

different, it will be necessary for businesses to adjust their value proposition in an effort to 

develop more meaningful business relationships.  Three brands, representing 3 different 

industries,  are identified and described in terms of how Disney strategies can be applied to 

meeting the needs of appropriate target audiences.  

Results of the study indicate that the Millennial consumer expectation is significantly different 

from the Baby Boomer expectation (e.g., more emphasis on social contribution, and nature, 

less on price). Businesses need to recognize the different expectations of market place 

segments and  provide appropriate products and services to meet those expectations. What 

has worked successfully for Boomers in the past may not be proven to be successful with 

Millennials.   In terms of service offerings, Disney strategies can be utilized effectively across 

many industries and businesses, provided they are adjusted to meet the characteristics of the 

industry and the needs of the target audience.   

Introduction 

Customer loyalty is important to a business because it ultimately determines whether or not 

the business will be successful. Generating new customers (recruiting) has been shown to be 

much more expensive that generating repeat business (Saleh 2014). For the purpose of this 

paper customer loyalty is defined as, creating a long lasting relationship with customers. It 

includes  satisfying their needs: physical, intellectual and emotional. It is important to create an 

experience and make a personal connection with customers to ensure they feel special and well 

taken care of. The most important tactic for the customer relationship management effort is to 

determine  what customers value about their relationship with your company (Newell 2002). 
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Customer loyalty also contributes to promoting positive word of mouth. This in turn generates 

new customers in a more authentic manner.  

Some organizations are better than others at creating loyalty. Disney is regarded as a company 

that is very successful in building and maintaining customer loyalty (Allerton 1997). The 

methods that Disney employs to build customer loyalty can be used in many industries to 

enhance customer satisfaction. This paper examines how other industries can use Disney’s 

customer loyalty strategies to enhance their businesses. In this paper, customer loyalty was 

investigated using an “interview” strategy with college students (Millennials) and Baby 

boomers, living in Connecticut. The industries investigated include: Home Remodeling Centers,  

Grocery Stores and Beer Manufacturing.  

This paper focuses primarily on Millennials because they have recently been consumers of the 

Disney experience. Also they will soon be parents of the next Disney generation and they will be 

significant spenders in the American economy.  It is important that Disney continues to build on 

customer loyalty to ensure that Millennials stay loyal to the company as they continue to age.  

Millennials will play the most significant role in Disney's future.   

Literature Review 

Millennials  
According to Ordun (2015) , Millennials are the second largest population in American history. 

He sees this as both an opportunity and a challenge. Ordun defines millennials as “the first 

generation that doesn’t need an authority figure to gain access to information, resulting in a 

unique and advanced group of workers.”  

Erikson (1959) stated (as cited in Brock 2018), that American Millennials are in stage five of 

Maslow’s hierarchy of needs. This stage is about “Ego Identity vs. Role Confusion and Intimacy 

vs. Isolation.” McLeod (2013) add his , says that Millennials  “are focused on becoming 

independent, and begin looking into the future in terms of careers, relationships, and building 

those relationships.” 

Ordun (2015) adds that, “With 75% of this generation are still single, demographers and 

scholars have noted that perhaps other goals and priorities have out-shined the focus of older 

generations on the family and home.” Millennials are very different from other generations as 

they are not as focused on getting married and having children as previous generations. They 

are more concerned about following their dreams. Generations before them got married and 

had children younger. (Guven Ordun, 2015).  

In a research study by Edelman (2010), it was found that “Millennials have a strong sense of 

brand awareness and loyalty, which they often share with their personal network.”  
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Similarly, Yarrow and O’Donnell (2009), found that Millennials expect a solid relationship with 

companies based on their feelings and reasons why they chose to purchase from certain 

companies (Ordun, 2015). Millennials will not settle for companies that do not create an 

emotional connection with their customers (Ordun, 2015). They will no longer be loyal to the 

company or trust them (Gurau, 2012). 

Millennials choose companies with mission statements that align with their own beliefs. They 

purchase items that are in style and are well known among their peers.They are not just 

focused on price as they believe it is important to support the environment and give back to 

others (Ordun, 2015).  

Edelman (2010)  says that Millennials’ purchase choices are the way they express themselves 

and show the world who they are as a person from where they shop and what businesses they 

support. Overall, Millennials believe that it is very important to choose brands that do good for 

the world. They may not have the highest form of brand loyalty as compared to other 

generations, but they still feel it is important to take action and support businesses that align 

with their beliefs. 

In summary Millennials are: interested in brand beliefs that align with their own and ones that 

demonstrate social consciousness. Millennials are motivated to follow their dreams and build  

The Customer Experience and Customer loyalty 
Customer loyalty is a crucial part of a business. Dick and Basu (1994) define it as “the strength 

of the relationship between an individual's relative attitude and repeat patronage). They 

mention that businesses are popular when they focus on customer loyalty. Wakefield and 

Jeffrey (1996) stated that if the customer is satisfied with the service being offered and the 

appeal of the location, the customer will want to stay for longer periods of time which will 

increase sales and positive word of mouth for the company. 

Mascarenhas, Kesavan and Bernacchi (2006) believe that to be a successful business it is 

important to create a total customer experience and lasting customer loyalty. They state that 

total customer experience includes: “anticipating and fulfilling customer needs and wants 

better than the competition, providing real consumer experiences and real emotional 

experiences, experiences as distinct market offerings, interactions and engaging memories.” 

Similarly to (Mascarenhas, Kesavan and Bernacchi, 2006), Millman (2010) believes that 

merchandise isn’t what customers are looking for anymore, the customer experience is more 

important. 

According to Wakefield and Blodgett (1999), it is imperative that a company handles poor 

quality service effectively because it is possible to turn a negative experience a positive 

experience.  “The positive effect of an outstanding tangible service environment may help 

offset these feelings.” 
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Milman (2010) discusses the “four E’s” which include experience, entertainment, exhibitism 

and evangelizing. Guests are not going to theme parks for the rides but for the experience. 

Milman (2009) suggests that customers were “more likely to put an emphasis on the 

environment providing the fantasy experience, and place higher important to attributes like 

staff members, cleanliness, safety and security.” Finally, Milman (2010) states that “modern 

theme parks attempt to incorporate the visitor experience into almost any aspect of the park’s 

operation.” 

Disney Experience 
One company that many Millennials have visited and frequently discuss with their cohorts is 

Walt Disney World. The Walt Disney World theme park is a great example of customer loyalty; 

they build long lasting relationships with their guests (Viverios 2018) . Disney refers to 

customers as “guests” as they really care about how their customers feel. they try to take care 

of every guest request they receive so that the customer is happy and will share their positive 

experience. For example, they offer fastpasses for loss of time and listen closely to guests as 

they voice their concerns. Additionally, if something isn’t their fault they will still do their best 

to make the experience magical. For example, if a child drops their ice cream, a cast member 

(service employee) will provide a substitute. 

The Walt Disney Company sets a good example of how to run a business.They offer a unique 

guest experience with cast members who are dedicated to serve guests. For many Disney is an 

escape and a place where everyone can bring out their inner  child.Their slogan, “The Happiest 

Place on Earth” shows that they want customers to feel joyful and this in turn will cause them 

to be loyal.  

Disney continuously conducts research through surveys to ensure they are fulfilling the needs 

of customers . In addition, Disney creates a nostalgic experience by recreating childhood 

experiences with Disney characters. They provide a distinct offering through their unique, high 

quality customer service. Mascarenhas, Kesavan and Bernacchi (2006) mention that Disney “is 

dedicated to the delivery of unique customer experiences.” Finally, they interact and engage 

many of their customers through the use of their photo opportunities; where cast members 

walk around the park offering to take pictures of family. Digital frames and characters can be 

added to the pictures to showcase which park the guests are visiting. 

Not only does Disney provide a total customer experience, they also respond well to negative 

situations. Wakefield and Blodgett (1999) include The Walt Disney Company as provider that 

creates an “outstanding tangible service.” They state unsatisfied customers at Disney that 

receive compensation that will reverse their negative feelings. The compensation will motivate 

them to come back and continue to recommend the vacation to others.  
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Disney has a strong brand through the use of many themes and subthemes. As Milman stated 

in (2010), Disney World offers the theme of Mickey Mouse which can be seen through meet 

and greets, Mickey shaped ice cream bars, Mickey merchandise and a parade starring Mickey. 

Not only does Disney offer a main character and friends, they also have subthemes. Disney 

World has five unique theme parks: Magic Kingdom, Animal Kingdom, Epcot and Hollywood 

Studios (Milman 2010). For example, Animal Kingdom is focused on showcasing animal themed 

rides and animal conversation. They also offer an outside shopping area called Disney Springs 

where guests can shop and eat after spending the day in a park.  

Milman (2010) states,“theme parks including Disney create “storytelling memorable 

experiences featured by design, landscaping, rides, entertainment, merchandise and other 

experiences for all ages”. Disney themes give guests a chance to look back at their childhood 

and reminisce. Disney uses fantasy as an important tool to help keep customer loyalty. This is 

seen in their Festival of Fantasy Parade and the Fantasyland area that is a part of Magic 

Kingdom.  This world doesn’t cause you to worry about safety or security. Instead, guests are 

focused on experiencing the magic of Fantasyland (Milman 2010). 

In summary, the Disney experience is great at meeting the millennial expectation in that they 

have strong customer service, offer a full unique experience including themed characters and 

parks.  

Purpose 
The purpose of this study is to investigate how other companies can use Disney’s techniques to 

improve their customer loyalty. Disney was chosen because it is a successful company that 

gives customers a great experience. Millennials represent the next large wave of people that 

will be making a significant impact in the market place.They were chosen for this study because 

they have an increasing economic and influence in society.  

The businesses that were chosen for this paper are: Stop and Shop, Home Depot and a 

Microbrewery. These businesses were chosen because they showcase a variety of needs that 

customers look for. In addition,consumers visit these on a weekly basis so it is important that 

customers are satisfied with the service. This in turn may increase customer loyalty.  

The first company that is discussed is Stop and Shop Grocery stores. This grocery store sells 

common groceries, produce, personal care items and bakery goods. Although they are not 

known for their prices, they are a convenient stop for many. While Disney is known for being 

entertaining, grocery stores are not.  This is a potential opportunity. Stop and Shop can increase 

sales and keep customers in the store longer by offering activities for consumers of all ages.  

Home Depot provides workshops for children and adults, for example, how to make birdhouses 

or how to tile a bathroom floor. They may be able to enhance the entertaining value by adding 

a mascot, connecting children to the store and family. Disney’s Mickey Mouse character brings 
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excitement and happiness to both children and adults. Home Depot may be able to do the 

same with a recognizable mascot for the growing generations. In addition, if Home Depot offers 

incentives for shopping at the store instead of online, for example, offering a daily  free gift card 

to a random customer, this might motivate more millennials to visit the store. They could also 

offer a test room where consumers can try out products before purchasing. A professional will 

be on hand to assist and answer questions. This may serve as a significant advantage for 

Millennials to shop at Brick and Mortar stores.  

Finally, a Microbrewery has been chosen. Millennials are very interested in spending time with 

their friends at Microbreweries in Connecticut.  A Microbrewery should be inviting so that 

customers want to stay. They could create aesthetically pleasing environments with a variety of 

activities such as competitive games or educational seminars.   

Research Method 
This paper utilized qualitative research in the form of personal interviews.  Rather than utilizing 

focus groups, the personal interview eliminates groupthink bias. The interviewees were asked 

the same standard questions along with customized probing to collect as much information as 

possible. Three millennials and three baby boomers were interviewed. This was conducted to 

determine if there were significant differences between age cohorts regarding their thoughts 

and expectations about Disney. Another question that was asked was how could other 

companies successfully use Disney’s techniques to improve their business. Finally, each 

individual was asked what they think about Disney’s cast members and customer service.  

Analysis 
Millennials said that the most important factors regarding the Disney experience are: 

atmosphere, nostalgic feel, a complete customer experience and charitable involvement. On 

the other hand, Baby Boomers said that price, customer service and employee competence 

were the most crucial issues to them.  

M1- Millennial one is a male college student about to graduate who has attended Disney World 

two times.    

M2- Millennial two is a female college student that has also been to Disney World two times, 

once as a young child and once as an older teenager.  

M3- Millennial three is a male college student that has visited Disney once as a college student. 

He prefers more adventurous locations.   

B1- Baby boomer one is a female who has visited Disney World multiple times and has been to 

Disneyland Paris as well.  
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B2- Baby boomer two is a female who has also been to Disney a few times, most recently in 

2017.  

B3- Baby boomer three is a female travel agent who has been to Disney more than one can 

count with her two children.  

Millennials Thoughts of the Disney Experience 

Atmosphere 
The three Millennials interviewed said that Disney was full of “magic” for them. One of the 

Millennials said, “Disney has their magical touch and that’s what makes them special” (M2). 

They also discussed how their Disney vacations were a memorable experience. Disney has both 

a technological and natural setting in which you can see ducks swimming in ponds and at the 

same time use your phone to check the park maps and get fastpasses. The natural setting helps 

to complete the experience that Disney offers as one Millennial mentioned, “I will never forget 

the ponds and the ducklings and everything. That was a really good time” (M1). Another 

Millennial added that she also loved the technology advancements Disney has been adding. “I 

like how everything is kinda connected with your bracelet, magic band. When I went with my 

family. I don’t think that was an option. You can get into hotel and get your food which is 

convenient so you don’t have to carry all your other stuff” (M2). In addition, one Millennial 

discussed how “aesthetically pleasing” the atmosphere was. “I was taken aback because of how 

beautiful the landscape was including Cinderella castle” (M1). 

Nostalgic  
Millennials discussed how Disney was very nostalgic for them in the sense that they thought 

Disney as a place for family bonding. “You are buying enjoyment that you can have with your 

friends and family and I think that is why some people you know flock there from all over” 

(M1). “I enjoy watching family and friends at Disney World. The kids get so excited and it is a 

life changing event for them. Mickey Mouse or Goofy! Even I get excited for the 5 or 6 year 

olds.” Another respondent, “The first time I went I was young with my family so it was fun to go 

back all those years later and remember what I got to do in sixth grade and Disney is such a 

great place” (M2). The Millennials also mentioned how Disney World made them think back to 

their childhood and reminisce. “When I was younger probably for me it was the rides and I’m 

sure they have changed but when I was younger I just thought it was really cool just that type of 

theme park and how it was tied to movies and television shows” (M1).  

Complete Customer Experience 
Another factor that Millenials believed completed their experience was the customer service 

that was offered at Disney. “Cast members were all very friendly and very nice. They greeted 

you. They were very knowledgeable I would say and in the rides, I didn't feel they were rushing 

for you to go. They didn't scream next ever. They were friendly” (M2). The amount of 

interaction and engagement that Disney employees offer greatly stood out to Millennials. 
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Another respondent added, “Cast Members have a natural enthusiasm with guests unlike many 

other businesses where it may be forced” (M3).  

Millennials believed that another big component of having the complete experience was the 

continuing of theme across all locations. The experiences they had at the hotels were the same 

as the parks. “I personally feel like the employees there go personally above and beyond for the 

people that are staying overnight” (M1). The entertainment that Disney provides throughout 

their company is very consistent. The Millennials also enjoyed the connection of the theme 

with food and merchandise including Mickey Mouse. “With Disney another word besides fun 

for me would be Mickey. I watched cartoons growing up and I think the two names almost go 

together” (M1).  Another said,  “When you say Disney, people automatically think of Mickey 

and Minnie and being happy. They are very iconic and even around the world and the fact that 

there are parks literally around the world, Paris, Tokyo, Disneyland in California. I think it’s 

pretty cool” (M2). 

Lastly, Millennials discussed how Disney World was very entertaining for them and their 

families.  “I feel like Disney the first thing I think of is fun.” Another added, “it is a ton of fun 

walking and wandering around the park. It is really fun watching people having fun in Disney” 

(M3).  

Charitable Donations 
Charitable donations were also seen as very important to the millennials interviewed and they 

unanimously said that they are more likely to spend money at a business that supports 

charities. “Businesses frankly are people and Disney is composed of many staff bright and 

talented people. I know some larger retailers aren’t likely to donate and I feel like their 

removing some of their humanity. Naturally I grew up wanting to help people in need, like my 

neighbor and If I ever run a long scale business, I would wanna do that the same. I would wanna 

establish a relationship with customers and try to make a difference” (M1). Another Millennial 

agreed and said that he looks for companies that support charities. During the interview he was 

wearing a watch by a company who plants a tree every time one is purchased. In addition, he 

said that, “Millennials really value sustainability, giving back and helping the community” (M3). 

They all believed that companies that support charities are great businesses to support. 

“Absolutely, it makes you feel good like you’re helping them. You feel like you are giving back at 

the same time as you are shopping” (M2). The table below summarizes the thoughts of 

Millennials towards Disney.   
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Millennials Thoughts     

Destress Family bonding  Magical/magical 

touch  

Special experience  

Giving back 

community  

Nature  Entertainment/fun  Friendly and likable 

cast members   

Complete experience Technology  Adapting  Giving back  

Charitable donations  Customer service  Connections to other 

well known media 

experiences  

Sustainability  
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Baby Boomers thoughts of the experience  
The most common themes that were found during the baby boomers one on one interviews 

include: price, cleanliness, customer service and entertainment. Price was important to Baby 

Boomers as they believed it was more important than the overall experience. One said, “I like 

low prices and it’s one of the reasons I shop where I shop.” She continued to discuss how she 

decides to shop at places based on their prices. (B1). In addition, cleanliness was also seen as a 

crucial factor.  Another respondent said, “almost everything they do is totally unique from the 

way they train the employees to the way they pay attention to every single detail.” She went on 

to say that the bathrooms were spotless (B1). “Cleanliness is crucial. If a place is dirty I will not 

go back to it” (B2).  The last Baby Boomer said that, “cleanliness is so important to me. Disney is 

very clean” (B3). 

Not only was cleanliness seen as a crucial, customer service was also identified.  All the Baby 

Boomers had a deep personal connection at Disney with a cast member. Baby Boomer one said 

that when one of her children got sick at Disney World, the cast members got her children 

stuffed animals. They had just walked into the park so they refunded their tickets. After they 

got back to the hotel room, Mickey sent them a letter saying we hope you feel better really 

soon. She also said,  “every interaction with Disney is a positive one” (B1). Another agreed and 

said, “the cast members make me feel wonderful. It was a much more enjoyable experience 

because they have such good personalities” (B2). She went on to say, “usually when you are in 

Disney the staff is very friendly.” Employee training was a term that was mentioned frequently 

by Baby Boomers., “People should be trained to do the job correctly” (B2). The third agreed, “ I 

feel like any type of customer service-oriented field I think Disney can be transferable to it.  It is 

all about the training” (B3). 

Another concept of customer service that Baby Boomers discussed was magical moments. 

Magical moments are one of the major concepts that Disney has created. It is when a cast 

member (employee) gives away an ice cream, an outfit after getting sick or a special meet and 

greet with a character. There are countless actions that cast members can make to create 

magic. “I think cast members pay attention to great detail like if someone is wearing a button 

that says anniversary, birthday or celebration. I think they do a wonderful job with noticing that 

and making that person feel even more special” (B3). “I know I was there one time it was my 

birthday and every single person noticed me. I was like this is nice” (B1). These magical 

moments bring entertainment to families and visitors everyday. It is one of the reasons that 

baby boomer one continues to go there every few years.  
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Baby Boomers Thoughts    

Price  Personal interaction  Employee training  

Fun  Cleanliness  Safe place  

Family oriented  Brand new  Special  

Amazing customer service Movies  Personality is important  

Happy place Fun  Attention to detail  

 

 

 

 

 

 

 

 

 

Below are recommendations that companies can make based off of what was learned from this 

study. Step one is to identify the specific target audience. Step two is to research the 

motivations of the target audience and step three is to develop meaningful services to meet the 

needs of the target audience. For the Home Remodeling business, the target audience is seen 

to be primarily Baby Boomers. Therefore, it is necessary to incorporate themes that were 

identified by this group. The following table lists some services that would be appropriate.     
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1. Home Depot- Baby Boomer focused business 

High Quality Customer Service  Gives shoppers confidence to be able to 

do projects at home 

Schedule help for customers   

Hire staff that is experienced with projects 

and tools 

Offer a delivery service for large items  

Create an emergency helpline 

Create clear and bright signage for store 

inventory 

Take responsibility for delivery and 

installation (no third parties) 

Cleanliness Maintain a clean environment which is 

aesthetically pleasing  

Hourly floor checks should be done to 

ensure there is no dust or trash on floors 

Price  Keep competitive prices to ensure that 

baby boomers stay loyal to the company 

Offer payment plans for large purchases  

Entertainment  Create DIY classes for adults (Do it 

yourself projects) 

Create interactive helping tools that 

customers can use when at home and lost 

on instructions   

Offer demonstrations and practice sessions  

 

For the Microbrewery, the target audience is predominantly Millennials. Therefore, it would 

advantageous to incorporate social responsibility, technology, natural environment and 

nostalgia into the service offerings. The table below indicates some strategies that could be 

used.   
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2. Microbrewery- Millennial focused business  

Complete Experience  Have fun games- indoors and outdoors 

Trivia nights, pong tournaments  

Host parties- tv shows, birthday parties 

Sell merchandise for themed parties ex (green 

brewery shirts for St. Patrick's day 

Local bands 

Social Engagements   Donate bottles and cans to local charities 

All natural, fair trade items and materials  

Round up purchase to next dollar for charity 

Support environmental charities  

Suggestions for customized beer flavors using 

products from local farmers  

  

Balance of Technology and Natural 

Environment  

Create an aesthetically pleasing environment 

Technology-determine if intoxicated through 

a tablet, offer games using tablets and 

clickers, offer big screen tvs for gaming and 

sports, virtual reality games  

Natural- themed directions, natural paintings 

and wood work, outdoor seating with a view 

for firework shows   

 

Magic Offer free drinks for special occasions 

including a birthday one and an anniversary 

Free special snacks for one winner a day  

Enter business cards into raffle  

Nostalgic  Family games offered to create and flourish 

family bonds including game shows, murder 



 
504 

 

mystery 

Friend games as well including assembling 

challenges with beer bottles  

Paint nights and other classes offered  

Photo booth offered  

 

Grocery store shoppers include both Millennials and Baby Boomers. Therefore, it is necessary 

to combine the desired concerns of both groups.   

3. Stop and Shop Grocery - both generations (Millennials and Baby Boomers) 

Technology App map, paper maps 

Recipe apps 

Complete Experience  High quality customer service 

Bus seniors to store 

Personal shoppers  

Offer samples and small activities for all ages 

Cooking demonstrations 

Customized meals    

Charitable Donations  Collaborate with local food banks as done 

now but have a volunteer there to answer 

questions and help others get involved 

Match what customers donate to food bank 

Offer charity events for Stop and Shop 

employees to attend  

Spread news of events on social media and 

newspapers to get community involved and 

aware  
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Cleanliness  Create a clean atmosphere at all times 

Attention to detail is important, create a 

button on every aisle that a customer can press 

for help or cleanliness problems 

Put signs up to show food is protected and 

checked for highest quality  

Magical Moments  Occasionally pass out coupons, flowers or 

samples to make customers feel special  

Create a strong personal interaction  

Offer gift cards to the 100th customer of day 

Birthday coupons/gifts 

Price  Continue to advertise customer specials 

Loyalty rewards program  

 

Conclusion 
The Disney Corporation has proven to be a tremendously successful organization in  developing 

customer loyalty and creating a superior customer experience. Exploring the feelings and 

thoughts of Disney customers can be a valuable strategy to help create superior experiences for 

customers in other organizations. This project also explored two different marketing cohorts 

(Millennials and Baby Boomers) to determine whether their feelings and reflections differed.  

Results of this investigation demonstrate that there are unique themes that emerge as 

participants describe the Disney experience and that different target markets do express 

different themes.   

In this paper we provided 3 different types of businesses, from 3 different industries, that had 

different dominant target markets and we describe categories of services as well as  specific 

activities that can be offered to create a more Disney like experience within those businesses.  

We chose Millennials because they are an excellent target audience regarding spending power 

and size. We also chose Baby Boomers for similar reasons. In this paper we articulated the 

needs of the two target audiences (Millennials: charitable donations, atmosphere, complete 

experience and nostalgic) , (Baby Boomers: customer service, entertainment, cleanliness and 

price). We provided examples in industries/businesses (Home supplies - Home Depot, 

Supermarket - Stop and Shop, Beer Manufacturing /Serving - Microbrewery) of how the Disney 

experience could be translated.  Some of the specific tactics may not be unique but they should 
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be valuable in enhancing the customer experience.  As trends and cultural values change, it will 

be necessary for all businesses, including Disney, to continually monitor and evaluate the 

effectiveness of their offering to meet the changes attitudes, values and needs of the target 

audience.   

Limitations 
This study was conducted with a small number of in Connecticut residents, primarily Caucasian 

females. The focus was to develop an understanding of underlying themes within two specific 

groups differentiated by age. We recognize that the marketplace could be segmented by other 

demographics such as ethnicity, gender or geography with a larger set of consumers. It would 

be interesting to see if other themes emerge from different groups.   
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ABSTRACT 
IKEA is a Swedish multinational, established in 1943, selling ready-to-assemble furniture, 

kitchen appliances, and home accessories. IKEA operates in 43 countries and entered India 

market in 2018 after a four-year wait due to restrictions posed by Indian regulators. IKEA has 

taken measures to understand its new target audience to offer value and “delight its 

customers”. IKEA has invested years of research in understanding Indian consumers with 

market research including visits to thousands of homes in key cities. They have also paid close 

attention to macroeconomic factors such as economic growth, annual household income, 

supply chain infrastructure, etc.. The company now offers many products in its store that are 

low cost (Iyengar, 2018). However, IKEA has to account for the socio-economic and cultural 

differences in India. One of the main challenges for IKEA is that Indians do not appreciate “do-

it-yourself” products/brands. This is unsurprising given the low labor costs and the ready 

availability of carpenters to build or assemble furniture. Although IKEA does offer some 

assembly service in other countries, in India it needs to make this service a part of their 

product. IKEA also needs to manage the infrastructure and logistical challenges especially in 

large cities that are heavily congested and densely populated. This case study investigates the 

many challenges IKEA is facing in India that impact its success, such as socio-economic factors, 

the competitive landscape, regulations and also cultural differences. The case questions will 

motivate discussions on how IKEA should adapt in order to succeed in India. 
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EXTENDED ABSTRACT 

Nowadays, online sales represent a relatively small, but rapidly growing, proportion of retail sales. Word-
of-mouth, recognized as a major driver of product sales, can not only increase consumer awareness, but 
also become one of the only reliable sources of information about the quality of experience goods (i.e., 
products not easily characterized prior to consumption) (Li and Hitt 2008). With the rapid development 
of the Internet, word-of-mouth has moved from small groups and communities to freely available large-
scale consumer networks. Online opinions and consumer reviews have correspondingly changed the way 
consumers shop.  Online product reviews can be described as peer-posted product evaluations uploaded 
on company or third-party websites (Lee and Choeh 2016). Those online customer reviews are usually 
available along with product information, including third-party reviews, email newsletters, and personal 
recommendations generated by recommender systems (Lee 2018).  The reason why consumers refer to 
online product reviews is that, compared to direct communication by the marketer (e.g. advertising), 
information from a third party is often perceived to be less biased and more credible due to a lack of 
vested interest by the source (Bansal and Voyer 2000; Smith, Menon and Sivakumar 2005).  

Fake product reviews are defined as deceptive reviews provided with an intention to mislead consumers 
in their purchase decision making, often by reviewers with little or no actual experience with the products 
or services being reviewed (Zhang et al. 2016). Trust and credibility are key aspects of online evaluations, 
because trust (defined as the belief that online content is reliable) and credibility (the condition of being 
considered honest) are closely related to consumer choices (Gossling, Hall and Anderson 2016). Fake 
reviews have been acknowledged as a critical challenge by the e-commerce industry (Sussin and 
Thompson 2012).  

The purpose of the current research is twofold: to (1) establish the significance of fake product reviews 
on consumer interpretation, attitudes and behaviors and (2) identify those factors that contribute to 
perceptions of online reviews as fake.  Accordingly, our first study assesses the effect of fake product 
reviews on four potential outcomes: (a) the value placed on reviewer’s opinions, (b) the likelihood of 
purchase, and (c) consumer attitudes toward the brand and (d) consumer attitudes toward the website. 
Items to assess suspicion of an online review as fake were adapted from Zhang, Ko and Carpenter (2016), 
while multiple item measures were developed for the four dependent variables (reliabilities > 0.83). The 
effect of suspicion on the four outcome variables is examined using regression analysis.  

Once the significance of fake product reviews is established, our second study attempts to identify those 
aspects of the online product review that most contribute to its perception as fake. More specifically, a 
total of 23 distinct factors that potentially contribute to perceptions of online reviews as fake identified 
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via an extensive review of existing literature are examined. The 23 factors may be generally categorized 
as (a) visual cues, (b) review content, (c) reviewer aspects, (d) competition intensity, and the (e) review 
site. Give the exploratory nature of this study, the factors are arranged and presented according to mean 
scores.  

To date, research regarding fake online reviews has often been conducted using the experimental method 
where different groups of respondents are presented with pre-determined stimuli for a simulated 
evaluation experience (see Kim, Maslowska and Tamaddoni 2019 and Zhuag, Cui and Peng 2018). In 
contrast, our research asks respondents about their recent purchasing experience and their use of online 
product reviews. More specifically, we conduct an online survey of students at a southwestern university 
who have recently utilized product reviews in evaluating and making purchase decisions related to four 
popular electronics products (e.g. laptops, cell phones, smart watches, and Bluetooth headphones). 
Although this study is ongoing, preliminary findings are presented along with managerial implications. 
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Consumers regularly encounter marketing communications asserting that an advertised 

product is the perfect fit for them. Indeed, marketers tend to focus on the way that a product’s 

attributes align with consumers’ needs and preferences. However, little research has focused 

on how consumers respond when brands reject consumers who do not fit the preferred 

attributes of the brand. While conventional wisdom suggests that different people have 

different needs, overtly turning away customers in your communications can seem like a risky 

strategy for companies looking for growth. 

This research explores consumers’ reactions to the less utilized marketing strategy of revealing 

that a product is not right for some consumers and shows the positive benefits associated with 

this type of exclusion. To operationalize this research, we use framing as a methodology to 

show objectively equivalent information across duplicate advertisements. The frame is focused 

on product attributes communicated with a brand recommendation that the product is either 

for you or not for you. In the inclusionary frame, consumers are told that if they like specific 

attributes, the product is for them (e.g., “If you like X, we’re the brand for you”) while the 

exclusionary frame emphasizes the attributes not fitting the advertised brand (e.g., “If you like X, 

we’re not the brand for you”). 

Consumers are mindful that the goal of marketing communications is normally intended to 

encourage purchase behavior (Campbell and Kirmani 2008, Forehand and Grier 2003). With so 

many messages and so much choice, consumers develop tactics to cope with the myriad of 

persuasion attempts (Friestad & Wright 1994). Furthermore, with the average consumer 

exposed to almost 10,000 ads per day (Simpson 2017), consumers have become increasingly 

adept at filtering out tactics used in marketer’s persuasion attempts. Using such “knowledge 

structures,” consumers become habituated with common marketing strategies, such as 

developing heuristics for judging the presentation of marketing communications (Chaiken 

1987). 

While companies continue the pipeline of marketing efforts, consumers become more and 

more sophisticated at filtering out the messages. This is particularly relevant in today’s media 

where marketing itself may not always be seen in a positive light. In a 2013 survey by Forbes, 
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the majority of consumers believed ads were filled with inaccurate claims, were usually photo 

shopped, and were exaggerated (Olenski 2013). To retaliate, most consumers have developed 

heuristics across many common marketing strategies. For example, customers often see 

celebrity endorsers, someone in a laboratory coat, or even someone in a business suit as 

indicators that the marketer is trying to allure them in the communication (Friestad & Wright 

1994). 

ith the plethora of advertising campaigns and methods, skepticism of marketing is ubiquitous 

among consumers. Skepticism refers to “consumer distrust or disbelief of marketer actions” 

(Forehand and Grier 2003, p. 350). Research has shown that skepticism is a stable belief of how 

consumers look at marketing communications, generating distrust and negative views of firm 

motives (Obermiller & Spangenberg 1998). As consumers approach marketer communications 

with such suspicion, they commonly infer ulterior motives such as profit maximization or public 

management (Forehand and Grier 2003). Inferences about the marketer’s motives can have an 

impact on how the consumer perceives the message. Indeed, perceived marketer intention 

shapes consumer response to persuasion attempts (Friestad and Wright 1994, 1995). Previous 

research in the area of marketer motives is mostly on the unfavorable aspects of 

communications, focusing on skepticism and mistrust as drivers of reduced consumer 

responses (Kirmani and Zhu 2007, Xu and Wyer 2010). Thus, while research has shown that 

various actions such as the perceived motive of marketers, specific advertising claims, and 

public relations efforts can influence the degree of uncertainty, skepticism is pervasive in the 

minds of consumers (Ford, Smith, & Swasy, 1990; Obermiller & Spangenberg, 1998;Webb & 

Mohr, 1998). Government involvement has even further heightened the scale of this issue with 

the Federal Trade Commission monitoring the validity of marketing communications (Kopalle 

and Lehmann 2015). 

When consumers attribute marketing actions to firm-serving motivations, negative reactions to 

the sponsoring firms are a common occurrence (Andreasen, 1996; Drumwright, 1996; Ellen et 

al., 2000; Gurin, 1987; Webb & Mohr, 1998). Indeed, at the core of consumer skepticism is the 

firm motive tied to the marketing communication. Furthermore, as consumers may attribute 

marketer motives back to selfish benefits for the firm, the message of the communication 

becomes diluted and reviewed as suspect. This results in inefficient or ineffective marketing 

where the legitimacy of claims is questioned and firms are assumed as self-serving (Campbell 

and Kirmani 2000, Calfee and Ringold 1988, Ford et al. 1990, Obermiller and Spangenberg 1998, 

Webb and Mohr 1998). 

Given the breadth of marketing that a consumer endures and the pervasiveness of skepticism, it 

is no surprise that traditional communication tactics have diminished in usefulness. Indeed, with 

so much noise from marketers and even more consumer brainpower working to filter it out, 

consumers are now accustomed to ignore and disregard so much of the cacophony. In the 

context of this research, we explore the seemingly novel approach of overt honesty in 
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marketing communications as a way to minimize skepticism and heighten brand perceived 

brand honesty. 

Prior literature has shown that when a company is seen as honest, it positively impacts reactions 

to marketing communications and shapes brand attitudes (Goldsmith et al. 2000). Studies also 

have revealed that honesty and trustworthiness are even more important to consumers than 

expertise (McGinnies and Ward 1980). 

Considering the positive associations with honesty, one might expect marketers to be more 

honest. When consumers perceive a brand as being genuinely honest, the rewards can be quite 

beneficial for the brand. In such cases, consumers will infer that claims made are representative 

of the brand’s true opinion (Pechmann 1992). However, if honesty is so powerful, why doesn’t 

every firm employ this approach? 

While practical wisdom may suggest that honesty is the “best policy”, this may sometimes 

appear to conflict with the business goal of maximizing sales. Research on human behavior and 

economics shows that people maximize their selfish needs, usually in line with profit 

maximization and increased business. Specifically in regards to firm trust, economics principles 

suggest that honesty will selectively be used only when the benefit overrides the cost (Mazar, 

Amir, Ariely 2006). Part of being honest can often include potential negative aspects, such as 

product limitations that would turn away potential consumers. Previous research in this area 

shows that when unfavorable information about a brand is shared in marketing 

communications, it is perceived as honest due to a possible loss in sales (Penchmann 1992). 

Furthermore, while the more prevailing strategy is about maximizing potential customers, we 

predict that a firm overtly acknowledging that it cannot serve everyone will be perceived as 

honest due to the perceived loss in sales that may come with it. 

This research explores the marketing strategy of employing brand honesty in the form of a firm 

recommendation. Specifically, the recommendation is communicated with information on who 

should not use the product given their individual preferences. While the recommendation may 

actually turn away consumers by stating that the product is not for them, we predict that 

delivering such information on the product will be perceived as honest and result in higher 

purchase intent. Moreover, we argue for the value of not recommending your product to all 

consumers due to the positive impact it will have with consumers. 

Communicating that the product is not for everyone also plays the role of managing customer 

expectations. Previous literature has explored the role of marketer’s use of communications to 

shape customer expectations (Nord and Peter 1980, Sheth and Mittal 1996). Expectations have 

been identified as a critical determinant of customer behavior in the marketing literature 

(Howard and Sheth 1969, Oliver 1980, Parasuraman et al 1991). For example, a deli at the 

supermarket may have signs near the counter informing customers that they must take a 
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number and wait for it to be called in order to be served. As such, communicating expectations 

can outline potential pre- requisites for service or even provide contingencies for gaps in service 

(i.e. an unhappy consumer that waited but was then shown the sign at that counter). 

In any industry, customer expectations vary and firms should know what they can realistically 

deliver across the spectrum of customer needs. Furthermore, consumer expectations too 

discrepant from the product capabilities can be harmful and counter-productive for both the 

consumer and the firm. If expectations are too low, the product may have little appeal. However, 

if expectations are too high, customer dissatisfaction is more likely (Sheth and Mittal 1996). 

Therefore, managing a firm’s use of communication to alter customer expectations is an 

important aspect of shaping the customer experience. This type of shaping helps to effectively 

communicate what the product can and cannot provide. However, it is used mainly as an 

informative tool in most sectors of how to maintain the product or maximize its efficacy during 

use (i.e. heating time for food, rinsing time for shampoo) (Sheth and Mittal 1996). 

While the practice of shaping customer expectations is common (i.e. a dry cleaner displaying 

signs that it assumes no responsibility for color fading), this paper explores a unique marketing 

strategy that communicates outwardly that a segment of consumers is not right for the product 

based on individual preferences. We propose that showing the limitations of whom you can 

serve 

With your product is an intelligent strategy for a firm. Previous studies have shown that when 

the consumer perceives a loss in potential sales from the marketer’s “frankness” in its 

communications, consumers will attribute the message to a dispositional trait of exceptional 

honesty (Jones and McGillis 1976, Stayman, Hoyer, and Leon 1987). This paper will explore how 

such honesty may be appreciated by the customer and translate to higher purchase intent. 

This research explores marketing communications that excludes customers to educate them on 

the product and manage expectations before the product is purchased. Educating customers 

about your product is a common way to help manage expectations. However, traditional 

education methods normally endeavor to meet any customer expectation, which is often 

unrealistic and delivers overpromise (Sheth and Mittal 1996). Rather than trying to meet the 

expectations of all consumers, this research explicitly communicates product limitations. We 

hypothesize that this will be a beneficial way to manage expectations in an honest manner. So 

while some customers may be excluded by the firm, others may positively receive the 

communications messaging as honest and enticing for purchase. 

The stimuli across the experiments were selected to include durable and consumable, as well 

as, daily and occasional products. The below 2x2 matrix represents the individual stimuli 

studied in each of the 4 experiments and the categories that they represent. Each were 
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selectively chosen to show the effect of an exclusionary message across various classes of 

products. 

Daily Occasional 

 
Durable 

 

 

 

 

Consumable 
In Experiment 1, we tested the theory that marketing communications using an exclusionary 

frame results in higher purchase intent than an inclusionary frame or a control condition. In the 

context of a durable good, we manipulated the mattress preferences of a hypothetical mattress 

supplier named Saatva. The advertisement depicted a “mattress comfort scale” ranging from 1-

10 (1= extremely soft, 10= extremely hard). In the exclusionary condition, consumers read ad 

copy indicating that if their comfort level is 1-2 or 9-10, the brand is not the right mattress 

source for them. Conversely in the inclusionary condition, the ad indicated if their comfort level 

is 3-8, the brand is the right mattress source for them. We also included a control condition, 

which made no specific claim regarding the scale. The results showed that those who viewed 

the exclusionary frame reported higher purchase intent compared to both the inclusionary 

frame and the control ad (Mexcl = 7.44 vs. Mctrl = 6.00; F(1,102) = 8.17, p=.005) and (Mexcl = 

7.44 vs. Mincl = 6.12; F(1,102) = 6.89, p=.01). 

In Experiment 2, we replicated the main effect of the previous experiment but with a 

consumable good. We tested these predictions in the context of a chicken wings restaurant, 

using a (1-10) food spiciness scale with 1= “No Taste” and 10= “RIP Mouth.” In the exclusionary 

frame, the ad stated if the consumer’s preferred amount of spice was 1-2 or 9-10, the 

restaurant was not for them, whereas the inclusionary ad stated that if consumers’ preferred 

spice level was 3-8, the restaurant was for them. The results showed that consumers viewing the 

advertisement for the exclusionary frame (vs. inclusionary frame) reported higher purchase 

intent (Mexcl = 10.81 vs. Mincl = 8.71; F(1,169) = 3.94, p=.049). 

In Experiment 3, we examined the second part of our prediction: the consequence of exposure 

to an exclusionary frame is that consumers feel an increase in perceived honesty of the company, 

which mediates the increased purchase intent. We manipulated the exclusionary (inclusionary) 

frame of an advertisement based on the sunglasses tint of the sunglass retailer. The ad displayed a 

scale of 1- 11 (0-1= no tint, 10-11= very dark tint). In the exclusionary condition, consumers read 

ad copy indicating that if their tint level is 0-1 or 10-10, the brand is not the right sunglass place 

for them. Conversely, in the inclusionary condition, the ad indicated if their tint level is 2-9, the 

 
Mattress 

 
Sunglasses 

 
Coffee 

 
Chicken Wings 
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brand is the right sunglass place for them. The results showed that consumers viewing the 

advertisement for the exclusionary frame (vs. inclusionary frame), more strongly endorsed that 

the company was honest, which mediated the relationship between the frame and willingness 

to pay (95% CI = 

-1.61 to -.21). Experiment 3 also replicated the central findings of the previous experiments: the 

exclusionary frame resulted in higher willingness to pay than the inclusionary frame (Mexcl = 

5.67 vs. Mincl = 5.66; F(1,102)=4.3, p=.04). 

In Experiment 4, we tested the hypothesis that the information presented in the inclusionary 

vs. exclusionary frames impacts perceptions of honesty in the context of a daily-consumed good. 

For a coffee shop ad promoting their range of roasts (extremely dark to extremely light), 

participants were presented with either an exclusionary ad (if consumers wanted extremely 

dark or extremely light coffee, the brand was not for them) or an inclusionary ad (if they 

wanted moderately dark to moderately light coffee, the brand was for them). The data again 

revealed mediation in that consumers viewing the exclusionary ad reported increased company 

honesty, leading to an increased purchase intent (95% CI = -.185 to -.0012). Experiment 4 also 

replicated the central findings of the previous experiments: the exclusionary frame resulted in 

higher purchase intent (Mexcl = 6.06 vs. Mincl = 5.12; F(1,162) =5.6, p=.019). 

The contribution of this article is centered on the beneficial effects of marketing that excludes 

possible consumers if their preferences do not fit with the brand. We add to the literature in 

multiple ways. First, we show that when a firm excludes based on consumer preferences of the 

product, it leads to increased purchase intent compared to communications focused on 

inclusion. Further, we reveal a new type of framing effect. Framing effects refer to the finding 

that people can respond very differently to different frames of objectively equivalent 

information (Kühberger 1998). We identify this new approach to framing with the use of the 

exclusionary vs. inclusionary frame. In both scenarios, a firm is providing a recommendation 

about who should use its product. However, while the message accurately dictates the same 

product fit across frames, the wording is changed to focus on the excluded segment vs. the 

included segment of customers. This new type of framing effect allows the research to isolate 

the benefits of the exclusionary marketing strategy. Additionally, we show the significant 

results of perceived company honesty when an exclusionary frame is used.Importantly, all of 

the forms of exclusion in my research focus on preferences and fit. Other forms of exclusion 

that include any type of social or political exclusion are outside the scope of this research and 

are not recommended. The focus of exclusion in this research is to signal that the brand is 

willing to turn away potential business by being honest about its product limitations. By stating 

“consumers who like extra firm mattresses should not use this product,” the brand is educating 

consumers and managing expectations for who will be unhappy with its product. 
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Relevance to Marketing Educators, Researchers and Practitioners:  In the current ethos, 

consumers are inundated with marketing claims and have become skeptical of their messages. 

This mistrustful predisposition had lead to the diminished value of marketing messages and its 

costs that are often wasted (Mohr et al. 1998; Obermiller and Spangenberg 1998). However, 

while consumers may become negatively valenced when barraged with marketing 

communications, there are situational factors that can moderate even the biggest skeptic 

(Koslow 2000, Obermiller and Spangenberg 1998). This research affirmed the effectiveness of a 

marketing strategy that is willing to exclude a segment of consumers based on individual 

preferences. This strategy is a form of overt honesty that is novel in marketing as it is unusual 

for a marketer to openly suggest that a consumer not purchase its product. However, doing so 

has the ability to significantly benefit the brand. Additionally, when a firm shows a willingness 

to exclude possible consumers, it is both managing expectations and displaying brand honesty. 

In a 2014 study as reported by Fast Company, “communicating honestly about products and 

services” was the #1 demand that consumers asked of brands. Additionally, only 3% of 

consumers said they believe businesses are honest today (Beattie, 2014). 

Rather than trying to be everything to everyone, the studies of this research show the worthy 

risk of admitting what customers you are unable to please. By doing so, consumers reward the 

brand with an increased purchased interest. As some firms may believe that serving any 

customer is good business, managers may initially be fearful of a strategy that suggests turning 

away a segment of customers. However, all of our studies directly ask the end consumer, as 

they are the ultimate buyer. As shown in our research, the brand overwhelming benefits from 

this strategy. 

Additionally, the customers that you are turning away would likely be unhappy with your 

product had they not been told the information upfront. 
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Abstract  
This study aims to gain a deeper understanding of recent practices by higher education 

institutions in recruitment of students. Using qualitative research methods, we present our 

findings from eight in-depth interviews with the aim of unpacking their understanding of what 

promotional and recruitment efforts were successful in attracting them to their current 

university. Findings show that a few factors such as price, location, and quality of professors 

stood out amongst others when deciding what university to attend. Along with these factors, it 

was found that in-person marketing efforts were seen as more successful than social media 

targeted ads in capturing a student’s attention.  

Intro 
This research aims to explore university marketing strategies and how effective or ineffective 

they are as it relates to recruiting incoming undergraduate students. This study takes place at 

Southeastern master level public university in a rural mountain environment (hereafter called 

Southeastern University), and all students who participated in research for this are students at 

this university. The primary goal of this study was to specifically identify what types of 

marketing were most effective to students, and then to explore the possibilities of how to 

integrate these successful marketing strategies to students better in the future. In our research, 

we have focused on asking current students what they looked for when choosing between 

universities, and designed a survey based around their answers. Looking closer at how and 

where Southeastern University markets their top aspects to students will allow for ultimately a 

broader reach of students to hear about Southeastern University and for all recruitment 

strategies to run more efficiently.  

  Literature Review 

Factors Affecting Students Decision 

The location of a university is a factor that can be make or break for some students. Looking 

specifically at Southeastern University, it is in a very unique spot that not many other 

universities can try to compete on. Being on top of a mountain however does present both 

mailto:bellerre@appstate.edu
mailto:albinssonpa@appstate.edu
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benefits and challenges for students and overall growth of the university. This unique location 

also provides a unique way to market the university to incoming students. Finding the group of 

students who prefer locations like this, is one main job when it comes to targeting potential 

students. A study done at Johns Hopkins (Koricich,Chen & Hughes,, 2018) goes furthermore into 

discussing how rurality and socioeconomic status within these rural places affects which 

students are attending universities. This is important for Southeastern University, as we recruit 

many rural students and are always looking for ways to improve our recruitment strategies for 

this audience.  

According to Inside Higher Ed Magazine, they reported that 40 percent of students who decided 

not to go to their college or university of first choice reported reasons related to costs (Seltzer 

2017).  How universities manage and promote their scholarships, determines who will apply 

and ultimately a large base of what students will attend the university. 

A universities brand could be considered the most important part of marketing when it comes 

to students deciding on a university. How people see the brand, is what will stick in their heads 

as choices are being made. Values, missions, and relationships are all aspects of the universities 

brand, and it is vital for universities to set their brand up accordingly to what they want their 

students to imagine. A study done by Clark, Fine, Scheuer (2017) explored how social media 

engagement impacts relationships between students and the university. With more investment 

into time and money when it comes to social media engagements, they found that high quality 

relationships were formed and this ultimately was a major deciding factor for students deciding 

which university to attend. 

Technology is a great asset, and a vital one, if used properly when it comes to University 

Marketing. Hanover Research found that some of these aspects were useful for gaining 

students attention and drawing them to a specific university: responsive website design, search 

engine optimization, use of web analytics, strategic social media, mobile development, and 

CMS and CRM (content manager and customer relations). The use of these can target the kinds 

of students a university usually attract, and can allow for personalized messages on various 

platforms. This kind of marketing is what makes students feel wanted, and this is yet another 

big factor when it comes to college decisions.   

Recruitment Strategies 

In a study conducted by Maringe (2006) they found what kind of recruitment strategies work 

best for incoming students. This particular study found that students adopt consumerist 

approaches better than competing strategies and that students consider degree programs and 

price related issues more than any other elements of universities marketing mix. The way they 

completed their research was having all participants rank 35 factors on a scale of 1-10 

considering each factor as least important or most important to their college decision. There 
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was a bias towards females in this study, as one of the participating schools was an all-female 

school.  

Understanding that in-person marketing creates a lasting impression on prospective students, 

Missaghian & Milian (2018) talk about the importance of first impressions to prospective 

students within at college fairs and open houses. More in depth with this, the study done was 

at a Canadian College Fair, and the researchers aimed at bridging the gap between brand 

prestige of the university and how the brand image was interpreted by students. Understanding 

this gap and knowing how to close it to give students a more accurate, yet still “prestige” image 

of the university allowed for the researchers to know how to market more effectively. The 

limitations of this study were that it was only conducted at a single university fair, and thus 

could not allow for generalizations to be made about branding in Higher Education as a whole. 

This is similar to the current research as we have a limited number of interviews that we are 

basing broad information off of.  

Going along with brand image within Higher Education, Moogan (2011) looked closer at 

understanding what it is exactly that prospective students are looking for, and if marketed to 

correctly, how the university could have a better retention rate of students. This study although 

conducted in the United Kingdom shares some similarities to the current research. Through a 

survey they sent out, they concluded that degree programs were the main factor students 

enrolled in their university looked at when deciding to attend there. They also found that 

students would have preferred more electronic sources of marketing. It is also important to 

note that this research was conducted at a Higher Education Institute in the United Kingdom. 

Looking at Liverpool University in the UK, yet another similar study was conducted by Brown, 

Varley, Pal (2009). They looked at how students narrow down the factors they are considering 

to ultimately be able to make a choice on which university to attend. They broke their results 

down into four sections: Problem recognition state, information search, evaluation of 

alternatives, and purchase decisions. From these stages, their main finding was that students 

have a need for flexible targeting in regards to recruitment strategies. Based on what the 

student’s program of study was, they may have required more or less attention and more 

specific target marketing based on the qualities they were looking for in an institution. 

Method 
The methods involved for gathering research were to target mainly freshman and sophomores 

to ask them about their experiences in how they chose Southeastern University and how 

satisfied they were with their decision now that they were enrolled in said university. Based on 

our literature and our personal experiences of attending Higher Institutions of learning we 

developed a list of interview questions. A list of fifteen grand tour questions (McCracken 1986) 

were asked to eight undergraduate students. Follow up questions and probing were done to 

get a deeper understanding of the topic. These questions were approved by the IRB and all 
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participants signed a consent form stating that their names would not be associated with any 

information they As far as selecting participants for the interviews, we used purposive sampling 

and asked informants if they could recommend others to be interviewed via snowball sampling.  

 

Findings 
We conducted eight in-depth interviews with first and second year students on campus. Some 

key questions asked consisted of why they chose Southeastern University, what aspects drew 

them here, ways they remember being marketed to, what could have been more effective in 

their marketing efforts, what resources they use on campus, (and how will these are marketed 

to students) what they would change about the university, how satisfied they are with their 

decision, etc. Out of the eight interviews conducted, demographics are broken down as 

followed: 

Our findings with the interviews had a lot of consistency around answers, even though the 

students interviewed were diverse with where their hometowns were and what majors they 

were. We found that one of the main reasons people chose Southeastern University was 

because of the location and it being in the beautiful mountain scenery. Along with this many 

stated that this university felt like a “home” from the time they first visited, and other 

universities did not. Kyle stated, “Southeastern was always in the back of my mind as being 

home, so that was my ultimate deciding factor.” Getting more technical though, diversity was a 

big issue that came up. Southeastern University is a majority white campus, and Kayla stated, 

“We [Southeastern] need to become more diverse and change the conversation about 

minorities on campus. My professor asked one person of color in our class what sport they 

Pseudonym Name Gender Age Major Class Standing 

Erin Female 18 Biology Freshman 

Libby Female 19 Economics Freshman 

Kyle Male 19 Marketing Freshman 

Kayla Female 18 Social Work Freshman 

Jacob Male 19 Sustainable Technology Freshman 

Justin Male 20 Nursing Sophomore 

Jessie Female 20 Social Work Sophomore 

Max Male 20 Economics Sophomore 
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played here, even though he did not play a sport.” How people on campus view people of color 

need to change in order to create a more diverse atmosphere. It was also stated that the way 

Southeastern University was marketed to them through social media and mail, that they 

assumed the campus would be much more diverse than it actually was. Along with some false 

advertisement brought up, we found that another issue regarding diversity was that students 

felt that while there were some resources for minority students on campus, that there were not 

nearly enough faculty of color on campus. While talking with Southeastern Universities 

Associate Vice Chancellor and Chief Communications Officer, Megan Hayes, it was found that 

this has been an ongoing issue the university continues to face, but states that there is little 

being done in attempt to higher faculty of color. Until this is resolved, several students of color 

have stated that this issue will continue to be a deterrent for prospective students when 

considering Southeastern University. During this interview also it was discovered that 

Southeastern University did not have a specific marketing budget until this past 2018-2019 

academic year. While it is still much less in comparison to competing larger State schools, 

having this budget “will allow for necessary and long-overdue changes to be made in the years 

to come.” 

Looking more specifically at how universities such as Southeastern University are marketing to 

students in this age of social media, we found from our interviews that while all students 

recalled seeing Instagram Ads for the school and Facebook Ads, they found that the in-person 

marketing is still what mattered more to them. During Libby’s interview she brought up the 

statement, “If you want to expand a program, I think it’s important to go to the people. People 

remember the in-person experiences more, and this is ultimately how you will create lasting 

change.” Many students, such as Kayla, mentioned that “I don’t even remember seeing a lot of 

social media ads.”  The majority of students interviewed did not receive any social media ads 

until they visited campus or spoke with a campus representative, but stated that their interest 

for Southeastern University could have could have grown larger if they would have seen ads 

sooner. 

Discussion 
While conducting research, it is known that Southeastern University is a very unique school and 

it is hard to compare marketing strategies of this university to other surrounding State Schools. 

For one, to get to the university you have to make an effort to go up the mountain, and rarely 

would you elsewise come to the location of the town. Having a beautiful yet distant location 

makes targeting an audience more individualized. Besides location, one main factor that every 

student mentioned in interviews was the price to attend this university. For the year of 2019-

2020, tuition for an in-state student is $7,651 and for out of state students is $22,458. This 

compared to other State Schools was less expensive. Professors were also a factor that was 

mentioned quite a bit amongst interviews. Since Southeastern University is not a primarily a 

research institution, professors are the ones teaching classes, even to underclassmen. Students 
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are receiving an education from professors with terminal degrees in their respective areas, 

rather than from graduate students who are Teacher Assistants. Not only do students applaud 

professors because they teach classes, but students rave about how friendly professors are at 

Southeastern University. Many students stated that they were encouraged to stop by office 

hours, even if they were not having trouble in the class. Professors want to make real 

connections to students at this university, and go above and beyond to help students get to 

where they want to be. While many smaller factors stood out to students in comparison to 

other schools, location, price, and quality of professors were the three factors that stood out 

most to incoming students. Looking at this in comparison with other similar studies, price and 

location were on other “top ten” factor lists, but the professors was a unique factor for 

Southeastern University. While similar studies have been proven, it is vital to note that the 

main difference our research insights is the deciding factors and marketing strategies for a mid-

size more rural college compared to universities both abroad and in larger cities in the United 

States. 

Conclusion 
While this study is still ongoing, from the interviews conducted it is evident what main factors 

stood out to current underclassmen students at Southeastern University when they decided on 

what university to attend. Since Higher Education Institutions are ultimately pulling from the 

same pool of students to some degree, it is vital to know what factors are most important to 

students and to know the most efficient way to market these factors to students. Price, 

location, and quality of professors are the main factors as to why students choose Southeastern 

University. While social media marketing is important and definitely is vital to reach as many 

students as possible, we know from our research conducted that in-person marketing should be 

receiving more attention and effort, as this stood out more to students almost a year after they 

made their decision on where to attend college. These in-person interactions range from having 

campus reps go to different college fairs at high schools, encouraging students to visit campus 

and take a campus tour, and talking to alumni. Knowing that more energy needs to go into in-

person marketing campaigns and understanding that because of Southeastern University 

rurality, there is still a large audience that could be introduced to Southeastern that has not 

been before. Focusing marketing efforts to effectively and efficiently target a new audience of 

students, (both with an online presence but a more demanding in-person presence) will allow 

for the diversity of campus to increase and for more students to feel welcomed and supported. 

With a new found marketing budget, Southeastern University has the potential to reach new 

barriers and become more successful than ever.  
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ABSTRACT 
Ford Motor Company, founded in 1903, has been at the forefront of the US automobile 

industry. Recently, they announced plans to increase their line of electric cars - a crucial move 

for global markets, especially in China which aims to have all electric vehicles by 2030 

(Britannica 2019). Ford first entered the Chinese auto market selling their Model T in 1913, 

however, they left the market due to lack of infrastructure and WWII, then reentered in 1997 

(CBS News, 2013). As of today, Ford is struggling to succeed there. China represents the world’s 

largest auto market, accounting for 28.08 million vehicles sold in 2018 (Statistics, 2019). In 

2006, Ford invested $5 billion in China but that has yet to pay off as they failed to innovate and 

customize their cars for the needs of their Chinese consumers (Rodgers, 2018), as their 

competitors, such as Volkswagen and General Motors Co., have been doing. In an attempt to 

improve, Ford plans to launch 50 new cars customized to the Chinese customers by 2025 

(Amman, 2018). Further complicating matters, China is rapidly seeking ways to cut emissions 

which is directly affecting the requirements of the auto market (Tabuchi, 2018). This case study 

examines the reasons for Ford Motor Company’s missteps in China in the context of the large, 

attractive, but competitive auto market. It examines cultural differences and the marketing mix 

deployed by Ford, along with its competitors that includes strong local competition in the 

Chinese auto market. Furthermore, the case study evaluates the Chinese external environment 

with its slowing economy, important questions regarding trade tensions between the United 

States and China, and the impact of pollution and emissions. All of these aspects will raise case 

questions that will help analyze Ford’s overall marketing strategy in China. 
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Abstract  
The Learning Management Systems (i.e., Canvas, Blackboard) have allowed instructors to assign 

projects that require access to online resources, communicate with students, receive student 

submissions of their work for assessment, and provide feedback. This paper introduces an 

online library research project in a Principles of Marketing course offered at a large university in 

the north-eastern United States. The project involves the course instructor’s collaboration with 

an embedded online librarian who also visits classes to familiarize students with the online 

resources and guiding them through the use of the resources. In this paper, the learning 

objectives, instructions of the project, onsite and online tutorial sessions, student learning 

experience, and the role of the librarian in creating the experience are described, and the 

student outcome of the project is presented.  

By completing the project, marketing/management students gain the knowledge and skill sets 

needed to make strategic decisions in workplace. The project incorporates: (1) research using 

demographics data from AmericanFact Finder (or Statistical Abstract of the U.S); (2) company 

and industry data using Mergent Intellect (or Hoovers.com); (3) evaluation of a local company’s 

marketing 4P strategies, and (4) the student’s suggestion of a brand new product to be 

marketed to his/her hometown with explanations of the primary reasons why the new product 

makes it a good fit for his/her hometown target market demographics supported by researched 

data. Students are required to prepare the project on PowerPoint slides incorporating some 

features of the software program and explanations in the Notes section. Students also learn 

how to cite information sources in References using the APA style formatting.  

In today’s complex data driven world, building strong research skills and becoming familiar with 

different types of information resources have become essential as students need to utilize 

them in their careers. The described project provides significant insights to marketing 

educators. 
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531 

 

Author Information: 

Ashley Conte is a student in Business Administration at The Pennsylvania State University. 

Tulay Girard (Ph.D., Florida Atlantic University) is a Professor of Marketing at Penn State 

Altoona. Her research focuses on product classes, retailer attributes, perceived risk, brand 

equity in banking, higher education, and private-label branding. Her publications can be found 

at www.tulaygirard.com. She received several best paper awards and grants. 

Track: Education  

ID#: 1045 

  



 
532 

 

An Empirical Study of Customer Evaluation 
of the Unethical Behaviors Committed by 
Public Servants 

 

Researcher: Alexis Moore, moore787@marshall.edu 

Faculty Mentor: Dr. Elizabeth Alexander, alexanec@marshall.edu 
 

ABSTRACT 

Introduction  
Consumers trust service providers to do what is expected of them in the workplace. Surgeons 

are trusted to know how to perform lifesaving operations, hairdressers are trusted to know 

how to properly color hair, and trainers are expected to be able to know how to get their clients 

in excellent physical shape. However, when a trusted service provider does something outside 

of the workplace that causes their clients or consumers to doubt that trust, businesses risk the 

chance of losing revenue. 

This project is designed to examine the ramification posed by businesses when an employee 

displays an unethical behavior in their private life. To examine this, scenario research of 

participants will be conducted to decipher what ethical violations cause service providers to 

lose business. Some of the factors to be examined are customer loyalty, switching costs, andthe 

type of service provider. By manipulating the type of service provider and type of ethical 

violation, the factors that are more important to consumer loyalty will be revealed. 

This information can then be used in business ethical conduct codes, as well as serve as a 

framework for further investigation into how to repair bonds that have been broken when a 

service provider commits an ethical violation that consumers deem as harsh enough to cause 

them to not return to this professional. 

Background Information  
Public ethics, or the ethics of a person living in the public eye (Bailey 2018), are crucial to the 

success of a business. The prime example of this lies in the ethics of political candidates and 

how it can help or impact negatively their support from voters. All service providers are living in 

the public eye. When choosing where to purchase a service from, the most important factor in 

customer loyalty is their relationship with the particular service person (Guenzi 2009).To begin, 

it is important to look at what consumers view as ethical and unethical. Research shows that 

when it comes to on-the-job behaviors, consumers have significantly decreased trust when they 

hear of an employee committing what they referred to as an “opportunistic” unethical behavior 
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(Chun-Chang 2012). This type of behavior is when the perpetrator takes advantage of their 

circumstances for their own self-interest. For example, embezzlement would fall into this 

category because it involves acting on maximization of personal profit when the situation arises 

where funds could be handled inappropriately. 

In addition to opportunistic violations, this project will also examine violations of the service 

person’s conduct. The specific conduct violation looked at in this situation is sexual misconduct 

or harassment. In a study of how college students viewed their professors’ ethics, the students 

that said sexual misconduct and having relationships with their students would make them lose 

trust in that faculty member (January 2014). 

This same study also showed that if students did hear about an ethical violation committed by 

one of their faculty members, only 6% claimed they would keep it to themselves (January 

2014). This number is extremely low, and shows that even if marketers and public relations 

specials do their best to cover any traces of employee bad behavior, the news will still manage 

to get out to the general public. 

If a business relies on service employees bringing in clients, the management of these 

relationships is very important. A study in the Journal of Service Management concludes that 

store patronage is based upon three factors: trust in the salesperson, trust in the store, and 

trust in the store-branded products (Guenzi 2009). If the trust in the service employee is lost, 

the store is then losing the customer’s loyalty. 

Research shows that customer loyalty, customer satisfaction, and profitability of a company are 

all related (Hallowell 1996). If this study can prove that customer loyalty falls when the 

customer loses trust in their service provider, it can then be inferred that the business will lose 

profits as well. To keep services businesses alive, managers need to know what ethical 

violations to address in their codes of conduct or employee behavior expectations so that it 

doesn’t result in customer loss. 

Propositions  
 

Proposition 1: 
Customers will be more likely to stay with a swimming pool maintenance man that has had 

been arrested for sexual assault than they are with a psychiatrist who had been arrested for 

sexual assault. 

• I think across the board, people look down upon those accused of any form of 
sexual misconduct. However, when you go to see a psychiatrist, it is almost more 
likely that you will be in physical contact with them, and this should make 
participants more skeptical about returning to that psychiatrist. 
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Proposition 2: 

Customers are more likely to stay with a psychiatrist with claims of identity theft than a 

swimming pool maintenance man with the same claims. 

• It is very well known that psychiatrists and other medical professionals are paid 
very well for their skills. I think many patients of the psychiatrist may not believe 
the claims whereas they may believe them against a swimming-pool-
maintenance-person who does not make as much money 

Proposition 3: 
Customers are more likely to be harsher when it comes to judging the ethical violations of a 

psychiatrist than they are to their pool maintenance man. 

• Psychiatrists have been in school for years, and it is most likely viewed by 
participants as a more prestigious career. Because of this, consumers should be 
harsher when they judge psychiatrists on their ethical violations. 

Proposition 4: 
Women are going to be more forgiving than men when it comes to identity thefy, but less 

forgiving when it comes to sexual assault/rape. 

• Women are usually seen as the more caring and nurturing gender, and that 
should also translate into forgiveness for certain situations. However, with the 
Me Too and Time’s Up movements growing so large in mainstream media, 
women will be less likely to forgive these types of offenses. 

Methods  
We plan to provide participants in our survey with different situations where a person they are 

doing business with is acting in an unethical way, and see if the participant would continue 

doing business with said person. The theoretical people we are planning to use in the survey 

scenarios are a very highly trusted psychiatrist they have gone to for years and they have 

developed a relationship with, or their pool maintenance man that goes out of his way to help 

them out with any problems they might have and they have gotten to know on a personal level. 

By manipulating the type of service employee and level of ethical violation, we can see what 

factors are more important to consumers when it comes down to deciding to leave or stay with 

their current professional. We are going to measure the participants switching behavior 

intentions and demographics. 

Participants will be provided with two out of four possible different scenario-based questions. 

These scenarios are based around a trusted service person with whom the consumer has 

developed a positive relationship with, (either a psychiatrist or a pool-maintenance-person) and 

for each scenario the service person has committed one of two types of ethical violations. The 

first type of ethical violation is one that causes physical harm. In this example, we are using 
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sexual assault/ rape. The second type of violation is one that causes financial harm. In this 

example, we are using identity theft. The participants will then be asked a series of questions 

pertaining to how they view this service person now as well as their switching behavior. 

The results of these findings will reveal what type of ethical violation is worse in the eye of the 

consumer as well as if the type of service person committing the ethical violation matters in the 

long term. This data, along with the participants’ demographics will be combined into a chart to 

provide a visual representation for businesses of what the implications are of their employees 

committing these ethical violations. 

Conclusions 
Often times, ethical codes may only apply to what employees do while they are at work. 

However, if their actions during their private lives are impacting the profitability of the 

business, these need to be addressed and handled. 

This research will help businesses because they may or may not need to reevaluate their 

conduct codes to include ethical behaviors in their employees’ private lives. There could also be 

legal problems with a business controlling the ethics of its employees during their private lives 

outside of work, but if these actions are affecting the business in a negative way, where is the 

line drawn? 

From a marketing standpoint, after knowing what ethical violations make a consumer not want 

to return to their service provider, these can be used in reverse to promote a service provider. 

For example, if this study shows that consumers would lose the most trust in a service provider 

after hearing about accusations of sexual assault, marketers can then promote service 

providers in their company by talking about how they are family-oriented and wholesome. On 

the other hand, if consumers would lose more trust in a service provider after claims of identity 

theft, marketers can promote their company’s service providers as honest and genuine. 

This is all introductory research. After results are found, it could require further studies to 

better understand why the participants chose what they did, and what the financial 

implications are of customer loss. This research is all being conducted right now, and it will be 

completed by September 1st, 2019.  
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ABSTRACT 
College students have always had a curiosity about how business strategies that are learned in 

the classroom can be employed in the real business world. Being marketing students, we took 

various marketing classes in which we learned about several marketing strategies. Notably, 

marketing students learn the fundamental strategic framework of marketing to establish a 

marketing strategy – a.k.a., the STP Process (segmentation, targeting, and positioning) in 

association with 4Ps (marketing mix). The learning of a practical case study with a real company 

would be most viable for students to apply this fundamental strategic framework in depth to 

the real world.  In order to determine the application of various marketing tactics associated 

with the STP process, we took the case of a fast fashion brand, H&M, and analyzed its 

marketing strategies. We utilized secondary data analysis based on the textbook contents to 

investigate how H&M segments, targets and positions itself to consumers, how H&M promotes 

marketing campaigns through various media (primarily social media), and how H&M applies 

this STP process framework by analyzing the efficiency of both its STP process and 

campaign. Therefore, the purpose of this case study task is to analyze the elements that let 

consumers uphold a brand perception of H&M through using customer profiling techniques 

(PRIZM and VALS) and understanding the crucial aspects such as associative network, 

conversion ratio of its social media campaigns and brand website, perceptual mapping toward 

brand images compared to competitors, customers’ pragmatic and psychological value 

following a means-end chain theory, and many more. 

Introduction 

Learning Method 
With changing student lifestyles and fast-developing technology, universities are increasingly 

offering more diverse teaching methods. Out of those various teaching methods one is case 

study teaching. The case study teaching method is a highly adaptable style of teaching that 

focuses on a particular occurrence and promotes the development of analytical skills by 



 
538 

 

analyzing that occurrence. Case studies can be used to showcase connections between 

different topics and their applications (Bonney, 2015). 

STP Process 
Consumers have varying lifestyles, desires, interests, needs and wants. Consumers have diverse 

buying patterns and seek different benefits from different products. It is impossible to satisfy all 

customers in a market with the same product. Companies have responded to this challenge by 

moving away from mass marketing and employing STP strategy where the focus is only on 

a particular group of customers. 

The STP Process consists of 3 main elements, segmentation, targeting, and positioning. The key 

is to determine the most profitable customers and target them by transferring their needs and 

wants into a tangible mix of product, price, place and promotion. This will result in a unique 

positioning of the brand (Dibb & Simkin, 1991). 

Segmentation – The division of all the consumers in the market into groups and identifying 

them is market segmentation. Consumers are grouped together that have similar interests, 

buying behavior and/or lifestyle (Dibb & Simkin, 1991).  By grouping customers together based 

on similarity, greater marketing efficiency, profitability and customer satisfaction can be 

achieved. Brands differentiate their products and services to appeal to specific segments, in 

order to get a comparatively favorable response than they would have received from using a 

mass marketing approach (Moschis, Lee, & Mathur, 1997). 

Targeting – Targeting refers to evaluating commercial and potential attractiveness of each 

segments. Brands can choose to target one or more segments in their marketing. When 

choosing a specific segment, marketers focus on the profit that they can get from the segment. 

Especially when entering a new market, it is important to get the attention from consumers, 

and the consumer segment which are attracted by the product will be the target segment.   

Positioning – The positioning is the place a particular product is perceived by a group of 

customers. This group can also be called the target segment of the market.   

Harrison states that the positioning of a product is, 

“The sum of those attributes normally ascribed to it by the consumers — its standing, its 

quality, the type of people who use it, its strengths, its weaknesses, any other unusual or 

memorable characteristics it may possess, its price and the value it represents” (Tony, 1987). 

TV Campaign 
Television advertising is conveying the promotional messages through television ads to 

potential program viewers. The aim is to influence the viewer by the messages to make a 
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purchase. Advertisers pay media companies such as broadcasters to send their promotional 

message.  

About H&M 
H&M is one of eight fashion brands that H&M group owns. H&M provides customers with 

clothes both in store and online. H&M values the accessibility of any kind of clothing to anyone 

and the unique designs that follow the latest fashion trends. It also focuses on sustainability as 

well as price and quality. It has expanded worldwide with 4420 stores, 72 store markets, and 48 

online markets as of February 28, 2019 (H&M Group, n.d.).  

 

Brand Name 
H&M stands for Hennes & Mauritz. As mentioned above, Hennes was the name of the original 

store of H&M. “Hennes” is a Swedish word for “hers,” as it started as a female clothing store in 

1947. The company name was changed to Hennes & Maritz when it started offering products 

for men.  The word, Mauritz was taken from Mauritz Widforss, which is the Stockholm-based 

hunting apparel and fishing equipment retailer. While expanding itself with the brand name, 

Hennes & Mauritz, the brand was renamed “H&M,” the abbreviation of Hennes & Mauritz in 

1974 (H&M Group, n.d.).   

Product Category 
Although H&M offers products to men, women, and children, it seems to focus more on 

women’s clothing. According to an article which compares H&M to Zara, almost half of 

sweaters available on H&M website on April 9, 2014 was for women; 16 percent for men; 33 

percent for kids (Smith, 2014). Checked on May 25, 2019, 9755 women’s items are available, 

compared to 2058 men’s items and 6973 kids’ items. It can be said that the number of kids’ 

items is high because different designs and sizes are needed for different ages.  

 

Figure 39 – H&M Product Ratio by Gender as of May 25, 2019 
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Market Overview 
H&M seems to be well expanded especially in Europe as well as United States and China. It has 

4958 stores in the world in total. United States has the highest number of stores, and China has 

the second. Although H&M was founded in Sweden, Sweden has the sixth largest number of 

stores among European countries, according to the data below on the H&M’s website (H&M, 

2019).  

 

Table 1 – List of Countries Where H&M Has Stores and Number of Stores of H&M (H&M, 2019).  

STP Analysis 
The first analysis that we have done is focused on segmenting, targeting, and positioning as the 

introduction explained. To get into H&M’s market strategies, we analyzed how it positions itself 

comparing to other fast fashion brands, what value it attempts to provide, and which segments 

it targets by seeking the similarities of H&M consumers and using external sources, VALS and 

PRIZM. 

Brand Positioning 
In order to visualize the position of H&M in the fashion market, we created a perceptual map in 

the comparison of style and price with H&M’s competitors. The fashion brands that we chose 
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as H&M’s major competitors are the followings: American Eagle Outfitters, Banana Republic, 

Calvin Klein, Express, Forever 21, Gap, Hollister, UNIQLO, ZARA. 

Fashion Style and Price 

 

Figure 2 – Perceptual Map for Comparison of Fast Fashion Brands Based on Style and Price  

In terms of the fashion style, we classified fashion brands in the range of high class to casual, by 

comparing what each brand has available on its website and the prices of the products. In this 

map, a high-class style refers to the fashion style that is preferred in the office or official events 

that require more formal dress codes. On the other hand, a casual style is defined as a 

comfortable outfit that people wear in their daily life for casual use. Online websites have 

almost all the products a brand sells, so we skimmed through the websites and determined 

what kind of products they offered. Among the brands that we chose, Calvin Klein is the 

farthest away from the casual style with the design and the reputation that it has. Banana 

Republic, Express, and ZARA are placed a little below Calvin Klein because they offer clothes 

with the designs which combine both a high-class style and a casual style. H&M is more high 

class than casual because H&M’s casual design is sophisticated and can be accepted in the 

office as well. Under H&M, UNIQLO, which is also known as a fast fashion brand, is located 

because of its standard product designs. UNIQLO’s style can be considered as both high class 

and casual, so it is on the middle line. Gap, American Eagle, Hollister, and Forever 21 are all 

recognized as casual brands, offering outfits for daily use. Considering both the fashion styles 

and the price range of each brand’s products, the high-priced brands tend to have high-class 

styles. This could be because people who have spare money to spend on clothes have more 
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occasions when they should dress properly. Most of the casual brands are in the affordably-

priced area so that people can wear their products daily, not just for something special. 

Target Age of H&M 
Thinking of who shops at H&M and the designs that H&M provides, the target age of H&M will 

range from 18 to 35, although they have variety of apparels available that can be worn all the 

generations. The reason behind concluding this age group is because when we see H&M’s 

marketing materials, the age of the models wearing H&M clothing is within this age group. 

Therefore, it is safe to say that H&M is targeting this age group. There is no certain target age 

group that H&M officially announced, but the products that H&M sells seems to be more for 

working women and by reading posts on Quora and people’s articles, the age range that we 

decided to set seems to be reasonable. The age of 18 is when most people graduate from high 

school and start getting more freedom of purchase on their own by earning money by 

themselves or living away from their parents. By the age of 35, most people graduate from 

universities, start working and make enough money to make a living. They might want to take a 

transition from the affordable clothing brands, one of which is H&M, to the luxurious brands. 

This is how the target age is set in this research process.  

Late Teenagers: After turning a certain age, in this case, after graduating from high school, 

people tend to change their taste in clothing into the style of their parents or people who have 

a great impact on them. Before going to middle school, mostly parents choose what to buy and 

choose clothes for their children. However, when children grow up, they are exposed to the 

fashion styles that they have never seen before and want to try them instead of getting dressed 

by their parents. According to the article, “The Psychological Reason Why We Wear The Clothes 

We Wear,” people’s tastes of fashion get influenced by people around them when they have 

grown up, so they highly possibly choose the style of what their parents had when they were 

young (Martin, 2015). If children have seen their parents wear something nice when going to 

work, attending meetings or ceremonies, or going out for dinner, children would find the same 

style when they become adults. Stepping into the adult fashion style and wanting to look 

mature, they seek the brand that has stylish designs but affordably priced products.  

College Students: Students are in the transition from being dependent to independent, or for a 

better word professional. However, they do not completely dress professional because they are 

still in the transition. In college in the cities, students commonly wear comfortable clothes, such 

as hoodies, sweaters, leggings, joggers, and sneakers but they have to be fashionable. 

According to University of Arkansas, in a study, which includes 653 college students’ feedback 

on if professional dress creates a positive first impression, “Male and female college students 

did not react positively to business professional dress” and “Male and female college students 

tended to react more positively to casual and business casual dress” (University of Arkansas, 

2013). College students’ preferences match the offers of H&M products which are casual but 

fashionable and trendy.  
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Young Adults: People in their late twenties and early thirties on average have decent jobs with 

which they can make a living. According to the data on Market Watch (Table 2), it shows that 

the median income of Americans doubles up from the age of twenty to the age of twenty-five 

and thirty (Lamagna, 2018). They can afford the luxury brands that they did not think of when 

they were in college. However, they cannot spend all the money on their fashion. Think about a 

white T-shirt. One which is $10 and another which is $100 could look similar and might not 

have a big difference. They might get luxury goods with well-known brands, but they can get 

basics including inner wears, T-shirts, and jeans from fast fashion brands. H&M’s trendy style 

can also attract this age because they care about how they look based on their status. There is 

no H&M logos on its products except for the one on tags, which might be interpreted as being 

cheap or getting low income, so others would not know that the fashionable clothes they wear 

are from H&M and do not think about how much they are. The article, The New Rules of Style 

According to Millennials, states that millennials need inexpensive and basic clothing such as 

H&M (Wertz, n.d.). Fast fashion brands offer basic outfit at a reasonable price, which is what 

Millennials want.  

 

Table 40 - U.S. Income by age 

There is a reason why the target age does not go beyond 35. People over 35 require quality 

over price. As they earn rapid salary gains in this age mentioned above, they have the capability 

to attain what they desire, not only what they need. H&M does not have great quality in its 

products, which leads the reluctance of purchasing to the middle age.  
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Personas of H&M Buyers 
Analyzing the target age, we created three buyer personas of H&M. According to the article, 

“What is a ‘Buyer Persona’ and Why is it Important?,” personas help businesses understand the 

customers’ needs, focus on the target market, and keep themselves with the target customers 

(Wright, 2017). Personas should be built based on the information or data of consumers, but in 

this project, we made them based on our impressions on H&M. Each of buyer personas is in the 

different target age to have a variety. In order to make the preference of fashion style, we think 

about their favorite brands other than H&M. We also focused on social media uses for the sake 

of advertisement. 

Persona A:  

Person A is in Senior year of high school, looking forward to getting into college. She is 18-year-

old. Besides H&M, her favorite brands are Forever21 and Rue21, both of which provide casual 

and modern designs at a low price. H&M has more stylish designs, but these two brands can be 

said to be H&M’s competitors as fast fashion brands.  Her taste in clothing has not completely 

moved from her “kids” style to an “adult” style because she is still in high school. At the same 

time, she somehow tries to step into a new world of fashion. When she goes to H&M, she 

usually looks for dresses that she can wear for dinner with her family at a fancy restaurant or 

for house parties with her friends. She is not a heavy user of H&M but has the potential to be. 

The social media that she uses the most is Instagram. To keep up with the latest fashion trend, 

she follows celebrities and fashion brands. She cares about what others think of her by how she 

looks, being in the fashionable outfit lets her gain self-esteem.  

Persona B: 

Person B is a 21-year-old college student who studies Art and prefers being fashionable. His 

interests are all related to arts, and fashion is part of it. H&M keeps the trendy style in each 

season, which gives him the feeling that he has a good sense of fashion and takes good care of 

his looks. His favorite brand, UNIQLO also has affordably priced products but has more 

standardized, basic clothes that can be worn regardless of the trend. Some of the features that 

H&M and UNIQLO have in common are the fact that UNIQLO and H&M are fast fashion brands 

and their pricing. As a college student, he wears casual clothes to school. On special occasions, 

he still wears clothes from H&M, which are not casual but look fancy or professional. The main 

social media that he uses is Snapchat, which is widely popular among young generations. His 

personality is more caring, and he is into what he likes. He tries to keep streaks, the number of 

which increases as people send snaps to each other at least once a day, with his friends. He also 

opens Snapchat to watch stories of his friends or fashion channels to inspire his sense of 

fashion.  

Persona C: 

Person C is a 30-year-old female office worker, who dresses business casual for her work and 

has a classic style on off days. She also shops at ZARA because it has office casual clothes as well 
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as trendy-designed clothes. The price range of the products ZARA offers is higher than that of 

H&M’s products. As being in the Young Adult segment, she considers purchasing basic style 

clothes at H&M and something unique or trendy at ZARA. Her fashion style is established as she 

grew up but still tries to keep track of the latest fashion trend by enjoying mixing up her style 

and the trend together. She uses Facebook the most to see others’ posts which are about 

health, beauty, and fashion. It is not important for her to be considered fashionable, although 

looking at new fashion product releases on Facebook inspires her sense of fashion. That also 

plays a big part in her life.  

All these three persons have the intention related to fashion; Person A is eager to be 

fashionable to get self-esteem; Person B fulfills his art interest with fashion; Person C enjoys 

choosing clothes as part of her life. Clothes that they wear have to be something that they 

choose themselves and find fashionable or fit in their taste, although they have different uses 

of H&M products: for parties, for formal occasions, and for daily use. H&M’s trendy and casual 

but sophisticated designs match the needs of consumers who care about how they look and 

what others think about them and prefer being considered as fashionable. 

Means-End Chain Diagram 
In addition to buyer personas, analyzing the means-end chain enables businesses to determine 

customers’ needs and wants. The chain has three components: attributes, consequences, and 

values. When a consumer purchases a product, the attribute or feature of the product attracts 

him/her. It can be tangible or intangible. In the process of choosing or using the product, there 

is a consequence of or a benefit from the purchase. At the end, he/she gets a value from the 

consequence, which is something that the person tried to achieve. This whole process can also 

be negative; For example, a customer is not attracted to a phone charger because it takes time 

to fully charge his phone, which is an attribute. The consequence would be being unable to 

contact people even when he needs to. He would lose trust from others.  
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Figure 3 – Means-End Chain Diagram for H&M  

We created this means-end chain diagram by analyzing H&M’s features and its value 

proposition, it is also based on our personal experiences of interacting with the brand. H&M’s 

positive attributes are that it is affordable, stylish and trendy. Since it is not high-priced, 

customers can save their money as a consequence and feel financially secured by spending less 

money. Purchasing and wearing stylish and trendy clothes make them look fashionable and 

people around them consider them as fashionable as well. As a psychological value, they obtain 

self-esteem in the result of the consequence. Negative attributes of H&M can be the fact that 

stores are crowded and that it offers too many choices, which makes buyers take time to 

choose one among many options and to make a payment because of a long line in front of 

cashiers. They waste the time that they would have spent on their enjoyment.  

Examining the means-end chain, it is clear that consumers need products with fashionable 

designs, which are affordably priced. In contrast, the weaknesses that repel consumers are 

disorganized stores and too many choices. Variety of choices can be an advantage, so it needs 

further examinations on the number of choices before determined as either good or bad. 

Segmentation 
There are several types of segmentation. We have divided H&M’s market into segments using 

different types of segmentation: geographic, demographic, and psychographic. Geographic 

segmentation divides a market into geographical units such as nations, states, regions, and 
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cities. Demographic segmentation refers to dividing a market based on consumers’ features, 

including age, gender, race, income level, and more. Psychographic segmentation reflects 

lifestyle and personality traits. Behavioral segmentation is based on the way in which 

consumers spend their time and money (Chand) 

Geographic Segmentation:  
Consumers living in different geographic regions have different needs, wants and desires. Geographical 

Segmentation is used by marketers to divide their market based on their physical geographical location. 

In this report we are only focusing on the H&M’s market within the United States. 

Location: By looking at the store locator on H&M’s website, we found that, in the United States, 

H&M is heavily targeting the East Coast with California being the only state from the West 

Coast being heavily targeted by H&M along with several stores in Seattle and Portland (H&M, 

2019). It can be seen that H&M is targeting big metropolitan cities, with only one or two stores 

in a small to medium sized town every here and there. 

 

Figure 4 – Store Locator of H&M in the United States 

 

H&M opening their biggest store at Herald Square in New York with only a few streets away 

from other two H&M stores shows us that the consumers of H&M are in vast numbers in this 

area. 
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Figure 5 – Store Locations of H&M in Herald Square – New York 

 

Subcultures: By using PRIZM and combining the H&M customer’s personas discussed earlier 

along with the locations of H&M stores, we found two categories on the Clarita’s website in 

which the H&M customers fall into: Connected Bohemians (PRIZM® Premier, 2019) and Young 

and Influential (PRIZM® Premier, 2019).  H&M customers are mostly those with the passion of 

looking good on a budget which is proven by the income and the lifestyle traits of both 

categories. They like to spend on leisure. Both of these segments have midscale income with 

really high technology usage in their households. They often rent and have not yet purchased a 

home. These are the people who like to travel around the world and try their hands-on new 

things (PRIZM® Premier, 2019).  



 
549 

 

            Connected Bohemians:                                         Young and Influential:

  

       (PRIZM® Premier, 2019)                                                                                              (PRIZM® Premier, 2019) 

Figure 6 – Details of Connected Bohemians and Young and Influential Segments  

 

Demographic Segmentation: 
In this segmentation we have divided the USA population into characteristics such as, age, 

gender, income, education level, and region. Dividing the market into smaller segments with a 

common characteristic, allows companies to use their time and resources more effectively and 

efficiently. 

Age: By looking at H&M’s website and their ads, we saw that majority of their models are in the 

age group of 18-35. Given this reason, it would be safe to say H&M is targeting this particular 

age group. 
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Figure 7 – H&M Campaign Image 

 

Gender: H&M targets both men and women, however they focus more on women’s clothing. According 

to YouGov profiles, H&M is more popular among women with 42% of women giving positive opinion 

with 26% of positive opinion of men (YouGov, n.d.). 

Education Level: By looking at the PRIZM profiles of “Connected Bohemians” and “Young and 

Influential,” H&M customers have had college education.  

Income: From the PRIZM profiles, we found that H&M consumers in USA have midscale income 

with the median household income per year around $70,000 (PRIZM® Premier, 2019). This is 

also justified by the fact that H&M’s value proposition is providing fashionable and trendy 

apparel at the best price, people who admire the style of celebrities on the magazines such as 

Vogue and W. These magazines also contain the advertisements of H&M that involve 

established models and celebrities. This gives the consumer the idea that even though if I 

cannot afford the high fashion, I can still be as fashionable as these established celebrities. 

H&M emphasizes the idea that fashion does not have to be costly (Comunale, 2008). 

Region: The store locations of H&M above show that H&M is growing in metro cities (H&M, 2019). 

H&M rarely has a store in small town in the USA. In addition to that by looking at the PRIZM groups, the 

connected bohemians and the young and influential both reside in urban metropolitan areas (PRIZM® 

Premier, 2019).         
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Figure 9 – Distribution Map of Connected Bohemians 

 

Figure 8 – Distribution Map of Young and Influential 

(PRIZM® Premier, 2019) 

Connected Bohemians map: 

 

 

 

 

 

 

 

 
 
 
 
 
 
   (PRIZM® Premier, 2019) 

 

  

Young and influential map: 
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Psychographics: 

In this segmentation, we have divided the USA population into psychological characteristics like values, 
interests, hobbies, and comfort with technology. Psychographic segmentation helps marketers 
understand their consumer’s behaviors that drive purchase decisions. 

 

Values: Being H&M customers, the researcher’s team performed the VAL’s survey themselves. 

As another test, we analyzed H&M's VALS, by matching the attributes of PRIZM which we 

already had with VAL’s personality types. By combining both PRIZM attributes and the 

attributes of all VAL’s personality types, there was a sweet spot where the attitudes 

overlapped. That VAL’s category was experiencers. Experiencers are the first in and first out of 

trend adoption (Strategic Business Insights, 2015), this resonates with their PRIZM group of 

Connected Bohemians, who are also early adopters. H&M is providing high street, classy 

fashion apparel that is found worn by models in magazines like Vogue at a lower price 

(Comunale, 2008). The article “The Science Behind Why People Follow the Crowd,” tells us why 

people get influenced by the behaviors of others. The article states that following others is a 

sign being part of a particular group and copying behaviors of others in a group seems sensible 

when you want to join that particular group (Henderson, 2017).  

H&M customers look up to the established models and celebrities they see in the media around 

them, and desire to have the same cosmetics, hairstyle, apparel, and lifestyle that their 

inspirations have while being under a specific budget. H&M customers value looking stylish and 

trendy like those celebrities whilst spending less. H&M is basically cratering this need of their 

consumers by providing high street fashion that looks costly but isn’t. This can be seen from 

their several TVCs of their Modern Essentials Campaign in which Kevin Hart is seen copying 

David Beckham (HI Consumption, 2015). 
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  Figure 10 – Screenshot of TV Commercial of Modern Essentials Campaign 

 

Interests: Looking back at the PRIZM profiles of H&M consumers we see that they like to travel 

and explore. Since they are experiencers from VAL’s survey, they obviously want to explore and 

learn new things. Their main motivation is self-expression (Strategic Business Insights, 2015). 

H&M targets their motivation of self-expression and gives them high end and unique apparel 

options with a midscale price. Their usage of technology is extremely high. They tend to go 

against the status quo and are up on the latest fashion and trends (PRIZM® Premier, 2019). 

H&M consumers are highly active on social media as H&M is the second most followed fashion 

brand on Instagram (Stewart, 2017). 

Hobbies: H&M consumers use social media a lot and like to listen to music and attend concerts 

too. They spend most of their time in front of a screen, either scrolling through social media or 

watching a tv series (PRIZM® PREMIER). They are the early adopters of any trend. The 

consumers of H&M are seen as sociable among their community. It is expected that they have a 

curious nature and like to travel (Strategic Business Insights, 2015). 
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Comfort with Technology: By looking at YouGov, H&M is popular among millennials (YouGov, 

n.d.). It is commonly thought that millennials are comfortable with the use of technology as 

they grew up with it. Also, from H&M’s website we found that they have a campaign named 

#HMXME. 

 

In this campaign, consumers post pictures with an H&M product on Instagram with the hashtag 

#HMXME and H&M uploads that picture on their website and also tags that product in. H&M had 

another social media campaign by the use of hashtag #DivideOpinion. In this campaign they asked for 

their follower’s responses regarding their personal style preferences  (Bohannon, 2014). H&M’s 

willingness to do social media marketing using viral hashtags shows that their target market is well 

equipped with technology. When looking at both of the PRIZIM profiles of H&M customers, we find 

that the use of technology is high among these households (PRIZM® Premier, 2019). 

Media Usage: H&M ranks second after Nike as the most followed high street fashion brand on 

Instagram (Stewart, 2017). On Facebook H&M is the most followed clothing brand (Fanpagelist, 

2019). These elements show that the buyers of H&M are active on social media. Along with that 

H&M also has done campaigns with mobile advertising (Johnson), as already noted H&M 

consumers are well versed with technology. 

Figure 11 – Screenshot of #HMxME Campaign on H&M’s Website  
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H&M has also targeted Coachella (one of the largest music festivals in the US) visitors by 

bringing out a “H&M LOVES COACHELLA” collection in 2017 (H&M, 2017). This shows that H&M 

target customers are avid music concert fans and are thrill seeking. They can spend money on 

things that give them enjoyment. 

 

  Figure 12 – Image of H&M Loves Coachella Collection  

 

From YouGov, we found that H&M is highly popular among millennials, using the same source 

we also found that Netflix is also popular among millennials with 84% positive ratings (YouGov). 

We can say that H&M customers are also consumers of Netflix. 

Evaluation of Targeting Tools 
The targeting tools like PRIZM and VALS were very useful in getting inside the mind of the H&M 

consumer. PRIZM was really helpful in determining the behaviors of a particular segment 

geographically by the use of zip code. For any marketeer in depth understanding of their target 

audience is crucial. VALs showed us what are the underlying motivations of a particular group. 

Using YouGov, which is a popularity ranking website we found that how popular is H&M and 

which age groups and genders are more likely to go for H&M. We were able to find a midpoint 

between the VAL’s profile of H&M consumers and their PRIZM profiles, in this way we were 

able to determine their desires and their inner motivations. Experiencers are the main target 
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audience of H&M and this brand is using their motivation of self-expression to position itself in 

the minds of the consumer, by providing apparel options that are high end. In addition to that 

being associated with names like Madonna, Kate Moss, Karl Lagerfeld and Stella McCartney, 

H&M has really collaborated with names that promote this specific idea of self-expression.  

Campaign Analysis 
After analyzing how H&M divides the target market into segments and chooses target 

segments, we chose one TV commercial and analyzed the campaign to illustrate how H&M 

emphasizes its value to customers. Campaigns are used to show what a company values as well 

as to promote certain products, sales, and services. The campaign we chose is “Bring It On” 

which is H&M’s garment collecting campaign.  

About “Bring It” Campaign 
H&M started focusing on the sustainability issue and launched a garment collecting initiative in 

2013. “Bring It On” film was released on January 6, 2017 to promote the garment collection 

project by inspiring viewers to bring used clothes in at H&M stores. H&M collects all types of 

clothing in any condition from any brand at all the H&M stores. Based on their conditions, the 

garments collected are sorted into three categories: rewear, reuse, and recycle. H&M is 

partnered with a company called I:CO, which provides global solutions of used clothes (I:Collect, 

n.d.). The company takes the garments that H&M collects. The latest data indicates that H&M 

collected 20,649 tons of textiles in 2018, which is equivalent to 103 million T-shirts.  

Positioning Objectives 
The biggest issue in the fast fashion industry is sustainability. Fast fashion is mass produced to 

make it available to more consumers. As the trends change, newer clothes are produced, and a 

huge amount of outdated clothes go to waste. Considering the fact that trends change by 

seasons, with four of them in a year, it is almost impossible to keep track of all the wasted 

clothes. According to the Environmental Protection Agency, “in 2014, over 16 million tons of 

textile was generated,” and “an average American throws away approximately 80 pounds of 

used clothing per person each year” (Leblanc, 2019). The cycle of fast fashion - mass 

production, the high volume of sales, changes in trends, and again mass production - has 

brought the sustainability issue to the fast fashion industry.  

Focusing on sustainability, H&M has three main positioning objectives for this campaign below: 

1. Differentiation from competitors in the fast fashion industry 
2. Building a better brand image by showing that H&M cares about the 

environment. 
3. Promoting sustainability program. 
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On its website, H&M announces that “H&M is the first fashion company to launch a clothing 

collecting initiative worldwide” (H&M Group, 2012). Taking an initiative shows that a company 

is leading the entire industry and gives people the idea that the company does something 

different from other companies. Strategically, H&M implemented a recycling program even 

though it did not create high profit margin due to higher processing costs compared to a regular 

production process. To capture both its business and environmental sustainability, H&M is 

trying to change its brand image into a sustainable one, as people are more likely to buy from 

eco-friendly brands. For example, Nielson Company surveyed and found that the current 

consumers are likely to pay more for eco-friendly, organic, and environmental-friendly brands 

(The Nielsen Company, 2015).  

The H&M’s Conscious Campaign helps H&M obtain an eco-friendly image which can contribute 

to an increase in its sales in the long term.  In addition, this campaign is a long-term project 

which has been going since 2012. Releasing a new TV commercial for each year refreshes 

consumers mind and reminds them of this campaign. H&M launched this Conscious Campaign 

because it does not focus only on a short-term goal, such as increasing its sales but also focuses 

on a long-term effect on its brand image. Sustainability is not something that a company can 

contribute to instantly, it requires effort and time to show the results and make a difference. As 

mentioned above, fast fashion brands have been deemed to be unsustainable. Tackling a big 

issue like this can show that H&M takes actions to benefit the world, which leads to a good 

brand image.  

Considering H&M’s target age, pursuing sustainability makes a big impact on its brand image 

because millennials care about how a company contributes to society. According to an article, 

“Millennials Expect More Than Good Products, Services to Win Their Loyalty,” 81 percent of 

“Millennials expect companies to make a public commitment to good corporate citizenship,” 

and they tend to choose brands that have recycle/reuse programs. They also make decisions 

based on well-done research, so it is important to make more data available to customers (Faw, 

2014).  
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Figure 13 – Associative Network of H&M 

The perceptual map below shows the target age of each fast fashion brand and how much each 

of them contributes to sustainability. Besides H&M, four fast fashion brands were chosen: 

Forever 21, Uniqlo, Zara, and Topshop. In terms of sustainability, the rankings on the Ethical 

Fashion Report provided by Baptist World Aid Australia was used by us to create the perceptual 

map. The report has measured fashion brands by examining the efforts that companies make to 

minimize the risks of forced labor, to protect the environment and to reduce the harmful 

impacts of the fashion industry. The grades that those brands were awarded are the followings: 

• Zara, A 

• Uniqlo, B+ 

• H&M, B+ 

• Topshop, C+ 

• Forever 21, D-   (Baptist World Aid Australia, n.d.)  
 

The main reason why Forever 21 got the worst place among the five brands is that it does not 

have much data available to the public. It seems to try to hide some facts which might give 

consumers bad images of itself. Zara has the A grade because it has a similar campaign that 

H&M has; moreover, its goal is to release no landfills by 2020. Uniqlo conducts a sustainability 

program which is different from others. After collecting garments from customers, it donates 

them to people in the developing countries, who cannot afford to buy clothes, instead of 
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recycling them to make new clothes. It can be said that H&M still has room to improve, but it is 

trying to go green. This campaign shows it to viewers. 

 

Figure 14 – Perceptural Map for Camparison of Fast Fashion Brands Based on Sustainability and Target Age 

Driving Force 
The commercial shows how the garments which customers bring in will be processed and turn 

into different clothes or be used. The audience can get a clear idea of how they can contribute 

and how it benefits them and the world itself. H&M also makes the action of recycling clothes 

look “cool” so that young generations would like to take action, not just looking through as one 

of the other commercials. This information is not part of the commercial, but H&M gives a 15 

percent off voucher when people bring their clothes in at any store. It can also be an attribute 

that this campaign has.  

H&M tries to send and build the messages in consumers’ minds: “Recycling helps people and 

the world,” “H&M which promotes recycling is supporting people and the world,” and “People 

who bring clothes in and buy clothes at H&M can contribute to the good of the world.” This 

connects to the consumers’ value of accomplishment and being ethical.  

From another point of view, this commercial also provides viewers with the value of freedom. A 

man dropped pasta on his white shirt and is laughing at it. A girl in a red dress is floating on the 

water. A couple is running with smiles, holding and letting a white bedding sheet in the air. All 

the scenes mentioned above represent freedom, and the audience can get dragged into the 

commercial looking at the scenes if they value freedom in their mind.  
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At the very end of the commercial, it says: “We’ll make sure they [garments] get a new life.” 

This sentence makes people think that they should not waste the garments because they have 

a life once they are created. It makes the audience appreciate the garments they have worn 

and consider recycling. The appreciation to their clothing can reduce the wasted garments and 

bring the contribution to the environment.  

 

Figure 15 – Means-End Chain of H&M Sustainability Campaign 

The means-end chain is created on the basis of attributes and features shown in the 

advertisement of H&M’s sustainability campaign either implicitly or explicitly. The 15% off 

voucher is also used by H&M as another trigger for the consumer to participate in the 

sustainability drive. We took all these attributes to find what value does the customer seek by 

following these attributes. 

Route to Persuasion 
This Bring It Campaign employs both central and peripherical routes. In the commercial, the 

narrator repeats the sentence: “Bring it on,” which is the main message of this campaign. The 

viewers who get the strong message would go to the store and bring their used garments as the 

message tells them. As well as the central route, people get messages through the peripherical 

route. The way that the narrator speaks is convincing, clear and strong, and people in the 

commercial seem to enjoy their life with freedom. These aspects of the commercial are some of 

the factors that the audience can be persuaded by. Even though the commercial does not use 

celebrities, how people act in the commercial has an impact on viewers. 
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Brand Personality 
H&M is a fast fashion brand which chases the latest trends and provides customers with a 

variety of clothes that meet their needs and wants. On the brand personality spectrum (Straight 

Marketing, 2016), H&M is on the left side of all the criteria, which indicates its trendy style and 

inexpensive price. As seen in this campaign movement, H&M takes initiatives and does not 

mind taking risks.  

H&M also focuses on the fair society by convincing the audience that everyone has to have 

access to any kind of clothes. In the TV commercial, “Bring It On”, a lady wears a mini dress 

made of a blue shiny textile. After the shot of the lady, the camera gets close up to a man’s 

chest hair to get attention and, the man in the same dress shows up. 

 

Figure 16 – Screenshot of Bring It On Commercial 

This scene tried to tell the audience that H&M supports gender and sexual minorities. The main 

purpose of this campaign is to encourage people to bring their clothes to stores, but it also 

shows what H&M values. 
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Metrics Of Success/Failure 
In order to identify the metrics of success and failure, first we must identify the purpose of the 

commercial. Commercials can be used for various purposes. They could be used to increase 

sales, increase brand awareness, make people know about a new product etc.  

To find out the purpose behind H&M’s Bring It On commercial, we must understand their call to 

action at the end of the commercial. The call to action to the consumers is to bring their old, 

torn and worn out clothing to H&M stores so H&M can recycle it. This commercial was not 

advertising any product or clothing line of H&M. This raises the question, why would H&M 

spend money to advertise just to ask people to send their old clothes to them? 

We found that fast-fashion brands have had a history of being infamous for unsustainability. If 

we look at an investigation by Greenpeace is 2014, which found that hazardous chemicals were 

present in several clothing products of fast fashion brands which included H&M (Greenpeace, 

2014). A documentary, The True Cost, tells us that due to the fast fashion brands, and abundant 

cheap clothing available consumers see clothing as disposable which leads them to discard their 

previous clothes and buy new ones at a shocking rate. This creates up to 11 million tons of 

textile waste in just USA (Morgan, 2015). In an article by Reuters, H&M’s Head of Sustainability 

said that customers are now demanding transparency to know the origin of their clothing when 

making a purchase decision (Ringstrom, 2015). This fact that people are now interested in how 

the clothes are produced and their environmental impact has led H&M to start this campaign of 

sustainability. H&M wants to focus on its ethical image in order to get long term growth and to 

have a good brand image (Ringstrom, 2015). 

On the basis of the facts given above. The metrics that can determine success and failure are: 

1. The amount of clothing given to H&M– As an article on H&M’s website says that the aim 
of this campaign was to give its customers an easy solution to recycle old clothing 
(H&M, 2017). Judging from this fact we can say that the call to action of this commercial 
was to bring unwanted and/or old clothes to H&M. By looking at the increase in amount 
of clothing given to H&M for recycling after this commercial we can see if this campaign 
worked or not. 

2. Increase in Sales – If there is a positive change in brand image, sales usually increase. 
Additionally, since H&M is giving 15% off for each bag of clothing people bring to 
recycle, this will be a good metric to analyze success or failure. 

 

Analysis Of Metrics 

Amount of Clothing Given to H&M: 
H&M first launched its garment collecting initiative in 2013. Since then they have made several 

commercials and TV campaigns that reinforce this initiative. The commercial we chose was 

released in January 2017, hence we would check the stats of the year of 2017. H&M’s 
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sustainability report of 2017 shows that during this year they collected around 17,771 tons of 

garments through their initiative. Which amounts to a growth rate of 12% as compared to 

15,888 tons of garments collected in 2016 (H&M, 2017). Our verdict as far as this metric is 

concerned is that, this campaign pulled people to come forward and give H&M their clothes for 

recycling. Due to the 12% increase in garment collection, we can say this campaign was 

successful. 

Increase in Sales: 
By looking at the worldwide sales of H&M for the past 10 years. There was 8% increase in gross 

sales (Statista, 2018). Additionally, H&M gross sales have been on an increasing trend since past 

10 years, and since 2012 the gross sales have always increased by 1-1.5 billion. Hence, there is a 

grey area here. The commercial may have led to the increase in sales, but H&M has previously 

also had experienced similar growth. When checking through Google Trends we did not see 

much search on the keywords “bring it on” in 2017. Our verdict regarding this metric is that this 

campaign did not play a major contribution to increase sales. The increase in sales can be 

attributed to other marketing campaigns or the increasing trend of buying fast fashion clothing. 

SYNERGY IN ONLINE AND OFFLINE MESSEGE: 
Since the Conscious campaign is a long-term project, H&M’s website still shows the campaign 

even though the commercial, bring it on, was released in 2017. It now has a new commercial 

for the Conscious campaign, which focuses more on clothing made from sustainable methods. 

It is also easy to get information on what H&M does to sustain the world for the future through 

their website. When you open the homepage of https://www2.hm.com/en_us/index.html , 

there is a clickable image on which it is written “where are your clothes made”. Clicking on this 

page leads to the page for product sustainability, it says that transparency is of high importance 

to H&M especially when it comes to sustainability so that customers can make informed 

decisions (H&M, n.d.). On the website, there are models who have various ethnicities, which 

gives online shoppers the same idea that H&M supports everyone as the commercial shows. 

After you scroll down you see various H&M clothing lines, and you reach an H&M Discover 

section. This section also has some content for their garment collection initiative. 

https://www2.hm.com/en_us/index.html
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Figure 17 – Screenshot of Garment Collecting Campaign on H&M’s Website 

Since H&M is a huge brand with various advertising campaigns for various different clothing 

lines happening at the same time, there is lots of content for different campaigns and this 

sustainability campaign is one of them. It is not like their whole website is clattered by 

Conscious and Bring it on campaign. The website does not highly advertise the offer of getting 

discount card by send H&M unwanted clothes. However, it is written in fine print on Garment 

Collecting page. 

How Can H&M Increase Convergence – Imc 
Promotion is one of the P’s in the marketing mix. Promotion also has its own mix of 

communication tools and methods like tv, newsletter, online video, online advertisement, 

billboards etc. All these tools must work in harmony to send a cohesive message. We analyzed 

how H&M can make its convergence stronger based on the metrics of Success/Failure we took 

above. 

Amount of Clothing Given to H&M: 
H&M does not highly advertise the 15% discount card which a customer gets after giving their 

clothing to H&M. This offer is also not highly advertised on their website as well as tv 

commercials. Advertising this heavily on their website and even on other marketing 

communication materials for the conscious campaign could encourage people to bring more 

unwanted clothing to H&M. Additionally, the new H&M marketing communications for 

sustainability do not focus much on bringing the unwanted clothing to H&M. There was not 

even a subtle mention of that in their new commercial.  

Increase in Sales: 
H&M’s current strategy related to the sustainability campaign is to increase sales for the 

conscious clothing line. They are showing models wearing clothing made from sustainable 
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materials. H&M’s website which is also their online store has a whole page for their conscious 

campaign clothing line, however there are only a few options available. H&M must add more 

options to increase sales. Additionally, since we focused on increase in sales due to the change 

in brand image, H&M can start a fundraising campaign and take initiatives to help the 

environment and also showcase it through their communication channels. This will increase 

H&M’s goodwill. 

Conclusion 
Conducting this case study by applying the framework of marketing strategy (STP Process and 

Marketing Mix), we have learned how a company approaches customers to make more profits 

in the real world. We learned how a real-life company employs the strategies we learned in 

class in order to better market their products. We found how vital the STP process is for 

marketing. Segmentation is the first step that marketers have to take before targeting. There 

several ways to divide a target market into segments, and that will help them draw solid 

borders between segments. When a market is clearly distinguished, it is easy to choose 

segments to target because marketers can easily associate their products or service with the 

preference of consumers in the segments. As we tried to determine H&M’s target segments, 

we also found that segmentation tools, such as VALS and PRIZM, can provide useful and specific 

information on consumers. This learning of external tools enabled us to use these tools even in 

our professional life if we have to market our brands.  This study determines the efficiency of 

the marketing strategies of H&M by looking at how H&M segments a market, targets customers 

and positions itself. H&M values the affordability, accessibility, and unique designs that follow 

the latest trends. It is attempting to differentiate itself from other fast fashion brands, focusing 

on its values.  

Geographically, we can conclude that H&M builds stores in big metropolitan cities to target 

people who are sensitive to fashion trends. Using PRIZM, we have found two specific segments 

that match H&M targets: Connected Bohemians and Young and Influential. From the 

information on those two segments, H&M’s consumers have midscale income and have like to 

spend on leisure. VALS also helped us figure out psychographic segmentation. H&M’s 

customers like experiencing new things. Self-expression is one of their biggest motivations, and 

that encourages them to buy at H&M.  Bring It Campaign was released to show that H&M 

values sustainability to obtain a better brand image. It also illustrates H&M’s brand personality, 

including accessibility. As a result, we saw how important a brand image is for any brand if they 

are to succeed. Brands incur various costs in order to improve its brand image, as in the long 

term it proves to be fruitful.  

We, as college students with marketing major, learned that every company strives to seek a 

better brand image or positioning. H&M has a good reputation for low-cost clothing but still 

tries to obtain an eco-friendly image to differentiate itself from its competitors. Marketers must 

keep eyes on competitors, examining what they are trying to do, so that their brand does not 
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get left behind in the market. In H&M’s case, as the sustainability issues have risen, H&M has 

started bringing solutions to tackle the bad image of being unsustainable.  
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ABSTRACT 
Established in 1962 in Bentonville, Arkansas, USA, Walmart’s Mission is “to save people money, 

so they can live better.” Today it operates 11,200 stores in 27 countries with 2.2 million 

associates around the world. About 45 percent of Walmart’s sales are from its international 

stores. Lately, it has expanded its e-commerce website to 10 countries (Walmart - India.). 

Walmart entered, India, an emerging market, in 2009, but could only operate a cash and carry 

wholesale business due to Indian regulations prohibiting multi-brand retail. In order to move 

into retailing, Walmart’s only choice was e-commerce and in order to get a head start, they 

made a $16 billion purchase for a 77 percent stake in Flipkart (India’s largest online retailer). 

India’s ecommerce market is growing at 60-70 percent and 26 percent of the population has 

internet access. (Agarwal & Dixit, 2017). Moreover, in 2018, the government announced a new 

e-commerce legislation that outlaw companies like Walmart and Amazon to have stake in the 

products they sell. This resulted in Walmart having to pull a majority of its most profitable 

online goods from their websites in India (Chanchani, M), which may result in Walmart’s failure 

in e-commerce. This case study researches Walmart’s e-commerce business in India. The case 

questions will initiate discussion on Walmart’s marketing mix in comparison to that of other 

marketing strategies in India and to its competitors. Also, the case will examine success factors 

given the cultural, socio-economic, regulatory and technological realities in India.  
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ABSTRACT 
The direct-to-consumer genetic testing market is predicted to reach $340 million by 2020 

(Seward, 2018). DTC genetic tests (DTC-GTs) are DNA kits purchased and taken by consumers in 

their homes to learn about their ancestry, trait/disease propensity, etc. Although, many 

companies state in their privacy policies that they share genetic information with third parties, 

it’s not evident that consumers completely understand how their information will be used e.g., 

for research or law enforcement. Prior research has found some ethnicities have low awareness 

of DTC-GTs e.g., African Americans and Hispanic Americans (Salloum et. al, 2018) but it’s not 

clear if this also impacts their privacy concerns. The role of ethnicity is important due to 

historical reasons e.g., the case of Henrietta Lacks (Rao, 2016), medical experimentation on 

slaves, and the Tuskegee Syphilis Study (Gamble, 1997). This research aims to address this 

research gap, by examining the impact of ethnicity and attitudes toward privacy on consumers’ 

purchase of DTC-GTs. After reviewing literature, the researcher developed a conceptual model 

and testable hypotheses. The researcher then surveyed 103 participants and deployed 

statistical techniques e.g., t-tests and correlation analyses. Based on the study’s findings, non-

users of DTC-GTs don’t possess higher privacy concerns about genetic testing than users. Also, 

while African Americans are more aware of unethical medical experimentation involving African 

Americans, the study revealed they’re unlikely to have higher privacy concerns about genetic 

testing and as likely to purchase DTC-GTs. This research contributes to our understanding about 

privacy-related challenges in the rapidly evolving DTC-GT market.  
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Relevance to Marketing Educators, Researchers and Practitioners:   This research 

contributes to our understanding about privacy-related challenges in the rapidly evolving DTC 

genetic testing market. Exploring the topic of genetic privacy concerns allows marketing faculty 

and students to have conversations about consumers’ attitudes and how these attitudes 

influence their buying behavior. Using the ethnicity lens for this research is especially insightful 

for researchers, genetic testing companies, and policy makers.   
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ABSTRACT 
Ethnic cultural arts have been increasingly integrated into the arts scene of the United States. In 

this process, much is to be done to ensure that the cultural significance of these performances 

are not lost to a culturally diverse audience as often attend these performances in the US. 

While much of the public’s interest comes from the novelty in ethnic art forms, this study 

makes an initial attempt to balance entertainment, education, and advocacy for a world-

conscience view from both the delivery and receiving sides of marketing this unique product. 

Drawing upon and expanding previous research postulating that the best way to give meaning 

and impact is to associate performance with narrative (e.g., Deighton 1992), we study the 

storytelling in ethnic Chinese dance via an ethnographic approach (e.g., Bardhi, Eckhardt and 

Arnould 2012). Through in-depth interviews led by carefully crafted and standardized 

questions, both performance deliverers and recipients will help us in uncovering the 

relationship fabrics between creators of the art and its consumers. Our research is critical for 

future ethnic arts marketing research, and contributes to cultural awareness and social 

inclusion in our community. Without insight from this study, we risk a continued attitude 

towards diversity that is lacking in understanding and awareness that has pervaded the US for 

decades. 
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ABSTRACT 
Managers are often challenged by the CEOs’ demands to justify the ROIs of marketing spending 

(Gallo, 2017). However, marketing gains tend to be intangible, and marketing activities are 

often subject to budget cuts to increase performance efficiency (Joshi and Hanssens, 2010; 

Sridhar et al., 2014). For example, Vanguard’s dashboard advises U.S. automotive firms to lower 

advertising budgets for increasing profit (Hanssens and Pauwels, 2016). In fact, Ford and Toyota 

announced significant cuts in advertising budgets to increase cost-effectiveness (Thibodeau, 

2018; Shirouzu, 2018). 

Advertising spending has been found to improve consumers’ perceptions of product quality, 

and consumers associate higher product quality when they see more expensive-looking 

advertisements (Kirmani, 1990; Moorthy and Zhao, 2000). Furthermore, Share-of-Wallet theory 

argues that sales cannot be effectively measured without accounting for the competition effect 

since consumers tend to spend on the brands that they most favor over other competing 

brands (Keiningham et al., 2011). From this perspective, this paper predicts that increasing 

competitive advertising spending over other competing firms might effectively improve the 

relative product quality perceptions and improve market share subsequently.  

This study proposes to provide empirical evidence about how advertising budgets can improve 

market dominance. For performing the proposal-stage, preliminary effect testing, we examined 

the panel data about the trends in advertising spending and market share of the top five brands 

in the US automobile market from 2007 to 2017. We investigated the indirect effect of 

competitive spending in the effect of advertising spending on market share by using Sobel Test 

(for applications, see Yu et al., 2014; Shiv, Carmon, and Ariely, 2005), and controlled for 

endogeneities by using Difference in Difference (DID) estimations (for applications, see Liu, 

2006; Chevalier and Mayzlin, 2006). The results of the study suggest that not the amount 

increased, but the relative spending compared to competitors has a significant effect on market 

share. The increase in advertising budgets is not likely to generate significant ROI if the increase 
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in competitive spending does not correspond. This study proposes further examinations of the 

effect on heterogeneous industries, with additional control variables including business type 

(B2C/B2B), R&D investments, and other marketing activities such as sales promotions, 

receivable investments, or branding expenses. 

References: 
Chevalier, Judith and Dina Mayzlin (2006), The Effect of Word of Mouth on Sales: Online Book 

Reviews, Journal of Marketing Research, 43(3), 345-354 

Gallo, Amy. (2017, July 25), A Refresher on Marketing ROI, Harvard Business Review, Retrieved 

from https:// hbr.org. 

Hanssens, Dominique M., Koen H. Pauwels (2016), Demonstrating the Value of Marketing, 

Journal of Marketing, 80(6), 173-190 

Joshi, Amit, and Dominique M. Hanssens (2010), The Direct and Indirect Effects of Advertising 

Spending on Firm Value, Journal of Marketing, 74(1), 20-33. 

Keiningham, Timothy L., Lerzan Aksoy, Alexander Buoye, and Bruce Cooil (2011) Customer 

Loyalty Isn’t Enough. Grow Your Share of Wallet, Harvard Business Review, 89(October), 

29-31 

Kirmani, Amna (1990), The Effect of Perceived Advertising Costs on Brand Perceptions, Journal 

of Consumer Research, 17(2), 160-171 

Liu, Yong (2006) Word of Mouth for Movies: Its Dynamics and Impact on Box Office Revenue, 

Journal of Marketing, 70(3), 74-89 

Moorthy, Sridhar, and Hao Zhao (2000), Advertising Spending and Perceived Quality, Marketing 

Letters, 11(3), 221-233 

Shirozu, Norihiko (2018, June 20), Exclusive: Toyota, Pressed to Innovate, is Cutting Marketing 

Costs to Fuel Research, Reuters, Retrieved from https://www.reuters.com. 

Shiv, Baba, Ziv Carmon, and Dan Ariely (2005), Placebo Effects of Marketing Actions: Consumers 

May Get What They Pay For, Journal of Marketing Research, 42(4), 383-393 

Sridhar, Shrihari, Sriram Narayanan, and Raji Srinivasan (2014), Dynamic Relationships among 

R&D, Advertising, Inventory, and Firm Performance, Journal of the Academy of 

Marketing Science, 42(3), 277-290 

Thibodeau, Ian. (2018, October 5), Ford Expects to Cut Jobs in Restructuring, The Detroit News, 

Retrieved from https://www.detroitnews.com. 

Yu, Wantao, Ramakrishnan Ramanathan, and Prithwiraj Nath (2014), The Impacts of Marketing 

and Operations Capabilities on Financial Performance in the UK Retail Sector: A 

Resource-Based Perspective, Industrial Marketing Management, 43(1), 25-31 

  



 
578 

 

Keywords: Advertising, Budgeting, Advertising Spending, Marketing ROI 

Author Information 
Rae Yule Kim is Doctoral Candidate in Marketing at Rutgers University. 

Track: Student Proceedings 

ID#: 1052 

 

  



 
579 

 

23 and Who?: Ethical Issues in Business to 
Consumer Sales in DNA Testing  

 

Casey Rockwell, ccrockwell@ualr.edu 

Claire Herman, cxherman@ualr.edu 

 

ABSTRACT 
When looking at direct to consumer sales, numerous articles have evaluated the need for 

consumer protection. In our ever-changing society, consumers are continuing to exercise their 

freedom to learn more about themselves by voluntarily submitting for DNA testing seeking to 

learning more about their health, ancestries, and potential new relatives. In the case of generic 

testing particularly, a new ethical dilemma has arisen relating to who has the right to privacy. Is 

it the consumer who desires their genetic makeup to be tested or all of those who may share 

the same genetics? Federal and state laws are inconstant at best as it relates to what is 

required of companies in this rapidly expanding field. Hazel ad Slobogin (2018) evaluated the 

current regulatory landscape of policies provided to consumers prior to testing, and it is clear 

that there is a lack of consistency in disclosures (Christofides and O’Doherty, 2016). Laestadius, 

Rich, and Auer (2017) found that most companies strove for transparency in their security 

protocols and third-party disclosures but few companies discussed record retention. Digging 

deeper, Katz and Schweitzer (2010) evaluated occurrences when anonymity is overcome as it 

relates to sperm donation further illuminating the concern over defining consumer and the 

extent of consent. Finally, Phillips (2016) provided one of the first evaluations of the contract 

consent provisions as it relates to the industry in the UK providing guidance and leaving 

remaining questions about the applicability in the United States. This conceptual paper seeks to 

evaluate the intersection of loose regulation, current disclosures, and the impact on non-

participating parties revealed through DNA testing. 
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ABSTRACT 
As a student at Kennesaw State University in the College of Arts you hear your professors say to 

you that making connections is extremely important in your college and future careers; 

especially in the Graphic Communication and Marketing field. I made sure to take that advice to 

heart in all the classes I took at KSU by making wonderful friendships with students, professors 

and professionals. I’ve made amazing friendships and mentors along the way. Many of those 

connections opened many doors for my career like the opportunity I was blessed with during 

the Spring 2019 semester. I was honored to be reached out by my marketing professor NeCall 

Wilson for the opportunity to design a brand and redesign a logo for WIT (Women In 

Technology) Campus. 

WIT (Women in Technology) Campus is an organization whose mission is to provide college 

women opportunities to explore and experience careers in Science, Technology, 

Engineering, Arts, and Math (STEAM) fields.2  We do this by building strong partnerships 

among students, colleges, and companies which allow us to provide relevant educational 

programs, internships, and scholarships possibilities for these college women.3 After doing 

research on WIT Campus I was extremely proud and humbled to design a logo rebrand for 

them. 

WIT Campus goal was to create a brand that would stand out from the WIT logo. WIT requested 

that the brand for WIT Campus to visually have a campus/college look feel, but also keeping a 

similar aesthetic to the WIT brand. Such as, the magenta color and content. After meeting with 

a contact from WIT Campus my role was to then research WIT and WIT Campus to fully get an 

understanding of what the organization represented and what WIT stood for. After many trial 

and errors I was able to come up with a design that would attract WIT Campus target market 

(women in college), and also create a design that was timeless, effective, readable, and 

recognizable. 

 
2  "WIT CAMPUS." Women In Technology. Accessed June 06, 

2019. https://www.mywit.org/wit-participate/wit-campus/ 

 
3 ibid 

https://www.mywit.org/wit-participate/wit-campus/
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After many trials and errors with the volunteers and WIT Campus team the WIT Campus logo 

was launched January 2019. To this day the logo has been used on all social media platforms, 

media platforms, print, etc. The new WIT logo is now accessible for all WIT Campus clubs such 

as, Kennesaw State University, Georgia Southern, etc. It was an honor to design a logo for WIT 

Campus and prod to see the logo on all media and web platforms. 
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